
Module Code and Title: BMIH4005 Marketing Essentials
Lecturer’s name: Ruth Taylor Davies
Component A: Marketing Plan of Ritz-Carlton London Hotel
Student Name and ID: Adriana Petran 2210809




Table of Contents
Introduction	3
The Marketing Mix of Ritz-Carlton London	3
The Micro Marketing Environment of Ritz Carlton London	4
SWOT Analysis	4
The Macro Marketing Environment of Ritz Carlton London	6
PESTLE Analysis	6
Creating Customer Value and Engagement	7
Effective use of Digital Marketing	8
Conclusion	8
References	8






[bookmark: _Toc121147296]Introduction 
According to Ferrell, et al., (2021), the marketing plan is indeed a company's strategy for selling its item or brand. The marketing plan of Ritz-Carlton London promotes, sells, manages products/services, prices, finances, & distributes the overall products of the company. In this writing, there will be a discussion about Ritz-Carlton London’s marketing mix and several factors associated with it. Along with that, micro and macro environmental analysis will be given as well. Furthermore, there will be a description of the value this company offers so that business professionals and learners get a better understanding of the industry and the company’s functions. 
[bookmark: _Toc121147297]The Marketing Mix of Ritz-Carlton London
Ritz Carlton treats its visitors exceptionally by offering the best amenities and attentive service. It encourages its visitors to have a comfortable, elegant, and enjoyable stay (Thabit, and Raewf, 2018). Its marketing mix includes:
Product 
Ritz Carlton London's product anatomy shows that it's not just a typical hotel that meets fundamental necessities; it wants to deliver unforgettable experiences to its guests, which matches its target demographic. Providing value-added services like personalized attention justifies its marketing appeal to get the Ritz Experience, allowing it to exceed client expectations. This value-added service boosts Ritz Carlton London's revenue. Product creation, such as innovative packages, is important to attract more clients and adapt to market conditions. In the hospitality industry, locations act as products, creating selling points and influencing buyer behaviour. 
Place and Distribution Strategy
In the service industry, direct selling between a service provider and end client is common due to the wastage, intangibility, heterogeneity, and inseparability of service items. When a consumer makes a booking, hotel service begins. Ritz Carlton London recognizes the importance of internet booking, which increased in 2007 and gives quick access to its website (Alhisan, et al., 2020). Ritz Carlton London has entered the best available rate programs with websites to gain consumer confidence and lower web charges.
[image: Ritz Carlton Hotel Business Strategy | Business Essay Example]
Figure: Growth of Ritz-Carlton London (Alhisan, et al., 2020)
Pricing Strategy
The UK hotels of the firm are positioned as its own luxury hospitality brand that creates memories. Due to its affordable positioning, its target consumers include business executives, superstars, regional and global athletes, vacationers, corporate bodies, and the upper middle class, hence the pricing follows accordingly (Huang, 2021). 
Promotion
Ritz Carlton promotes via word-of-mouth. Brand visibility is increased with catchy, colourful ads. Ritz Carlton's reward programme offers numerous ways to earn points. Staying at one of its locations or a partner hotel earns points. Guests can earn points on partner airlines. Reward points provide free stays, hotel upgrades, and other perks (Gupta, 2018). The corporation also promotes through package holidays and other incentives. 
[bookmark: _Toc121147298]The Micro Marketing Environment of Ritz Carlton London 
[bookmark: _Toc121147299]SWOT Analysis
As per Arneth (2019), distributors, rivals, marketing middlemen, consumers, and the general public impact a firm's analysis and the decision is known as a Microenvironment which can be seen from the SWOT analysis of Ritz-Carlton London:
Ritz Carlton’s Strengths
The firm has tremendous international reach. The organisational network receives support from coworkers and clients. Recurring revenues are rising thanks to incentive programmes of the company. Moreover, there are more than 33,000 workers in 26 different nations giving it stronger bargaining power (Vilana Olmos, et al., 2019).
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Figure: Global Guest of Ritz Carlton London (Vilana Olmos, et al., 2019)
Ritz Carlton’s Weaknesses
The level of discretionary price is obviously influenced by the status of the market, hence fluctuating the demand for their rooms. There has been a decreasing profit line after the global Covid-19 outbreak which can be attributed to many logistical issues for the hotel (Kim et al., 2020).
Ritz Carlton’s Opportunities 
Ritz Carlton can expand the client base via special deals and collaborative ventures. It can also go for expansion in terms of the global tourism sector where travellers are looking for new places
Ritz Carlton’s Threats
The increase in operating costs has an adverse effect on hotel prices. Moreover, in the post-Covid-19 era, violent competition among resorts inside the neighbourhood and globally renowned hotels (Lungu, and Lupu, 2021). 
[bookmark: _Toc121147300]The Macro Marketing Environment of Ritz Carlton London 
[bookmark: _Toc121147301]PESTLE Analysis
The main outside factors that have an effect on the profitability of firms and judgment is known as the macro environment which can be understood from the PESTLE analysis of any firm (Ali, and Audi, 2018). In this case, it is given below: 
Political Factors
Ritz-Carlton London is in nations with varying political situations. Ritz-Carlton London has to monitor the nation's democratic trends since alterations in government might affect industry growth objectives (Huang, 2021). Whenever Ritz-Carlton London enters illegal marketplaces, it will destabilise society, undermine the judicial process, and imperil the rule of law.
Economic factors
Ritz-Carlton London Hotel has to grasp exchange rates, labour market circumstances, inflation, and saving rates. Economic growth affects organisational performance. The Ritz-Carlton London Hotel benefits from growing economies (Dahadi, and Yusup, 2020). 
Social factors
Social conventions, values, and trends shape organisational culture. Changes in population demographics including the ageing population, migration trends, and socio-economic factors are crucial for Ritz-Carlton London Hotel. 
Technological factors
Rapid technology innovation and dispersion have enhanced the relevance of understanding technical issues in the strategic decision-making of the company. Ritz-Carlton London Hotel usually adapts lasted and up-to-date technologies of the sector to provide high-end service to their clients.
Environmental factors
An increase in awareness and climate change has made 'environmental analysis' a significant aspect of the company. Ritz-Carlton London Hotel generally uses effective waste management procedures in urban units. Many nations have severe wastewater treatment regulations to safeguard metropolitan areas which the company acknowledges.
Legal factors
Ritz-Carlton London Hotel Firm cannot join a new market before understanding its legal framework Therefore, it tries to obey worker requirements and consumer safety laws in several countries. 
[bookmark: _Toc121147302]Creating Customer Value and Engagement
Create customer value
Customers may provide the Ritz-Carlton London hotel positive feedback by providing thoughtful little touches like a welcome letter or intriguing room décor (Kim, et al., 2020). They may accomplish this by giving the visitors their full trust and all the amenities. 
Benefits offer current and potential visitors
Ritz-Carlton London offers all conceivable amenities to its guests, including luxurious accommodation, car service, catering, receptionist, courier, on-call doctor, cleaning supplies, outings and tours, flower arranging, etc. 
Develop visitor engagement
According to Lungu, and Lupu, (2021), there are three key components that any guest will look for in a hotel are as follows: the hygienic condition of the hotel, the communication system’s effectiveness, and calmness in the environment which the Hotel chain ensures a deeper visitor engagement. To provide the visitor with factual data and booking data, the hotel's webpage is updated. The visitors are served with contemporary hospitality and feedback from them is appreciated. 
Marketing channels of Ritz-Carlton London
Paid, open, online, and conventional channels are indeed the four primary categories of marketing channels used by Ritz-Carlton London. Advertising and sponsored posts, particularly on Facebook, Instagram, especially YouTube, are by far the most widely used paid media choices of the company (Palmatier, et al., 2019). 
[bookmark: _Toc121147303]Effective use of Digital Marketing
Every company's marketing strategy now depends heavily on digital marketing. Ritz- Carlton's strategy has made it possible for business to sell their goods effectively and focus on their target markets. They include focusing on both web and mobile sites, performance, style, user interaction, and privacy are quality measures. As per Palmatier et al., (2019), the company tries to maintain a great online reputation to attract customers. Potential customers are more likely to pick firms like Ritz-Carlton London with high ratings, positive reviews, and professional responses to problems (Ali and Audi, 2018). 
Ritz-Carlton London also employs customized internet advertising after establishing its website and social profiles. It sets up a Google Ads & Facebook Ads marketing strategy after they discover prospective clients. To attract new customers, the company focuses on their messages very much. Their messages include upholding Top-Notch Room Facilities, offering more affordable prices with leisure amenities, and taking full advantage of busy travel periods.
[bookmark: _Toc121147304]Conclusion 
A company's approach to promoting its product or brand is reflected in its marketing plan. Ritz-Carlton London is a premium hotel which has a marketing plan, its marketing mix has many factors that are described here. Again, micro and macro environmental analysis are important for the company’s strategic plan which has been highlighted. It is expected that this marketing plan will serve as a guiding torch for others to follow.
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