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[bookmark: _Toc120360619]Introduction
To arrange, carry out, and keep tabs on their marketing strategy throughout a certain time frame, firms need to have a marketing plan (Dabrowski et al., 2019). This research will focus on the marketing plan of the five-star Ritz Carlton, part of the Relais & Chateaux chain. The plan's objective is to recruit a sizable clientele after the Covid-19 pandemic lockdown by focusing on a specific market and reaching the clients by segmenting them according to their wants and preferences. 
[bookmark: _Toc120360620]Situation Analysis
[bookmark: _Toc120360621]Company: SWOT Analysis
	Strengths
	Weaknesses

	London's natural beauty and the hotel's convenient location draw many visitors. Attractive selling elements for the hotel are its variety of package deals and its outdoor amenities (Kim et al., 2015).
	After Covid-19's lockout, a clean and healthy workplace is harder to achieve than ever.

	Opportunities
	Threats

	In addition to accommodating guests staying for weddings, Ritz Carton also offers a variety of other events. After the lockdown of Covid-19 is lifted, this will allow the hotel to reopen and welcome guests.
	A major risk for the company is the very competitive business environment in the United Kingdom.


[bookmark: _Toc120360622]Customers: Segmentation and Targeting
Geographic Segmentation: London, England is home to the posh Ritz Carlton. Ritz Carlton takes into account the need for geographical segmentation. 
Demographic Segmentation: When proposing demographic segmentation for the Ritz Carlton, criteria other than age and gender are considered. These include income, marital status, and employment (Leung et al., 2017). 
Psychographic Segmentation: Interests, views, and attitudes are the focus areas for Ritz Carlton's psychographic segmentation. 
Behavioural Segmentation: The Ritz Carlton places a strong emphasis on providing guests with first-rate service, innovative amenities, and unforgettable stays. 
[bookmark: _Toc120360623]Competitors: Porter's five forces
	Threat of New Entrants
	Low

	Threat of Substitutes
	Moderate

	Bargaining Power of Customers
	Moderate

	Bargaining Power of Suppliers
	Low

	Competitive Rivalry
	High


[bookmark: _Toc120360624]Collaborators
The Ritz Carlton is owned by the Brownsword Hotel Group.
[bookmark: _Toc120360625]Climate: PESTLE
	Political
	Political events, such as Brexit, have had an effect on the firm since they have led to new restrictions that make it harder for visitors from the EU to stay at the hotel (Goryushkina et al., 2016).

	Economic
	Due to the quick spread of the Covid-19 pandemic, Ritz Carlton's economy has suffered greatly.

	Social
	Covid-19 has impacted the social component, which entails providing suitable facilities to the local community and the workers, by lowering wages and temporarily suspending several consumer services.

	Technological
	Ritz Carlton has been profoundly impacted by technological advancements in the hospitality industry, particularly in the areas of digital marketing and guest room booking (Leung et al., 2017).


	Environmental
	This hotel, located in a particularly scenic area of Dartmoor National Park, has a responsibility to do its bit to protect the park's natural beauty by minimising its impact on the environment (Denizci et al., 2016).

	Legal
	Ritz Carlton follows the necessary legal procedures and frameworks to avoid any potential legal issues. 
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The main purpose of an effective hotel marketing strategy is to raise awareness of the hotel's brand, making the hotel easy to book from a travel planning website (Li et al., 2015). 
SMART Target: Improve the percentage of direct bookings by 10% in the second quarter.
Specific: Boost guest reservations by 10%
Measurable: The goal is to boost direct bookings by 10%.
Achievable: Many factors may contribute to a positive outcome, therefore the target is within reach.
Relevancy: This objective is in line with the overarching aim of decreasing commission expenses and raising profits (Middleton and Clarke, 2012).
Time: It's a single quarter, thus success may be determined by comparing direct booking % at the start and conclusion.
[bookmark: _Toc120360627]Strategy
Value Proposition
Ritz Carlton's main selling points are its convenience, personalization, affordability, and reputation. Having so many different alternatives available is one way the organisation promotes accessibility (Yang et al., 2012). The business encourages individualization by letting customers choose among vacation packages that highlight features like kid-friendliness or gourmet dining. A variety of programmes are provided by the firm with the goal of cutting expenses. The firm also offers discounts via its website's "Deals" and "Packages" sections, whereby numerous vacations may be booked at a reduced rate. As a consequence of its achievements, the firm has become a recognised brand.
Customer Segments
Ritz Carlton's clientele has varied requirements, hence the company operates in a divided market. The company's hotel brands cater to customers with diverse incomes by providing accommodations at a range of pricing ranges and with differing degrees of luxury. The interaction between Ritz Carlton and its customers is mostly of a self-service type (Phelan et al., 2013). 
[bookmark: _Toc120360628]Tactics ( Marketing Mix)
Product: In addition to its luxurious five-star lodgings, the Ritz Carlton has a high-end dining venue that is renowned for the inventiveness of its culinary offerings (McManus, 2013). The hotel has a variety of activities and services, some of which include a tennis court, an 18-hole putting course, stunning spas, a wellness centre, suites, and wet rooms with a wonderful view of the hotel garden.
Place: It's easy to get to the Ritz Carlton in London, whether you're travelling by car, plane, train, or boat. The hotel also provides visitors with internet booking portals and guest feedback boards, both of which allow for interaction between guests and staff members for the sharing of views (Leung et al., 2015). This hotel consistently earns high marks from guests who have been there because of the scenic surroundings and calming atmosphere it provides. In addition, visitors have the ability to book rooms and submit feedback to the management of the hotel via discussion boards and websites that are specifically for that purpose. Because it is located in such a lovely area and because the environment there is so relaxing, the hotel consistently has a large number of customers.
Price: The Ritz Carlton maintains a pricing strategy that is quite competitive, and in addition, the hotel provides a wide variety of alluring discounts and packages (Leonidou et al., 2013). To entice clients, Ritz Carlton employs a competitive pricing approach and offers a wide choice of tempting bundles and deals. Following the conclusion of Covid19, Ritz Carlton decreased costs across the board and offered unique deals on a variety of vacation packages in an attempt to attract new clients.
Promotion: Ritz Carlton advertises the hotel by drawing attention to the fact that it is environmentally responsible within the British hospitality industry (UK). After the operation Covid-19 was terminated, Ritz Carlton made the choice to advertise itself via internet channels, social media, and many other digital marketing tactics. As a result, the firm saw a significant increase in the size of its existing client base (Gardini, 2022). Ritz Carlton may let prospective guests know about their new packages and deals with the use of email marketing. 
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With the assistance of marketing channels, one is able to determine the method that will be most successful in reaching a particular demographic (Cooper et al., 2017). If this is in place, there is a greater chance that members of the target market will purchase the product in question. The majority of the company's time has been devoted to expanding our client base because we understand the significance of this objective.
[bookmark: _Toc120360631]Control
The quality of the amenities and the service provided by the Ritz Carlton are what set it apart from competitors. Ritz Carlton has more inventory than any other hotelier in the works, meaning that its competitive edge over the industry will last for years to come. This metric is used to evaluate a company's profitability. It calculates the return on the company's total invested capital (Chan, 2013). The hotel may calculate the owners' net profit using these ratios. After the Covid19 shutdown, Ritz Carlton may use video marketing to entice guests to book a room by showcasing the hotel's amenities, the surrounding area's attractions, and the convenience of staying at the Ritz Carlton.


[bookmark: _Toc120360632]Conclusion
A marketing plan details how the company intends to expand their clientele and market share via advertising and promotion. In addition, it may be used as a gauge of the marketing campaign's performance thus far (Bilgihan and Bujisic, 2015). Establishing a realistic budget, communicating departmental objectives, and determining who the target market is for a product or service are all important tenets of any marketing strategy. A well-thought-out marketing strategy may help businesses adopt techniques that appeal to the company's target demographic while also contributing to the company's bottom line. Ritz Carton should carefully investigate their target market and promote accordingly.
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Introduction

This presentation will focus on the marketing plan of
the Ritz-Carlton, a luxury hotel chain owned and

operated by The Ritz-Carlton Hotel Company, LLC.

The plan's objective is to recruit a sizable clientele after
the Covid-19 pandemic lockdown by focusing on a
specific market and reaching the clients by segmenting

them according to their wants and preferences.
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Marketing Mix

Product: In addition to its luxurious five-star lodgings, the
Ritz Carlton has a high-end dining venue that is renowned for
the inventiveness of its culinary offerings (McManus, 2013).
The hotel has a variety of activities and services, some of
which include a tennis court, an 18-hole putting course,
stunning spas, a wellness center, suites, and wet rooms with a
wonderful view of the hotel garden.

Place : It's easy to get to the Ritz Carlton in London, whether
you're travelling by car, plane, train, or boat. The hotel also
provides visitors with internet booking portals and guest
feedback boards, both of which allow for interaction between
guests and staff members for the sharing of views (Leung et
al., 2015). This hotel consistently earns high marks from
guests who have been there because of the scenic surroundings
and calming atmosphere it provides.
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Marketing Mix

Price: The Ritz Carlton maintains a pricing strategy that is
quite competitive, and in addition, the hotel provides a wide
variety of alluring discounts and packages (Leonidou et al.,
2013). To entice clients, Ritz Carlton employs a competitive
pricing approach and offers a wide choice of tempting
bundles and deals.

Promotion: Ritz Carlton advertises the hotel by drawing
attention to the fact that it is environmentally responsible
within the hospitality industry. After the operation Covid-19
was terminated, Ritz Carlton made the choice to advertise
itself via internet channels, social media, and many other
digital marketing tactics. As a result, the firm saw a
significant increase in the size of its existing client base
(Gardini, 2022). Ritz Carlton may let prospective guests
know about their new packages and deals with the use of

email marketing.
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SWOT Analysis
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PESTEL Analysis

Political events. such as Brexit, have had an effect on the firm since
they have led to new restrictions that make it harder for visitors from
the EU to stay at the hotel (Goryushkina et al., 2016).

Due to the quick spread of the Covid-19 pandemic, Ritz Carlton's
economy has suffered greatly.

Covid-19 has impacted the social component, which entails
providing suitable facilities to the local community and the workers,

by lowering wages and temporarily suspending several consumer

services.
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PESTEL Analysis
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Ritz Carlton has been profoundly impacted by technological
advancements in the hospitality industry, particularly in the areas of
digital marketing and guest room booking (Leung et al.. 2017).

This hotel, located in a particularly scenic area of Dartmoor National
Park, has a responsibility to do its bit to protect the park's natural
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Segmentation and Target Marketing
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Digital Marketing

The Ritz-Carlton will be able to employ video marketing to convince customers to reserve a night after
the Covid19 shutdown by promoting the hotel's various facilities and the prominent attractions in the
vicinity. Email marketing is another digital marketing method Ritz Carlton may utilise to attract new
customers and maintain interest among current ones in the hotel by spreading the word about the
promotions and packages it provides. If wants to keep its consumers in the know about its latest rules
and sales, it must keep its website fresh with new content on a consistent basis. Ritz-Carlton will spread
the word after Covid-19 about the need of maintaining a tidy and adaptable booking policy in order to
retain patronage.
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Conclusion

Establishing a realistic budget,
communicating departmental objectives, and
determining who the target market is for a
product or service are all important tenets of
any marketing strategy. A well-thought-out
marketing strategy may help businesses
adopt techniques that appeal to the
company's target demographic while also
contributing to the company's bottom line.
Ritz Carlton should carefully investigate
their target market and promote accordingly.
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