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Introduction

The following is a marketing plan based on the SOSTAC model developed by PR Smith for effective marketing planning abbreviated “situational analysis, objectives, strategy, tactics, action, and control”. This marketing plan is being prepared for Dubai’s growing private luxury hotel, Ritz-Carlton, to help it attract new customers in Dubai's current economic environment or the business climate. A range of models and theories will be applied to increase the effectiveness of this marketing plan, including an application of the 5Cs of the marketing model for situational analysis. It will incorporate SWOT for microanalysis, Segmentation and Targeting, Porter’s Five Forces, perceptual map, awareness of B2B relationships, franchises, and partnerships, and PESTLE for macro analysis. SMART targets will be used for drawing objectives, value proposition, and Bowman’s strategy clock, and determination of positioning will be included for strategy, 4Ps marketing mix for tactics followed by an action plan and identification of marketing plan control measures.
 

Situation Analysis
5C’s marketing components
Company
	Strengths
	Weaknesses

	· More than 246 five-star luxury hotels across Dubai (The Ritz Carlton 2022)
· Finest luxury experiences
· High-standard dining, facilities, and services
· One of the most prestigious brands of Dubai with a singularity of services and designs of the hotel
	· Bad customer reviews for its food services
· Dress Code restrictions in the hotel

	Opportunities
	Threats

	· Increasing opportunities for business growth
· Increasing visitor arrivals and the fast-growing hotel market
· Partnership opportunities with local brands
	· Competition song growing hotels to meet the country’s tourism targets
· Cheaper alternatives for similar services



Table 1: SWOT analysis of Hotel Ritz-Carlton Source: (Self-created)

Customers
Segmentation: The segmentation of customers for Ritz Carlton is based on a high-income population with regular personal or business travel needs and lifestyles (Ritz-Carlton Hotel, 2022).
Targeting: The target customers of the hotel include business executives, leisure travelers, corporate workers, elders, middle-aged individuals, and upper-middle society families.

Competitors
Competitive Rivalry (High): Dubai’s hotel industry is growing with the introduction of new hotel services and rooms by existing brands at a rapid pace leading to increased competition for Ritz-Carlton.
Substitution threat (Moderate): The substitution threat is extreme in the Dubai market due to the increasing availability of varieties of hotel service providers. However, it is moderate for Ritz-Carlton as fewer hotels can provide high-level luxurious services and prestigious visitor satisfaction (Ritz-Carlton Hotel, 2022).
New entrant threat (Low): Entry barriers in Dubai’s hotel sector are high due to the current level of competition.
Buyers’ power (Moderate): Buyers’ power is relatively high in this sector, however, Ritz-Carlton’s customers do not tend to switch to other providers as quickly as other hotel sector customers in the market (Morin, 2022).
Suppliers’ power (High): As the business is recognized for its quality standards in terms of designs, services, and amenities, its suppliers hold high bargaining power (Ritz Carlton, 2022). It is because they provide Ritz-Carlton with developers, real estate services, properties, interior designs, and so on for the best possible luxurious customer experience.

Collaborators
The company collaborates with a range of B2B interior design providers like London’s Asprey, has partnerships with renowned magazines like Vogue, and has several other collaborations with prestigious companies like Mercedes and many more (Shor, 2019).

Climate
	Elements
	Impacts

	Political
	· Civil liberties are limited in Dubai compared to other countries and the political economy has also weakened after 2021 due to the budget crisis (Thay,2022)

	Economic
	· The hotel industry of UAE is projected to grow at the CAGR of 5,76% 2022-2026 with strong financial reserves held by Dubai (Statista,2022)

	Social
	· Increasing trends like regional flavors, home-grown concepts, and vast employment capabilities (The Restaurant Time,2021)

	Technological
	· Issues surrounding the implementation of effective and appropriate technologies in the hotel sector.

	Legal
	· The country has strict labor laws and regulations that the hotel industry is required to comply with. However, the authorities of Dubai have been considerate of not making the business environment overly restrictive (Dudley,2019).

	Environmental
	· The hotel of Dubai become more environmentally friendly to decrease their impact on the environment as they contribute to more than 21% of the tourism industry’s carbon footprint (Statista, 2022).



Table 2: PESTLE analysis of Dubai’s Hotel Sector
Source: (Self-created)

Objectives
SMART Target: The marketing plan aims to achieve a 5% increase (out of 10%) in the attraction of new customers for Ritz-Carlton Hotel from 10/12/2022 till the end of 13/1/2023.
Strategy
Ideal guests: Leisure travelers and people from the upper-middle class.
Marketplace offerings: Similar offerings with slightly lower standards and comparatively less attractive company history.
Values offered/Company's offerings: Luxury spa, outdoor swimming pools, opulently decorated rooms, garden views, beach locations, business locations, leisure destinations, arts, restaurants, and so on (The Ritz Carlton, 2022).
Relevancy: Ritz-Carlton will extensively capitalize on current home-grown trends among customers by providing like-home but exquisite services, sanitized well-maintained, safe, and high-standard overall services, and hotel designs (Kotler et al., 2020).
Quantified Value: Guests will be provided access to the exclusive “Ritz-Carlton Club Level” which is a private floor with complimentary offerings and benefits and offers for stays at luxury apartments within Dubai's financial districts (Jobber and Ellis-Chadwick, 2019).
Differentiation: It will differentiate itself by leading as a luxury fooding and lodging brand through rigorous adherence to its standards. It will also consider giving every property its themes and scenography and personalized luxury experiences to visitors (Smith and Zook, 2019).
Bowman’s strategy clock
There are mainly eight positions in the strategy clock and each position has different strategies which are as follows: 
Position 1: Low price and low-added value
Position 2: Low price
Position 3: Hybrid
Position 4: Differentiation
Position 5: Focused differentiation
Position 6: Risky high margins
Position 7: Monopoly pricing 
Position 8: Loss of share of the market (Bowie et al., 2016)
Among the 8 positions in Bowman's strategic clock,  the best strategy which can be applied by Ritz-Carlton for attracting new customers will be the hybrid strategy. It is the strategy where the focus lies between differentiation and low price as compared to the other luxury (Kotler et al., 2020). The focus of the company will be based on differentiating the services from the competitors by adding value that is highly perceived and also by applying of sustainable pricing strategy.

Tactics
4Ps Marketing Mix
Product: Hotels, resorts, spas, Marriott convey membership, weddings and meetings locations and services, and many more.
Price: Premium Pricing strategy displayed and shared through booking partners and agencies.
Place: Online Travel Agencies, Direct Phone Bookings, and Metasearch Sites.
Promotion: Communication Mix strategy is utilized by Ritz-Carlton through methods like social media, social media marketing, and direct marketing (Clow and Baack, 2013).

Action
 Marketing Activities’ Gantt Chart
	Actions
	Begin
	End
	Duration (weeks)

	Preparations
	10/12/2022
	16/12/2022
	1

	Marketing Research
	17/12/2022
	23/12/2022
	1

	Scheduling Marketing Channels
	24/12/2022
	6/1/2023
	2

	Gathering Feedback
	7/1/2023
	13/1/2023
	1



Table 3: Gantt chart
Source: (Self-created)
[image: ]Figure 1: Gantt chart
Source: (Self-created)

Control
USP: The unique selling proposition for the company will mainly be based on the value the services will be providing and also the pricing strategy of the company. The company will be focusing on providing a great customer experience and also valuable services. All these services will be provided at a low pricing strategy in comparison to the other luxury hotels which will be the major USP for the company (Housden, 2012).
Benefits: Being a luxury hotel, the hotel will be providing the best services and will be cost-friendly in comparison to the competitors. It will be a major benefit that the consumers will be receiving.
Success measurement: The Return-on-Investment (ROI) and Cost-Per-Acquisition (CPA) metrics to measure the success of this marketing plan (Chaffey and Ellis-Chadwick, 2019).
 
Conclusion
The marketing plan provided an overall description of Ritz-Carlton’s strategies to attract new customers in the Dubai market while enhancing its ability to gain more customers through provided benefits. The completion of this marketing plan might be challenged due to the adaptation of a new pricing strategy by the company that can create differences in its market performance if not carefully considered. As the hotel is recommended to adopt the hybrid strategy, it is suggested that it hires employees with expertise in new marketing strategies and practices in the contemporary hotel service market (Dudley, 2019).
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