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Hotel Ritz from London is one of the most exquisite hotels, its premises are in one of the busiest towns in the world, is situated next to Buckingham Palace in centre of London.
	The marketing plan is to bring as many customers as possible by advertising the brand over a series of channels (radio, tv, social media, newspapers). For that to happen and keep the customers, the staff and the service provided must be at the highest standard possible. Also supported by a massive redevelopment that will last around 3 and half years and will cost 300m(Wttti,2021).
	
	To attract clients will have to be advertised on different channels like it was mentioned earlier. The location of the place make is so noticeable as is in such a proximity of Buckingham Palace, a place visited by so many tourists over the year. 
	By using SWOT analysis, it can be identified strengths and weaknesses and what needs to be done to come in the top of the sector of the type of service being provided. 
	
	Strengths
	Weaknesses

	Unchanged character for 110 years.
One Michelin star.
A party atmosphere like feeling all the time.
Staff being so gracious with uniforms done to perfection. (Duncan,2016)
	Could be seen as a weakness the dress code for Rivoli Bar, men need to have a jacket and tie.

	Opportunities
	Threats

	To be a bit more flexible regarding the dress code, thing which changed (Duncan, 2016).C
	The need to be present worldwide to attract more customers to increase the business. 




Taking in the account how fast is everything moving in the world and how important is the access to information for the customers, a very fast and reliable broadband connection for Ritz seems the obvious thing. They have made available to the customers one of the fastest connections 10GB fibre as per Terrapin Holdings (2018), that being one way of keeping the customers happy.
Looking further in the microeconomics of luxury relating hotels will see a crash of the market during Covid -19 as most of them had to close their premises (Anonymous,2022). Although they seem to recover well as the luxury hotel are more susceptible in rises their prices due to labour and rising costs of products to provide the same quality of service. As Anonymous (2022) mentioned is easier to rice the prices for a very rich spectrum of customers than it is for the mass ones. The business travellers don’t check the prices as everything is being paid with their cards and the rich ones don’t really check the prices and how much they increased if they are sure of getting exquisite service (Anonymous, 2022).




Another element to take in the account are the competitors and this could be easily shown by using Porter’s five forces presented in ‘How do hotel firms obtain a competitive advantage?’ (Kim, Haemoon, 2004)

	New market entries.
	The capital needed to build the building and lack of experience. (Kim, Haemoon, 2004)

	Substitute products or services.
	The substitutes play an important role as well, like friends staying with relatives and friends or in recreational vehicles. (Kim, Haemoon, 2004)

	Negotiating the power of buyers.
	The negotiating power of buyers and suppliers and buyers is low due to a big number of them. The buyers being the hotel firms. (Kim, Haemoon, 2004)

	Negotiating the power of suppliers.
	Then suppliers being the firms that are providing the materials to them, to provide the services. (Kim, Haemoon, 2004)

	Competitive intensity among industry incumbents.
	Has increased due to a big number of settings providing hospitality services and the numbers of suppliers. (Kim, Haemoon, 2004)




The objective of the marketing plan is to attract new customers and to keep the old ones so the business figure to go from a stable one to a progressive one. All of this can be done taking in the account the above criteria’s and trying to accommodate the business plan and objectives to the continuous changes in the hospitality industry.

	To be able to reach the above objectives, a good strategy is needed. An aggressive campaign on all the communication channels by providing progressive discounts taking in the account the time that the customers are spending in the premises of the hotel. 
Also, the business customers are a very important side that is bringing an important figure to the overall revenue. Discounts and special offers will be delivered differently to the business clients and very reach people, business clients will get personalized perks like customised room plates, small gifts, and special discounts. The very rich clients’ needs a totally different approach, such as personalized items in the rooms and special gifts to keep them as interested regarding the hotel.

To be able to deliver the marketing plan several tactics for it to succeed. The position of Ritz is very privileged one, the close amenity of Buckingham palace makes it one of the most desirable places to stay for the clients with the social status able to access it. Different road signs marks as the clients approach the area also combined with private cars provided by the organisation for their special clients that are being picked up straight from key points like airports/train stations.
The prices in the area are always competitive and will be high for the low to medium income individuals. All the luxury hotels in the area will have a competitive price in between them, but as business class/ reach people demands grow they will be willing to pay the right price for the service that they have been used to get and to be treated. 
The hotel will be advertised all over the London with banners and digital display, this action being part of the process of attracting more clients.

Before setting up the prices of the hotel, a study market will be done to find to find out what are the prices of the competitors. After comparing the prices and the service offered for those fees, a plan will be put in place so the hotel will attract the right clients.
Studying the advertising results will be able to see the progressive increase of the monthly/ quarterly income due to the increased number of the customers that are coming in the premises. Seeing this increase, the moral of the team will increase accordingly leading to an exceptional service, that being followed by very pleased clients.

As have been seen in the above study, with the right market approach and a good market plan, followed by an outstanding service and exceptional team the results will not delay showing. The main challenge will be to have the right individuals to be able to send the right message to make the team to follow the same objective, getting new clients and increase the revenue.
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• A few years ago the hotel have made available to the clients one of 
the fastest broadband connection 10GB fibre as per Terrapin
Holdings(2018)
• Due to pandemic most of the hotels have been closed world-wide this 



leading to a crush of the market. (Anonymous,2022



• For the luxury hotels as Ritz is easier to increase the prices for their 
services as most of  the clients will be business  and very reach people 
who don’t check the prices . (Anonymous,2022
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• The objective of the marketing plan is to attract new customers and 
to keep the new customers and to keep the old ones so the business 
figure to go from a stable one to a progressive one.
• This only can be achieved by a continuous study of the hospitality 



sector in order to reach the objective.
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The Ritz hotel from London is one of the 
most luxurious hospitality setting.



• The marketing plan for the year 2021 is to increase the number of 
clients over a period of 12 months.
• This will be done by an aggressive advertising over a series of 



channels (radio, tv, social media, newspapers). 
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SWOT ANALYSIS



• Strengths  - has the same character for 110 years. The restaurant was 
awarded with one Michelin star, staff are always so gracious with 
uniforms done to perfection. (Duncan,2016)
• Weakness – probably one of the few weaknesses could be the strict 



dress code for the Rivoli Bar ( men need to have jacket and tie, no 
jeans or trainers are allowed).
• Opportunities – Trying to be more flexible regarding the dress 



code(Duncan,2016)



• Threats - the need to be present worldwide to attract more 
customers.











