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Introduction 
This is an international American hotel that was founded in the year 1983 as a limited liability company. The establishment of this international hotel was initiated by its founding father Colgate Holmes. The hotel began to develop at an optimal level and then started to expand its operations to states across the US. By the year 1992, it had expanded and owned 23 luxury hotels under its management. This was the time that The Ritz-Carlton won its first Malcolm Baldrige National Quality Award (Bacon, and Pugh, 2004.). In the following year, The Ritz-Carlton launched its first hotel in the content of Asia. This new hotel was based in China, Hong Kong. In the year 1998, The Ritz-Carlton brand’s success captured the attention of the hospitality industry. This situation prompted Marriott International to purchase The Ritz-Carlton brand. After the purchase, the company continued to grow rapidly. The Ritz-Carlton hotel established its position in the market by offering exceptional service and authentic care to all guests from across the globe. By the year 2000, the company had opened its subsidiary in Washington, D.C. In addition to many hotels that had opened under The Ritz-Carlton brand, the company launched the first Ritz-Carlton Reserve property in Thailand. Currently, The Ritz-Carlton continues to grow and expand. Through its exceptional hotel service, The Ritz-Carlton inspires life’s most important journeys across the highly desired destinations around the world. 
Quality of Service 
The renowned service of The Ritz-Carlton has been the firm’s major objective since the establishment of this historic brand in the year 1983. In the ensuing decades, the quality of service at The Ritz-Carlton became increasingly noteworthy. The mission of this hotel is to win the loyalty of guests by offering them high-quality service as well as treating them with respect and warmth. According to the company’s slogan, providing authentic care and special comfort to guests is the highest mission of The Ritz-Carlton. The company has trained its employees to pay attention to high-quality service delivery. The Ritz-Carlton service programme clearly states that true hospitality is not defined by the service offered night by night but rather the outcome of long-term commitment. Besides the huge emphasis on the quality of guest service, there are two features that distinguish the service of The Ritz-Carlton from that of other hotels in the hospitality industry. For instance, The Ritz-Carlton's Club status is of its own kind. Guests are allowed to pay and upgrade to Club Floor status or get it as a reward for making frequent stays at any Ritz-Carlton hotel or resort. It is important to note that club status gives access to special club lounges that are characterised by enhanced service. Secondly, the exceptional guest service at The Ritz-Carlton sets the hotel apart. Travellers consider the brand of this hotel to be the basis for setting the standard of the hospitability industry. 
For many years, The Ritz-Carlton hotel has remained famous for its first-class quality service and enhanced elegance which continues to evolve in order to meet the needs of customers of the modern-day luxury. Based on the objectives of the hospitality industry, client satisfaction is of great significance. As already mentioned, The Ritz-Carlton hotel was the first to win the Malcolm Baldridge National Quality Award for its high-quality service. Currently, the brand of this hotel markets itself not only as the leading five-star luxury hotel but also as the place where endowment is enhanced. This international hotel is considered a topographic position of growth. Therefore, The Ritz Carlton is highly recognised for its consistent commitment to offering high-quality guest service to all clients from various locations across the globe. Moreover, this hotel provides customers with enhanced service using their Gold Standards earned from their frequent visits to the hotel. These are some of the factors that contribute to customer loyalty. Many firms operating in the hospitality industry collapse because they fail to put more emphasis on the quality of service offered to clients. This implies that such firms will not be able to win the loyalty of customers. This, in turn, limits their profitability and triggers their ultimate collapse. However, it is clear that The Ritz Carlton has mastered the art of high-quality service. This company believes that success will be achieved by providing enhanced service that surpasses the expectations of customers. It is true that customer expectations are anchored on past experiences, word of mouth, and personal preferences. This means that people will always develop additional expectation regarding a hotel that has been highly rated like The Ritz Carlton. In the world of business, five-star hotels are more expensive compared to other hotels. This means that offering high-quality services at affordable prices should be the primary goal of hotels (Johanson, and Woods, 2008). This will attract customers and increase the profitability of firms operating in the hospitability industry. It is important to ensure that customers are satisfied. Failure to prioritise customer satisfaction will lead to reduced market share, since in this industry, customers incur low switching costs. Research concerning customer satisfaction shows that the quality of service has a direct influence on how clients perceive the entire organisation. This is the main reason why The Ritz Carlton hotel is striving to maintain customer satisfaction through loyalties and motivations. Through this, more customers are impressed with the services and rewards offered, which prompts them to always visit the hotel. It is true that customer satisfaction positively influences the ability to win customer loyalty. 
Travellers usually look for a hospitality firm that will offer them a unique experience. Based on this fact, The Ritz Carlton hotel has developed a mechanism for differentiating its services from those of other firms in this industry. Through its differentiation strategy, The Ritz Carlton hotel offers customers incentives that are rarely found in other international hotels. For instance, frequent customers are allowed to enjoy free services in the hotel using their loyalty points. Such an initiative motivates clients to visit the hotel frequently. In the 1980s, The Ritz Carlton brand was revived through the process of acquisition. Since then, guests got motivated to be part of the brand’s client loyalty programme referred to as The Ritz-Carlton Rewards. Members who participate in this programme are able to redeem their earned points and use them at any of the company’s 6,500 global hotels around the world. 
There are varying factors that might act upon the quality of service offered by hotels in the hospitality industry. Due to this uncertainty, The Ritz Carlton employs the total quality management (TQM) strategy to improve its operations and maintain its current market share. At this hotel, quality management is enhanced through teamwork. Employees of this organisation have been taught to work together for the benefit of the company. It can be argued that teamwork is effective in facilitating the delivery of high-quality services. 
Expansion of The Ritz-Carlton 
Expansion of business operations remains the top priority of all business firms. As an international hotel, The Ritz-Carlton has laid down mechanisms for maintaining and expanding its global presence. Through this motive, The Ritz-Carlton brand has forged forward with new and unique travel offers for all guests. Currently, the company is concerned with the establishment of new hotels in different locations across the globe, especially in China. Additionally, The Ritz-Carlton hotel has streamlined its operations in North America. For instance, American travellers are now talking about Ritz-Carlton Reserve resorts in Los Cabos, Mexico. There are also plans to launch three yachts in the year 2020 which will sail to different elegant ports across the globe. On the same note, the company is now focused on all-inclusive resorts. This is a move intended to address the needs of all customers from each segment. It is important to note that based on customer preferences, market segmentation is necessary. This means that business firms have to transform their operations in order to match the preferences of customers. In the current market structure, business organisations are struggling with changes in customer preferences. The Ritz-Carlton hotel has embraced measures meant to address the emerging trends in the hospitality industry. By developing all-inclusive resorts, The Ritz-Carlton will create a basis for widening its customer base. Since The Ritz-Carlton hotel is an international firm, the number of people seeking its services is big. However, based on the prices charged, a big number of low and middle-class individuals rarely get an opportunity to enjoy the services offered by The Ritz-Carlton. All-inclusive resorts will offer a wide range of services to people of all classes. This implies that The Ritz-Carlton will strengthen its position as the leading five-star hotel in the world. 
Venturing into developing countries is another expansion opportunity which The Ritz-Carlton is currently exploiting. The company is now setting its operations in African countries which are considered a market with a huge potential for future growth. For instance, in Morocco, The Ritz-Carlton hotels have gained acceptance among the many local people. This means that expanding to Africa is a worthwhile opportunity for The Ritz-Carlton. On the same note, the company has heavily marketed its brand on the internet and other social media channels (Hudson, and Thal, 2013.). This has made it possible for people from across the globe to recognise The Ritz-Carlton as the most attractive firm in the hospitality industry. 
Changes in Consumer Preferences 
In this modern age, consumers are exposed to a wide variety of sources of information. Through this, they are now empowered, and this influences the nature of decisions that they make regarding hotel services. In some cases, consumer preferences may favour a company’s products and services. However, there are instances that may result in reduced sales due to changes in consumer preferences. In the past, it was only travellers who knew the differences in hotel brands. However, with the huge availability of information and online ratings, consumers are now able to conduct thorough research and understand their options. Enhanced consumer awareness has forced the firms operating in the hospitality industry to come up with new strategies of coping with emerging trends. 
Opening new hotels across the globe is one of the measures used by The Ritz-Carlton to address the changes in consumer behaviour. Additionally, consumers are now concerned with the affordability of hotel services. This is attributed to the fact that more five-star hotels have been developed across the globe. This has resulted in stiff competition in the hospitality industry. The force of new entrants is huge in this industry, and it affects the profitability of hotels negatively. In the case of The Ritz-Carlton, consumer behaviour changes influence its operation greatly. However, the company remained focused on the provision of high-quality services to attract more customers. The company depends on its reward program to influence customers to maintain their loyalty. In the year 2018, The Ritz-Carlton Rewards programme was integrated into Marriott Rewards and Starwood Preferred Guest (SPG). This move motivated many clients to engage in this programme in order to gain more points. 
Conclusion 
There is no doubt that The Ritz-Carlton is operating in an industry that is characterised by intense competition. Due to low switching costs and the existence of substitute services, it is now possible for customers to shift their attention to different hotels when their expectations are not met. Therefore, it is the responsibility of individual firms to come up with effective measures that will ensure that customers maintain their loyalty. In this industry, the quality of service offered determines whether customers will continue to seek accommodation and other services from a given hotel. As already indicated, The Ritz-Carlton brand is recognised for its excellent quality of service (Yeung, 2006). This means that many customers are prompted to seek the services of The Ritz-Carlton hotels across the globe. It is the excellent quality of service offered by the company that sets it apart from other firms operating in the hotel industry. Business organisations exist in the market to generate profit and expand their operations. Although The Ritz-Carlton organisation enjoys a huge international presence, it is also focused on extending its operations to developing countries in Africa and Asia. This will definitely positively contribute to the profitability of this global firm. 
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