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Introduction
The core idea of marketing is ‘’a matching between a company’s capabilities and the desires and needs of customers to achieve the objective of both parties.’’ (McDonald, 1999, p.3).
The marketing process can be considered the "analysis, planning, implementation and control " of marketing (Kotler, 2000, p.3).
The present Marketing Plan is for Ritz Carlton.
The purpose of this marketing plan is to attract new customers. 
Ritz Carlton is a worldwide luxury hospitality brand. It is a division of Marriott International. Aside from hospitality services, Ritz also offers spas, sports facilities, residences, conference facilities and hospitality service training. The plan is addressed to the Operations Director, Sales Director, and Digital Technologies Director of Ritz Carlton. 
The frameworks used are the SOSTAC Model, SWOT, PESTEL, Marketing Mix, the 5C’s, the 5I’s and RACE.
The SOSTAC Model
S for Situation Analysis:
The 5C’s
Company: The SWOT Analysis – Internal strengths and weaknesses (George, 2021) 	
	· Strengths: 
· Brand image and reputation
· The brand has expanded geographically and has global presence 
· They have excellent facilities in sought location
· Have strong and inspiring leadership
· The staff are motivated and empowered to support customers in original ways
· Excellent service 
· High brand loyalty and rewards programs

	· Weakness: 
· They don’t have extensive digital exposure as they rely heavily on word of mouth recommendations and luxury magazine advertising loosing potentials customers from digital marketplace
· The brand is a premium one and is perceived expensive 
· Spending power is affected by increased inflation


	· Opportunities: 
· Further brand development both geographically and through digital innovation
· Gaining more customers by offering unique bundles and partnering with corporate clients (collaborators)

	· Threats: 
· Rising operational costs having an indirect impact on hotel pricing
· Natural disasters and pandemics cause a decline in the tourism sector
· Strong worldwide competition
· Global competitors: Hilton, Hyatt and Four Seasons Hotels (some of the top competitors)




Customers: Segmentation and Targeting. One of the principal marketing strategies is to be able to choose customers and the markets to deal with (McDonald, 1999). Ritz targets the luxury segment, private and corporate clients with power to buy. According to Potter’s (1985) generic strategies, Ritz is well-positioned to adopt a differentiated strategy as it has strong brand awareness.
Competitors. Ritz is globally positioned in the luxury market. Its rivals are targeting the same clients, so they need to develop a competitive strategy to win.
Porter's Five Forces is a model to assess the market competition, it helps identify and examine five competitive forces that each industry is shaped by and asses strong points and weaknesses (Potter, 1985). The analysis is often used to determine the corporate strategy. 

		Figure 1.
Collaborators. The Ritz-Carlton has recently announced its collaboration with Diptyque, the luxury French perfumery, as its new bath amenity partner. Diptyque will bring its luxurious bath products to The Ritz-Carlton hotels and resorts worldwide and is launching an exclusive gift set celebrating this partnership (Marriott News, 2022).
The Ritz-Carlton Abu Dhabi Grand Canal has announced a partnership with sustainability partner ElephantSkin to introduce a new product of recyclable gloves into its service area. This is one of the few estates piloting this globally, making plastic gloves obsolete (Albawaba, 2022). 
Ritz also continues the existing business partnerships.
Climate: External business and economic environment PESTLE (George, 2021) 

Figure 2.

Goals and objectives: (the O of SOSTAC model) SMART target: 
· to open 23 new hotels in 2023 (Marriott News, 2022), to expand on the market
· increase clients’ portfolio by 10% in 2023 with new clients
· Increase digital exposure and online presence (Ritz Carlton, 2022)
· Introduce new elements of technology to the services provided, like robots to the reception desk to offer solutions for simple requests
· Introduce new features to the app to have more versatility and be used on the go for booking and accessing more services
· Mobile checking in and out
· Increase sales using digital platforms by 20% in 2023
· Keep building loyalty
· Advertising objective: to alter perception, alter attitudes, create desires, establish connection, direct action, provide reassurance, give reasons for buying (McDonald, 1999 & Ritz Carlton, 2022)

S for Strategy.  Marketing strategy ‘’reflects the best opinion as to how it can most profitably apply its skills and resources to the marketplace’’ (McDonald, 1999, p.267)
Creating value for customers: ‘’ A company’s value proposition is the sets of benefits and values it promises to deliver to customers to satisfy their needs.’’ (Armstrong et al., 2015, p. 15). Ritz adopted a differentiated focus strategy in the luxury market. It aims to achieve excellence and retain clients through outstanding service and creating strong customer memories (Ritz Carlton, 2022).
Ritz Carlton seeks to establish itself as a modern brand that can address the needs and concerns of its customers and accommodate its services to fit digital request (id.).
T for Tactics. The 4Ps of Marketing Mix.
Product. Ritz Carlton is a worldwide hotels and resorts chain brand and offers a variety of destinations (The Caribbean, US, Canada, Middle East, Asia Pacific and Europe (Ritz Carlton, 2022) and services. They set high standards in hospitality by offering great customer service, beautiful destinations and excellent facilities. They also offer a culinary experience Michelin-rated in their restaurants (id.). For 2023 they seek to expand on the market (id.) and, at the same time, use products that demonstrate their environmental engagement (Albawaba, 2022)). 
Place (Distribution). Ritz intends to expand its channels, be more present online, redesign its app, website, and other social media pages. Ritz intends to engage more with its customers using various touch points to create ‘’customers for life’’ (Ritz Carlton, 2022).   
Price. Ritz will maintain its premium price. At the same time, it will offer various rewards points through its app and personalized holiday packages to keep its loyal clients (id.). 
The channels of communication & promotion include word of mouth, luxury magazines, travel agencies, USP and digital technologies like own app, emails and social media (id.).
To effectively use communications on digital platforms, Ritz engages the RACE model.
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A for Action.

	Task
	Jan 2023
	Feb 2023
	Mar 2023
	Apr 2023
	May 2023
	Jun 2023
	Jul 2023
	Aug 2023
	Sept 2023
	 Oct 2023

	Planning and preparation
	
	
	
	
	
	
	
	
	
	

	Marketing Research
	
	
	
	
	
	
	
	
	
	

	Design and Development
	
	
	
	
	
	
	
	
	
	

	Implementation 
	
	
	
	
	
	
	
	
	
	

	Gathering feedback
	
	
	
	
	
	
	
	
	
	

	Follow up and action
	
	
	
	
	
	
	
	
	
	



Figure 4.  Gannt chart of Marketing activities for Ritz Carlton Jan 2023 -Oct 2023
Ritz approaches marketing research targeting existing and potential clients, using both traditional and digital channels (Kotler et al., 2017) (see appendix 1. for Gannt chart of Marketing advertising channels) to understand the gap between what Ritz offers and clients' expectations in the digital era. They plan to develop some innovative services like metaverse immersion and robot assistance at the reception desk and would like to see how clients would react and what would be their needs and wishes.
Control. The core of Ritz UPS (unique selling point or proposition) is their brand (Ritz Carlton, 2022 & Kotler et al., 2017). They have a strong brand awareness they use to their advantage. They associated with the brand the memory of excellent services, the staff going the extra mile to meet customers’ needs, the lavishing beauty of their state of art facilities and premium locations.  
Ritz will monitor the response of target customers following the launch of its new products and hotels to evaluate the success of the marketing strategy. The website's audience and digital pages will be analysed to establish viewership and ratings. It will be also measured the increase in sales and profit as part of the analysis. 
Conclusions.
As Ritz looks to extend its digital reach, there are both benefits and disadvantages to online channels. As Evans (2009) put it, online advertising will be ‘’one of those gales of creative destruction’’ that will ‘’radically reshape and change traditional ways of delivering the advertising message from sellers to prospective buyers’’ (Fill, 2013, p.694).
Technological and digital advancement, especially post-covid, is reshaping the hospitality industry. It needs to find creative strategies to keep pace with it. The marketing strategies and tactics need to reflect the changes in our society. 
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Appendix 1.
	Advertising
	Metrics
	Jan 2023
	Feb 2023
	Mar 2023
	Apr 2023
	May 2023
	June 2023
	July 2023
	Aug 2023

	TV
	viewers
	
	
	
	
	
	
	
	

	Radio
	Promotional code
	
	
	
	
	
	
	
	

	Facebook
	followers
	
	
	
	
	
	
	
	

	Instagram
	followers
	
	
	
	
	
	
	
	

	Direct selling
	sales
	
	
	
	
	
	
	
	

	Sales Promotions
 on app
	Promotional code
	
	
	
	
	
	
	
	

	Public Relation
	ratings
	
	
	
	
	
	
	
	

	Direct Marketing
	New contacts
	
	
	
	
	
	
	
	

	Telephone
	sales
	
	
	
	
	
	
	
	



Figure 5.  Gannt chart of Marketing advertising channels for Ritz Carlton Jan 2023 -Aug 2023


Appendix 2.
The PowerPoint Presentation of the Marketing plan (presented on 6/12/22)
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Political: easy access on stable markets, increased taxation, pricing, regulatory constraints


Economical: increased inflation, increased energy prices


Being a big brand can negotiate with local authorities benefits for the company when they enter a new market as they contribute to the local economy: creating new jobs, attracting tourists, and enriching the local community through a partnership with corporate collaborators and local authorities. Also, global partnerships can impact the local economy


Social: job opportunities, especially for young people, changes in consumers lifestyles; weakness: cultural barriers, lifestyle attitudes


Technological: technological change and technological awareness: the increased use of apps and digital reach, Carlton needs more exposure in the digital marketplace


Environmental: to increase commitment to sustainability and green constructions for their hotels and resorts, the new partnership with ElephantSkin 


Law: in a post-covid era, hotels need to take more serious health implications on the industry, follow the health safety regulations and be prepared in case of new restrictions with innovative contingency plans



1. Competition in the Industry


4. Power of Customers


3. Potential of New Entrants


2. Power of Suppliers


5. Threat of Substitutes
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