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[bookmark: _Toc129001535]Introduction 
This marketing plan is mainly for the Ritz Carlton hotel in order to market the hotel after the pandemic. The key areas or framework chosen for this marketing plan are mainly SWOT analysis, Pestle analysis, marketing mix and time frame in which the marketing plan will be performed. The marketing plan is considered necessary in order to market the product in the market properly. Hence, the marketing plan will help the hotel to grow more (Desai and Vidyapeeth, 2019).
[bookmark: _Toc129001536]Situation Analysis 
[bookmark: _Toc129001537]Company: SWOT analysis (Micro analysis) 
For the Ritz Carlton Hotel, the following is the SWOT analysis:
Strengths: It has a global presence with 70 hotel and resorts around the world.
Weaknesses: It has many competitors in the global market.
Opportunities: It should be located in novel destinations due to customer demand (Marpaung et al.2019).
Threats: The economic status has taken a toll on people; the hospitality business its declining (Marpaung et al.,2019).
[bookmark: _Toc129001538]Customers: Segmentation and Targeting/ Customer profile
Segmentation:
Segment A: business travelers
Segment B: Corporates
Segment C: Elite families
Target Market: The positioning is business-class corporate executives who want exotic vacation and formal meeting services.
Positioning: Ritz Carlton Hotels is a luxury hotel which wants to create memories for the customers and also serve them well (Peručić, 2020).
[bookmark: _Toc129001539]Competitors: Perceptual positioning map, Bowman’s Strategy Clock
 According to the perceptual positioning map, the main competitors are Marriot and Four Seasons in the elite category. Moxy is in the low price but high-quality service category. The Beauman Hexham Hotel is in the low price and neutral service category, with Premier Inn as high priced hotel and neutral services (refer to appendix 1). 
The Bowman Strategy Clock focuses mainly on Starwood and Ritz Carlton (refer to appendix 2).
[bookmark: _Toc129001540]Collaborators
In June, the Ritz-Carlton and Tianjin cooperated with a Chinese block game developer named Tang Lock. The hard work, include integrating immersive Chinese culture, has enticed new guests, signalling the hotel's strong conviction in recuperation amid the COVID-19 pandemic. The hotel also collaborated with another partnership with luxury Chinese jewellery brand Qeelin (Cheng, 2023).
Further, The Ritz-Carlton, also associated with Diptyque, selected Philosykos for perfume. It indicated notes of a sun drenched fig tree and was encouraged by the memory of a Greek summer at Mount Pelion. It helped to catch the sophisticated and welcoming spirit of The Ritz-Carlton (Marriot, 2022).
The hotel's collaboration with Corsa HQ. Hence, guess can ride around Grande Lakes in style due to an exclusive partnership with a luxury car rental service (Elyssa, 2021).
Jean-Michel Cousteau’s Ocean Futures Society and The Ritz-Carlton Hotel Company L.L.C. collaborated, which allowed the ambassadors of society to showcase around the hotel (Ocean Futures Society).

[bookmark: _Toc129001541]Climate: PESTLE (Macro analysis)
 Political Factors: Political events and international relation among countries can hinder business. 
Economic Factors:  High end clientele is critical for  Ritz Carlton and their performance; higher employee trends can lead to a loss in business.
Social Factors: The size of the family determines the spending on the hotel; the income level also affects spending.
Technological Factors: Investment in technological Research and Development can affect the business( Saxena,2022).
Legal Factors: The health and safety laws very due to which business is impacted; Ritz-Carlton Hotel has been comfortable with diversity in its staff (Saxena,2022).
Environment Factors: The hotel also focuses upon recycling and to reduce the carbon foot print.
[bookmark: _Toc129001542]Objectives
 Specific: To be specific with the marketing plan regarding the target market chosen.
Measurable: To measure the marketing plan's results through various tactics. 
 Achievable: To achieve the result through this marketing plan.
 Relevant: To make a relevant marketing plan regarding the target market.
Time-bound: The marketing plan will be performed in the given time period. 
[bookmark: _Toc129001543]Strategy 
The hotel chosen for this marketing plan is Ritz Carlton. Thus, the value proposition is to provide genuine care and comfort to guests. Hence, it will also provide the finest services and needs to guests in order to enjoy a warm and relaxed ambience.
The message or value proposition will be delivered through digital marketing. Hence, the organization is different as it focuses on customers’ needs rather than their focused services that need to be highlighted. Further, digital marketing will be done mainly through Instagram, TikTok and Twitter. These are the leading platforms to be used by the hotel (Wagey et al.,2020). 
The value proposition is mainly care and the finest services to the guests, which affect the target and positioning of the hotel. Hence, the target market chosen is business people who want peace and good services in order for them to work effectively and efficiently. 
[bookmark: _Toc129001544]Tactics
[bookmark: _Toc129001545]Marketing mix: 
[bookmark: _Toc129001546]Place
The product chosen for this marketing plan is located in London, UK. Thus, the hotel is located near in a landmark position on Piccadilly in the heart of London's West End. The customers will locate the channel through using Google maps or even the taxi drivers in London knows the location (The Ritz Hotel London, 2023).
[bookmark: _Toc129001547]Product 
The hotel provides elegant rooms with Louis XVI style interiors with modern day technology. It also provides Michelin-starred Ritz Restaurant with windows showcasing Terrace, and Green Park. Further, the restaurant is open for breakfast, lunch and dinner, especially with a Dinner Dance on Fridays and Saturdays. It has 24-hour security, check-in, front desk, highchairs, Wi-Fi, gym, restaurant, bar, walk-in shower, housekeeping, non-smoking rooms and babysitting services (The Ritz Hotel London, 2023).
[bookmark: _Toc129001548]Price 
The price of the hotel varies from £749 to £1414. Thus, the pricing is on the high end side. Further, it provides services which are also in provision with its services and cost of the operations and functions which takes place in the hotel (The Ritz Hotel London, 2023). 
[bookmark: _Toc129001549]Promotion 
Research
It includes researching Ritz Carlton Hotel, making it easy to conduct the marketing plan. First research will be conducted from the market which will make it easy to determine the marketing plan and needs of the customers. 
 Action planning
The action plan for this marketing plan will be made to focus upon the needs of the clients. Hence, social media will be used mainly social media platforms like TikTok, Instagram and Twitter. Influencer marketing will also be used (Jin et al., 2019). The timely posting will be done on these platforms. Also, affiliate marketing will be focused upon with sales promotion for kids to market the product (Liang, 2021). 
Communication
The communication or conversion step in which consumers will mainly determine the buying of the product which means whether they will visit the hotel or not. 
E
feedback will be gatherededbacks will be gathered in order to evaluate the basic success of the marketing plan for the hotel. 
[bookmark: _Toc129001550]Action
Gannt Chart of marketing activities : Marketing channels schedule for Ritz Carlton; Advertising: Tv how many views from JUN TO NOV; PPC Facebook, Google ADS, Direct email click rate from JAN to DEC; Personal selling SMO Tiktok views, SEO Google views from JAN to DEC; Sales  promotion: Breakfast included promotional code JAN to JUL (see the appendix 3).
The Gannt chart is defined as a framework in order to discuss the time for doing activities (Hirkata et al., 2017).
[bookmark: _Toc129001551]Control 
The success of the marketing plan will be measured through revenue generation, crowd in the hotel and feedback from the people. These are the main elements which need to be considered in ensuring success. Thus, the profits will be increased through this marketing. It will help to engage customers in the whole plan. Further, new customers are also targeted to increase and enhance brand loyalty. Therefore, the customer needs to engage positive attitudes towards the hotel through this marketing plan as marketing methods will be used (AL-Sultani and AL-Da'ami, 2018).
[bookmark: _Toc129001552]Conclusion
To sum up, this marketing plan created challenges for the marketer in order to determine success was the extra use of all marketing plans. Thus, there was also a hindrance in maintaining this plan due to frequent changes. Another challenge was the timeframe extended for this plan.
The solutions or recommendation for any marketing plan is to be patient and then let it work. Also, the marketer needs to be ready for changes during the plan. Further, the marketing plan should be narrower and not broad according to the product, and it is U.S.P. 
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CONTROL

= The success of the marketing plan will be measured through revenue generation, crowd in the
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= New customers are also targeted to increase and enhance brand loyalty.

= Through this marketing plan, connection or association between customers and hotel will be

improved.




image17.png
CONCLUSION

Challenges Recommendations
= Frequent changes = Be ready for changes
= Plan was not suitable for this timeframe = Used limited marketing sources

= Marketing plans used were excessive = Extension of time period




image18.png
THANKYOU





image1.png
RITZ CARLTON HOTEL

HIGH QUALITY SERVICE

HIGH PRICE LOW PRICE

PREMIER INN

POOR QUALITY SERVICE





image2.png
Sraogis dosios
i

o . .




image3.png
Communications Plan

it Caron
Marian Bogdan stic. [Er—

nsacims s ]
— = =

o

8
E
H
:





image4.png
THE RITZ-CARLTON®

THE MARKETING PLAN (RITZ CARLTON HOTEL)

NAME





