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1. This marketing plan is prepared for the Ritz Carlton hotel brand, with the aim of developing effective strategies to enhance its market position and customer satisfaction. The plan is being prepared for the management team of the Ritz Carlton, providing a comprehensive roadmap for achieving marketing objectives. The key frameworks used in this plan include SOSTAC (Situation Analysis, Objectives, Strategy, Tactics, Action, and Control) (Please see Appendix 1) , Marketing Mix, Bowmans Strategy Clock, and RACE (Reach, Act, Convert, Engage) communications mix.
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2. SWOT Analysis:

· Strengths: Strong brand reputation, exceptional customer service, luxurious facilities.
· Weaknesses: High price point, limited market presence in certain regions.
· Opportunities: Growing demand for luxury travel, expanding into emerging markets.
· Threats: Intense competition, economic downturns impacting travel industry.
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3. Segmentation and Targeting: The Ritz Carlton targets affluent individuals seeking luxury accommodations and personalized experiences. Using SimilarWeb, it was identified customer segments such as high-net-worth individuals, business travellers, and luxury tourists.
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4. Perceptual Positioning Map: A perceptual positioning map will be created to compare the Ritz Carlton with its competitors based on attributes like price, luxury, service, and location. This will help identify the Ritz Carlton's unique selling proposition.
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5. The Ritz Carlton has established valuable B2B relationships with travel agencies, airlines, and corporate event planners. These collaborations enhance the brand's exposure and attract potential customers.
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6. Climate (PESTLE):
· Political: Changes in travel policies and regulations.
· Economic: Fluctuations in currency exchange rates and disposable income.
· Social: Changing travel preferences and increasing emphasis on experiences.
· Technological: Technological advancements in the hospitality industry.
· Environmental: Growing awareness of sustainable practices.
· Legal: Compliance with labour laws and regulations.

7. Marketing Mix
· Product: The Ritz Carlton offers luxurious accommodations, personalized services, fine dining, and exclusive amenities, providing a unique value proposition.
· Price: Premium pricing strategy to reflect the luxury and exclusivity of the brand.
· Place: Strategically located hotels in key destinations globally, targeting high-end markets.
· Promotion: Integrated marketing communications approach, including digital marketing, PR, and partnerships to showcase the brand's exceptional offerings.
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8. The SMART target for this marketing plan is to increase website traffic by 20% and social media followers by 15% within the next six months. Key performance indicators (KPIs) will include website analytics, social media engagement, and conversion rates.
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9. The Ritz Carlton will focus on enhancing its value proposition by leveraging its exceptional customer service and creating unique experiences for guests. The strategy aligns with the market penetration strategy from Ansoff's matrix, aiming to increase market share through existing products in the current market.
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10. The RACE communications mix will be used to address identified issues. Tactics will include:
· Improving online reputation through targeted social media campaigns, influencer collaborations, and online review management.
· Enhancing customer experience by personalizing services and providing tailored recommendations based on preferences.
· Leveraging digital channels to engage with customers and share compelling stories about the brand and its destinations.
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11. A marketing channels schedule has been created using a Gantt chart to outline the timeline for each tactic. Channels include social media platforms, hotel website, email marketing, and online advertising. Metrics and KPIs, such as website traffic, social media engagement, and conversion rates, will be measured and monitored as recommended in the Gantt table included in Appendix 2.
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12. Success will be measured through metrics such as increased website bookings, positive customer sentiment, and improved financial performance. KPIs include website conversion rate, customer satisfaction scores, and revenue generated through online channels. Regular monitoring and analysis of these metrics will provide insights for further adjustments and improvements.
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13. By implementing the proposed strategies and tactics, the Ritz Carlton can strengthen its market position, attract and retain affluent customers, and enhance brand reputation. Continuous monitoring and adaptation will be essential to ensure the marketing plan's success. Further recommendations include conducting regular customer surveys, exploring partnerships with luxury lifestyle brands, and expanding digital marketing efforts to target specific customer segments.
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GANNT CHART

	Marketing Activities
	Months
	KPIs/Metrics

	Social media campaigns
	Month 1-2
	Increase in social media followers by 15%

	Online review management
	Month 2-4
	Improved online reputation scores and ratings

	Influencer collaborations
	Month 3-5
	Increased brand visibility and engagement

	Personalized services
	Month 1-6
	Improved customer satisfaction scores

	Digital marketing
	Month 1-6
	Increase in website traffic by 20%

	Email marketing
	Month 2-6
	Higher open rates and click-through rates

	Online advertising
	Month 3-6
	Improved conversion rates and ROI



END OF MARKETING PLAN ASSIGNMENT









PRESENTATION

Component 1 (50%) Presentation

Presentation slide and script screen shots attached as requested to the end of the marketing plan word document.
































SLIDE 1 AND SCRIPT
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RITZ CARLTON
WELCOME TO THE RITZ CARLTON
MARKETING PLAN
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SLIDE 2 SCRIPT

MARKETING PLAN OBJECTIVES

This marketing plan is prepared for the Ritz Carlton hotel brand, with the aim of developing effective strategies to enhance its market position and customer satisfaction. The plan is being prepared for the management team of the Ritz Carlton, providing a comprehensive roadmap for achieving marketing objectives. The key frameworks used in this plan include SOSTAC (Situation Analysis, Objectives, Strategy, Tactics, Action, and Control), Marketing Mix, Bowmans Strategy Clock, and RACE (Reach, Act, Convert, Engage) communications mix.
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SLIDE 3 SCRIPT

SOSTAC ANALYSIS

The Marketing Plan is used a collection of methods to analyse Ritz Carlton’s micro and macro environment to understand the company’s capabilities, customers, and business environment.  The methods used included the 5C analysis framework as well as a SWOT (strengths, weaknesses, opportunities, & threats) analysis, Porter's five forces analysis, and a PESTLE analysis. Porter's 5 Forces and SWOT analysis are important frameworks for analysing and making strategic decisions. Porter's 5 Forces analysed the competitive environment within Ritz Carlton’s industry.
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SLIDE 4 SCRIPT

WHAT RESEARCH REVEALED?

In view of all the research, A SMART target for this marketing plan was suggested to increase website traffic by 20% and social media followers by 15% within the next six months. Key performance indicators (KPIs) will include website analytics, social media engagement, and conversion rates.
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SLIDE 5 SCRIPT

ACTIONS TO TAKE

A marketing channels schedule has been created using a Gantt chart to outline the timeline for each tactic. Channels include social media platforms, hotel website, email marketing, and online advertising. Metrics and KPIs, such as website traffic, social media engagement, and conversion rates, will be measured and monitored as recommended in the Gantt table.
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SLIDE 6 SCRIPT

FREE TO TAKE QUESTIONS

Now I am free to take questions on the details of my marketing research and plans. I am now willing to explain what informed my decisions and explain the frameworks in more detail.
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SOSTACE s a registered trade mark of PR Smith www prsmith.org /sostac.
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MARKETING PLAN OBJECTIVES

This marketing plan is prepared for the Ritz Carlton hotel brand, with the
aim of developing effective strategies to enhance its market position and
customer satisfaction. The plan is being prepared for the management team
of the Ritz Carlton, providing a comprehensive roadmap for achieving
marketing objectives. The key frameworks used in this plan include
SOSTAC (Situation Analysis, Objectives, Strategy, Tactics, Action, and
Control), Marketing Mix, Bowmans Strategy Clock, and RACE (Reach, Act,
Convert, Engage) communications mix.
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analysis, and a PESTLE analysis. Porter's 5 Forces and SWOT analysis are
important frameworks for analysing and making strategic decisions.
Porter's 5 Forces analysed the competitive environment within Ritz
Carlton’s industry.

2

“m <

I . Click to add notes

Slide 3 of 6 | "Angles | <38 English (UK) Iy +

<«

20:09

24/05/2023




image5.png
ol

File Home  Insert  Design  Transitions imations  Slide Show Review  View
f Ccut ) = Layout - . DA A == = 11 N\NOo O %iJ fa Find
Ea copy + 9 Reset. . ALLD S o Z 25 Replace -
A 4NN L) o s
Clipboard slides Font Paragraph Drawing Editing
Slides Outline X =
E ‘sosTac anaurss B
WHAT RESEARCH REVEALED?
In view of all the research, A SMART target for this marketing plan was
suggested to increase website traffic by 20% and social media followers by
15% within the next six months. Key performance indicators (KPls) will
include website analytics, social media engagement, and conversion rates.
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ACTIONS TO TAKE

A marketing channels schedule has been created using a Gantt chart to
outline the timeline for each tactic. Channels include social media
platforms, hotel website, email marketing, and online advertising. Metrics
and KPIs, such as website traffic, social media engagement, and
conversion rates, will be measured and monitored as recommended in the
Gantt table.
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FREE TO TAKE QUESTIONS

Now | am free to take questions on the details of my marketing research and plans. |
am now willingto explain what informed my decisions and explain the frameworks
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