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 Red Carnation Hotels (RCH) 

The Red Carnations Hotel love tale commenced in 1952, when a lovely young woman nicknamed Bea grasped the attention of Stanley, an acknowledged young hotelier noted for wearing a Red Carnation in his lapel. Today, every single member of the team respectfully wears a Red Carnation flower as an expression of devotion,  loyalty, and compassion.  Today, the Red Carnation Hotel Collection boasts 20 remarkable locations across globe, each one distinct and special yet adhering to the fundamental ideals that distinguish the family-owned and operated business. The Red Carnation Hotel Collection, as part of the TTC family of brands, is celebrating 103 years of hospitality since Solomon Tollman founded The Paternoster Hotel in 1920.   
Macro Analysis 
A family-run enterprise established in the United Kingdom. The hotel empire comprises of twenty premium small hotel chains and facilities located in the United Kingdom, Ireland, South Africa, Switzerland, plus the US.  Bea Tollman, a woman, established the bed and breakfast about fifty-three years ago in 1950. The group has strong fundamental principles that grow hoteliers' dedication to staff, visitors, and the communities in where they flourish.  RHC operates under the slogan "No request is too large, no detail is too small" (Red Carnations 2014). The organisation strives to give its guests with the greatest experiences possible by delivering inventive and traditional food, exquisite luxury, private private collections of art, and devoted service. Red Carnations have constantly received high marks on Trip Advisor. It has been ranked in the top ten. Tenth on the Sunday Times list of the top 100 best firms to work for. In the near future, the organisation will investigate prospects to extend its business into other foreign markets and to develop marketing technologies. It was placed tenth on the Sunday Times list of the top 100 best companies to work for. In the not-too-distant future, the organisation will look at expanding into other overseas markets and using promotional technical developments.  "While Kodak made the best film, they failed to innovate as times and technologies shifted, and a decade after the invention of digital cameras, it declared insolvent."  G. Tollman (2020). 











Brand Competitive awareness
Capital investment in the hotel sector is usually significant and may serve as an obstacle for a new entry; however, some of these new barriers can be lessened by the advancement of new technologies.The threat level is low. Because there are numerous vendors for various vendors in the hospitality sector, suppliers' negotiating strength is lower than in other industries. The supply threat is only present in the case of recruiting and hiring since, in the case of RCH, the hospitality sector in general, properly trained and competent people are essential. This is not the case at RCH, which was named the greatest place to work. Red Carnation was released in 2014. The purchasing power of buyers is often considerable in the hotel business. It is higher if there are more rivals in the area. Buyers take action
In the hotel industry, the danger of a substitute product is extremely low. Changes in technology have reduced it to a lesser extent currently. During the outbreak, Zoom and team conferencing minimised the need to travel and stay in hotels. This is not the case for RCH because they provide luxury and their demographic market offers them an advantage. The danger of competition in the hotel business is typically significant. Many large corporations, like as Marriott, Hilton, and Hyatt, currently dominate the majority of the market. Furthermore, consumers lack a distinct choice; instead, they gravitate towards areas that provide more facilities.  RCH manages its operations well across the value chain. More power in bulk purchasing. When it comes to purchasing, buyers have more negotiating power.
significant purchases.In the hotel industry, the danger of a substitute product is extremely low. Changes in technology have reduced it to a lesser extent nowadays. Zoom and team conferencing removed the need to travel and stay in hotels throughout the outbreak. This is not the case for RCH because they provide luxury and have a demographic advantage.The danger of competition is often significant in the hotel industry. Many huge corporations, like as Marriott, Hilton, and Hyatt, currently dominate the majority of the market. Furthermore, clients lack a distinct choice; instead, they gravitate towards areas with more facilities.  RCH successfully manages its activities throughout the value chain.


VALUE CHAIN OF RCH
RCH value chain evaluation highlights the processes that add value and provide the organisation a competitive edge. Inbound logistical duties consist of tasks such as supply servicing, retention, and so on. The organization's operations include upholding service standards. Outbound logistics entails delivering on the customer's expectations. The organization's marketing and sales require an appropriate advertising and communication mix. Clients may get help 24 hours a day, seven days a week. HR, infrastructure, procurement, and innovation in technology are the operations that assist with these fundamental tasks. The infrastructure of Red Carnations is substantially established. Its greatest asset is its workforce. In addition, the corporation prefers to preserve long-term relationships with its suppliers for raw materials and personnel. The organisation makes the greatest possible use of technology and updates it on a regular basis.
 STRENGTH OF RCH
RCH's STRENGTHS encompass competent and adequately educated individuals; an effective IT infrastructure, ranking in the top 10 on The Sunday Times' list of the 100 greatest organisations to be employed to , and a top rating on Trip Advisor. The establishments additionally offer outstanding room designs. 
WEAKNESS OF RCH
RCH operates in fewer areas than its competitors and has a restricted portfolio; it concentrates solely on the high-income market.
 OPPOTURNITIES:
  Individuals in today's worldwide hotel sector are investing more in travel. As more individuals work in employment-intensive sectors, they require a break from everyday life and take trips frequently. 
GLOBALISATION
As a result, the number of foreign clients has increased. Also, the present company framework attracts all year consumers to hotels. Political instability in several nations, fear of terrorism, and the simple availability of cheaper alternatives are all threats to the worldwide hotel sector. 
MARKETING STRATEGY 
The Hotel Group Global Portifolio jumped on a trend by transforming their marketing strategy with User Generated Content (UGC). Crowe (2023). With Twenty properties within the portfolio, each has a profile on the "BIG FOUR" social network routes: Facebook (273k followers), Instagram (250k followers), Twitter (113K followers), and Linkedin (37k followers). Regardless of the customers they serve being of a more mature demographic, UGC remains to be a vital part of Red Carnation Hotels Group (RCH) Marketing Strategy, indicating that their Facebook profiles remain exceptionally active. In addition to the effectiveness of UGC, geographical reasons France /Paris past history, this writer observed Paris to be an opportunity next destination for RCH collections for the explanations that follow: France  
France
France has the world's fifth largest economy and Europe's second largest economy (Boyer 2015). As a result, it is a popular destination for business visitors who attend conferences, seminars, and events.  The average number of business visitors to France is 20 million. Beautiful scenery and historical monuments may be found across the nation. As a result, it is a popular tourist destination for people from all over the world. In 2010, over 80 million visitors visited the nation (France diplomatie, n.d.).  Despite a drop in visitor numbers following the Paris terrorist incident, France appears to be swiftly regaining tourist trust. Internal travellers in the nation with attractive salary values may also experience greater luxury, such as Accor, Shangri-La hotels, Louvre hotel groups, Best Western, and so on. As a result, if RCH is to enter the market, it must be prepared for competition. Many hotels are opening in growing markets for cheap hotels but not for luxury hotels. Internal travellers in the country with good wage values may also enjoy greater luxury, thanks to companies like Accor, Shangri-La hotels, Louvre hotel groups, Best Western, and others.

STRATEGIES FOR GROWTH COMPETITIVE ADVANTAGE
• For expansion, RCH might pursue a merger, acquisition, or diversification strategy before entering the French market.
• The competitive advantage plan is to provide clients with an amazing luxury experience as well as technological benefits by utilising cutting-edge technologies. Social media and technology have the potential to increase consumer involvement and loyalty. This is taking place at RCH.
• Marketing segmentation approaches may be used to target certain categories such as business hotels, suite hotels, and holiday resorts, among others. The business hotel sector and the hotel resort segment should be the emphasis of the targeting strategies because both are expected to earn the highest profit; however, this is not the case for RCH's focus on luxury services.
•By aligning tactics for RCH establishment in France, the hotel may produce a one-of-a-kind offering by connecting its design and structure to France's wonderful historical events. Positioning can also be done by using the unfavourable incidence associated with any market rival. Also, owing to the terrorist attack in France, the number of tourists has decreased, therefore another positioning approach may focus on safety and security.

Conclusion 
It appears that Red Carnation performs satisfactorily across its investments since either the company's internal conditions and the external forces shaping the international hospitality sector are beneficial to the firm. Its shift into the global marketplace of technology preceding to and during the pandemic era was helpful to the organisation, allowing it to expand into more nations.  The appraisal of market alternatives was explored. When considering France as a potential entry point, the great historical backdrop of Paris and the vast quantity of people visiting Paris should not be underestimated, since the market has a high risk of terrorist activity and a low ROI. The risk can be mitigated with careful treatment. It is recommended that RCH extensively evaluate the needs of the foreign market as well as how competitors operate their businesses in order to build a business plan for a fresh global market. 
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