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Introduction
The Ritz-Carlton, Naples is a Four Diamond, five-star beach resort which is located on the famous pristine White sands of Southwest Gulf coast of Florida.  The resort has a wide range of classy and appealing Amenities that sort out all Sophisticated travelers in Florida (Murphy& Brymer, 2010).  To be at par with the treasurable views of the Southwest Gulf Coast of Florida, it offers dining experiences which are fancy and innovative. A 51,000 square International SPA is also offered here. The hotel offers about 240 exclusive rooms that are designed to meet the needs of the target market.
 Following the current season, Ritz-Carlton Naples Beach Resort targets to host contract customers from the travel sector, Automotive, Information Technology, Tourists and even other parties ready to have several day committee meetings. The hotel even gives a 2% discount to the clients who book a room for a long-term stay (Luck& Lancaster, 2013). The Hotel great recognize and value the needs of the clients. The hotel facilities are even set at a cost that is affordable to each and every client.  The key goals of the hotel are to provide recognition level that they can enjoyably rely on and even exemplary personal services.
The success of Ritz-Carlton Naples Beach Resort has been a high level of customer loyalty.  The guests targeted are offered with up to date business facilities in both the conference facilities for the hotel and even inside the rooms (Luck& Lancaster, 2013). An analysis of the current prospective customers can be given as 10% of the customer from travel, 15% from Information Technology sector and 20% from the Automotive industry which is a 4% growth from last year’s hosted clients.

Marketing campaign strategy
 	The key objective of the marketing campaign strategy is to advertise the Five Star Resort and even make more targeted clients aware of the high-class services offered. The strategy helps direct focus of the clients and future guests on quality of the services offered and the value of their money and even feel less of the costs for their stay (Buttle& Bok, 2016). The strategy will also give space for the communication of the brand values, ensure a close relationship while working with the perspective and also targeted customers and the long-term suppliers.
 The most important goals here will be to meet notable growth annually and have continued differentiation. For growth to be met new areas of the business venture will be targeted both locally and even nationally (Murphy& Brymer, 2010). Apart from the primary target which includes Travel trade, IT sector and automotive industry some other firms locally based will be targeted to make a booking for conference facilities, night bookings for visiting executives and even professional clients who will stay for long.
	The pyramid of strategy will have three sectors of emphasis which include best and up to date business facilities. This includes free wireless and unrestricted   WIFI and executive rooms of business. Personalized services will also be offered (Luck& Lancaster, 2013). The employees in Ritz-Carlton Naples Beach Resort are also trained to offer the best and classy services and keep in touch with all customer by even respecting their preferences. Luxurious amenities are also provided which include Spa bathroom amenities of gold quality and even having plash bathrobes in all rooms.
Methods and tactics of market promotion
Based on the targeted clients and the cost of market promotion different methods will be chosen for various reasons. The best way to market Ritz-Carlton Naples Beach Resort is by use of social media and review website. Social media such as Facebook, Twitter, Foursquare, Gowalla and YouTube profile and page will be so effective and meet a wide range of clients since many people have social media accounts (Murphy& Brymer, 2010). Less cost will also apply for marketing the hotel and its services. Blog and websites will also be effective.
The mobile app will also be effective. This helps book orders for the services and even counter the competing hotels which lack mobile marketing app (Murphy& Brymer, 2010).   A contest targeting the local residents will also be used as a tactic to have more prospective local clients. Adverts on TV’s may also be used as a tactic and ensure the pictures are aired before and after the news. Radio advertisement will also be used since many people afford the radio hence will meet a wider audience. 
 The other tactic is to work together with Local Destination Marketing Companies to attract more clients and host more events. This helps to attract more clients especially when the demand periods are so low or even medium (Murphy& Brymer, 2010). Magazines may not be used since it is more expensive to have adverts on newspapers and also the range of audience covered is little. Global distribution systems won’t be used. Hoarding and paper works won’t be used since they are outdated and many people will prefer the electronic media. 
[bookmark: _GoBack]Working with tourist office will help get more booking when tourists make a visit to Florida. However, sometimes it might not be effective since there should be a representative for Ritz-Carlton Naples Beach Resort who will be expected to work so closely with them (Buttle& Bok, 2016). The salesperson may not be the best tactic since one has to go all over trying to convince people and also more salespersons will be required hence the monthly cost will be high reducing the income.

Budget
The annual marketing annual budget totaled to $100,000 while the sales were approximately $230,000 annually. Other expenses totaled $30,000. The marketing campaigns aimed at convincing more clients to enjoy the services offered at Ritz-Carlton Naples Beach Resort (Buttle& Bok, 2016).  Most of the expenses were incurred in paying the salaries of the employees. Some other expenses will be incurred in marketing the hotel especially on TV and radio advertisement.  The choice of the promotion method is mostly based on cost since one of the key aim in every budget is to maximize profits. The budget for the hotel should have more income than the expenses.
The management expects profit as the Return on Investment (ROI) (Erdogmus, Favaro & Strigel, 2014). This is contributed by several factors. At first, the marketing strategy is designed to achieve a wide growth and raise more income. The management ensures that the employees get training that helps them to have courtesy in dealing with clients.  The services offered are of higher quality hence surviving in the direct and indirect competition especially from other five star hotels and other business premises located in Florida. The increase in the number of clients coming for the services offered in Ritz-Carlton Naples Beach Resort raises more income for the hotel.
 	 The good relationship with the tourism industry has helped get more bookings from the tourists. The money generated from the accommodation and even the other services offered generate more profit (Erdogmus, Favaro & Strigel, 2014).  It was the target of the hotel to increase room sales by 25 percent following the market campaign. Increase in sales would rather increase the profits for   Ritz-Carlton Naples Beach Resort.  The hotel meets the government legislation by ensuring the revenue is paid in time and doesn’t work ultra-vires.


Conclusion
The market campaign and the tactics used will be termed effective if the mission and the goals outlined in the business plan for the hotel. The Management ensured that the strategies laid on would maximize on profits rather than get losses. The keys to success followed include ensuring the continued development of the good relations between the prospective customers This helps in the entry of the competitive market. To counter the competition, differentiation would be used as the best approach meeting added value and benefiting from lasting relationships.
 Familiarity with the best service also helps meet the preferences of the clients who can also serve as a bridge to getting more clients. Ritz-Carlton Naples Beach Resort management is also planning to initiate a Facebook advertising campaign and hold several contests that will have more local residents get the services offered. The expenses on marketing campaign are projected to approximately 7.5 % of the annual revenues. 
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