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The needs of customers continue to change as businesses strive to meet them. Business organizations also need to understand and identify important prospective strategies that can help them meet the customers’ needs.  Further, the organization is required to have a caliber that can satisfy the need of its customers. Therefore, as this essay shows, Ritz Carlton’s continue success portrays the firm’s ability to target its segmentation. 
The market focus or segmentation for Ritz Carlton is high class or affluent business class who can afford the luxurious rooms that it offers. As mentioned in the case study, Ritz-Carlton is a luxurious hotel chain (p. 424). According to Asiedu (2016), the concept of segmentation has many variables, which involves division of a broad target market into smaller manageable segments that the organization can find easy to manage. Jadczaková (2013) explains that segmentation helps the business to cut its marketing budget which can enable the firm to satisfy the needs of its customers. Therefore, from the case study, Ritz-Carlton exists as a company to serve clients who need luxurious hospitality experience. 
Based on the company’s brand management strategy, excellent customer service, Ritz-Carlton provides “impeccable facilities but also take customer service extremely serious” (p. 424). Through its website, the company offers more customer service experiences, which helps in improving its brand recognition as well as focus on serving its segmentation. As Grubor and Milovanov (2017), today, brands serve as a powerful tool for change in the organizations because they are closely linked to customers. Ritz-Carlton is a brand that has existed since 1983, and by now it is enjoying dominance due to its strong establishment. 
The three main competitors of Ritz-Carlton include Starwood Hotels, Intercontinental Hotel Group, and Oberoi Hotels and Resort. For Starwood Hotel and Resorts, it enjoys a strong brand base with over 152 properties across the world. Further, Oberoi Hotels enjoys high-quality services, which cannot be compared to Ritz-Carlton’s services. Intercontinental Hotel Group is also another company that has a strong brand due to its internationalization. As Maričić and Đorđević (2015), increasing pressure of competition in the modern market and business environment has influenced the business operations of various companies. Companies are thinking of going international and creating more branches to help them deal with the growing competition. 
Despite such competition, Ritz-Carlton is working towards improving its performance and match up to the above main three competitors. One of the strategies that differentiate it from the other companies is its customer services. As Thomas (2017) explains, one of the mistakes that many businesses do and end up contributing to their failure is creating too many segments. Unlike the other competitors, Ritz-Carlton has decided to focus on one segment, luxurious hotels while improving customer services by training employees to ensure that they have the best hospitality skills. 
The importance of ‘wow stories” in maintaining top quality customer service for a luxurious hotel like Ritz-Carlton is that it helps improves customer service and experience in the organization. As mentioned in the case study, the “wow stories” reinforces the actions that contribute to the organization’s service values (Kotler & Keller, 2016).
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