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Background Information

A couple took their son to The Ritz-Carlton for vacation. After the vacation, they returned home
and realized their son’s giraffe doll was left at the hotel. However, they were pleasantly surprised
to find that the hotel not only sent back the giraffe doll but also attached photos of the doll
vacationing in various areas of the hotel, making their son believe that the giraffe went on
vacation.

Marketing Strategy

1.

Improve customer experience:
The hotel took advantage of customers losing their belongings to improve customers'
holiday experience creatively and enhance customers' favorability towards the hotel.

2. Strengthen emotional connection:
By sending back the giraffe doll and attaching vacation photos, the hotel created an
emotional connection, which made customers feel more emotional about the hotel.
3. Improve word-of-mouth communication:
Customers were moved by this unique service and spontaneously shared this story on social
media, which improved The Ritz-Carlton's brand recognition and reputation.
Outcomes

Through this creative marketing campaign, The Ritz-Carlton achieved the following results:

1.

Strengthened customer emotional connection: Customers have a deeper emotional
connection with the hotel, and their loyalty to the hotel has been enhanced.

Improved brand recognition: Customers shared this story on social media, allowing more
people to understand The Ritz-Carlton's service quality and caring attitude and improving
brand recognition.

Implications & Challenges

1.

Difficulty implementing personalized services: Providing personalized services requires
hotels to have advanced information technology systems and professional customer service
teams. They also need to invest heavily in training and technical support.

Customer feedback process: In providing personalized services, there may be inconsistent
customer feedback or changes in demand. Hotels must adjust service strategies on time and
adequately handle customer feedback to avoid negative impacts.
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Through continuous summary and reflection, hotels can improve their personalized service
strategies, enhance customer satisfaction, and increase brand loyalty to achieve long-term brand
development goals.
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