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	Introduction
A member of the Relais & Châteaux since 2018, Epoque Hotel (Hotel Epoque) is a hotel located in the Intrarea Aurora region in Bucharest, the capital and the largest city in Romania. Currently, the international and local travel restrictions placed during the Covid-19 pandemic are increasingly relaxing (Gössling et al., 2020). With the measures being removed in many parts of the world, there is an expected increase in international travels. Therefore, the hotel is also seeking to take advantage of the expected increase in tourism. As such, this implies that the hotel needs a new marketing plan to ensure that it attracts customers to its business after the end of the global pandemic (Hall et al., 2017). Based on this view, the purpose of this marketing plan is to provide the company with a comprehensive strategy of how to achieve this objective and increase it sales during the period.




	1. Marketing Mix
Product – Epoque Hotel is a company that specializes in hospitality and allied products and services, including food, beverages, accommodation, and leisure. The hotel’s leisure services include fitness, biking, children’s games and fun, swimming, wellness and massages, sauna, SPA, and guided tours.   
Price - The pricing strategy at Epoque Hotel depends on the products and services sought. However, the hotel states that it seeks to provide affordable services to its customers as it targets local and international tourists. The company competes with others in the same category as they seek to tap into the growing demand for tourism and hospitality services and products in eastern Europe.
Place – Epoque Hotel is specifically located in the central Bucharest area and close to historical and iconic features in the city. Such features include the Cismigiu Park and the Romanian Athenaeum and opera. In this area, the city attracts thousands of local and international tourists as people flock to visit Bucharest. This city, known as ‘Paris of the East’ or ‘Little Paris,’ has various iconic buildings with elegant architecture and sophisticated designs, which forms the major tourist attractions in the country.  
Promotion – This plan seeks to establish a promotion strategy that will include appeal to the target audience across social platforms, collaborations with social influencers, and a focus on seasonal promotions. 
2. The Marketing Environment (Micro-SWOT)
Strengths- Epoque Hotel is a well-established business that has been in existence since the 1990s with an existing customer base. It is worth noting that the business is now a member of the Relais & Châteaux, an association of luxury hotels and restaurants with strict admission standards (Seraphin et al., 2018). These standards ensure that the company provides the best possible services to its customers (Koens et al., 2018). In addition, the location of the facility at the central part of Bucharest means that it is easily recognizable and reachable for local and foreign visitors. Third, the hotel’s location close to some of the most iconic buildings in the city gives it a competitive advantage because these features are the primary tourist attractions.
Weaknesses- although being a member of the Relais & Châteaux means that it provides renowned standards of quality, it is also a disadvantage in that its prices are predetermined and customers cannot negotiate. Therefore, competitors are likely to offer negotiable products and services since they are flexible, which can reduce Epoque’s number of visitors (Firoiu et al., 2019). In the same manner, the central location of the hotel means that people who want to avoid the noisy part of the city will also keep away from the business. They are likely to seek accommodation in quiet, serene, and comfortable areas outside the central business area. 
Opportunities- The fact that the global tourism industry is opening up after a long period of closure due to restrictions in the Covid-19 pandemic era means that the number of visitors in Bucharest will increase. Epoque should take advantage of the situation and establish an effective strategy to attract more customers in the coming years after the end of the pandemic (Cappochi, 2019). In addition, the company has a strong presence on social media and other online platforms, which means that it can use them to lure more customers in the foreseeable period. 
Threats- Epoque provides luxury products and services that have few competitors. However, it faces a major threat in its marketing strategy. In this case, other competitors are increasingly using social medial platforms to entice international travellers. This implies that there is a real threat of new entrants in the market through online presence, which is a relatively new and growing platform for business.
3. The Marketing environment (Macro) PESTEL 
Policies- Many countries across the world, including Romania, are easing the restrictions on travelling following a decline in the number of new Covid-19 virus infections. New policies are set to emerge that can have impacts on the hospitality industry and hotels. In this case, the relaxed polices mean more visitors coming to Bucharest, which in turn implies more customers and sales for Epoque (OECD, 2020). Nevertheless, the danger is still uncontained, given the frequent genetic shift and mutations of the Covid-19 virus such as the emergence of Delta and Omicron varieties in the recent few months. Such events might lead to extended travel restrictions, which can reduce the number of visitors coming to Romania. 
Economy- The economy of Romania has been among the fastest growing in Europe. However, the Covid-19 pandemic affected the economy, which recorded an annual growth rate of -3.9% in 2020 (Ardeljan et al., 2020). Similarly, the country’s hospitality industry had an annual growth rate of over 5% by 2019 but reduced to less than -28% in the 2020 financial year due to the outbreak (Durkee, 2020). However, with the end of the pandemic, it is expected that the economy and the hospitality industry will increase in annual growth rates. 
Technology- The modern global hospitality industry is highly dependent on technology, especially in terms of marketing. Specifically, the Internet and communication technology has greatly affected the industry as many companies and other players use online platforms such as social media to market their products. In addition, many people use the same technologies to acquire information related to the products and services and trends in the sector (Gretzel et al., 2020). In the post-pandemic era, it is possible that the use of these technologies will escalate as more potential travellers search for information related to the products and services in other countries and locations before deciding to travel. 
Social- Romania is a European nation whose many social factors are influenced by European traditions and cultures. For instance, the society is generally welcoming and foreigners are free to travel and visit various parts of the country without restrictions. 
Legal- The legal aspects of Romania that affect tourism are largely shaped by the regulations under the European union (EU). Romania formally joined the EU in 2007 and since then, it has implemented many laws and regulations as required by the body. For example, the Lisbon Treaty applies in this case as it requires the hospitality industry to ensure that all activities are compatible with environmental protection laws of the EU (Dodds & Butler, 2019). As an example, Epoque is supposed to ensure that it does not produce excessive carbon emissions in its food processing and preparations, which means that it must acquire technologies to reduce the emission. 
Environmental- Romania is located in eastern Europe and has a temperate continental climate that allows travels during summer when temperatures rise. During this period, the number of local and international tourists increase and hotels record increased bookings and sales (Marin-Pantelescu, 2017). In the 2022 fiscal year, it is expected that the summer period will attract many travellers, especially from the EU, Russia, and North America after the end of the pandemic and global travel restrictions.  
4. Creating Customer Value & Engagement 
As a luxury hotel, Epoque’s main customers are both local and international tourists, business people, politicians, and other groups with the ability to purchase the services. Specifically, international tourists make an important and largest customer segment for the company. Therefore, it is easy to use social media and the Internet technology to find out what the customers want and demand. In the post-pandemic era, many customers are expected to use online platforms to search for information about destinations that are safe, affordable, and easy to travel (McKinsey & Comp, 2020). In this case, it is Epoque Hotel that will establish strong and effective social media and online presence to communicate with customers and engage them as a means of promoting its services. 
With the social media and the Internet, it is possible to engage customers by directly asking them about their needs and preferences (UNWTO, 2020). In addition, the hotel will use the same platforms to conduct simple but effective surveys to help understand their needs and preferences. Facebook, Twitter, Instagram, WhatsApp, TikTok, Linkedin, and many other social media platforms are present and readily available for use by hotels in Romania. In addition, the hotel has an already-established website that can help engage and inform customers about its products and services in the post-pandemic era.   
5.  Effective Using digital Marketing
In the modern world where technology provides all organizations with an opportunity to use as many avenues as possible to engage customers, it is important for companies to diversify their online presence. Therefore, Epoque Hotel will use multiple online and social sites. The plan is to improve the company’s presence on Facebook, Twitter, Instagram, WhatsApp, TikTok, LinkedIn, and many other social media platforms (Chang & Wu, 2021). In addition, the hotel has an already-established website that can help engage and inform customers about its products and services in the post-pandemic era. Based on this recommendation, the plan is to enhance the existing information and technology department by including social influencers and technicians that will work as a team. The function of the department is to strengthen and enhance the company’s website and synchronize it with the social media outlets. 
In addition, the hotel will establish customized Applications ready for customers to visit and download on their computers and mobile gadgets from Google Apps and Apple’s App Store. In this way, these avenues will enhance Epoque’s marketing strategy and reach more people across the world. With these technologies, the company will advertise its products and services and engage people to understand market dynamics and the possible trends in future.
6. Conclusion 
Based on this pan, it is evident that Epoque Hotel has the opportunity to improve its marketing strategies. The idea is to take the advantage of prospectus global tourism and hospitality industries that will increase international travel in the foreseeable future.  
Nevertheless, this marketing plan is not conclusive because the hotel is yet to conduct a comprehensive review of the current market trends, especially after Romania and the EU relaxed their travel restrictions. Therefore, there is a need for further studies on the current and the expected trends in the global and European hospitality industries. In addition, it is important that the company consider the impacts of a possible period of further travel restrictions, given that new variants of the Covid-19 virus are emerging with time. In this case, this plan recommends that the company embark on a strategy to attract local customers as part of its survival strategy in case of future travel restrictions.












References
Ardeljan, P., Cismaș, L. M., & Medić, V. (2020). COVID-19: Opportunity or threat for European tourism. Tims. Acta: Naučni Časopis za Sport, Turizam i Velnes, 14(2), 93-101. DOI: https://doi.org/10.5937/timsact14-29177
Cappochi, A. (2019). Overtourism: A literature review to assess implications and future perspective. Sustainability Review 2019, 11(12), 3303.  https://doi.org/10.3390/su11123303
Chang, D. S., & Wu, W. D. (2021). Impact of the COVID-19 pandemic on the tourism industry: Applying TRIZ and DEMATEL to construct a decision-making model. Sustainability, 13(14), 7610. https://doi.org/10.3390/su13147610 
Dodds, R., & Butler, R. (2019). Overtourism: Issues, realities and solutions. De Gruyter
Durkee, A. (2020, August 25). Tourism industry faces $1 trillion loss, 100 million jobs at risk from Covid-19, UN Reports. https://www.forbes.com/sites/alisondurkee/2020/08/25/un-report-tourism-industry-covid-19-faces-1-trillion-loss-100-million-jobs-at-risk/?sh=6c250102cdd3
Firoiu, D., Ionescu, G. H., Bădîrcea, R., Vochița, L., & Enescu, M. (2019). Sustainable development of mountain hotels through the implementation of International Management Standards: The Romanian case. Sustainability, 11(22), 6487. https://doi.org/10.3390/su11226487 
Gössling, S., Scott, D., & Hall, C. M. (2020). Pandemics, tourism and global change: a rapid assessment of COVID-19. Journal of Sustainable Tourism, 29(1), 1–20. https://doi.org/10.1080/09669582.2020.1758708 
Gretzel, U., Fuchs, M., Baggio, R., Hoepken, W., Law, R., Neidhardt, J., Pesonen, J., Zanker, M., & Xiang, Z. (2020). E-Tourism beyond COVID-19: A call for transformative research. Information Technology & Tourism, 22(2), 187–203. https://doi.org/10.1007/s40558-020-00181-3
Hall, C. M., Prayag, G., & Amore, A. (2017). Tourism and resilience: Individual, organisational and destination perspectives. Channel View Publications. 
Koens, K., Postma, A., & Papp, B. (2018). Is Overtourism Overused? Understanding the impact of tourism in a city context. MDPI, Sustainability, 10(12), 4384. https://doi.org/10.3390/su10124384
Marin-Pantelescu, A. (2017). The perspectives of Romania hospitality employment. International Journal of Academic Research in Accounting, Finance and Management Sciences, 7(3), 126-130.
McKinsey & Comp. (2020, July 24). Ready for check-inn? Lessons from the German travel recovery, Full Report.  https://www.mckinsey.com/industries/travel-logistics-and-transport-infrastructure/our-insights/ready-for-check-in-lessons-from-the-german-travel-recovery
OECD. (2020, June, 2). OECD Policy Responses to Coronavirus (COVID-19). Tourism Policy Responsesto the coronavirus (COVID-19). https://www.oecd.org/coronavirus/policy-responses/tourism-policy-responses-to-the-coronavirus-covid-19-6466aa20/
Seraphin, H., Sheeran, P., & Pilato, M. (2018). Over-tourism and the fall of Venice as a destination. Journal of Destination Marketing & Management, 9(000), 374-376. https://doi.org/10.1016/j.jdmm.2018.01.011
UNWTO. (2020). World tourism barometer. https://www.eunwto.org/doi/epdf/10.18111/wtobarometereng.2020.18.1.5





[image: ]

[image: ]




[image: ]


[image: ]

[image: ]

[image: ]

[image: ]
image1.png
Epoque is the first
hotel in Romania
to become a
member of Relais
& Chateaux,
Situated incentre
of Bucharest (little
Paris) ,ready for a
various of
customers




image2.svg
                          Epoque is the first  hotel in Romania  to become a  member of  Relais & Châteaux,  Situated in  centre of Bucharest (little  Paris) ,ready for a  various of  customers        
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                 Filled with fascination and  character, central Bucharest's  Epoque Hotel close to Cișmigiu Park,  Romanian Athenaeum, and the opera  house. The price varied from Junior  apartment to VIP Epoque  apartment  Sign up “Retreat in the heart of the  city”, Epoque will create a  unforgettable experience for  business and holiday travellers   
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                 It’s situated in the centre of capital  nearby other hotels and restaurants  can be a weakness but advantage  because its 5* hotel limited only for a  variety of customers. Epoque allows you to walk easily to  the Romanian Athenaeum or the  Bucharest Opera House for a late  afternoon concert, to the Royal  Palace which is now holding the  National Art Museum.
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                                           Epoque gets at once all the elements of a luxurious  holiday: accommodation facilities with generous living and  bedroom zones, a fine dining restaurant, modernistic SPA  and a premium Conference & Events Centre.  Epoque is a concept of loveliness and relaxation, designed  to hold its visitors in all private liberty.
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Customers are very important for Epoque, so from the beginning are offer for airport
transfer, luxury tours and transfer.

Customer can have access to Events venue, Corporate events, weddings and Baptism,
Private parties.

To reduce the stress Epoque come with indoor swimming pool, dry & wet sauna,
massages & spa treatments, fitness centre
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                                               Customers are very important for Epoque, so from the beginning  are offer for airport  transfer, luxury tours and transfer.  Customer can have access to Events venue, Corporate events, weddings and Baptism,  Private parties. To reduce the stress Epoque come with indoor swimming pool, dry & wet sauna,  massages & spa treatments, fitness centre
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                                        • Head Chef Bogdan Alexandrescu encourages his visitors to discovery  of the Balkan food tradition, on a quest to remember the old sense of  local cuisine and flavours. • Diana Popescu (Maître de Maison)  - Epoque is a special offer to avoid  the desperate town pulse into an indefinitely, refuge of peacefulness. • Expanded for confidence visitors with Epoque Hotel App, website
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