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Introduction
With the motto "Retreat in the heart of the city", Epoque means a memorable experience for business or leisure travellers. Hidden in an oasis of peace right in the heart of Bucharest, Epoque brings together all the attributes of a luxury stay: spacious, exclusive accommodation with separate bedroom and living room, a refined restaurant, a state-of-the-art SPA and a premium Events and conferences. The purpose of this marketing plan is to highlight the hotel's confidence building plans after the COVID-19 pandemic and to attract new customers and win back old ones with a profitable offer for the hotel and especially for the customers.

Marketing Mix
Product: Epoque is a boutique hotel with a unique concept on the local market, bringing together all the attributes of luxury hospitality: spacious accommodation, exclusively apartment type, a restaurant with French cuisine, a SPA with wonderful leisure facilities and a premium event centre.
Price:  Rooms offered to guests: 45 rooms and suites
- Junior Suite: 98£
- Executive Suite: 115£
- Grand Executive Suite: 131£
- Custom suites: 196£
All prices depend on the date of booking and the facilities that each customer wants.
Place – Enjoying a privileged location near Cismigiu Park and close to all the socio-cultural landmarks that define the identity of the capital, Epoque allows you to easily walk to the Roman Athenaeum or the Opera for a show at the Royal Palace which houses the Art Museum of Romania. or in Constitution Square for an outdoor concert.


Promotion – The promotions are in the form of vouchers whether we are talking about hotel accommodation, or we are talking about a romantic dinner. Enjoy a romantic night getaway at Epoque Hotel Relais & Chateaux including a dinner in L’Atelier Restaurant.
Voucher includes:
· One-night accommodation in our Junior Suite (double occupancy)
· Dinner for 2 in our restaurant L’Atelier 

The Marketing Environment (Micro-SWOT)
Strengths
· Located in the center of Bucharest.
· It belongs entirely to Relais & Chateaux.
· Pets can accompany their owners.
· World-renowned brand.
· High quality and elite staff training and education.
Opportunities
· The hotel locations are located around the strong businesses in Bucharest.
· Tourists favour the economic system through shopping and investing.
· Corporate opportunities are displayed to companies around the hotel for the benefit of its operation.


Weaknesses
· The lack of Michelin star recognition is one of the weaknesses of the Epoque Hotel
· The design in the old system does not bring benefits to the hall, it is preferred by young customers.
· The old traditional breakfast system is unpleasant for the age of speed.

Threats
· Local policies that disable use
· cars around the hotel
· Tall buildings that surround and block the view from the Junior Suite
· More five-star competitors around 

The Marketing environment (Macro) PESTEL  
Political
The interest shown for supporting this type of tourism in Romania an increased as a result of the development in Bucharest between September 4-6, 1995, at the level United Nations, the work of the Economic Commission for Europe. The work has been done materialized by the adoption of a document on the role of settlements and their development sustainable in terms of regional planning, with a focus on supporting urban development multifunctional.
Since 2000, Romania has benefited from the Program SAPARD for tourism. SAPARD finances major projects in the field of agriculture and rural development. Romania has identified four priority measures to follow and finance.




Economic
Existence of commercial companies and authorized individuals with activity in the area    Development and realization of various mountain activities     Being a hotel in a central area of the Romanian capital, the specifics of the area refer to winter sports. Insufficient financial resources, low domestic and foreign investment Inadequate infrastructure, lack of parking that slows down the appearance of tourist facilities Promoting the development of an area where the main activity is tourism Use of EU funding programs and county and regional authorities.

Social
Settlement in a mountainous area and close contact with the city of Brașov and Predeal
Accessibility via roads DN 1 and E60 respectively
Impressive natural resources (extensive forest fund, natural tourism fund, etc.)
Land reserve for further development

Technological 
The existence of the M300 railway line - which also connects the countries of Central and Western Europe
Existence of the European road E60
Proximity to the city of Brasov, Predeal, cities with a strong industrialization
Improper technical condition of the road network
EU programs to support infrastructure development in the urban environment: SAPARD, ISPA

Environmental
Because many leave the room and forget about the light on all day, hoteliers have installed light sensors and energy-saving light bulbs. Hotel managers make sure that the room temperature is automatically adjusted throughout the building and that it is neither too high nor too low. Thus, they save electricity, and from here the hotel benefits, the costs being lower, but also the environment. Hoteliers who choose to run their business with respect for the environment take care of the sources from which they buy the products, from food to furniture, preferring the local ones. An eco-friendly business means that sustainability is part of the company's culture, and this is a way to increase employees' concern for the environment.

Legal 
The following terms and conditions will apply to all bookings, regardless of how they were made (via website, email, phone, travel agent systems or booking engines). Guests are kindly requested to take the time to read them before making a reservation. In these terms and conditions, the following bold words will mean:
"Agreement" means the confirmation of the booking together with these terms and conditions.
"Guest" means the person who is to be and / or is already in the hotel.
"Hotel" means Epoque Hotel Bucharest
"Terms and conditions" means the terms and conditions set out in this Agreement.





Creating Customer Value & Engagement
The promptness and accuracy of an elite hotel brand will always meet the requirements of customers. Constant communication with potential customers is important, it can be the introduction of a highly influential marketing system or software. The management is built in such a way as to consider customer feedback and adjust it if necessary. Epoque Hotel can connect closely with customers by conducting frequent market research and applying a competitive and modern marketing strategy. The customer engagement strategies that the hotel regime applies are: Stay up to date with the latest news, use the latest marketing, focus on reviews, insist on top and new customers and invest in CRM and your rooms but and in the magazine.

Effective Use of digital Marketing
Combining the best strategic marketing thinking with exceptional delivery; partnership with ambitious companies in the tourism industry, hotels, wedding destinations and hospitality to progress them further, faster.
Confidence in continuous improvement over radical transformation. Irresistible marketing needs intelligence, perspective, and imagination, and those who focus on triggering the best conversations with customers, shedding light on what is important.
The integrated digital marketing approach means that for each campaign, they have created a targeted landing page, optimized for booking conversions or questions, ensuring that each page is highly relevant to the accompanying Google Ads.






Conclusion
Due to the COVID-19 pandemic, the Epoque Hotel, like the entire industry, was severely affected. Some of the facilities have been suspended indefinitely and as a result the budget has dropped considerably. In order to be able to continue the activity, a radical change of safety rules was necessary. During the visit to the Hotel Epoque Relais & Chateaux, safety precautions must be observed due to the COVID-19 pandemic. The space on the terrace and the restaurant are open to customers until 23:00. The restaurant’s opening hours are daily, with an elegant breakfast from 06:30 until 10:30, and the rest of the meals are served from 12:00 until 23:00. Room service is available from 06:30 until 23:00. Modern services such as the hotel's swimming pool and saunas are functional for guests who consume the hotel's services and operate in accordance with the restrictions imposed by the pandemic and keeping the conditional distance from the authorities. Many private or business events can take place in optimal conditions and under strict legal regulations.
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