	Student Name: Danut Gheorghe Muzicantu
Student ID: 2233416
Title: Sales and Marketing Consultancy Report for Hilton Hotel – Bucharest 
Module Code: BMIH6005 
Lecturer: Jaliya De-Silva
Date: 04/03/2025
Word count: 5,878
	[image: image1.jpg]Prifysgol Cymru
Y Drindod Dewi Sant

University of Wales
Trinity Saint David








I confirm that I have not used any AI tools in the research and creation of the assignment. I confirm that I have not presented any AI generated materials in my work. I confirm that I worked a few drafts, notes and other resources I may be asked to provide as evidence.                                                      
 D&M Consultancy Ltd. - Sales and Marketing Consultancy Report 
 Hilton Hotel – Bucharest 
[image: image2.png]D&M Consultancy Ltd.

Your goals,




                                                         Executive Summary
 
This report presents a detailed analysis of the present challenges faced by Hilton Hotel Bucharest and offers strategic recommendations to continue improving its sales, marketing and performance. By combining a STEEPLED, SOAR and TOWS analysis, the report highlights several issues, such as a decline in room occupancy, inconsistent digital marketing strategies, poor service quality and the need for sustainable initiatives.

Among the main recommendations of the report are to improve the digital marketing and on-line presence, to implement proactive price pricing strategies, improve employee training and quality of services, and to incorporate sustainability measures. These initiatives are designed to improve customer engagement, optimize financial performance and strengthen brand positioning.

A structured change management strategy is outlined to ensure a smooth implementation, while addressing employees' possible reluctance through training programs and stakeholder involvement. In addition, proposed KPIs, such as occupancy levels, income generation and customer satisfaction ratings, are suggested to assess the recommendations' efficiency.

The financial feasibility remains a major issue, with a cost-benefit analysis, allowing for an efficient allocation of the resources. By strategically implementing these operational recommendations, Hilton Hotel Bucharest is positioned to improve guest experience, enhance revenues and sustain a strong competitive advantage in the Romanian Hospitality industry.
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1. Introduction

This report was produced by D&M Consultancy Ltd., a major consultancy company with expertise in marketing and sales strategies within the hospitality sector. The aim of this report is to identify the primary issues that Hilton Hotel Bucharest is currently facing, to outline the main areas where improvement is needed and to suggest strategic solutions to strengthen the efficiency of sales and marketing efforts.

Background of Hotel Hilton Bucharest

Based in the historical city centre of Romania's capital, Hilton Hotel Bucharest is a 5-star luxury hotel offering a mix of modern luxury and historic glamour. The hotel has gained a distinguished reputation in providing the highest standards in hospitality for business and leisure guests. The hotel features a special list of distinguished guests that have enjoyed their stay there through the years, which is publicly showcased in the hotel's lobby. Among others, Richard Nixon (a US president that visited Romania during the communist period), President Vladimir Putin, German Chancellor Angela Merkel, President George Bush, Lady Gaga, The Rolling Stones, Brigitte Bardot and many more guests had the opportunity to discover the beautiful rooms of this wonderful and elegant hotel (Bucharest Vibes, 2018). 

Founded in 1886 when it was designed as Romania's first National Insurance Company, the property has over 100 years of history with extensions and renovations. Abandoned in 2000 because of its structural danger, until 2015 when it was bought to be the Hilton Garden Inn hotel, which includes 200 rooms elegantly designed, with standard, deluxe and master suites, offering various choices for its guests (Big See Eu, n.d.).  In addition, the property also offers 3 dining options (English bar, a casual Italian restaurant and a fine French cafe). Its Italian restaurant extends to an outdoor terrace on Victory Avenue, immediately beside Gucci's store, which first opened several years ago, on the corner of the hotel (Bucharest Vibes, 2018).

On top of its luxurious accommodations, Hilton Hotel Bucharest provides a wide range of amenities, beside the various and fine dining, a spa and wellness area, and extensive facilities for events and events. Its convenient and strategic location in proximity to major business, cultural attractions and transportation links, makes it a favourite choice for business travellers, leisure guests, and event planners. Despite its invaluable position in Hospitality industry, Hilton Hotel Bucharest is experiencing multiple challenges that are impacting its market reach, revenue generation and guest satisfaction (The Strategy Story, 2025). With factors such as intense competition from the boutique hotels and other accommodations, change in customers' tastes, and the necessity for a digital revolution, the company necessitated a thorough review of the sales and marketing strategies (Murniati, 2020).
           Background of D&M Consultancy Ltd.                                                                                             

D&M Consultancy Ltd. is a consulting company internationally recognised as a specialist in hospitality sales, marketing and related business strategies. As experienced in providing support for hotels, resorts and hospitality businesses, our consulting firm has implemented proven solutions to increase customer involvement, increase revenue and improve brand position (Deloitte, 2025). The approach integrates industry information, big data methodologies and new and innovative marketing approaches to assist clients with delivering a sustainable growth.

In addition, the company is committed to provide specialised solutions designed to address clients' unique needs. By capitalising on extensive market research, competition analysis and customer behaviour trends, D&M Consultancy Ltd. assures that the Hospitality business remains highly competitive. Also, the company has expertise in areas including digital marketing, price pricing strategies, managing customer relationships and improving operational efficiencies (Deloitte, 2025).

Frameworks Used for Analysis

In order to perform a thorough assessment of the marketing and sales issues facing the Hilton Hotel Bucharest, this strategic report will be based on the next frameworks:

The STEEPLED Analysis – This is a framework that explores the macro-environmental factors impacting the Hospitality industry (CIPS. 2025). By evaluating the Social, Technological, Economic, Environmental, Environmental, Political, Legal, Ethical, and Demographic drivers, the framework will determine the outside pressures that impact the operations and the market position of Hilton Hotel Bucharest.

The SOAR Analysis – This is a comprehensive approach based on strengths, opportunities, aspirations and performance of the Hilton Bucharest. This will outline the core competencies within the organisation, while also highlighting potential opportunities for growth and also innovation (Cole et al., 2022).                                                                                                                       

The TOWS Matrix (SWOT) – This is a strategic tool that will support the business to match its external strengths and challenges with its own strengths and vulnerabilities, thus developing strategies to improve the marketing and sales performance of Hilton Bucharest (Professional Academy, 2025).
2. Analysis

This section offers a detailed analysis of the most important challenges faced by the Hilton Hotel Bucharest and their corresponding effects on the hotel's marketing and sales performance. An understanding of these particular issues is essential to develop strategies that can improve the hotel's competition in the market and sustainability in the long term. The issues that are identified vary from decreased rates in room occupancy to inconsistent services and marketing strategies, which are contributing to reduced income and an increase in customer complaints (SiteMinder, 2024).

This review is based on extensive data and evidence from several sources to assure a thorough and fair evaluation. The review also comprises an exploration of the external macro-environmental factors by using the STEEPLED framework, an internal evaluation of the strengths and opportunities by leveraging the SOAR analysis and a response to the strategy by using the TOWS analysis. By highlighting these challenges and their underlying drivers, recommendations for improvement can be provided, while assuring that the Hilton Hotel Bucharest will remain a leading destination for visitors.

2.1. Issues and Impact

Sales and income decline – Pricing strategies and poor revenues have undermined the profitability. The lack of competitive pricing and marketing strategies during off-peak season caused the revenues to be static (Faster Capital, 2025). By implementing a managed revenue system that will refine prices based on the demand, competitor analysis, and customers' booking cycles, the financial results can be significantly improved (Quante et al., 2009).  

Marketing Strategy Limitations – One major problem which contributes to the hotel's ongoing challenges is the absence of an effective and innovative approach with regards to digital marketing. Considering the increased dependency that travellers have on the digital medium, the outdated marketing strategy approach of the hotel is a major drawback (SHR, 2025). Its limited spend through influencer marketing, involvement in social media and targeted digital marketing has decreased the brand's awareness. In order to remain a competitive player, the Hilton Hotel Bucharest must embrace marketing techniques based on Big Data, integrated digital campaigns, and targeted social media strategies grounded on engaging its guests and retaining them (Eze, 2022).

Reduced occupancy levels – For Hilton Hotel Bucharest, one of its main concerns is the decline in occupancy numbers. The decrease in business travel, along with heightened competition from boutique hotels and budget accommodation platforms, such as Airbnb, has decreased reservations (Makos, 2024). Furthermore, fluctuations in seasons, are exacerbating the existing occupancy issues, thus making incomes volatile. This issue needs a targeted approach that includes a  strategy with aggressive pricing, corporate promotions, and incentives to capture business and leisure tourists (Murniati, 2020).

Customer feedback and experience – C More personalised customer experiences, tailored programs for employee training, and efficient feedback mechanisms can improve the satisfaction and loyalty of hotel guests in general (Depierraz, 2024). By approaching these areas, Hilton Hotel Bucharest can dramatically improve its image, income and market presence over the long-term.

Brand image and public awareness – The reputation of a brand and its online presence has a significant impact on its success, and the Hilton Bucharest Hotel encountered issues with bad online reviews and low digital reach. Guest complaints concerning an inconsistent service quality and late responses to concerns have impacted customer satisfaction (Anagnostopoulou et al., 2019). A poor online presence can discourage prospective guests, as today's tourists are relying heavily on social media content to make decisions before deciding to make a booking. By increasing the efforts on online reputation management, through engaging with customers online, reviewing customer feedback and increasing customers' service, is essential to regaining the brand's trustworthiness (Podolsky, 2024; Thakur, 2018).

2.2. STEEPLED Analysis

This STEEPLED analysis offers a detailed examination of the major external macro-environmental considerations which affect Hilton Hotel Bucharest. Among these major factors are: the social, technological, economic, environmental, political, legal, ethical and demographic factors (CIPS, 2025). Gaining a clear understanding of these factors allows the hotel to plan its strategic approach and align it with the market trends, the legal demands and the constantly rising requirements of the guests. Considering the increasing level of competition in the hospitality industry, conducting detailed evaluations of these factors is vital to position Hilton Hotel Bucharest as a brand that is able to compete and thrive in the Romanian hospitality market (Napierala and Birdir, 2020).

Social - Changes in guest preferences for tailored experiences, an increase in demand for wellness tourism, and an increased appetite for sustainability and cultural travel experiences (Font and McCabe, 2017). Hilton Hotel Bucharest needs to continuously and rapidly adapt its existing services to respond to these demands (Giannoukou, 2024).

Technological - The growth in the use of the digital platforms for booking, Artificial Intelligence based personalisation and contactless solutios for check-in has also a huge impact on the hotel. By making investments in more advanced technologies, it improves the guest experience and also enhances the operational efficiency (Milton, 2024).

Economical - Inflation, fluctuating travel budgets and economic instability impact guests' willingness to spend on luxury accommodations. Competitive pricing strategies and exclusive packages should be considered in the hotel strategy. (Makos, 2024).

Environment - Concerns regarding the sustainability require eco-friendly efforts, such as using green energy, programs to reduce unnecessary waste, and ensuring sustainable sourcing. The hotel can effectively utilise these initiatives as a compelling proposition (Jones et al., 2019; Hassan and Saleh, 2023).

Political - Any local regulations that may impact regulations on tourism and hospitality, such as taxes, Visa requirements, and other regulations relating the pandemics. The business should continue to remain in compliance, while simultaneously arguing for policies that are favourable for the industry (Chou, 2014).

Legal - Adherence with applicable privacy laws, regulations regarding the employment and compliance with the international hospitality standards. Assuring these legal obligations are followed will help to uphold its credibility and avoid any legal issues (Coughlan, 2001).

Ethical - An increased accent on sustainable tourism, equitable salaries for employees and responsible procurement of all services and products. Encouraging more ethical management practices can improve the image of hotels and can attract environmentally friendly guests (Chung, 2020).

Demographics - The rise of millennials and Gen Z tourists, may favour digital-friendly and unique experiences. The hotel must also customise its overall services and products to reach a younger demographic, such as engaging in social media and personalised experiences (Jhonston, 2023).

2.3. SOAR Analysis

This SOAR analysis provides a comprehensive analysis that concentrates on the strengths, opportunities, ambitions and achievements, which allows the Hilton Hotel Bucharest to capitalise its existing position while at the same time identifies the areas for further development and expansion (Cole et al., 2022). In contrast to the traditional SWOT analysis, which focuses on strengths and weaknesses, the SOAR focuses on a future-oriented, proactive approach in its strategic vision (NMBL Strategies, 2022).

Strengths - Hilton Hotel Bucharest has a very strong brand reputation globally, a convenient location in the capital of Romania and a well established client base of both corporate and leisure visitors (The Strategy Story, 2025). Its high quality amenities, comprising its fine cuisine, spa and conference services, increase the hotel's attraction (Bucharest Vibes, 2018).

Opportunities - The thriving tourism industry in Romania and the increasing appetite for high-end accommodations, represent significant opportunities for the establishment to develop its marketplace (OECD, 2022). By strengthening its digital marketing, refining its guest loyalty initiatives, and continuing to invest in initiatives for sustainability, Hilton Hotel Bucharest can maintain its leadership in the market (Renascence, 2024).

Aspirations - Hilton Hotel Bucharest aims to be a first choice for tourists in Bucharest, by providing unmatched guest experiences and groundbreaking services (Bucharest Vibes, 2018). The expansion on corporate partnerships and unique travel packages for corporate and leisure guests should be  a major objective for the business (LinkedIn, 2024).

Results - By Implementing dedicated marketing campaigns, improving the guest experiences and also enhancing its pricing strategies, Hilton Hotel Bucharest seeks to improve its occupancy numbers, guest satisfaction and boost revenues overall (Bordean et al., 2010).

The analysis is providing a solid rationale for Hilton Hotel Bucharest on how to further fine tune its strategy, concentrating on exploiting its strengths and capitalising on arising opportunities, while simultaneously following the long-term aspirations for sustainable development.

2.4. TOWS (SWOT) Matrix

A TOWS matrix serves as a tactical instrument which builds the SWOT model, focusing on realigning the internal strengths and weaknesses to the external opportunities and threats. This framework allows Hilton Hotel Bucharest to develop strategies that will address challenges, while at the same time maximising on the market opportunities (Cole et al., 2022).
	                                 Strengths
	Weaknesses

	Modern, high-standard amenities, with conference rooms and spa and wellness centre.
	    High dependence on the corporate customers, causing earnings to be unstable.

	   In a central location in Bucharest, with direct access to the major sights. 
	Poor customer service impacts on customer satisfaction.

	  A strong brand image and recognition worldwide.
	There is limited innovative approaches in the digital marketing strategies.

	                              Opportunities 
	                             Threats

	The growth in Romania luxury tourism.
	Decline in the economy impacting available income and budget for travel.

	   Increasing the use of digital marketing and tailored customer experience.
	  An increase in the number of competitors from niche hotels and platforms for rentals.

	               An increasing appetite for sustainable practices in hospitality industry.
	  Changes in policies and legislation with impact on the hotel sector.                         



Recommendations based on TOWS analysis:                                                                                                           


Strengths-Opportunities – The Hilton Hotel Bucharest could use its convenient location and high-end facilities to draw more affluent guests into its luxurious location using tailored digital marketing campaigns and exclusive travel packages (The Strategy Story, 2025).

Weaknesses-Opportunities – The hotel needs to invest in employee training and services standards in order to improve guest experience, while at the same time increasing its sustainability efforts to capture the attention of environmentally-friendly travellers (Pereira et al., 2021).

Strengths-Threats – To alleviate the increased competition in Hospitality industry, the management should continue leverage on the strength of its brand by implementing customised loyalty programs and customer experiences (Koo et al., 2024).

Weaknesses – Threats – Hotel Hilton Bucharest will need to broaden its sources of income by decreasing its reliance on corporate guests (LinkedIn, 2024).          
3. Recommendations and Change Management

As a result of the company's detailed analysis regarding the operational and market positioning challenges, this chapter presents some strategic recommendations designed to enhance Hilton Bucharest's operations, customer satisfaction and revenue opportunities. The proposed solutions comply with the primary findings from the STEEPLED, TOWS and SOAR evaluations, thereby offering a complete overview of the issues outlined.

These recommendations concentrate on improving the digital marketing, enhancing the pricing strategies, increasing the quality of service, implement sustainable practices, and improving the customer loyalty schemes (Rane et al., 2023). Establishing efficient practices will be essential to ensure a seamless transition, while addressing employee issues and maximising impacts. In order to quantify the success, a well defined KPI system would be designed to monitor the progress and ensure appropriate changes are implemented (Bhatti et al., 2014). Furthermore, the associated financial impacts of these operational changes will be measured to assure the changes are achievable and sustainable. By successfully implementing these recommendations, Hilton Hotel Bucharest can consolidate its position as a leader in hospitality services for Romania (Hilton, 2022).

3.1. Strategic Recommendations

According to the above analysis, Hilton Hotel Bucharest needs to introduce and implement the following strategies to increase its overall marketing and operational efficiency:

 1. Improve its digital marketing and presence in the on-line space
- To invest in campaigns based on targeted campaigns and digital advertisements.
 - Increase the social media outreach and through collaborations with social media influencers (O`Brien, 2023).

- To further strengthen its website end user experience, as well as improve the search engine optimisation (SEO).

2. Revenue optimisation and price strategies

- Implement dynamic pricing solutions based on demand and analysis of its main competitors.

- Developing and implementing discounts for seasonal and corporate sales in order to grow occupancy levels (Neubert, 2022).

- To extend the direct booking rewards program to decrease dependency on external platforms.

3. Staff development and delivery of services

- Implement extensive training for all staff members in the customer service department.

 - Implement more efficient feedback mechanisms to enhance customer experience (Rane et al., 2023).

- To redefine job roles and working hours in order to assure a seamless service delivery.

 4. Initiatives for sustainability

- Implement eco-friendly practices, such as reducing waste and improving energy consumption.

 - Work in partnership with local companies in order to offer a sustainable tourism experience (Rehman et al., 2023).

- Advertise eco-friendly marketing campaigns with targeted communication to attract the environmentally aware guests (Bansal, 2024).

5. Loyalty and customer retention schemes

- Introduce a loyalty program, using incentives, designed to generate repeated bookings (Rowley, 2004).

- Personalise the guest experiences leveraging on Artificial Intelligence and CRM solutions.

- Extend rewards that are exclusive by offering advantages available on a long-term and corporate level.

A major highlight of these recommendations is that they closely align with today's industry dynamics. Improving the digital marketing and leveraging better pricing strategies will assure that the hotel can remain in a competitive position in this rapidly evolving travel market (Murniati, 2020). Nevertheless, although the digital transformation may improve reaching and engaging with guests, it also needs a meaningful spend on technologies and trained employees. In the absence of a clearly defined plan for the digital transformation integration, the hotel faces the potential for ineffective implementation and financial challenges (Buhalis et al., 2019).

At the same time, a stronger focus on employee development and customer service is essential to improve the customer experience and operations performance (CIPD, 2024). Developing training for employees, refocusing job roles and streamlining the service delivery processes will contribute to improved customer retention and increased satisfaction. However, it can be difficult challenge for staff members to embrace the change (Rane et al., 2023). If not managed adequately, staff frustration may lead to high turnover rates and a disruption in service provision. By applying targeted strategies to manage these changes, such as gradual implementation, clear communication and incentives schemes, it will be vital to successfully overcome these challenges (Lewis and Seibold, 2012).

The recommended sustainability initiatives align with global hospitality trends and consumer preferences for green travel. While these measures may enhance hotel reputation and attract environmentally conscious guests, associated costs and operational adjustments, may discourage immediate implementation. The financial feasibility of green initiatives should be carefully assessed, ensuring a balance between environmental responsibility and business profitability (Epstein and Roy, 2023).

Furthermore, rewards programs, personalised strategies for customer loyalty have the high potential to improve them. These initiatives, however, necessitate strong data management and marketing tools to manage the data and marketing delivery (Rane et al., 2023). The hotel must continue to invest in Artificial Intelligence analytics and CRM tools, while at the same time complying with regulations regarding data privacy to effectively maximise the results of its loyalty programs.

In general, although these recommendations will provide a strong foundation for Hilton Hotel Bucharest's expected growth, the successful implementation depends on its ability to handle the financial investment, personnel resilience, and the changing expectations of guests. Therefore, a proactive and flexible approach toward its implementation, accompanied by constant follow-up and refinements, will be critical to maximise the strategies' impact.

3.2. Change Management Strategies

To implement successful changes in any business environment, notably in the Hospitality industry, requires a series of strategic and structured solutions. Hilton Bucharest's strategies for managing the change, focus on involving stakeholders, employee training, gradual implementation and monitoring performance (Giannoukou, 2024). As these strategies offer a strong foundation for achieving successful transformation, its implementation must be closely managed to assure its effectiveness and efficiency.

An important highlight of the proposed change management strategies is the focus on employee training and engagement. By engaging employees in the decision-making process and providing extensive training programs, the hotel can encourage a positive culture for innovation and adaptability (Klidas et al., 2007). Nevertheless, the resilience to constant changes is a significant challenge. The employees may be afraid of insecure jobs, an increased volume of work, or a perceived uncertainty of their roles. To address this, the Hilton Hotel Bucharest is expected to implement a clear communication plan, while ensuring that all employees are aware of the potential advantages of these operational transformations and their understanding about their role in the change (Zientara et al., 2020). Furthermore, a gradual implementation will minimise any operational disruptions by allowing the hotel to try out new processes and systems prior to a major implementation. As this reduces the risks, it also necessitates a constant assessment to assure that each stage is achieving its proposed goals (Kothari et al., 2005). Regular evaluations on performance and feedback will be fundamental to adapt strategies.

Regardless of these structured strategies, unforeseen events, such as economic recession, a regulatory change or unpredictable crises, might impede its implementation. Therefore, Hilton Hotel Bucharest has to remain responsive and resilient to emerging changes and adapt its strategies accordingly (Eze, 2022). By balancing structure with resilience, the Hotel Hilton Bucharest can assure the success of its efforts to change for the long term (Hilton Capital Management, 2025). In order to successfully implement these recommendations, the next practices should be adopted to facilitate successful change:

- Involving stakeholders – Communicating the changes clearly with employees and providing openness in the decision-making process (LinkedIn, 2024).

- Staff training and professional development – To equip employees with the skills needed to accommodate to new technologies and improvements in their service (CIPD, 2024).

- Gradual implementation – Implementing the initiatives in a planned manner to minimise the disruption in operations.

- Monitoring KPIs – Establishing clear KPIs to evaluate the measures implemented (Bhatti et al., 2014).

3.3. Evaluation of the Impact and Success

It is crucial for Hilton Hotel Bucharest to assess its success and impact of the strategies employed, and ensure ongoing efficiency, reliability and sustainable operations. While setting Key Performance Indicators (KPIs) is vital to monitor the progress, the efficacy of these metrics relies on collecting accurate data, conducting real-time analysis and providing strategic decisions (Bhatti et al., 2014).

Among the proposed performance measures is the comprehensive nature of the framework, which includes evaluations of the customer satisfaction, financial, employee and environmental dimensions (Agag et al., 2023). Still, a possible challenge is to assure that the metrics are reliable and that they mirror the reality of the improvements in performance. If KPIs are not appropriately set or not aligned with the company's objectives, its measurement can provide inaccurate data, which can lead to inefficient changes in its strategy (Tang, 2024).

Room occupancy levels and revenues growth are essential indicators of a hotel's financial performance and are vital in measuring a hotel's ability to compete in the marketplace (Denton and White, 2000). Although these metrics can provide a view on profitability, they do not always provide a reliable representation of the guest satisfaction and long-term loyalty towards the brand. High occupancy levels do not necessarily assure satisfied guests, which makes it crucial to incorporate quality measures, such as guests' feedback and brand management, as part of the evaluation of success (Sharma and Srivastava, 2018).

The customer satisfaction score obtained from on-line surveys and feedback offers invaluable information on the services provided and customer satisfaction. Despite this, online feedback is often found to be unbalanced and participation rates in customer surveys may be poor, thereby impacting the trustworthiness of the collected data (Nowell et al., 2017). Hilton Hotel Bucharest needs to vary its methods to collect feedback, perhaps including one-on-one interviews with the guests, follow-ups after their experience, and tracking the feedback in real time by using Artificial Intelligence tools to measure feedback (Pryia et al., 2024).

The employee commitment and retention rates are essential to assess the internal performance and workforce satisfaction. Highly engaged workers deliver improved services, which has a positive impact on customer loyalty (Yohn, 2023). Nevertheless, monitoring engagement rates necessitates more than just conducting annual surveys, continuous communication with employees, assessments of training efficacy, and monitoring employee performance metrics, all of which should be incorporated as part of the framework to measure the success (CIPD, 2024; Vuong and Nguyen, 2024). Employee turnover remains reportedly remain high, regardless of investments in training, and the management must review its employee retention strategies and culture at the workplace.

Measuring the environmental impact is becoming more and more significant in the Hospitality sector as the guests and interested parties place a high priority on sustainable practices (Deloitte, 2024). Through carbon footprint reduction, improved energy efficiency, waste management and sustainable supply efforts, Hilton Bucharest will be showing its commitments to environmental sustainability. Although these initiatives are positive, they necessitate investing in sophisticated technologies for monitoring and advanced sustainability certifications to increase credibility (Hilton, 2025).

Although these strategies are strong, their efficiency is dependent on a strong data management system. Hilton Hotel Bucharest must invest in machine-driven data collection instruments, Artificial Intelligence analytics, and analytics reporting dashboard systems to provide precise and on-time performance evaluations (Renascence, 2024). In the absence of these technological improvements, the manual tracking of more than one KPI can potentially cause reporting and data gaps (Bhatti et al., 2014).

Moreover, measuring flexibility is essential. Hospitality is a fast-moving industry, with constantly changing consumer tastes, downturns in the economy and changes in legislation, all of which impacting the operational outcomes (WTTC, 2020). As a result, Hilton Hotel Bucharest must review and adjust its KPIs on a regular basis to align with evolving business objectives and industry trends (Bhatti et al., 2014). Following outdated metrics in an inflexible manner can impede business innovation and resilience. More broadly, the measurement of overall success and impacts is a multifaceted journey that necessitates a careful mix of qualitative and quantitative measures, investing in sophisticated analytical frameworks, and constantly adapt to the market's conditions (Perifanis and Kitsios, 2023). By leveraging this comprehensive performance framework, Hilton Hotel Bucharest can optimise its strategy to deliver continued growth, increased guest satisfaction and operational excellence.

In summary, to assess the efficacy of the proposed changes, Hilton Hotel Bucharest would need to monitor the following KPIs:

- Room occupancy and revenue increase after its implementation.

- Customer satisfaction ratings based on on-line feedback and surveys of guests.

- Employees engagement and retention rates.

- Metrics of the environmental footprint related to sustainability programs (Zhang, 2023; Bhatti et al., 2014).

3.4. Financial implications

To implement the suggested recommendations, Hilton Bucharest needs a considerable financial investment and costs to be evaluated carefully in order to ensure sustainability in the long term. Allocating resources for digital marketing, employee training, sustainable development initiatives, and service improvements will improve hotel competitiveness and guest experience satisfaction, while the financial pressures may pose some challenges to successful implementation (Giannoukou, 2024).

One of the main highlights of the cost benefits outlined is that funds can be strategically assigned according to the business priority. An annual investment of approximately €80,000 in Digital Marketing is therefore justifiable, considering the growing role of digital presence in the consumers' decision-making process (Garg et al., 2021). Nevertheless, if these are not carefully directed or streamlined with performance metrics, the returns on investment may not be fully maximised. Hilton Hotel Bucharest would need to constantly monitor the campaign performance to ensure costs are minimised and to constantly adjust its strategies based on actual data (Faster Capital, 2025).


In the same manner, the €40,000 investment in training and staff development as proposed, is critical to maintain high standards in its services and increase employee loyalty. Properly trained employees will contribute to higher customer satisfaction experiences, which has a clear impact on generating revenues driven by repeated bookings and a positive word-of-mouth marketing (Gautier et al., 2022). Nevertheless, training efficacy must be evaluated by measuring training outcomes with post training assessments and KPIs to assure that knowledge transfer translates into operational improvements (Bhatti et al., 2014). Inadequate measurement may lead to a waste of valuable resources and no visible improvements in the services.

Sustainable initiatives, with an initial capital investment of €50,000, are in line with the changing trends in hospitality and evolving customer preferences for environmentally friendly travel. Although these efforts may increase brand awareness and appeal to eco-friendly tourists, the returns in short-term may not be evident immediately. Hilton Hotel Bucharest must consider a careful sequencing of these sustainability efforts, with a priority on programs that provide environmental rewards, as well as savings, such as lighting efficiency, advanced water conservation measures and strategies to reduce waste (Hilton, 2025).

Balancing short-term costs with returns in the long term will also be a critical cost aspect. As digital marketing and sustainability initiatives may need up-front investment capital, they can also generate profits over the long-term by increasing reservations and brand awareness (Gong et al., 2023). Nevertheless, unforeseen expenses, like infrastructure modernisations or regulatory adjustments, might potentially place a burden on finances. To reduce the financial risk, Hilton Hotel Bucharest would need to maintain provisions for unexpected events and to explore opportunities for sharing costs, such as with government sustainability subsidies or partnering with green suppliers (Hilton, 2025; The SRA, 2024).                                                           

Furthermore, regular reviews on costs and benefits should be conducted to assess costs and reallocate resources where necessary. If specific efforts are not delivering the intended results, then reallocating funds to more efficient strategies will be critical to ensure the financial sustainability. The hotel also should explore additional income sources, such as offering premium service packages, corporate partnerships, or expanded events or hospitality services, to complement its revenues and compensate for increased operating costs (Olsen and Connolly, 2000).

Overall, while the proposed investments are necessary to improve Hilton Hotel Bucharest's market position, these should be deployed with careful financial planning and constant evaluation. By remaining focused on the cost side, leveraging performance analytics and prioritising high-impact projects, the hotel can obtain long-term sustainable growth, without undermining its financial stability (Alkhodary, 2023; Epstein and Roy, 2003).

When implementing these changes, the Hilton Hotel Bucharest should allocate its resources in an efficient manner, assuring the following:

- The digital marketing efforts are sufficiently funded (€80,000 per year).

- Training and employee development are funded with €40,000 annually.

 - The sustainability initiatives are receiving phased investment (€50,000 for start-up implementation).
4. Action Plan

The Action Plan for Hilton Hotel Bucharest offers a well-structured strategy to deal with the main marketing and operational issues, assuring an improved guest satisfaction and financial viability. Although the outlined solutions are closely aligned to the industry's practices, the solutions' overall success is dependent on implementation, resources allocation and responsiveness to market changes.

An important feature of the Action Plan is its strong emphasis on tailored solutions with precise timelines and defined budgets. For instance, a rebranding effort seeks to refresh the hotel's identity, while at the same time maintaining its brand recognition (Hanson et al., 2009). Nevertheless, a possible risk is the alienation of current customers who may associate the establishment with its traditional image. Performing surveys and collecting customer feedback prior to implementing the changes may reduce this perceived risks (Ghotbabadi et al., 2016).

A strategy to increasing the occupancy rate in busy seasons is also critical, as the fluctuation in this demand has an immediate impact on the financial stability. Providing seasonal discounts and fidelity rewards may attract existing customers, but there is a potential risk to undermine brand exclusivity and value if the discounts are exaggerated (Faster Capital, 2025; Koo et al., 2020). A carefully balanced strategy that matches promotions with additional services, for example, spa treatments, and corporate partnerships, may secure profitability over the long term, without undermining the brand image.

Investing in employee training and service quality is another essential part of the Action Plan. Providing high quality customer services is a clear differentiator in the high-end Hospitality Industry, influencing customer loyalty and on-line feedback (Rane et al., 2023). At the same time, training programs may not be enough if employee commitment and motivation are insufficient. To further increase its effectiveness, Hilton Hotel Bucharest should implement incentives based on their performance and establish a culture of constant learning (Denton and White, 2020).
	Issue 
	        Solution
	Desired Result
	           Time
	  Allocated Budget

	Low branding and external visibility
	  A revised logo needs to be decided, while preserving the existing colour and font scheme, considering the potential loss of brand loyalty, but balancing this with a clear recognisable logo and message.                 
	    The feedback on the old image would improve and provide comfort to the existing customers that their views have been considered, thereby improving customer retention rates.
	        3-6 months
	        £35,000 

	 Low occupancy rates in seasons
	Implement specific marketing strategies, provide seasonal offers and offer loyalty programs to engage customers.
	  To increase the occupancy rate during the whole year, assuring income stability also during the periods with low demand.      
	        6-12 months
	£45,000 

	Poor quality of customer experience
	Provide training sessions for employees, implement customer service performance measures and encourage high performance with bonuses.
	  To improve guest experience, which leads to an increase in on-line feedback and repeated bookings.
	            3-6 months
	£25,000 





Altogether, the Action Plan, even though well structured and offers achievable solutions, ongoing review, adaptability and participation of all stakeholders will be crucial to its success. The periodic evaluation of the performance indicators and customers' feedback will contribute to improving the strategies and operational efficiency.
5. Conclusion

This report's main findings highlight the main marketing and operational issues of Hilton Hotel Bucharest, including recommended solutions to address them, as well as strategic solutions to improve its overall performance. A comprehensive analysis that used the STEEPLED, SOAR and TOWS methods have identified significant issues of particular concern, which include a decline in occupancy levels, inefficient digital marketing, poor service quality and a need for increased sustainability efforts.

Among the major conclusions of this report is the necessity to enhance the digital marketing and on-line presence. However, in today's extremely competitive industry, a strong on-line presence is essential to engage and retain guests. By investing in date-driven campaigns in terms of targeted digital campaigns, SEO (search engine optimisation) and partnering with influencers, Hilton Hotel Bucharest can greatly improve its visibility and customer engagement.

Furthermore, by implementing streamlined revenues and price strategies, the Hilton will be able to ameliorate effects of seasonal fluctuations and increased competition from competing rental alternatives, such as Airbnb. Introducing dynamic prices based on demand, combined with more incentives for direct reservations, will improve the financial stability and profitability over the long term.

As sustainability became an important part of the Hospitality industry, Hilton Hotel Bucharest must be in line with the environmentall trends. By implementing sustainable initiatives, including green energy systems, strategies to reduce waste, and partnering with local companies for a sustainable tourism experience, not only will improve the hotel's brand image, but will also draw a rapidly growing audience of travellers who are concerned for the environment. In order to assure its continued long-term success, a strong management strategy for change must be effectively implemented. Transition in any business can often encounter opposition and it is absolutely essential that employees to be trained, well informed and involved in the process. By involving stakeholders, implementing it gradually and tracking performance will also be essential in ensuring a seamless transition to the new strategic direction.

In addition, success measurement is fundamental to assure that the recommendations outlined in this report are delivering concrete results. By tracking Key Performance Indicators (KPIs), such as vacancy rates, guest feedback, revenue growth, and employee satisfaction, will offer clear information on the strategies implemented and their effectiveness. Using a data-driven approach that will utilise Artificial Intelligence analytics and intelligent tracking systems will refine decision making even more and allow for adjustments to be made in real time, where necessary.

The financial considerations will remain a major consideration in implementing these changes. While investing in digital marketing, employee development, and sustainable programs are required, Hilton Hotel Bucharest must perform regular cost-benefit reviews to assure that its resources are efficiently allocated. By exploring new partnerships, Government subsidies and corporate sponsorships, this could offer financial support and alleviate the strain on the capital investment.

To conclude, Hilton Hotel Bucharest have a solid foundation as a prominent supplier of hospitality services in Romania. However, to maintain its existing competitive advantage and assure a sustainable growth, the hotel must embrace the digital transformation, optimise its pricing strategies, upgrade customer services, improve sustainability initiatives, and manage the change well. By closely following the strategic recommendations outlined in this report, Hilton Hotel Bucharest will be firmly positioned to expand its market share, continue to improve guest experience, and assure its financial success on a long-term basis.
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