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Introduction 
This marketing plan highlights the marketing mix of micro and macro environmental factors of Hotel Epoque. The hotel is situated in Romania, in the heart of Bucharest. The purpose of this marketing plan is to provide a marketing mix for the post-covid-19 era of tourism. The marketing plan will try to provide digital marketing strategies for the hotel. This plan will also try to identify the target market and the brand positioning. The plan also focuses on the differentiated marketing strategies suitable for attracting tourists in the post-Covid-19 tourism industry.



	Target market and positioning 
The target market of hotel Epoque is a combination of consumers between middle-income and high-income earners. The segmentation variables of hotel Epoque consists of demographic, behavioural, geographic, and psychographic segmentation. The demographic segmentation variables divide the consumers into meaningful age groups and income groups. The behavioural segmentation consists of online booking habits after the lockdown, the likelihood of getting room services, spending during the stay, while considering post-CoviD-19 The Geographic variables are clients within and outside of Romania. The proposed target market of hotel Epoque can be, 
· Age group: Adults
· Income: Middle and high earners
· Region: Romania, Europe, global 
· Characteristic: Professional, traveller 
· Profession: Businessperson, Office worker, High-ranking officials
The restaurant is under the Relais & Châteaux group and is positioned to provide a one-of-a-kind experience that blends with history and culture. It offers to provide luxury and practices with core values. The hotel has its roots, history, and attachment to the Romanian territory.


Marketing Mix
	Product 
The main product of the hotel is its accommodation services. The hotel must provide accommodation in consideration of the culture and post Covid-19 factors. The accommodation services would entail luxury features and suite rooms along with proper hygiene maintenance. Elegance and comfort must be present in all accommodation services. The hotel can introduce self-service check-in and check-out for a better and smoother customer experience. As the main target group entails businesspersons and high-ranking officials, the room must provide a wide variety of facilities and amenities.

Price 
The price range of the hotel shall change according to two seasons to provide value for money experiences. During the offseason, the price range for suite rooms and luxury rooms shall be from €100 to €200 per night. During peak season, the price range for Suite rooms and luxury rooms shall be from €180 to €300. 

Place 
The hotel is situated at the heart of the city Bucharest, near to the historical park of Cismigiu Park (Franklin, 2016). The hotel has its lane. In the city of Bucharest, the hotel is located within a remarkably close distance to the city town hall, old town, and the age-old city park. The hotel is only 900m away from the city centre and it normally takes just few minutes of travel to reach the airport. 

Promotion 
The Relais & Châteaux hotel will target business professionals and high-ranking officials. To attract this niche market, the company will use LinkedIn, Twitter, and Facebook as main promotional channels. To attract a broader market, the company will have Facebook, Instagram as social media platforms and in-app advertisements as online platforms to promote its content.

The Marketing Environment (Micro-SWOT)  
The market environment of hotel Epoque consists of its internal and external stakeholders, competitors, organisational structure. 
The main strength of the hotel is in the fact that it is one of the important historical architectures in Romania. Its culture, traditions, age-old essence in its infrastructure are its main strengths. The hotel may use these enriched traditions and culture to promote and strengthen its brand image (Davidov, 2018). 
One of its crucial weaknesses in its marketing strategy is the lack of a diverse target market. As the hotel is experienced in only catering to a niche market consisting of professionals and high-income earners. 
The company also faces threats from competitors such as Radisson Blu Bucharest, Grand Hotel Continental, and Intercontinental Bucharest. 
To gain a competitive advantage in the market, the company can assume new strategies to eradicate its previous weakness of targeting a niche market. The company can broaden its target consumers by promoting advertisement content to attract middle-income earners. The company can also provide discounts and promotional offers to attract new travellers.


The Marketing environment (Macro) PESTEL 
The macroenvironment of the hotel can be analysed by conducting a PESTLE analysis. The main macro-environmental factors of the hotel are consisted of political, economic, social, technological, environmental, and legal elements.
The political elements consist of cross-border tourism restrictions. The economic elements consist of the income level per capita income. The social elements are a key factor for the growth of the hotel. The social elements consist of historical and cultural values and traditional heritage (Craik, 2002). Romania is very adaptable to technology and has fewer legal barriers to tourism. The city, Bucharest, is known for the hygiene and cleanliness of its environment.
The most influencing factor of the Macro environment is the economic factor (Brassington, 2005). As the hotel is service high end and luxury services, it is bound to be expensive. Thus, the economic elements such as per capita income of its clients, purchasing behaviour of the consumers, impose major influence. The tourists that visit the country, Romania, and its cities are mostly from affluent households. So, this factor is in the favour of the hotel. The company can use these favourable factors of the macro-environment such as economic factors and social factors to create its marketing strategy. It must consider these factors before making any promotional content.


Creating Customer Value & Engagement 

The company can create customer value and engagement via various promotional activities. The company will use online channels such as social media platforms. The company will create value by offering new services and amenities (Cooper and Hall. 2007). 
The company can develop visitor engagement by conducting online contests. A fantastic way to boost visitor engagement is by conducting a social media contest. A contest idea can be that the visitors can avail 5% discounts on their purchase if they capture a picture in the hotel and post it on their respective social media profiles. This activity can create social media engagement as well as visitor engagement with the hotel. Another marketing strategy can be to sponsor various tourism events. It can attract potential customers and reach a new market.


Effective Use of Digital Marketing 

The target market of the hotel is businesspersons and professionals all around the world. In the after covid-19 era, the main pinch in conducting successful digital marketing is convincing the potential customers about the safety and hygiene issues. The main marketing channel for Digital marketing can be LinkedIn, wearing enhanced and widely used social media and network by business professionals all around the world. The hotel shall have a LinkedIn account, a Twitter account, and a Facebook page to conduct digital marketing activities. The promotional contents will focus on post-Covid-19 safety and hygiene factors. The company can raise brand awareness by emphasizing the hygiene factors that it maintains for its guests. It can be sure its guest bye by creating a video that consists of the hygiene maintenance of its employees, the accommodation services, food, and amenities. The homepage of its official website shall contain employees with masks and clean rooms to focus on hygiene factors and raise awareness against covid-19. The company can send invitations of various discounts and offers via Email and Facebook messages.


Conclusion 

In the post covid era, the main concern for tourists around the world is how the hotels manage and maintain their hygiene and cleanliness. Hotel Epoque has a higher opportunity in the market to reach a broader customer base by implementing the current marketing strategy given in this report. The marketing plan in this report highlights the importance of raising brand awareness and creating an innovative marketing mix that integrates safety and hygiene factors. The hotel can take advantage of the residing issues of lack of hygiene measurements in other competitors to boost its brand message. 
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               Target market and positioning  Age group: Adults  Income: Middle and high earners  Region: Romania, Europe, global  Characteristic: Professional, traveller  Profession: Businessperson, Office worker, High-ranking officials   
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                  Marketing Mix  • The main product of the hotel is its accommodation services.  • The hotel must provide accommodation in consideration of  the culture  and also post Covid -19 factors.  • The accommodation services would entail luxury features and  suite rooms along with proper hygiene maintenance.  • Introduce self- service check -in and check- out for a better and  smoother customer experience.      
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                     Price  The price range for suite rooms and  luxury rooms shall be from €100 to  €200 per night.     The price range for Suite rooms and  luxury rooms shall be from €180 to  €300.      
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                        Place  The hotel is situated  at the heart of the city  Bucharest, near to  the historical park of  Cismigiu Park  (Franklin, 2016).     The hotel has its  lane. In the city of  Bucharest, the hotel  is located within a  very close distance to  the city town hall, old  town, and the age - old  city park.     The hotel is only  900m away from the  city centre and it  normally takes a few  minutes of travel to  reach the airport.       
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                        Promotion  This hotel will target business  professionals and high- ranking officials.     To attract this niche market, the company  will use LinkedIn, Twitter, and Facebook  as main promotional channels.     To attract a broader market, the company  will have Facebook, Instagram as social  media platforms and in -app  advertisements as online platforms to  promote its content.      
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                     The Marketing Environment (Micro - SWOT)   Its culture,  traditions, age - old  essence in its  infrastructure are  its main strengths.  The hotel may  utilise these  enriched  traditions and  culture to promote  and strengthen its  brand image      


image17.png




image18.svg
                       Its marketing strategy is the lack of a  diverse target market. As the hotel is  experienced in only catering to a niche  market consisting of professionals and  high - income earners.   The company also faces threats from  competitors such as Radisson Blu  Bucharest, Grand Hotel Continental,  and Intercontinental Bucharest, etc.    
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                           The Marketing environment (Macro) PESTEL     The political elements consist of cross -border  tourism restrictions.     The economic elements consist of the income  level per capita income etc.     The social elements are an important factor  for the growth of the hotel. The social  elements consist of historical and cultural  values and traditional heritage     Romania is very adaptable to technology and  has fewer legal barriers to tourism. The city,  Bucharest, is known for the hygiene and  cleanliness of its environment.   
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                     Legal factors are negatively impacts by  continuous changes. For example,  Brexit impacts negatively on the  business hospitality sector, its restricts  the tourist from EU to entire in the UK.     Environmental factors are also impacts  on the hospitality industry. the changes  of season, natural climates, tourist  season all are considering by the hotel  to design the marketing plan.      
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               Creating Customer Value and  Engagement  The company can create customer value and engagement  via various promotional activities.   The company will create value by offering new services  and amenities   The company can develop visitor engagement by  conducting online contests.   A contest idea can be that the visitors can avail 5%  discounts on their purchase if they capture a picture in the  hotel and post it on their respective social media profiles.   This activity can create social media engagement as well  as visitor engagement with the hotel.    
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Effective Use of Digital Marketing

The target market of the hotel is mainly businesspersons and professionals all
around the world. In the after covid-19 era, the main pinch in conducting successful
digital marketing is convincing the potential customers about the safety and
hygiene issues. The main marketing channel for Digital marketing can be LinkedIn,
wearing enhanced and widely used social media and network by business
professionals all around the world. The hotel shall have a LinkedIn account, a
Twitter account, and a Facebook page to conduct digital marketing activities. The

promotional contents will focus on post-Covid-19 safety and hygiene factors.
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               Effective Use of Digital Marketing  The target market of the hotel is mainly businesspersons and professionals all around the world . In the after covid - 19 era, the main pinch in conducting successful digital marketing is convincing the potential customers about the safety and hygiene issues . The main marketing channel for Digital marketing can be LinkedIn, wearing enhanced and widely used social media and network by business professionals all around the world . The hotel shall have a LinkedIn account, a Twitter account, and a Facebook page to conduct digital marketing activities . The promotional contents will focus on post - Covid - 19 safety and hygiene factors .   
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In the post covid era, the main concern for tourists around the world is how

the hotels manage and maintain their hygiene and cleanliness .

Hotel Epoque has a higher opportunity in the market to reach a broader
customer base by implementing the new marketing strategy given in this

presentation.
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                   Conclusion  In the post covid era, the main concern for tourists around the world is how the hotels manage and maintain their hygiene and cleanliness . Hotel Epoque has a higher opportunity in the market to reach a broader customer base by implementing the new marketing strategy given in this presentation .   


image29.png
= HOTEL =

EPOQUE
R i References

Brassington, F. and Petit, S., (2005), Principles of marketing. London, NY: FT

Prentice Hall.

Craik, J., (2002), The -culture of tourism. In Touring cultures (pp. 123-146).
Routledge.

Cooper, C. and Hall, C.M., (2007), Contemporary tourism. Routledge Holden, A.,

2016. Environment and tourism. Routledge.

Davidov, M., (2018), Journal of Hospitality & Tourism. Journal of Hospitality &




image30.svg
               References Brassington, F . and Petit, S . , ( 2005 ), Principles of marketing . London, NY : FT Prentice Hall . Craik, J . , ( 2002 ), The culture of tourism . In Touring cultures (pp . 123 - 146 ) . Routledge . Cooper, C . and Hall, C . M . , ( 2007 ), Contemporary tourism . Routledge Holden, A . , 2016 . Environment and tourism . Routledge . Davidov, M . , ( 2018 ), Journal of Hospitality & Tourism . Journal of Hospitality & Tourism Research , 24 ( 4 ), pp . 473 - 490 .   


image31.png
[)HU TEL -

Davidson, R. and Maitland, R., (2017), Tourism destinations, Hodder &
Stoughton.

Franklin, A., (2016), Tourism: an introduction, Sage.
Holloway, J.C. and Humphreys, C., (2019), The business of tourism, Sage.
Kotler, P., (2012),Kotler on marketing. Simon and Schuster.

Kotler, P., Armstrong, G., Saunders, J., Wong, V., Miquel, S.Bigné, E. and
Camara, D., (2000), Introducciéon al marketing, Pearson Prentice Hall.




image32.svg
                   Referen       Davidson, R. and Maitland, R., (2017), Tourism destinations, Hodder &  Stoughton. Franklin, A., (2016), Tourism: an introduction, Sage. Holloway, J.C. and Humphreys, C., (2019), The business of tourism, Sage. Kotler, P., (2012), Kotler on marketing . Simon and Schuster. Kotler, P., Armstrong, G., Saunders, J., Wong, V., Miquel, S.,  Bigné, E. and  Cámara, D., (2000), Introducción al marketing, Pearson Prentice Hall.


image33.png
= HOTEL =

EPOQUE
“;;g(#‘" References

Lickorish, L.J. and Jenkins, C.L., (2017), Introduction to tourism, Routledge.
Page, S.J., (2019), Tourism management,Routledge

Sharpley, R. and Telfer, D.J. eds., (2018), Tourism and development: concepts

and issues (Vol. 63), Channel view publications

Stabler, M.J., Papatheodorou, A. and Sinclair, M.T., (2019), The economics of

tfourism, Routledge




image34.svg
                      Refere Lickorish , L.J. and Jenkins, C.L., (2017), Introduction to tourism, Routledge. Page, S . J . , ( 2019 ), Tourism management ,Routledge Sharpley, R . and Telfer, D . J . eds . , ( 2018 ), Tourism and development : concepts and issues (Vol . 63 ), Channel view publications Stabler, M . J . , Papatheodorou , A . and Sinclair, M . T . , ( 2019 ), The economics of tourism, Routledge   


image35.png
EPOQUE
e References

CISMIGIT

Weaver, D., Lawton, L., De Lacy, T. and Tourism, C., (2017)Sustainable
tourism: A critical analysis

Weaver, D. and Oppermann, M., (2020), Tourism management, John Wiley
and Sons




image36.svg
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                     Marketing plan  for  Hotel Epoque,  Bucharest       
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               Introduction     This marketing plan highlights the marketing mix of micro and macro environmental  factors of Hotel Epoque.  The hotel is situated in Romania, in the heart of Bucharest.  The purpose of this marketing plan is to provide a marketing mix for the post -covid- 19 era of tourism.  The marketing plan will try to provide digital marketing strategies for the hotel. This  plan will also try to identify the target market and the brand positioning. The plan  also focuses on the differentiated marketing strategies suitable for attracting  tourists in the post-Covid- 19 tourism industry
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Target market and positioning

Age group: Adults

Income: Middle and high earners

Region: Romania, Europe, global

Characteristic: Professional, traveller

Profession: Businessperson, Office worker, High-ranking officials




