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The value assesment of the Hilton brand

Many, current hotel industry and marketing trend leads to the conclusion rightfully, that branding should be more connected to the hotel industry. This could be demonstrated best through a particular hotel, that what type of effect does an internationally known brand has on an individual resort.
The naming contract of multinational hotel chain served as the background of this essay. It is extremly important to examine these contracts during their conclusion, reform or at their termination, to see what type of market opportunuties are availabe for a specific hotel. It is also crucial to analyze if a hotel belongs to an internationally known brand or if it operates as an independent hotel.
The porpuse of this papper to demonstrate the theory of brand value, through a specific hotel and brand and also to show what exact value does a brand name provide. The brand in this particular case is the Hilton and the hotel is the Hilton Budapest. The brand value is going to be examined two different ways, by the income and the cost. The income will be investigated by modelling the Hilton Budapest through different hypothetical situations. The cost will be reviewed by different types of charges and then I will examine their component with different brands. At the end of the paper, I will atempt to judge the results of the brand evaluation in comparison with the brand „used” by the ideal hotel. Also I will try to name a potential replacement brand for the Hilton Budapest.



