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Offender profiling, also known as criminal profiling, is a 

behavioral and investigative tool that is intended to 
help investigators to profile unknown criminal subjects or 

offenders. Offender profiling is also known as criminal profiling, criminal

personality profiling, criminological profiling, behavioral profiling or criminal 

investigative analysis. Geographic profiling is another method to profile an 

offender. Television shows such as Law & Order: Criminal Intent, Profiler in the 

1990s, the 2005 television series Criminal Minds, have lent many names to what 

the FBI calls "criminal investigative analysis

PROFILING
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PROFILING
Client profiling, also known as Purchasing Behavior, is a 

behavioral and investigative tool that is intended to 

help Businesses to profile unknown Buyers. Client profiling is also 

known as Guest profiling, Purchasing Habits profiling, Channel Distributions, 
behavioral profiling or Marketing Mix analysis. Geographic profiling is another 

method to profile a Client. Television shows such as Grand Hotel, Hell’s Kitchen in 

2000s television series, have lent many names to what the HOTELIERS calls 

"criminal investigative analysis”
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Reasons for PROFILING
Ways for PROFILING

Analysis for PROFILING
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�A 24/7 global economy and increased competition from new 
contenders and off-shore sources 
�Monumental impact of the Internet in transforming customer 
access and engagement, as well as expectations and attitudes 

�Multiplication of sales channels and customer interface 
technologies that must be synchronized and exploited for 
competitive advantage 
�New sources and volumes of external marketing and sales data 
that need to be analyzed and leveraged 

�Fragmentation of markets and proliferation of media channels 
that require more sophistication in targeting and reaching key 
audiences

Reasons for PROFILING
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Ways for PROFILING
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Analysis for PROFILING
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Hotel marketing study
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•rate/night
•less than €50
•between €50  and €70
•over €70 

•location
•central
•peripheral accessible (railway station/ airport)
•peripheral hardly accessible (railway station/ airport)

•facilities
•very good facilities (spa, pool, gym, shops, bar, restaurant)
•general facilities (restaurant, bar, gym)
•basic facilities (breakfast room, bar)

•room amenities
•large room (over 16 m2) with antique furniture
•medium size room (between 12 m  and 16 m ) with modern furniture
•small room (less than 12 m ) minimalist furniture

•brand
•local
•international
•independent
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Locaţia este periferică greu accesibilă la (gară/ aeroport).

Brandul este unul local.

Facilităţile sunt generale (restaurant, bar, gym) 

Camerele sunt mari (peste 16 m2). 1
Tariful/noapte este cuprins între  50 € şi 70 €.

Locaţia este periferică greu accesibilă la (gară/ aeroport).

Brandul este unul independent.

Facilităţile sunt de bază (sală pentru servirea micului dejun, bar).

Camerele sunt mari (peste 16 m2). 2
Tariful/noapte este mai mic de 50 € .

Locaţia este periferică greu accesibilă la (gară/ aeroport).

Brandul este unul local.

Facilităţile sunt generale (restaurant, bar, gym)                

Camerele sunt mici (sub 12 m2). 3
Tariful/noapte este mai mic de 50 € .

Locaţia este periferică accesibilă la (gară/ aeroport)

Brandul este unul local.

Facilităţile sunt foarte bune (spa, pişcină, gym, magazine, bar, 

restaurant). 

Camerele sunt mari (peste 16 m2). 4
Tariful/noapte este mai mare de  70€.
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Locaţia este centrală.

Brandul este unul internaţional.

Facilităţile sunt generale (restaurant, bar, gym)

Camerele sunt mari (peste 16 m2). 5
Tariful/noapte este mai mare de  70€.

Locaţia este centrală.

Brandul este unul local.

Facilităţile sunt foarte bune (spa, pişcină, gym, magazine, bar, 

restaurant).

Camerele sunt medii (între 12 m  şi 16 m ). 6
Tariful/noapte este cuprins între  50 € şi 70 €.

22
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Brandul este unul independent.

Facilităţile sunt generale (restaurant, bar, gym)                

Camerele sunt medii (între 12 m  şi 16 m ). 7
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