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Module Learning Outcomes 
(From module syllabus)
Upon the successful completion of this module, the student should be able to demonstrate the ability to:
	•	Define and assess the development of hotel marketing.
	•	Identify the key elements of a customer-driven marketing strategy and discuss the marketing management orientations that guide marketing strategy. 
	•	Discuss customer relationship management and identify strategies for creating value for customers and capturing value from customers in return.
	•	To assess, understand and create value for customers utilizing various elements of the marketing mix.
	•	Understand the process and stages of marketing planning, including the role of the marketing environment, marketing research and the marketing mix within the leisure industry.
	•	The methods used for segmenting, targeting, and positioning within markets.
	•	The role of social media, data base management and digital marketing for the leisure industry
	•	Niche marketing, sustainable marketing and preparing an integrated marketing communication plan

TASK DESCRIPTION


Component 1 (50%) Presentation - To be held W/C 29/11/2021
The exercise will require the student to undertake the role of a marketing professional and they will compile a marketing plan, to generate new customers as the hotel comes out of lock down and the COVID-19 pandemic. 

The presentation must be based on your written marketing plan, and act as an illustration of it, which allows you the student to share your ideas and what you have written about with your audience- in this case to lecturers via an online platform.

The presentation will be prepared using PowerPoint and must last for 5 minutes (this is a timed exercise, and you will not be permitted to go over the time, with marks potentially being deducted for a presentation that is short also)
 

Component 2 (50%) Marketing Plan (1250 words) submission date Friday 10/12/2021
The hotel should be chosen from the Relais & Chateaux group of hotels; but could be situated anywhere globally. Remember the purpose of this plan is to attract new customers to your chosen hotel after the pandemic lock down, be imaginative in your messaging but also think about the safety aspects how will you reassure your guests through your marketing?








You will be required to include specific essentials of the marketing process as follows:  

Introduction
	•	Introduce the geographical area.
	•	The purpose of your marketing plan
	•	Who it is being prepared for?
The Marketing Mix
	•	Product - What is the destination currently offering?
	•	Place (Distribution) – How will customers locate the area?  Which channels will be used?  Website? Intermediaries – stakeholders or investors for example, businesses/franchises (lobby outlets) etc?  
	•	Price – What is the pricing strategy within the area?  Linked to market research and/or marketing environment analysis and/or customer value, are there a variety of price points for visitors- how will this be displayed/shared.
	•	Promotion – How will the hotel be advertised? 

The Marketing Environment (Micro)
	•	What are the main micro-environmental factors that impact on the chosen hotel? – SWOT Analysis
	•	How can the hotel capitalise on its strengths in its marketing strategy?
	•	How can the hotel address its weaknesses in its marketing strategy?
	•	How can the hotel take advantage of opportunities?
	•	How can the hotel address its threats?

The Marketing Environment (Macro)
	•	What are the main macro-environmental factors that impact on the chosen hotel? – PESTEL
	•	How can the hotel capitalise on its positive impacts in its marketing strategy?
	•	How can the hotel address its negative impacts in its marketing strategy?

Creating Customer Value and Engagement 
	•	How will/does the hotel create customer value?
	•	What benefits will it offer current and potential visitors?
	•	How will you develop visitor engagement?
	•	Which marketing channels will be used?
Effective use of Digital Marketing
	•	How can the hotel use digital marketing in its marketing activities – include who will contribute, how will it be managed.
	•	What message will you be delivering to attract new customers to your hotel 
Conclusion
	•	Summarise your marketing plan challenges and outline any recommendations you have.

References 
	•	You will be expected to use credible reference sources (minimum of 15) for information used within your marketing plan. Your references are not part of the word count.

GUIDANCE FOR Students IN THE COMPLETION OF Individual TASK

NOTE: The guidance offered below is linked to the five generic assessment criteria overleaf.

	•	Engagement with Literature Skills   /10
Your work must be informed and supported by scholarly material that is relevant to and focused on the task(s) set.    You should provide evidence that you have accessed an appropriate range of sources, which may be academic, governmental, and industrial; these sources may include academic journal articles, textbooks, current news articles, organisational documents, and websites.  You should consider the credibility of your sources; academic journals are normally highly credible sources while websites require careful consideration/selection and should be used sparingly.   Any sources you use should be current and up-to-date, mostly published within the last five years or so, though seminal/important works in the field may be older.  You must provide evidence of your research/own reading throughout your work, using a suitable referencing system, including in-text citations in the main body of your work and a reference list at the end of your work. 
Guidance specific to this assessment: At least 15 references showing evidence of a range of sources used to research the topic area.
	•	Knowledge and Understanding Skills   /25
At level 4, you should be able to demonstrate knowledge of the underlying concepts and principles associated with your area(s) of study.  Knowledge relates to the facts, information, and skills you have acquired through your learning.  You demonstrate your understanding by interpreting the meaning of the facts and information (knowledge). This means that you need to select and include in your work the concepts, techniques, models, theories, etc. appropriate to the task(s) set.  You should be able to explain the theories, concepts, etc. to show your understanding.  Your mark/grade will also depend upon the extent to which you demonstrate your knowledge and understanding. 
Guidance specific to this assessment: You need to show your understanding and application of how the Marketing Mix, SWOT, PESTEL and Stakeholder analysis tools can be used in the context of the task.
	•	Cognitive and Intellectual Skills   /25
You should be able to present, evaluate and interpret qualitative and quantitative data, to develop lines of argument and make sound judgements in accordance with basic theories and concepts of your subject(s) of study. You should be able to evaluate the appropriateness of different approaches to solving problems related to your area(s) of study and/or work. Your work must contain evidence of logical, analytical thinking. For example, to examine and break information down into parts, make inferences, compile, compare and contrast information.  This means not just describing what! But also justifying: Why? How? When? Who? Where? At what cost? You should provide justification for your arguments and judgements using evidence that you have reflected upon the ideas of others within the subject area and that you are able to make sound judgements and arguments using data and concepts.  Where relevant, alternative solutions and recommendations may be proposed.
Guidance specific to this assessment: Glean and evaluate data assembled through research of the company in question and form judgements based on analysis of the company’s external and internal environment. Are there internal effects on the hotel’s operation and marketing strategy? Is there flexibility for them to change their individual approach or has this got to be company led?
	•	Practical Skills    /30
At level 4, you should be able to apply the basic underlying concepts and principles to evaluate and interpret these within the context of your area of study. You should be able to demonstrate how the subject-related concepts and ideas relate to real world situations and/or a particular context.  How do they work in practice?  You will deploy models, methods, techniques, and/or theories, in that context, to assess current situations, perhaps to formulate plans or solutions to solve problems, or to create artefacts.  This is likely to involve, for instance, the use of real-world artefacts, examples and cases, the application of a model within an organisation and/or benchmarking one theory or organisation against others based on stated criteria.  
Guidance specific to this assessment: Demonstrate how the Marketing Mix, SWOT, PESTEL can be used with the hotel in question to reveal problems and how solutions can be sought, based on examples and cases from other sources. Compare and contrast with other global hotels.
	•	Transferable Skills for Life and Professional Practice    /10
Your work must provide evidence of the qualities and transferable skills necessary for employment requiring the exercise of some personal responsibility.  This includes demonstrating that you can communicate the results of your study/work accurately and reliably, and with structured and coherent arguments; that you can initiate and complete tasks and procedures, whether individually and/or collaboratively; fluency of expression; clarity and effectiveness in presentation and organisation. Work should be coherent and well-structured in presentation and organisation.
Guidance specific to this assessment: This will be achieved through successful completion of your presentation and your ability to display your understanding of the marketing plan you have written, and the benefits that you hope to achieve. This will also show your understanding of how this could be used within a professional context, especially within the context of international hotel management. 


Please ensure that the marketing template has been used to submit component 2 for this module.
Screen shots of your presentation must also be attached to the end of this document and those along with your marketing plan uploaded to the Assessment 2 Turnitin link on your module Moodle Page.
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Introduction

The chosen company to base my marketing plan on is the Museum Hotel in Turkey in Cappadocia. The purpose of my marketing plan is to look at what Museum Hotel does now with its marketing. By identifying key elements of its customer driven marketing strategy, what guides it and how they create value for customers using various elements of the marketing mix (Kotler and Armstrong, 2010). By making this marketing plan it should help identify various aspects of Museum Hotels marketing strategy.
















































The Marketing Mix  

By using the marketing mix to identify Museum Hotels product, price, place and promotion we should be able to identify what they do to encourage customers to purchase (Blythe, 2009).

Product 
The Museum Hotel currently offers its guests a number of rooms and suites as well as various actives and facilities such as restaurants, cooking lessons, an ecological garden, honeymoon packages and wedding packages. Making it a luxury destination (Museumhotel.com, 2021). The hotel shows its COVID 19 precautions on their website. 

Price 
Museum hotel prices itself at €500 - €1590 per night (Museumhotel.com, 2021) depending on the date making it more expensive than other hotels in Turkey. This is because it is a luxury hotel, and its target market is typically more affluent with a higher disposable income than others (Kapferer and Bastien, 2015). 

Place 
Although Museum Hotel is based in Turkey it offers its services through its website, allowing potential guests across the world to view and book the hotel's various facilities (hotelspeak.com, 2021). Surrounding The Museum Hotel there are opportunities for guests to take part in balloon flights and their ‘valley experiences’ bookable through the hotels concierge services. 

Promotion  
Museum hotel is currently advertised online through its website where guests are able to book their stay. The Museum hotel is also available to potential guests via travel agencies such as Thomas Cook, booking.com and jet2holidays. Museum Hotel is also in many high end magazines such as Cosmopolitan, Fashion and Travel and Forbes.






















The Marketing Environment (Micro-SWOT)  

There are a number of internal factors that can influence Museum Hotel. We can identify these by doing a SWOT analysis (mindtools.com, 2021).

Strengths 
The Museum Hotel offers its guests a large range of luxury activities as well as honeymoon and wedding packages. The hotel also promotes its COVID 19 precautions prominently on its website. 

Weaknesses 
Being priced more expensive than other hotels in Turkey could make guests want to book other cheaper hotels when traveling to the country. Cappadocia is not near the beach, which is also a factor which may deter potential holidaymakers who want to be near the sea. 

Opportunities 
Increase number of guests and excursion bookings. Promote hotel COVID 19 cleaning regime and how the hotel and local area is working to decrease numbers of COVID 19 cases. Promotion of the hotels luxury facilities and excursions. 

Threats 
COVID 19 restrictions are continuously changing and could affect the number of tourists traveling to the country, reducing the number of potential guests at the hotel. Holiday makers can also refrain from traveling to the country if cases rise. Supply chain could be affected by COVID 19. Hotels in the local area could begin offering similar luxury facilities.




























The Marketing environment (Macro) PESTEL 

By doing a PESTEL analysis we can identify the external factors that could affect The Museum Hotel (Perera, 2017).

Political 
Political factors that can affect The Museum Hotel include travel bans put in place by governments local to Turkey or from countries who may want to travel to the country making demand for accommodation from tourists very low. 

Environmental 
Weather conditions can influence tourists when deciding where to travel as they may want to stay away from extreme weather condition such as the very high temperatures in Turkey during the summer season. 

Socio-economic 
With demand for travel increasing the like of AirBnB are becoming more and more attractive, this could result in the demand for luxury stays and hotels decreasing as AirBnB landlords charge a significantly lower price than that of The Museum Hotel (Frue, 2021). 

Technological 
The rise of social media and online review sites means that more people are interacting with the hotel online, this can be good and bad as reviews are being used a lot more when tourists book their destination (Frue, 2021).  

Legal 
The Museum Hotel and all other businesses need to comply with legal regulations as by not doing so they can face very high fines (mbaskool.com, 2021). 

Economic 
Changes in currency exchange can affect the demand for travel and money being brought into the country by tourists or people working outside of the country, depending on currency exchange rates increasing and decreasing (mbaskool.com, 2021). 
















Creating Customer Value & Engagement 

The Museum Hotel can create more customer value on top of their current offerings by training their staff to go the extra mile. This can be easily done by giving guests advice on what excursions to go on and adding a personal touch.
The Museum Hotel could also find out what their customers want by distributing questionnaires in the hotel in various languages (Sitsanis, 2021). Asking if there are any excursions they would like the hotel to make available for them to book. Another way they could contact potential guests is through social media as The Museum Hotel already has approximately 20,000 followers on Facebook alone. By doing this The Museum Hotel can get a better understanding of what their potential consumers would like to see and do (DeMers, 2014). They can also ask questions and give surveys (Frue, 2021) to guests who have stayed with them recently if they think that their COVID 19 precautions and cleaning regimen is sufficient at giving them peace of mind or if they believe that more could be done to make their guests more comfortable (Cleave, 2021). 








































Effective Use of digital Marketing 

When trying to bring in more customers to The Museum Hotel during current times it is important to promote what COVID 19 precautions are in place to give potential guests peace of mind. The Museum Hotel already highlights what they have in place on their website however it would be beneficial to also promote these precautions on their social media channels. Another method they could use is through email campaigns as they would already have a database of past guests who have already stayed at the hotel and have experienced its luxury. By doing this it could not only promote the hotel in a positive light but also remind past guests of their previous stays and may make them want to return (Jenkins, 2008).














































Conclusion

As during current times COVID 19 is prominent so it is important that The Museum Hotel highlight what it is doing to help reduce contamination and cases. To not only comply with government rules but to also give their potential guests peace of mind when traveling to the country and staying at the hotel. Because of this, communication with guests is important. The Museum Hotel already shows these precautions on their website by communicating these precautions through email marketing to past guests as well as social media where past guests and potential new guests can see. Because of this it would also be good for the hotel to hire employees who speak multiple languages so that any questions that they may receive are answered. It is also important for The Museum Hotel to keep up to date with any travel restrictions across the world and could target those countries where tourists are able to travel.
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     Student FEEDBACK FORM Individual  Exercise
This section details the extent to which the assessment criteria are demonstrated by you, which in turn determines your mark. The marks available for each category of skill are shown. Lecturers will use the space provided to comment on the achievement of the task(s), including those areas in which you have performed well and areas that would benefit from development/improvement.


Generic Assessment Criteria 
Marks available
Marks 
awarded
1. Engagement with Literature Skills
.



10




2. Knowledge and Understanding Skills







25

3. Cognitive and Intellectual Skills








25

4. Practical Application Skills







30

5. Transferable Skills for Life and Professional Practice
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CREATING CUSTOMER VALUE & ENGAGEMENT

= Training of staff to ‘go the extra mile’ with a personal touch.

= Asking guests to complete questionnaires about their stay to get a better understanding of what The
Museum Hotel can do it improve their stay in the future (DeMers, 2014).

= Ensuring that questionnaires and surveys given out at available in different languages to
accommodate everyone and there is no language barrier (Sitsanis, 2021).

= Promote what precautions are in place regarding COVID 19 cleaning regimes to give potential guest
peace of mind when booking accommodations and excursions (Cleave, 2021).
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USE OF DIGITAL MARKETING

During the COVID 19 pandemic Museum hotel has promoted their COVID 19 precautions and cleaning regimes on
their website, however it would be beneficial to also promote these precautions on their various social media
profiles to communicating to their potential guests and giving them peace of mind when booking.

The Museum Hotel can also use email campaigns to communicate with guests with past guests this can increase
the chances of these past guests to return to the hotel (Jenkins, 2008).

Museum Hotel could use television adverts on local television channels such as ShowTV and StarTV to promote to
locals. This could result in an increase of guests especially during Republic Day and religious festivals.
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CONCLUSION

As during current times COVID 19 is prominent so it is important that The Museum Hotel highlight what it is
doing to help reduce contamination and cases. To not only comply with government rules but to also give
their potential guests peace of mind when traveling to the country and staying at the hotel. Because of this,
communication with guests is important. The Museum Hotel already shows these precautions on their
website by communicating these precautions through email marketing to past guests as well as social
media where past guests and potential new guests can see. Because of this it would also be good for the
hotel to hire employees who speak multiple languages so that any questions that they may receive are
answered. It is also important for The Museum Hotel to keep up to date with any travel restrictions across
the world and could target those countries where tourists are able to travel.
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INTRODUCTION

This presentation | will be looking at The Museum Hotels marketing mix, internal & external influencing factors, how
they can create customer value and how they can use digital marketing to their advantage.

The Museum Hotel is based in Cappadocia, Turkey, a luxury holiday resort. A unique boutique hotel offering not only
accommodations but also a variety of other services and products to their guests and customers.

Cappadocia Turkey was once known as “The Land of Beautiful Horses” and has an abundance of historical value
ranging from ancient caves and stone houses once the home of Hittites, Persians, Roman, Seljuks and Ottomans.
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MARKETING MIX

By looking at The Museum Hotels marketing mix we can find out what they currently do regarding what they
sell and how they sell it (Blythe, 2009).

Product

A luxurious and boutique style resort. They offer accommodation, honeymoon packages,
restaurants, cooking lessons, ecological garden, wedding packages and wine yard with own wine.

Price

Prices for rooms are 500-1590 per night (museumhotel.com, 2021). Because of its high price it
emphasises that they are a luxury destination targeting more affluent customers with a higher
disposable income than others (Kapferer and Bastien, 2015).

Place

Based in Cappadocia, Turkey. Guests can view and book accommodation, services and activities
online via The Museum Hotel website where ever they are in the world. Surrounding the resort
are a number of businesses also offering services and activities such as balloon flights.

Promotion

The Museum Hotel promote their services via their website as well as through various travel
agencies such as Thomas Cook, booking.com and jet2holidays. Museum Hotel is also advertised
on a number of print medias such as Cosmopolitan, Fashion & Travel and Forbes.
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THE INTERNAL MARKETING ENVIRONMENT

There are a number of internal factors that can influence The Museum Hotel that can be identified by doing a
SWOT analysis (mindtools.com, 2021).

Strengths Offering a large range of services from accommodation to various activites as well as honeymoon
and wedding packages.
They promote their COVID 19 precautions on their website.

Weaknesses | They are priced higher than other hotels in the local area which could make holiday makers and
tourists choose the cheaper hotel when staying in the area.
Because Cappadocia is not near the beach this may deter potential guests to the country who
want to be near the sea.

Opportunities | The Museum Hotel could increase the number of sales of accommodation and excersions to
increase their income by promoting themselves more on social media.
Turkey as a country could potentially open their borders to other countries once COVID 19 is less
prominent.

Threats COVID 19 restrictions could become harsher making it harder for tourists from other countries to

enter turkey for holiday purposes.
Inflation is high in many countries at the moment making currency exchange rates lower (Smith,
2021).
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THE EXTERNAL MARKETING ENVIRONMENT

By doing a PESTLE analysis we can identify the external factors which affect The Museum Hotel and what
external factors that could affect them in the future (Perera, 2017).

Political Factors

Travel bans to and from countries put in place by governments can stop travellers from
making their way to Turkey, reducing the potential number of guests at the Hotel.

Environmental
Factors

Weather conditions local to Cappadocia can be extreme to those not from the area. Making
certain seasons especially summer where the temperature can be very high less attractive to
those from colder climate countries.

Socio-economic
Factors

The demand for travel has been ever increasing making businesses such as AirBnB more
attractive. This could affect luxury destinations such as The Museum Hotel as AirBnB is
typically known for its landlords charging very low prices compared to hotels.

Technological
Factors

Social media and online reviews allow guests to interact with businesses. This can be good
and bad as reviews can heavily influence potential guests views on the hotel before booking.

Legal Factors

Museum Hotel must comply with legal regulations or may face very high fines (mbaskool.com,
2021).

Economic
Factors

Inflation can effect currency exchange rates which can in turn affect tourists from traveling to
certain countries if the exchange rate it low (Smith, 2021).





