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	Introduction

Museum Hotel is one of the most luxurious hotels in Europe. It is located in Cappadocia, one of the most beautiful and captivating regions in Turkey. The hotel is built on former ruins and the design of the hotel catches the eye of all travelers. It has 30 rooms and suites, each of them with a unique design (Museum Hotel, 2021).
This marketing plan aims to analyze and discuss the factors that influence the marketing strategy of the Museum Hotel. The strategy of the marketing will be based on this and the aim of it is to attract new customers following the pandemic lockdown. 































	
1. Marketing Mix  

Product – It refers to goods and services presented by the hotel – a pack of advantages that is used by the company to develop its price structure. The product is the main element of any marketing mix (Singh,2021, pp. 41). 
Museum Hotel is a luxury hotel with a 5-star service offering. It operates on a concept of a “living museum” hotel – rooms, the public areas, the restaurant, and even the cave tunnels display historical monuments from various periods within Turkey’s history (Rosenberg, 2013).
Price - Fixing the product’s price is a difficult job – many factors must be taken into accounts, such as the cost involved, the consumer’s ability to pay, or the prices charged by competitors (Thabit & Raefw, 2018). 
As a luxury hotel – its pricing strategy will be around value-based as the hotel offer experiences and memories to its guests. Furthermore, there will be different amenities and designs – deluxe, superior, prime, and imperial rooms. Upselling techniques will be used in order to upgrade the rooms – either at check-in or during the booking process.
Place - The main focus will be on its website, however distribution channels such as Trivago, Booking.com or Expedia will be used. The hotel will advertise itself through various intermediaries – in countries where there is enough disposable income to be able to afford the pricing structure.
Promotion – The hotel will use various digital marketing platforms to promote itself. It will use paid ads through Google to rank for words such as “luxury hotels in Turkey”. The hotel will gather the analytics and use them to understand who their main target market is. 
In addition to this, it will work with social media influencers to promote the hotel on various platforms – Instagram, YouTube, or blogs that are highly ranked on Google. However, the influencers will be carefully chosen in order to have their main audience, individuals who are willing to pay premium prices. 









2. The Marketing Environment (Micro-SWOT)  

Strengths

· Unique design – all its rooms have a completely different layout and design which makes any stay different (Museum Hotel,2021)
· Location – Museum Hotel has beautiful views, and it is placed in a region with huge historic importance. In addition to this, it has 2 airports nearby, Nevsehir (35km) and Kaisery (75km), hence easy for international travellers to arrive (Relais & Chateaux, 2021).
Weaknesses

· Seasonality of the tourism industry – demand increases during the summer period and decreases during the off-season (Corluka, 2019, pp.25).
· High room rate and limited room numbers – Museum Hotel operates at a premium price with a range of £400-£1000 per night based on availability. It has only 30 rooms and suites, hence the hotel can struggle during the peak season. 

Opportunities

· Trend is on the rise - The boutique hotel market has grown a lot and it is predicted to continue growing faster than other hotel chains (O’Higgins, 2020).
· Focus the marketing strategy on the next generational cohort – millennials will be the main traveller group in the next decade. They prefer travel experiences and are 32% more likely to travel the world than the older generation (Oakes, 2021).
Threats

· Increasing competition – as the boutique market gains traction, other hotels will try to gain market share. In the next couple of years, 40 properties will open in Turkey with almost half of them targeting the luxury market (Hahn,2021).





3. The Marketing environment (Macro) PESTLE  


Political
· There is uncertainty in Turkey due to political instability. Over the years, tensions have increased in terms of political, economic, and social factors. (Guler,2021)
Economical
· The global economy can face a recession, which will affect traveling and will lower disposable income among individuals (Irwin, 2021).
Social
· Next main generational cohort, millennials, are 72% more likely to spend money on experiences rather than material objects (Oakes, 2020)
Technological
· Development of automation – which can help organizations decrease some costs by using automation software.
Legal
· A huge number of laws and regulations which the hotel needs to abide by – health and safety, food safety, modern slavery, etc. Failure to implement and keep a track of the measures will lead to huge fines which affect the profitability of the hotel.
Environmental
· Sustainability measures – a new set of laws that will aim of lowering the CO2 footprint of companies. It will have a direct impact on the travel industry as it will affect transportation mode and the way the hotel operates. Turkey embraced a progressive environmental policy in 2019 – including all levels of government, local administration, NGOs, and the public (Kizil, 2020).










4. Creating Customer Value & Engagement

In order to create customer value and engagement, the hotel will need to understand who their guests are – it needs to understand why they have chosen to stay with The Museum Hotel. These can be conducted via online surveys – a QR code to be available throughout the hotel where customers can fill in a survey on their phones. In addition to this, emails can be sent prior to the stay to understand what their requirements would be and the reason for the stay. By understanding this, the hotel can prepare various experiences based on the responses.
Social media is a great channel to increase engagement with its customers – the hotel can develop its own hashtags and make customers use them as a rule to enter various raffles. In addition to this, email marketing is another great tool to provide value and increase engagement – the hotel can provide a weekly newsletter with interesting news and facts from Turkey and the hotel. In this way, it builds the customer’s loyalty as they will remember the hotel on a weekly basis.





























5.  Effective Use of digital Marketing 

Social media marketing is about having a continuing dialogue with customers which increases the positive and profitable relationship (Turner and Shah, 2011). Therefore, the hotel will use all these platforms – Facebook, Instagram, YouTube, etc. To conduct effective marketing on these, the hotel will engage paid influencers to promote the hotel and provide reviews. These influencers will be carefully chosen for their main audience to be able to pay premium prices.
In addition to this, the hotel will use YouTube as a platform to tell the story of the hotel through videos – the focus will be on the unique design of the hotel and the experiences in and around the Cappadocia region.
To have a clear marketing strategy, the same underlining message will appear in all marketing posts – “Visit The Museum Hotel – a unique experience in all our rooms”. The main focus will be on experiences as that is the unique selling point of the hotel – a different experience in every room.




























Conclusion – 


The Museum Hotel can definitely provide a unique experience to any individual; however, it needs to make sure it can market itself towards this. The main selling point of this boutique hotel is that it has all its rooms with a different design, therefore a returning customer will have a different experience.
The marketing plan focuses on creating an online brand around this while also taking into consideration the next generational cohort, Millennials, who are more likely to pay for traveling and experiences compared to older generations
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More details about the hotel

» Located in Cappadocia region from Turkey — a place with a huge history
relevance

» It is built on former ruins and its design is inspired by caves

» 30 rooms available, each of them ith a unique design
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SWOT Analysis

O Strengths

- Unique design for all its 30 rooms. Different experience for customers, even
loyal ones.

0 Weaknesses

- Higher room rate with prices starting from £400. Most travelers will not be able
to afford these rates.

QO Opportunities

- Next main generational cohort, Millennials, prefer travelling and experiences
more compared to older generations (Oakes, 2021).

Q Threats

- 40 new hotels in Turkey in 2021 with half of them in the luxury market
(Hahn,2021)
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Marketing strategy

» Using various tools to understand the profile of its customers — Google
Analytics tool, digital surveys through emails

» Social media engagement — using posts to increase reach, get new
followers and create a two way conversation with customers.

» Using email marketing to keep customers informed about promotions and

weekly newsletter about travel topics.
@
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EMAIL MARKETING
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Using Digital Marketing

» Daily use of social media accounts for engagement — Facebook,
Instagram, etc.

» Social media influencers will be used to promote the hotel — only
travel inspired channels will be contacted.

» YouTube channel will be used to promote the views from the rooms
and the landscapes of the region.

» “Visit The Museum Hotel — a unique experience in all our rooms” —
the marketing message to be used across all marketing materials.




