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Introduction
 Museum Hotel was established in Turkey in 1954, being among the Relais and Chateaux (Murphy, 2008). The hotel is situated in the geographic region of Cappadocia. It has been created with distinctive features of historical events, which reflect the reason behind its name, the Museum hotel. Through the combination of the land, ruins, and historical features, it has restored and beautified its geography. The hotel has up to 34 rooms and suites, which have inimitable features that uniquely make them exceptional. The rooms do not resemble each other,  and  each  one have a unique ambiance that reflects the hotel's character. By stepping to the thousand years of history as the historic features resonate, the hotel brings the magical feeling that portrays the living museum. The cave rooms display the traditional way of life, alongside the antiques pictures from the hotel . However, due to Covid 19, many countries have restricted their borders, Turkey being one of them. This has led the hotel to receive fewer couples, which is among some of its targets. By creating this marketing plan below, an analyst of the external and internal factors that affect the marketing plan will be analyzed, which will help strategic design policies that will help have effective marketing to the audience.































	

             1 . Marketing Mix  

In this section, an analysis of product, place ,price, and promotion will be done to understand the cofactors of the operations in the hotel.

Product – The hotel offers various services such as food, where there are cooking lessons,   provides a place to stay for couples on their honeymoon. It also comes with valley experiences. Offers gym services to enhance fitness and wellness. Furthermore, it is more obsessive of its rooms which bring the feeling of history as from the view of the most liked features. The hotel offers deluxe rooms and suits, prime suits, superior suits, and imperial suites for the rooms. Each has its different feeling and features that make the rooms unique.

Price -  The hotel has unique features that only a few hotels in the global perspective have. This, in turn, reflects that the demand for hotel services is high. With high demand, it then offers high prices, however, when there is low demand, it lowers its prices and offers discounts on the prices per the number of services that one will be taking. The hotel bases on the fact that it gifts its newlywed couples by giving them a discount or an extra free service for no charges. Upon clicking the order page, one can enter promotional codes that can be used to offer a reduced price. However, the rooms and other services are still different in prices which are decided on to the kind of services that one will get.

Place –  The hotel is also located in Uchisar village, which can be advantageous to the customers as it is easily accessible, and they won't have to drive many miles to get to the hotel. With features such as wine taps in some of the rooms and heated roman pools, the company has a wide range of exciting features it can use to attract its clients.
 Further, to enjoy the services, they have to physically visit the hotel, located in Cappadocia, where they will find the historical and amazing features.

Promotion – The company has social media pages such as Facebook and Twitter , Instagram  through which its posts about its newly added features. The hotel also considers its website, through which it has updated all its services. The services can direct you to the page of accessing the services through bookings. Furthermore, the company relies on testimonials  of influencers and vsitors as people have claimed they chose the hotel as they were referred by a couple who had once visited the place or from social content . However, the company will enhance high-quality content and consistency in posting advertisements (de Almeida, 2022).


















              2. The Marketing Environment (Micro-SWOT)   

SWOT Analysis
To further develop an effective marketing plan, it is essential to study the Microenvironment through which the hotel operates hence strategic advertising. This will be analyzed by SWOT analysis which consists of Strengths, Weaknesses, Opportunities, and Threats.

Strengths 

The hotel has a well-educated staff that ensures that each guest is given special attention, resulting in high customer satisfaction. With the 30 unique rooms, it can then attract customers with the capability to offer a vast range of experiences. The hotel also has welcome amenities on arrival; this helps their customers be more positive as they have been enlightened to expect.  

Weakness
The hotel charges hundreds of YS dollars for a single-night stay. Despite having all the exclusive features, ordinary people cannot easily afford this amount. Despite that, the customers would want to enjoy the exclusive features, if they cannot afford the prices, they will then get to other hotels they can afford, and many times the museum hotel has lost many customers in such a way. It could be better if the price has been slightly reduced to ensure that even an average person can afford it.

Oportunity

After the impact of Covid, many countries did restrict their citizens from getting out of the country. This also restricted events such as weddings as they involved mass gatherings. However, with the development of vaccines that have reduced the virus's spread, many people have started to take their lives back. This can be an opportunity for the hotel to ensure that it captures its new audiences as the economy is also showing significant progress (Etcheverria, 2020). Furthermore, technology is among the features that are helping boost the experience of the customers to a different level. With technology, the company can showcase to the customers how it can turn the museum into a digitalized museum.

Threats
The economy has become too unpredictable due to events such s Covid (Platje & Rayman-Bacchus, 2020) which almost saw the hotel closings as it had no customers. With such circumstances, it becomes difficult for the company to plan strategically. However, the company should include a risk management plan with a contingency plan to help them in such conditions (Ivanov & Dolgui, 2021). This is to ensure that even after the events, the company still maintains its brand's name and can fulfill its customers’ needs.
With this rate of technology and innovation, there is a high chance that a company will be developed, with more technologized strategies that might be of disadvantage to the company as it will replace it in the market (Ong & Yeap, 2018). The threat of new entrants that can take over its clients is a big concern of the company.  






       3.  The Marketing environment (Macro) 


 
Pestel  Analysis


Further analysis of the Macro environment of the hotel will be done. In this section, the tool PESTEL analysis will be used to understand how they affect the operations.


Political factors

The industry relies more on international tourists, however, this also depends on the country's economy. According to research (Grefe & Peyrat-Guillard, 2020), many tourists want to visit countries with growing economies. If the country's economy stops growing, this then means tourists will stop coming. In this case, with the impact of Covid, the economy of the country stopped growing, which affected the hotel's income. Being a luxury hotel, it is among the hotels that are charged large amounts of taxes; with changes in the political government to taxes, they are greatly affected .


Economic factors

The economy at large determines whether people will go for vacations and if they will do their weddings and settle for fancy places for their honeymoon. The economy also affects factors such as Inflation and exchange rates. Due to the impact of Covid, the economy of the global perspective had dropped (Kaye & Cornett, 2021). People have lost their jobs; they are only left to take care of the basic needs in their homes. With such factors, operations of the hotel are reduced as there are no customers. However, offering incentives such as price cuts and discounts can be advantageous as it will lure many people into purchasing hotel tickets.


Social Factors

The changes in demands of the people in the society also affect the number of orders that will be purchased. Society no longer has the demands to get to caves. They have more interest in technology . They want more hotels served by robots and hotels with unique features from 
technology (Kim & Choi, 2021). Cultural heritage is no longer the main interest in society today. If 
the hotel focuses on incorporating more technology to become a digitalized cave, it can attract a more significant number of customers.










Technological factors

Despite the fact that the hotel has started incorporating technology, it keeps on changing every time. That which was based as fancy today has a higher chance of being based as old in the following years. This poses the pressure that the hotel must keep watch to ensure that they keep updating their amenities.   This, in turn, becomes expensive for the hotel to keep on updating the amenities.   According to research (Robertson & Pengelly, 2022), it has been said that people always go where technology has been considered a core element. Hence it is essential to update technology to increase rates of customer satisfaction.



Environmental Factors

Hotels are among the top industries marked as a high producer of wastes; these come from the toiletries used and the kitchen wastes from the foods that are prepared. Hence the government has put on high pressures on the hotels to implement ways to manage the waste. The government has more emphasized carbon plants that are aimed at reducing emissions.


Legal Factors

Legal factors such as acquiring licensing are among the common factors that affect the hotel's operation. Obtaining licenses has become a challenging task. The government requires the company to have achieved specific regulations so they get granted the permit.





4. Creating Customer Value & Engagement 
 
Value is the service that customers get after exchange or purchase. To ensure that a business archives the value of the customers, the business has to ensure that they understand what their customers take as value. This can be achieved by setting an intense communication with the customers through Facebook and other social media platforms (Stead & Hastings, 2018).
The hotel can achieve the value of the customers by creating discounts and offers to its customers. Creating discounts shows that the company cares for its customers (Vahlne & Bhatti, 2019). Other factors such as including them in product development will also help the company get the customers' value. Listening to their reviews on the advancements they would like to make on certain products can be highly important. This will also demonstrate that the company values their views; in return development of products will meet the requirements that the customers wish to have. The company can also create value through Facebook by engaging visitors, such that questions asked about products that have been launched can be responded to (Zhang & Chen, 2018). Furthermore, the organization can organize free samples or discounts on the products bought by the new clients.
 






5.  Effective Use of digital Marketing  

With the availability of digital media such as Facebook and Twitter, the company can employ salespersons with 500k followers to be the influencers of the hotel. People who can take professional pictures will also be used. However, the availability of a photographer in every room can help take photos of the couples who have visited, which will later post on the company's websites only if the couples approve of that. Other Social Media such as Instagram and Twitter will also be used (Jeri-Yabar, & Carreazo, 2019). Furthermore, for this case too, people who have more than 500k followers will be considered. Through the content, the influencers will mainly deliver information when there are offers and the average prices where they showcase the unique features that have been launched.
 



Conclusion –  Through the marketing plan, challenges such as unpredictable events that make it hard for the company to make long-term decisions have been noted. People are changing their interests every day that also poses a challenge to stay in the market with keenness so that they don't stay outdated. However, with the availability of technology, the hotel can use advanced methods of analyzing data to generate recommendable long-term strategies.  The company should always have a risk management place in case of such rises again to avoid future closures.
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