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[bookmark: _Toc126099419]Introduction
The process of informing potential customers about the offers currently being made by a company is known as marketing. Understanding the fundamentals of marketing is essential to one's chances of being successful in the cutthroat business environment of today. Moxy has been selected as the winner because the company caters to a diverse group of end-users while also putting a strong emphasis on its business customers. The last company that cut is Moxy because of the unique approach it takes to advertising that centres on families. In this study, we will investigate the marketing strategies that were successful for the two companies in the years following the pandemic. Specifically, we will investigate how these companies positioned themselves in the market and how successful they have been in the years following the pandemic. This investigation will also look into issues about sustainability as well as performance after a pandemic.

[bookmark: _Toc126099420]Situation Analysis
Company
	Strength
	Weakness

	· Its brand image is very high which attracts clients very much.
· Its location is in a prime location.
	· Its overall cost is too much which is not affordable for all.
· Its terms and conditions are very tough which is very disgusting to some clients (Chaffey and Ellis-Chadwick, 2021).

	Opportunities
	Threats

	· As it is situated in a prime location people it can promote itself easily.
	· As the world economic condition is down going so if it does not reduce or adjust the cost it may lose its clients.



Customers
The hotel can segment its customers according to the economic conditions of the clients. It can target the rich and high lifestyle followed citizens (Kingsnorth et al., 2021).
Competitor
	Porters 5 forces

	New entrant’s threats
	The new entrants would be more powerful and more strategic than Moxy. So Moxy should be more careful about their competitors.

	Threats of Substitute
	If clients do not aware of the substitutions of the hotel they may be misguided and Moxy can lose their clients.

	Bargaining power of customers
	There can be divided into two parts one is low cost and another is high cost. According to the bargaining of the customers, they will be provided with their desired service.


	Bargaining power of suppliers
	Hotel Moxy can contact trusted suppliers. It can provide a clear brand image to the suppliers and ensure their sustainability.

	Rivalry
	A better marketing strategy and better organizational strategy can make a company better. Moxy should be aware of its rival’s strategy.



Collaborators
Moxy Hotel engages in various business-to-business (B2B) relationships, partnerships, and franchises to support its growth and brand recognition Moxy Hotel's B2B relationships, partnerships, and franchises play a significant role in driving bookings, building brand recognition, and expanding its reach and impact. These partnerships allow the hotel to leverage the expertise and resources of other organizations, increase its distribution channels, and provide guests with a unique and memorable experience.
Climate
	PESTLE Analysis

	Political
	Government regulations and laws affect the hotel industry (Grasparil et al., 2021).

	Economical
	Economic growth and spending patterns.
Inflation and currency exchange rates.

	Social
	Demographic trends and consumer preferences (Salgado, 2022).
Cultural attitudes towards hospitality.

	Technological
	Advancements in hospitality technology.
Online booking and digital marketing.

	Legal
	Health and safety regulations.
Labour laws and employee rights.

	Environmental
	Climate change and its impact on tourism.
Sustainability and environmental policies.





[bookmark: _Toc126099421]Objectives
SMART is a framework for setting specific, measurable, achievable, relevant, and time-bound objectives. Here are some examples of SMART marketing objectives for the Moxy hotel:
· Increase website traffic by 25% within 6 months through search engine optimization and targeted online advertising campaigns.
· Increase social media followers by 50% within a year through regular content creation and engagement strategies.
· Boost online reviews by 10% within 3 months by implementing a guest satisfaction survey and responding to feedback promptly.
· Launch a loyalty program and sign up 1000 members within the first year through targeted email campaigns and in-hotel promotions.
· Expand brand awareness by exhibiting at 2 major travel trade shows within the next 6 months and generating 50 high-quality leads (Chen, 2011).
· Increase room bookings by 15% within the next year through targeted email marketing and partnership with travel websites. 
[bookmark: _Toc126099422]Strategy
It is the mission of the Moxy Hotel to provide the hospitality that is not only economical but also fashionable and contemporary to millennials and other travellers who are cautious of their spending. The hotel provides a one-of-a-kind blend of value, design, and technology, which contributes to the establishment's engaging and vibrant environment. The Moxy Hotel is perfect for travellers on a tight budget who yet want to stay in a dynamic and exciting setting since it offers rooms that are both fashionable and modern at an inexpensive price (Parkin, 2016). The Moxy Hotel has a design that is daring and modern, making it suitable for visitors who wish to be in the midst of a dynamic and creative environment. A social atmosphere is provided for visitors of the Moxy Hotel, which includes common areas, social lounges, and a vibrant bar. This environment allows guests to mix and interact with other travellers who have similar interests. Moxy Hotel provides guests with an experience that is both distinct and genuine, putting the spotlight on the local culture and community of each site and appealing to travellers who want to get fully submerged in the region in which they are staying (Moro et al, 2022).
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Marketing Mix
Product: Moxy Hotel offers stylish and modern accommodations for budget-conscious travellers who want to stay in a fun and vibrant environment (Montoya-Navarro et al., 2022). The product includes a variety of room types, social spaces, and technology-driven amenities.
Price: Moxy Hotel targets budget-conscious travellers and offers affordable prices, while still delivering high-quality and stylish accommodations. The hotel uses a dynamic pricing strategy, adjusting rates based on demand and seasonality (Ferrell, 2022).
Place: Moxy Hotel operates in city centre locations, providing guests with easy access to local attractions, shopping, and dining. The hotel also has a strong online presence, with a user-friendly website and mobile app for booking and managing reservations.
Promotion: Moxy Hotel leverages digital marketing and social media to reach its target audience and build brand awareness. The hotel also collaborates with travel websites and aggregators to drive bookings and uses email marketing to communicate with guests and promote special offers and promotions (Montoya-Navarro et al., 2022). Additionally, Moxy Hotel uses events, local partnerships, and community initiatives to create a lively and social atmosphere, appealing to its target audience.
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Here is the action plan for the Moxy hotel for a 4-week schedule-
	Time and Task
	1st Week
	2nd Week
	3rd Week
	4th Week

	Preparation
	
	
	
	

	Market research
	
	
	
	

	Marketing channels schedule
	
	
	
	

	Gathering feedback
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Moxy Hotel's USP is its affordable and stylish accommodations, targeted towards millennials and budget-conscious travellers (Ferrell, 2022). The hotel provides a unique and lively atmosphere, combining the latest technology, design, and social spaces to create an unforgettable experience.
Features:
· Stylish and modern room designs
· Free high-speed Wi-Fi
· Automated check-in
· Mobile room key
· Social spaces and communal areas
· Lively bar and restaurant
· Local cultural experiences
· Technology-driven amenities
Benefits:
· Affordable prices, appealing to budget-conscious travellers
· Fun and lively atmosphere, perfect for socializing and networking
· Effortless and convenient stay experience, thanks to technology-driven amenities
· Unique and authentic local experience
· High-quality accommodations with stylish and modern designs


[bookmark: _Toc126099426]Conclusion
[bookmark: _Hlk134010605]The subject of marketing has been selected to be the focus of this exhaustive inquiry that Six Sensest and Moxy are doing. This article has focused mostly on drawing similarities between the two companies that are being thought about. This study examines and compares the marketing strategies of two companies, Six Senses and Moxy, to determine the extent to which the former caters to wealthy individuals and those wanting a luxurious experience, while the latter caters to families searching for a more cost-effective option. Documented in this study are the kinds of environmentally conscious actions that have been made by both companies to promote a safer working environment, to have a much smaller influence on the garbage that is generated by the company, and other similar endeavours. Alterations to advertising efforts as a result of the epidemic have also been addressed as a result of the outbreak.
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