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Component A: Marketing plan

Introduction
In the current business environment, an effective marketing plan is essential for the business to survive and thrive in the market.  The marketing plan refers to the strategy that the firms utilise in advertising and promoting services and products (Sofronov, 2019). The study will be based on providing an effective marketing plan for the Moxy brand. The Moxy hotel was founded in 2014 by Marriotts and has been operating its business in over 60 locations within three different continents (Bhrammanachote and Sawangdee, 2021). Thus, the reports will provide strategy, action, and objectives along with situational analysis of Moxy hotel in creating an effective marketing plan for the brand.
Situational analysis
Swot analysis of the Moxy brand
	Strength 
	Weakness 

	Moxy hotel has a strength of skilled employees and location. It operates its business in over 60 locations across the world which is a major strength of the brand in increasing its customer base.
	The Moxy brand is required to create brand awareness as being new in the market.

	Opportunities 
	Threat 

	social media marketing can provide a major opportunity for the hotel in reaching a wider population. It can expand its business to the new emerging market.
	The competitors such as Premier Inn, Travelodge, and Holiday Inn can pose the greatest threat towards the profitability of the Moxy brand.


“Customers: segmentation and customer profile”
customer segmentation is essential in searching out targeted potential and delivering the services as per the needs of targeted clients. The marketing plan of the Moxy brand will target millennials in the age group of 18-40 years (Samatovich, 2021). As the hotel is known for its well-defined and edgy personality, many business travellers, individual travellers, and tour groups will be the targeted customers.
Customer Persona
	[image: ]
	Name: Kristina Johnson
Age: 35
Education: MBA
Status: Single
Occupation: Finance Manager
Personality: Fun-loving

	Goals:
To open a business.
	Personality 
· Outdoor lover
· Travel 
· Adventurous 

	Motivation
· Beautiful views
· Nature
· Family 

	Bio: Kristina Johnson is a self-independent woman, who loves to travel for business purposes. She prefers a beautiful design hotel with higher quality services.



Competitors: “Perceptual positioning map”
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Pestle analysis
	Factors 
	Impact 

	Political 
	The UK is known for stronger political stability which is imperative for the hotel industry to run their business efficiently (Vaníčková and Szczepańska-Woszczyna, 2020). Brexit has negatively impacted the hotel industry while causing disruption in the supply chain and labour shortage.

	Economic 
	The economic uncertainties such as covid pandemic and Russia Ukraine war have increased the inflation rate in the UK. it has decreased the spending nature of customers along with increasing the cost of production (Bondarenko et al., 2020).  It has impacted the profitability of the hotel industry.

	Social 
	The current trend in the hospitality sectors such as leisure travel and preferences towards local experience and sustainability can positively impact the hospitality industry in upgrading its services and meeting the needs of the customers.

	Technological 
	The evolution of digitalisation such as advancements in ICT technology provides an opportunity for the hotel industry in promoting its services (Kryukova and Khetagurova, 2020).

	Legal 
	In the UK, there are certain laws such as the employment act 2010, health and safety care act must be incorporated by the hotel sectors in running their business efficiently while protecting their workforce.

	Environmental 
	As people are more concerned regarding the environmental impact contributed by the hotel sectors, it can affect the reputation of the brands operating within the industry (Gupta, 2019). Thus, taking a sustainable approach might be beneficial for the sectors in minimising their environmental impact.



Objectives 
The major objective of the marketing plan for Moxy hotel is to increase brand awareness and customers while improving the profitability of the hotel.
	Specific 
	Measurable 
	Attainable 
	Relevant 
	Timeframe 

	To increase brand awareness 
	Number of visitors to websites.
	Promotion on social media
	Brand awareness is effective in increasing profitability.
	6-7 months.

	Increase customer base
	Improvement in profitability and revenue.
	Focusing on customer needs.
	A larger customer base is essential in optimising profit.
	6-7 months'


Strategy
The Moxy hotel has been providing value propositions with its unique design and appealing hotels at the best location possible. The hotel focuses on the need of its clients and offers higher-quality service (Park, 2020). The other brand of Marriots tends to offer service at higher prices as compared to the Moxy brand hotel. The hotel with its value-based pricing strategy has been beneficial in attracting potential customers. Quality service at an affordable price is the value proposition of the hotel which will be communicated with the use of social media marketing (Camilleri, 2019).  The marketing plan of Moxy hotel will focus on targeting the millennial group, the social media marketing will be an effective tool in obtaining the attention of target clients and accomplishing the objectives of the marketing plan.
Tactics
Marketing mix
Products: The accommodation services are offered by Moxy hotels at an affordable price (Yacoub and ElHajjar, 2021). The hotels are stylish and also offer other amenities like free WIFI, premium bath, walk-in shower, swimming pool and so on. 
Price: The hotel offers the service with a value-based pricing strategy, which is effective in gaining customer loyalty and increasing brand value (Morrison, 2022).  It is pricing strategy will enable the hotel in meeting the satisfaction of customers.
Place:  the services will be available within the official websites and third-party booking sites (Tong-On et al., 2021). As the hotels are available in more than 60 locations, the customer can easily get access to its services.
Promotion: for the promotion, the utilisation of social media marketing will be effective for Moxy hotel in increasing its brand awareness and customer base (Clark et al., 2023).
Actions 
Planning activities 
	Activities 
	Start date 
	End date
	Weeks

	Determining project
	1st Feb
	7th Feb
	1st week

	Selecting effective communication channel 
	8th Feb
	14 Feb
	2nd week

	“Designing visual content”
	15th Feb
	21st Feb
	3rd week

	“Reviewing visual content”
	22nd Feb
	28th Feb
	4th week

	“Writing social media post”
	1st march 
	7th march 
	5th week

	“Monitoring the customer engagement towards the post”.
	8th march
	21st march
	6th and 7th weeks



“Gannt Chart of marketing activities”
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	Monitoring the customer engagement towards the post.
	
	
	
	
	
	
	


Fig 1: Gannt chart 
(Source: created by the learner)
Justification of marketing channel
Social media marketing is the most effective tool for the Moxy hotel in promoting its services and displaying its value proposition. In addition, selecting an appropriate channel is essential for the hotel (Visser et al., 2019). Therefore, the social media platforms such as Instagram and Facebook can serve as effective communication channels for the hotel in increasing its market reach and targeting its potential customer.
Control 
For measuring the success of the marketing plan, it is imperative for the hotel to utilise KPI. therefore, the increasing number of visitors towards the websites of the hotel and customer engagement within the post created by the hotel will measure the success of the marketing plan. In addition, the enhancement in the overall profitability and revenues will also specify the success of the marketing plan (Chandran and Bhattacharya, 2019).  The Moxy hotels are required to focus more on the needs and preferences of the targeted clients and deliver the services as per their requirements.  In addition, the capability of the hotel to optimise more profit and enlarging customer base will be the major KPIs for the hotel.


Conclusion
From the report, it has been concluded that in creating an effective marketing plan, it is essential to analyse the internal and external factors. It has been identified that a marketing plan is effective in promoting the services and increasing brand awareness. The creation of an effective marketing plan will be beneficial for Moxy hotel in enhancing its overall productivity and performance.

[bookmark: _9uti36qdtmfs][bookmark: _ktdcr3h7t8xo][bookmark: _Toc128849564]
References

Sofronov, B., 2019. The development of marketing in tourism industry. Annals of Spiru Haret University. Economic Series, 19(1), pp.117-127.
Bhrammanachote, W. and Sawangdee, Y., 2021. Sustaining or surviving? An exploratory case study on Covid-19’s impact towards hotel businesses. Tourism and hospitality management, 27(2), pp.273-292.
Samatovich, R.S., 2021. Importance of Marketing in Tourism and Hotel Industry. International Journal of Business, Technology and Organizational Behavior (IJBTOB), 1(2), pp.79-84.
Vaníčková, R. and Szczepańska-Woszczyna, K., 2020. Innovation of business and marketing plan of growth strategy and competitive advantage in exhibition industry. Polish Journal of Management Studies, 21(2), pp.425-445.
Bondarenko, V.A., Efremenko, I.N. and Larionov, V.A., 2019. Marketing strategy for hotel and tourist complex companies.
Kryukova, E.M. and Khetagurova, V.S., 2020. Modern methods and approaches to the management of the hotel services promotion. Revista Turismo Estudos & Práticas, (S3), pp.2-2.
Gupta, G., 2019. Inclusive use of digital marketing in tourism industry. In Information Systems Design and Intelligent Applications: Proceedings of Fifth International Conference INDIA 2018 Volume 1 (pp. 411-419). Springer Singapore.
Park, S., 2020. Marketing management (Vol. 3). Seohee Academy.
Camilleri, M.A. ed., 2019. Tourism planning and destination marketing. Bingley: Emerald Publishing.
Yacoub, L. and ElHajjar, S., 2021. How do hotels in developing countries manage the impact of COVID-19? The case of Lebanese hotels. International Journal of Contemporary Hospitality Management.
Morrison, A.M., 2022. Hospitality and travel marketing. Taylor & Francis.
Tong-On, P., Siripipatthanakul, S. and Phayaphrom, B., 2021. The implementation of business intelligence using data analytics and its effects towards on performance in the hotel industry in Thailand. International Journal of Behavioral Analytics, 1(2).
Clark, M., Kang, B. and Calhoun, J.R., 2023. Green meets social media: young travelers’ perceptions of hotel environmental sustainability. Journal of Hospitality and Tourism Insights, 6(1), pp.36-51.
Visser, M., Sikkenga, B. and Berry, M., 2019. Digital marketing fundamentals: From strategy to ROI. Routledge.
Chandran, C. and Bhattacharya, P., 2019. Hotel’s best practices as strategic drivers for environmental sustainability and green marketing. Journal of Global Scholars of Marketing Science, 29(2), pp.218-233
Damnjanović, V., Lončarić, D. and Dlačić, J., 2020. TEACHING CASE STUDY: Digital marketing strategy of Accor Hotels: shaping the future of hospitality. Tourism and hospitality management, 26(1), pp.233-244.
Pisicchio, A.C. and Toaldo, A.M.M., 2021. Integrated marketing communication in hospitality SMEs: analyzing the antecedent role of innovation orientation and the effect on market performance. Journal of Marketing Communications, 27(7), pp.742-761.




















Component B:

[image: Graphical user interface, website

Description automatically generated] [image: Graphical user interface, website

Description automatically generated] [image: A screenshot of a computer

Description automatically generated with low confidence] [image: Graphical user interface, website

Description automatically generated] [image: Text

Description automatically generated] [image: Table

Description automatically generated] [image: Text, application

Description automatically generated] [image: A picture containing text

Description automatically generated]
image3.png
Marketing plan for
moxy hotel brand

COMPONENT B: INDIVIDUAL PRESENTATION




image4.png
Introduction





image5.png
Analysis of marketing plan

Chandran and Bhattacharya, 2019

the
marketing
mix

promotion





image6.png
Effectiveness of marketing plan

Pisicchio and Toaldo, 2021

isser et al., 20




image7.png




image8.png
Marketing schedule and Gantt Chart
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