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Executive Summary:

Moxy is one of 30 outstanding hotel brands in the Marriott Bonvoy portfolio, and it's fun, affordable, and contemporary to give people everything they need and nothing they don't. More than 60 Moxy hotels are now open in North America, Europe, and the Asia Pacific. Marketing for travel and hospitality attempts to maximise profits by influencing tourists and providing them with the most affordable travel experiences. An effective social media strategy may result in more than just increased revenue. It can also strengthen connections with both current and potential consumers, improve customer service, and more. Millennials can find the greatest deals on a range of goods and services since they have grown up with free services, gaming, and social networking. 
Moxy is looking to increase sales online by marketing itself as a fun and socially conscious hospitality brand that cares about the environment. Moxy wants to be seen as an environmental and millennial-friendly establishment. For its marketing purpose, Moxy always does its marketing activities such as advertising on social media outlets, especially on Instagram and promoting marketing via you- Tube influencers. Influencer marketing has developed into a fruitful digital marketing strategy for boosting hotel brand recognition, patron loyalty, and direct bookings. Instagram is now the fastest-growing media platform with 800 million active users, and that number is expanding by 100 million every six months. As connectivity improves, live events will be aired on websites like Facebook Live and YouTube Stream. 
Moxy hotel's price is comparatively lower than its competitors because of its new structure and tech-savvy operations. To preserve its position in the market, Moxy has had to react to competition swiftly and successfully. Every company must have strong marketing strategies to stand out from the competition. The Moxy Hotel may collaborate with a variety of channels by considering the beneficial things that other organisation in different industries achieve. As a result, IKEA and Marriott's hotels have partnered in the hospitality industry.  Sustainability is the primary trend now affecting the hospitality sector, therefore under the Marriott brand, Moxy takes on its social duty via Marriott service 360. The Moxy hotel strives to provide " necessities." Costs are reduced with fewer accommodation types, stylish, affordable furniture, a smaller staff, and a single F & B hybrid. Moxy will provide 24-hour service, but it will be self-serve, necessitating the use of just 25 to 30 staff members for a hotel with 150 to 200 rooms. Mobile phones will be used for check-in, there won't be a staffed kitchen, and breakfast will be offered, but service will be self-sufficient. All of this new development research and tactics have lowered the price, making it comparable to a four-star budget hotel, which the society and the new generations can readily afford. These marketing mix-based business strategies help Moxy a great hospitality company.
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Introduction:
 
Over the last several decades, the economies of the majority of industrialised nations have been significantly influenced by the hospitality industry (Song et al., 2009). New business and technological paradigms have changed this service industry (Sorescu et al., 2011). When it comes to the individual and group activities that link businesses with consumers, innovation in the hospitality sector "introduces something new into our way of life, organisation, time, and location" (Barcet, 2010). New business models and technological advancements have revolutionised the hospitality and tourism industries. Examples of these innovations include mobile self-check-in, self-service check-in kiosks, lobby media panels, electronic luggage tags, platforms for guests to bring their own devices and content, smartphone boarding passes, service optimization systems, tools for connecting guests' devices, and voice-over-internet protocol phones that are integrated into the hotel's ecosystem. These technologies have a lot of appeal to millennials and Generation Y.

The hospitality and tourist industries are being shaped by creative partnerships between companies that operate in many sectors. For example, IKEA and Marriott collaborated to develop the Moxy brand. Moxy hotel may cooperate with diverse outlets by considering the positive things that other organisation in other sectors accomplish, so long as they would collaborate to achieve a purpose that goes beyond generating money and benefiting consumers. IKEA and Marriott's hotels have so joined forces with the hotel business. Marriott hotels are the greatest in the hotel industry, and IKEA is the top Swedish furniture firm. IKEA's parent company, inter hospitality company, helps both Marriott and IKEA expand Moxy hotels. These hotels have contemporary accommodations with peaceful neutral colour schemes, unique local artwork, and environmentally responsible construction (Marriott.com, 2022). This report examines the benefits and drawbacks of several marketing management orientations, as well as Marriott International's new brand idea Moxy's unique orientation. As part of the Marriott Moxy brand's marketing strategy, many tactics and concepts are rigorously investigated. In addition, the big picture of marketing strategy is discussed, along with how the various elements of this mix relate to the business in terms of its operations, target market, products, and environmental factors.











Concept and marketing Importance: 

Developing and implementing a strategy for conceiving and distributing ideas, products, and services to achieve individuals and organisations is the goal of marketing (AMA.org, 2022, Drummond & Ensor, 2006). Starting with the check-in at the Bar, Moxy boldly defies the conventions of a traditional hotel stay (Moxy.com, 2022). Customers may save money on space and indulge in experiences because of the animation brand's beautiful industrial style and friendly service at a cheap price. Moxy was designed for the youthful at heart and embraces individualism, open-mindedness, and uniqueness above all. The Moxy experience, which includes compact yet smart rooms and dynamic communal areas with innovative programmes to plug in and play, is serious but fun. Moxy is a hotel that caters to those who are youthful at heart (Marriott.com/all-news, 2022).
 
As a new marketing concept, Avaya IX Workplace technologies helped Moxy Hotels modernise its communication system. With the change, the company can provide its customers with a greater level of service and happiness and increase the productivity of its personnel (Esther, 2019). Marriott decided to use Avaya IX Workplace as its merged communications platform with the aid of a hospitality system integrator and Avaya business partner Tele-Automation. It is common to practise in the hotel sector to compare marketing to the provision of hotel services. Since almost all tourism-related businesses worldwide place a high value on marketing and engage in a variety of economic activities, marketing in tourism and hospitality aims to maximise earnings by influencing visitors by delivering the cheapest tourism goods (Esther, 2019).
Methods of Marketing:

Internet advertising has grown at the quickest rate in the last decade (Ha, 2008). Businesses need to take advantage of the ever-changing nature of social media to attract and engage clients, which is essential. Technology, social interaction and content creation are all incorporated into social media to create a network of information. People and groups may use social media to generate, edit, organise, comment on, combine, and distribute material that aids companies in achieving their objectives and mission statements more effectively. 

Marketers are seeking a strong foundation on which to base their strategic decisions as social media use among consumers increases in popularity (Hoffman & Novak, 2012). Before making any purchases, people research the products. They collect data from businesses as well as other clients. Businesses may boost profits by attracting and retaining new clients using social media platforms (Curty & Zhang,2011). A successful social media strategy may result in increased income. An effective social media strategy may result in more than just increased revenue. It can also strengthen connections with both current and potential consumers, improve customer service, and more. In Moxy, most of the services are self-service, the bar, room service, check-in and check-out everything by the mobile phone or digitalisation platform. These new methods of marketing reduce the cost and enhance the revenue of the hotel.
Target Marketing:

Young people born between 1980 and the mid-2000s are collectively known as Generation Y, Millennials, and the Generation Next. They've reached the age of majority, which means they'll be contributing members of society in the form of new tourists and travellers. Millennials are clever buyers, according to Euromonitor International (2015). Their ease with technology allows them to find the greatest deals on a wide range of goods and services since they have grown up with free services, games, and social networking. The millennial generation is characterised as "a hero generation, with a concentrate on brand, friendships, enjoyment, and digitalisation; confident, relaxed, moderate, and the most educated generation ever" (Benckendorff, 2010). They place a high emphasis on teamwork, cooperation, and multitasking, and are often affected by their peers and friends. Millennials spectrum is already travelling for work. People no longer want to work in their hotel rooms; instead, they want a "third area" where they can work, and now the hotel lobby is being turned into a place for socialising and working. There has been an increase in the number of hotel lobby areas that have been built to accommodate the changing demands of younger tourists.

Free Wi-Fi will be available everywhere at Moxy hotels, as well as "plug and meet" conference rooms, the ability to check in just with a mobile device, ground-to-ceiling art walls in every bedroom, and a built-in USB port for every guest room, and flat-screen TVs. These amenities attract Millennials with a younger sensibility and who place a high priority on modern style. The hotel doesn't have many rivals since its style is familiar to its target market, Millennials and Generation Y, and so fits them well (Bergh & Behrer, 2013).
Macro and Micro marketing environment:

All industries, including marketing, must undergo a fundamental change as a result of globalisation. The corporation has had to respond quickly and effectively to competition to maintain its position in the market. As a result, every business needs to devise effective marketing plans to obtain an edge over the competition. If a firm is going to be successful, it must have two things in common, according to Harper, Arville, and Jean-Claude (2000). Priority one should be given to developing a marketing plan that is in sync with current market conditions. Second, the business must be able to successfully execute marketing plans. The company's management must devise a plan to fulfil its goals. The company's competitiveness may be improved by implementing a strong marketing plan. 
[image: ]
According to Michael E. Porter (1979), there are five sources of competitive forces that must be foreseen and understood by the organisation to improve a marketing strategy that would enable it to win the contest (Cgma.org, 2013). Power suppliers, new entrants, buyer power, replacement goods, and comparable enterprises are the five forces of competition (Porter,1991).  In the corporate sector, competition may come from a variety of sources. As a result, marketing management must be capable of generating a competitive advantage for the organisation. Micro-environment This atmosphere has a direct impact on the company. It covers suppliers who interact with consumers and customers directly or indirectly as well as other local stakeholders. Micro implies tiny, yet this might be confusing. Micro defines the interaction between companies and the driving factors that influence this relationship in this setting. It is a more local connection, and the company may exercise some power (Chernev, 2018).
Under Marriott International's worldwide market leadership, Moxy stands apart for several reasons, including its powerful brand portfolio, solid workforce base, great brand awareness, distinctive and inventive approach, global presence, consistently updated technology, etc. The rapid technological changes and the impending opening of too many hotels under the Moxy brand pose a significant internal threat to the company's ability to maintain standards and services. Following the Covid-19 outbreak, there are more travellers, which presents a chance to offer customers better deals. With competing hotel brands like Premier Inn, Holiday Inn, and other low-cost hotels, Moxy is increasingly under pressure from competition.

Moxy developed into a financially sound brand under Marriott International, but it is also impacted by changing governmental laws and shifting currency rates. Due to its global reach, the hospitality industry is impacted by a variety of political, economic, and legal concerns. Major worldwide events like Brexit, terrorism, recent Russian invasions into Ukraine, the possibility of war, military conflicts, political instability, etc., might have an impact on Moxy's connections with other countries. The majority of travellers are millennials who are tech-savvy and early adopters of technology. Because of this, Moxy is always updating its services with the newest technologies. The hospitality industry's main current trend is sustainability, so under the Marriott umbrella, Moxy assumes its social responsibility through Marriott serve 360, an initiative guided by its 2025 sustainability and social impact goals, to answer the most urgent social, environmental, and economic problems in the world.
Moxy’s Marketing Strategy: 

For instance, Moxy Hotel might adopt the business strategy of maintaining constant rates throughout its business. Now that the world is transparent, price fairness is emerging as a recommended practice (Foxall, 1981). Therefore, Moxy Hotels should ensure that there is fare consistency across all of its booking platforms in every nation. When a customer pays for a hotel amenity and then learns that the same facility is being provided at a significantly cheaper price elsewhere, it leaves a bad taste in their mouth. As a result, the hotel chain continuously lowers costs across all of its locations as part of its marketing strategy to combat the inherent competition in the hotel and hospitality sectors. The pricing strategy for the Moxy hotel will have to take into consideration the wide variety of products and services it offers to its customers and distinguish those that are most likely to alter from season to season. To achieve some level of consistency in the pricing operations, it is essential to control sell rates and inventory allocation regularly.
 
There will be plenty of storage space in each of the guest rooms. The restrooms will be of the highest quality. To achieve a homely, naturalistic feel, the colour design will use neutral tones mixed with natural materials. The Moxy is focused on providing the "bare minimum." Fewer room sizes, trendy low-cost furnishings, a smaller staff, and a single F & B hybrid drive down costs (Moxy.com, 2022). Moxy should also broaden its reach and make use of this tactical choice to strengthen its worldwide footprint. Any firm that expands internationally will not gain unless it increases its reach by delivering services that are well suited to the places where it has grown. This is the core of client happiness. While Moxy hotels are expanding globally, they must also provide services and amenities, such as cuisines and cultural events and festivals, that are tailored to the respective state or nation to get market acceptance.
Marketing Mix:

There are many additional names for the marketing mix ingredients, including the 4 Ps: There is a product, a promotion, a location, and a cost. (Chernev, 2018). Place and promotion are the most important parts of the selected plan. To effectively communicate the advantages and characteristics of the hotel's services to potential guests, Moxy must first choose the most effective advertising strategy (Moxy.com, 2022). In addition, the hotel will choose where and how its services will be offered to customers. Advertising, sales promotions, and public relations are just a few examples of possible promotion tactics to use. Marriot analyses the brand from each of the four aspects using the marketing mix framework (Product, Price, Place, Promotion). Marketing techniques include developing products, setting prices, and implementing promotions. The Moxy brand's success is enhanced by these marketing mix-based business methods. An effective Moxy brand positioning and goal-achieving marketing approach compliments Marriott's international marketing efforts (Marriott.com, 2022). 

One of the most well-known luxury hotel chains in the world is Marriott. Hospitality services are the main product in Marriott's marketing mix. It divides its offerings largely under the core, actual, and enhanced categories, which comprise lodging establishments including hotels, resorts, and motels. Their main product, hotels, which in every way depend on satisfying customer needs and wants, generates most of their revenue. Hotels as a product are further subdivided into many brands, including Westin, Renaissance, Gaylord, Courtyard, and Moxy, among others. Each brand has its style and subject, which distinguishes it from others. Marriott's global success is largely attributable to the fact that the majority of its brands have a similar idea, which they applied to the location, atmosphere, and according to the convenience of their consumers. The company's sales decreased in 2020 as a result of the pandemic, but they enhanced their services via greater disinfection, social distancing, and sanitization (Team, 2021).

The prices of Marriott international be different by brand, client, and location. Marriott estimates the cost of its hotels by satisfying the value-with-quality framework, and its pricing strategy is maintained so that it may maximise its income without compromising its brand reputation. The prices of hotels vary based on client demand and the cost of advertising and servicing. Digital product marketing is Marriott's exclusive focus. As a multinational corporation, they have created a website that not only allows customers to pre-book hotel rooms using a straightforward approach but also clearly and informatively presents all of their products. It uses a range of advertising, films, and social media campaigns to market itself. As the brand's fundamental people strategy, Marriott understands the significance of servicing its customers. The organisation has around 730,000 workers across 130 nations and territories (Fiscaltiger.com, 2020). To acquire the confidence of consumers, the employees must offer the services to be well-trained and highly motivated. For this reason, Marriott's workforce receives constant training and is highly driven to produce services that exceed customers' expectations.


Future Marketing Plan:

It is critical to recognise that obstacles to innovation exist, especially those related to franchise models and the tenure structure of the hospitality sector. Except for Moxy Hotels, the hotel and tourist sectors have been slow to adopt innovative technology. Innovation is still a slogan for many hotels. Other obstacles include the expense of innovation, owner resistance to change, employee resistance to change, challenges with training, the speed at which new technologies develop, and time and financial restrictions. 

Influencer marketing, which has its roots in traditional "word of mouth," has grown into a successful digital marketing strategy for raising hotel brand recognition, customer loyalty, and direct bookings. For the simple reason that digital word of mouth may reach a far larger audience than its predecessor and spread much faster. However, the influence of social media Influencers on today's clients has expanded dramatically (hma.com, 2019). Most firms are probably aware of social media retargeting and how businesses are customising and automating marketing, whether via Instagram advertisements or Google banners and display ads. Looking beyond marketing into the future of hospitality, connectivity will continue to rise, and platforms such as Facebook Live and YouTube Stream will be able to broadcast live events. With 800 million active users and rising by 100 million per six months, Instagram is the fastest-growing media platform to date (hma.com, 2019). Its business approach is based on visual images. Because the human brain absorbs visuals 60,000 times quicker than words, visual imagery is an extraordinarily potent advertising technique. Because everybody may attend these events in some form, there will be a need for greater premium experiences, which will boost boutique hotel and resort market shares in the future years.


















Conclusion: 

The three-star Moxy hotels are marketed for millennial tourists who don't want to spend too much money on lodgings. Inter Hospitality, the parent company of IKEA, and Marriott have a new relationship to create and develop hotel and student properties throughout Europe. The Moxy hotel makes sure that the customers get the most out of their money by giving them a well-tailored experience that fits their budget perfectly. The Moxy has set up a place in the United Kingdom because its room prices are less than 100 pounds, which will help the travellers, especially the young generation a lot. Moxy sets a lot of attention on lobby areas with a lot of activity and public places where people can have private conversations. For the Moxy hotel chain to grow internationally, it will need a long-term plan and tools like consumer value generation models. The models may be quite useful for modelling client retention rates, revenue per customer, and the consequences of acquisition strategies. 
Recommendations: 

Moxy will provide 24-hour service, but it will be entirely self-serve, meaning that a hotel with 150 to 200 rooms will only need 25 to 30 employees to provide service. So, from an investment and operational standpoint and a marketing viewpoint the Moxy hotel has reduced expenses to ensure a successful enterprise. Check-in will be by mobile phone, there will be no staffed kitchen, and breakfast will be provided, but the service will have a do-it-yourself attitude. All of this new development research and tactics have lowered the price, making it comparable to a three-star budget hotel, which the society and the new generations can readily afford. In the next years, if the other frontline hospitality industries adopt and follow similar methods, it will benefit all customers and increase tourists all over the world. The concept is beneficial since the merger capitalises on the positive aspects that other businesses will recognise. The Moxy hotel chain's marketing approach should include both the outside and inside environments. The company should promote healthy eating and wellness initiatives for its customers and employees. Wellness initiatives for workers should address not just their bodies but also their thoughts. Employers may assist with difficulties such as drug misuse, stress, anxiety, and depression. Guided support programmes outside of the workplace may address a number of the stress-related concerns that individuals face on the job. Such programmes assist workers in attaining tranquilly so that they may function at their highest level. They increase confidence and contentment between employers and workers. For visitors who spend a lot of time sitting and working in the lobby, there should be a gym and fitness activities available on-site. Since Moxy's hotel location lacks a swimming pool or spa, it provides a yoga mat and some modest exercise equipment in each room. Increase the selection of vegan and gluten-free foods and create an area in the lobby where juice bars and healthy snack counters may be added.
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