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[bookmark: _Toc127977730]The aim of this marketing plan is to address the marketing essentials of the Moxy Hotel. Moxy hotels are typically found in urban or city centres and are created to provide visitors with a lively and social environment. They are a fantastic option for tourists who want to be close to the action because they are frequently located adjacent to well-known tourist attractions, retail centres, and dining spots. The hotel’s marketing plan's objective is to present methods and approaches for publicising the establishment, luring travellers, and boosting earnings. 
Situation Analysis
5 'C's
-Company: 
	Strengths:
	· a reputable and well-known brand
· seasoned marketing team with a history of effective campaigns
· enviable location in a well-liked vacation spot
 (Salem et al., 2022).

	Weaknesses:
	· limited marketing resources in comparison to more powerful rivals
· new marketing technologies and channels are slowly being adopted
· brand messaging that is inconsistent across channels (Ruck and Mannion, 2020).

	Opportunities:
	· increasing demand for environmentally conscious and sustainable travel options
· growing interest in experiential travel and distinctive accommodations
· expansion into new markets or demographic groups, such families or business travellers

	Threats:
	· increased opposition from brand-new hotels and other lodging options (such as Airbnb)
· Economic downturns or other external variables that might have an impact on demand for travel
· Reviews or articles that are unfavourable and might damage the hotel's reputation 
(Kabote et al., 2019).



-Customers:
Segmentation:
· Demographic: Based on age, gender, income level, and occupation. 
· Geographic: Location or country of origin. 
Targeting:
· Families with children
· Business travellers
(Source: Filimonau and Magklaropoulou, 2020)
-Competitors:
Porter's Five Forces analysis
	Threat of new entrants:
	Highly Competitive

	Bargaining power of suppliers:
	Relatively Low

	Bargaining power of buyers:
	Relatively High

	Threat of substitutes:
	Moderate

	Intensity of competitive rivalry:
	High



-Collaborators: Depending on the particular industry and marketing objectives, a company may have different marketing partners. Advertising companies, PR companies, social media influencers, travel brokers, and event planners are some typical partners in a hotel's marketing strategy (López-Andreu et al., 2019). These partners can assist the hotel in reaching its target market, raising brand recognition, and boosting reservations.
-Climate:
	Political factors:
	Political factors can impact the hotel industry in various ways, including taxation policies, labor laws, and regulations related to health and safety (Khan et al., 2020).

	Economic factors:
	Economic factors can impact the hotel industry, including interest rates, inflation, exchange rates, and consumer spending habits.

	Sociocultural factors:
	Sociocultural factors, such as changing consumer preferences, demographic trends, and cultural values, can impact the hotel industry (Giousmpasoglou and Hua, 2020).

	Technological factors:
	Technological factors, including advances in communication technology and changes in consumer behaviour, can impact the hotel industry.

	Environmental factors:
	Environmental factors, such as climate change and natural disasters, can impact the hotel industry (Tandrayen-Ragoobur et al., 2022).

	Legal factors:
	Legal factors, including laws related to labour, safety, and consumer protection, can impact the hotel industry.
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The aim of the hotel’s marketing environment is to raise brand recognition, draw in more guests, and produce income. The hotel establishes SMART objectives—specific, measurable, attainable, relevant, and time-bound—to accomplish these goals.
· To increase website traffic by 20% within the next quarter
· to improve the hotel's social media engagement rate by 10% in the next six months
· To increase revenue from direct bookings by 15% within the next year promotions and loyalty programs to incentivize customers to book directly with the hotel.
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With the aid of Bowman's Strategy Clock, the differentiation approach of Moxy Hotels may be examined (Shen et al., 2020).  Moxy distinguishes itself by providing visitors with a distinctive and exciting experience that is positioned as both chic and reasonably priced. The hotel's utilisation of contemporary and varied decor, social and public areas, and technology-focused services all reflect this.  
Communication strategy:
The manager can communicate the hotel's value proposition through various channels, including the hotel's website, social media platforms, and online travel agencies. 
Delivery strategy:
To deliver on the hotel's value proposition, the manager can focus on providing excellent customer service, ensuring high-quality amenities and services, and maintaining a consistent brand image across all touch points (Arzhanova et al., 2020). 
The company's strategy falls under the "Differentiation" strategy with the following characteristics as per the Bowman's Strategy Clock:
	Differentiation:
	The hotel differentiates itself from its competitors by offering a unique and high-quality experience (Kasamani et al., 2021).

	Price:
	The hotel charges a premium price for its differentiated offerings.

	Added Value:
	The hotel provides added value to its customers through its unique and high-quality experience, which justifies the premium price (Prentice et al., 2020).

	Focus:
	The hotel's focus is on a narrow segment of customers who are willing to pay a premium for a unique and luxurious experience.

	Position:
	The hotel positions itself as a luxury and heritage hotel that offers a complete package of amenities, services, and experiences that are worth the premium price (Weston and Nnadi, 2021).
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Marketing mix: 
The marketing mix, commonly referred to as the four Ps, is a crucial foundation for creating and putting into practise a company's marketing strategy. 
Product: Moxy Hotels' distinctive and exciting hotel experiences are focused on being reasonably priced. The hotel has communal areas, stylish furnishings, and technologically advanced services.
Price: With rates often cheaper than those of conventional hotels in comparable areas, Moxy Hotels are positioned as affordable options for younger tourists.
Place: Moxy Hotels are found in well-known tourist places, with an emphasis on urban cores and busy streets.
Promotion: The approach for Moxy Hotels' promotion relies on social media, influencer marketing, and collaborations with businesses that share its core principles. To increase visibility and bookings, the hotel also uses public relations and targeted advertising.
(Source: (Light and Chapman, 202; Ndofirepi et al., 2020)
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	Preparation:
	· Define the marketing objectives and target market segments
· Review and refine the value proposition and differentiation strategy
· Develop a budget and timeline for the marketing activities
· Assign responsibilities and roles for the marketing team

	Market research:
	· Analyze the competition and identify opportunities and threats
· Use customer feedback to refine the product offering and value proposition

	Marketing channels:
	· Develop partnerships with local businesses and attractions to offer packages and deals for guests
· Attend relevant industry events and conferences to network and promote the hotel

	Schedule:
	· Assign deadlines and milestones for each activity to ensure timely completion
· Regularly review and adjust the schedule based on feedback and performance metrics

	Gathering feedback:
	· Gather feedback from customers through surveys, reviews, and social media interactions
· Utilize feedback to develop new initiatives and promotions that align with customer needs and preferences
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The USP of the Moxy Hotel Company is its unique combination of heritage, luxury, and sustainability. By offering a Victorian-era building with modern amenities, curated dining options, and eco-friendly initiatives, the hotel sets itself apart from other luxury hotels in the area.
Features:
· A historic Victorian-era building with unique architecture and charm
· Curated dining options, including a fine-dining restaurant and a casual bar and lounge
· A beachfront location with proximity to Blackpool's attractions and nightlife
Benefits:
· A unique and memorable experience that combines heritage and luxury
· High-quality amenities and services that enhance the guest experience
· Curated dining options that cater to different preferences and occasions
Measurement of success:
· Number of new customers and repeat bookings
· Net promoter score (NPS) and customer satisfaction ratings
· Social media engagement and positive reviews
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Offering distinctive and exciting hotel experiences that appeal to a younger, more social population is a key component of Moxy Hotels' marketing approach. Offering a compromise between style and price, with an emphasis on social and technological amenities, is the foundation of the hotel's differentiating strategy. With an emphasis on social media and influencer marketing to increase awareness and bookings, Moxy's marketing strategy places a strong emphasis on accessibility and distinctive experiences. 
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