Marketing Essentials

Student name: Katerina Hristova
Student ID number: 2232205
Modul title: Marketing Essentials BMIH4005
Lecture name: Ruth Taylor Davies
1426 words






Table of Contents
Introduction	1
Situation Analysis	1
Aim	2
Strategy	2
Marketing mix	3
Action	4
Measures of success	4
Conclusion	5
References	6


[bookmark: _Toc127819190]Introduction
This research will focus on the Moxy Hotel's effective marketing strategy. The Moxy is a premium hotel owned by the Relais & Chateaux hotel chain. Marriott International's hotel brand Moxy Hotels caters to the millennial demographic by providing reasonably priced and fashionable lodging. Since its start in 2014, the brand has grown to include over 90 properties throughout the globe, many of which are in well-known metropolitan and suburban regions (Weinstein, 2022). To analyze the situation of the hotel some concepts including SWOT analysis, PESTLE analysis, Marketing Mix and some other theories will be used here.
[bookmark: _Toc127819191]Situation Analysis
SWOT Analysis
The Moxy Hotel is renowned for its vibrant ambiance that caters to a younger audience. But several of the services offered by conventional hotels, such concierge services and a reception desk, are not available at the Moxy Hotel (Fahreza, 2019). Although it is still a young name in the hospitality industry, Moxy Hotel does not operate as many sites compared to some of its rivals. The Moxy Hotel may continue to broaden its geographic reach and raise consumer knowledge of its brand. In order to accommodate a wider spectrum of visitors, Moxy Hotel can think about providing extra services or amenities. Several businesses in the luxury hotel market are fierce rivals of this hotel.
Segmentation and Targeting
Market segmentation at Moxy Hotel is based upon psychological and demographic variables. Younger travelers searching for a distinctive and reasonably priced hotel experience are the brand's primary target mark (Damijanić, 2021). Customers staying at the Moxy Hotel tend to be young adults (18–35) with a desire for technology, fashion, and socializing. The target clientele for the Moxy Hotel prioritizes experiences over material goods and looks for spontaneity and adventure when traveling.
Perceptual positioning map, Bowman’s strategy clock
Customers' perceptions of the Moxy Hotel in relation to its rivals in the lifestyle hotel market are depicted on the perceptual positioning map (El-Adly, 2019). The Moxy Hotel is marketed as a company that provides a distinctive, cutting-edge experience at a reasonable cost. It is priced only a little bit over the midpoint and closer to the "cheap" end of the pricing range. The Bowman's Strategy Clock model study of the Moxy Hotel reveals that the company has a hybrid strategy, meaning it seeks to provide a balance between value and pricing.
Collaboration
Event planners, travel agencies, and corporate customers are just a few of the businesses and institutions that Moxy Hotel does business with. These connections aid the Moxy Hotel in drawing visitors who are there for conferences, events, or business excursions. To improve the experience for its visitors, Moxy Hotel has forged alliances with a number of businesses and brands (Araújo and Franco, 2021). Moreover, Moxy Hotel uses a franchise business model, allowing independent owners to run hotels under the Moxy name.
PESTLE Analysis
Political unrest and security issues in some areas can have an influence on travel and tourism, which may have an effect on the operations of the Moxy Hotel. The desire for hotel rooms and the cost that clients are ready to pay can be influenced by the general economic health of the. Customers' cultural and lifestyle choices may have an impact. New technology might alter how the Moxy Hotel provides its services (George, 2021). The Moxy Hotel's operations may be impacted by environmental variables including climate change, natural catastrophes, and sustainability issues. The business activities of the Moxy Hotel may be impacted by legal considerations including employment laws, safety regulations, and consumer protection legislation.
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The goal of the marketing strategy for the Moxy Hotel is to increase brand recognition and awareness in the lifestyle hotel segment through targeted advertising, social media, and PR campaigns; to draw in and keep customers with a distinctive and reasonably priced hotel experience that incorporates technology, design, and socializing; and, finally, to foster customer loyalty and advocacy through a strong customer service focus and individualized experiences.
[bookmark: _Toc127819193]Strategy 
The goal of Moxy Hotel is to respond to the demands and preferences of younger, tech-savvy, and sociable customers in the lifestyle hotel category by offering a distinctive, cheap, and creative hotel experience. A distinctive customer experience is provided by Moxy Hotel, which is distinguished by its contemporary design, fun environment, and technology-driven services. By offering a hip and convivial ambiance that appeals to a younger audience, the company hopes to set itself apart from conventional hotels (Prmono, 2022).  The pricing policy of the Moxy Hotel is intended to be reasonable and open to a variety of consumers. The brand does this by providing a simplified visitor experience that concentrates on the necessities and cuts out optional extras that can increase prices. Innovative technology is a key part of the Moxy Hotel strategy since the company wants to cater to tech-savvy travelers who appreciate efficiency and convenience. The Moxy Hotel fosters a buzzing, social environment that invites guests to connect and engage with one another (Guo, 2021). The brand's common rooms, such as the lobby, bar, and co-working spaces, help to achieve this.
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Product: The Moxy Hotel caters to the lifestyle market by providing a distinctive and reasonably priced hotel experience. Young, tech-savvy, and sociable travelers are drawn to the brand's contemporary and fun style, which, when paired with new technology-driven services, creates a unique guest experience (Widardi et al, 2020)
[bookmark: _Hlk127812833]Place: The Moxy Hotel is ideally situated in important travel hubs and high-growth regions throughout the world. The company uses a franchise business model, which enables it to enter new areas fast and effectively.
Price: The price policy of the Moxy Hotel is intended to be reasonable and open to a variety of consumers. The brand does this by providing a simplified visitor experience that concentrates on the necessities and cuts out optional extras that can increase prices (Schiniotakis and Divini, 2020).
Promotion: Public relations, influencer marketing, social media marketing, and targeted advertising are all part of the Moxy Hotel's promotional strategy. These strategies help the brand become more well-known, draw in new clients, and foster consumer loyalty.
Ultimately, the Moxy Hotel's marketing strategy is to provide guests with a distinctive and memorable stay while keeping pricing reasonable and open to a wide spectrum of clients. The brand stands apart from conventional hotels thanks to its creative use of technology, unusual design, and sociable environment, and it can quickly enter new areas according to its strategic position and franchising model.
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An effective visual tool for planning, monitoring, and managing activities and projects is the Gantt chart (Shibuya and Chen, 2021). It offers a chronological view of the project and presents the beginning and ending times of every task as horizontal bars (Ramachandran and Karthick, 2019). Here is the Gannt chart for executing the marketing plan of Moxy hotel.
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The exact aims and objectives will determine how success will be determined (Michopoulou and Moisa, 2019). These are some possible measures for the potential objectives of the Moxy hotel:
Getting new clients:
· The quantity of new clients gained through marketing channels.
· Website or other marketing channels' conversion rates.
· Number of questions or information requests made via marketing methods (Olimovich, 2020).
Increasing brand recognition:
· The proportion of the target market that is aware of the brand.
· The proportion of favorable, neutral, or negative references.
· A customer loyalty indicator called Net Promoter Score gauges how likely guests are to suggest the hotel to others (Fisher and Kordupleski, 2019).
Increased revenue:
· Comparison of revenue before and after the introduction of marketing efforts to measure revenue growth (Panno, 2020).
· Return on investment is calculated by comparing marketing expenses to sales income.
[bookmark: _Toc127819197]Conclusion
The current analysis leads to the conclusion that the industry's intense competition is the major obstacle to the marketing strategy of the Moxy hotel. Because there are so many options available to tourists, it could be difficult to set the apart from the competitors and attract new customers. However, it is advised that the organization use efficient marketing activities and therefore should enforce the internet marketing process to draw new guests towards the hotel in order to improve business operations and maintain smooth flow within the organization. After the Covid-19 epidemic, it is also advised to adopt a suitable hygiene standard and to preserve cleanliness in the hotel. The Moxy hotel's marketing plan may be improved by strategic execution, which will help the business draw in more clients.
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