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Introduction
The Moxy Hotel brand is a hip, budget-friendly option aimed squarely at the millennial and Gen Z set, and its marketing strategy is designed to attract them. This strategy takes into account the modern marketing approaches for the brand and the existing market. The hospitality sector contributes significantly to the UK's GDP. The sector contributed 3.2% of GDP in 2019 and employed about 3.2 million people with £72 billion in earnings (Deda, 2023). 


Main Body
Marketing Mix
Product: Moxy is a lifestyle hotel chain aimed towards millennials and Gen Xers who are looking for a hip and inexpensive stay. The hotels have sleek, contemporary architecture and furnish their visitors with convenient business centres and inviting social areas. The rooms are small, yet they provide everything one needs to feel at home (Downie, 2021). All of the Moxy hotels' guests have access to a wide range of dining and drinking options, from quick bites to sit-down meals.
Place: Most Moxy hotels may be found in the heart of major cities, with easy access to major transportation routes, landmarks, and commercial centres. There are currently Moxy hotels in London, Edinburgh, Glasgow, and Aberdeen in the UK. In the upcoming years, the company intends to increase its presence throughout the UK.
Price: When compared to other types of hotels, Moxy hotels typically have more affordable rates. Target customers are those on a tighter budget who are nonetheless interested in staying at a memorable hotel (Cizmar et al., 2022). The pricing strategy takes into account market data and consumer feedback to provide a range of options for different budgets.
Promotion: It would be beneficial to run advertisements for Moxy on a variety of websites that are concerned with travel and booking. In areas that see a lot of foot traffic, the company also advertises on billboards and in the subways to get the word out about its goods. According to the findings of Online Nation 2021, conducted by Ofcom, 99% of UK individuals between the ages of 16 and 24 make use of the internet, as do 95% of those between the ages of 25 and 34, 90% of those between the ages of 35 and 54, and 62% of those between the ages of 55 and 64 (Brioso et al.,2022). The majority of internet use among people comes from mobile devices, specifically smartphones. Throughout the past few years, traditional print media such as newspapers have witnessed a continuous loss in readership. According to the findings of the United Kingdom's National Readership Survey, the overall number of individuals who read newspapers in the country has decreased from 44.5 million in 2014 to barely 39.6 million in 2019. This reduction is mostly attributable to several factors, the most prominent of which are the rise of online news outlets and the spread of digital media.


Marketing Environment (Micro) SWOT ANALYSIS
Moxy's ability to offer pleasant lodgings at affordable rates without compromising on the quality of service is one of the company's primary selling factors. Because of the customizable architecture of their hotels and the emphasis placed on public areas, they have been able to differentiate themselves from other budget hotel chains in the industry. Hotels operating under the Moxy brand are designed with the discerning millennial traveller in mind, giving a space that is both entertaining and useful while also having a bit of an edge (Gilbert et al., 2021). Play On is the brand's slogan, and it encourages guests to unwind and have a good time while they are at Moxy. This aspect of the Moxy experience is emphasized.
Nevertheless, there are problems with the way that the Moxy brand is marketed right now, and those problems need to be solved. One of its drawbacks is the fact that the bulk of Moxy hotels is located in either Europe or the United States. For the company to extend its footprint all over the world, it needs to identify and enter new areas where its distinctive positioning has the potential to resonate with customers.
The brand's emphasis on affordable costs and laid-back attitudes is guaranteed to appeal to a large number of millennials; however, it may not be as well welcomed by those seeking grandeur or business visitors looking for a more sophisticated experience (Leite et al., 2021). Moxy might potentially fix this scenario by establishing new services and room kinds that appeal to these categories while maintaining the company's reputation of being a lighter and fun-loving establishment.
To increase both brand recognition and hotel bookings, the Moxy brand may choose to take advantage of market opportunities by creating strategic collaborations with social media influencers and travel bloggers (Leong, 2021). This may result in increased hotel reservations. The company may study other distribution channels such as online travel agencies and smartphone apps to make it easier for clients to find and book Moxy rooms.
The Moxy brand needs to always be on the lookout for the ever-changing competition landscape and the varying preferences of its target audience. For the company to remain competitive in the face of the proliferation of new hotel chains and booking sites, the company must be constantly on the lookout for new methods to enhance and advance (Karppinen, 2021). Because safety is at the forefront of many passengers' minds in the aftermath of the COVID-19 epidemic, the company must ensure that the safety safeguards it has put in place are highlighted prominently in its marketing materials to reassure customers.
Marketing Environment (Macro) PESTLE ANALYSIS
Political New visa regulations and other travel constraints were enacted as a direct result of the decision made by the United Kingdom to withdraw from the European Union. These changes had a significant impact on the hospitality industry. This may have an impact on the number of tourists from other countries who visit the UK (Kryukova et al., 2020).
Economic As a direct result of the current COVID-19 outbreak in the United Kingdom, the occupancy rates of a great number of hotels have decreased. Problems may arise for the industry as a result of Brexit and overall economic unpredictability.
Social Off-the-beaten-path travel experiences are becoming increasingly popular among holidaymakers of younger generations (Moriarty et al., 2023). This presents an opportunity for the Moxy brand to broaden the scope of the services it offers to provide visitors with a more immersive and personal experience.
Technological The Moxy brand is well-known for its emphasis on tech-enabled features such as keyless entry and mobile check-in.
Customer value and Digital Engagement
Moxy's ability to attract and retain customers rests on its ability to provide them with one-of-a-kind services and facilities that speak to their specific wants and needs (Murphy et al., 2022). The company might, for instance, team up with nearby establishments to provide customers with special deals and access to unique events. The hotel's design could be more interesting and exciting if it included things like interactive art exhibits and activities.
When it comes to online promotion, the Moxy brand may take advantage of services like Instagram and TikTok to flaunt its fun and edgy persona (Yu, 2021). Alternatively, it can employ targeted advertising on services like Google Ads or Facebook Ads to get its message through. The company may wish to hire a social media manager or contract with an agency specializing in digital marketing to handle its digital marketing initiatives.


Conclusion
The Moxy brand is aimed squarely at the young, hip, and adventurous travellers of today because of its distinctive and fun posture. Yet, if it wants to keep developing and reaching more people, the brand must pay attention to fixing its flaws and seizing the chances presented by the market. The Moxy brand can maintain its relevance and attract new customers in a dynamic business by offering unforgettable experiences, embracing digital marketing, and constantly innovating.
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> The brand's emphasis on affordable costs and laid-back attitudes is guaranteed to appeal
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Price: When compared to other types of hotels, Moxy hotels
typically have more affordable rates. Target customers are
those on a tighter budget who are nonetheless interested in

staying at a memorable hotel (Cizmar et al., 2022).

Promotion: According to the findings of Online Nation
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