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The discussion is the marketing plan for Moxy Hotels operating within the United Kingdom. Situational analysis of hotels will be discussed initially followed by the marketing mix of the business. It will also discuss the objectives of the business and also the strategy which will be applied by the business for explaining the value proposition of the business. In addition, the tactics section will present the discussion with the help of the Communication Mix tool. It will also discuss the improvements which can be made to the current marketing mix of the business. Thereafter, a Gantt Chart of marketing activities will be discussed within the marketing plan.  
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Situation Analysis
5 ‘C’s
Company
SWOT analysis
	Strengths
	Weaknesses

	· Being an important brand of Marriott International is an important strength.
· The company also gains strong financial support from the owners.
· Its strategic partnership with Bumble is a major strength which is designated as BumbleSpot (Prnewswire.com, 2018). 
	· The website of the company is traditional and is the same ever since.
· The brand presence in different locations is absent.
· Moxy Hotels also does not possess a strong base in the European market.

	Opportunities
	Threats

	· Expansion in the global market is an important opportunity.
· Shifting demographics like Gen-Z customers can provide growth opportunities.
	· Legal cases, for instance with Moxy Chelsea’s neighbours, pose a threat to brand image.
· Competitors like Six Senses, Premier Inn and others are crucial threats to the business. 


Table 1: SWOT Analysis
(Source: Rebong, 2023)
Customers (Segmentation and targeting/customer profile)
Segmentation is the process of dividing the market as per the guest types. Moxy segments its targets are psychographics such as the interests, lifestyles and attitudes of the visitors. Targeting on the other hand involves the selection of one or more customer segments (Ahani et al., 2019). The targeting strategy of Moxy is carried out with the considerations of growth potential and segment size wherein, mostly the target customers are the travellers and visitors.


Customer profile
	Customer Profile

	Background of the Company
	Moxy Hotels, London
Hospitality sector

	Background of the Customer
	Age: 21-65 years.
Gender: Male, female and others.
Income level: Over 750 Pounds per month.
Education Level: Secondary, Bachelors and Masters.

	Customer’s demography
	Different cities of the United Kingdom, as well as travellers across the globe, alter lifestyle and income levels.

	Behavioural pattern of the customer
	Company's past customers, individuals engaged in travelling, businesses and others.

	Motivations
	Leisure, affordability, improvement of self-esteem.

	Preferences of the email 
	Over 30 per cent click-through rates and open rate with over 40 per cent.


Table 2: Customer Profile
(Source: Created by the learner)










Competitors (Perceptual Positioning map, Bowman’s strategy clock)
Perceptual Map
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Figure 1: Perceptual Map
(Source: Created by the learner)
The perceptual map shows that the Moxy hotel lies in the category of high-quality offerings at a low price while its competitors fall in the category of high-price and high-quality offerings. 
Bowman’s Strategy Clock
It is an important tool for the company to hold their position within the marketplace along with the different competitors like Premier Inn Hotels and Six Senses. The first position is Moxy keeping a low price and low value-added for competing in the market. The second position is the low price as the market will value the company's services (Villagrasa et al., 2023). The third is hybrid with moderate differentiation and moderate price. The fourth is differentiation for creating a unique form of value. Focused Differentiation helps in increment of price with higher value of the services. Risky High Margins, it is risky but provides a higher return on investments (Villagrasa et al., 2023). Monopoly pricing helps the business to enjoy a monopoly position without thinking about the pricing and perceived customer value. Loss of market is the final position wherein the company will add higher pricing to lower perceived value and be effective in the short-term trend of the market for Moxy Hotels. 

Collaborators
The primary collaborator and strategic partner of Moxy Hotels is Bumble which was known as BumbleSpot for the enhancement of higher levels of connections (prnewswire.com, 2018). The business itself is the brand of Marriott International which provides it with the extra advantage of resources, technology and other assistance.
Climate
	PESTLE Factors
	Description

	Political 
	Political factors like Brexit and the Ukrainian War significantly impact the hotel and its business (‌Christodoulou and Cullinane, 2019).

	Economic 
	Economic factors impacting business are VAT, Inflation rate and unemployment rate.

	Social 
	Social factors like affordability, leisure experience of the customers and others.

	Technological 
	Technological factors affecting the business are digital transformation, easy check-ins and easy payment methods (Xu et al., 2021).

	Legal 
	Legal factors like a suit with Moxy Chelsea hotel’s neighbours impact the image of the business (Rebong, 2023).

	Environment 
	Environment factors affecting businesses are sustainable practices, waste management activities and ecological balance (‌Christodoulou and Cullinane, 2019).


Table 3: Macro Analysis
(Source: Created by the learner)
Marketing Mix
	Factors 
	Description

	Products
	Major products and services that Moxy offers are stylish and playful hotels (Moxy Hotels, 2019). The rooms are also well spaced, bars and amenities are available which adds value to the spending of customers.

	Price
	The hotel is known for its affordability and the pricing strategy used by the business is a medium-pricing strategy. 

	Place (Distribution)
	The company has almost 15 different hotels across the UK. It also allows customers to make reservations directly through the company's website (Pepels, 2021).

	Promotions
	Company incorporates both digital and other marketing campaigns. Digital promotions are carried out on websites and other social sites.


Table 4: Marketing Mix
[bookmark: _lttmve6496jd][bookmark: _Toc134027661](Source: Pepels, 2021)
Objectives
The objectives of the business are to make an increment in the website traffic by 4000 visits and increase social media followers by almost 5000 followers. It can be measured through KPIs like Click-Through Rates and community growth KPIs for checking whether the objective is on track (Deepak and Jeyakumar, 2019). The Hotel group aims to achieve the first objective of website traffic by 10th June 2023 and the second objective which is an increment of social media followers by the end of the year that is on 30th December 2023.
[bookmark: _krjacakx0ewv][bookmark: _Toc134027662]Strategy
The major value proposition of the business is its affordable pricing alongside luxury experience for the customers which differentiates itself from the rival groups. One of the crucial strategies that the company will incorporate is Ansoff Matrix which is crucial for identifying opportunities for business growth (Grünig et al., 2022). One of the crucial strategies of the Ansoff Matrix which can be incorporated by the Hotels and can be helpful while entering the new market is Product Development which is crucial for modifying and developing existing services and products which are crucial for attracting customers white entering the market that is relatively new (Grünig et al., 2022).
The hotel group can also change to a low-pricing strategy at certain periods for attracting a higher number of customers. In addition, the use of more social media platforms can be crucial for the development of marketing capabilities, enhancing reach and maximising sales and revenue.
[bookmark: _k865ykut7tde][bookmark: _Toc134027663]Tactics
Communications Mix is an essential tool which can be crucial for addressing the issues in the company’s current situation. There are different communication tactics such as advertisements, personal selling, direct marketing, sales promotion and public relations. Potentially, the primary tool which can be crucial for communication is Public Relations (PR) which can be helpful for the company to address the factors of disputes that the company resolved (Gopalakrishna et al., 2022). For instance, the issues that the company resolved with the Chelsea Moxy hotels’ neighbours can be communicated through a Public relations communication tool. Another factor of issue for the company found in the situation analysis is competitors who pose major threats to the business (Bondarenko et al., 2019). Advertisements and Direct Marketing can be crucial tools for communicating the features and the elements of the company to the customers directly which can be helpful for the establishment of competitive advantage within the marketplace with different rivals like Premier Inn, Six Senses and others (Gopalakrishna et al., 2022). The company can also incorporate such tools for flourishing their sustainability aims and objectives which are vital for the improvement of the brand image of the business as well as attracting higher numbers of customers.
An important tactic which can be incorporated by the hotel chain is making an improvement in their current marketing mix aspects through communication mix tools. For instance, the development of products and services with smart–technology and providing additional services for the customers like concierge services, excursions and guided tours, and car rental services can be crucial for adding value to their products and services (Amin and Priansah, 2019). Companies can also incorporate competitive-pricing strategies for enhancing profits and providing offers and discounts for attracting audiences. Place and promotional strategies can be developed with the increment of strategic partners and allies as well as the establishment of more hotel branches within the target market (Nozdreva and Churakova, 2021). Promotional strategies of the company can be developed with the incorporation of influencers for promoting their products and services as influencers possess an established range of audience or followers (Amin and Priansah, 2019). In addition, loyalty programmes, focusing on existing customers and appealing to the audience on different social media platforms are crucial factors for the improvement in the promotional activities of the business.
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[bookmark: _hs1y6o9mtuhj][bookmark: _Toc134027665]Conclusion
The study was mainly the marketing plan for Moxy Hotels operating within the United Kingdom. Situational analysis of hotels has been evaluated in the primary section with 5 Cs followed by the marketing mix of the business. It has also assessed the objectives of the marketing plan and also the strategy which is implemented by the business for explaining the value proposition of the business. The main strategies are Ansoff Matrix incorporation and its product development factor. Within the tactics section, it has discussed the improvements which can be made by the hotel groups with the help of the Communication Mix tool. In addition, a Gantt chart of marketing activities has been presented in the final section of the marketing plan. 
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	Strengths
	Weaknesses

	· Being an important brand of Marriott International is an important strength.
· The company also gains strong financial support from the owners.
· Its strategic partnership with Bumble is a major strength which is designated as BumbleSpot (Prnewswire.com, 2018). 
	· The website of the company is traditional and is the same ever since.
· The brand presence in different locations is absent.
· Moxy Hotels also does not possess a strong base in the European market.

	Opportunities
	Threats

	· Expansion in the global market is an important opportunity.
· Shifting demographics like Gen-Z customers can provide growth opportunities.
	· Legal cases, for instance with Moxy Chelsea’s neighbours, pose a threat to brand image.
· Competitors like Six Senses, Premier Inn and others are crucial threats to the business. 


Table 1: SWOT Analysis
(Source: Rebong, 2023)
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Figure 1: Perceptual Map
(Source: Created by the learner)

	PESTLE Factors
	Description

	Political 
	Political factors like Brexit and the Ukrainian War significantly impact the hotel and its business (‌Christodoulou and Cullinane, 2019).

	Economic 
	Economic factors impacting business are VAT, Inflation rate and unemployment rate.

	Social 
	Social factors like affordability, leisure experience of the customers and others.

	Technological 
	Technological factors affecting the business are digital transformation, easy check-ins and easy payment methods (Xu et al., 2021).

	Legal 
	Legal factors like a suit with Moxy Chelsea hotel’s neighbours impact the image of the business.

	Environment 
	Environment factors affecting businesses are sustainable practices, waste management activities and ecological balance (‌Christodoulou and Cullinane, 2019).


Table 3: Macro Analysis
(Source: Created by the learner)
Marketing Mix
	Factors 
	Description

	Products
	Major products and services that Moxy offers are stylish and playful hotels (Moxy Hotels, 2019). The rooms are also well spaced, bars and amenities are available which adds value to the spendings of customers.

	Price
	The hotel is known for its affordability and the pricing strategy used by the business is a medium-pricing strategy. 

	Place (Distribution)
	The company has almost 15 different hotels across the UK. It also allows customers to make reservations directly through the company's website (Pepels, 2021).

	Promotions
	Company incorporates both digital and other marketing campaigns. Digital promotions are carried out on websites and other social sites.


Table 4: Marketing Mix
(Source: Pepels, 2021)
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Table 5: Gantt chart
(Source: Created by the learner)
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