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Since companies today have to construct a strategy regardless of their size, fame, and growth, this report aims to propose a marketing plan for Moxy hotel. A part of Marriott International hotel brands, Moxy is a well-known global chain of hotels and resorts and was first opened in Italy and then spread far and wide (Bilgihan and Nejad, 2015). Therefore, the plan is to scrutinize how the company can attract the right customer segments. This will be done via different tactics. For instance, the marketing mix, which consists of product, place, promotion, and price, will be used to see the company's marketing tools (Thabit and Raewf, 2018). Besides that, a SWOT analysis will be applied, too.
Firstly, Moxy’s internal environment can be evaluated via SWOT analysis.
	Strengths
	Weaknesses

	· The significant international fame of its parent company, Marriott
· Financially Strong
· Unique among competitors due to savvy style (Bilgihan and Nejad, 2015)
· Price based on the value
	· Still have a long way to go because, compared to other brands, it is still new.
· Inability to distinguish itself from being just a Marriott brand (Carvalho and Pinto, 2018).
· Not being able to monetize under Marriot’s name.

	Opportunities
	Threats

	· Global increase in demand of accommodations (Backaler and Backaler, 2018).
· The renowned position of Marriott
· Emergence of new technologies
· More millennials becoming interested in the hotel experience
	· Tough competition in the global hotel industry (Bae et al., 2021)
· Risk of economic recessions
· A high risk of substitute brands
· The lingering threat of customer dissatisfaction due to high price




The customer segment that Moxy mainly targets is groups of young people belonging to the Gen Z and Millennial generation that wants a unique experience from a budget hotel, meaning they would want to be accommodated in a place that meets their current trendy standard (Carvalho and Pinto, 2018). Typically, Moxy targets people aged between 18 and 40.
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In terms of collaborators, the most significant partnership Moxy ever encountered was within its creation. More specifically, Marriott International partnered with the widely recognized retail company, Ikea, to launch Moxy hotel in Milan, which later spread across the continent (Hospitality-on, 2022). Hence, the main collaborator that surged Moxy’s growth was its parent company joining hands with a furniture brand so excellent accommodation services could be provided.
For its external climate, a PESTLE analysis can be applied to Moxy.
Although political factors do not typically intervene in the hotel industry, unrest in ruling classes and terrorism can spark fear in the tourism sector, which develops resistance in people wanting to visit different countries and stay in hotels in the process (Walters et al., 2019). Hence, both international flights and hotel services can be affected by military operations, conflicts, and similar implications.
Next, on economic terms, hotels' businesses can be disrupted due to economic recessions and inhibitions in their growth. For instance, the debt crisis that hit Europe recently significantly decreased potential customers' purchasing power, which made the number of guests checking in every day reduces to an alarming level (Christiansen, 2020).
The COVID-19 pandemic limited people's inclination to travel and stay in hotels. However, in the post pandemic world, they are willing to travel again, so the hotel industry sees these preferences as opportunities (Miao et al., 2021).
Technology has had a huge impact on the hotel industry because it has introduced digitalized services which such companies can use to answer customer queries, pursue online rental services like Airbnb, and improve their hotel front desk operations at the same time (Chan et al., 2018).
Next, since legislations apply to every industry, a hotel’s success also depends on how well-regulated it is. Therefore, it has to follow all the laws set out by different countries which vary as per their structure, but the common feature found is the emphasis on health and safety (Law et al., 2015).
Lastly, the world is on the brink of an environmental collapse, it is the duty of a hotel to ensure that every service it provides is laced with sustainability and aspects that cannot cause pollution or harm in any way (Merli et al., 2019).
The objectives of this marketing plan for Moxy are given below:
· To accumulate at least 15% growth in traffic insights in the first half of this year.
· To observe an annual increase of 30% in revenue before the end of the year.
· To target the younger generation more than millennials as the former’s interest in hotel experiences is growing.
· To gain a 5% increase in market share before the year ends.

Since Moxy already has a well-established value proposition that successfully enables it to distinguish itself from competitors, the same strategy would be applied to this marketing plan. To highlight this strategy, it can be seen that Moxy mostly targets millennials, but its peak uniqueness lies in its style. Very few budget brands as big as Moxy has an ambience that can suit those young at heart. Therefore, people who love trends will see themselves fitting right in with Moxy, which is why the hotel considers this as the biggest asset. 
This value proposition is delivered to the relevant customer segment via trendy slogans, positive message, and becoming fluent in the lingo young people use these days so its customers can see themselves feeling right at home in its premises. To attract the young mind, the hotel boasts well-equipped bars and lobbies that play music all the time and no rules regarding dogs and pets in the house.
Moxy’s marketing tactics can be analyzed via a marketing mix.
The main product Moxy provides to its customers is evidently its hotel services, which include its rooms, accommodation facilities, bars, lobbies, and a chance for people to unwind themselves, which is why such activities are the core contributors to its revenue (George, 2021). Considering how its main target audience is people who like the current trends, the hotel also provides Netflix, Internet, and a comfortable environment in every room so its customers could feel inclined to spend time in the hotel. It also hosts several nightclubs, music is allowed at all times, and people can bring their pets.
In the case of its distribution channels, they are evidently the hotels themselves. To make sure every visitor can find its premises easily without getting confused or frustrated, the hotel makes sure it is situated right next to an airport, busy city parts, and places where the nightlife is the most colourful so customers can locate it easily (Stoyanova, 2017). Besides its front desks, the company works through its official website and social media profiles.  
Since Moxy is a budget hotel, its price is budget-friendly, but being a part of the Marriott International group of brands caused its price to surge high, meaning around $50 per night, but that depends on how much the hotel room is equipped (George, 2021). However, since it provides luxury services, its price seems niche and acceptable, which is why it is able to stand out in the crowd among competitors. It is needless to say that its boutique-like savvy dwelling wins customers’ hearts, so its prices seem reasonable.

The company usually promotes itself through social media. This is fitting to its nature, considering how everything it puts out is laced with modernity and features that would seem appealing to the young mind. Hence, it is evident that the majority of its target audience would be present online on such platforms, so Moxy uses these to its advantage and displays its unique services so its followers and people who happen upon its posts can feel intrigued and consider giving them a try. Therefore, social media and word-of-mouth marketing are the two main strategies for this hotel to promote itself.
For the activities that the hotel will commit to so this marketing plan can be successful, a Gantt chart was used to properly list down everything that had to be done and their approximate time requirements, which have to be distributed in weeks. Hence, this chart can be observed below.
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Hence, each of the activities listed was done so based on the marketing plan, the company's flexibility to achieve them, and everything else that can come in between. This will help the company possess a proper direction, along with clear objectives, in its path to market its services more fruitfully and expand its customer base.
A marketing plan cannot be completed without setting some key indicators which will show if the scheme is working or not. Hence, to gain control of such a tactic, Moxy should exhibit control by monitoring its traffic insights. If its website gets an increasing number of visitors, it means the marketing plan is working. A rising number of positive online reviews would indicate that its services are being delivered effectively as more and more customers are leaving its premises satisfied. Next, it is apparent that a significant increase in the annual revenue means the customer base is expanding.
In a nutshell, this marketing plan highlighted how Moxy hotels, a Marriott brand, can promote its unique and easily distinguishable services in the otherwise highly competitive hotel market. By shedding light on its marketing mix, internal and external environments, and competitors, the plan is gathered to be a scheme that can help Moxy gain more customers.
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INTRODUCTION

« A marketing plan is being generated.

« This plan is for Moxy hotel, a brand of Marriott.

« The marketing plan will highlight how Moxy can reach even

more segments of its targeted customer base.

« It will use different tools to make things more comprehensive.
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MARKETING OBJECTIVES

e To accumulate at least 15% growth in traffic insights in the first half of this year.

* To observe an annual increase of 30% in revenue before the end of the year.

e To target the younger generation more than millennials as the former’s interest in
hotel experiences is growing.

e To gain a 5% increase in market share before the year ends.
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CUSTOMER SEGMENTS

* The main customer segment of the hotel is filled with millennials.

« People young at heart will find themselves enjoying the hotel’s services (Carvalho and

Pinto, 2018).

« It targets people aged between 18 and 40.

+ The current gencrational needs, like fully-equipped bars and Netflix services are available

at Moxy.
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COMPETITION

« The competition Moxy faces lies in hotel brands that are both
budget-friendly and unique.

« Its main competitors include Hyatt Place, Hotel Ella, and Virgin

Hotel.

* All of these rivals operate in the same areas, thus making their

competition is significant.
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MARKETING MIX

Product
* The main products are hotel services.

* These include well-equipped hotel rooms, bars, lobbies, and other facilities that can make both Gen Zs and
Millennials happy.

* The brand’s services meet the current trends.

Price

* The hotel is typically budget-friendly, but its price can go up based on how equipped the hotel room is.
* Itis considered unique because it provides savvy facilities despite the reasonable price (George, 2021).

* This feature makes its price seem niche
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MARKETING MIX

Place

* The hotels themselves are distribution channels for Mosxy.

* For customers” ease, these hotels are located near airports and busy areas.

* The front desks, official website, and social media profiles are all communication channels
Promotion

* The main promotional techniques that Moxy uses is social media marketing and the classic word-of-mouth

strategy.

* This is because it has to meet the standards of its young audience.
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KEY INDICATORS

It needs to gain some control over the marketing plan so it could be successful.

Monitoring overall progress should be highlighted.

Monitoring traffic insights is important.

Revenue growth is a clear indication.

Arising number of customers.
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