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The Moxy brand is one of Marriot's affordable, stylish and playful brands, founded in 2014. The hotel has been operating its business successfully on three continents and in more than 60 locations (Pantulu, 2021). Thus, the study will be based on the Moxy hotel brand and demonstrate its marketing mix framework. It will also examine the macro and micro environment of the business. It will provide the importance of customer engagement and digital marketing for the efficiency of the hotel. The marketing mix refers to the combination of factors which are controlled and utilised by the firm in influencing the consumer towards purchasing their services and products. It consists of four elements; “product, price, place and promotion”. 

When focusing on product and product quality, Moxy hotels offer accommodation services and focuses on providing better experiences to guests. The hotel operates its business and offers its services in more than 60 locations across the world, making it a popular choice (Górska-Warsewicz and Kulykovets, 2020). It offers the best communal areas, fast WIFI, and other services involving Gran &Go and Bar Moxy. Some Moxy brand hotels feature unique services like swimming pools on the rooftops or in Moxy Miami beach. Despite this, the Moxy hotels are known for offering affordable service to customers. The competitive pricing strategy has been utilised by the company by analysing the pricing strategies of the competitors and offering its services at an affordable price. The locations of the brand hotels suggest their good reputation, as Moxy hotels offer their services across three continents- Asia, North America and Europe, and has been providing its services in more than 60 locations within these continents (Kim and Lin, 2021). The official website of the hotel has provided their locations and customers can easily access their services. When assessing the promotional methods employed by the brand, a reliance on digital marketing in promoting the brand’s  services is the predominant marketing method for Moxy hotels. The official website of the hotel uses images, videos and colour to appeal and attract customers. In addition to this, social media marketing has also been used by the hotel to promote its services, with the brand making an appearance across platforms such as Facebook and Instagram. This is an especially effective method due to the increasing appeal and usage of social media by customers, and especially appeals to younger generations.


The analysis of the Marketing environment is significant in identifying both internal and external factors which can further impact the overall business activity and performance of the business organisation. A SWOT analysis is an effective tool for analysing the internal factors that can impact the productivity and performance of the organisation. The Moxy brand has the strength of a high brand reputation, along with a highly skilled and qualified workforce. However, the brand has been dealing with the weakness of  budget imitation and outdated websites. Therefore, the Moxy brand has the opportunity to expand by improving their service delivery, modernizing their websites and creating a wider range of pricing that can enhance the performance of the company and increase the hotel’s profits and budget. However, potential threats faced by the Moxy brand are intense competition within its industry and economic disruption such as an increasing inflation rate, which can negatively impact the affordable, luxury reputation of the hotel.
With the help of their strengths such as high brand recognition and a highly skilled and qualified workforce, Moxy will be able to attract more customers and investors within their organisation and develop an effective marketing strategy (de Korte, 2019). To mitigate the weaknesses such as budget limitations, the Moxy brand has to focus on implementing a budget-friendly marketing strategy, such as digital marketing, which will also minimise the weakness of a poor digital presence. With the help of enhanced service delivery and flexible pricing, the Moxy brand can effectively enhance the customer satisfaction rate, which will significantly enhance the performance and client base simultaneously. To mitigate the issues of high competition, the management of Moxy Hotels has to focus more on innovation, such as by utilising a “competitive pricing strategy” to remain competitive in the market (George, 2021). However, to lower the threat of economic disruption like inflation, the Moxy hotels have made some transformations in their operational and marketing strategy. 

The PESTLE analysis is considered an effective framework for addressing the external factors that can influence the overall performance of an organisation. It considers “political, economic, social, technological, legal and environmental” factors. In considering the political factors, the political stability of the UK could positively impact the Hotel sector. Despite this, Brexit has adversely affected the hotel sector with the shortage of labour and disruption in the supply chain (Matura and Takaza, 2020). In the context of economic factors, the increasing inflation rate of the UK  (8.1% in 2021), can negatively impact the hotel sector (Mody et al., 2019). This is due to the rise in production cost, whilst the spending nature of customers will decrease while affecting the profitability of hotel sectors. Social factors such as the changing preferences of customers in more dependency on online information can also influence the Moxy brand. Positive reviews will help the brand in obtaining a larger customer base. Technological advancements such as ICT technology will also benefit the brand in making effective promotional strategies and leveraging the opportunities of social media platforms (Roth et al., 2021). Furthermore, the legal factors of hospitality should be considered by the organisation. For instance, the employment rights and equality act must be filled by the hotel sectors to run their business efficiently. In analysing the environmental factor, the hotel sector is required to take responsibility for their actions and adopt a sustainable approach so that the environmental factor does not harm the reputation of the hotel brand (Catchings, 2021).

In creating customer value and engagement, it is important to note that the needs and the demands of the hospitality clients transform very quickly due to the intense competition in the market from the competitors such as Hotel Ella and Holton Holdings. However, to examine and identify the requirements of the clients, Moxy could implement various questionnaire methods such as surveys and interviews. Customers can answer a few questions relevant to the need of the hospitality market trend, the questionnaire can be conducted in any manner, such as offline and online (Yen, 2020). However, to create customer value, the management and leaders of Moxy have to put their full emphasis on addressing the feedback or the issues of the client because doing this will significantly help in creating customer value. To improve customer value and engagement, Moxy hotels have to offer flexible pricing, as this can be a major factor that would help engage the customers. They can even offer a discount to their current and potential customers. To further enhance customer engagement and create customer value, the Moxy brand has to develop an effective communication channel (Petzer, 2019). Lastly, digital marketing channels such as email marketing, social media marketing, and SEO may be utilised in the Moxy Hotel’s marketing.      

Effective use of digital marketing has been widely utilised by business organisations, as it has become the most effective marketing tool in promoting services and products. Moxy hotels must leverage the opportunities of digital marketing (Kandampully et al., 2022).  The brand could opt for paid search advertising as it will enable the hotel to reach out to potential customers. Social media marketing has become one of the most essential elements for the hospitality sector within digital marketing. The Moxy hotels can initiate social media marketing with the use of influencer  and content marketing. The hotel can use these platforms' special features to promote its services (Poleg and Poleg, 2020). For instance, Instagram, Facebook, YouTube and Twitter have become the most effective marketing platform for hotel businesses. Thus the Moxy brand is required to invest more in the social media platform and promote its services to the wider population, as this is highly effective in building a positive and good reputation for the brand. The collaboration with influencers will be effective for the brand in showcasing its services and hotel locations (Palladino, 2019). Content marketing can also be utilised by the company, in which it could create video content and other posts while displaying its hotel's designs and beautiful locations, effectively attracting travellers or potential clients.

The above essay is entirely concentrated on creating an effective marketing plan for the hotel chain brands known as Moxy Hotels. However, while developing and creating the marketing plan the management of the Moxy brand may face many strategic challenges which could directly impact the marketing strategy of the Moxy Hotels. After carefully analysing the marketing mix of the Moxy brand it has been discovered that all the marketing mix factors are perfectly aligned with the vision and objective of the hotel. Some of the major weaknesses of the Moxy hotels are budget limitations and poor online presence which could hamper their business operations. However, with the help of enhanced service delivery and flexible pricing, the firm can enhance its productivity by luring and retaining more customers within its organisation.  Almost every external factor such as political, economic, social, etc has the ability to impact the business of the Moxy brand. 
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The Moxy Hotel chain was first founded in the city of Milan, Italy in 2014.
Business has been growing immensely.
It was found that the main agenda of the Moxy Hotel is to provide excellent services on value-based pricing (Andi, 2021).

The Moxy hotel chain operates in more than 40 nations.
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The hotelis effectivelyable to recognize and satisfy
therequirementsoftheirclients

Some of the major offerings which distinguish them
from their rivals are 24/7 meal services, active bars,
free internetand quality services (George, 2021).

Some of the main competitorsof the Moxy Hotel
brands in TheUK are HotelElla and Hiltonholdings.
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“Marketing strategies and adaptations used

by the brand”

® The marketing strategies that Moxy hotel has initiated with iy .

the use of a marketing mix framework .
e Product: The hotel oftrs accommodation and lodging

facilities with free Wifi and a beautiful location. (@9 ] rE ——
® Price: The Moxy brand offers its services at an affordable

price which has been the major factor in obtaining a 'Q

customer base.
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e Place TheMoxybrand operatesits business in morethan60 locationson threedifferentcontinents

e Thecompanyhas successfully expandedits business and operatingbusiness efficiently

e Promotionthe Moxybrand has been promotingits business effectivelywith theuse of digital marketing(Weinstein,
2022).
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Effectiveness of the marketing plan

To develop a successful marketing plan, the marketing mix
of the Moxy hotel has been analysed.

Analysing the marketing mix of the Moxy brand it has been
stated that due to their digital marketing promotional
strategy, they can convert their business opportunity into
their strength.

Since the SWOT analysis provides the complete image of
both the internal and external business

environment(Chernev, 2020).
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PESTLEanalysis helps in identifying all the external factors, such as “political, economical, social, legal, etc”
Focusing on all the external factors of the Moxy Hotel can significantly enhance the efectiveness of the marketing plan.

Creating customer value and encouraging customer engagement can significantly help in developing an effective market plan

for the Moxy hotels.

How to Measure

Marketing Effectiveness
by Setting Goals
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Since the Moxy Hotel brands have been operating for the
last 8 years in the hospitality market.

Within the marketing mix of the Moxy hotels their pricc
and promotion factors have effectively helped the Moxy
Hotel

‘The main focus of the brand is to offer excellent services

atlow prices
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Introduction

e This specific PowerPoint presentation is precisely
concentratedn thedevelopmentofthemarketingplan for
MoxyHotels

e Marketingplan is referredto as one of themost important
componentofthebusiness.

e Withinthis presentation,thereis a detailed overdrive of : o
theMoxyHotelbrand. = I' S —

e Thereis also a brief evaluation and examinationof the ;

marketingstrategiesutilised by the MoxyHotel





