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Marketing plan is basically a marketing strategy which is used by business organizations for selling its products or services. The core purpose of a marketing plan is to created brand awareness so that more customers can be engaged with the brand and purchase more products. A detailed marketing plan will be created for Moxy in this report. Moxy is an affordable hotel brand which was founded by Marriot International in 2014 (Carvalho and Pinto, 2018). Since Moxy is newly established hotel brand it doesn’t have higher customer engagement which is why a marketing plan will be created for helping the brand in generating more customer awareness and to increase customer engagement as much as possible. Through the analysis of both macro and micro factors of Moxy under the situational analysis elaborate insight about market condition will be collected. The marketing mix also be explained in the below. 
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Company: The strengths of Moxy includes Marriot leverage, strong financial support, brand distribution and unprecedented hotel environment (Andi, 2021). Weaknesses include low brand awareness due to new brand, not being able to monetize Marriot segment experience and the increasing industry rivalry. Opportunities include Marriot International membership, increasing lodging demand worldwide, new technologies, tech savvy advanced management and the growing millennial segments and threats include the perception of high price because of the Marriott legacy, the impact of worldwide economic recession. 
Customers: Moxy divides the market into four segments such as demographic, geographic, psychographic and behavioural. If targets the customers that demand affordable accommodation services while travelling. They are more attracted to beautiful images, designs and are very interested to have the aesthetic feeling. The target customers of Moxy are conscious about technology. They are called “Fun Hunter” by Moxy (Carvalho and Pinto, 2018). They don’t take their life seriously. 
Competitors:  The services quality as well as the pricing strategy defines the perception of the customers towards Moxy. Since Moxy sets affordable pricing it might be positioned in the middle of the perceptual positioning map. 
Collaborators: Since Moxy was founded by Marriot there is a collaboration between Moxy and Marriott. Besides Moxy works collaboratively with its suppliers and other brands for providing unique customer experiences. 
Climate: PESTLE analysis analyses the political, economic, social, technological, legal and environmental factors (Ryan, 2012). The political instability, government policies, taxation policies can impact Moxy’s business operation. The economic recession has negative impact on Moxy. People are becoming more dynamic which is having positive social impact on Moxy. Moxy is very tech savvy hotel brand which has utilized advanced technology. The laws and regulations need to be maintained by Moxy. Climate changes can be a threat for Moxy in the future. 
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SMART objectives provides the details of achieving the goals and objectives of an organization (Chernev, 2020). The SMART objectives of the marketing plan: 
· Specific: To increase brand awareness and customer engagement. 
· Measurable: To increase the income by 20% within next 2 years. 
· Achievable: To build reliable and trustworthy customer relationship. 
· Relevant: By increasing brand awareness Moxy can enhance customer engagement which will help in building trustworthy customer relationship. The more the customers will be loyal the more it will help in increasing income. 
· Time Bound: Within 1 year Moxy will be a popular brand and within 2 years it will be a profitable hotel brand. 
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The value proposition of Moxy is cantered to provide affordable travel for the millennial travellers who are mostly fun lovers. Moxy has designed its hotels in a very unique and modern layout which attract the customers that are attracted to beautiful images (Carvalho and Pinto, 2018). For attracting the travellers that are looking forward to have a unique travel experience Moxy has designed its offering in a very different way beyond the conventional services. It is very innovative in creating values for the travellers. It is also a tech savvy hotel brand which has included modern technological trend in the services for making the service more real. Ensuring authenticity in service is another value of Moxy for which it provides localized services also so that the travellers can live the staying duration at Moxy to the fullest. 
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Marketing mix is also referred as the 4Ps which refers the four most important element of an organization including products, places, price and promotion (Jobber and Ellis-Chadwick, 2020). The marketing mix of Moxy will be discussed in the below
· Products: Moxy is offering affordable, unique, tech-savvy, authentic hotel services to the customers that are fun lovers. It provide services that are completely tailored by the need and demand of the customers. It is determined to provide everything to the guests while not to provide anything that are not wanted by the guests. 
· Places: Currently Moxy has more than 60 experiential hotels in different places. For helping the customers in locating the hotels Moxy will need to provide the details information of the locations on its website. Even when the customers will contact with the hotels the customer services officers will be helping the customers in locating the hotel. Moxy will be using the social media channel for letting the customers learn about the locations. 
· Price: There is an affordable pricing strategy followed by Moxy (Andi, 2021). Customers are very much comfortable with this pricing strategy as it would minimise their travelling cost. Compared to the pricing strategy of other brand Moxy stands at a safe position that it can be obtained by anyone. Since there is an ongoing economic recession the affordable pricing strategy will be very helpful for the travellers in having hotel experiences while spending a moderate amount. 
· Promotion: Moxy will be using the commination mix for communicating with the target customers to enhance their engagement and to generate more brand awareness. The communication mix will enable Moxy in conducting frequent communication with the customers. Moxy can either communicate with the customers through social media, advertising or even organizing workshops or marketing campaign. 
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For marketing Moxy will be using social media where it will need to create for posting on different social media platform such as Facebook, Twitter, Instagram etc. Moxy will be sending emails to the current customers about new features for letting them informed. It will post the contents on the social media for interacting with the customers. Then the comments and queries of the customers on each of the post need to be replied. Moxy will analyse the behaviour of the customers on social media, how they are reacting whether positively or negatively. Finally Moxy will organize marketing campaign for creating more awareness and interact directly to the customers. This will be very helpful for Moxy to enhance customer’s engagement and to generate more brand awareness. 
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For measuring the success of the marketing plan Moxy will be analysing the increase in profit. It is assumed that the more brand awareness will be created the more customers will be engaged with the brand which will contribute in increasing more income. If the profit of Moxy increase by minimum 10% than it will be assumed that the marketing plan has worked for Moxy. If everything goes as planned then Moxy will be able to reach its target customers and will gain more new customers.
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Moxy has been facing the challenges of being a new hotel brand for which the marketing plan has been prepared. By the effective implementation of the plan Moxy will be able to enhance its brand reputation as a single brand without the lavage of Marriot. I want Moxy to focus on sustaining its authenticity and uniqueness for positioning a strong place in the competitive market by being different. 
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= Moxy is an affordable hotel brand which was founded by Marriot
International in 2014 (Carvalho and Pinto, 2018).
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brand in generating more customer awareness and to increase customer
engagement as much as possible.
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For measuring the success of the marketing plan Moxy will be analysing the
increase in profit. It is assumed that the more brand awareness will be created the
more customers will be engaged with the brand which will contribute in increasing
more income. If the profit of Moxy increase by minimum 10% than it will be
assumed that the marketing plan has worked for Moxy.




image9.JPG
References

o 00000 00O

ooo0o00

Carvalho, C. and Pinto, A., 2018. Case Study: Moxy Hotel Bored Piles Wall. In Proceedings of China-Europe Conference on Geotechnical Engineoring: Volume 2 (pp. 906-909). Springer
International Publishine.

Andi, BB, 2021. THE IMPACT OF BRAND IMAGE ON CUSTOMER LOYALTY IN MOXY BAND:

UNG HOTEL (Doctoral dissertation, Poltekcpar NHI Band:

George, R 2021, Market Segmentation, Targetng. aad Positoning.In Marksting Touriom and Hospitalty: Concepts and Cates (pp. 221-246). Cham: Springer Iternational Publishing
Domisici, ., 2009, From marketing mix to e-masketing mix:a lteatuee overview and classification. tsrnatonal journalof business and management, 49). pp17-2

Constantiides, .. 2006. The marketing mix revisited: towasds the 21st ceatory marketing Journalof marketing management, 22(3-4), pp407-438.

Chemet, A 2020. The marketing plan handboo. Cecebellum Press.

Kotler, P, Armusteong, G., Harris, L. and He, H. 2020. Principls of marketing. S European ed. Loadon: Pearson Education Limited.

Clow, K & Basck, D (2013), Integrated Advertsiag, Promoion and Marketing Communications. 6th ed, Pearson, London

Chaffey. D and Ellis- Chadwick, F. 2015) Digital Maketing. 7t ed, Pearsozs, Loadon

Piercy, NF. and Morgan, N.A., 1994. The marketing planning process: behavioral problems compared to analytical techniques in explaining marketing plan credibility. Jowrnal of Business
Research, 29(3), pp.167-178.

Ghauri, P (2014) aternationsl Marketing, 4t Ed. McGraw Hill London
Housden M (2008), Marketing Resesech & Information, Butterworts Heinemann, Oxford.

Kotler aad Kartjaya, H. Marketing 4.0 Moviag from Traditional to Digita (2017) Wiley. New York

Ryas, D. (2012) Undersanding Digital macketng: Marketing Strategies for Engaging The Digital Generation. Kogan Page, Loadon

Jobber, D. and Eifis-Chadwick, F (2020), Principles and practice of marketing. 9th ed. London:




image1.gif
S puration - start vars ez e erzs: ez heas e
i wlel s rlrlsimliwlels rlvlsimliwlelslv|r]s|mlwlels]|rT
1 » Content creation for social media 3days Sat 3/4/23 Tue 3/7/23
2 » Emailing customers 4 days Wed 3/8/23 Mon 3/13/23 I
3 » Posting on social media 5 days Tue 3/14/23 Sat 3/18/23 —
4 *» Replying to customer’s queries 4 days Sun 3/19/23 Wed 3/22/23 I—
5 *» Analysing customer’s behaviour 4 days Thu3/23/23 Tue 3/28/23 I—
6 *» Identifying both positive and negative reactions 4 days Wed3/29/23  Mon 4/3/23 I—
7 *» Organizing campaign 5 days Tue 4/4/23 Mon 4/10/23 I
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