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"Chuangshi Kaiwan" AR experience at MOXY
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Background Information

MOXY, a brand under Marriott, is targeted toward the young Generation Z market. Its hotel
design reflects a youthful and trendy style. Although it still needs to meet the full-service
standards regarding products and facilities, it still satisfies the needs of most young business
travelers. It is known as "little W." Currently, MOXY has over 100 hotels worldwide, but the
number of hotels in China is relatively small, with only five hotels in operation. The main
challenge for the MOXY brand in mainland China is how to promote the brand further, expand
its awareness among the target audience, improve the performance of existing hotels, and open
more new hotels.

Marketing Strategy

The "Genesis Play" marketing campaign adopts a novel form of AR technology, which is
readily accepted by Generation Z. Users can search for the app through keywords, create an
independent account, and create a personalized character. After entering the hotel, users can
scan the QR code to enter the app at different locations in the hotel, such as the front desk,
public leisure area, gym, laundry room, breakfast restaurant, and guest room. They can follow
the virtual character to complete tasks by doing actions or taking videos according to the system
prompts and requirements and then receive corresponding rewards. The main goal of this
marketing plan is to attract customers to fully experience the different areas and facilities of
the hotel through the game, deepen their understanding and recognition of the brand concept
and culture, and achieve the purpose of brand promotion and performance improvement.

Outcomes

Through this marketing plan, young people in the hotel's surrounding community are attracted
to participate in the game in the hotel's public areas, experience the hotel's facilities, and feel
the carefully designed atmosphere. It also adds a fun facility for hotel guests, providing more
choices on top of the hotel's existing bar, billiards, table football, game consoles, etc.,
enhancing their personal stay experience. This marketing plan can be implemented in several
hotels already in operation, increasing the possibility of guests staying at MOXY hotels in
different cities. It has a particular impact on brand awareness and performance improvement.

Implications & Challenges

Through this marketing plan, the brand and hotel owners have a deeper understanding of the
brand's positioning and target audience. Future marketing and operations should also revolve
around the target audience and adopt forms that Generation Z loves to achieve better results.
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