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The official motto of Airbus is ‘’We make it fly’’ and by their 50-year history of innovation and technological advancement they lived it up.  Airbus is one of the biggest producers in the world of commercial aircrafts, helicopters and defence aircrafts. They are leader in designing and manufacturing of aerospace products to customers all over the globe. 

The strategic plan defines companies overall mission and objectives. The Airbus mission is to better connect people by bringing safety, convenience and joy of flight to urban communities. Their objective is to make urban air mobility a reality. They are addressing public and private stakeholders to help them in achieving their mission by setting up necessary infrastructure and regulations for maximising the benefits for their customers and making air transportations easy and safe.

Airbus is a European aircraft-manufacturing consortium owned by companies of Germany, France, Spain and Britain. Two additional companies from Belgium and Italy are associate members for particular programs where they share the risk with the others. The main competitor of Airbus is the American aircraft manufacturer Boeing. Airbus frequently dominates the jetliner market in orders and revenue. The Headquarters of Airbus are near Toulouse France.

The total number of employees working for Airbus is more than 50,000.  They have 11 production sites across the globe. With factories producing components in France, Germany, Spain, the United Kingdom and China they have become a dominant player in the aviation industry. The consortium has more than 1,500 suppliers. One third of them are American companies. 

The main purpose of Marketing is creating value for customers in order to capture back value from them. To achieve this companies are going through a number of processes. In first place they need to understand the marketplace and customers’ needs. The marketplace has to be examined in relation to its size, participants, shares and volumes. The market itself is divided by aircraft size – there are a variety of groups of different aircraft sizes – narrow-body, wide-body, regional, and others. Other division is in accordance with the end users – there is private sector and public sector. The regional segmentation is based on geography. The four big regions are North America, Europe, Asia-Pacific and LAMEA (which is Latin America, Middle East and Africa). Currently Asia-Pacific has the biggest share and it is expected to have the most rapid growth in the next years. It is a result of the heavy investment in the sector, the increased living standard and the economic growth of the region. (3)

Airbus is one of the biggest players on this market. They are considered to be the first one after the technical problem with the Boeing 737-Max. All planes of this model have been stopped from flying in March 2019 after two crashes that killed all passengers and staff. This led to suspended deliveries and reduced production. At that time Airbus continue to earn customers orders. They won additional orders for A320 neo from companies that have cancelled or reduced their orders for Boeing 373-Max. Unfortunately Airbus is suffering different problem. They could not build their narrow-body jet fast enough. There is a limit of production of A320 up to 60 jets per month for now.  Actually it turns out that the demand for this size of jet is higher than the Airbus expected. (6)

Airbus customers are airline companies from all over in the world. The greatest number of customers of Airbus came from the Asia-Pacific Region. The total number of orders from this region is 5539 while the second best region Europe has given 3851 orders. Total number of orders of Airbus by 30.11.2019 was 20058. The biggest customers from Asia-Pacific region are Chinese and Indian companies like China Eastern Airlines, China Southern Airlines, INDIGO and others. (10)

In recent years the number of people of middle in Asia-Pacific has increased from 1.2 billion in 2008 to 2.2 billion in 2018. The increase of wealth in the region is driving factor for the development of air travel. (4)

Airbus uses different segmentation strategies to cover the requirements of customers from different nations such as demographic and geographic strategies. (5)

Marketing Mix is a tool helping the company to achieve its marketing objectives. It consists of four factors, the four Ps – Product, Price, Promotion and Place which are under the company’s control. Companies develop their products after examining the market and the needs of their customers. (2) Airbus has developed different aircrafts to cover variety of applications. The best selling product of Airbus is their family A320. It is the most successful jetliner. It is characterised with exceptional efficiency and quality. It is one of the longest-range single-aisle aircraft and can carry from 100 to 240 passengers. It could also carry pallets and containers on its lower deck. All these bring benefits to both the passengers and airlines. A320 is one of the most widely spread aircraft in the world. It is established that one jet of the series lands or is air born at every 1.6 seconds. It covers short and medium-haul distances. 

Another great product of Airbus is their A380 which marketed itself as a one of the largest commercial aeroplanes boasting a capacity of 853 passengers. It is requiring 3 flight crew and up to 21 air crew. This aeroplane was intended to compete directly with Boeings 747-8 which has a passenger capacity of 467 and is Boeing largest commercial aircraft. (7)

 A380 is suitable for long-haul flights. It has more space and could offer more comfort for the passengers. The biggest customers for it are the Emirates, the Singapore Airlines, Lufthansa, British Airways and Qantas.

Product segmentation of Airbus group goes over the commercial aircrafts. They produce helicopters and military aircrafts as well and become Europe’s No1 in defence. The leadership in different segments help the company in leveraging the technological advancements and incorporating the same in the interrelated business.
The different sizes of airplanes are connected with different price levels. Airbus offers different commercial conditions for particular customer types and regions.

Place is another tactical tool of the marketing mix that are under the control of the company. Place includes all the activities such as channels, coverage, locations, logistics that brings the product to the target customers. Airbus chose the way they make their product available to their customers on the base of the character of their product and the type of their customers. The main techniques that Airbus use to market their products is by organising international exhibitions where the worlds biggest airlines come to learn about the aircrafts in terms of their specification. They are also acquainted with the ways Airbus can customise the planes for use of a particular client. Airbus also take part in different international Air Shows and Fairs. One example of them is the Dubai Air Show in the United Arab Emirates in November 2019 that offered a close look at the Airbus’ huge jet, the A380. (8). 
Airbus has a unique selling point under which they use companies from the UK, France, Germany, USA and Canada that act as an intermediary to sell these vehicles to the client. The number of suppliers Airbus use across their network numbers 7,700 and they all produce parts, systems and hardware. (9).
Airbus is addressing different public authorities and other stakeholders involving them in the process of taking some decisions. Their participation ensures that the decision will be supported in future. The influence of some public authorities and organizations is important for Airbus to achieve some objectives that can facilitate their business. This could be for example improvement of the necessary infrastructure or setting up some relevant regulation. Airbus is actively inviting citizens to participate in creation of different mobility solutions. In 2017 Airbus leaded an initiative for urban mobility supported by the European Commission – European Innovation Partnership on Smart Cities and Community. (12) The idea of this initiative is to combine the efforts citizens, business, transport organizations, energy management for improving peoples life, increasing competiveness of Europe’s industry, share knowledge and make European cities better place to live in. They could achieve this by measures for reducing energy consumption and green-house gases. 
Airbus is responsible for the environment condition. It is considered that the aviation contribute by 3% to world’s emissions of carbon dioxide. The efforts of Airbus to produce more fuel efficient airplanes contribute to the green-house gases reduction. In the period 2008-2018 the average fuel efficiency improvement was over 2% per year or cumulative 17.3% for 2009-2017. (3)
Airbus is engaged with other measures for environmental improvement – they are trying to make their airplanes as quite as possible. For example A320 is one of the most low noise airplanes of this size.
The efforts of Airbus to protect environment form their social image as a responsible manufacturer. 

Reflection 
I used the knowledge of my Marketing course to plan and develop the task. I examined how Airbus accomplished the main principles of marketing – creating value for their customers in order to be able to capture value in return. I also used Mr. Kotler and Mr. Armstrong books to be able to follow the stages of Marketing including the role of marketing environment, marketing research and marketing mix. For further understanding of the aviation marketing environment I went through Commercial Aircraft Market Size, Share and Analysis and Global Market Forecast 2019-2038 of Airbus. Both helped me to understand better the market and the main forces on it. They give very good description of the different regions of aviation activity, the development of the regions and their influence on the Airbus activities. The articles show the connection between the increase of wealth of a particular region with the increase of the number of passengers, flights and airlines revenue. The marketing research given in the articles mentioned above shows a trend of development of the big cities, as called the Aviation Mega-Cities. The number of people living in such cities constantly increases and this increase the needs of aviation services. It is also expected that the number of the Aviation Mega-Cities will goes up each year.
Other important factor of marketing environment is the competition. I found that Boeing is the main player on this market but it turns out that they are suffering significant troubles due to technical issues. This was reviewed in references No. 6 and 7. The problems of Boeing 373 Max became an advantage for the Airbus A320 model. Orders that have been delayed or cancelled by Boeing have been transformed to orders to Airbus. 
Further I go through the marketing strategy Airbus (5) – their vision, mission and objectives and what is the most important – how their marketing strategy help them to achieve customer value.  The tools of the Marketing Mix defined by Kotler helped me to analyse the different elements, the four Ps used by Airbus to achieve their marketing objectives. 
In the end I identified the relevant stakeholders of the aircraft industry and of Airbus. These were public and private authorities, non-government organizations, citizens, airport operators, air traffic control and others. All of them have significant influence on the Airbus operations. That is why Airbus communicates with them and includes them in the process of taking decisions of their concern. (12) This collaboration forms the Airbus social image and reputation of a reliable and environment friendly manufacturer.   
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