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[bookmark: _Toc26409340]1. Introduction 
The international aircraft industry has seen increased competition in the last decade. There is high competition between the major players in this industry in the UK as well as in the global market. There is a requirement of an effective strategy for the manufacturers in order to achieve a competitive advantage over other players.  This study evaluates the marketing strategies that are implemented by Airbus in order to maintain its success in the industry. The first section of this essay consists of a marketing process that is in use by the management of the company. The influence of internal and external stakeholders is analyzed and the final stage evaluates promotional methods and recommendations.   
[bookmark: _Toc26409342]2. Marketing process 
Marketing is the method of generating interest among consumers for a product or service. It is a set of processes and activities that are performed by marketing managers in order to promote any product or service to the customers. It is a valuable aspect of any business as it has a direct impact on the commercial success of a business. 
[image: ]
Figure 1: Marketing process overview
(Source: Valos et al. 2016) 
The marketing process involves information gathering and researching the market for valuable data and information that can help an organization in the development of its product (Valos et al. 2016). The process of marketing consists of planning, promotion, communication, and delivery of the products. The marketing team of an organization helps it to have an idea about the demands of the customers.       
[bookmark: _Toc26409343]3. Stages in the marketing process
[bookmark: _Toc26409344]3.1 Situational analysis
	Factors
	Analysis
	Impact

	Political 
	· Increased corporation rate is 2.8% by the year 2017 (Gov.uk, 2019).
· The rate of FDI is enlarged by 32.7 USD bn by 2018.
	Negative   

	Economical 
	· Inflation rate has gradually enhanced by 1.80% by the year 2019. 
· UK GDP rate has risen by 1.3 % by 2019.
· UK financial market has enhanced by 1.4% by 2019. 
	Positive

	Social 
	· UK population has increased gradually by 0.88%.
· Urban population rate is increased more than 82.9% in 2019.
	Positive

	Technological 
	· Government of UK invests more than £11bn in improving technical context of UK.
· Approximately 28 billion pound invested for developing the business growth.  
	Positive

	Environmental 
	· Carbon emission rate enhances by 5.8 % by the year 2019.
· Environmental protection Act 1990 can be effective for managing economic condition of UK (Legislation.gov.uk , 2019)
	Positive

	Legal 
	· Employment act 1996 follows by UK organisations for managing internal conditions. 
· Equality Act 2010 section 153 (Legislation.gov.uk , 2019)
	Positive


Table 1: PESTEL analysis
Analysis 
The political environment surrounding a business can have a significant impact on its performance. This environment is a combination of different branches of the Government and also the political ideology of the people in the market of operation. The political environment of the UK has not been stable over the past few years (Ots and Nyilasy, 2015). Economic stability is a major factor that impacts a business. The economic factors like tax rates, inflation, and fluctuation in currency have a big influence on the business of Airbus. Social factors have some influence over the business performances in this industry. The technological environment of a market plays a crucial role in any business as the use of technology is compulsory in the modern era to achieve high efficiency and success. The business of Airbus is based on technological innovation (Sukma et al. 2019). Environmental issues are a matter of concern for people and various organizations around the world. It is essential for this organization to follow the guidelines while manufacturing its products. In the production plants, the company is focusing on the use of renewable energy sources that cause less harm to the environment (Lu et al. 2017). 

Figure 2: PESTEL analysis
(Source: Lu et al. 2017)
Porter’s five forces analysis:
Threat of new entrants- The threat of new entrant is minimal in this sector for this company. A large capital investment is required in order to make entry into this industry. This prevents organizations to open a business in this sector and those who make entry struggles to survive. This is a weak force for the company (Sukma et al. 2019). 
Bargaining power of suppliers- The equipment that is required by this company is supplied by only a few companies. The limited number of suppliers can have greater power and can demand higher prices for their products. Thus, the bargaining power of suppliers is comparatively high.
Bargaining power of Buyers- The bargaining power of buyers is limited in this business as there are a limited number of companies that manufacture and sell aircraft. The customers do not have many options and this makes the bargaining power of buyers low. This is a weak force for the business of Airbus.  
Threats of substitutes- This company is established and has a product line that covers various segments. There is not much possibility that any new model of aircraft can cause trouble for the business. This can be considered as a weak force (Sukma et al. 2019). Thus, threats of substitutes are medium for the organization Airbus.
Rivalry among competitors- There is a high level of competition among the companies that manufacture aircraft. There are other manufacturers like Bombardier, Embraer, and Boeing that give high competition to this company. Boeing has a large aircraft that is a direct competitor to the Airbus A 380. It can be seen that the rivalry among these competitors is a strong force for this company’s business.       
Advantages and disadvantages of this model:
This model is useful to make an analysis of the competitiveness of this organization. The bargaining power of buyers and suppliers can be evaluated which is useful for the marketing team to determine its strategies. The threat of new entrants and substitute products can be analyzed through this model (Marconatto and Cruz, 2016). Besides, porter five forces have several disadvantages as well. It does not provide strategic account alliances and electronic linking of organizational information. On the other hand, it does not deliver joint venture and strategic alliance with other similar organizations.  
[bookmark: _Toc26409345]3.2 Objectives
The marketing objectives are the sets of goals that a company sets while conducting a marketing campaign. The objectives of Airbus in its marketing are to maintain its brand image, collect valuable information and position its products in a manner that it can meet the demand of all customers. The aim of this company is to attract airline companies that are potential customers for the company. 
[bookmark: _Toc26409346]3.3 Strategy
3.3.1 STP strategy:
Segmentation- The marketers of Airbus use various methods such as demographics based on age, income and education status for extending their markets. On the other hand, Airbus also uses geographic such as region, area or country to serve the customers from different markets and backgrounds
Targeting- This company uses a targeting strategy in a way that can serve that segment which has a lack of suppliers. Mainly, Airbus targets the customers who are belonging in 22-55 years by which they have increased their market value in a proper manner. (Kotler et al. 2015). 
Positioning- This company has established a position in the market where it designs its aircraft aesthetically, using advanced technology and offering good value for the cost. In order to develop their market, the organization Airbus uses positioning strategy in different countries such as Germany, France. 
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Figure 3: Positioning map
3.3.2 4 Ps of marketing:
Product- This Company has developed a product that serves the need of several types of customers. It has aircraft for general airline customers and also develops jet for corporate use. 
Price- The Company determines the price of its products by using its escalation formula. The price is determined according to demand, specification of aircraft and the company’s strategies. It uses competitive pricing to have an edge over the competitors and achieve decent profit.
Promotion- This Company promotes its aircraft at industrial seminars and conferences. There has been a significant rise in demand for the products of this company. It promotes its products, especially in the cost-efficient segment (Kotler et al. 2015). In order to promote their product, the organization Airbus uses social media platforms such as Facebook, Twitter, Instragram for advertising their products and improve business value positively. 
Place- Airbus has determined the locations for manufacturing and assembling its aircraft properly to have access to valuable resources and favorable conditions. It has its manufacturing facilities in four European countries such as France, UK, Germany, and Spain. It also has factories in China and the US.  
[bookmark: _Toc26409347]3.4 Implementation and control
The company uses its marketing strategies in a systematic manner. It gathers valuable data from the market to develop its marketing strategy. It develops its product in a manner that can serve the consumers of different segments (Marconatto and Cruz, 2016). This company targets those parts of the market that has a lack of supply. It has determined the price of the aircraft competitively to offer more value than the offering of other manufacturers.   
[bookmark: _Toc26409348]4. Advantages of Marketing to consumers 
[bookmark: _Toc26409349]4.1 Advantages of branding
Branding is essential for a business as it let a product stand out from other competitors. It provides consistency to the business. It develops loyalty among customers and gain more referrals for its products. Branding is important to attract target customers and maintain the value of products. 
[bookmark: _Toc26409350]4.2 Ansoff matrix
Market penetration- This Company aims to penetrate new markets by observing the needs of airline companies where it is aiming to expand its business. It offers aircraft that have high quality and low cost. Thus, it can be highly beneficial for the customers as they are able to fulfill their demands by purchasing high quality product.   
Market development- Airbus makes heavy investments in order to expand its business into new geographical locations and markets. The management of this company is aiming to become the market leader and stealing more market share from its competitors (Kotler et al. 2015). 
Product development- This Company develops products for several segments and also manufactures customized aircraft according to specifications provided by customers.  
Diversification- Airbus takes low risk in its diversification strategy. It rarely develops a completely new product for customers as it involves a high level of risk. The product of this company is less diversified (Kanagal, 2016).  

Figure 4: Ansoff matrix
(Source: Kanagal, 2016)
[bookmark: _Toc26409351]5.  Stakeholders
Stakeholders of a company are those that have an effect on the company or get affected by the company’s performance. There are various stakeholders that are involved in the business of Airbus.  
Internal stakeholders for Airbus are its employees and directors. These people are crucial to the performance of Airbus. The individual and collaborative performance of employees has a direct effect on the product quality and business performance (Kotler et al. 2015). The director of this company takes crucial decisions regarding the company and this determines the direction in which the company can move.
Communicate with internal stakeholders: In communicating with internal stakeholders, Airbus organizes meeting once or twice within a week. Besides, mobile communication is also effective for interacting with internal stakeholders.  
External stakeholders for this company can be suppliers and consumers. The number of suppliers is limited in this industry and this company requires maintaining a good relationship with the suppliers to ensure uninterrupted sourcing of materials and equipments. The customers are mainly airline companies and military organizations.  
Communicate with external stakeholders: In communicating with external stakeholders, Airbus uses mobile communication and video calling applications such as Skype, Google Deo which enhances the overall marketing strategy in a proper way.          
[bookmark: _Toc26409352]6. Promotion
Communication is a method in which one exchanges information with others by writing, talking or using any other medium. 
[image: ]
Figure 5: Sender-receiver model of communication
(Source: Marconatto and Cruz, 2016)
According to this model, a sender encodes a message that it wants to convey through a promotional communication. The message is received and decoded by the receiver which is usually consumers of a business.    
Integrated marketing communication is a method in which all the messages and mediums of communication are linked together (Marconatto and Cruz, 2016). This is used by Airbus to have balance and harmony in its promotional campaigns.
Airbus organizes events to make passengers and customers aware pf its latest developed products. It exhibits specifications and unique features that make it different from other. The company invites engineers, pilots, and directors of other organizations in events. The company has started to advertise its aircraft directly focusing on the passengers. Primary customers of this company are Airline Company but Airbus promotes features of its aircraft directly to customers as demand among passengers can create interest among airline companies in its products. 
[bookmark: _Toc26409353]7. Recommendation
It can be recommended that the marketing team of Airbus must study market environments and prepare its strategy suitably. The changing macro-environments must be taken into consideration while developing marketing policies. The stakeholders are crucial for the business of Airbus and the management must communicate properly with them. The company can continue to expand its business into new markets and geographical locations by using proper segmentation and positioning of its product. The price of aircraft must be determined in a way that it can generate enough profit.  
[bookmark: _Toc26409354]8. Conclusion
It can be concluded that economic stability is a major factor that impacts the business of Airbus. The economic factors such as tax rates, inflation, and fluctuation in currency have a big influence on the business of Airbus. It gathers valuable data from the market to develop its marketing strategy. It develops its product in a systematic manner that can serve the consumers of several segments. 
[bookmark: _Toc26409355]
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