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[bookmark: _Toc48235402]Introduction 
This study will take the marketing point of view from the organisational perspective of “Boeing” in the UK. That will include an analysis of the general decision making process as undertaken by the company to satisfy potential customers. This will be supported by the effectiveness of branding around the marketing consideration, and how it helps in balancing strategies for the company. It will be demonstrated through the implementation of models and theories in practice that could also benefit the stakeholders. The study will recognise the stakeholder roles and how their participation in communicating organisational goals can end up benefiting the business. The study will derive its recommendations upon the same findings. 

[bookmark: _Toc48235403]The role of marketing in creating value for customers 

[bookmark: _Toc48235404]How the company practices marketing concept 
According to Voronov and Chasovskikh (2018), globalisation begins to take hold of the global markets. The impact of social communication becomes all the more important to support marketing concepts. This means that globalisation can radically change the political, economic, and legal structure, thereby influencing nuances and cultures. These disappear over time and are modified to support the overall mass population with products made as per their tastes and preferences (Armstrong and Kotler, 2007). The enterprises have thus begun to modify their marketing decisions to meet their requirements as per the customer tendencies. This can be seen through the organisation of “Boeing UK” that practices its marketing by identifying the customers who want to travel to both short-term and long-term domestic and international flight routes. They also try to understand the network and satellite requirements to communicate effectively between cities and countries. In some cases, they even support the military services of the country of the UK, by providing well-manufactured fighter jets like the “Boeing 737 AEW&C” models. They plan the decisions accordingly and prepare these products for the customers at the right juncture even before its competitors like "Airbus" and "Lockheed Martin." 

However, the organisation of “Boeing” also practices societal marketing by looking after the long-term needs of its customers. This can be seen through an investment of $14 million by its investment arm of “Boeing Horizon X ventures” to control the direction of radio waves using Isotropic systems (Pfeifer, 2020). This promises to revolutionise satellite systems in the country and the world, further providing a better brand image to the company by looking after the societal interests. 
[bookmark: _Toc48235405]Advantages of marketing towards the consumers 
The advantages of marketing are not only in the widening berth as taken by the organisations. It also facilitates the consumers to own the goods and possess it for a longer duration after the utilization of resources. The following are the marketing advantages as can be distributed by "Boeing UK."
Firstly, the organization has announced another manufacturing plant in the city of Sheffield, including a commercial plane maintenance hangar at Gatwick airport. This would support the customers with more availability of flights at close intervals, as they want to travel to different parts domestically and internationally (Boeing.co.uk, 2020).
Secondly, This company is working with the ministry of defense to facilitate plans for shaping a facility for the Royal Air Force P-84. It would provide both stability and security to the people regularly engaging with the company brand (Boeing.co.uk, 2020).
Thirdly, The company of “Boeing UK” provides valued engines to the Rolls Royce "Boeing 787" plane models. While separate landing gears are developed in Gloucestershire and the de-icing systems with GKN, it provides consumers with travel assurance through extended sustainable partnership plans (Wilson, 2020). 
Fourthly, The company has boosted £50 billion in the country’s GDP and generated £8 billion in tax revenue through more job creation and lighter aircraft supporting most customers. This has improved their goodwill (Wilson, 2020). 
[bookmark: _Toc48235406]Branding and its advantages towards creating value for customers 
The economic benefits of marketing demand a strategic angle to the whole aspect of customer satisfaction and integration to sustain a business. The implementation of brand and brand values comes to play as the organisation becomes more and more dependent upon its reach rather than the product or the services it provides. In other sense, it communicates a sense of diversification of the same service market. A brand can be nominal, terminological, symbolic, or identity oriented, but in essence, it makes up for an association in the minds of the customers worldwide. For an organisation like "Boeing UK" with operations spread in various international territories, the brand image and value are an organizational asset. For researchers like Dioko (2016), the dynamic growth of European multinational companies has been due to strategic branding and marketing approaches. The last decade has seen specialization like destination branding and sample branding, which alludes to the contributive nature of branding towards satiating specific customers oriented needs (Dioko, 2016). Boeing UK has implemented various branding mechanisms. For instance, Boeing, due to its sheer size and global manufacturing scope, has secured the tag or world's largest aerospace manufacturer. The brand identity of Boeing UK stems from the unified vision that was formed in the companionship with "Vivaldi." Globally, Boeing is the first choice for various airlines, including British Airways and United Airlines. These are, in turn, the two biggest flight service providers in the world. The chain of credentialing and accountability thus creates a sense of unbreakable trust in Boeing UK. The customers, in turn, get an accentuated platform to put their trust and choice of investment upon. (Vivaldi, 2020) 
[bookmark: _Toc48235407]How the company creates product value by implementing the Ansoff matrix 
The four dimensions of Boeing UK's strategic approach to generating product value seem to be the only possibility where the organisation focuses on its operational options, both currently as well as in need of the future. The implementation of the Ansoff Matrix is thus a necessity which might explain this attribute even further.
Market penetration: The market penetration strategy applied by Boeing UK is based on its lean product development model (Barney et al. 2018). The popular models of Boeing, including Boeing 777 and 737 are following lean production development models that have been used effectively by car manufacturing companies like Toyota and Tesla. The Model 777 alone has three variations in the form of 777-300ER, 777-200LR, and 777-200ER. The features and the additional model improvements are left out to get a better deal to the customers in the form of the airline service provided for individual buyers also.  
Market development: In terms of product development, Boeing UK applied different approaches in its domestics market from its host markets. This development is more prevalent in the way Boeing presents its products in the Middle-Eastern markets (Snoj et al. 2016). The terms and conditions of the host market allow for better product specialization, and this is why some markets are more responsive than the rest. The market development strategies of Boeing follow a similar format. The 737-900ER has seen most exposure in countries like the UAE and Europe, while 737-600 has seen more exposure in the Asian markets. This is the outcome of a thorough market development strategy meticulously crafted by the Boeing UK.
Product development: Innovation plays a huge role in differentiating product development from product modifications—the latest example of this being the Boeing 787 Dreamliner. In a market where product development is the only strategic advantage, companies like Airbus are investing large sums of money in charging up their innovative product development tactics. In this sense, the Boeing 787 was a response to Airbus's A380. Boeing since then followed a similar path by decreasing production cost and increasing functionality (Barney et al. 2018). They are using 60% more fiber components than the previous iterations of 737.  
Product diversification: Collaborations with companies like Vivaldi in satellite and deep space programs have given a new frontier to Boeing UK. The investments made in these domains have no apparent impact on their aerospace operations (Snoj et al. 2016). Boeing UK has initiated a long term development deal with both the UK and US governments for products like Boeing F, Advanced F-15E, and Boeing C-17 Globemaster III. This sums up the diversification and the product evaluation process for Boeing UK.    
[bookmark: _Toc48235408]Engagement of stakeholders and their impact on the marketing activities of an organisation 
[bookmark: _Toc48235409]Identifying the stakeholders including internal and external stakeholders with company examples 
It is quite important to identify who qualifies as the actual stakeholders with an organizational context. They can include institutions, groups, other companies, and the people themselves who can influence the company objectives. These stakeholders can also be influenced by the overall attainment of the company objectives. The impact of stakeholder theory becomes crucial to understand how the stakeholder groups can be divided. It is vital to consider the connection that companies might have with their environment (Benn et al. 2016). The organisations try to make a reputation under a highly competitive market and thus try to exercise equilibrium. The stakeholders who can impact the company performance from within the firm are considered as the internal stakeholders. These include employees, board members, and policymakers. On the other hand, the external stakeholders include the suppliers, customers, investors, government agencies, and others (Benn et al. 2016). The stakeholder groups of "Boeing UK" can be identified under the following heads and distinguished as internal and external stakeholders.
Internal Stakeholders of Boeing
Employees: The workforce of “Boeing UK" is available towards the organization for engineering apprenticeships or managing projects related to information technology, and providing specialisation to the supply chain management. Due to a 2:1 pension contribution and competitive base salary, apart from the BUPA health benefits. The company of “Boeing UK” provides both professional and personal assistance to their 2500 workers for their over the years contribution (Boeing.co.uk, 2020).
Board members: The board members of the organisation are led by "Sir Martin Donnelly," who is the managing director of the UK and Ireland division of the company. Assisting him are "Anna Keeling" and "John Palmer," who are the managing directors of the defense and the BCASEL division (Boeing.co.uk, 2020). 
External Stakeholders of Boeing
Government agencies: The ministry of defense is affiliated with the company of "Boeing UK" for delivering a £100 million P-8A operational support. It has also provided new models of its "Chinook CH-47" helicopters to the British armed forces apart from other aeronautics assistance (Bruno and Walsh, 2019). 
Suppliers: The company has over 250 suppliers, and a common among them are "Aeromat," "Amsafe," "BAE systems," "GKN," "GE aviation," and "Oxley group." This organisation has spent around £1.8 billion on the UK supply chain since 2015 (Boeing.co.uk, 2020). 
Customers: This organisation supports major commercial aviation companies like "RyanAir," "Thomson airways," and "British Airways," delivering over 600 airplanes in the last few years. Among them, the "Boeing 737" is one of the low-cost carrier planes that entice the customers (Boeing, 2019). 
Investors: The Aerospace technology institute provides around £2 million investment each year for supporting a concept of industry 4.0 for innovating aerospace business (Hill, 2020). 

[bookmark: _Toc48235410]Stakeholder communication performed by the organisation and how they impact the activities of the organisation
The framework of corporate communication implies a stakeholder communication model, that can work both one-way asymmetrical and a two-way asymmetrical model. The first approach allows the organisation to develop a persuasion strategy to shape the shareholder decision in favor of the company (Brennan and Merkl-Davies, 2018). This is different from the second approach, where the intention is to get the attention of the passive receivers or shareholders, and their mutual persuasion among each other to arrive at a decision. 
[image: ]
Figure 1: Stakeholder Communication model
(Source: Brennan and Merkl-Davies, 2018)
This organisation of “Boeing UK” has recently appointed Claire MacAlesse as the director of communications in the UK and Ireland. While she will operate from London, the stakeholder communication strategy of the organisation will be to communicate in both ways as per the model behavior. That will benefit the organisation to remain at par with new market developments, improving supplier engagements, continuously improving employability potential of over 2,200 workers, and creating 16,500 jobs. The job also requires swift consultation with the managing directors of the enterprise through techniques of information, dialogue, and persuasion (Boeing.co.uk, 2020). The company also utilises its press releases and annual reports to stay in touch with the consumer groups. This helps them in receiving feedback and also impacts their behavioral changes towards the market. 
The power interest grid model can suggest how the stakeholders can impact the marketing activities of "Boeing UK."
High power and high-interest people: The press releases and other product-related clarifications are intended towards the customers and suppliers who form the high-interest group for "Boeing UK." 
High power and less interested people: The Aerospace technology institute and government agencies like the ministry of defense are regarded among the high power groups. Their less interest lies in the fact that they are least concerned with the “Boeing” activities and more with investing towards projects.
Low power and high interested people: This company of “Boeing” tries to keep in line with the employees by addressing concerns to them regarding certain projects undertaken by the company. These stakeholder groups have a high interest in the company.
Low power and less interested people: These are generally the private companies who try to partner with “Boeing” in the form of “RyanAir” or “British Airways” for marketing projects. 
[image: ]
Figure 2: Stakeholder power grid Matrix of Boeing UK
(Source: Self-created)
 
[bookmark: _Toc48235411]Recommendation 
This study provides the following recommendations after going through the perception of “Boeing UK” and its stakeholders in implementing a suitable marketing strategy.
Firstly, the company can open more manufacturing divisions across the UK to cater to many commercial airline services, especially during crisis periods. These include the pandemic situation where there is a shortage of flights, and the same can be fulfilled by "Boeing UK" to influence its goodwill in the market.
Secondly, This organization should invest more in technology-centric production that warrants sustainable developments, especially around its 777 models. That would appeal to the consumers in a general undertone that acknowledges their needs towards the product.  
Thirdly, the organisation must create more jobs for the employees, especially by generating better project opportunities that can arise from partnerships with aviation institutes and government agencies.
Finally, the company of “Boeing UK” should generally communicate efficiently with its customers by using more intermediaries like "McAleese" that can maximize the reach of the organisation. Similarly, it must convey to its supplier's associated information. 

[bookmark: _Toc48235412]Conclusion 
This essay concludes by stating that the organisation of “Boeing UK” is concerned with the globalised markets around the world. It is essentially why the company wants to put forth more initiatives from its “Horizon X” division. The study also concludes that the organisation believes in generating value for its customers by creating a sustainable production system. This involves a reduction in the overall time without compromising the quality. The study further concludes that it is willing to create more jobs through joint-partnership programs involving commercial airlines, Government agencies, and other institutions. This can improve its corporate image by also concluding that the communication chain is followed along with a strategic framework. 
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