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[bookmark: _Toc48392350]1.0 Introduction
Marketing is considered as the strategies and activities developed by organizations to create, communicate, deliver as well as exchange offerings. Businesses create value for their consumers, partners, society, and clients through such offerings. Marketing is not only the process of advertising, but it is also the method which helps businesses to sell products to their target audience. This study aims to analyze multiple aspects of marketing, including the 4 "pillars of marketing (the 4 P’s)” of Boeing. Marketing is influenced by multiple internal as well as external factors, and so this study also holds the aims to analyse PESTLE and SWOT on the company’s background.
[bookmark: _Toc48392351]2.0 Analysis and discussion
[bookmark: _Toc48392352]2.1 Marketing process of Boeing
The “marketing mix” highlights the tactics or actions that an organization utilizes to promote and highlight its product or brand name in any specific market (Liu, Li, Chen and Balachander, 2017). The main four components of “marketing mix” are: “product, price, promotion, and place" These are the pillar of business marketing. The picture below is identifying the four aspects of the marketing mix.
[image: https://lh3.googleusercontent.com/LEWPn84fNSvzUpz6xM4P_Wbo762Xd3kB_ClEdUX9qp0wEDC_W4VrvyoXOvjFBKa1CDlL2KYnI0VgOpBdkRgsBp6WhzDiqUaaf8XzySZ9mxiA7xarSCUPUXWU_1P7ojKKDhSyIXZ0]
Fig 1: 4 P’s of marketing
(Source: Luenendonk, 2020)
Marketing process of Boeing can be understood from analyzing its 4 P’s of marketing:
· Product strategy: Boeing provides multiple products as a part of the strategy of its marketing mix. Boeing's defense items include "CH-47 Chinook”, “B-1B lancer”, “Apache Longbow Air Force one," "Airborne early warning and control," "c-40 Clipper", and many more. It's derived military and commercial vehicles include, "707/720”, “717/MD-95”, 747, 737, 757, “B-1 Seaplane," and a lot of other things. This organization brings high-tech commercial planes in the international market with an impressive warranty scheme to support its items and attract consumers. Boeing sells its services that are popular for its indigenous design, and also very much practical and modern to use. Apart from that, it sells items that are impressively differentiated with multiple features or specifications that its competitors cannot offer (google, 2020).
· Price: Boeing's pricing strategy is mainly premium. Boeing's pricing is aggressive and competitive only with reference to some of Airbus's products. There is a passionate rivalry for some of Boeing's items, while some items are unchallenged. This organization generally offers a huge discount for a similar type of product offered by its competitors. So, because of the Duopoly, Boeing has the capability to utilize price discrimination in the marketing mix.
· Place and distribution strategy: This organization sells its items through coordinating with multiple carriers across the international market. Some of Boeing's consumers include Lufthansa, Air India, Jet Airways. A lot of international planes or carriers are Boeing. The most vital part is the distribution, which also includes the spare part's distribution. Boeing's distribution areas are situated in ten distinctive places to decrease the risk related to shipping costs (Celo, Nebus, and Wang, 2018). It also helps Boeing to decrease its delivery time. Consumers can place orders through Boeing's websites, and there are seven manufacturing units, where Boeing manufactures its aircraft.
· Promotion: Boeing promotes itself with the help of print media and TV commercials. Its logo can be found in all of its aircraft carriers. To enhance visibility, Boeing also sponsors or finances some important events. The promotion primarily targets its carriers. Apart from that, Boeing's website link has been posted on multiple websites to allow consumers to reach Boeing's websites.
2.2 Mission statement of the company
Boeing's mission statement highlights the vision of the company. Boeing wants to be the leader of the aerospace industry by enabling individuals to work together or combine as an international enterprise in the aerospace sector.
2.3 Situational analysis
SWOT analysis

	Strengths
· Huge Global presence and market share
· The reputed and loyal clientele base
· Rich Variety and variation in the products they produce
· Strongly spending on the research and development of new technological innovation

	Weaknesses
· There is a dispute in trade between Bombardier and Boeing, which has impacted Boeing's sales of defense aircraft (Brennan, 2020).
· It's high pension commitment towards resigned labors also adds to the company's high expenses.
· The defense and space segment of the company is not performing well; this is proved by the lower revenue these two segments have generated in the last few years (Rodrigues and Lavorato, 2016).

	Opportunities
· New Taxation policies significantly impact business and create new opportunities to increase its profitability
· New trends of customer behavior can also create great opportunities for Boeing
	Threats
· Airbus is giving very tough competition to the company in terms of production capacity which might create tough times  for the company
· The current pandemic situation has brutally affected the travel sector and also have created an unsure environment for traveling



 
Table 1: SWOT analysis of Boeing
(Source: Self-created)
With reliable suppliers, strong brand value, and a skilled and trained workforce, the company has a big advantage of producing quality products and reaching consumers better than its competitors. But Boeing has failed many times while merging with firms that have different work cultures; also, there is a mismanagement of cash use, which can be planned in a better way.
2.4 Marketing strategy implementation and control of Boeing
Boeing deals with all top-level high tech equipment suppliers and makers around the world to produce the best quality among its rivals. Segmentation, targeting, and positioning are the main points of the company's marketing strategy implementation. Segmentation is used to group a population by identifying the characteristics, needs, and demands. Boeing uses a mix and match of geographic and demographic strategies in order to serve different nation's customers. Then based on these different groups, the company targets them by offering different sets of products like fighter planes, private planes, and commercial ones to the customers. A positioning strategy is then used to highlight the benefits of these differentiated offerings. Wide range of services and products that the company offers for a different group of customers, long haul/ short-haul, domestic as well international routes, satellite network services, fighter jet places Boeing, fifth country freedom rights are few factors that help Boeing to stay way ahead of its rivals. The company operates in critical businesses to support the mainline business, other than their aircrafts product, the company also provides capital services to support and finance a consumer’s purchase and leasing requirements, these strategies implementation make the Boeing’s business model competitive and visible (Thompson, 2020).
2.5 PESTLE analysis and state whether the factors are favorable or unfavorable

	Political
	· Political hindrance is a big factor that affects the aviation and aerospace industry, and in many markets, its impact is high.
· How stable the political situation is in a country, and how important the aviation sector is in the economy of any country.
· Also, military invasion risk is one-factor aviation, defense company checks before getting into any new market.
· Check on corruption and regulation levels in the sector of industrial goods.
· The legal framework to enforce contract, taxation, trade regulation. pricing and wage legislation
·  Bureaucracy and government interference in the industry

	Economical
	· The economic condition in the market of operation, how  stable the economy is
· Exchange rate, interest rates, inflation rates, discretionary income, unemployment rate, economic growth rate, and stability of the country's currency.
· Studying the business cycle that is prosperity, recession, and recovery of the particular host country


	Social
	· Society’s culture impact the organization’s way of doing things in any environment
· Through the attitudes and beliefs of the society's population, Boeing understands the potential consumers of a given area and how to design the message for marketing their products to aerospace industry consumers.
· Skill level, education level, demographic of the area's population. The power structure, hierarchy, and class structure of the area.

	Technological
	· Technology is changing at high speed across the aviation industry, and this doesn't even allow the established companies to cope with the fast speed (Rashid et al., 2017).
· Technological analysis is a must, and Boeing is always on its top game when it comes to incorporating these new technologies into their products and services.
· Recent new advancements of technology by the competitors of Boeing makes Boeing work more towards research and development.


	Legal
	· Most of the countries don't have strong legal laws and frameworks to protect the intellectual property rights of any organization; thus, Boeing carefully evaluates its legal work before entering any such market.
· Also, Boeing considers other legal factors such as Anti-trust law in the aerospace industry, discrimination law, patents and copyright, employment law, consumer protection act, data protection law, etc. 

	Environmental
	· Markets have their own different norms and standards for environmental laws, and there are different liability laws that different markets follow.
· Aviation companies like Boeing need to take care of many different environmental factors like climate change, environmental pollution regulating laws.
· Industrial goods waste management, promoting eco-friendly products, and going green.


Table 2: Boeing’s PESTLE analysis
(Source: Self-created)
[bookmark: _Toc48392353]3.0 Recommendations
From analyzing the marketing plan and the external as well as internal factors, some recommendations can be identified in terms of enhancing Boeing’s marketing and operational capabilities. These are:
· Safety is a big concern for all aircraft producing organizations. Apart from that, Boeing has encountered criticism because of safety issues in 2015. So, it is recommended to invest more in its safety management department to mitigate safety-related risks. It is also recommended to train its pilot more actively.
· Boeing has collected very few revenues from its space and defense sector. It is because of the low service quality. So, it recommended enhancing its product quality in the two mentioned sectors. Apart from that, Boeing needs to invest more in its R&D department to gain a competitive advantage in the market.
[bookmark: _Toc48392354]4.0 Conclusion
This study has identified multiple factors related to marketing and product development. It is understood that organizations develop their products based on the requirements of the market. A lot of factors impact the product development strategy of a company. Apart from that, from political factors to environmental factors, and from legal factors to economic factors outside the company can hamper the profitability and market strategy of the business. This study has successfully analyzed Boeing's internal and external influencing factors through SWOT and PESTLE analysis.
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