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[bookmark: _Toc71145120]Introduction
Modern business organisations design marketing efforts as a particular function within the business corporation. Marketing is designed to make the deliverables available to customers reach and fulfil customers’ expectations from the promises, a company make. Marketing efforts are prepared and conducted by the company to reduce the gap and knowledge within communication about a company and its products or services to its target audience or customers. Within the business organisational context, marketing management refers to the structured effort of conducting marketing activities within the outline of management (Shah, 2015). Indicating the planning, organising, leading and controlling frameworks of management and its application to marketing efforts within a business organisation. This report reflects on the aspects of environmental marketing analysis and conceptual frameworks of environmental analysis within the marketing management (Shah, 2015). 


[bookmark: _Toc71145121]Marketing Management and Implementation within Virgin Atlantic
Marketing consists of organisational and individual endeavours within satisfying their customers' demands dynamically within a profitable manner through creating additional values with the core products or services (Park, 2018). Marketing management concerns with accomplishing the end goals of marketing efforts of a company is within  process a system in order to complete the marketing activities within a certain spectrum of the market. Among other marketing methods, relationship marketing is most appreciated among marketers around the globe. 
Relationship marketing focuses on developing a long-term relationship with their customer by delivering consistent satisfaction through the combination of marketing mixes and outstanding experiences regarding the consumption of the product or services within the comparison to other business competitors (Park, 2018). A customer’s value to any company will remain as long as the customer is purchasing only from that company. Each purchase adds value to the company and in exchange, the customer receives an experience. Most of the  customers who use  Virgin Atlantic are regular customers who have memberships or loyalty cards and many of their customers owns some or part of the company shares as well. This signifies the idea of relationship marketing (Park, 2018). 
Elements of marketing mix regarding the marketing management includes product, price, place and promotion. These marketing mixes are the elements that a company could utilise within the creation of the value for its potential customers. 
Product refers to the actual product or service which the consumer will consume, price gives a sense of value to the customers regarding the product or services, the place is the location or the area of the product's availability and promotion takes the mix to the customers through advertisement or other communication channels (Park, 2018). 
Societal marketing or the words of mouth strategy of marketing is also famous among the marketers which are seen to create a viral impact over the target audience. Mass customisation of a product or a service for a specific group of customers also create a massive demand among the target customers. Customers feel an entitlement or a sense of ownership to that specific product or services (Harris, 2019). 
Internet marketing is also being appreciated by marketers because of its quantitative characteristics, besides digital marketing is more precise, effective and feasible within the comparison to the traditional marketing system.  

[bookmark: _Toc71145122]Theoretical Frameworks of Marketing Management within Virgin Atlantic
The marketing models of Ansoff’s Matrix Model is a four segments model which applies to existing and new markets for existing or new products. This model includes four types of perspectives towards a market that could be developed to accomplish a certain goal or establish a new market will attract new customers for new product within a company. The model is being critically evaluated here; 
[bookmark: _Toc71145123]Ansoff’s Matrix Model
[image: ]Market Penetration: This perspective focuses on increases sales of a specific product or services among the existing customers. Customers are already conditioned to the product; they have used the product and been satisfied with the service before. The company promotes the product among the customers by giving them  discounts, or doing package deals around holiday times (Harris, 2019).
Product Development directs to the concept of developing a new product among the existing customers. Bringing a new flavour, adding a new feature or variations in order to gain more customers. New product development emphasises the potential and existing customer’s preferences. 
Figure 1 Ansoff's Matrix Model (Source: Author)                     
Market Development means selling existing products or a brand’s experiences within a new market, expansion of outlets, expansion of the business within a new location or region or introducing a new group of peoples about the products or services that are included within this perspective of marketing model (Harris, 2019). 
Diversification refers to the new model of business marketing, within the new era of business, the inclusion of different groups of consumers within the loyal customer base of the company. Including different tastes, colour or customised preferences within the product range and diversifying the product portfolio for attracting much more consumers within the process of marketing management. 
[bookmark: _Toc71145124]SWOT Analysis within Virgin Atlantic’s Internal and External Elements 
Virgin Atlantic is a British airline corporation that operates under this name. The founder of this company is Sir Richard Branson and the current CEO is Shai Weiss. SWOT analysis is a tool to evaluate the internal strength, weaknesses, opportunities and threats to determine the possible scope of improvement and strategic competitive advantages of the company. 
Strengths 
High efficiency and higher customer preference are the major strength of the company. A large customer base of the regular customers uses the services of Virgin Atlantic. Diversification of its destination and distribution of those within most profitable routes. Innovative and renowned brand among the high valued customers of the industry (Harris, 2019). 
Weaknesses
High competition and less availability within the countries of emerging economies posses as a weakness of the company. Lower growth and expansion rate is also another weakness within the company. 
Opportunities
Scope of utilising  London / United Kingdom and nearby destinations as its marketing pull. Virgin Atlantic has the scope of expanding into emerging countries within Asia and Africa. International routes have more scope of profitability (Harris, 2019). 
Threat
The major threat within the airline industry arises from the price hike of fuel, besides labour cost and employment costs of operating airlines are also increasing every day. 
During the global pandemic within  Covid-19, the airline industry has flooded and crashed due to the international flight bands among a large number of  countries. Local  flights were also affected and flights were  cancelled to reduce the infection rate and deadly spread of coronavirus know as Covid-19 


[bookmark: _Toc71145125]Internal Environmental Factors Analysis within Virgin Atlantic
[bookmark: _Toc71145126]Porter’s Five Forces Analysis
[image: ]Application of porter’s five forces model has been illustrated here to critically evaluate the internal environmental elements of marketing management within Virgin Atlantic. 
The threat of new entries is the competitors and new competitors which are grabbing the market share of the company. Virgin Atlantic has very few competitors within the destinations of it operates (Harris, 2019).  
Bargaining power of customers/buyers this means the power of customers for Virgin Atlantic over the company. Virgin Atlantic’s customers are mostly corporate travellers, business person or aristocrat upper-middle- and middle-class visitors, most of the customers are regular travellers and flyers that have less tendency’s of switching when it come to the airlines thay use for their constant visits/travels (Kbmanage.com, 2021).  Figure 2 Porter's Five Forces (Source: Author)

Bargaining power of suppliers includes fuel providers, employees, staffs, logistics and other connecting service providers, on whom Virgin Atlantic is not solely dependent, the company sources its supplies from multiple providers which reduces the threat of high bargaining power or leverage from the suppliers (Kbmanage.com, 2021). 
The threat of substitutes or alternate to aeroplanes are the economy categorised aeroplanes or electric train, which is not as fast as the aeroplane. The majority of the passenger of  Virgin Airlines are corporates, business person and business leaders who will prioritise time over money. 
Industry rivalry from the other competitors within the airline industry or transportation industry couldn’t also possess high leverage over the company, because travelling through Virgin Atlantic is not just a need it's the overall experience from Virgin Atlantic that its customer's value the most (Kbmanage.com, 2021).
[bookmark: _Toc71145127]Critical Evaluation and Analysis of External Environmental Elements
Broad environment refers to the environmental elements that couldn’t be influenced by the company. On the contrary, the company should develop a contemporary strategic response or plans to comply with the changes within the environmental elements. Adaption within the environment and its element is required to sustain itself within the industry (Kbmanage.com, 2021). 
Demographic elements of the environment couldn’t be influenced, instead Virgin Atlantic could implement an inclusive approach to a different aspects within the business management such as human resource or branding. 
Economic factors such as recession, inflation, unemployment or growth couldn’t be influenced by Virgin Atlantic. Recession brings negative impact directly over the business, as people would have less money, they’d look for more efficient ways of travelling. On the contrary, inflation impacts positively with the short-terms but within the long-term prices of oil or fuel that has increased which has had an negative impacts on Virgin Atlantic airlines (Kbmanage.com, 2021).
Physical means tangible or touchable elements, such as land, water or other elements of a broad environment. Natural disaster or changes within the environment could impact the flights and operations of Virgin Atlantic directly. 
Technology disrupted most of this industry, updates and upgrades of the aeronautical technologies influence the business and operations within the company, which could be responded to with a appropriate response (Kbmanage.com, 2021). 
Political-legal influence the operations of an airline company by putting pressure upon the industry or the company’s by passing a law, an act or a policy. Political unrest, changes within  the government also influences the company’s business.   
Socio-cultural elements of the environment don’t pose a critical threat upon the Virgin Atlantic but still cultural appropriations, misleading message or branding through demeaning specific groups or ethnicity could pose a massive threat to the company as well (Amazon.com, 2021). 
As internal elements could be directly changed or influenced within the company thay should focus on improving and utilising its strategic capabilities and reduce the severity of the company’s weaknesses. Besides, the company should also analyse, evaluate the broader environmental elements and develop appropriate strategic responses to the changes and situations (Amazon.com, 2021). 
[bookmark: _Toc71145128]Recommendation for Future Integration of Marketing Management
Marketing management is a continuous effort that a company should implement within a business’s marketing system. The term “market” is referred to a group of customers or where customers gather to purchase something. Marketing is also defined as a set of activities to design an experience that a customer could gain from.By consuming  product or using different service.
· Virgin Atlantic should design its marketing efforts by utilising the marketing mixes and integration within the environmental analysis.
Designing the final utility value of a product or services is not just the products, it includes the other relevant experiences a customer gains from consuming the deliverables (Harris, 2019).
· Virgin Atlantic should focus on the scope of improvisation within the process of value creation within their services. Among other airlines, the company’s services should  be designed to retain the maximum number of potential passengers.  
Delivering the overall customer base within a standard level of satisfaction involves various mixing and a combination of efforts. Marketing is also a set of efforts and activities, which includes marketing mix, segmentation, advertising or promotion, market skimming or penetration and other relevant tasks
· Virgin Atlantic should segment passenger’s persona and make the services designed for persons from different segmentation. It’s most unlikely that younger  millennials or family’s would enjoy their journey with a corporate or a business person when travelling thay would save their money by purchasing an economy ticket which would allow same persons from different backgrounds, ages, understanding and mindset to travel as one. Designing a range of availability for different services for their customers should be allocated according to the demands when travelling (Harris, 2019). 
As the demographic analysis shows, Virgin has a customer base of high paying customers, who travel for business purposes. 
· Pricing of the tickets for Virgin Atlantic should also be redecorated, as the airlines provide premium services it charges a higher price comparing to other economy level airlines. But the company’s should rethink their prices that thay fell will reflects a satisfactory customer price. If a passenger is travelling through the economy class, then they are most likely change the airline and pay less. 
Travelling is not just about the allocation of seats, quality of the accommodation, it’s all about the experiences that  the passengers are getting from through their journey. (Harris, 2019). 
· Services that are being provided to them should be premium and satisfactory within a respectful way within the value they are providing.
Within the rapidly changing and transforming of business era, marketing efforts were also been disrupted and changed its medium or system. Though systems, channels or medium has been changed or transformed due to the technological advancement, core concepts and ideas of delivering the highest possible value, connecting within their customers, implementation of the marketing management within the business and managing of performances for  marketing within an organisation follow the core concepts of marketing (Harris, 2019). 

[bookmark: _Toc71145129]Conclusion
This report reflects the conceptual frameworks and application of marketing management models within Virgin Atlantic. Different aspects of marketing have been presented accordingly. Mostly marketing is to target the most potential customers and converting them into retaining customers by delivering more than expected customer value. Customers remember the experience of consuming a specific product or services rather than the name, packaging, advertisement or any other thing. Delivering the best experience could exponentially grow a business within the long term. 
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