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Introduction

The global airline industry has become a mandatory part of the national and international businesses in the area of communications, transport, supply chain and tourism. It is fare to say that global changes in the last century like globalization, the possibility of free travel of people and goods, gave the change to that industry to developed , grown and establish leading position in the global business environment. The high demand lead to high competitiveness in that industry, which encourages companies to utilize effective and efficient marketing strategies in order to justify that demand.
Emirates airline has been established in 1985 and it is under the Government auspice. The company is based in Dubai and its main its main activity is the provision of commercial air transport services. (Emirates then and now, 2020)
The aim of this essay is to establish an evaluative analysis of the companies marketing strategies the marketing mix and defining the marketing stages and processes within the business.
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Marketing analysis of Emirates Airlines
Emirates airline is the largest air service company in the world, working in 155 airports in 81 countries\ (The Emirates Group, 2019-2020). The company is purely a service provider from a domestic flight through supply chain to extensive training programmes represented by the Emirates Flight Training Academy. (The Emirates Group, 2019-2020). In order to provide the best value of services to the customers and to justify its excellent reputation build through the years, the company has to establish the best possible marketing strategies within the business.
Segmentation, targeting and positioning.
According to Kotler, Armstrong and Opresnik (2018, p.28) “Marketing is engaging customers and managing profitable customer relationships”. The main purpose of marketing is to promote the business in the best and valuable way in order to attract new customers and to still be able to fulfil the existing customers requirements and keep them satisfy. The segmentation, targeting and positioning are wide rage of marketing techniques from the marketing process for a successful marketing strategy. The airline includes three categories of flight: First class, Business class and Economy class. It is between a corporate level and a middle class and how much customer is willing to pay.  Which shows that the company serves all types of lifestyles and customers preferences. As a worldwide serving company, they are not segmented geographically and even are trying to extend its market scope. Another example for segmentation is the age. There is no segmentation for age, however the Emirates airlines has divided into sections according to their age under infant, children and adults. This reflect on the ticket prices, for instance: the infant and children’s tickets are discounted from the full adult price. (Travel service, 2020). 
As it was mention above, the company is strongly focused over the customer needs and. For Emirates, the importance is to build strong relationship with them hence the diversative range of products which present to its customers. Therefore, the company operates with a differentiate target market which require the engagement with different marketing strategies for each segment of the market. 
Marketing Mix
Bishop’s (2012) emphasis that “the 7ps are a useful framework for deciding how the company’s resources will be manipulated (strategically) to achieve the objectives”. Those are Price, Product, Promotion, Placement, People, Physical environment Process. There is a packaging objective, but only if the product is tangible. This essay is going to assess the four main forces of the marketing mix as below:
Product – the product of Emirates airline is not only to transport the customer from A to Z , but also to give the best experience with unmatched comfort. The aim to have the professional and personal approach towards its consumers. In terms of assets the company invest in highly modern Boeing 777s and Airbuses. (Our flees, 2020)
Price – the price refers to the way how the company can establish a price in order to penetrate an already existing market and to stay competitive or to get as much as possible from setting the high prices if goes to a new , unfamiliar market. Emirates, in compare of its competitors on the same market, keep an average prices , even of the impression of being an expensive service company. 
Promotion – it refers to all the activities which the company undertaken to make the service known to the public and this can include different type of advertising, awards, discounts. For example, the company launched the Student discount program. Also, uses the social media, TV platforms and internet for promotion purposes. The company have contracts with the biggest names in football like Milan, Real Madrid and Benfica as sponsorships with them.
People – Emirates is famous of withs diverse workforce. Also, the organization invest in internal marketing by providing wide range of trainings and support for its employee and their personal development. The company offers a competitive salaries and benefits. In all fairness, the prices in the airline business very depends on the fuel prices as well and from here can affect the company’s profits.  
 The above are the four main frames of marketing mix, which companies and organization must examine in order to evaluate its own position on the chosen market and the of course to analyse the competitive behaviour. And therefore, to establish the appropriate market strategy in order to meet the set core objectives and goals.




Conclusion
Customers needs, demands and wants are the engine of the marketing model. Together with evaluating the external and internal forces which can affect the organization behaviour in the face of SWOT and PESTEL analysis, companies should on other hand design a strategy which is strongly focused on the customers needs and customers satisfaction and where the organization stands in the market in order to delivery those needs. Before the product reach the consumer, the company has to conduct a strategy, which includes segmentation, targeting and positioning of the product. Thereafter, the implementation of the marketing mix. So that to understand the market in which will operates the organization, to set targets, prices which needs to reflect the high demand and supply. How efficiently to promote its products or services and how to attract more customers, therefore, to extend the demand. All this has been successfully mastered by the Emirates organization. Company’s lead positions in the airline market are still strong, however, the global business environment is in constant change and this require of them to adopt on those changing and to react, respectively. All the marketing mix elements are influencing each other and the market in which the organization operates. And handed right can lead the company to a success and high customer demand and achieving its goals and objectives. It requires a deep understanding and  market research. 
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