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1
Executive Summary
The paper will be analyzing Emirate Airlines’ business concerning business strategic tools such as Porter’s five forces, PESTEL framework and Ansoff’s matrix.
Starting with two aircraft back to the year 1985, the Emirates airline has grown to be a world-class aviation giant reaching over 150 destinations across six continents as of March 2022.
The business analysis serves the company to better evaluate its current situations externally and internally. A more personalized and advanced customer care strategy will make the company maintain its leading position in the competitive marketplace. Suggestions and conclusions are summarized at the end of this paper.

Chapter 1 Company
1.1 Company Background
Founded in 1985, Emirates is a Dubai-based global company. The airline serves 150 airports in 78 countries across the world. The airline of Emirates provides worldwide travel services, cargo and ground handling. The travel service extends to worldwide destinations, industry-leading inflight entertainment, inspired cuisine onboard and retail business at the airports.
As of 31st March 2022, the airline has carried over 19 million passengers, owns 262 aircraft and hiring 45,843 employees. The airline is one of the largest international airlines in the world and has won several awards such as ‘the best airline in the world’ at the ULTRAs 2022 awards, and ‘Passenger Choice Award for Best Global Entertainment’ at APEX 2023 awards.
(Source: https://www.emirates.com/media-centre/emirates-scoops-5-global-accolades-at-both- the-ultra-and-apex-awards-2022-23/)
1.2 Challenges
The Covid-19 pandemic has been one of the biggest challenges in human history, especially in the aviation industry. The pandemic has caused unprecedented disruptions to the airline business. Almost all airlines have laid off employees unwillingly during the year 2020 to 2021. Emirates Airlines has experienced a huge loss in financial performance due to the lockdown and border closing in different countries of the Emirate’s network.
Three years have passed since the pandemic outbreak, and it is promising to see more and more borders open and people start travelling again. In the post-pandemic era, building an even stronger brand image rooted in the customers' hearts becomes the main challenge and focus of the company (Emirates Annual Reports, 2021).
Chapter 2 Literature Review
2.1 Porter’s Five Forces Framework
Michael Porter’s Five Forces framework has been recognized as one of the most influential business strategy tools since its first publication in the Harvard Business Review in 1989. The ‘five forces’ framework deals with and shapes the structures of all business industries, outlines the competition rules as well as summarizes the root causes for business profitability (Porter, 2008). As a classic theory it is, the five forces framework includes competitive rivalry, powerful buyers, powerful suppliers, potential new entrants and substitute products. According to Porter, the collective strengths of these five forces are the determinants for an individual firm to stand out and maintain its profitable position in the marketplace (Porter, 2008).

2.1.1 The Original Thinking Behind Porter’s Five Forces
Porter distils his five forces framework from the industrial economics approach, and such an approach presumes that the market structure defines the attractiveness of an industry and extends to a specific firm. The market structure, on the other hand, affects the market contributors’ behaviours, which is the strategic behaviour of organizations (Raible, 2013; Slater & Olson, 2002).

2.1.2 A Brief Review of Porter’s Five Forces
Rivalry Rising Among the Existing Competitors
The first force under review refers to the rivalry among the existing competitors.  The fiercer this force becomes, the more suffering an organization would experience. Under the pressure of significant rivalry, the business organization would start taking some measures such as price discounting, service enhancements without additional charge, and introducing new products and advertising campaigns, all of which would increase the firm’s spending (Porter, 1985). Moreover, the business organization would adjust the frequency of giving more benefits to the consumers by judging the competition intensity, the number of firms competing with each other, the industry growth rate and so forth (Hubbard & Beamish, 2011).

The threat of New Entrants
When a new entrant decides to gain market share, there are seven barriers concluded by Porter (Porter 1985) namely: (1) supply-side economies of scale, (2) demand-side benefits of scale, (3) the switching cost among the customers, (4) requirements of capital, (5) incumbency advantages, (6) access to distribution channels, and (7) the restrictiveness from government policies. It is of great importance for a new entrant to evaluate and analyze these barriers, to avoid heavy investment decisions becoming a disaster. Moreover, it is recommended that the threats for new entrants could mainly depend on how high entry barriers are and the number of existing organizations in the industry (Johnson et al., 2008). Furthermore, the desire to obtain the market share and new capacity that the new entrants can offer would all bring pressure on prices and costs, thus affecting the competitive advantages of the industry (Porter, 2008).
High Bargaining Power of Suppliers
There are several reasons relating to the high bargaining power of suppliers. Firstly, a group of suppliers may unite and form an ally occupying the dominant position to control the high selling price. In other words, the supplier's group manipulate the high selling price (Slater &
Olson, 2002).  Secondly, the high bargaining power of the suppliers comes from their diverse customer groups from various industries, in this way, the suppliers could gain their profit from various channels (Porter, 1985). However, there is one influential factor to the supplier's power, and that is the customers. When customers demand better quality products and services, it would bring a negative effect on the profitability of the firm. When organizations find it difficult to recover from the increasing prices, the threats to the business are escalated.

The Bargaining Power of Buyers
According to Porter, the biggest advantage of buyers’ bargaining power exists when the firm is in a monopoly market situation. In such a situation, the buyer's bargaining ability is powerful and suppliers would conform to meet the buyer's requirements even if there is a rate of return for the suppliers. In the monopoly market, the buyers have great power to find alternative suppliers, in other words, there is an imbalance between the buyer and seller powers (Slater & Olson, 2002).
On the other hand, when buyers have less power, difficulties such as fewer options, obstacles to gaining price information, the possibility of price discrimination and price bundling problems could occur.



The threat of Substitute Products and Services
The fifth force of Porter’s framework refers to the threat of substitute products and services. Consumers are constantly seeking better and more convenient products or services that can fulfil the same purpose. For instance, more and more consumers are buying laptops instead of computers for similar operations or choosing smartphones to replace laptops and computers. According to Porter, factors that influence the threat of substitute products and services are (a) buyers’ addictive behaviour to try the substitutes, (b) low switching costs between substitute products or services (Hubbard & Beamish, 2011; Klemperer, 1995). Furthermore, the expectation and attitudes towards this threat from the firm and the consumers are opposite. From a business profitability perspective, the switching costs are expected to be high to reduce the threats, which are contrary to the consumers who want to buy the substitutes.

An Overview of Porter’s Five Forces
[image: ]The below picture is taken from Porter’s paper, showing the five forces, with features of each force included.



2.2 Ansoff’s Product-Market Matrix
2.2.1 The Principle of Ansoff Matrix Analysis
	Table 1: Ansoff Matrix

	

New Products
	

Products Expansion Strategy
	

Products Combination Strategy

	

Existing Products
	

Market Penetration Strategy
	

Market Development Strategy

	
	

Existing Market
	

New Market


 Ansoff is known as the father of strategic management since 1975, his well-known Product Market Expansion Grid, called the Matrix, is widely used for the business organization to analyze the market and develop new products accordingly. There are four strategies blended in the matrix namely new products strategy, existing products strategy, new market strategy and existing market strategy, all of these four areas help the decision-makers to implement the strategy scientifically and effectively.

 Table one above outlines the four strategies in terms of productivity growth and market growth strategies for the business organizations, the table can be viewed as the base form of Ansoff’s Matrix.

2.2.2 Ansoff’s Matrix Analysis
Ansoff’s matrix can be interpreted as follows:
· The market-growth strategy for the existing products in the existing market can refer to the ‘Market Penetration’ strategy, meaning more market share for the existing products (the light blue area in the table).
· The product-growth strategy for the new products in the existing market is recommended to use the ‘Product Expansion’ strategy, in other words, to increase the frequency of product usage, and offer enhanced products and services to the existing customers (the deeper blue colour area in the table).
· When existing products are launched in the new market, a ‘market development’ strategy
could be used to fulfil the growth by targeting new geographical segments and locations (the green area in the table).
· When new products are developed targeting a new market, taking the advantage of products, technology and a new market, a strategy called ‘combination strategy’ would enable the firm to grow products and market both from various aspects and facades. (the deeper green colour in the table refers to this ‘combination strategy’).
As the table shows, Ansoff’s product-market matrix has offered the profit growth development for the business from two major directions: expansion of the existing businesses ( the blue dimensions) or diversification into new businesses( the green dimensions in the table) (Boyd et al., 1995).

2.3 The PESTEL Analysis
2.3.1 The definition of PESTEL
The PESTEL analysis is broadly used in the business world for managers to have a general idea about the macro-environmental conditions and situations on which the company depends. PESTEL, as it stands, refers to six areas of the macro environment, namely the Political, the Economic, the Socio-cultural, the Technological, the Environment and the Legal. Such a framework covering the mentioned six areas offers a balanced overview of the reality of the external environment which the company is facing. Based on the results of the data analysis, the management team of the organization are more equipped to predict the future risks, opportunities and trends of the business, as well as come out with a strategy accordingly to continuously realize the company’s aims and objectives (Dinçer, 2004; Katko, 2006; Richardson, 2006; Shilei & Yong, 2009). The below diagram shows the framework of the PESTEL analysis approach.
Legal
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2.3.2 The limitation of the PESTEL Framework
As outlined above, the PESTEL framework serves two basic functions as a strategic management tool, firstly the analysis identifies the environment within which the business organization operates. Secondly, the framework offers data analysis for the company to foresee potential risks and opportunities (Dinçer, 2004).

Though the framework has been widely recognized and used for business enterprises, limitations of this method are also argued. The most obvious shortcomings of this approach come from its qualitative structure. As seen from the diagram, the six areas of PESTEL analysis are measured generally in a qualitative method with words, and policies forming the main data. In this qualitative method, interpreting the data could be subjectively analyzed. Another drawback of this framework lies in its holistic pre-structured approach, with six factors equally evaluated independently. However, in the real world, these six factors are much more complicated influencing or affecting each other to form the macro environment and impact business[image: ] activities (Dinçer, 2004). For example, a political policy might lead to economic and socio-cultural implications (Eren, 2002). These limitations of the framework calls for more technical and integrated approaches for the managers to make a more rationalized decision (Dare, 2006; Katko, 2006; Vitkiene, 2009; Mayaka & Prasad, 2012).
  






( Source: https://c.ekstatic.net/ecl/documents/annual-report/2021-2022.pdf )

Chapter 3 Emirates Business Analysis
3.1 Porter’s Five Forces Analysis
Applying Porter’s five forces framework, the business analysis of Emirates is as follows:
· The threat of New Entrants
The ‘Threat of New Entrants’ force for Emirates Airline is not fierce and relatively low. The reasons are as followings:
-High entry benchmark for the airline business. The cost to purchase aircraft and equipment is quite expensive. Expenses to run the business including salaries for employees, and aircraft maintenance expenses are also quite costly. In addition, operating expenses such as fuel consumption, airport service fees and so forth all need strong financing to back the business up.
-Headquartered in Dubai, the national airline Emirates owns the geographical advantage of natural oil and gases, moreover, the airline is mainly funded by the government to place its travel and tourism economy strategy (Dubai Economy Report, 2020).
-Despite the pandemic's impact, the financial performance of the airline has been stable and profitable. The scale of the economy that Emirates holds stands at the top position in the world that barely any other airline could compete so far.  All these factors have contributed to the success of Emirates and unchallengedly make Emirates Airlines the aviation giant.
( Source: https://c.ekstatic.net/ecl/documents/annual-report/2021-2022.pdf )
· Threat of Substitutes
Dubai, the hub of Emirates, is offering flights reaching over 150 destinations across 5 continents. There are very few airlines that could compete with this scale of operation. In addition, the business strategy of Emirates is building itself as a luxury airline, with higher ticket pricing rates compared to other two Middle Eastern aviation giants such as Qatar Airways and Etihad.
[image: ]The Emirates equips itself with state-of-art equipment and services in everything they do. The diversification, inclusiveness, and Luxury experience it aims to achieve makes the airline stand out and difficult to substitute.














(Source: https://www.emirates.com/cn/english/destinations_offers/route_maps/route_map.aspx)

Bargaining Power of Customers:
As the business strategy Emirates targets, a luxury experience is what the company strives to bring to its customers. From ticketing booking, and in-flight service to airport lounge service, the airline has been investing in high-quality and luxury amenities offered to customers as well as personal service with a human touch. The pricing strategy the company adopts is higher than its competitors, as customers who choose Emirates prefer quality, privacy and identity. Customers seek comfort, luxury and high class over price. Therefore, the force of bargaining power of customers does not pose a strong threat to the company.

· Bargaining Power of Suppliers
In the airline industry, the main suppliers to the airlines are two aircraft giants: Boeing and Airbus. Because of the scarcity of players in this field, Boeing and Airbus own some competitive advantages in the pricing strategy. Although the company of Emirates gain some favourable deals from these suppliers due to its scale of the economy with a large number of orders, the force of the ‘bargaining power of suppliers’ remains moderate to high, as the nature of aircraft cost is quite expensive ( Emirates, Annual Report 2022 ).
(Source: https://c.ekstatic.net/ecl/documents/annual-report/2021-2022.pdf )
· Competitive Rivalry
[image: ]As summarized above, Emirates is targeting a luxury travel experience, flying routes covering 5 continents, rubbing at its special geography the city of Dubai, all these factors have contributed to the airline’s competitiveness and uniqueness. The city of Dubai and its Arabic culture has also added a special middle eastern hospitality to the tourists and travellers. Overall, the force of ‘competitive rivalry’ is moderate, with competition mainly from two other Middle Eastern airlines namely Qatar Airways and Etihad Airways, yet the economy of scale of the Emirates is still making the airline in the leading position of the industry.


Porter’s Five Forces when applying to the case company Emirates is summarized as follows:

	Porter's Five Forces Applying to Emirates

	Force
	Threat
	Reason(s)

	
The threat of Potential Entrants
	
Low
	Emirates sits at an advantageous geographical location with a luxury travel experience strategy.

	
Threat of Substitute
	
Low
	Well-financed competitors: Qatar Airways and Etihad Airways

	
Buyer Bargaining Power
	
Low to Moderate
	Customers seek luxury experience over price.

	
Supplier Bargaining Power
	
Moderate to High
	Boeing and Airbus at a duopoly position.

	



Competitive Rivalry
	



Moderate
	Emirates adopts a premium pricing strategy targeting luxury travel experiences. Other Middle Eastern Competitors offer a worthy-of-money strategy with a much lower price strategy. All these airlines operate over 150 destinations across 5 continents worldwide.



3.2 The Ansoff Matrix Applying to Emirates
[image: ]The four strategic choices from Ansoff’s matrix namely market penetration, market development, product development and diversification, serve the guideline in decisions about business growth.















  •	Market Penetration
  On 10th May 2022, Emirates announced its new hospitality-based strategy which will enhance
its current customer experience at all touchpoints whether on the ground or in the air, to new heights. The customer experience enhancement strategy was created in partnership with the Ecole hôtelière de Lausanne (EHL), one of the world’s top hospitality management schools, showing the high-standard and professionalism that Emirates has always been committing to (Emirates Media Center, 2022).
· Market Development
On 14th September 2022, Emirates and United Airlines jointly announced an agreement facilitating customers' easy access to travel within the United States and around the globe. In addition, a new direct flight between Newark and Dubai will be put into service from March 2023. Emirates' keep-expanding ambition is a good illustration of Ansoff’s market development strategy (Emirates Media Center, 2022).
· Product Development
According to Emirates' official announcement, Dubai, UAE, 10 August 2022, Emirates has been investing over US$ 2 billion in its customer excellence commitment, which includes a retrofit of over 120 aircraft with the latest interiors, plus an array of other travel products and services improvements starting from 2022 (Emirates Media Center, 2022).
· Product Diversification
Emirates is positioning itself as a luxury high-end airline targeting premium customers who seek special memories and unique experiences. This does not mean the Dubai government forgets the customer group who wish to travel according to their financial plans. Thus, Flydubai, another government-owned airline, was born in 2008 to capture customers with good ticket deals, while sharing some code-share flights with Emirates. Moreover, Emirates Executive Jet is another product diversification strategy targeting business executives and government officials who seek privacy and business convenience. Emirate’s application of Ansoff’s Matrix has provided the company with sustainable development, revenue can be generated from Emirate’s diversified networks. The below graph shows the revenue segmentation by different flying routes.
(Emirates Annual Report, 2022. Source: https://c.ekstatic.net/ecl/documents/annual-report/2021- 2022.pdf )

3.3 Using PESTLE to Analyze Emirates
· Political Factors
Political factors govern a country’s functioning and play a crucial and consequential impact on any commercial corporation including the airline business. Emirates airline is a state-owned company in the country of UAE and operates flights to over 150 destinations across the world. As the nature of the airline business is to carry people in the air, as well as operate cargo trading across
different borders, the government is paying high attention to the safety of people as well different countries' policies. For example, the Covid-19 pandemic has caused borders to close for many countries, thus leading to flights cancelled. Another example is the political unrest in
Russia’s invasion of Ukraine has also affected the flight operation on this route.
· Economic Factors
A global airline like Emirates positions itself, and the company generates revenue with different currencies across its network. Thus, the exchange rates of other currencies relative to US dollars pose some risks for the Emirates business net income. In addition, other economic factors such
as oil price fluctuations, global inflation, trade policies and interest rates are all impacting the financial performance of the business. Moreover, the company’s business strategy in adopting economy of scale, diversification and business focus serves the managers to ensure the financial performance of the business on its healthy path.
· Social Factors
The Emirates Airline was born in 1985 as a small Gulf Air carrier flying within the Middle East region. Thanks to international trade and business, the air transportation business have developed tremendously, facilitating people to exchange knowledge, and technology as well as enjoy leisure travel in different countries. Located in Dubai, Emirates Airlines is now playing a window role connecting people from all around the world. The company is currently having talents from over 160 nationalities, and a blend of world culture fusion with Arabic hospitality features the unique airline of Emirates. The World Expo 2020 in Dubai, the world cup 2022 in the neighbouring city of Doha and other world-class sports activities such as F1 all contribute to the successful and sustainable business of the Emirates.
· Technological Factors:
The company has been keeping investing in the technology field as technology plays such a world-changing role for people. The airline of Emirates has been in the pioneering position in leading several customer flying experience revolution, including the wifi and phone call service usage in the air, biofuel technology for the feet and quieter noise volume with thrust reversal engines, all these have taken the flying experience to a greater level.
The country of UAE has been focusing on technological development, and it has taken 16th place in the global ranking of technological infrastructure efficacy. For the airline of Emirates, from ticket booking to inflight and ground services, mobile and digital innovation have covered all aspects of what the customers need (StudyCorgi, 2021).
· Legal Factors
According to the official website declaration, the Emirates Group is committed to being a responsible business entity, complying with all of the laws in which the airline operates. The company’s ethical commitment includes a statement on anti-slavery and human trafficking, anti-bribery and corruption, antitrust and competition law, data protection and cybersecurity and so forth. Legal factors have an effect on law enforcement and therefore the legal factors govern and direct the business strategy. ( Source: Emirates, https://www.emirates.com/sg/english/about-us/responsible-business/ )


· Environmental Factors:
Emirates’ messages to protect the planet are determined. The company owns the youngest fleet, meaning the most fuel and noise efficiency to protect the environment. Moreover, on the ground, the Group business units have made continuous efforts to improve the environment in a meaningful way, such as recycling various materials and minimizing water and paper consumption. Supporting biodiversity and conservation has been the corporate social responsibility that Emirates has always been putting effort into. Business growth is not only about profitability with revenue, the company is conscious about its long-term business strategy to drive the company’s growth in all areas, which will truly win customers worldwide. ( https://www.emirates.com/uk/english/about-us/our- planet/chairmans-message/ )

The below table summarizes the six factors relating to the PESTLE framework of Emirates.

	Political
	Economical

	1)  Supported and funded by the government of Dubai.
2)  Influenced and impacted by neighbouring regions such as other
Middle Eastern countries, as well as neighbouring European and African countries.
	1) Oil price fluctuation.
2) Inflation, interest rates of the company debt, and other currencies exchange rates relative to U.S. dollars.

	Social
	Technological

	1) A diverse culture with over 160 nationalities in the city of Dubai.
2) A Middle Eastern headquarter with Islamic culture.
	1) Omni-channel strategy for customer experience excellence.
2) Digital innovations for all service aspects to meet customers’ expectations.

	Legal
	Environmental

	1) compliance with all the laws in all countries in which the flights operate.
	1) Commitment to the environmental protection responsibility by eco-fuel and noise usage and other materials recycling programs.




To conclude, the PESTLE framework serves as a useful tool to analyze a company’s business situation facing the above-mentioned six areas, which enables the management team of the company to gain an overall picture from the macroeconomic perspective.


Chapter 4 Suggestions
· More Personalized Customer Care
As consumer habits evolve with time, in the post-pandemic era, developing refined personalized customer service is essential to keep existing customers while winning new clients. A CRM database should be analyzed more carefully to differentiate different customer groups' preferences. As a global airline Emirates stands, customers are quite diverse, from different nationalities, cultures, ages, jobs, travel purposes and to name but a few. For example, demographics and older travellers would have different booking preferences when purchasing a ticket, with younger groups tending to use digital devices and paperless processes more, versus the older groups preferring traditional styles of ticket booking with human touch and assistance.
· A Safe Journey Physically and Mentally
The frontline staff of the airlines are wearing protective gloves, masks and even gowns to express the hygiene priority nowadays. A safe journey, both physically and mentally, to the customers plays a calm-down and reassuring effect on travellers in the post-pandemic era.
· A needs-and-hospitality Based Strategy
With the advancement of technology, customers’ needs and choice preferences can be traced from their consumption records. For the travellers, preference of their seat selection, aircraft likes, destination inclination, and shopping records en route all can be obtained through the data As the law allows, this personal information is of great value for the case company to develop and execute its hospitality strategy (McKinsey, June 2020).
· More Diversified Business Strategy
According to Emirates' annual report for 2022, it is estimated that the revenue of the airline business would resume at its pre-pandemic level by the earliest of 2025. Suggestions are given to Emirates to develop businesses via virtue platforms, as people are working more remotely than before (Mc Kinsey, June 2020).

Chapter 5 Conclusions
The paper has used business strategic tools such as Porter’s five forces, the Ansoff’s matrix to gain some insights into the external and internal factors affecting the Emirates business. As service excellence is what the airline industry is known for, implementing a refined customer-service-oriented business strategy is essential for Emirates' future success.

Reference


Ansoff, H I (1957), "Strategies for diversification", Harvard Business Review, Sept-Oct, 113-124 

Barney, Jay B. “Strategic Factor Markets: Expectations, Luck, and Business Strategy.”

Beard, Donald W., and Gregory G. Dess. “Corporate-Level Strategy, Business-Level Strategy, and Firm Performance.” The Academy of Management Journal, vol. 24, no. 4, 1981, pp. 663–88. 

Butler, G. F. & Keller, M. R. (2011). The handbook of airline operations. Aviation week, 3(1), 15-18.
Centobelli P, Cerchione R, Chiaroni D, Del Vecchio P, Urbinati A. Designing business models
Dess, G. G., Eisner, A., McNamara, G., (2016), Strategic Management: Texts and Cases, McGraw-Hill

Doganis, R. (2002). Flying off course: the economics of international airlines. New York, NY: Routledge.
Emirates 2012, Airlines and Subsidy: Our Position. Web.
Emirates Annual Reports 2021, available at: https://c.ekstatic.net/ecl/documents/annual- report/2020-2021.pdf

Emirates Annual Reports 2022, available at: https://c.ekstatic.net/ecl/documents/annual- report/2021-2022.pdf

Emirates Group 2015, Leadership: The Senior Management Team. Web.
Galbraith, Craig, and Dan Schendel. “An Empirical Analysis of Strategy Types.” Strategic Management Journal, vol. 4, no. 2, 1983, pp. 153–73. JSTOR, http://www.jstor.org/stable/2486108. Accessed 22 Oct. 2022.

Garner, J., Stead, W., Stead, E., (2014), Sustainable Strategic Management 2nd edition, London: England: Greenleaf Pub.

Ghemawat, Pankaj. “Evolving Ideas about Business Strategy.” The Business History Review, vol. 90, no. 4, 2016, pp. 727–49. JSTOR, http://www.jstor.org/stable/26290993. Accessed 22 Oct. 2022.

Graham, F, Nigel, D, Ison, S & Humphreys, I 2009, ‘The Transferability of the Low-Cost Model to Long-Haul Airline Operations’, Tourism Management, vol. 28, no. 2, pp. 391-398.

Grant, R 2002, Contemporary Strategy Analysis, Concepts, Techniques, Applications, Blackwell publishers, London.

Grant, R.M., (2015), Contemporary Strategy Analysis: Texts and Cases 9th edition

Hayes, J., (2014), The Theory and Practice of Change Management 4th edition, Palgrave
in circular economy: A systematic literature review and research agenda. Bus Strat Env. 2020;1– 16. https://doi.org/10.1002/ bse.2466

International Air Transport Association [IATA] 2008, Fact & Figure Environment. Web.
Jammoul, A 2014, The Strategic Diagnosis: Emirates Airlines, Sophia University Presss, Nice, France.

Johnson, G., Whittington, R., Scholes, K., Angwin, D., Regner, P., (2017), Exploring Strategy Text and Cases 11th edition Harlow: Pearson.

Kotler, P & Keller, K 2011, Marketing Management, Prentice Hall, New York.

Lancaster, P. (2013). Flying the flag for Dubai. The Middle East, 1(2), 51-52.

Lohman, G, Albers, S, Koch, B & Pavlovich, K 2011, ‘From Hub to Tourist Destination–An Explorative Study of Singapore and Dubai’s Aviation-Based Transformation’, Journal of Air Transport Management, vol. 15, no. 5, pp. 205-211.

Lovestock, H, Wirz, L & Keh, P 2002, Service Marketing in Asia: Managing People, Technology & Strategy, Prentice Hall, New York.

Lynch, R., (2015), Strategic Management 7th edition, Pearson: Harlow

Management Science, vol. 32, no. 10, 1986, pp. 1231–41. JSTOR, http://www.jstor.org/stable/2631697. Accessed 22 Oct. 2022.

MarketLine 2014, Company Profile: Emirates. Web.

McGee, J, Thomas, H & Wilson, D 2005, Strategy Analysis and Practice, McGraw Hill, New York.

Porter, M 2008, ‘The Five Competitive Forces That Shape Strategy’, Harvard Business Review, vol. 23, no.1, pp. 1-9.

Research and Markets, 2013, Emirates Airline – Strategic SWOT Analysis Review. Web.

Sheffi, Y 2006, The Resilient Enterprise: Overcoming vulnerability for competitive advantage, Pearson Education, New Jersey.

Slack, N, Chambers, S & Johnston, R 2004, Operations Management, Prentice Hall, New York.

StudyCorgi. (2021) 'Technological Factors of the United Arab Emirates'. 8 June. (Accessed: 3 November 2022).

Sundaresan, S. (2013). Competitive Strategy. EWM, 1(1), 1-7.

Taye, T. (2006). The view from Dubai: international and industry affairs Emirates 
Airlines. Harvard Business Review, 4(2), 87-94.

Teach, Richard D., and Robert G. Schwartz. “Methodology to Study Firms’ Strategies and Performance over Time.” Journal of Marketing Theory and Practice, vol. 8, no. 3, 2000, pp. 32– 40. JSTOR, http://www.jstor.org/stable/40470000. Accessed 22 Oct. 2022.

Venkatraman, N., and Vasudevan Ramanujam. “Measurement of Business Performance in Strategy Research: A Comparison of Approaches.” The Academy of Management Review, vol. 11, no. 4, 1986, pp. 801–14. JSTOR, https://doi.org/10.2307/258398.

Yip, G. S. (2002). Gateway to entry. Harvard Business Review, 6(2), 85-93.


image2.png
FIGURE 1

Porter’s Five Forces

Threat of New Entries
« Time and cost of entry
+ Specialist knowledge

+ Economies of scale

+ Cost advantages

« Technology protection
« Barriers to entry

Bargaining Power of Buyers

« Number of customers

Size of each other

+ Differences between
competitors.

« Price sensitivity

Abilty to substitute

« Cost of changing

Bargaining Power of Rivalry Among Existing
Suppliers Competitors
Number of suppliers Number of competitors
Location of suppliers Quality differences
Uniqueness of service Otner differences
Abiliy to substitute Switching costs
Costof changing Customer loyalty

Threat of Substitution
» Substitute performance
« Trend performance
« Costof change

Source: Porter, 1985, p. 22





image3.png
Analyzing of Company's Macro Environment

[

Economical

Social-cultural

Technological

Environmental

actor
2

Factor

Factor

Factor

LEE





image4.png
Analyzing of Company's Macro Environment

[

Economical

Social-cultural

Technological

Environmental

actor
2

Factor

Factor

Factor

LEE





image5.png
Conhamet A0 band Cash st 0 Cash gnarsted rom(used ) operating  Operating cash margin %
25 4
2.4 202 203 o
141
- 151 105 =0
183 30,
s) ate

EBITDA marginin %

281
20,

1718 1819 1920 2021 2122 U8 1819 1920 2021 2122 118 1819 1920 2021 2122

R PRSI —

17718 1819 1520 2021 212

‘Cash flow in AED bn

72
14
Cash assts Net cash Netcash Cash assets
asat generated from usedin asat
31 March 21 ‘operating investing 31 March 22
ctites acivtest

sexchuding movement in short-term bank deposits.

EBITDA and debt sevice i AED b

1718 1819 1920 2021 202
W EBTOA W Debtsence | No.of months




image6.png




image7.png
Fleet information

Aircraft Totalasat Owned*  Leased  Totalasat Changesince Future Options
31 March 31March 31 March deliveries
2022 2021 2021

A 380-800 118 61 57 113 5
B 777-300ER 124 66 58 125
B 777-200LR 10 6 4 10

B 787-9 - - -

B 777-X © ° =
A 350-900 - - -
[ 252 119 248
B777 Freighters 10 10 11
Freighters 10 10 11
Total aircraft 262 129 259
*Includes aircraft acquired on secured financing.
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