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[bookmark: _Toc140171995]Executive Summary
This business report focuses on the effect of the development of the Artificial Intelligence on the Virgin Group as a whole, especially concentrating on its marketing function. The report starts with a brief introduction of Virgin, which was founded by Sir Richard Branson in 1970. They started to enter into various businesses and in 1984, Virgin Atlantic was born offering the first transatlantic flight from London to New York.
Virgin Group has invested heavily in the development of more customer centric processes across its marketing function in various business domains. 
The use of Artificial Intelligence in businesses such as Virgin Trains, Virgin Holidays etc. have increased the revenue multiple times and automated various tasks such as dynamic pricing, customised holidays appealing to the rich and affluent class and its quirkiness.
Virgin is impacted by a large variety of Macro and Micro economic factors such as Political framework and Economic stability of a country. Virgin has focussed on social causes in its marketing campaigns and used the latest technologies to make more data driven decisions. There has been instances of data and privacy concerns which has significantly impacted the customer loyalty of Virgin, but complying with the laws and protecting customer data is the top priority of the Virgin group.
Virgin Group has appealed to a relatively younger generation of population, for example by giving flexible mobile plans appealing to the younger generation, which are conscious of their spending. 
Final conclusions include, over reliance on Richard Branson as a disadvantage, small market share of Virgin in fiercely competitive areas such as Virgin Atlantic. Despite these shortcomings Virgin has a strong brand value whilst offering distinctive customer experiences.
Final recommendations include, conduct a comprehensive analysis of market, competitor, and consumer trends to identify growth opportunities and areas for differentiation within Virgin Group's industries. Setting a clear and measurable marketing objectives aligned with the overall business goals, focusing on increasing market share, improving customer retention, and expanding into new markets. Developing a marketing strategy that includes brand positioning, market segmentation, and effective marketing communications.
1. [bookmark: _Toc140171996]Introduction
Sir Richard Branson established the Virgin Group, a global business in 1970 (Virgin, 2020). A small mail-order record retailer at first (Uria, 2021). Virgin Group started to broaden its business operations in the 1980s. Virgin Atlantic Airways, Virgin Rail, and Virgin Mobile were all introduced by the corporation. With the introduction of Virgin Money, Virgin Group furthered its reach into the financial services sector. Virgin Group has also been involved in a number of innovative and pioneering ventures. For example, Virgin Galactic is a space tourism company that is developing commercial spaceflight (Davenport, 2023). Virgin Orbit is a small satellite launch company that is developing a new way to launch satellites into orbit. The group's operations are spread throughout a variety of sectors, including telecommunications, media, financial services, travel and leisure, and health and wellness. 
Virgin also runs a variety of nonprofit projects, such as Virgin Unite (Virgin, 2023), which aims to address global issues like poverty and climate change. Virgin Group now operates more than 400 companies in more than 30 nations.
In terms of innovation and entrepreneurship, Virgin Group is a world authority. Businesses owned by the group have influenced how people travel, interact, and consume media (Agrawal, 2013). Virgin Group is also a force for good around the globe, and its charitable endeavours are improving people's lives.
Today Virgin is known for its entrepreneurial spirit and various endeavours. The company has effectively positioned itself as a global leader in innovation and customer-centric business methods thanks to its distinctive Virgin brand.
Virgin has effectively positioned itself as a global leader in innovation and customer-centric (Virgin Atlantic, 2023a) business methods thanks to its distinctive Virgin brand. Because of its dedication to innovation and unorthodox thinking, Virgin Group has been able to develop iconic brands like Virgin Atlantic, Virgin Mobile, and Virgin Galactic, which have helped to shape the contemporary landscape of many industries.
2. [bookmark: _Toc140171997]Main Findings
2.1. [bookmark: _Toc140171998]The Concept and Importance of Marketing in Virgin Group
Marketing is the process of creating, communicating, communicating, and exchanging offers that provide value to customers. This is important for companies because it helps them identify and understand their target markets, communicate the value of their offerings to those markets, offer their offerings to the markets, and exchange their offerings for value (Twin, 2023). 
Virgin Group invests heavily in marketing. The company has its own marketing team, which is responsible for developing and implementing marketing campaigns for all business functions. Virgin Group also invests in marketing research, which helps the company understand its target market and develop effective marketing campaigns.  Virgin Media launched a brand-new integrated marketing campaign 'It's Playtime' (Mulcahy, 2023). The new campaign celebrates everything Virgin Media customers can do with their services, connecting the things they love and unleashing their game (Brien/CEO, 2023). Specific resources invested in marketing by the Virgin Group include advertising, public relations, social media, and events. By investing heavily in marketing, Virgin Group can reach its target market and increase brand awareness. This helps the company to increase its sales and grow its business.
2.2. [bookmark: _Toc140171999]The Macro and Micro Marketing Environment of Virgin Group
Macro Analysis can be done on the basis of PESTEL, Porters Five Force Analysis and SWOT Analysis
[bookmark: _Toc140172000]PESTEL Analysis 
The infographic for the PESTEL can be found in Appendices 
Political factors: 
Political factors include government policies, regulations, and political stability that may affect Virgin Group's marketing function. For example, changes in advertising regulations, tax policies, or government initiatives may affect Virgin's marketing campaigns (Wajzer, 2016). In addition, political stability in various markets allows Virgin to effectively plan and execute marketing activities.


Economic factors: 
Economic factors include macroeconomic conditions such as GDP growth, inflation, exchange rates (Macheras, 2023), and consumption. These factors can significantly affect Virgin's marketing strategies and budget allocations. For example, during a recession, Virgin may adjust its marketing spend or focus on cost-effective marketing channels. On the other hand, during periods of economic growth, Virgin may invest more in marketing campaigns to capitalize on increased consumer spending.
Social factors: 
Social factors refer to cultural trends, demographics, consumer attitudes and lifestyle preferences that shape Virgin's marketing efforts. To develop meaningful campaigns, the marketing function must analyse changing consumer behaviours and social values. For example, Virgin's marketing campaigns often relate to social causes or promote inclusion (Sharethis, 2023) and diversity to resonate with their target audience. An example is Virgin Media's "Twenty's Plenty" campaign (Virgin Media Center, 2017), which addresses the social issue of affordable broadband for low-income households.
Technological Factors: 
Technological factors include advances that affect Virgin Group's marketing function. The marketing team must stay abreast of new technologies to use them effectively. For example, the proliferation of digital marketing channels (Vizard, 2019), social media platforms (Warc, 2022) and data analytics has changed the marketing landscape. Virgin has adopted technological marketing strategies such as personalized email marketing, social media advertising and mobile applications to effectively communicate with customers. 
Environmental factors: 
Environmental factors include environmental and sustainability aspects that may affect Virgin's marketing function (Pham, 2021). The marketing team must consider environmental aspects and align marketing activities with the goals of sustainable development. For example, Virgin's marketing campaigns often emphasize environmental initiatives and promote green practices. Virgin Trains' "Big Bang" campaign (Kent, 2019), which promotes the carbon-saving benefits of train travel over air travel, is an example of the company's commitment to environmental sustainability in its marketing communications.
Legal factors: 
Legal factors include laws and regulations that govern marketing practices. The marketing function must ensure compliance with advertising regulations, data protection laws, intellectual property rights and consumer protection laws. For example, Virgin must comply with the General Data Protection Regulation (GDPR) to protect customer data. Compliance with these mandatory factors not only ensures ethical marketing practices, but also protects Virgin's reputation and improves the effectiveness of its marketing (FiveCRM, 2023). There should be no data breaches as there were in the past (Brasseur, 2020).
[bookmark: _Toc140172001]Porters Five Forces Analysis
The infographic illustration can be found in the Appendices
Threat of New Entrants: (Low Impact)
Virgin Group's marketing is impacted by the threat of new competitors entering the market, which is usually low. Virgin must use marketing tactics (Hodgson, 2018) to protect its market share when new rivals enter the market and set itself apart with its product. For instance, Virgin Trains ran marketing efforts emphasising its premium passenger service and amenities when new competitors entering the British rail business to maintain its market position.
Bargaining Power of Suppliers (High to Moderate)
Virgin's marketing tactics are impacted by the bargaining strength of its suppliers. Suppliers can affect costs, quality, and the accessibility of marketing inputs if they hold substantial authority. For instance, Virgin's marketing team must regularly monitor gasoline prices and alter marketing campaigns accordingly to control expenses and provide value to customers in the airline business, where fuel costs are crucial. Virgin also took measures to control fuel costs by undertaking partnerships (Mayling, 2021).
Bargaining Power of Buyers (Moderate)
Virgin's pricing and marketing methods are impacted by the bargaining power of customers. Strong customer bargaining power may result in requesting discounts or incentives that have an impact on Virgin's financial performance. To reduce price sensitivity, marketing initiatives should concentrate on building perceived value and distinction. To draw and keep customers in the very competitive mobile market, Virgin Mobile, for instance, advertises its affordable price options and extra benefits. Also, there has been tremendous efforts to make Virgin Trains affordable (Incite, 2023).
Risk of Substitute Products and Services (High)
The availability of comparable goods or services may have an impact on Virgin's marketing initiatives. Virgin must distinguish its offering from substitutes and successfully convey its distinctive value proposition. For example, Virgin Holidays' marketing activities in the travel sector stress its distinctive vacation experiences, like holiday giveaways (Lucas, 2017) and personalised services to set itself apart from other vacation providers and lessen the threat of alternatives sector stress its distinctive vacation experiences and personalised services to set itself apart from other vacation providers and lessen the threat of alternatives.
The Intensity of Competition
Virgin's marketing tactics are impacted by the level of industry competition. Competitive pressure can result in aggressive marketing strategies, price wars, and more aggressive sales practises. The marketing department of Virgin must continuously assess the tactics used by rival companies in order to differentiate its own products. For example, Virgin Atlantic frequently emphasises distinctive in-flight experiences, customer service, and cutting-edge technology in its marketing campaigns to set itself apart from other fiercely competitive carriers (Cabin Designs, 2019).
[bookmark: _Toc140172002]Segmentation, Targeting and Positioning Analysis of Virgin
Market segmentation is dividing a larger market into more manageable, homogeneous portions based on a range of factors, such as demographics, psychographics, behaviours, and desires. The Virgin Group conducts market research and segmentation in order to understand the many market segments and select the perfect target market for each company.
For example, in order to appeal to both leisure and business travellers who value outstanding experiences and top-notch service, Virgin Atlantic differentiates its client base into groups based on psychographics and demographics (Luenendonk, 2014). It primarily targets wealthy individuals, regular travellers, and anyone seeking comfort and innovation while travelling.
After segmentation, The Virgin Group defines its target audience by evaluating the attractiveness and viability of each market segment. It considers factors such market size, growth potential, competition, and suitability with its brand's strengths and values.
As an illustration, Virgin Mobile serves a younger audience, particularly Gen Z and millennial clients who are interested in flexible mobile plans and are conscious of their spending. This demographic is drawn to Virgin Mobile by its competitive pricing, unique offerings, and focus on the customer experience, as it did in Virgin Mobile Saudi Arabia (Think with Google, 2015).
Creating an original value proposition and differentiating the brand from competitors requires significant efforts. Innovative products, individualised attention, and a dedication to the customer are how The Virgin Group separates its businesses from the competition.
As an illustration, Virgin Atlantic positions itself as a luxury airline that prioritises outstanding in-flight experiences, top-notch customer service, and stylish branding. Virgin Atlantic stands itself from other airlines in order to draw customers seeking a more distinctive and enjoyable flight experience (Virgin Atlantic, 2023b).
[bookmark: _Toc140172003]Marketing Mix Analysis of Virgin
Product
The Virgin Group is dedicated to offering its target clients cutting-edge, high-end products and services that are tailored to their desires and needs. For instance, Virgin Hotels offers unique, stylish lodgings with personalised treatment to guests seeking out outstanding experiences (Virgin Hotels, 2023).
Price
Virgin deliberately sets their prices to appeal to its target market. It might offer competitive prices, value-added features, or unique pricing structures to draw in and keep clients. Virgin Mobile's pricing strategies emphasise flexibility and affordability while taking into account the price sensitivity of its target market (Virgin Media, 2023).
Promotion 
Virgin uses a range of marketing techniques and media to promote its products. It uses collaborations, customer relationship management, advertising campaigns, social media and digital presence to create the interest and curiosity in its target market. Virgin Media, for instance, uses its advertising campaigns (Brech, 2023) to let people know about the high-speed internet access and entertainment options it offers to households and businesses.
Place
Virgin via its range of channels and touchpoints, The Virgin Group ensures that its target market can readily access its products and services. For instance, Virgin Holidays offers customers a selection of booking options by selling its holiday packages through online channels, travel agencies, and dedicated retail locations (Barnes, 2016).
People
The "People" element of the marketing mix refers to the individuals who provide the products or render the services and enhance the satisfaction of the customer. In the case of the Virgin Group, this includes employees, customer service representatives, and any other staff members who interact with customers. Also, Virgin places a high value on its workers and strives to instill a customer-focused culture throughout every aspect of the business. They invest in training and development programmes to ensure that employees have the skills necessary to deliver excellent service. Like, Virgin Atlantic is well known for its hospitable and accommodating cabin crew, which improves the experience for passengers (Virgin Atlantic, 2020).
Process
The "Process" component of the marketing mix refers to the procedures and procedures utilised to provide the products or services to customers. The Virgin Group concentrates on streamlining operations to increase consumer convenience and happiness. For example, Virgin Holidays offers customers a quick and easy booking process that enables them to choose their preferred holiday packages online, through travel agents, or at dedicated retail locations.
Physical Evidence
The "Physical Evidence" section of the marketing mix refers to the tangible elements that affect the entire consumer experience. Environment, resources, packaging, and any other tangible components associated with the good or service are all covered.
The Virgin Group considers empirical data to provide clients with memorable and unique experiences. For example, Virgin Hotels is committed to creating stylish, individual accommodations with imaginative room designs and thoughtful services (Hotel Designs, 2023).
2.3. [bookmark: _Toc140172004]Effectiveness of Marketing 
The Virgin Group's focus to market segmentation, targeting, distinctiveness, and a properly thought-out marketing mix have helped it successfully identify and draw in its target audience. By acknowledging the unique needs and preferences of diverse groups, The Virgin Group modifies its offers, marketing language, and distribution methods to meet the expectations of the target market.
2.4. [bookmark: _Toc140172005]Selection of Media
For its marketing initiatives, Virgin Group use a variety of media platforms, including print, television, digital and social media, outdoor advertising, and content marketing. These channels are chosen based on the target demographic, corporate goals, and market trends.
2.5. [bookmark: _Toc140172006]Measuring Success
Virgin uses methodologies such as Sales and Revenue Analysis, Customer feedback and surveys, Website and Social Media Analytics, Market Research and Competitor Analysis.
3. [bookmark: _Toc140172007]Conclusions
Virgin Group has used marketing tactics in its many companies and is renowned for its innovative approach and diversified line of business. Despite the company's extraordinary success, it's critical to recognise that some of its marketing tactics have shortcomings. 
The over-reliance on Richard Branson, the charismatic creator of Virgin Group, is one obvious disadvantage. Branson's participation has been crucial in developing the brand's reputation, but it also raises a possible risk. Virgin Group must establish methods that do not exclusively rely on Branson's personality as it grows and aims for long-term viability. The group's future success depends on developing a strong and independent brand that can function without the influence of any one person. 
The relatively small market share of certain of Virgin's businesses in highly competitive areas is another drawback. Industry behemoths compete fiercely with Virgin Group in areas like airlines and mobility services. Due to this restriction, it must expend a lot of resources in order to compete with bigger companies and increase exposure and market share. To increase its market share in these sectors, Virgin must constantly innovate and set itself apart with its services. Additionally, the target audience's shifting preferences and behaviours may require Virgin Group to modify its marketing tactics. Due to elements including technological advancements, societal trends, and economic conditions, consumer preferences are always changing. Virgin must adapt to these developments and continually reevaluate its marketing tactics.
Despite these flaws, Virgin Group has proven it can effectively use its brand recognition, offer distinctive experiences, and connect with its target demographic using a mix of traditional and digital marketing channels. The Group has a solid basis to handle perceived restrictions and adjust to emerging market dynamics because of its dedication to ongoing learning, innovation, and flexibility in decision-making.  Finally, even though Virgin Group has had great success with its marketing initiatives, there are still some areas where it could do better. Virgin Group may further enhance its marketing techniques and assure long-term success in a dynamic business climate by lowering its reliance on specific individuals, increasing its market share in competitive industries, and adjusting to changing consumer preferences.
4. [bookmark: _Toc140172008]Recommendations
The recommendations based on SOSTAC model are as follows:
Analysis of Situation: Conduct in-depth analysis of market, competitor, and consumer trends across Virgin Group's various industries. This helps identify growth opportunities, customer pain points, and areas where the group can effectively differentiate itself.
Objectives: Set clear and measurable marketing objectives in line with Virgin Group's overall business objectives. Goals may include increasing market share in certain industries, improving customer retention, expanding into new markets, or improving brand visibility within a target audience.
Strategy: Develop a marketing strategy, that should focus on the following aspects:
Brand Positioning, Market Segmentation and Marketing Communications.
Tactics: To effectively implement a viable marketing strategy, Virgin should use the tactics as below:
Digital Transformation, Content Marketing and Strategic Partnerships.
Activities: Virgin should Implement tactics by running marketing campaigns in relevant channels such as;
Advertising and Promotion (Combination of Traditional and Digital Marketing Channels) for increasing the brand awareness and enhancing the overall customer experience at every touch point by investing in employee training, personalized services, and convenient processes.
Control: Track and evaluate the effectiveness of the above-mentioned marketing efforts by: Regular reviews: Review marketing initiatives regularly and make informed changes based on insights. This includes evaluating campaign performance, customer feedback, and market trends.  
Hence, by following the SOSTAC model and implementing these recommendations, Virgin Group can improve its marketing strategies. This approach helps the group improve its position, effectively target specific market segments, use digital technologies, improve customer experience and measure the success of marketing campaigns.
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