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[bookmark: _Toc140429015]Executive Summary
This business report presents a critical analysis of the Impact of development of Artificial Intelligence and other technologies on the Marketing Function of the Virgin Group. Virgin is a British Conglomerate, having its businesses diversified across sectors such as Airlines, Media, Mobile, Trains, Holidays etc. Since, it was out of the scope to study all the businesses separately, hence the Virgin Group is studied as a whole, focusing on its Marketing Function in General, citing suitable examples from relevant factions of the business.
Macro and Micro Marketing analysis of the impact of development of AI on Marketing function duly shows that the Virgin group is impacted by the Political and Economic stability. For example, the latest regulations in EU regarding the Artificial Intelligence usage may impact Virgin as compared to countries which are more liberal to the usage of AI, like the United Kingdom. The competitive rivalry and threat of substitute products is usually high as can be seen in the Porters Five Forces Analysis, because of the increase in adoption of AI and related products and embedding them into the systems.
The use of latest and emerging technologies, especially generative AI, has enabled Virgin to achieve a greater customization according to the needs of the customers and helped Virgin to automate its various marketing tasks, such as combining AI with Email, Customised Holiday Packages in Virgin Holidays and use of dynamic pricing for booking tickets on Virgin Trains. 
The overall Analysis shows an overview of the conclusions and recommendations for improving the marketing strategy of Virgin Group. 
The conclusions highlight the strength of Virgin's brand identity but suggest diversifying the target audience, integrating in-house AI capabilities, balancing AI usage with human interaction, addressing skill gaps, and prioritizing data privacy.
According to the SOSTAC model's recommendations, marketing landscape analysis, goal-setting, using AI for personalised marketing, focusing on various age demographics, and building internal AI skills are all necessary. By putting these suggestions into practise, Virgin Group will improve its marketing function across all domains, broaden its market reach, and preserve its distinctive brand identity while maximising the potential of AI technology.

1. [bookmark: _Toc140429016]Introduction
Virgin Group is British conglomerate founded by Sir Richard Branson in 1970 (Virgin, 2023). Branson with his friend Nik Powell, founded a mail order record business and christened it Virgin, as both were new to the business (Virgin, 2020). Since its inception in 1970, Virgin group has expanded into a vast group ranging from transportation, telecommunications to entertainment and hospitality.
The values of Virgin group include – insatiable curiosity, disruption, heartfelt service, delightfully surprising, relevance etc. (Virgin, 2021). Virgin strongly emphasizes on innovation, disruption of the existing and traditional technologies and constantly disturbing the status quo.
Richard Branson’s strategy was to continuously search for areas which are in need for disruption and enter those markets with an innovative perspective (Talbot, 2018). Virgins as a conglomerate has forayed into areas such as Mobiles (Virgin Mobile), Transportation (Virgin Air & Virgin Trains, Space (Virgin Galactic), Hospitality (Virgin Hotels & Virgin Hotels Collections), Startups (Virgin Startup) etc. (Virgin Group, 2023).
This report is focused on critically evaluating the marketing activities of the Virgin. The evaluation takes into account various paradigms such as, the Concept and importance of Marketing, Virgin’s Marketing resources, Analysis of the Macro & Micro Environment, Segmentation of Target Markets, Marketing Communication Channels, Virgin’s effectiveness to measure the campaigns and control mechanisms. This reports also focuses on addressing the challenges identified as a result of implementing Artificial Intelligence to the marketing function with the help of a conclusive marketing plan derived, keeping SOSTAC framework in focus, which was initially developed by a UK based marketeer PR Smith in 1990s (Chaffey, 2022).
Critical evaluation of marketing activities, redressal of the issues identified as a result of implementation of Artificial Intelligence and providing conclusive and practical recommendations offers valuable insights into enhancing the marketing strategy of Virgin Group Inc. to drive greater effectiveness and better decision making.
2. [bookmark: _Toc140429017]Main Findings
Recap
As in the assignment 1, the focus contemporary issue identified for Virgin was the “Impact of the Development of Artificial Development on Virgin Group, with special focus on its marketing function. The prominent issues identified in the assignment 1 as a result of the impact of development of Artificial Intelligence, impacting specifically the marketing function are as follows:
1. Issues arising due to the Adoption of Artificial Intelligence.
2. Question of maintaining the brand identity of Virgin, due to lack of human touchpoints as there are more technological solutions like chatbots etc.
3. Issues related to the proper understanding of customer feedback and changing the processes accordingly.
4. Impact of AI on the existing Manpower/HR, and how will they adjust with the changing technologies, i.e., Creation of a Skill Gap.
5. Data & Privacy concerns amongst the customers, related to their sensitive information (General Data Protection Regulation).
2.1. [bookmark: _Toc140429018]Critical Evaluation of the Virgin Group Inc’s Marketing Activity
Virgin Group is a global conglomerate that operates in various industries such as airlines, travel, financial services, media, and retail. The marketing department of the company plays a crucial role in effectively promoting its brands and products to consumers worldwide. Through strategic marketing campaigns and initiatives, the department ensures that the company's offerings are well-positioned and communicated to target audiences, resulting in increased brand awareness and customer engagement. With a focus on market research, consumer insights, and creative advertising, the marketing department continuously strives to drive business growth and maintain a competitive edge in the global market.
The evaluation is done basis the following points.
The Concept and Importance of Marketing: 
Virgin Group recognizes the significance of marketing and allocates substantial resources to it (Global Social Media Marketing, 2016). The marketing department is comprised of seasoned professionals who possess extensive expertise in the field. Recently they added Blair Rich, a seasoned marketing professional to Virgin Galactic (Virgin Galactic, 2022)
Virgin's marketing approach centers around developing inventive and captivating campaigns that effectively connect with their intended audiences. Virgin Follows the strategy of “Don’t be afraid to make a fool of yourself” (Branson, 2020). For example, When Virgin Atlantic was launched, they faced a challenge with limited financial resources to compete against the marketing campaigns of British Airways. However, Branson’s mentor, Sir Freddie Laker, provided invaluable guidance that proved instrumental to their success. He advised to utilize our own selves, even if it meant making a spectacle of ourselves, as this was crucial for Virgin’s survival. Then Virgin Atlantic was positioned at the forefront of the brand, thereby infusing Virgin with a distinct personality that set it apart from British Airways (Branson, 2020).
The Macro and Micro marketing environment of the organisation:
The analysis of Marketing Environment will be done using PESTEL, Michael Porter’s 5 Forces and Marketing Mix Analysis.
PESTEL Analysis
The PESTEL Acronym was coined by Francis J. Aguilar, an American scholar renowned for his expertise in strategic planning, made significant contributions to the field through his book titled "Scanning the Business Environment." (Aguilar, 1967).
Political Factors:
· Governmental Regulations: The deployment of AI in the marketing function of Virgin is hugely impacted by governmental regulations in the areas of Data Privacy, Technology Ethics and Consumer Protection. For e.g., UK has recently adopted a holistic, flexible and proportionate approach to AI, in contrast to EU, which has implemented a more Product Safety style law (Whitehead and Ustaran, 2023).
· Political Stability: Changes in political stability have the potential to significantly impact the regulatory environment. This, in turn, can have implications for the marketing strategies and implementation of AI technologies. The regulatory landscape plays a crucial role in shaping the conditions under which AI technologies can be developed, deployed, and utilized. UK formed a new digital watchdog to oversee the regulations of digital world (House of Lords, 2019). When political stability is disrupted, it can lead to changes in government policies, laws, and regulations that directly or indirectly affect the AI industry. These changes may include the introduction of new regulations, the modification of existing ones, or the suspension of certain regulatory measures. For e.g. recently the Virgin Atlantic urged the UK Government to consider a “reversing course”, with Pound collapsing and driving up the costs massively, due to political instability (Topham, 2022).
Economic Factors
· Economic Stability, Exchange Rates, Inflation & Consumer Spending: For e.g., higher interest rates, recently in UK up to 5% (Bank of England, 2023) and before also have led to a curb in consumer spending (Killian, 2023). Hence Economic stability clubbed with various factors such as Inflation, which is also very high in UK right now (BBC, 2023) impacts the adoption and functioning of AI.
· Cost of Adopting AI: The substantial costs associated with adopting and implementation of AI remains a challenge. Although Virgin has significantly implemented AI in its various areas such as Virgin Trains (Verdict AI, 2019), Virgin Holidays (Gillil, 2018). Recently there has been huge investments in generative Artificial Intelligence, in areas such as Large Language Model Tooling etc. (Clarkson, 2023). A recent study by Virgin Media Business, shows investment in transformative digital technologies will help UK GDP to grow by £232B, by 2040 (Virgin Media, 2021).
Socio-Cultural Factors:
· Consumer preferences and attitudes: Sociocultural trends, such as increased digital connectivity and changing consumer expectations, influence the adoption of AI in marketing. In response to the demand for customization and convenience, artificial intelligence (AI) is capable of enabling personalized and tailored customer experiences (Mckinsey, 2023).
· Ethical Considerations: Consumer trust and acceptance of AI-driven marketing initiatives can be affected by societal concerns about AI ethics, such as privacy, transparency, and algorithmic bias.


Technological Factors: 
· Advancements and Changes in Artificial Intelligence: Innovative marketing techniques like chatbots and conversational AI by Virgin Group (Huggins, 2022), predictive analytics, and automated customer segmentation (Acxiom, 2023) are made possible by the quick development of AI technologies. To properly use Artificial Intelligence, Virgin Group's marketing department must stay abreast with latest technological developments.
· Infrastructure & Data scaling capabilities: Robust IT infrastructure, data base management systems, and access to credible data sources are necessary for the effective integration of AI in marketing. Technology resources and capabilities will have an impact on how Virgin Group implements AI in marketing. Virgin media O2 has already added £2B since its inception (Kakkar, 2022), indicating strong biasness of Virgin group towards tech. 
Ecological Factors: 
· Sustainable Marketing: The effects of AI technology on the environment, such as increasing energy use and e-waste, may affect Virgin Group's marketing plans. The business should need to stress sustainable practises and promote green projects. In an effort to combat e-waste and promote recycling and reuse, Virgin Media O2 and the environmental charity Hubbub have established the Time After Time e-waste fund (Clarkson, 2022).

Legal Factors: 
· Data Protection & Privacy Concerns: These concerns significantly impact customer trust. e.g., For ten months, an unprotected Virgin Media database with 900,000 people's personal information was available online (Ashby, 2020) and impacted customer trust. Virgin Group must make sure that its AI-driven marketing strategies respect the law and safeguard customer information.



Michael Porters 5 Force Analysis for Virgin, impacting its Marketing by the use of Artificial Intelligence:
The Five factors Analysis, developed by Michael Porter, is a methodology for industry analysis that aids businesses in understanding the competitive factors that affect their profitability (Porter, 1979).
Competitive Rivalry among existing firms (High): Industry rivalry for Virgin Group's clients is fierce. There are numerous well-known businesses in the sector, including Amazon, Apple, and Microsoft giving jitters everyday to Virgin. These businesses continually innovate and fight for market share and adopting to latest AI related technologies. Although Virgin has a strong brand value, but it should continually differentiate through innovation, collaboration and partnerships. Major competitors include British Telecom, British Airways (Global Data, 2023) etc. 
Bargaining Power of Buyers (Moderate): Although consumers have many options for alternate goods and services and they are also price sensitive at the same time. This calls for Virgin Group to exercise caution while setting prices for its clients, so the buying power of buyers remains low. For e.g., Due to price hike, most of the Virgin Media Customers ditched their contracts (Goren, 2023).
Bargaining Power of Suppliers (Usually Low, but High if AI-related suppliers are concerned): The Virgin Group's industry has generally weaker supplier bargaining power. There are numerous raw material and component suppliers (Virgin Media Business, 2023), but none of them has the power to dominate the prices for Virgin Group. Due to this, Virgin Group now has considerable upper hand over supplier prices. Although, when it comes to specialised suppliers like technology and AI related, there are a few of them, hence Virgin should develop in house capabilities for AI and technology to reduce the supplier power.
Threat of New Entrants (Moderate to Low): There are many obstacles for new entrants, including significant financial needs of adopting to AI related technologies and rules from the government pertaining the use of such technologies. However, there are also many chances for newcomers, such the expansion of the internet and the popularity of mobile devices.
Threat of Substitute Products and Services (High): There is a gamut of products and services that the competitors offer, with increasing use of AI related offerings. In order to keep ahead of the competition, Virgin Group must constantly innovate and provide new goods and services.
Marketing Mix Analysis (7Ps of Marketing): 
Product: Artificial Intelligence has enabled customization, product innovation leading to an effective and sustainable supply chain for Virgin, paving way for increased efficiency and cost savings. For e.g., Use of AI by Virgin Atlantic to customise content for its inflight passengers (ArganoUV, 2021)
Price: Virgin uses AI-powered pricing, which would enable it to change rates on the fly in response to demand and other variables. e.g., Virgin Trains (Macaulay, 2019).
Place: Strong online presence, by the use of AI and emerging technologies, leading to enhanced customer satisfaction and optimization of distribution channels for Virgin.
Promotion: AI has led to targeted and more effective marketing campaigns. Automation of Marketing Processes and repetitive tasks is achieved via Artificial intelligence e.g., use of loyalty app by Virgin Active to engage its customers (Louis, 2023).
People: Virgin heavily invests in human skill development of its employees (Virgin Media O2, 2022) and encourages them to be innovative.
Process: Virgin Group has a lucid marketing strategy that keeps customer satisfaction at the top. They monitor the success of their marketing activities using data and analytics and adjusts as necessary.
Physical Process: Virgin Galactic space sports uses AI powered systems for safety of its passengers (Web Desk News, 2023), Virgin Hotels are equipped with AI powered devices to control light, temperature and entertainment systems (Tim, 2018).
The Target Markets of Virgin Group:
Virgin typically caters to young, affluent customers who are searching for innovative and intriguing goods and services. Advertising, public relations, and social media engagement are just a few of the strategies Virgin's marketing division employs to connect with its target audiences. E.g., Using targeted ads by Virgin Active, increased its Walkins by 70% amongst the targeted audience, which were mostly the students in living in the vicinity (The Near Team, 2017). The critical evaluation via STP analysis clearly shows that Virgin’s core target market is Young, affluent and Urban Professionals.
Selection of Media type for Virgin Group: The marketing division of Virgin Group deploys a variety of media to connect with its target customers. They run advertisements on television (popular medium for reaching wider audience), magazines (can reach target audiences with specific interests), Online Advertisements (cost-effective way to reach a large audience). Virgin also connects with their target audiences through social media (which is again a great way to connect with target audiences and build relationships) sites including Facebook, Twitter, and Instagram. E.g., Virgin Atlantic uses AI powered email marketing (Phrasee, 2023)
Measuring Success: Virgin Group uses a range of data, such as website traffic monitors, social media engagement tools and its sales, to assess the effectiveness of its campaigns. These measurements are effective in measuring the effectiveness of Virgin Group's marketing campaigns. These measurements allow Virgin to track the number of people who are visiting their website, how engaged they are with their social media content, and how much sales they are generating. This information can be used to determine which campaigns are working well and which ones need to be improved.
The business also carries out surveys to determine customer happiness and satisfaction. The surveys that Virgin Group conducts also allow it to determine customer happiness and satisfaction. This is important because, it can help Virgin to identify weak areas where they need to improve their customer service.
Overall, the measurements that Virgin Group uses are effective in helping them to control their marketing activities. These metrics allow Virgin to track the results of their marketing campaigns and make necessary adjustments for their effectiveness.
For E.g., Virgin Atlantic used the social media to create “Looking for Linda” campaign and it was a huge success (Google Digital Transformation, 2010)
Overall Assessment: The marketing division at Virgin Group is quite efficient. The company runs innovative, captivating marketing strategies that appeal to a wide range of audiences. In order to assess the effectiveness of its campaigns, Virgin's marketing division also makes use of data analytics, which helps in streamlining its marketing campaigns.
Segmentation, Targeting & Positioning Analysis of Virgin Group, focusing on its Marketing Function:
A detailed STP Analysis of the Virgin Group can be found in the Appendices. A meaningful conclusion from the STP analysis is as follows:
Virgin Group, which has challenger brands, provides a more thrilling and distinctive experience than its rivals and targets young, wealthy, and urban professionals.
3. [bookmark: _Toc140429019]Conclusions
· Virgin has a strong brand identity and value which is based on the premise of adventure, quirkiness and rebellious attitude. These values are perfect for targeting young and affluent customer, but focusing on a particular segment limits its focus and reduces diverseness. Hence, Virgin should be focussing on targeting other age groups also to create a sense of acceptance and sensitivity.
· The Marketing function of Virgin across all brands, is not fully integrated with Artificial Intelligence capabilities and still there is reliance on external technology service providers, for e.g., adobe (Samuels, 2023). Hence inhouse, capabilities should be built, with due training to its employees
· Using too much of Artificial Intelligence products like Chatbots etc. reduces human touchpoints, thus eroding the brand value of Virgin. Hence proper usage of such products should be there, duly syncing it with human interaction, so that the brand identity of Virgin remains intact for its customers.
· The incorporation of AI has created a skill gap within Virgin’s employees. They should be trained properly for the responsible use of such technologies, so that the change is acceptable amongst all factions of its employees.
· Data & Privacy concerns created by the use of technology is sensitive and affects customer’s trust. Hence, consent for using data should be there, for safeguarding their information and creating loyal customer base.
· Virgin has successfully harnessed use of AI and Email, to make millions. For e.g., Virgin Holidays (Kaput, 2020).
4. [bookmark: _Toc140429020]Recommendations based on above Conclusions (SOSTAC Model)
The detailed SOSTAC model can be seen in the Appendices. The basic recommendations that can be drawn basis this model is as below for improving the Marketing Strategy of Virgin Group:
1. Virgin should analyze the current changing Marketing landscape, duly identifying the strengths and weaknesses of its marketing strategy and thereby improving it by making fine tune adjustments on the basis of target markets, competition and latest trends.

2. Virgin should set clear and measurable targets and objectives for its marketing function. These goals ought to be in line with the organization's overarching business objectives. Virgin, for instance, might decide to aim for a 10%-12% rise in brand recognition over the coming year. Virgin will be able to track the success of its marketing strategy and make any adjustments as needed by establishing clear and quantifiable targets.

3. More Aggressive and Responsible use of Artificial Intelligence should be there in Virgin Group, especially in its Marketing Function. For instance, Virgin may utilise AI to offer customers customized email marketing campaigns based on their previous purchasing behaviour. Virgin will be able to better understand its clients and send more meaningful marketing messages by utilising AI.

4. Virgin should target different age demographics, such as families and senior citizens. This will help Virgin in expanding its market reach and revenue. Virgin might, for instance, develop family-friendly marketing strategies like vacation packages with kids-friendly stuff.

5. Finally, Virgin should develop its own artificial intelligence (AI) capabilities, so that it is not dependent on outside technological service providers. It will be able to employ AI in a more ethical and responsible manner as a result of having more control over its AI strategy. For e.g., Virgin may work with AI developers to produce marketing tools that are AI-powered and tailored to the needs of the business.
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[bookmark: _Toc140429022]Appendices
Segmentation, Targeting and Positioning Analysis of Virgin Group Inc., focusing on the Marketing Function
Segmentation:
Demographics: Age, gender, income, education, and location.
Psychographics: Lifestyle, values, interests, and personality.
Behavioural: Purchase history, product usage, and brand loyalty.

Targeting:
Core target market: Young, affluent, and urban professionals.
Other target markets: Business travellers, Families, Adventure Enthusiasts.

Positioning: 
Challenger brand (Unique Selling Proposition) that offers a more exciting and differentiated experience than its competitors.
Marketing campaigns often feature a sense of adventure and a rebellious attitude and appeal differently to young generation and affluent population.
 










Appendices continued
SOSTAC Analysis:
Situation:
· Analyze the current marketing landscape and identify the strengths and weaknesses of Virgin's marketing strategy.
· Understand the needs and requirements of Virgin Group's target market.
Objectives:
· Setting clear and measurable objectives for the marketing function of Virgin.
· Defining the target market for each product or service. 
Strategy: 
· Developing a marketing strategy that is aligned with the Virgin's overall business strategy.
· Using Artificial Intelligence to personalize marketing messages, automate marketing tasks, and analyze marketing data.
Tactics:
· Implementing and deploy the marketing strategies through a variety of channels, such as digital marketing, social media marketing and public relations.
· Using AI to create more targeted and personalized marketing campaigns leading to a greater degree of optimization of the marketing campaigns.
Action: 
· Tracking the performance of the marketing campaigns and make necessary fine tune adjustments on the basis of real time data.
· Measuring and quantifying the results of the marketing campaigns and tracking the progress towards the objectives.
Control: 
· Reviewing the marketing strategy and campaigns on a regular basis and making changes as and when needed.
· Finally Ensuring that the overall marketing strategy is aligned to Virgin’s core values.
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