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[bookmark: _Toc32053904]Introduction
Emirates is considered to be the major airline firm in the aviation industry and generate billions of revenues. The company is Dubai based and considered as one of the main airline firms across the globe. This report is formulated in order to evaluate the effectiveness of marketing in Emirates Group. The company is planning to launch affordable ticket services with the name of “Low-Go" for its customers who want to travel in a certain budget. The report will discuss the marketing techniques, tactics, and importance of marketing research, target customers and marketing mix. 

1. [bookmark: _Toc32053905]Task 1
1.1. [bookmark: _Toc32053906]Effectiveness of Marketing Techniques for Emirates 
Emirates Group used various marketing techniques in order to market their products and services. Firstly, the company heavily used traditional marketing technique in which the firm use TV ads and print media to create awareness regarding product and services (Gustavo, 2013). The main advantage of traditional marketing is the reach, through proper TV ads; the message of the company can reach millions of customers in seconds for Low-Go. Moreover, through print media, Emirates can create awareness in those customers who are fond of reading. In addition to this, the company use digital marketing techniques as well in order to attract a customer through digital platforms. According to Leung, Xue, and Bai (2015), there are millions of potential customers on various social networks, which can be used to create awareness for Low-Go. 
1.2. [bookmark: _Toc32053907]Constraints and Limitation during Marketing Process
There are various laws and regulations, which regulate marketing activities and often put constraints in front of effective marketing activities. Emirates would need to provide every single detail in their marketing activities in order to lead the consumer to make sound decisions. In addition to this, cultural differences would be another major barrier. According to Kim and Law (2015), Emirates would need to create evaluate different cultures because Low-Go will be used by various people belonging from different cultures and background. Failing to cater cultural aspect could backfire the entire marketing strategies. Moreover, Emirates would need to make compliance with the advertising code and make the advertisement more responsible and acceptable for society. In addition to this, there is various law related to consumer protection which can be a constraint (Nunkoo, Gursoy and Ramkissoon, 2013).
1.3. [bookmark: _Toc32053908]Use of Marketing Research in Developing Marketing Plan
According to Yoo and Bai (2013), marketing research is important in devising the marketing plan. Through qualitative analysis, manager or analyst can obtain details, insights and descriptive data. Through qualitative research, the researcher can determine customer emotions, behaviour and purchasing pattern. Moreover, through quantitative research, the manager can determine some quantitative data like economic factors, demographic data, and so on. By combining both quantitative and qualitative data, management can accurately draft the marketing plan (Scott, Laws and Boksberger, 2013). 
1.4. [bookmark: _Toc32053909]Marketing Plan for Emirates’ Low-Go service
1.4.1. [bookmark: _Toc32053910]Introduction
Through Low-Go Services, Emirates want to start its services in Low-Cost Carriers. According to Minazzi (2015), Low-Cost Carriers is a completely new market, which provides affordable tickets with relatively fewer services on the plane. The concept of Low-Cost Carriers is gaining momentum due to which Emirates is going to initiate its own Low-Cost Carrier service under the name of Low-Go.
1.4.2. [bookmark: _Toc32053911]PESTLE Analysis
Political: Changes in law and regulations and treaty between the countries influence the airline industry and especially the low-cost carrier segment because of low-profit margins. The current BREXIT could impact Emirates cost and schedule if they operating between the UK and other European countries (Bowie et al., 2016). 
Economic: Emirate has global operation due to which the world economy matters the most. According to the UN (2019) report, trade tension has affected the global economy due to which its growth rate has been decreased. Such a pattern will affect the airline industry and particular low-cost carrier because economic prosperity is required for increased travelling growth.
[image: ]
Source: (United Nation, 2019)
With the economic slowdown and decrease in personal disposable income, travellers were finding ways to travel in a particular budget. The concept of low-cost carrier has been initiated in 1990, since then it has increased demand due to slow economic growth (Steergroup, 2005). 
[image: ]
Source: (Steergroup, 2005)
Social: Emirates provide services to different countries and its operation are expanded over the globe. In this regard, social factors become increasingly important. According to the Washington Post article, around half of the population is considered as middle income. It can be an opportunity for Emirates to introduce Low-Go and capture market share (Long and Shapiro, 2018). 
Technology: the Airline industry is continuously influenced due to technological factors. Providing new services for entertainment and making flight safer is all comes under technology. However, Low-Go is the low-cost carrier due to which technology will not be adopted at a higher rate.
Legal: Laws, regulations, and code of conduct heavily regulate the Aviation industry. The Emirates would need to update its workforce in order to avoid any possible lawsuit (Kotler et al., 2017). 
Environment: Aviation industry is heavily criticized for emitting a significant amount of carbon into the air. The emirates can have serious consequences if they failed to provide planes with low carbon emission despite initiating low-cost carrier service (Minazzi, 2015). 

1.4.3. [bookmark: _Toc32053912]SWOT Analysis
	Strength
1. Emirates as a group have a strong financial position 
2. Global presence 
3. Strong and experienced team for management and aviation-related matters
	Weaknesses
1. New Entry in the market
2. Low-profit margins due to which high responsiveness to change.
3. Strong Competition

	Opportunities
1. Increasing market size due to an increase in middle-income households around the world.
2. Strong brand image
	Threat
1. Strong competition
2. Changes in the legal environment
3. Political changes can affect the emirates and overall aviation industry.
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Source: (Emirates.com, 2020)
1.4.4. [bookmark: _Toc32053913]SMART Goals
SMART standards “Specific, Measureable, Attainable, Realistic and Timely” Goals. 
	1. Increasing market share through Low-Go in 1 year time period

	2. Generate customer awareness through traditional and digital marketing platforms in 6 months

	3. Developing effective marketing strategies in 2 months. 



1.4.5. [bookmark: _Toc32053914]Marketing Strategy
For Low-Go, Emirates will use digital marketing strategy in order to attract and create awareness among customer. The main idea behind using digital marketing is the increasing population of the consumer on various social networks. Around 53% of the people are internet users which means that Emirate will have a significant amount of market size to attract with digital marketing strategy. Moreover, around 68% is the active mobile users making it the appropriate choice to market Low-Go (Chaffey, 2019). 
[image: ]
Source: (Chaffey, 2019)

1.4.6. [bookmark: _Toc32053915]Marketing Tactics
The marketing tactics will be based on the digital marketing strategy. Marketing tactics should be formulated in such a manner that enables the Emirates to convey its message to a large audience in a quick span of time. In addition to this, Low-Go belongs to low-cost carriers, due to which marketing budget will be limited as well. Social media post and engagement will remain a prime focus for the company. In addition to this, creating partnership and alliance with travelling agencies will remain a preference for Emirates (Kim and Law, 2015). 
1.4.7. [bookmark: _Toc32053916]Implementation of Changes
The company will use an open communication system before implementing any change. In this way, employees and other stakeholders will be timely communicated. In addition to this, proactive strategies will be used so that any negative impact can be rectified in advance and a control action can be taken to avoid or reduce its occurrence. The employees will be updated regarding the new service so that they can remain aware of the changes and communicate them its necessity and how it will benefit them (Leung, Xue, and Bai, 2015)
1.4.8. [bookmark: _Toc32053917]Marketing Plan Evaluation
The above marketing plan is according to the demand and nature of the service. Low-Go is the low-cost carrier due to which it has a low marketing budget. In this regard, a digital marketing strategy would be an ideal solution for the company to create awareness. The internal and external factors identified marketing research can provide a strong foundation for initiating the developed strategies and tactics (Yoo and Bai, 2013). 
1.5. [bookmark: _Toc32053918]Targeting Customers
Emirates will target its customers through digital marketing strategies. 
· Updating Company Webpages: Emirates will update its website so that potential customers can get the information from the official web page.
· Creating Campaigns on Social Media: Emirate will create some attractive campaign on their pages and channels in order to provide information about the Low-Go and its unique characteristics. Through the campaign, the company would provide information on how new service is different from other low-cost carriers companies (Kotler et al., 2017). 
· Stay Connected with Customers via Social Media: The Company will remain connected with the customers and resolve any doubts and issues about the new service on an instant basis. It will enable the Emirates to gain the trust of the customers (Bowie et al., 2016). 
· Using Social Media Influencers: Emirates will invite some social media influencers from different part of the world so that they can provide reviews about the Low-Go. Their reviews can have a significant influence on the purchasing decision of potential customers (Scott, Laws and Boksberger, 2013). 
· Working Travelling Agencies: Emirates will work with the travelling agencies and provide them with a good commission percentage for recommending Low-Go as the main choice for travelling (Kim and Law, 2015). 
1.5.1. [bookmark: _Toc32053919]The rationale behind the above process
According to Bowie et al. (2016), social media and website are considered to be as the best medium to market product. The reason behind choosing digital marketing is because it will provide to actual consumer in an effective manner. Kim and Law (2015) argued that almost half of the population is considered as the middle income, which is the main market segment for Low-Go. Middle-income households frequently checking affordable services and products and Low-Go can resolve their travelling issue in an effective manner. 
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Source: (Kotler et al., 2017)
1.6. [bookmark: _Toc32053920]Limitation of Marketing Research
· Secondary data can be obtained in quick time but it can have issues such time factor at which data is taken, the objective for which data is collected and credibility of the data collector.
· Primary data collection can be quite accurate for Emirates, however, it is time-consuming and need a significant amount of time to collect and it evaluating it.
· The management would need to select a significantly large sample size and participant should be from different countries because marketing for Low-Go will be done on a global scale. This can be quite a complicated step and the company might not able to yield desired results (Kotler et al., 2017). 
1.7. [bookmark: _Toc32053921]Marketing Mix
	1.7.1. [bookmark: _Toc32053922]Product
Low-Go will provide cabin service, catering service, and Ramp service so that customer can have good travelling experience.
	1.7.2. [bookmark: _Toc32053923]Price
Cheap value pricing and low-cost pricing strategy will be used to make travelling affordable. 


	1.7.3. [bookmark: _Toc32053924]Place
24 hours online reservation system, sell ticket via tour operators and travel agents

	1.7.4. [bookmark: _Toc32053925]Promotion
The digital marketing strategy will be used along with some traditional print media marketing. 


Source: (Kotler et al., 2017; Bowie et al., 2016)
1.8. [bookmark: _Toc32053926]Marketing Mix Plan
	Product
	Lesser services as compared to normal flight operation. The main motto is to provide a travelling service from one place to another. Travellers will get the food and drinks but with limited choice.

	Price
	Focus on bulk discounts, low cost and penetrating pricing strategy. Makes travelling experience affordable and convenient. Moreover, the customer will obtain discounts

	Promotion
	Exploiting social media in order to market product. Using Instagram and Facebook to engage potential customers, YouTube channel for social media influencers and SEO for web page optimisation.

	Place
	Ticket will be available through an online portal and travel agents, providing good commission to recommend Low-Go. Ticket counter will be established at Airports as well.


Source: (Kotler et al., 2017; Bowie et al., 2016)
1.9. [bookmark: _Toc32053927]Recommendations
· The primary data assessment should be a major part of the marketing plan. In this regard, management is required to conduct a survey on large scale via social media in order to obtain preferences and expectation from a lost cost carrier airline (Scott, Laws and Boksberger, 2013). 
· Since it is a new segment; Emirates would need to learn the competitors in details first so that the marketing plan can be developed more effectively. The management will able to know the key feature they should include in Low-Go (Bowie et al., 2016). 

2. [bookmark: _Toc32053928]Task 2
2.1. [bookmark: _Toc32053929]Marketing Techniques Description for Emirates and Ryan Air 
Emirates is currently using its brand name first in order to increase its market share. The company has focused on its brand building across the globe. Now travellers know the company for the comfortable and hospitable travelling experience. On the other hand, Ryan Air has created a brand under low-cost airline and people consider the company as an affordable travelling choice. Therefore, it can be said that Emirates has created a brand by developing the perception of luxurious and comfortable travelling experience, whereas, Ryan Air has created perception as the affordable travelling experience (Kim and Law, 2015). 
2.2. [bookmark: _Toc32053930]Marketing Techniques Comparison
Emirates and Ryan Air marketing techniques are similar as they both focused on digital marketing along with traditional marketing. Moreover, both the companies use tour operators and travel agents to sell their tickets and for advance bookings. The difference in marketing techniques is the goal setting. Currently, Ryan air has established the goal be considered as the most affordable airline service in the industry, whereas, Emirates has established the goals to be considered as the most luxurious and comfortable travelling experience (Kotler et al., 2017). 
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Group records 31st consecutive year of profit of AED 2.3 bilion (USS 631 million)

- Strong business growth leading to  record revenue of more than AED 109 billion (US$ 29.8 billion)
- Solid cash balance of AED 22.2 billion (US$ 6.0 billion)
- Declares a dividend of AED 500 million (US$ 136 million) to the Investment Corporation of Dubal
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