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Delta Airline Analysis
The delta airline marketing team has made use of the marketing campaign, which is an opportunity in the organization. Marketing campaigns are a set of strategies used by businesses to achieve specific goals, such as providing information about their services to their customers, building brand awareness, and launching a new product. Delta Airlines has ensured the conduction of marketing campaigns to create awareness of their services to the potential consumers (McKenna, 2018). With the marketing campaigns, they are able to display their customer's services to the public, and therefore, the buyers are willing to pay more for the services. The main target for the company is business travelers. An example of a marketing campaign is the "4 A.M" campaign that portrays delta as a company that treats early morning travelers the way they deserve to be treated. Therefore, the marketing campaign shows the customers the kind of services that they will get when they decide to fly with them. 
A marketing campaign is one of the most commonly used marketing strategies by organizations. Marketing campaigns ensure the promotion of products through different forms of media to ensure an increase in the audience reached by the campaign (Karczmarczyk, Jankowski, J., & Wątróbski, 2018). The process involves identifying the campaign goals, which include identifying how much marketing is needed and what media to use to ensure that more people are reached. Without marketing campaigns in delta airlines, the consumers would not have been made aware of the special amenities that the consumers get when they choose to fly using the airline. The media reaches many people and is one of the best ways of conducting marketing campaigns (De Vries & Duque, 2018). However, marketing campaigns are easy to imitate since competitors can use similar marketing campaigns to portray the same message to the public and, therefore, increase competition.  
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