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PART 1: External factors (PESTEL Analysis) 
	
	External factors 
	Implications (+) and (-)

	1
	Political 
Politics in Qatar influences the performance of the airways because it is a government flagship project
	Positive implication 
The Qatar government supports Qatar Airways to venture into new airline routes and international destinations. 
Funding by the government increases their sources of capital which gives it an economic advantage over private operators. 
Negative implications 
Increasing terrorist activities cut down communications and trade with Qatar Airways.
Bann by the US government on laptops from middle east countries lowers the customer base thus affecting the revenue flow by the airline. 

	2
	Economic 
The overall economic growth of the airways. 
	Positive implication 
The airways serve all the six continents in the world making it increase its revenue. 
The economic advantage of the airline gives it the necessary impetus to thrive in the airline industry.
Negative implication 
Bann to the US government any entourage from an Arab country due to terror activities affects Qatar Airways directly. 
Fluctuation in fuel prices, high cost of maintenance impedes the economic growth of Airways. 

	3
	Social 
Relationship with customers
	Positive implication 
The exclusive and premium services make the Airline a customer’s choice. 
The marketing deals with world-class institutions strengthens customer reach. 
Negative implications 
Due to COVID -19, most companies are not able to operate optimally since people fear to travel around. 
 

	4
	Technology 
Adopting new technology to improve the safety and time experience of the customers. 
	Positive implications 
Increase in customer base due to efficient use of new technology.
Technologically onboard experiences enhance the airline brand through customer satisfaction. 
Negative implications
This advancement in technology comes with a cost that eats into the revenue of the airways.
Misuse of the technology degenerates the gains in customer satisfaction. 

	5
	Legal factors 
The various international and national laws affect the operation of the airways. 
	Positive implications 
Complying with legal factors increases the reputation of the airline.
Following the laid down protocols for COVID, 19 increases customer satisfaction and therefore boost the business operations
Negative implications 
These legal factors imply the overall cost of operation of the airline. 
Ban on laptops from a passenger from the middle east affects customer satisfaction.

	6 
	Environmental factors 
Contribution to environmental conservation affects how people perceive the airline company. 
	Positive implication
Customer satisfaction due to the use of less carbon emissive fleets and being the concern of the factors that affect the environment. 
Group-wide environmental sustainability and governance framework.
Negative implication.
The use of less emissive fleets translates to the use of modern engines which are a little bit expensive.


The marketing mix (4 Ps) for Qatar Airways 
Product: The airline has Airbus and Boeing in its product mix which offers a variety of services to customers before boarding and during the flight such as entertainment and food services. It has three cabin services which include; 
First-class: offers seating arrangement with leg rest and other additional services such as massage and entertainment. 
Business-class: offers premium services like comfortable seating with extra space and touch screen to the customers. 
Economy class offers the best services to the customers in this category such as personalized television for entertainment and better seats for extra comfort. Plans are underway for WiFi, GSM telephony and USB uses for different uses (SWOT & PESTLE, 20212).  
The product mix is good and to make it better plans should be put in place to better services at different cabin services. For instance, blending different services at different cabins and adding more services like WiFi across the three cabins.
Price/ Pricing Strategy: Qatar uses value-based pricing which is equally competitive. It offers a reasonable price for premium and economy-class services. The going-rate pricing strategy gives it an advantage over its competitors like the emirates airway (SWOT & PESTLE, 20212). The airline targets the upper- and middle-class segments such as the executive and corporate business. However, the falling prices of crude oil globally affect the prices of tickets, especially in the middle east airline industry.
 Place and distribution strategy: The brand has established routes to major cities across the world with more than 150 destinations across the globe (SWOT & PESTLE, 20212). The spoke and operation center for the airline is Hamad International Airport. It has a range of services in its lounges and hubs which include Qatar duty-free, Qatar Aviation Services, Qatar Airways Holidays, etc. it also offers wide ways of availing tickets to customers. 
Promotion and advertising strategy: The strategy is to maintain its visibility in the world. They do this by sponsoring major clubs such as Barcelona, sponsoring major events like FIFA, being the face of Asian football, and other world-class events to boost its global image. Another commercial visual advertisement is meant to maintain its visibility across the globe. Awards won by Qatar Airways provide a positive image of the airline. Other forms of advertisement id the provision of the membership club that aims at maintaining existing customers, the airline also cooperates with major hotels and car services to boost their customer relationship (SWOT & PESTLE, 20212).  
References 
SWOT & PESTLE.com (2021). Qatar Airways SWOT & PESTLE Analysis – SWOT & PESTLE.com. review link https://www.swotandpestle.com/qatar-airways/ 
PART2: The competitive environment. 
	
	Qatar Airways 
	Emirates Airways
	American Airlines 
	Delta Airlines 

	Product 
	Entertainment and food services for first-class and premium services for business class and economic class
	Extra services like premium service for first-class with a partition in business class and a shower including USB for different uses.
Health services. 
	First-class services, business class, economic class services, and choice class services.
Selling of seats, cars 
Flagship lounge 
	Delta One TM, Delta Comfort+ TM, First Class, Main Cabin, and Basic Economy with premium amenities and services in the first three.

	Price 
	Going - rate strategy
market follower strategy
	effective price policy – for short routes
	a trip plan – for customers to chose
	fuel hedging program

	Promotion 
	Sponsorships of major events and clubs.  
Membership club 
Awards 
	Adverts through magazines, newspapers, TVs 
Sponsoring crickets. 
Innovative campaigns.
	Advantage loyalty program.
Promotional activities. 
Social media like Twitter and Facebook
	 Digital marketing 
Skyline loyalty program for customers

	Place 
	Hamad International Airport with more than 150 destinations. 
	Operation from Dubai which is strategic to all international routes
	Operates in Dallas which is the largest passenger hub. With 300 destinations. 
	Member of sky team cargo.
300 destinations in more than 50 countries. 





Reference 
CAPA Centre for Aviation. (2016). Qatar Airways & Italy’s Meridiana Part 1: Similar to Etihad-Alitalia, but different and smaller. Retrieved from https://centreforaviation.com/analysis/qatar-airways–italys-meridiana-part-1-similar-to-etihad-alitalia-beneficial-but-smaller-partner-265937. 
Unique pricing strategy
Qatar airline uses the going rate strategy in pricing its services which is different from the three leading airlines. 
Rationale Unique pricing strategy
· Quality services with reasonable prices.
· Market follower strategy- setting price based on prices of the competitors
· Based on the value it offers different prices for its premium and economy class clients. 
PART 3: Qatar Airways SWOT Analysis. 
	Strengths
· Clear target segment – which are luxury travelers who can afford to pay and the high brand loyalty
· Trend recognition – quick response to market trends in benchmarking premium airlines in the world. 
· Strong Backing by management – strong leadership with a positive attitude and strategies towards progress orientation
· Inflight services – online check-in, minimal waiting time, inflight entertainment, customized food as well as security for baggage and comfortable seats. 
· Cultural consciousness – diverse inflight staff, and incorporating regional cuisine.
· The real name for luxury – provision of five-star experience in their business. 
	Weaknesses 
· Cost management – it is expensive to manage the operation cost of their target segment as well as fluctuation in fuel price and the cost of wages 
· Competition from low-cost airlines – a surge in low-cost airlines pose a threat to Qatar airways.
· Political changes – global issues like fluctuation in the dollar, financial recession, and Brexit affects the operation of the airline. 

	Opportunities 
· A surge in airline usage – Qatar has more connections across the world to its advantage with the growth in the use of air transport. 
· 2022 Qatar FIFA world cup – will fuel the use of the airline.
· The development of Doha as an international hub and financial center is strategic to the airline. 
· Technology – embracing new technology gives the airline an advantage in the industry. 
	Threats 
· Competition – strong competition from other airlines is a threat to the Qatar Airways  
· GCC dispute – the dispute with the members of the GCC may affect the Airways. 
· Terrorism – rise in political uncertainties impacts on travel demand. 
· Pandemics such as COVID 19 also impacts travel demand.



The implication of the Above Analysis and Action Plan
With the airline's strong backing from the management, it can take advantage of the growing need to travel using air transport by revamping the marketing strategies to its advantage. Three things require action to add to this advantage;  
· Add more services into the products your offer, for example, offer WiFi to all three cabins, including washrooms in all your cabins. 
· Use more promotional options like social media; Twitter, Facebook, Instagram.
· Increase the destination hubs and partnerships with hotels and car owners.
Reference 
SWOT & PESTLE.com (2021). Qatar Airways SWOT & PESTLE Analysis – SWOT & PESTLE.com. review link https://www.swotandpestle.com/qatar-airways/ 
PART 4: Sustainability and Global Citizenship
Qatar Airways Sustainability relates to its operations, hotels in international destinations, service operations on the ground, and facilities within Qatar and global destinations (Qatar Airways, 2016). The airways have developed a holistic approach to meet the expectation of stakeholders like capturing feedback from stakeholders, planning and delivering engagement activities, and communication (Ali, 2013)
The sustainability approach is integrated into its operations and it includes training and awareness, collaboration and partnership, global leadership, etc. 
The airline has developed a framework to align itself to societal values, international guidance and standards, the company values, peer activities, and industry as well as analysis of the feedback from the stakeholder. The framework is to identify the social economic and environmental topics that are important to the airline and its social corporate responsibility (Qatar Airways, 2016).
Reference
Qatar Airways. (2016). Qatar Airways group sustainability report 2015–2016. Retrieved from http://www.qatarairways.com/iwov-resources/temp-docs/csr/sustainability-report.pdf. 
Ali, S. 2013. A study on the marketing strategies of Qatar Airways. Amity University Dubai,Bachelors of Business Administration (Dissertation). Review link https://www.academia.edu/25186267/A_study_on_marketing_strategies_of_Qatar_airwyas 





PART 5 As the CMO
Three things I would focus my energy on in my first year as the chief marketing officer of Qatar Airways would be; 
1. The issue of target segment – I would broaden my scope to include lower-class income earners in a program that they would pay in bits way before they start their flight. This would increase my customer base. 
2. The issue with service delivery – I would suggest that we introduce the choice plan for those customers who would wish to have exclusive privacy in the executive and business cabin. 
3. Introduce washrooms services for all the cabins as well as other auxiliary services such as banking, and any online service since the world has been made a global village by the internet. 
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