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Part 1: External Factors
	External Factors
	Implications

	Technology 
	· The airline industry has been constantly adopting new technology (Belobaba, Odoni, & Barnhart, 2016). Qatar Airways has not been left behind in adopting new technology. For instance, the company has its own website and apps where customers can easily book, just to mention a few. 
· On the negative side, technology has increased its running cost due to the need to acquire new technology .
· It incurs cost of training whenever it acquires a new technology.
 

	Environmental 
	· The company is looking forward to reduce its carbon footprint.
· The company has been criticized just as the rest within the airline industry for high carbon emission.
· 

	Economics 
	· The company has been making high profits as it has opened new routes. 
· Increased revenue due to the purchase of new airplanes (Belobaba, et al., 2016). The new airplanes will be operating in new routes. 
· As COVID-19 has hit the whole world, some countries have put in place some restriction measures that have hindered the company from accessing some destinations.
· Increased capital expenditure.
 



The 4P’s of Qatar Airways
Product
The company offers a broad range of services to the passengers. It offers services such as entertainment, food, and different cabin services (Hooley, Nicoulaud, Rudd, & Lee, 2020). It could also consider offering some other unique services to the customers so that it can remain competitive in the airline industry.
Price
The pricing strategy of the company would be changed to ensure that it is reciprocating to the services that the company is offering. It is important for a company to ensure that it offers high quality services at reasonable prices.
Place
The company should ensure that it is operating in all major routes in order to establish connections in all major cities across the world. The company should also increase the types of services offered so that all types of customers can feel comfortable. In addition, Qatar Airline offers to its customers a wide range of services via its lounges with its subsidiaries such as Qatar Aviation Services, Qatar Airways Holidays and Qatar Duty Free (Hooley, et al., 2020).  It has been named as the first global airline that has achieved the prestigious 5-start Covid-19 airline.
Promotion
In the past, Qatar Airways has used promotional platforms such as being the sponsor of FC Barcelona. However, the company could still promote its services and products on other platforms such as social media. 
Part 2. Competitive Environment
	4 P’s
	Delta Airlines
	Ethiopian Airlines
	Southwest Airlines

	Product 
	Operates more than 300 destinations. Offers more than 5000 departures on daily basis and more than 15000 affiliated departures. 
	Serves 116 international and 23 domestic destinations. 
	Operates some of the biggest Boeing 737 airplanes.
Operates 4000 flights during peak seasons.

	Price 
	It has different segments such as basic, economy and premium (Shawn & Max, 2018).
	Premium pricing.
Psychological pricing.
Geographical pricing (Craig, & Amernic, 2021).
Bundle pricing.
	It is known for low cost. 


	Place 
	It has a route network that covers more than 300 destinations.
	Long distance
	Short distance routes.
Emphasized on point-to-point flight (Leeman, 2015).

	Promotion 
	Advertises through social media, website and app. 
	Digital marketing.
Reward programs.
Community influencers.
	It uses tongue in cheek humor in its ads.
Have catchy slogans that grabs customers’ attention.


The unique thing about Qatar Airways is that it has been named as the first global airline that has achieved the prestigious 5-start Covid-19 airline. It targets the segment of customers who travel in luxury class.
Part 3: SWOT Analysis 
	Strengths
· Clear target segment. The company targets people who travel in luxury class.
· Strong backing of management. The airline is backed by the government and its strong leadership.
· Trend recognition. The airline responds to trends quickly (Hooley, et al., 2020).
· Cultural consciousness. The airline exhibits high levels of cross-cultural consciousness. 
	Weaknesses
· Cost management. The airline mainly focuses of business class which is expensive in maintaining the quality of the services offered and the facilities.
· Political changes. Qatar is situated in a war torn zone such as Palestine and Syria which might negatively affect the company. In addition, global issues such as fluctuations in the US dollar, financial recession and Brexit affects the future of the company (Hooley, et al., 2020).  


	Opportunities 
· Increased demand for airline usage. There is a growing need for time and this has made more travelers to use air travel than rail and road.
	Threats 
· Rising fuel prices.
· Increasing labor cost.
· Increased competition from new startups. 



Qatar Airways targets people who travel in luxury class. The marketers should focus on the printed advertisement and visual commercial since they are mainly targeted to the upper and middle customers. In addition, the marketers should focus on promotions that are associated with high status so that they can prove what they offer is high quality. 
Part 4: Sustainability and Global Citizenship
Qatar Airways is concerned with the sustainability of the environment and global citizenship. The airline has been acquiring modern fuel-efficient airplanes. The airline has been operating some of the youngest fleets in the sky. These fleets which are fuel-efficient have assisted in developing a sustainable solutions, allowing it to fly routes with less overall demand for fuel (Newswire, 2020). The company has been working on a fuel optimization program. This program will enable the company to keep on trying to improve its fuel efficiency. The company has been managing the weight of the fittings that are used to make the airplanes in order to optimize the flight paths to ensure that they can travel for the minimum distances possible. 
The company has also set a program where the passengers can voluntarily offset the carbon emission that is linked with their journey. These has been contributed at the point of booking. For instance, Qatar Airways has been contributing to the Fatanpur Wind Farm project that is situated in India. This is a clear indication that this airline is concerned with the sustainability of the environment. The company has also been conserving and optimizing the usage of water (Newswire, 2020). The airline has acquired the General Electric’s “360 Foam Wash” tech which it uses to wash its airplanes. The water that has been recycled is used for irrigation at Hamad International Airport’s landscaping features. 
Part 5: You’re the CMO
During my first year as the new chief marketing officer, I would ensure that the company taken part in local communities around the world. people who are looking for luxury are located all over the world and this would ensure that the company will keep on increasing its fleet since there will be increased demand for our services. I would also offer economy class in third world and even developing countries so that I can increase the number of customers. Those who could not afford the high cost services offered will now have a chance to travel with us. The third thing that I will do is that of advertising the airline in social media more since times are changing and almost all people are getting into social media platforms often.  
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