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Mission Statement
United airline is committed to providing the best experience for customers. The purpose of the company unites all the employees despite their ranks. The purpose of the existence of this airline is to be a link in people’s lives between them and where they want to be. To build a connection through reliable, high quality, friendly and affordable air travel services.
At Unite Airlines, diversity is a range of dissimilarities that make the people distinctive and special. Through inclusion; Ability, ethnicity age, race sexual orientation or religion, form a proper community and at the same time expands the bounds of business opportunity. United airlines aims to use diversity and inclusion in their vision to penetrate the globe. This is as well as, for the purpose of making employees feel valued and important and have customers from diverse cultures feel welcome to use the flyer-friendly services.
From the period of its starting in the late1920s, the airline has been through a number of achievements making it the third most lucrative airline in the world (United Airlines, n.d). The company has maintained quality services to its customers, investing in the highest quality technology, to make air travel as comfortable as possible while maintaining cost effectivity. Through a united front, the company aims to use this as a competitive advantage, to become the world’s leading airline.
The Target Market
United airline customers differ in relation to demographics, psychographics geographic and behavioristic variables which influence the pattern of consuming the airline’s travel packages. As such, in order to properly understand the target market and provide services that appeal to them, it is advisable for the travelers to be viewed as semi-distinct markets through market segmentation. This is in the effort to customize services for them with proper information on their preferences, income, and frequency of use of the airline products. Market segmentation allows the company to identify the customers from the general public and provide services and products that appeal to them. Allows the airline to develop marketing strategies for the different Market segments with the aim of making maximum sales. These market segments contribute to  the company target market. Target market also allows the airline define quality standards of their travel packages, the pricing and the general experiences (De Neufville, 2016).
Demographic segmentation of United Airline Market
United airline Targets customers of different ages, Family size, income, race or marital status. Demographics allow the airline to explore the different situations in the customers’ lives and effectively make changes in rules and regulations, package pricing and the terms and conditions. This mode of segmentation is the easiest since information is easily available. From trends and new developments, it is possible to adapt the marketing strategy in order to remain relevant.
Millennials are a crucial emerging trend in the travel industry. Being the largest population, they tend to influence the decisions that the travel industry makes. Travel and leisure is a trend, and this has influenced the number of millennials to be high. Tapping into this market would require an airline to observe their travel trends in order to come up with attractive deals for them. Group travel packages, for example, could be designed to target the millennials (Camilleri, 2018).The convenience of this package is bound to attract a large number of customers. Family customers are also a target market for United Airline. This market tends to be very budget conscious since it is often planned holidays that lead to the demand for the airline services. Therefore the construction of fair prices of air tickets is paramount. Apart from that, the terms and conditions need to be flexible. Family customers are bound to have cancellations, personal delays, and poor scheduling.
Looking at Social status, the airline needs to be conscious of the clients’ societal status, which may require them to offer services in a particular manner and offer packages that fit the bill. High-status individuals tend to be less budget conscious as compared to low-status clients. As such, it is possible that the high class and high-income individuals may opt to travel in first class facilities and get the ultimate experience as opposed to clients will less income who ay only afford business or economy class.
Psychographic segmentation of United Airline Market
Psychographics go deeper compared to demographics. At this point, the individuals’ habits, hobbies, and buying habits are put to question. Going through this segment is about exploring the different reasons as to why a client is purchasing a particular product. Psychographic segmentation is obtained through taking in the views of the clients or observing their consumption behavior and determining the reason behind their purchases. Psychographic segmentation is crucial to the process of appealing to the target market. Through understanding why a client does what they do, it becomes easier to streamline the marketing procedures to motivate them to buy the product. (Camilleri, 2018).
United Airlines needs an understanding of their clients’ motivation to travel in a certain way or condition in order to continue providing the appropriate packages that are bound to appeal to them and keep them loyal. The lifestyle of the client defines the buying decisions that they make. Depending on the income and the social status, the client may subscribe to a particular lifestyle as a result of different variables from the obvious. For instance, a client may be a middle-income earner, but saves up in order to travel using first class facilities. Apart from lifestyle, the clients’ personality also comes to play. Personality determines a number of issues in a person’s life, an example; tourists who are psycho-centric, they tend to be low-risk takers and usually withhold income. In an active situation, such a traveler, may have a high social status, disposable income and still opt to travel in business class or economy class, as opposed to first-class facilities as would otherwise be assumed. Allocentric on the other hand are more outgoing and are not afraid to take risks. 
Geographic segmentation of United Airline Market
This involves the division of the market share into geographic subsections. The United airlines makes trips globally and mostly in the continental U.S.A. and Caribbean nations. In the geographic segmentation, it is important to consider the different regions and the people living in this area and the lifestyle that they lead before making the marketing strategies. Urban regions tend to be more attracted to the use of airlines compared to the rural areas. People living in urban areas are business people, millennials, and young families. These populations are more likely to use the air line services compared to the conservative and more home bound people living in the rural areas.  Therefore the airline may make rigorous efforts to attract clients in the urban regions. (Camilleri, 2018).
Comparing the regions’ per capita income, determines the airline’s target market. Urban residents are probably most likely to use the high-end facilities of the flights as opposed to the rural residents who have less disposable income.
Behavioristic Segmentation of United Airline Market
This segment looks at client attitudes towards the product, their general buying habits, the benefits they look for in a product and how they respond to the services. Their behavior is closely related to the psychographic segmentation. Based on the benefits sought, clients may be looking for affordability. Meaning that they may opt to travel in the cheapest of the flight classes due to their budgets. For others, Luxury may come above cost, meaning they are willing to spend however much to get a luxury flight. Frequency of travel is another approach to behavioral segmentation. A regular traveler may be affiliated to using the cheapest of the flight classes as opposed to s first-time client (De Neufville, 2016). The excitement of a first time client may influence their decision to spare no costs in their travel expenses as opposed to a regular, who is more conversant with the tariffs and has been on the plane a dozen other times.
An illustration of five distinct Target market for United Airlines
Regular Airline travelers
Brand loyalty influences these clients. To keep client loyal, the airline has to ensure quality services and that the highest skilled staff members are recruited to work with the airlines. The loyalty could also be motivated by the possibility of discounted travels due to points earned from the use of the airline services. This target market is very crucial to the general sales of the airline. They are also sources of referrals to new and potential customers. It is important for the airline to maintain a great relationship with them in order to promote their loyalty to the brand. They are mainly characterized by family and business clients (Camilleri, 2018).
Urgent travelers.
These are the last minute or unexpected travelers. Usually, they travel as a result of an unexpected events such as emergencies. In other terms they are referred to as walk ins. The airlines needs to tap into this market by creating a provision for their travel. This may be effective by preserving a number of seats on flights in order to allow such cases. These seats are usually availed to a client at a premium price.
Corporate or business travelers
A company may decide to create a contract with an airline to have the business travel expenses paid in a lump sum and at a discounted price. This is among the markets with the highest potential and make up the highest percentage of the domestic customer base. This market is worth targeting, since they are brand loyal and are frequent. Proper customer relationship management has to be in place in order to keep attracting this group of travelers.
Budget conscious travelers
These are characterized by family clients, millennials and the Low income population. Despite this, there also exists travelers getting high income but opt for cheaper airlines. They basically use price as a point of differentiation. This being so, United Airlines, should define the range of air tickets tariff in order to attract the highest market share possible.
Impulsive and frequent travelers
Mainly composed of middle aged travelers and retirees who have a lot of time to travel for vacations. There are more experienced than any other travelers and have the ability to detect faults in service delivery easily. The percentage of impulsive travellers is not very high but it is a good target segment for the airline. Their reviews also mean a lot for the airline.
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