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Abstract 

 Many organizations are trying to use strategies that would sustain or enhance their 

competitive advantage in the market, and Emirate Airline is never an exemption.  

Accordingly, the corporate strategy and management of a business describes the process of 

directing and leading the business operations within the company by exhausting their 

available resources extensively in order to attain the organizational objectives.  This includes 

business plan conceptualization and monitoring the implementation of the efficiency and 

effectiveness of the strategy. The company considers unique strategic management to identify 

and enumerate the aims of the company so as to come up with sound business practices to 

gain profit and satisfy the needs and demands of the target market (2015).  Aside from these, 

Emirates Airline is trying to be competitive and marketable through their leaders and the 

leadership styles that they are implementing and using.   

Primarily, the main goal of this report is to analyze the business and marketing plan of 

Emirates Airline in order to sustain their competitive advantage of strategies marketing.  

Moreover, this report will also discuss the organizational behavior, its internal and external 

environment within the company through the use of different marketing tools such as SWOT 

analysis and Pest Analysis. 

 

Keywords: Marketing plan, Business Analysis, SWOT Analysis, Emirate Airline PEST 
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1.0 THE VISION AND MISSION OF THE ORGANIZATION 

The Emirates Group vision is to become a leading global corporation in the traveling 

field, so it expands its businesses into every part of travel and tourism (The Emirates Group 

2016). Today, the Emirates Group is one the most comprehensive travel and tourism 

operation in the world. Emirates airlines and Dnata, the ground handling agent at Dubai 

International, are the main parts of the Emirates Group which have a help from the other 

group business fields such as Emirates Sky Cargo, Dnata Travel Services, Emirates Airport 

Services, Wolgan Valley Resort & Spa, Skywards, Emirates Holidays, Arabian Adventures, 
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Congress Solutions International, Emirates IT(Mercator), Emirates Engineering, Alpha Flight 

Group Limited, and In flight Catering and Retail (The Emirates Group careers center 2016). 

While Emirates is focused on maximizing profit margins, Emirates mission for the 

immediate future and long term was the highest standards of quality, not quantity, in every 

part of their businesses to meet its customers' expectations profitably, to contribute to the 

success of Dubai to be a tourism centre and modern multinational city with high standards of 

healthcare, education and leisure pursuits, and to make Dubai Airport city the new global 

aviation hub for the 21st century. Dubai’s open-skies policy allowed Emirates, which 

completely owned by Dubai Government, grows with importance of competition. The 

Emirates Group's Essential to continue success of business and expand employment of high 

quality people to join the multi-cultural team of over 160 nationalities and also offers 

professional development opportunities to help employees develop new skills and grow their 

careers successfully. 

 

2.0 ENVIRONMENT ANALYSIS (PEST) 

Macro environment analysis 

The external environment of Emirate Airline shows that airline industry is at the 

maturity stage that exhibits slow rate of growth. This has resulted to increase in competition 

in the industry. A few forces have a direct impact to the industry in terms of its expansion and 

growth. Some of the factors with great impact include bargaining power of the suppliers and 

buyers and the intensity of rivalry. New entrants are not a threat due to several barriers in this 

industry. Other factors such as economy, social and technology affect the industry by 

controlling the flow of passengers into the industry. Emirates Airline has the social and 

ethical responsibility of ensuring that it serves the members of the society in which it is 

located fairly (Tacoun, 2015). The company aims at maintaining a good reputation and 

relationships with the community. The company is controlled by the rules and regulations set 

by the Dubai government. As one of the largest airlines in the world, Emirates Airline has a 

stable economy that has been boosted up technological development. It has a well-established 

IT infrastructure that aids in all the operations of the airline. During 2008-2009 global 

financial crises led airline industry in a difficult situation. ITAT stated that global financial 

crisis caused the airline industry’s revenue anticipated fall in 2009 is 15 percent, and the 

passenger demand reduced 8 percent and freight traffic by 17 percent(Harvey & Turn, 2012). 

The problems come down to three things. Firstly, fuel costs are too high and, secondly, 
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airlines are not adjusting quickly enough to the change in demand. Finally, the threat of 

terrorism is caused passenger demand declined. Such as: Iraq war, 9/11 and SARS epidemic. 

However, during 2008-2009, the rate of Dubai’s growth GDP still in the positive term, it 

doesn’t mean their economy is still stable. So, the uncertainly economic period such as 

increasing fuel cost would have had large impact on Emirates Airline market.  

 

PEST elements with greatest impact 

Social situation 

Social factors include the increase in world’s population, tourists, and literate people 

all over the world. The population in UAE for instance has grown from a figure of 3,754,000 

to a figure of 4,320,000 between the years 2002-2004. This has consequently led to an 

increase in the number of customers and profits accrued to the airline (Tacoun, 2015). The 

airlines have to enhance its airport security and technology to avoid the terrorism occurs in 

the future. Emirates have to improve their service or added some facility to attract customers 

to resist the global economical crisis crash. 

 

Technological situation 

Technological development has affected the operations of the airline both in negative 

and positive terms. For example, the idea of teleconferencing has minimized the need for 

people to meet for business meetings. This has reduced the number of people travelling for 

business meeting. In contrast, IT has enhanced the operations of the airline through e-

booking. Also Emirates Airlines have been the first to allow its passengers to make phone 

calls during the flight.  The aircraft A340 of Emirate Airlines have developed a device which 

stops the mobile phone transmission interfering with aircraft instruments and electronics 

during a flight. The system will work on most mobile phone network, allowing the user to 

send and receive the messages as well as phone calls. 

 

Target market and trends 

The main target market for Emirates Airlines is business people and families 

travelling for various reasons in the destinations served by the airline. The airline offers 

comfortable check-in lounges for the business people in a bid to retain its customers. The 

lounges are comfortable complete with healthy foods, massage chairs and Internet connection 

to serve business travelers. The airline also targets families travelling for vacations or other 



JOURNAL OF INTERNATIONAL ACADEMIC RESEARCH FOR MULTIDISCIPLINARY 
Impact Factor 3.114, ISSN: 2320-5083, Volume 5, Issue 8, September 2017 

 

26 
www.jiarm.com 

reasons. The families are provided with enhancement services such as TVs, radios and 

children games to make them as comfortable as possible. The two major target markets are 

set to grow with business people travelling each day to execute their transactions.  

 

Competitive environment  

Emirate Airline’s key competitors include: 

British Airways 

Ranked number 2 in Europe, British Airways is one of the largest airlines in the globe. The 

airline has over 300 planes operating in 94 countries in the world with over 216 destinations. 

The major success factor to British Airline is efficient alliances and unique IT infrastructure 

systems. Although the company recorded losses of £358m and £425m in the years 2015 and 

2016 respectively, it has been making profits since it was established. 

Qatar Airways 

Established in 1994, Qatar Airways has over 44 fleets operating in about 69 destinations in 

the world. Its success factors include its aggressive growth plan that entails construction to a 

new airport in Doha and acquisition of 36 more aircrafts (Air Arabia, 2016). 

Airline Industry 

Airline Industry is considered as one of the fast growing and most competitive industries in 

the world. It is the leading industry in economic growth, world trade, global investment, and 

tourism. It has grown by over 7% in the last year alone. The industry is one of the fastest 

growing sectors in the world. It has been recording growth rates of 2.4 times higher than the 

GDP rates on average. The industry grew by over 5% in the years 2011to 2016 on average. 

Resources  

Emirates airline has been recording profits on an annual base since its formation. The 

firm has a viable financial ratio, which was strengthened by a net profit of US$1.37 billion in 

2014. In 2015, it had a net profit of AED 1.981.676 billion while in 2016; the net profit was      

3,538 billion AED. The Company has maintained a competent and effective organizational 

behavior. It uses effective human recourse management approaches in recruitment of 

employees. The company seeks to have employees with the ability to uphold corporate values 

and perspective. The company has employed a differentiated generic strategy in an effort to 

establish a competitive advantage over it competitors. The firm was the first to offer e-

ticketing to its customers as well a televisions in the planes (Air Arabia, 2016). 
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3.0 SITUATION ANALYSIS (SWOT) 
3.1 Internal SWOT analysis 
        3.1.1 Identification and analysis of the major strengths of the organization 

       To analyze Emirates Airline, there is a need for identification of the strengths that are 

major for the company. These strengths are; 

 The company has a size that offers them an advantage 

 Its centre of attention is on expanded markets 

 They aim on entering the cargo shipping. 

 Globally, they want to be the brand on the top 

 They have a strong culture of the company 

 Their services in aviation and airlines are improved and renewed always. 

 The company target audience’s needs are effectively managed. 

 It operates longest four nonstop commercial flights in the world from Dubai to 

Houston, Los Angeles, San Francisco and Sao Paulo. 

           

3.1.2 Identification and analysis of the major weaknesses of the organization 

The company’s major weaknesses are also necessary and needs to be identified and 

analyzed. These weaknesses are; 

 The company has not always been successful in all diversification approaches 

 In US, the company does not provide several places 

 The company do not also provide to most budget travelers as well as those who are in 

middle class. 

 The company focuses a lot on its gaining at the end and its expansion 

 

3.2 External SWOT analysis 

       3.2.1 Identification and analysis of the current and potential major threat(s) facing 

the organization. 

  Externally, there are factors that relate to the performances of the company. First, one 

needs to identify and analyses the company’s current and potential major threats that the 

company may face in reaching its objectives. Some of the threats are; 

 There are other rival companies such as Gulf Air and Etihad Airways that threats the 

company 

 The company has not been able to recognize its demands and has been unable to 

maintain its innovation in various ways 
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 The company’s obvious complacence could be used by its rival companies and offer 

them an advantage over them 

 There is the threat due to the increasing fuel cost 

 There are other companies with low costs for carriers such as Jazeera Airways and Air 

Arabia. 

3.2.2 Identification and analysis of the major opportunities that the organization can 

exploit. 

Another external factor that needs to be considered is the major opportunities available for 

the company that it can exploit. These need to be identified and analyzed. These are; 

 Development of more advanced new generations of Airlines as well as other services 
in aviation.  

 The company can strike into many markets in addition due to innovations introduced 
in aviation. 

 They can also get into bigger markets through internet 

 Advancement 

 Services that are modified 

 Target budget travelers in addition 

 Link with other companies offering the same services 

3.3 Impacts analysis of SWOT 
    3.3.1 Identification and analyze of the impacts of SWOT on the organization in 
general 
When such SWOT analysis has been carried out, its impact is realized. There are impacts that 
SWOT analysis brings about to the general company and needs to be identified. These are; 

 Expansion of the company, 

 The company enters the cargo shipment 

 The culture of the company is maintained 

 The company beats its competitors 

 Modifies its services 

 Satisfies all its target audiences  

 The company has moves independently ahead 

 
4.0 GOALS AND OBJECTIVES 

Emirates Airlines grows very fast as an international airline; it has more than 400 universal 

awards for excellence. Emirates got these awards because it does the highest standards in 
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every subject it do to reach its vision "become a leading global corporation in travel field 

"(The Emirates Group, 2016). Emirates Group has many goals in different sections need to 

achieve:   

 Place Emirates as a global airline and the carrier of choice not only to the Gulf and the 

Middle East but points beyond.  

 Promote Dubai as one of the most modern, safe and high technology commercial 

centers. 

 Keeping up with the airline's exceptional and award winning service levels in 

different areas: fleet, customers experiences, safety record, profitability and global 

reputation 

 Focus on the airline’s highly experienced senior management to create a leadership 

place in the aviation industry. 

 Sponsor the main events in the word in different areas. 

 Emirates is an environmental leader in the travel industries in the sky and on the 

ground  

 help in remove poverty from the communities Emirates flies (M. Silver Associates, 

Inc. 2015) 

Other goals include Sponsoring main events in the word in different areas. The Chairman of 

Emirates, HH Sheikh Ahmed bin Saeed Al-Maktoum, consider sponsorship as a very 

important marketing strategy, he said “We believe sponsorships are one of the best ways to 

connect with our passengers. They allow us to share and support their interests and to build a 

closer relationship with them”. So Emirates sponsor in different sections: Football, Rugby 

Union, Yacht Racing, Powerboat Racing, Golf, Cricket, Horse Racing, Australian Rules 

football, Tennis, Auto Racing, Shopping Festivals and Arts and Culture. In addition, Emirates 

group became an environmental leader in the travel industries because it began helping the 

environment before others by conservation projects in United Arab Emirates and other 

countries such as Dubai Desert Conservation Reserve 225 Km2 and Wolgan Valley 

conservation reserve 1,250ha in Australia. Wolgan Valley Resort & Spa is the first carbon 

neutral resort used greenhouse gas program; Emirates has planted in it more than 125 

thousand native trees and many endangered native animals. Also, Emirates group recycles 

more than 1.5 million kilograms per year. Moreover, it uses the best routes in saving fuel and 

reducing emissions and use the best aircraft fuel in the air in an average one litres for every 

25 passenger kilometers, this average is better than modern small cars. Furthermore, the 
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Emirates Group aim to help in remove poverty from the communities Emirates flies to by 

provides humanitarian, philanthropic aid and services for children in need to help improve 

children life quality and maintain human dignity. 

 There are many objectives for Emirates Group to become a leading global corporation 

in the traveling field, the first objective is increasing the company passengers' number by 

plans to buy an additional 32 A380 jets from Airbus SAS (Bloomberg BusinessWeek 2015). 

The second objective is determining a service price that will attract the appropriate customer 

base. One strong point of Emirates Airlines against the competitors is being able to price its 

services appropriately. However, to achieve continued leadership, the company must 

communicate this strength to the appropriate consumers showing them the availability of 

quality services at appropriate prices. The third objective is expanding its portfolio with 

strategic ventures that will enhance its commercial proposition, revenues and reputation. Cap 

Ternay Resort & Spa in the Seychelles at cost of $253 million, this is Emirates Hotels & 

Resorts’ largest international investment to date, and the resort will also bring conferencing, 

exhibition, and banqueting facilities to the Seychelles with an 800-seat convention facility. It 

will be surrounded by the tropical forests and streams of the Morne Seychelloise National 

Park, and the spectacular rock formations of Cap Matoopa. The fourth objective is to expand 

Emirates strategic partnership in aviation industry to increase its level of security in cargo and 

people travel by the end of July 2015. According to the World Bank (2015, p.187), 

partnerships are important at various levels in the global campaign for security. This will 

require corporations to form partnerships and operate under strategic plans. Emirates Airline 

also recognizes the importance of a security action plan and the need for partnerships to 

increase security for its clients.  The fifth corporate objective is developing corporate 

responsibility towards the employee base by increasing commitment to employee welfare. 

The Emirate Airlines believes that the employees are central to corporate success and are the 

greatest asset, which has helped maintain profitability as well as provided the competitive 

edge needed in the aviation industry (Emirates Group 2016). Therefore, the company must be 

dedicated to the welfare of the employees to maintain their positive disposition toward 

working for Emirates.  
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5.0 MARKETING TACTICS AND STRATEGIES 

5.1 strategies related to marketing mix: 

5.1.1. Product/service related: 

Strategy one: A380—strange the luxury travelling competitive advantage 

Emirates launched a double challenge to European airlines, setting out ambitions to own a 

fleet of 90 Airbus A380 superjumbo and stepping up a war of words over rivals' subsidy 

claims, at the end of 2009. Therefore, Emirates nation airline will became the biggest A380 

operator in the world, also it is fly trend will change to more luxury. The strategy of Emirates 

displayed its solid growth model convincing ramping business up for leisure travellers to fly 

globally (Airline trends, 2016). 

 

Strategy two: high quality service 

The goal for Emirates was attaining the high quality from the beginning. So, Emirates 

Airlines is well renowned for its in-flight services. The airline offers various in-flight services 

to its customers so that their journey becomes a pleasant one. The various amenities include: 

Entertainment system, Seat arrangement, Cabin Crew Service, In-flight mobile service and so 

on. Emirates cabin crew is regarded as one of the best compared with other airlines 

companies. The cabin crew is variety of nationalities from around a hundred and twenty 

countries, and speaks over eighty languages. “Our surprise guests thoroughly enjoyed the 

personalized attention they received from our cabin crew. Similarly, we were delighted to 

host these distinguished guests,” commented Bob Ferguson, Vice President, Aircraft Catering 

for Emirates Airline (Emirates Group, 2016). Therefore, Emirates through established high 

standards of comfort and service to attract customers.  

New Strategy three: expand/promote middle class—premium economy class 

One weakness of Emirates in the current situation, which is do not provide to most budget 

travelers as well as those who are in middle class. That would lead Emirates lost the part of 

the market share. So, Emirates should try to offer premium economy class in order to get 

more customers. The premium economy class set between the business class and economy 

class, which has better quality service and food, and more seat space than normal economy 

class. However, the price much cheaper than business class. Sometimes, it is promoted as free 

for the economy class passengers to upgrade. That class would attract more customers who 

do not want to pay higher price but want better service. 
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6.1.2. Distribution Related: 

Emirates is one of the fastest growing airline in the world, currently, it flies to more 

than 100 destinations over six continents with a fleet of 152 modern, wide-bodied aircraft and 

a new plan arriving roughly every four weeks, from its international hub of Dubai. 

Distribution place: The major countries that Emirates Airline serviced have 37 countries, 

such as: South Africa, China, United Arab Emirates, USA, Australia, and others. In addition, 

Emirates opens new routes constantly, because it tries to expand business broader. New 

routes such as: flights to Basra, Madrid, and Rio de Jenario. However, for North American 

market (includes: American and Canada), Emirates does not offer many places, which only 

served five cities. The strategy is needed for Emirates is that open more new routes to North 

American, such as: flights to Quebec, Detroit, and Vancouver.  

 
6.1.2.1. Distribution channels: 
There are three major type distribution channels that Emirates already used: 
Distribution channels Description 
Travel agent (person sells)  Better service and full information  

 Emirates signed a five-year major 
global content agreement with 
Travelpolt, in 2016 

 The agreement provided all Galileo, 
Apollo and World span-connected 
travel agents with access to the 
airline’s full inventory of flights and 
fares 

 Cooperate with Travelplot can help it 
strengthen its position with travel 
agent 

Online booking  A convenience and low cost 
distribution channel, which is the 
most people preferred 

 Achieved to 20% of whole sale 
Mobile booking  Travellers book ticket around the 

globe to be able to book their fights 
from a mobile device.  

 The new system is designed to work 
with more than 3,000 mobile devices 
to make sure that customers can 
easily and efficiently access the 
airline’s website through their mobile 
phones while on the move 

 
New strategies for distribution channels: 
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There are some suggestions for Emirates to expand the distribution channel that are: booking 

ticket via Facebook and joint venture with other airlines. Facebook is a popular platform that 

young people to communicate, which has more than 500 million users. So, Emirates can 

cooperate with Facebook, and open booking system through Facebook. That will be a new 

and fashion way that much young generation would prefer to use it. Another new distribution 

channel suggests is joint venture with other airline companies, like: joint venture with US 

airways and China airline. The way will help Emirates to be known by more customers and 

expand local market.   

 

6.1.3. Price related: 

Emirates use pricing differentiation strategy to maximize its profits. Because it 

recognizes that the demand for their product differs systematically across consumers in 

different demographic groups. The price structure of Emirates is: expensive on first class and 

business class, but quite cheap on economy class. There is an example to shows Emirates’ 

price differentiation: if we choose two destinations to check the price for the particular 

class—flight from New York to Sydney on a single trip leaving on 5th June 2011, we can find 

that the ticket costs is $1374 for economy class, which is not expensive. Nevertheless, a 

business class ticket prices raises up to $9113, a first class ticket costs is 1.5 times higher than 

business class, and 11 times higher than economy class that is $15121. Compared with other 

largest international airlines (Qantas airline and Singapore airline), Emirates airline’s price in 

the middle in economy, business and first class. The cheapest one is Singapore airline, then 

Emirates airline and Qantas airline’s is the most expensive one. Therefore, Emirates airline’s 

price relative affordable for customer with high quality service.  

One strategy Emirates used that is push high-level service for long way flights with high 

price. The executive of Emirates said that although many airlines are trying to become low-

fare carriers, Emirates unabashedly is not. Passengers’ expectations on long-haul flights are 

different, who want good service, comfort and certainly some food. The low-fare model will 

suit for long flights. An emirate is betting instead on full service with high price (Donnelly, 

2015).  

However, as a big rival for Emirates also with good service—Singapore airline has low price 

than Emirates. Emirates should try to reduce the price, provide more cheap flights or provide 

premium economy class to attract more budget travelers in order to maximize the market 

share.  
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6.1.4. Promotion Related: 

Advertising is a most popular way that most companies to promote their products. 

According to Emirates airline’s 2016 annual report, its advertising spends of the airline 

reached over 1billion AED. In 2016, Emirates Airline's digital advertising has won three 

Cannes Lions at the 55th International Advertising Festival let more people know its brand. 

Moreover, Emirates pushed some special and deeply expressive advertisements constantly to 

promote its new products, routes and aircrafts. That makes the percentage of revenue has 

steadily climbed. (Asia Travel Tips, 2016). 

Sponsorship is another way Emirates used to promote products to customers, and connect 

with passengers. Emirates sponsored in both UEA and around the world over twenty years. In 

2015, Emirates Airline renewed its contract with Breeders’ Cup and became title sponsor 

with an investment of $3 million. The airline also sponsors several sporting events around the 

world including world's richest horse race, the Dubai World Cup. Emirates consider that 

sponsorships are one of the best ways to connect with passengers. It lets Emirates to build a 

close relationship with customers because it allows them to share and support their interests 

(Emirates Group, 2016).  

Other promotion way Emirates used, like: providing discount fare tickets or launching 

Frequent Flyer program get miles point to attract more travelers. For example: in 2005 

October, Emirates launched a worldwide campaign fare promotion. Passengers, who book an 

Economy or Business Class ticket to one of 43 destinations, will receive 25% off the second 

fare thanks to a new Companion Fare promotion. There is another new strategy 

recommended for Emirates to promote itself –developing public affairs. For instance: 

fundraising or denote for Japan earthquake. That would let Emirates recognized and 

supported by more people. 

 

6.1.5. People related: 

A large number of customers enjoy the travel experiences and the high quality service 

when they take Emirates airline. The reason is passengers enjoyed the unique experience and 

commended Emirates cabin crew on their exceptional level of service. Hiring and training 

better employees than the competitor can become an immeasurable competitive advantage for 

a company. First, face to international marketing; the human resource management 

department of Emirates selects staff from the entire world, not only focus on United Arab 

region. It employees from over 100 countries and can speak over eighty languages.  
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Second, training program is very important for a company, because it can helps 

employees to learn the skills, which would be used in their immediate jobs. According to the 

Emirates annual report, it spends about five to six percent of its revenues on training and 

development program every year; however, other airlines only spend three to fourth percent 

(Emirates annual report, 2016). Emirates’ employee training follows a systematic approach to 

training, includes three steps: assessment, training activity and evaluation process. Emirates 

through the employees’ training strive to provide the best services to their customers and 

expand the business to achieve its goals and objectives.   

In order to attract and keep the high class passengers, a new strategy suggest to Emirates that 

is hire famous people, like: George Clooney or Brad Pitt, or invited them take flights for free. 

These people have influence to make passengers feel exclusive fly with Emirates, which is 

called Celebrity Endorsement.  

 

6.1.6. Competitive Positioning  

 Emirates are an influential travel and tourism conglomerate that is currently one of 

three leaders in the Middle East (Florian 2015). As a leader, it positioning points takes into 

consideration issues of price, quality, comfort, and demand. There is a map outlined cover 

these points, aligning Emirates to two competitors in the Australian market and international 

market. The two significant competitors in international market include Qantas Airways and 

Singapore Airline. 

The positioning statement is derived from the determined corporate objectives, which are 

based on actual activities and proposed activities. 
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From the above picture, it can be find Emirates positioned itself in the middle of the 

international market. It has high-level quality service standards with relative expensive price 

compared with Singapore airline. The CEO said it would use full service to instead of the 

high price. The quality service is their competitive advantage.  

However, Singapore airline also has a well- reputation with high-level standards service. 

Indeed, it always has low price than Emirates and Qantas. Therefore, Emirates should plans 

to make the travel trip price down with good service. Among the objectives are Emirates 

growing the global destination network to more than 110 destinations from the current 100 

destinations.  

 

6.1.7. Market Segment Strategies: 

Based on distinguished customer behaviors and customer trip purposes, the market segments 

of Emirates are: business travelers and non-business travelers or leisure travelers.  

1. Business Travellers' Segment: based on business needs, business travelers requiring 

convenience, reliability, speed, and schedules. Their trip could be a routine business, a 

short-noticed or emergency purpose business. No matter what purpose for businessman 

travel, the result is—travels immediately. Emirates pushed a new program for small and 

medium size business to earn rewards, called “Emirates Business Rewards”. This can be 

used to buy award tickets to any destination on their global network. Businessman 

welcome to share these award tickets with any member of their workmates (Emirates 

Group, 2016). This strategy would be attracting more business customers to buy ticket at 

Emirates. Additionally, the flight cabin feature would a factor that more businessmen 

choose Emirates. Emirates’ A380 business class seat extends to form a flat bed up to 

79inches long, includes an in-seat power supply for laptops along with extra-large table 

(Emirates Group, 2016). Therefore, businessperson would have nice trip experiences and 

comfortable workplace when they choice the Emirates. 

 

2. Non-business or Leisure Travellers' Segment: The leisure traveler is looking for 

relaxation away from home or, in some instances, to attend to personal affairs such as 

weddings, funerals, bar mitzvahs, christenings, and so forth. Different purpose of travel, 

different needs, different wants, and different price sensitivities are could be the factors 

to influence them. However, most leisure travelers intend to choose low-cost flights. 

Economy class would be the best choice for them. Therefore, Emirates airline provided 
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special offers and fares to visitors, which are cheaper flights and travelling plans to 

attract them. Emirates Holidays is a good program let more travelers to choice Emirates, 

which is designed valued offers to suit personal individual needs. It special offers are 

categorized by 'Region' to help people get the best out of personal holiday. All the offers 

are inclusive of flights on Emirates, accommodation and bonus extras (Emirates Group, 

2016). Thirdly, Emirates should offers premium economy class for leisure travelers. As 

mentioned above, this class’s price is cheaper than first and business class, but the 

service is better than economy class. The class suits for some passengers want “high 

service and low budget”.  

 

6.1.8. Social related: 

Responsibility for environment: 

Aviation industry is one of the world’s important contributors to produce greenhouse gas 

emission for human activity. A goal of Emirates Group is to make sustainability and eco-

efficiency the cornerstones of all group operations, in the air and on the ground. Emirates 

spent billions of dollars to purchase the most advanced aircraft –A380 in production, means it 

want to operate one of the youngest and most eco-efficient fleet in the world. 

The Airbus A380 used fuel as low as 3.1 liters per 100 passenger kilometers, and it flies more 

passengers further and more efficiently than other large commercial aircraft. The A380’s fuel 

efficiency is also better than most modern small passenger cars in terms of fuel economy per 

passenger kilometer – this is a key advantage in reducing our emissions and maximising eco-

efficiency (Emirates Group, 2016). 

Moreover, Emirates has invested in one of the best flight planning systems available to 

careful plan flights and optimize routes in order to save time, fuel and emissions – every day. 

Like: the Flextracks program with ASA allows Emirates to use the non-(fixed) flexible routes 

technology on flights between and Australian. It let Emirates managed to save 628 tonnes of 

fuel and 57 hours in trip time, over this period. Every minute of flying time saved further 

reduces fuel consumption by an average of 62 liters and also reduces CO2 emissions by 160 

kilograms (Emirates Group, 2016). 

Responsibility for safety 

1. Another aspect of Emirates’ corporate social responsibility is safety. Emirates devote 

it to be a safety airline in the world. According to Aviation safety network (2016), 

Emirates has 3 occurrences in the ASN database from 2001 to 2015. It had less 
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1occurrence than Qantas airline during the 10 years period. To establish a safety 

reputation also is a goal of Emirates airline, which can attract more customers 

(Aviation Safety Network, 2015). Moreover, Emirates engineering is one of the 

world's most technologically advanced aircraft maintenance facilities. To providing 

maintenance and support services for a wide range of Airbus and Boeing models, and 

variety of engines and power plants. It holds several local and international authorizes 

approvals, such as: European Aviation Safety Agency EASA PART 147,  General 

Civil Aviation Authority Approval (GCAA) and ISO - 9001:2000. Emirates engineers 

are fully proven and qualified at all levels, who manage and implement all aspects of 

Maintenance, Engineering, Quality, Planning and Logistics to keep every aircraft safe 

(Emirates Engineering, 2016). 

 
7.0 FINANCIAL ASSESSMENT AND FORECASTING 

1. Demand estimation and forecasting of sales 

Base on the financial information from 2011 to 2016 of the Emirates Group, the 

profitability of Emirates has been increasing during this period.  

However, from 2014 to 2015, Emirates Group’s profit had reported a fall in profit of 72%. 

Because of the global slowdown and high fuel prices, its profit of 1.49bn dirhams ($406m; 

£255m) for the year to March 31 compared with a 5.3bn dirham profit for the previous year. 

In the year 2015 – 2016, Emirates’ passenger number reached 27.4 million, up from 22.7 

million in 2014 – 2015, with an increasing 20.1% over the period years.  And the Cargo 

carried in 2014–2015 also improved, by 12.2% to 1,580,000 tones (2014–2015: 1,408,000 

tones). Gulf News report 01 December 2015 showed that 2015 estimated profit over AED 

3.67 billion (US$1 billion). And according to The National 07 June 2016, 2016 estimated 

profit more than AED 3.67 billion (US$1 billion+).  

2. Estimation of market share 

Emirates Airlines is one of the most reputable airlines company on the world.  And its 

strategy is to globalize the company. Nowadays, Emirates flies over one hundred destinations 

found throughout the world and manages to reach about sixty different countries in the world, 

in which, there are 27 destinations in Europe, New Zealand and 17 destinations in the Middle 

East including Dubai.  

The airline was the seventh-largest airline in the world in terms of international passengers 

carried, and the largest in the world in terms of scheduled international passenger-kilometres 
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flown. It is also the seventh-largest in terms of scheduled freight tonne-kilometres flown 

(sixth in scheduled international freight tonne kilometres flown). 

Emirates Airlines is quite reputable in the Asian Pacific Continent. The company has 

marketed itself very well in the region and as it can be seen form the able below, it is one of 

the most successful companies in the region 

 
Airline market share 
 

Emirates 38% 
Singapore Airlines 26% 
Qatar Airway 13% 
Thai Airway 8% 
Gulf Air 8% 
Sri Lankan Airlines 4% 
Air India 2% 

 
Table: Airline market share 
With plans that make the competitors' growth projections look flat, the emirate has 

grown its passengers from barely 8 million in 1996 to almost 29 million ten years later. 

Emirates currently commanded a 0.1% share of the global air sector. And their aiming an 

increase the market share by the end of 2016 to 70% without sacrificing their quality of 

services and reputation. 

Emirates Airlines has been able to develop a global strategy to become a global company, and 

they want to increase the number of people who use Emirates Airline on the world. Besides 

holding the old market, Emirates also forays into new markets, for example: Europe, 

Australia and the United State. 

 

3. Estimation of financial cost and revenues 

Revenue 

According to the Emirates’ financial report (2016), in period 2015 – 2016, revenue remained 

stable at AED 42,477 million. It was a little higher than it was in 2014 – 2015 (AED 42,459 

million).  

Passenger and Cargo revenue account for 94,6% of revenues. In which, passenger revenue at 

AED 32,995 million was marginally higher by AED 298 million over the previous year.  And 

Cargo revenue at AED 6,315 million is 8.1% lower than last year.  
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 2015 – 2016 
AED million 

2014 – 2015 
AED million 

% change 

Passenger 32,995 32,697 0.9 
Cargo 6,315 6,874 (8.1) 
Courier  428 349 22.6 
Excess baggage 278 349 (20.3) 
Mail 156 126 23.8 
Transport revenue 40,172 40,395 (0.6) 
Sale of goods 1,727 1,563 10.5 
Destination and leisure 156 194 (19.6) 
Other 422 307 37.5 
Total  42,477 42,459 - 

 
Table: Revenue of Emirate 

Expenditure 

Emirates reported that it’s operating cost at AED 38,890 million with 2.7% better than 

the previous year. Emirates expenditure is about employee cost, cause of the employee 

number increased by 2.3%, so employee cost also grew with 8.3%.  Bedsides Emirates 

invested to open six new airport lounges in Birmingham, Manchester, Hamburg, Beijing, 

Mumbai and Johannesburg.  It bought eight A380 super jumbo aircraft, so Emirate Airline 

could increase aircraft departures 12.4%, with the new services to Durban, Luanda, and 

Tokyo.  

 
 2015 – 2016 

AED m 
2014 – 2016 
AED m 

% 
Change 
AED m 

2015 – 2016 
% of operating cost 

Jet fuel  11,908 14,443 (17.6) 29.9 
Employee 6,345 5,861 8.3 15.9 
Aircraft operating leases  4,111 3,797 8.3 10.3 
Sales and Marketing 3,020 3,321 (9.1) 7.6 
Depreciation 2,893 2,150 34.6 7.2 
Handling 2,807 2,533 10.8 7.0 
In-flight catering and 
other operating cost 

2,180 1,923 13.4 5.5 

Overflying 1,438 1,281 12.3 3.6 
Landing and parking 874 735 18.9 2.2 
Aircraft maintenance 847 682 24.2 2.1 
Cost of goods sold 844 822 2.7 2.1 
Amortisation 69 61 13.1 0.2 
Corporate overheads 2,554 3,379 (24.4) 6.4 
     
Total operating cost 39,890 40,988 (2.7) 100.0 

Table: Operating cost of Emirates 
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8.0 EXECUTION AND IMPLEMENTATION OF THE PLAN 

8.1 Deigning a monitoring mechanism and schedule 

The communication objectives reflect into their attributes, where they are designed to show 

specificity, measurability, attainability, realism, and timeliness. The communication 

objectives reflect the corporate reflection on ways to meet the corporate objectives by placing 

strategic communication patterns that can help develop the desired positioning and can 

classified into four objectives; 

The first communication objective is to understand the customer base and their desires 

toward building customer centrality. Customer centrality denotes having knowledge of the 

current and potential clients and understanding what these clients desire in the services 

provided (Chartered Management Institute 2015). In relation to Emirates Airline, customer 

centrality requires the company to concentrate its communication on showing the customer 

that the company is offering services that the customer actually wants or needs such as low 

price travel at the best quality.  

The second communication objective is determining a service price that will attract the 

appropriate customer base. Pricing is important to corporate success, where the customer 

must feel that whatever the company is selling is at the right price and appropriate for the 

targeted consumer (Chartered Management Institute 2015). One strong point of Emirates 

Airlines against the competitors is being able to price its services appropriately. However, to 

achieve continued leadership, the company must communicate this strength to the appropriate 

consumers showing them the availability of quality services at appropriate prices.  

Another communication objective is launching efficiently the new destination markets in the 

ten additional destinations in end 2016 to show its competitive capability, a company should 

be able to launch quickly and efficiently any upcoming products in the market (Chartered 

Management Institute 2015). Emirates will be launching new destinations within the year 

2017. The customer base within these destinations must have knowledge of these launches 

for them to succeed and continue competing effectively. 

An additional communication strategy is designing the Emirates services to display quality 

and value compared to those of the competition. Successful companies design their products 

and services to show superiority compared to the competitors, with the ultimate goal being to 

outperform the competition. Currently, Emirates has invested in services, technology, and 

comfort that attract their customers and make it a consumer choice on the international 

market (Emirates 2016; Florian 2016). Continued success highly depends on the company’s 
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continued innovation in service, technology, and comfort and being able to communicate this 

innovative superiority to the clients. 

The last communication objective is developing the client base by identifying the customer 

situation and demographics. Successful marketing and communication involves placing the 

product or services and the customer (Chartered Management Institute 2015). Placing the 

customer involves identifying where potential and actual clients are situated and knowing 

their demographics, and then working on reaching them in these places. Emirates clients 

come from all over the world; therefore, the target is to reach them in their various homes 

through a message that they will understand despite the differences in demographics.  

 

10. CONCLUSION 

In conclusion, Emirates Airlines is one of the leading global air travel companies that 

have also been a very successful operator in the Middle East. The company has been leading 

in airline innovation in services, technology, and comfort in the world and the Middle East 

with businesses stretching to 100 destinations. However, the company can grow to include a 

larger market with 110 destinations in 2017, a factor that will be aided by additional 

crewmembers, purchase of additional aircrafts, expanding corporate responsibility to 

employees, developing new security partnerships, and expanding the global destination 

network. To aid the process is a communication plan that involves meeting communication 

objectives related to quality and performance, customer centrality, competitiveness, customer 

base, and pricing.   Remarkably, Emirates Airline can maintain its leading market position 

and improve on customer loyalty 
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