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Company Background

	Atlanta is home and headquarter to several top companies in the world. Of those companies exist Delta Airlines, which ranks at number eight for one of the best places to work in Atlanta. Although a multi-billion dollar company today, with over $41 billion in annual revenue, Delta Air Lines began as a humble crop dusting company called Huff Daland Dusters, Incorporated (Britannica, 2017). The company was founded on May 30, 1924 in Macon, Georgia, and moved to Monroe, Louisiana, in 1925 (Britannica, 2017).  It’s primary goal and mission at the time was to combat the boll weevil infestation of cotton crops. To assist with fulfilling their mission, they designed and flew a plane called the Huff-Daland Duster, which was one of the first true crop duster of that time. But on September 13, 1928, Collett E. Woolman, one of the original directors, purchased and renamed the company Delta Air Service. Its new name “Delta” originated from the region in which it served; the delta region (Britannica, 2017). The delta region include the area between Dallas, Texas and Jackson, Mississippi. But in 1941, Delta underwent a huge transformation (Britannica, 2017). One of its biggest changes was the move of its corporate headquarters to Atlanta, Georgia. It was here in Atlanta that Delta would begin to see continued and enormous growth through the addition of routes, the number of flights, its increased fleet all made possible through the acquisition of other airlines. Additionally, its transformation and growth included the replacement of the propeller planes with jets and its entrance into international competition to Europe in the 1970s, and into the Pacific in the 1980s (Britannica, 2017). Delta's more recent history continues to speak to its strength and steady growth. As one of its more popular slogans states, "Delta Air Lines. We love to fly. And it shows.” Delta is a company that continues to climb no matter what its challenges (Britannica, 2017). Despite its past bout with bankruptcy, in 2007 Delta emerged stronger than ever seeking continued growth through the merger of Northwest Airlines, becoming the world’s largest airline. 
Delta contributes its continued growth and success to its commitment to its core values. Delta has strong core values of honesty, integrity and respect (Delta, 2018).  Delta's values are the basis for everything it does. Every business decision, every growth and investment opportunity can be traced back to its adherence to its core values.  Delta has created a company culture whereby its use their values and professionalism, along with training and experience to guide their actions and decisions. Each Delta’s employee has the opportunity every day to be a leader in how they represent Delta, how employees handle difficult and unpredictable situations, how they use Delta’s resources and how employees take care of their customers, their shareholders and themselves.   Its vision is to be a company of the present and to be a possibility and the solution for the future through reasonable and affordable and economic means. Delta seeks to promote maximum prosperity while being a force for global good. 
Additionally, Delta company mission expands both its core values and vision. Delta's mission is to vest interest in employees, customers, shareholders, local and global environments, by promoting diversity, superior customer service, maintaining profitability, and continually investing in the improvement of the environment. Its goal is to encourage positive partnerships and understand that the ability to continually progress, transform, and expand business, which is vital for its continued sustainability as a leader in the global airline industry (Delta, 2018). 
As mentioned, Delta Airlines serves as one of the largest employers in the world. Delta’s leadership team consists of a Board of Directors and a Chief Executive Officer (Britannica, 2017). Its Board of Directors seats 12 members, requiring each one to contribute greatly on the direction of the company. The board of directors' key purpose is to ensure the company's prosperity by collectively directing the company's affairs, whilst meeting the appropriate interests of its shareholders and stakeholders. 
Today, Delta is led by board appointed CEO, Ed Bastian. Bastian grew up in Poughkeepsie, N.Y., and graduated from St. Bonaventure University with a Bachelor’s Degree in Business Administration (Britannica, 2017). Prior to joining Delta, Bastian held senior finance positions at Frito-Lay International and Pepsi-Cola International. He started his career with Price Waterhouse where he became an audit partner in its New York practice. Bastian joined Delta in 1998 as Vice President Finance and Controller and was promoted to Senior Vice President in 2000. He left Delta in early 2004 and became Senior Vice President and Chief Financial Officer of Acuity Brands (Delta, 2018). He returned to Delta six months later to become Chief Financial Officer, and in 2007 was appointed to serve as Delta’s President. His job includes leading a staffing team that is inclusive of over 80,000 global professionals. Its personnel base is powered by a people-driven, customer-focused culture and spirit of innovation. Under Ed Bastian leadership, Delta is transforming the air travel experience with by focusing their efforts on increasing investments in technology, aircraft, and airport facilities and, most importantly, Delta’s employees worldwide. A 20-year Delta veteran, Ed has been a critical leader in Delta’s long-term strategy and champion of putting Delta’s shared values of honesty, integrity, respect, perseverance and servant leadership at the core of every decision. 
          
1.	Identifying Global Business Opportunities


For potential markets, in terms of products and services, Delta’s marketing mix and product strategy of the company offer two main services. These are transport for passenger services and cargo services. Delta Airlines operates more than 5,400 flights per day (Cederholm, 2017). As part of its general targeting strategy, Delta follows the single segment approach. There are many reasons why Delta has chosen the single segment marketing approach. For one, it is able to gain a more competitive edge amongst other airlines such as United Airlines, Northwest, American Airlines, and British Airways. Additionally, it can create a better fitting offering at the right price for the specific market segment. Doing this would allow Delta to have a clearer picture of its competitors that fall in that same segment. For Delta, its single segment strategy is specifically geared towards having a more direct focus and marketing advantage to its business fliers (Cederholm, 2017). To reach its target market business fliers, Delta is conveying its benefits of having a more extensive network around the world. Right now, Delta is seeking to transform its service to be more merchandised approached.  Its marketing strategy communicates its ability to deliver everything that its business fliers will need through advertising in broadcast media and other national media (Cederholm, 2017). By emphasizing on business travelers Delta is able to capitalize on profit. This is because business fliers fly more frequently, and they are much less sensitive to the price because they need to reach their destination regardless of price. 
	 Although the profit gained from Delta’s business fliers is greater, it’s greater segment of fliers come from its personal and leisure travelers (Cederholm, 2017). Delta leisure travelers are not as profitable because they are more likely to change their flight plans due to cost. To maintain success in appealing to its personal and leisure fliers, Delta has to institute a cost leadership method for this market segment. Delta offers different classes of flights. The Main and Basic are affordable classes however passengers can buy extra amenities as per their requirements. Customers can also obtain discounts through Delta’s frequent flyer program. 
In terms of business opportunity, Delta Airlines has a network of 325 destinations in 60 countries on 6 continents and is constantly expanding (Cederholm, 2017). Having the ability to fly almost anywhere in the world is a big deal in terms of Delta’s product strategy as it relates to their marketing mix. Major Delta hubs include Amsterdam, Atlanta, Boston, Detroit, London-Heathrow, Los Angeles, Minneapolis, St. Paul, New York-LaGuardia, New York-JFK, Paris-Charles - de Gaulle, Salt Lake City, Seattle and Tokyo-Narita. The Delta flight network is centered on a system of hub, international gateway and key airports. Each hub gathers traffic from surrounding regions and distributes to other hubs. Another good thing about Delta is that it has alliances with international as well as regional operators to extend its network. It has a joint transatlantic venture with Air France and KLM and Alitalia which is used to cover routes between North America and Europe (Cederholm, 2017). Delta Cargo through its extensive network is able to reach the world’s major freight gateways. Delta Airlines is a member of Sky Team Cargo which is a global cargo airline alliance. Sky Team Cargo global network works across six continents (Cederholm, 2017). 
Delta tickets are sold through various e-commerce channels. These channels include ways you can buy tickets such as through digital means such as delta.com and mobile, over the phone, at an actual Delta Airline hub and also through online travel agencies. Today, Delta is selling an increasing amount of tickets through online channel. This helps Delta reduces its costs and enables Delta Airlines to have direct interaction with customers. Delta has greatly benefited from all of its customer base and through each market segment as a result of its strong brand image. In 2007 Delta introduced a new livery as part of its rebranding activity. Delta Airlines has an extensive and popular loyalty frequent flyer program called sky miles (Cederholm, 2017). Customers earn mileage credit by flying on Delta or its associates or by using partner companies such as credit card, hotels, car rental. The mileage credit earn through Sky Miles can be used for air travel or membership at Delta Sky Clubs. Delta also has a website an app where it promotes its various offers and discounts.

2. Analyzing International Competitors

	Since Delta Airlines is one of the most widely operated airlines in US, it is constantly battling heavy competition. Being a leader in the industry, Delta competitors include other airlines such as American Airlines, Southwest Airlines, and United Airlines. This is especially true in the area of its pricing. Delta flight prices have a huge correlation to its jet fuel prices. Using a fuel hedging program to reduce risk of changes in fuel prices, Delta is able to offer differentiated services at different price ranges so as to cater to different customer preferences (Cederholm, 2017). 
Delta functions as an oligopoly in the airline industry. This means that there are a small number of large firms in this industry. Firms within the airline industry sell identical or differentiated products, and have significant barriers to entry. One significant barrier is the amount of money it takes to start and maintain and airline. Potential entrants in the airline industry represent a minimal threat to Delta Airline. The recent consolidation efforts and the fact that it takes so much capital to enter into the airline market put the barriers to entry in the market very high. This is true because not a single entrant in the airline industry after the 21st century has been able to capture even a 2% of the market share (Rajasekar & Fouts, 2009). For instance, JetBlue that was founded in 1998 has not been able to acquire even a third of the market share enjoyed by Delta.
Delta’s competitive advantages lie in the ability to consistently maintain higher margins than its competitors. For significant advantage is that Delta owns the Monroe Refinery, which gives them a cost advantage of approximately 5 cents per gallon on jet fuel. As mentioned, they also focus heavily on attracting the corporate traveler segment. This strategy is a competitive advantage because it provides higher margins and is less likely to incur price fluctuations. Delta’s industry leading customer service helps to maintain and grow their customer base in the United States and internationally while their partnership with American Express helps to instill high value for corporate and retail clients. Its geographic location also serves as a major competitive advantage. With its headquarters in Atlanta, Delta dominants the world’s busy airport serving as the world’s largest hub.  This hub is incredibly efficient and within a 2 hour drive for 80% of the United States population. Finally, Delta purchases many of its airplanes used, while its main competitors purchase most new. This gives Delta the advantage because it has the flexibility to convert fixed costs into variable costs due to the fact that they were able to buy their aircrafts as much lower costs. Lower fixed costs and higher variable costs allow Delta to quickly and efficiently scale up or down depending on the market to meet demand. This is a major competitive advantage in times such as today when there is low passenger volume due to the global pandemic.
While the industry is little worried by competition coming from other modes of transportation such as bus, train, or car in the United States, in part of Europe which are more closely net, substitute means of transport do create a little more competition. Because there are more shorter trips between many of the European countries, there are multiple  means of transport that can be seen as a viable substitute for air travel. But despite this fact, unless there is an emergence of new technology that bypasses air travel regarding speed Delta will ultimately have no major threat from substitute travel methods in Europe.


3. Accessing the Economic-Geographic Environment
 
Geographically speaking, Delta has hubs in various countries across the globe. These countries are found in areas with diverse natural resources, and industries. These countries are include the domestic United States, Canada, Latin America and the Caribbean, Trans-Pacific, and its latest expansion is Trans-Atlantic countries, within the continent of Europe. Although each of these countries have diverse terrains to include mountains, plateau, plains, valleys, open, tundras, oasis, deserts, swamps, rivers, and hills, Delta strategic positions its airlines in major cities found in each of country where it flies. Positioning the airline near the inner city means that it has the capability to build the needed infrastructure to support its operations. Acreage of flat land is most often need to build and establish the needed runways to flight planes in and out of the cities. 
The airlines also rely heavily on the ability to ship industry supplies to each hub. This includes massive fuel lines, food and snacks, and pretty much everything else that is needed to run an airlines. Expanding its reach within the continent of Europe, means its supply chain network will be strategically centered across multiple European countries near freight gateways, railways, shipping routes on coastlines, internal trucking and logistical routes, and etc. 
Technology and efficient communication is critical to the success of Delta Airlines. As such, Delta must ensure that as part of its global expansion each of its hubs are placed in areas of countries that have great fiber optics and technological communication networks. As such there is little to no hubs found in third world countries with poor transportation infrastructures and poor communication networks.  To survive the stiff competition, Delta must adopt the latest technology to continually improve its air travel services. For Delta, the latest technology in the airline industry has resulted in less fuel consumption (Namukasa, 2013). Besides, the technological advances have also improved efficiency as well as the cost of airline operations. The company has also embraced technology in online booking and reservations which have ultimately lead to a decrease in travel agencies and enhanced efficiency in air travel. The European countries identified for Delta’s expansion are able to meet these needs.
Air transport within Europe represents 12.2 million jobs and $823 billion in economic activity (ABBB, 2018). That makes up about 3.3% of all employment and 4.1 % of GPD in European countries (ABBB, 2018). Overall, employment that serve as supports to the aviation industry in Europe represents about 4.7 million jobs throughout the European continent. 
 But Delta Airlines and the airline industry as a whole has also been hit hard by the low economic growth rate especially after the last global economic recession. Also, the airline has also been hit hard by the rising fuel prices that have also affected the profitability in the airline industry. As mentioned, the company operates in over 60 countries worldwide and is faced with the risk of currency exchange that varies from one destination to another (Pearson, O’Connell, Pitfield, & Ryley, 2015).  The hard economic times currently experienced in most parts of the world have resulted in a decrease in the number of people traveling and consequently reducing the business performance. The middle class forms the largest clientele base for the company. Since hard economic times with the high unemployment rates has significantly affected the income of the middle class, this has impacted Delta’s business development abroad. Domestically, prior to the global pandemic, the United States represented some form of economic recovery, and it was forecasted that this would lead to increased air travels to European countries and consequently increase in revenues. However, COVID19, especially its hard hit in European countries such as Italy and France has changed that outlook. 

Accessing the Social-Cultural Environment 

Over the last several years, the demand for air travel has increased significantly in European countries. This is a clear sign that there is a changing travel preference amongst the modern generation as more young people under 35 years old; and millennials are more inclined to quickly travel. In Europe, countries are often destination for travel and relaxation. Tourism dominates Europe markets. These demographic factors play an important role in forecasting demand and future travel expenses. 
However, most of Delta customers are Americans, and although travel to European countries is on the rise, many Americans are still in fear of traveling internationally due to terrorism, especially after the 9/11 attacks. Some people doubt of the safety of air travel which has negatively impacted the airline industry. The September 11 attacks has not help Delta expansion strategy and have thus brought about a significant decline in air travel. Also, the latest terrorist attacks in Paris and Brussels have just made the matters worse for Delta’s expansion into Europe as most people fear that traveling to these areas will make them victims of terrorism.  As such, Delta partners with European governments to take extra measures to protect customers against terrorism. 
Additionally, with expansion into Europe, the airline must also be able to accommodate different travel practices and treat the different income classes to their preferred travel arrangements. It is the duty of the company to ensure that they give their customers what they need.

5.  Accessing the Political-Legal Environment

Delta airlines are to a great extent affected by several political factors. Just like any other company in the airline industry, Delta operates in different countries with different political environments. The airline industry operates in a political environment that is very regulated and restricted. There are several government interventions on economic operations of the airline industry. Most of the European countries federal governments where Delta is expanding will tend to protect the interest of their citizens especially on matters of passenger safety. This actually affects the performance of the airline industry.  Also, due to the political climates of most of the European countries, the airline is faced with a lot of pricing regulations and wage legislations that vary across the different countries where Delta is seeking to operate in Europe. 
Many of the political environments for the countries where Delta wants to expand are dealing with new reforms and political unrest. Some of the countries such as France are struggling with capitalism. Many countries are having social class wars where the poor and the rich are battling and the middle class is quickly dwindling away. 
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