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“In just over a year, Virgin America has 
redefined the entire flying experience.  

They’ve revolutionized the category. This 
campaign takes that spirit, commitment and 
passion and turns it into a fun cause that 

we all can get behind.  The work has a 
style and wit expected from the Virgin 
America brand, yet still reveals core 
truths about what everyone who flies 

should not only expect, but also deserve.” 

- Courtney Buechert, President of Eleven 
Inc. 
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Overview 

 
Introduction: 
A Sky-high Brand to Talk About 
 
 
Rufus Porter and Frederick Marriott; though the names may not be familiar they 
are two of the first American men who made an attempt at starting an airline 
service in the mid-19th century. The planned route was to be from New York to 
California. Due to problems with cabin fires and rowdy spectators, the 
inaugural flight never “got off the ground” until others perfected the airline 
model decades later in the 1920s.  
Though problems with airlines do not include cabin fires anymore, frequent 
travelers today still experience a variety of problems; from hours of 
unexpected delays to cramped seats, cardboard-tasting food and lost baggage. 
Over the past couple of years, especially with the recent downturn in the 
economy, many people are traveling less despite airlines making their best 
efforts to draw customers in with “hot deals” and extra travel incentives. 
Amidst all this, one brand has made the promise to “reinvent air travel” in the 
US, starting with introductory routes between the coasts, just like their 
predecessors, Porter and Marriott had planned. 
The tech-savvy brainchild of British entrepreneur Sir Richard Branson, Virgin 
America marked its two-year anniversary in August of this year. Since its launch 
in 2007, the California-based carrier has had great success and recognition 
despite many internal and external competitors in the market.  
Through a host of innovative amenities and affordable fares, Virgin America is 
on a mission to lead the airline industry and bring great service to the skies. 
(Virgin)

 
 
The Virgin Brand 

Conceived in 1970 by Sir Richard 
Branson, the Virgin Brand is a 
leading venture capital 
organization. As one of the world’s 
most sought after and respected 
brands, Virgin has gone on to grow 
very successful businesses in 
varying markets, ranging from music 
and media to mobile service, travel, 
financial services and fitness. 
(Virgin) 

Virgin has created more than 200 
branded companies worldwide, 
employing approximately 50,000 
people, in 29 countries. Global 
branded revenues in 2008 exceeded 
$17 billion. (Virgin) 
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Mission Statement & 
Values of the Virgin 
Corporation 

The Virgin Corporation is rooted in 
a belief of value for money, quality, 
innovation, fun and a sense of 
competitive challenge. Dedicated to 
making a difference, they deliver 
quality service by empowering their 
employees and facilitating and 
monitoring customer feedback to 
continually improve the customer's 
experience through innovation. 

Dedicated to the future success 
and growth of the new brand, 
they ask fundamental questions 
about value and rewards. 
(Virgin) 

Throughout the two years that 
Virgin America has been up and 
running there have been several 
factors that have led to the growing 
success. The power of the Virgin 
name; an unrivalled network of 
“friends”, contacts and partners; 
the Virgin management style and the 
way talent is empowered to flourish 
within the group. Even though 
Virgin America is not apart of the 
Virgin companies run by Richard 
Branson, it is still holds the Virgin 
name and the qualities associated 
with the brand itself.  

The carrier is committed to 
conducting business in a way that is 
consistent with the values of the 
Virgin Corporation and its 
stakeholders. As the only 
California based airline it is 
committed to integrating 
sustainability into its business 
practices and constantly strives to 
be a leader in the commercial- 
aviation industry. (Virgin)   

Current Perception of             
Virgin America 

Only owned 25% by Branson, the 
Virgin brand’s “x-factor” is helping 

the new airline to grow and gain 
recognition among customers in the 
American market. Seen as a hip and 
innovative airline, Virgin America 
has started to build a customer base 
in the US made up of, “Flydealists”. 
(Chang) 

The Vision of Virgin 
America 

Within the next couple of years, 
Virgin America plans to be the 
leading airline in both the domestic 
and international markets; aimed at 
providing customers with 
attractively-low fares and a new, 
unique flight experiences. Named 
“Best Domestic Airline” by both 
Conde Nast Traveler 2008 Readers’ 
Choice Awards and Travel and 
Leisure 2008 World’s Best Award, 
Virgin America plans to keep up the 
reputation. (Virgin)  

The Target 
Audiences 

Virgin America’s Current 
Market 

Currently, Virgin America’s target 
audience is the tech-savvy, business 
and leisure traveler. The airline’s 
new Airbus A320-family aircraft 
offer power outlets near every seat 
for electronic gear and in-flight 
internet service on every flight. The 
aircraft family is also host to the 
largest in-flight entertainment 
library in the domestic skies via its 
touch-screen Red seatback system. 
Dedicated to comfort, quality, and 
convenience; this technologically-
innovative airline caters to its 
target audience’s needs and wants. 
With a primary market of customers 
35 and under, Virgin America’s 
innovative media platform ties in its 
marketing objectives perfectly to 
cater to the “Gen-y” target. Early 
adopters and innovators are 
currently the largest group of 
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consumers using the services 
offered by Virgin America. 

However, because of the company’s 
overall size, the current target 
market is somewhat limited. 
Currently flying between only ten 
locations, Virgin America can only 
service its target traveler flying 
between select locations which limit 
its ability to control the market. 
The ten current locations include; 
California’s San Francisco 
International Airport, San Diego 
International Airport, Los Angeles 
International Airport and John 
Wayne Airport in Orange County, 
New York’s John F. Kennedy 
International Airport, Nevada’s 
McCarran International Airport in 
Las Vegas, Massachusetts’ Logan 
International Airport in Boston, 
Washington D.C.’s Washington-
Dulles International Airport, 
Washington’s Seattle-Tacoma 
International Airport in Seattle, 
and the newest addition Florida’s 
Fort Lauderdale- Hollywood 
International Airport.  

Virgin America’s            
Prospective Market 

With Virgin America’s vision in mind, 
the addition of more cities including 
international destinations should 
be apart of the long-term goal to 
reach into prospective markets. With 
the tech-savvy business and leisure 
traveler still in mind, Virgin 
America should plan to give their 
passengers more choices, 
destination wise. Not only would 
more destinations help their target 
market to grow but it would also 
allow the company to grow.  

Known as a tech-savvy airline, Virgin 
America will also have to keep up 
with the ever changing world of 
technology to keep their lead among 
the current business traveler 
target. 

With the latest introduction of the 
FLYDEALISTS UNITE! Campaign, 
Virgin America is targeting their 
current frequent flyer and asking 
them to “eleVAte” with their new 
loyalty program (a rewards system 
based on dollars spent instead of 
miles traveled, unlike the way most 
other airlines organize their 
frequent flyers program). This is an 
innovation way to help the Virgin 
America company gain new 
prospective markets as well.    

The Marketing 
Challenge: A 
Virgin America 
SWOT Analysis 

Recognizing Internal        
Strengths & Weaknesses 

When looking at the overall 
strengths and weaknesses of Virgin 
America, one of the strongest 
attributes to the company is its 
name. Recognized internationally as 
a brand of power and sustainability 
many customers had loyalty to the 
brand long before Virgin America 
was launched. Though being new in 
an old market could be seen as a 
weakness, I feel that it is also one 
of Virgin America’s greatest 
strengths. Virgin America’s fleet 
consisting of 38 Airbus A319 and 
Airbus A320 aircraft (19 purchased, 
15 leased), are all new and more 
fuel- efficient than many of the 
competitor’s older models. With all 
of people’s apprehensions to flying, 
newer planes also come off as being 
safer; this is another large 
strength for company. (Virgin) 
Extensive in-flight standard options 
also strengthen the company’s 
brand. Virgin American is the first 
airline to provide in-flight wi-fi 
connection. Gogo, has turned 
Virgin’s planes into WiFi hotspots 
and home offices in the air.  
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“Hosting a chat from a plane at 
37,000 feet to Oprah Winfrey in her 
studio,” said Porter Gale, Vice 
President of Marketing for Virgin 
America. “This is an example of how 
Virgin America is embracing 
technology and meeting the needs of 
customers who want to stay 
connected.” This in turn is also one 
of Virgin’s greatest strengths in 
reaching out to its target market. * 

Virgin America has the ability to 
attract even more customers due to 
its first class option. Designated as 
“lounging in style”, Virgin America 
offers yet another way to “make 
flying good again”. (Virgin) In first 
class, passengers can do everything 
from simply relaxing and enjoying a 
complimentary meal, full bar, plus 
have the choice of any media 
selection to a massage in upgraded 
chairs. (Virgin) Though most 
customers stay in the standard main 
cabin, the fact that they have the 
option to upgrade is a plus. 
Following the trend of cheap 
flying, Virgin America has made it a 
selling point of theirs to provide 
cheap fares like competitors, Jet 
Blue and Southwest airlines, 
without compromising on the luxury 
features, comfort and safety 
offered by the premium airlines. 

With all of these strengths, the 
issue of only being able to reach 
select consumers due to route 

restrictions at the time is a large 
weakness. This not only restricts 
the amount of customers that can 
use their service but it also 
restricts the amount of word-of-
mouth marketing that customers are 
influenced by these days. If only a 
select amount of costumers can use 
your product then only a select 
number of customers can talk about 
it. Customer awareness is one of 
Virgin America’s largest weaknesses 
at the moment. 

*(The Gogo service is available for 
$12.95 for daytime flights of over 
three hours, $9.95 for daytime 
flights of less than three hours, 
$5.95 on red-eye flights and $7.95 
for the use of the network on 
handheld devices)  

Recognizing External 
Opportunities & Threats 

With the recent downturn in the US 
economy, many threats and 
opportunities arise for any company, 
Virgin America is no different. Being 
a low-fare carrier attracts more 
customers because they are seen as 
affordable but due to the economy 
many people are traveling less or 
not at all which leads to fewer 
sales. Many people in the US are 
cutting out leisure travel and all 
airlines have been suffering 
including Virgin America. The 
company took another hit when oil 
hit $138 a barrel, according to 
David Cush, Virgin America’s 
president and chief executive 
officer. Being a private company, 
Virgin America also fought to keep 
its 141 Forms* confidential from 
other airline competitors. A 
struggle early on was acquiring 
desired airport spots; this problem 
is sorting itself out due to the bad 
economy and other airlines cutting 
back spots, giving Virgin America the 
chance to gain more choices of 
destinations for future acquiring. 
In this over-saturated market of 
low-fare carriers, Virgin America 
has done a decent job as to 
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distinguish themselves from the 
others which has become a large 
opportunity for the company over 
the past two years. Because they are 
small they also have an opportunity 
to grow. Airlines have a unique 
advantage over most other 
companies. Through the many touch-
points that airlines create with 
customers, brand experience is a 
large opportunity. From well before 
the actual flight with booking 
tickets and checking in, to the entire 
experience on board; customers gain 
a long-term experience when 
choosing an airline. (Nigam) Virgin 
America can capitalize on that fact 
alone.  

*(141 Forms include the A14 
numbers: the percentage of on-time 
airline arrivals. VA’s are in the mid-
80’s placing them in the top handful 
of carriers. Also includes monetary 
details) 

Marketing 
Objectives   These include 
the key targets to be achieved in the 
next year of maturity of the airline.           
1. Create continued brand 
awareness, “reach”, & “frequency” 
through utilization of social media 
& similar “word-of-mouth” advocacy 
(Duncan; 90)                                    2. 
Continue to attract new flyers as 
well as award current customers 
through incentive programs like 
eleVAte!                                            3. 
Maintain brand value; not only 
through Virgin’s physical attributes 
but also its brand equity (Duncan; 
93)                                           4. See 
continued market growth and sales         
5.Keep up with social media brand 
image connection, staying on track 
with target market and 
technologies. 

Creative & Media 
Strategies 

With a new campaign capitalizing on 
what Courtney Buechert, Virgin 
America’s agency president calls 
“the dream, or the unfathomable 
reconciliation of the extremes 
between low-price, no-frill airlines 
and expensive carriers that stress 
comfort and service,” and 
proactively-hip web and print ads, 
Virgin America is bound to start 
getting noticed. (Solman) The second 
phase of the campaign features 
image-heavy creative portraying the 
bold heroes and heroines of air 
travel as they lead travelers to 
“bluer skies”. From slogans 
including: “For the People”, “The 
Hero of Air Travel”, “The Heroine of 
Air Travel” and “We Mean Business.”            

  *ex of current ad 

With the task of capturing the vibe 
of the airline, alongside the print 
ads, web efforts and out-of-home 
iterations such as billboards and 
taxi wraps are in the media mix. To 
re-create the unusual cabin 
lighting, bus shelters in San 
Francisco will be lighted with the 
purple/red hues of the planes' 
interiors, with images on the sides 
that simulate the views from within 
the aircraft. (Solman) 

Two years ago, Porter Gale, Virgin 
America’s vice president of 
marketing, relied heavily on the use 
of social media and “buzz” to amplify 
the brand. Not only are customers 
tweeting about Virgin America on 
the ground, they are doing it for the 
sky, due to the recent addition of in-
flight WiFi.   
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This is a huge pull especially for 
Virgin’s target market. Virgin knows 
that airlines have a bad-rap with 
customers and are making it a point 
to have higher standards in terms of 
in-cabin experience. Realizing that 
word-of-mouth from their customers 
is one of their strongest allies.  
They are active on Twitter and 
Facebook, their new-style animated 
safety video even has over 160,000 
hits on YouTube.com. (Nigam) If they 
were to utilize social media even 
further, Virgin Airlines could use 
“tweets” and track flight searches 
using “thought tracing” methods. 
(Deighton/ Kornfield)  This would 
even help the airline to gain insight 
as to where their customers would 
like to fly to next. The popular gen-
y TV channel, CW, is also the newest 
outlet for Virgin Airlines. Though 
their budget can not support 
advertising on TV by buying 
commercial spots, a new docu-reality 
show, ‘Fly Girls” is slated to air 
starting in 2010. The show will 
follow around a group of Virgin 
America’s stewardesses. (CW.tv) By 
taking it to the next level with the 
social media mix, Virgin is able to 
really talk and collaborate with 
their guests. Recent surveys have 
shown that 70% of people were 
extremely pleased with their in-
flight experience, from use of 
amenities to food and service. 
(Chang) 

All of these strategies both initial 
and recent to position itself as a 
media company (Gale) have lead the 
Virgin America brand to becoming as 
well known and trusted as its 
British brand counterpart;  with all 
the pieces of the brand coming 
together to create a singular brand 
image. As the word gets out to more 
potential customers the Virgin 
brand is becoming more equitable 
ensuring a meaningful relationship 
between Virgin America, who is 
quoted as “getting it right”, and 
current and potential customers of 
the brand. (Fergison) 

                                                
Setting the Budget 

Current Revenue & 
Marketing Budget 

With current numbers around $161 
million, Virgin America’s capitol has 
risen sufficiently after the 
staggering losses it incurred over 
the first year of business, 
according to CEO David Cush. 
Putting a total marketing budget 
between $10 and $12 million, it 
might seem as though they are 
dwarfed by the media spending 
budgets of larger rivals, but Virgin 
has something that its rivals don’t 
have; a control over the social 
media scene- which is free and 
proving to be very effective. 

Evaluation & 
Conclusion  

Campaign Effectiveness & 
Feedback  

With the amount of capitol that 
Virgin America was able to get back 
from its losses totaling $273.3 
million between their start-up in 
July 2007 to September 2008, this 
fact should serve as proof enough 
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that their current campaign to 
“reinvent air travel” is starting to 
catch the attention of customers in 
a big way. Taking a look all the blog 
and tweets of satisfied customers is 
also a large indicator of the 
effectiveness their current 
campaign is having. After another 
six months to a year Virgin should 
be able to evaluate their latest 
initiatives, making proper 
adjustments to the areas that are 
not successful for the brand in the 
competitive market. 

Conclusion 

From buzz marketing to strategic 
opportunities, Virgin America has 
become a trusted brand in the US to 
many customers. Their unique edge 

on other cheap-fare airlines has 
placed them in a certain niche. 
Though their vision to lead the 
domestic and international airline 
market has not been recognized thus 
far, if they continue to grow with 
the needs and wants of their 
customers, that vision will be 
recognized in years time. From a 
little airline with a big brand 
recognition factor, Virgin America 
has been growing fast and the more 
it continues to push the reinvention 
the airline service market the more 
successful it will become. 
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Appendix 

Article I- The Strategic Business Plan for Virgin America 

 
This document comprises a strategic plan for Virgin America. It reviews its strengths, weaknesses, threats and 
opportunities; presents a series of fundamental statements relating to Virgin America's vision, mission, values and 
objectives; and sets out Virgin America's proposed strategies, goals and action programs. 

Strengths, Weaknesses, Threats & Opportunities 

This strategic plan addresses the following key strengths, weaknesses, threats and opportunities which apply to Virgin 
America now and in the foreseeable future:  

Strengths:  Weaknesses:  

• cheap airfare  

• brand loyalty to Virgin Inc.  

• innovative with use of social media  

• extensive in flight entertainment options  

• first class option  

• new planes to reinforce safety  

• lack of experience because young company  

• only have 25 planes domestically  

• poor domestic customer service  

• limited marketing efforts to gain consumer 
awareness  

• in the domestic market only  

• limited routes of travel between destinations  

Threats:  Opportunities:  

• economic downturn/ less leisure travel  

• over saturated market of cheap airlines  

• high service costs maintenance/ fuel  

• potential for growth  

• un-loyal patrons of other airlines  

• growing social media that can spread message 
via word of mouth  

Vision 

The promoters' vision of Virgin America in 3-4 year's time is: 

To be the leading airline in domestic and international markets aimed at providing customers with 
a new and unique flight experience. 

Mission Statement 

The central purpose and role of Virgin America is defined as: 

Launched in August 2007, Virgin America is a new California based airline that is on a mission to 
make the flying experience for business and leisure travelers innovative with affordable fares, 
amenities and service that are reinventing air travel.  

Corporate Values 

The corporate values governing Virgin America's development will include the following: 

•      The carrier is committed to conducting business in a way that is consistent with our values and 
those of our stakeholders. It supports a variety of worthy causes and community organizations, 
such as California State Parks Foundation and the SF based KIPP Knowledge is Power 
Program. As the only California based airline it is committed to integrating sustainability into its 
business model and finding new ways to lead the industry on climate issues.  
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Business Objectives 

Longer term business objectives of Virgin America are summarized as: 

•         Attaining new customers while rewarding current customers 

•         Continue brand market share/ productivity 

•         Continue to utilize current/ potential forms of social media 

Key Strategies 

The following critical strategies will be pursued by Virgin America: 

1.    Utilize social media and the unique relationship it has with its customer through that form of 
communication   

Major Goals 

The following key targets will be achieved by Virgin America over the next 3-4 years:  

•         Increased brand awareness 

•         Increased growth of company’s brand equity (including both expanding property-fleet and 
other brand ventures to customer value of the Virgin brand 

•         To be a leader in both the current domestic market (such as adding additional routes and 
destination cities) and the international market 

Strategic Action Programs 

The following strategic action programs will be implemented: 

-To continue to dominate the innovative media-airline combination strategy 

Article II- Virgin America Creative Work Plan 

1. Key Fact: To be an innovative airline in the low-fare arena of the American market, while providing a 
luxury flying experience on a budget.  

2. Problem the Advertising Must Solve: Not a lot of traditional publicity or advertising because of budget 
restrictions and being such a new airline. Advertising must solve problem customer awareness and get 
customers to take a risk with the new carrier to bring in customer base. 

3. Objective of the Advertising: Show how reliable, innovative Virgin America is.  Portray the not-so-
typical flying experience one gains with Virgin America. 

4. Creative Strategy:  

A) Prospect Definition: tech-savvy business/ leisure flyer 

B) Principal Competition: *Jet Blue, Southwest Airlines, ArmiCorp. 

C) Promise: convenience, reliability, comfort, trendy-innovative flight experience, good service, 
affordable price 

D) Reason Why: strong customer service team, first to do many things with in-flight experience/ 
amenities, past brand experience/ pre-existing brand loyalty 
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5. Mandatory & Policy Limitations: the Virgin logo, following flight-safety regulations in the US 

 

Article III- Virgin America Message Strategy Brief 

The purpose of the marketing communications message is to convince tech-savvy business and leisure travelers (mostly 
under the age of 35) that Virgin America will fly you comfortably and cost effectively because we are a new, reliable and 
trendsetting brand in the airline industry. The tone of the message should be modern yet still in touch with the needs and 
wants of the American target market.   
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