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Qantas is a domestic and international Australian airline that 
provides service across Australia and the Pacific.
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I believe in supporting the 
community and encouraging 
sustainability in addition to 
providing my passengers with safe, 
comfortable, and enjoyable flights.

I am committed to getting my 
passengers from point A to 
point B as efficiently and easily 
as possible, and I will look after 
my customers in any and all 
necessary situations.  

I strive to provide facilitated and 
comfortable long range and 
domestic air travel at reasonable 
prices.  

I am from the Queensland outback 
in Australia, founded in 1920, and I 
am one of the largest brands on the 
continent.  

I am sophisticated yet fun, 
contemporary yet historical, 
trustworthy and dependable.

I offer regional, domestic, and 
international airline services, as well 
as my complementary airline brand 
Jetstar.  I am Australia’s leading 
international and domestic airline.  

I provide efficient, comfortable, 
and enjoyable long range 
international travel for reasonable 
prices, as well as domestic and 
regional services.

I serve all passengers traveling 
domestic and international within 
and to and from Australia.
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I’m the ONLY international, domestic, and regional airline
that provides long and short range travel at reasonable prices
for travelers
in Australia and neighboring countries
that wants to efficiently and comfortably take passengers from point A to point B 
in an era of high-cost travel that often excludes a high percentage of customers from 
the market.
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Qantas should find an opportunity to shift to global experi-
ence-based airline from their current customer-base that is not 
successfully setting them apart from the rest of the market.  They 
could also take advantage of the opportunity to emphasize a com-
mitment to aid Australia’s environmental issues, such as the inev-
itable water shortage.
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Qantas would like to be viewed as a world-
class inclusive affordable airline, but there 
is a misconception there that they are more 
exclusive to the market.

They communicate themselves as a high class 
airline, but they need to effectively communi-
cate that they cater to all classes of travelers 
equally.
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They want to be an innovator in the market to 
keep their current leadership standings, but 
have been stuck in their traditional roots pos-
sibly too long.
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I’m the ONLY French luxury hospitality company 
that provides a contemporary, historical, and glamorous travel experience
for the increasingly demanding and versatile customer 
in nearly 40 countries with 120 locations
that wants to influence my guests through the intriguing appeal of the five senses
in an era of traditional and repetitive luxury travel. 
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I strive to appeal to the five senses 
of my guests, providing a multitude 
of textures, frangrances, tastes, 
music, and amenities to create the 
utmost French lifestyle experience.  

I desire to satisfy my guests through 
my unique local culture on a large 
experiential scale while responsibly 
following the Planet21 strategy for 
sustainable development within my 
business and my impact on the globe.  

I see the future of luxury international 
travel as one that appeals to the 
local community while maintaining 
the global influence of a large scale 
corporation.

I am from France as a stylish and 
luxurious hospitality company.  

I am glamorous, welcoming, 
cultured, aspirational, and 
confident.  

I offer a luxurious and stylized travel 
experience with the local, unique 
and personal character and service 
of a boutique hotel, appealing to all 
necessities of my valued guests.  

My guests enjoy my arte de vivre 
and ‘magnifique’ experience of a 
luxury hotel in France, including 
tours from my local ambassadors, 
fine dining, and five star customer 
service.  

I cater to the demanding, 
versatile, and contemporary 
luxury traveler. 

Sofitel is a luxury hotel company  that originated in France 
and expanded to forty countries globally as a five star chain.

luxury hotel

global resort
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Sofitel has the potential to influence the world with its over one 
hundred locations globally.  It is a company that prides itself on 
its responsible practices within as well as providing that unique 
french boutique hotel experience.  Its resorts still remain standard 
to the luxury chain, so if it could differentiate itself from its com-
petitors to provide world-class luxury experiences on local scales at 
its locations to a point where a town would benefit economically, 
equitably, and ecologically from the presence of Sofitel, that would 
be ideal.
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They are conceived as an extremely high luxu-
ry brand that does not accommodate a broad 
range of travelers.

Sofitel would like to portray itself as accom-
modating to all business and leisure travel-
ers, but their exclusivity is very prevalent and 
intimidating for certain people.

Sofitel is a significantly more exclusive hotel 
than they desire to be.
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