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1. [bookmark: _Toc233905256]Executive Summary 
This report reviews the strategic position of British Airways (BA) as the airline carries out its £7 billion transformation plan. The report has been prepared to evaluate the external and internal environment of British Airways and to suggest means by which the competitive advantage of British Airways could be enhanced. The PESTEL analysis reveals that the external environment of BA is hard, as there are high fuel costs, geopolitical conflicts in the Middle East, stricter environment regulations, and higher customer expectations for digital convenience and sustainability. 
According to a SWOT analysis, British Airways has a strong and recognized brand, a broad route network, and a loyal customer base due to its loyalty programme, whereas engine reliability issues, cost reduction strategies, and a strong reliance on the UK market are its weaknesses. The Ansoff Matrix demonstrates that British Airways’ growth comes primarily from market penetration and product development, which have lesser risk associated with them, rather than diversification, which is considered more risky and falls to the parent company, IAG. According to the Bowman's Strategy Clock, British Airways' strategy is a differentiation strategy, but some of their customers believe that the service they receive is not worth the price. 
The report concludes that there is good potential for future growth, and ends with some actionable recommendations to bridge the gap between value and perceived value and to reinforce British Airway’s future position.
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2. [bookmark: _Toc233905257]Introduction 
The current strategic management landscape is characterised by volatility, uncertainty, complexity and ambiguity (VUCA) which necessitates organisations to have clear direction that is agile with the responsiveness of agile business management (Savenkovs and Sztorc, 2025). The report is commissioned by the senior management of British Airways (BA) to provide a review of the strategic direction of the organisation focusing on organisational customer care; and to make recommendations for ways in which the organisation can become more resilient and effective in achieving sustainable competitive advantage in the future. However, aviation is now facing some acute external shocks, from the 2026 jet-fuel price surge caused by conflict in the Middle East (IATA, 2026a) to increasing environmental regulation and changing customer expectations, external and internal analysis is becoming vital prior to the making of credible recommendations for the future. 
This report begins by introducing the selected organisation, British Airways, and then uses different tools such as PESTEL framework and the SWOT analysis, to analyse the macro-environmental and internal factors influencing the current strategic position of British Airways.
2.1 [bookmark: _Toc233905258]Organisational Overview
BA is the flag carrier of the United Kingdom, and is wholly owned by International Airlines Group (IAG), the multinational holding company that also owns Iberia, Aer Lingus, LEVEL and Vueling (British Airways, 2025). British Airways is based at Waterside from where it serves flights from its main operational base at London Heathrow Airport, as well as from London Gatwick Airport, and is a member of the Oneworld alliance (Oneworld, 2019). The premium transatlantic market, the airline has a particularly strong position and is the only airline with a first class cabin on the transatlantic route (Aviation Outlook 2026). Typically led by chief executive Sean Doyle, British Airways is in the middle of its £7 billion transformation plan that will also involve fleet renewal, lounges, digital systems and onboard product to modernise the airline and redefine the customer proposition (British Airways, 2026a). 
On a financial level, it was a record 2025 as the airline reported an operating margin of 15.2%, compared to IAG's original group figure of 17.3% (British Airways, 2026a; IAG, 2026). The analysis below takes place against the background of this convergence of group support, high value positioning and an active transformation agenda.
2.2 [bookmark: _Toc233905259]Strategic and Environmental Analysis 
Strategic management involves making fundamental decisions about the future direction of a firm, its purposes, its resources and how it interacts with the world in which it operates. Strategic management is also defined as the identification of the purpose of the organisation and the plans and actions to achieve that purpose (Lynch, 2021). In strategy, the environment means everyone and everything outside the organisation such as customers, competitors, suppliers and other institutions such as local and national governments. Understanding of the competitive environment is a critical aspect of the strategic management. Environemntal analysis is also important because it identified opportunities and threats and might provide prospects for productive cooperation with other firms. 
3. [bookmark: _Toc233905260]External Environment Analysis
3.1 [bookmark: _Toc233905261]PESTEL Analysis
The PESTEL model is a popular analysis tool that is used to evaluate the external factors affecting the functioning and performance of organisations. It is an acronym for Political, Economic, Social, Technological, Environmental, and Legal factors (Tijani et al., 2023). The PESTEL model is a comprehensive tool to analyse factors that affect strategies and initiatives from an external perspective. The detailed PESTEL analysis of British Airways is explained below:
3.1.1 [bookmark: _Toc233905262]Political Factors
Political factors are external factors that can influence the organizations' performance. The political environment influencing the organisations consist of government policies, political stability, international agreements and treaties, trade policies, and regulatory frameworks (Magondu et al., 2025). Political factors have a major impact on the market in which British Airways operates. The UK government announced in January 2025, its backing for a third runway at Heathrow, which IAG broadly welcomed as long as costs are competitive, as otherwise the cost of higher airport charges would affect British Airway's cost base (Carey, 2026). Geopolitical instability is also an important factor as heightened conflict in the Middle East in 2026 has limited airspace, caused disruption to traffic through the Gulf and has also led to a global shock in jet-fuel prices (Euronews, 2026a). Since 2022, airspace access has been also limited in Russia, resulting in additional route diversions cost for the European carriers (IATA, 2026b). The airline also flies extensively into EU airspace, so after Brexit, British Airways will have to deal with the UK Civil Aviation Authority in relation to EU aviation law, which further complicates matters with regards to slot allocation and environmental compliance (Kassim, 2021).
3.1.2 [bookmark: _Toc233905263]Economic Factors
Economic factors which can affect aviation industry include inflation, taxes, and interest rates. Air travel demand is very sensitive to changes in economic activity. IAG had a record performance in 2025 as the revenue reached around €33.2 billion and operating profit to €5.0 billion (British Airways, 2026a). Despite the economic uncertainty, British Airways had managed to perform well with strong financial numbers, managing to achieve an operating margin of 15.2% and an operating profit of around £2.23 billion (Lancefield, 2026). However, the airline industry is very sensitive to inflation, currency exchange rate variations, fuel costs and interest rates. Fuel costs have substantially risen in 2026, boosting the expected costs for passengers, and as a result, British Airways announced fare increases to help cover some of these extra costs (Duffy, 2026). While demand for premium travel is firm, demand for economy-class travel has eased in some markets, notably on specific North American routes.
3.1.3 [bookmark: _Toc233905264]Social Factors
Social factors such as stakeholder expectations, community engagement, and cultural norms influence a company's social license to operate. The demands of customers are growing as travelers now demand a consistent and dependable experience, upgraded interiors, digital convenience and sustainable options. British Airways have been highly active in enhancing their customer service in the past few years after receiving negative feedback. The airline is spending £7 billion to modernise its service, which includes new aircraft cabins, mobile app redesigns, new lounges and free high-speed Wi-Fi via Starlink, according to IAG (British Airways, 2025b). Loyalty programs are also more crucial. The British Airways Club elite members bring in significantly higher revenue growth than regular club members, which has led the airline to focus more on retaining customers with personalised rewards and premium services (Molyneaux, 2024). Passengers are also environmentally aware, and look more favourably on airlines that actively minimize carbon emissions and make sustainability efforts. 
3.1.4 [bookmark: _Toc233905265]Technological Factors
The airline industry is very competitive, and technology has become a major factor in achieving competitiveness. British Airways is investing in its digital transformation to enhance both its operational efficiency and customer experiences. The airline invested £100m in improve operational resilience. In 2025, British Airways saw 86% of its flights on time from London Heathrow base (British Airways, 2025c). British Airways is also unveiling high-speed free Wi-Fi through its new Starlink system, a revamped mobile app, and new digital features for customers, new operational systems, and new advancements in aircraft technology (British Airways, 2025b). The airline is also implementing artificial intelligence (AI), predictive maintenance, biometric boarding, automated customer service, and data analytics to minimize delays, boost operational efficiency, and enhance passenger experience (Pozzi, 2024). While these technological innovations offer British Airways a competitive edge and enhance the quality of service, they also incur significant costs in terms of the investment in digital infrastructure and the maintenance of systems.
3.1.5 [bookmark: _Toc233905266]Environmental Factors
One of the most significant challenges in the airline industry today is its impact on the environment. British Airways is addressing this by incorporating environmental sustainability into its long-term strategy. The airline has pledged to be net zero carbon emissions by 2050, alongside its parent company IAG (Greenair, 2025). British Airways used the most Sustainable Aviation Fuel (SAF) in the IAG group and in 2025, 4.5% of its total fuel consumption was from SAF (Khujamberdiev and Cho, 2024; British Airways, 2024). The airline is also taking steps to further mitigate its environmental footprint by reducing the use of single-use plastics, investing in carbon removal technologies, enhancing aircraft fuel efficiency, supporting development of sustainable aviation fuels and by envisioning to become IATA Environmental Assessment (IEnvA) certified across all IAG airlines. 
However, the recent actions do not appear to have halted the rising compliance costs for British Airways’ environmental impact, as new regulations such as emissions trading schemes and carbon taxes, as well as sustainability reporting requirements, are expected to bring additional pressure to bear. These programs will cost a lot of money but they help the airline's brand reputation, lower carbon emissions in the long-term and aid in meeting changing environmental regulations.
3.1.6 [bookmark: _Toc233905267]Legal Factors
BA is operating under a Type A operating licence issued by the UK Civil Aviation Authority (CAA) and is subject to the rules of the UK and EU passenger rights regarding compensation for denied boarding, flight cancellations and delays. Expensive legal issues have arisen with the airline, such as the £20m, settlement for an attack on the data of customers in 2018 under the UK data protection laws to which the airline is subject, and a fine imposed by the US Department of Transportation in 2023 for failing to provide a prompt refund for cancelled flights (BBC News, 2021). IAG's parent company is also involved in a protracted legal battle with HMRC that will be heard in late 2026 (IAG, 2026). The above are legal issues to demonstrate the need for good compliance systems, control and continued focus on customer and legal requirement in British Airways.
4. [bookmark: _Toc233905268]Internal Environment Analysis
4.1 [bookmark: _Toc233905269]SWOT Analysis
SWOT analysis is a popular diagnostic tool for understanding factors that can contribute to the success or failure in an organization, and it involves both internal and external factors. It offers a comprehensive approach for decision-making and strategic planning by thoroughly analysing the internal and external factors that affect the organisation. A SWOT analysis is a tool that enables an organisation to recognise its strengths and weaknesses and the opportunities and threats in its environment (Madureira et al., 2024). The table below explains the strengths, weaknesses, opportunities and threats faced by British Airways. 
	Strengths
· British Airways has a strong brand and reputation. British Airways’ has a brand value of $3.2 billion as of 2024 (Statista, 2025). 
· British Airways offers and extensive route network with serves to over 200 destinations in 80 countries. 
· British Airways has expanded through strategic associations with American airlines, Iberia, and Finnair as part of OneWorld alliance. These collaborations have increased passenger choice and convenience but also streamline the operations (Iberia, 2023). 
· Modern and diverse fleet with cutting-edge Airbus A350 and Boeing 787 Dreamliner. British Airways has a fleet of more than 280 aircrafts (London Air Travel, 2026). 
· British Airways offers a robust loyalty program through Executive Club. This program ensure a base of recurrent fliers, improving airline’s income through repeat patronage by rewarding members with Avios points. 
	Weaknesses
· Operational weakness stems from severe supply chain bottlenecks and mechanical failures with the Rolls-Royce Trent 1000 engines that power its Boeing 787 Dreamliner (Shah, 2024).
· The current passenger experience demonstrates a decrease in customer service quality. Incidents such as changing pre-assigned, prepaid seating arrangements, and paying for basic services have resulted in negative public opinion (Saumya, 2025). 
· Another weakness is the cost cutting measures such as replacing lunch service on some long-haul flights with brunch for business and first-class passengers. This move risks British Airways’ reputation among the most valuable customers (Kennedy, 2024). 
· British Airways also depend financially on the UK market which expose the firm to regional economic changes such as during COVID-19 and post-Brexit economic instability.
· 

	Opportunities
· British Airways can expand in emerging markets such as Asia, Africa and Latin America. It will help the firm broadens its market footprint while reducing dependence on UK market. 
· Being the member of OneWorld, BA is in a great position to expand its global impact through collaborative activities. It can seek synergies with major airlines which will increase the network coverage, shared efficiencies and improve customer services.
· British Airways must embrace environmentally friendly methods, such as next-generation eco-efficient fleets and sustainable aviation fuel (Zhang, Butler, and Yang, 2020). 
	Threats
· British Airways faces intense competition from full-service carriers and low-cost airlines. This rivalry put pressure on pricing, market share and profit margins.
· Another threat is uncertain economic conditions such as geopolitical tensions have a key impact on customer behaviour. These factors can reduce demand for aviation affecting finances and operations (Comparably, 2023).
· Aviation is governed by strict safety and environmental laws which constantly change. Changes in these standards or implementing are procedures increase operational cost. 


Table 1: SWOT analysis
5. [bookmark: _Toc233905270]Evaluation and Guidance for Corporate Strategy
After examining British Airways' external and internal environment, this section evaluates the airline's corporate-level growth strategy using the Ansoff Matrix, before assessing its competitive positioning through Bowman's Strategy Clock, and concludes with strategic guidance. 
5.1 [bookmark: _Toc233905271]Ansoff Matrix
It is a strategic management and planning tool which helps the marketing management team to plan strategies to expand the future business. It is explained as a four growth alternatives for developing the organisation and protecting it from different risk levels (Clarissia, 2020). Figure 1 shows Ansoff matrix. 
[image: McDonald's Ansoff Matrix - Research-Methodology]
Figure 1: Ansoff matrix (Dudovskiy, 2022)
5.1.1 [bookmark: _Toc233905272]Market Penetration
It is explained as an effort to increase the sales of a firm without departing from the original product market strategy. The firm seeks to improve the business performance by increasing sales volume to its present customers or by finding new customers for present products (Muriithi and Waithaka, 2020). Market penetration is an important growth strategy used by British Airways as this involves selling more of the company's current product in the current markets and aims to expand the company's market share. The airline will not be growing to a lot of new destinations, but will be concentrating on more profitable routes, particularly within the United States. British Airways has been careful about its flight capacity and flexible pricing to ensure profitability in the face of rising fuel costs in 2026 (Aviation Outlook, 2026). Additionally, in 2025, the airline elevated its customer loyalty by rebranded its Executive Club to The British Airways Club and adopting a new tiering system that awards more points to customers' spending. This means that the money that elite-tier members generate is increasing by over 15 times as much as that of other members (IAG, 2026). 
Furthermore, BA recorded a record 86% on time departure rate at Heathrow in early 2025, contributing to a higher level of customer satisfaction and ensuring the retention of valuable passengers (Aviation Outlook, 2026). Like Lufthansa and other big airlines, British Airways has cut its flight capacity and ticket prices to accommodate rising fuel costs, indicating that the airline is not alone in this measure (Air Cargo Week, 2026). British Airways is using this route by adding new long haul destinations. In 2025, the airline restarted flights to Tbilisi after a break of 12 years and resumed daily flights to Kuala Lumpur after 5 years, enabling it to offer its existing long haul premium services to new markets (Aviation Outlook, 2026). IAG also is considering acquisitions at the group level, to pursue new business. Its acquisition of TAP Portugal, for instance, would further boost its operations in Latin America with a key route connecting Lisbon to the region and serve the group to reach more customers in new areas (AeroTime, 2026).
5.1.2 [bookmark: _Toc233905273]Product Development
Product development is one of British Airways’ main strategies and involves creating new or improved services for its existing customers. The airline is backed by its £7 billion transition plan (Airoldi, 2024). British Airways is rolling out a number of new features to the travel experience for current customers in 2026, such as high-speed Wi-Fi with Starlink (free of charge), a new seat design for First Class, an updated mobile app, and a new British Airways ARC entertainment venue at Olympia (British Airways, 2026a). 
The airline is also upgrading its fleet, with orders of 32 Boeing 787-10s in 2025 and six Boeing 777-9s (Aviation Outlook, 2026), with 777-9 deliveries facing delays due to Boeing's production woes. Furthermore, in 2025, British Airways introduced a Sustainable Aviation Fuel (SAF) purchase scheme on the CO2llaborate platform, enabling eco-conscious passengers to support the adoption of more sustainable aviation fuel. The move highlights British Airways' dedication to product innovation and its response to the rising demand for more sustainable travel solutions (British Airways, 2026b).
5.1.3 [bookmark: _Toc233905274]Market Development 
Market development involves offering established services in new markets. British Airways is doing this by taking a very deliberative approach to its long haul route network. During 2025, the carrier resumed flights to Tbilisi after a 12-year pause and daily flights to Kuala Lumpur after five years, enabling it to put its existing premium long-haul services in new markets (Aviation Outlook, 2026).
 IAG is planning to expand through acquisitions at the group level as well. It stated that the deal to acquire TAP Air Portugal would enable it to further expand its presence in Latin America via the transhipment hub of Lisbon (AeroTime, 2026). But parts of the transatlantic network have been scaled back and restructured by BA due to less robust demand for passengers. That indicates that the airline is seeking growth in new markets, but in a controlled way, instead of chasing rapid growth (Aviation Outlook, 2026).
5.2 [bookmark: _Toc233905275]Diversification
Diversification is the expansion of a business by developing new products or services for new markets. British Airways do this in a very careful way, primarily through their parent (IAG) and not the airline itself. IAG Loyalty and BA Holidays are among the companies that are cashing in on growing revenues, outside of the traditional airline business. IAG's maintenance, repair and overhaul (MRO) unit in Spain also generates additional revenues for IAG as a result of offering maintenance services to other airlines' fleets. The MRO business has already had a positive impact, with IAG reporting strong revenue growth from the MRO segment during the first half of 2025 (IAG, 2026). IAG is also making investments in future innovations by establishing a programme called IAGi to support new technologies including artificial intelligence (AI) to manage flight disruptions and the use of drones to clean planes (Global Venturing, 2026). This careful approach is in line with the thoughts of Ansoff (1957) that diversification is the most risky option for growth. By not diversifying into entirely different enterprises, British Airways and IAG are both concentrating on sectors that have some connection to the aviation industry, which helps mitigate risk whilst also providing new avenues for expansion, especially as airline profits are relatively low (IATA, 2026a).
5.3 [bookmark: _Toc233905276]Bowman's Strategy Clock Analysis
It is a useful mode to assist firms in understanding how they are competing in the marketplace. Bowman's Strategy Clock expands Porter's generic strategies to eight positions based on relative price and perceived value, and allows organisations to determine if their competitive position is viable (Bowman and Faulkner, 1996). When applied to BA, the clock will show the logic as well as the fragility of its current position. Figure 2 below shows the strategy clock. 


[image: Bowman’s Strategy Clock - What is Bowman’s Strategy Clock?]
Figure 2: Bowman's Strategy Clock (Arshad and Yazdanifard, 2017),
British Airways (BA) is following a differentiation strategy on the Strategy Clock. This allows it to have a higher price point, as it seeks to provide superior value through its Heathrow hub, OneWorld airline network, premium first-class transatlantic service and loyalty programme (Aviation Outlook, 2026). It is far stricter than low cost carriers such as Ryanair and EasyJet, who focus essentially on cost. It is also distinct from other premium airlines such as Singapore Airlines and Emirates, which provides consistently good service with premium pricing. 	
The biggest obstacle for BA is that the customer has not always believed that the prices charged are worth the services rendered. In a 2025 survey, BA ranked last for long-haul customer satisfaction despite charging premium fares (LoyaltyLobby, 2025). The Strategy Clock suggests that this is a risky position as customers feel they are getting more than they are paying for (Bowman and Faulkner, 1996). The customer satisfaction score for British Airways rose to 72% and on-time performance got better during the 2026 survey, however. This indicates that the airline is shifting back to a more differentiated approach, offering greater value for money for its ticket prices (Euronews, 2026b).
Compared with this, the most satisfied customers were with the customer service of Jet2 with reasonable prices, reliable flights and the generous baggage allowance in the 2026 survey. The service was successful at cutting prices, or, in this instance, adopting a hybrid approach and meeting customer expectations (Euronews, 2026b). The fact that the customer is satisfied in both cases reflects both the actual value added to the customer and the fact that the price he pays is not that crucial.
This philosophy also impacts on customer service, and the future viability of the airline. Unless customers feel the service is worth the additional expenses, customers will switch providers and BA will be unable to sustain premium pricing. However, if British Airways' service is not as good as its competitors, such as Virgin Atlantic, Emirates or Qatar Airways, which were rated higher by customers in 2026, then the airline will lose customers and tarnish its image (Euronews 2026; Bowman & Faulkner 1996). The airline's £7 billion transformation programme will boost the value it can offer to customers and help justify its higher price tags, including through improvements to cabin interior and the use of digital services, as well as flight on time (British Airways, 2026a).
5.4 [bookmark: _Toc233905277]Organisational Purpose, Governance and Ethics
5.4.1 [bookmark: _Toc233905278]Purpose and Stakeholder’s Expectations
According to stakeholder’s theory, organisations aims to generate various benefits for different stakeholders. Stakeholders are individuals or groups who can influence or be influenced by the firm. These include customers, communities, employees, societies, governments, shareholders and suppliers (Mahajan et al., 2023). British Airways is focused on adding value to shareholders, customers, regulators and local communities. This is in keeping with Freeman's (1984) stakeholder theory which suggests that businesses have a duty to satisfy the needs of all crucial stakeholders rather than just shareholders. The power–interest matrix, described by Mendelow (1991), provides an explanation of how British Airways works with its stakeholders. IAG communicates and engages most frequently and actively with stakeholders with high power and high interest (SHPI), including shareholders, regulators and industry groups. Less communication is being made to less influential stakeholders (IAG, 2026). Effective stakeholder management is crucial as failure to do so can cause damage to the company's reputation and result in legal issues as revealed in the case of BA's fine for delayed customer refunds in 2023. 
5.4.1 [bookmark: _Toc233905279]Ethics, Sustainability and CSR
According to the Corporate Social Responsibility (CSR) pyramid of Carroll (2016), there are four responsibilities: economic, legal, ethical, and philanthropic. These obligations are reflected in BA's BA Better World programme. Over £10m has been raised for community projects through the programme in 2025 and more sustainable aviation fuel has been used as part of the total fuel mix, now accounting for 4.5% of all fuel consumption (British Airways, 2026a). Such CSR initiatives serve to safeguard BA's reputation, nurture its future and enhance its brand. Friedman (1970), however, suggested that companies should only invest in CSR when there is a clear business value and benefit to the shareholders. In British Airways, the company is run by a CEO named Sean Doyle and professional managers, whilst the shareholders have an influence on the company through the IAG board, including Qatar Airways, who hold over a 25% stake in the company (IAG, 2026). This is a case of managerial rather than state capitalism. In addition, it poses the fundamental dilemma of how to ensure that management is acting in the interests of the shareholders (Berle and Means, 1932).
5.4.2 [bookmark: _Toc233905280]Codes of Ethics
There are two types of ethical approaches that the company can adopt; compliance-based codes of conduct that are designed to ensure that legal standards are met, and integrity-based codes of conduct that promote the adoption of shared ethical values among employees (Paine, 1994). Both approaches are taken by British Airways. It adheres to the rules established by the UK Civil Aviation Authority (CAA) and the UK Corporate Governance Code, as well as encouraging the ‘Find it, Fix it’ culture that encourages employees to ‘discover and resolve ethical or operational issues before they cause harm’ (British Airways, 2026a).
6. [bookmark: _Toc233905281]Culture, Leadership and Strategy
6.1 [bookmark: _Toc233905282]Organisational Culture and Leadership
Organisational culture is defined as socially developed attributes of organisations which serves as the social glue binding an organisation together. Some common attributes of culture include shared assumptions, values, norms and beliefs which provide the members guidelines on how the organisation functions and its social system (Cameron and Quinn, 2011). BA’s organisational culture may be described by the three levels of culture identified by Schein's Organisational Culture Model (Schein, 1985) which include artefacts (what is seen), espoused values (what is believed) and basic assumptions (what is thought). Visible artefacts at BA are programmes such as ‘Share, Act, Close the Loop', staff development and the £7 billion transformation programme to enhance customer experience and operational performance (McKinsey and Company, 2024). Some of these practices are aligned with customer orientation, team working, accountability and continuous improvement. The airline has empowered its staff to identify issues and propose solutions and enhancements to operations, which has helped foster a more open, performance rather than legacy, organizational culture under CEO Sean Doyle. The enhancements in punctuality, technology, and customer service suggest that British Airways' culture is evolving to become more flexible and innovative in line with the company's long-term goals.
In terms of leadership, British Airways has adopted a transformational leadership (TL) style. Leadership is essential in shaping the business outcomes and has been studied extensively in management literature. Effective leadership is integral to drive organisational success as it impact employee morale, job satisfaction, job security, quality of work and overall performance levels (Putra, 2024). TL transform followers through modifying their ideals, morale, values, and interests, motivating them to perform beyond their original expectations. TL is based on inspuring others to follow, requiring a degree of communication, coordination and cooperation. It includes developing a collective visions, motivating people, respecting their contributions and improving their talents to achieve a common goal (Qalati et al., 2022).
Transformational leaders inspire their staffs to change by establishing a vision, fostering innovation and aiding organisational change. This leadership style has been exhibited by Sean Doyle as part of British Airways' extensive transformation initiative on modernisation through technology, operations, investing in staff and customer experience. He has also promoted greater employee involvement by making more visits to the workplace, engaging in open communication and providing opportunities for employees to solve problems and provide ideas. This style of leadership has enabled employees to deal with change and enhanced organisational performance. Increased operational reliability, profitability and customer satisfaction in recent years indicate that the transformational leadership has been a key contributing factor to help British Airways recover and grow. 
6.2 [bookmark: _Toc233905283]Business Strategy Evaluation 
Product or service differentiation is targeted towards a wide market, and seeks to create a product or service regarded as unique by its industry. The company/business unit can then price its product at a higher value. It can be related to the specialty of design, brand image, technology, features, dealers, network, or customer‟s service. In a particular business above-average returns can be achieved through differentiation as the resulting brand loyalty reduces customers' price sensitivity (Juniarti et al., 2021). At the business level, British Airways is pursuing a Porter’s differentiation strategy by providing high-quality service and an extensive flight network, rather than the lowest price. The same is indicated by Bowman's strategic clock (Bowman and Faulkner, 1996) that suggests that BA is interested in offering more value with a super service offering. IAG has a corporate strategy that involves running a portfolio of airlines led by British Airways, Iberia, Aer Lingus and Vueling to achieve a good mix of markets and services. In this group, the main activities of British Airways have been to reinforce the premium long-haul travel business (IAG, 2026). 
Whittington et al., (2020) provide a framework for evaluating suitability, acceptability and feasibility to evaluate British Airways' strategic options. Its transformation programme is a less risky way to attain organic growth. The purchase of other airlines such as TAP Air Portugal, would give them immediate access to new markets (AeroTime, 2026). Further, as a part of the OneWorld alliance, British Airways can grow its worldwide network without significant financial expenditure. The key to successful change is to build a sense of urgency and to build strong support, and CEO Sean Doyle has successfully implemented these strategies.
7. [bookmark: _Toc233905284]Conclusion 
British Airway’s strategic position has been analysed in this report using PESTEL, SWOT, Ansoff Matrix and Bowman's Strategy Clock. The PESTEL analysis reveals that the external environment is challenging for British Airways, as it faces high fuel prices, geopolitical conflict, increasing expectations from customers and stricter environmental regulations. The SWOT analysis reveals that although British Airways has a strong brand, extensive network and loyalty programme, it is offset by engine issues, cost reduction and a reliance on the UK market. The Ansoff Matrix illustrates that British Airways has been expanding slowly, primarily through market penetration and product development, and has chosen not to invest in diversification, which is considered a high risk, at this time as it would be handled by the parent company. Bowman's Strategy Clock suggests that British Airways adopts a differentiation strategy, which only will be viable if customers perceive that they are receiving value for the higher price they pay. In general, British Airways is in a good position to expand, but still needs to invest in the quality of its service to maintain its competitive edge.
8. [bookmark: _Toc233905285]Recommendation
BA should pursue a differentiation strategy, provide high quality services and enhance the travel environment rather than offering only low cost options. Porter (1985) states that differentiation can be used to give a company a competitive edge by offering value that customers are willing to pay for. But, British Airways must close the price-value gap between what it charges and what customers think they are getting. Customer satisfaction is important because customers will stay loyal if they perceive the service they receive is commensurate with the amount of money they paid (Kotler and Keller, 2016).
British Airways should further invest in digital technologies and service to strengthen its competitive position. For example, AI-based contact centre solutions have already cut down on the number of calls from customers by 22%, enhancing the quality and speed of service (Sabio Group, 2026). The airline also needs to keep its £7 billion transformation plan going and pay attention to customer experience and brand reputation, with the cabin refurbishment, reliable Wi-Fi and digital service, and improved operational performance having a direct impact (British Airways, 2026a). In terms of growth, the primary concern for British Airways should be on market penetration and product development; both are lower risk strategies in Ansoff's Matrix (1957). The more risky strategies, like diversifying into other businesses, should be left to the parent company, IAG (Aviation Outlook, 2026). This will help to build trust with customers, ensure profitability and enable sustainable long-term growth for British Airways.
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