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[bookmark: _Toc58586076]Introduction 
Air transport is an important industry in itself and also makes important contributions to wider economic, political and social cycles. As with most modes of transport, demand from its administrations is demand-driven and seeks to achieve a different end goal (Knorr and Eisenkopf, 2020). While air transport can contribute significantly to the world economic development, demographics and sectors such as the tourism industry, there must be latent demand for the goods and services offered by the sector in a peculiar location. (Knorr and Eisenkopf, 2020). The lack of air transport in any economic system may hinder production, development, and economic activities of that region. The interaction between air transport and economy are in constant state of transition. Although economists' ideas on harmony have a certain essence and intellectual validity, which are useful in the very short term, the world is dynamic (Castiglioni et al., 2018). 
This state of dynamism is of particular interest in the context of globalisation, has implications for air transport sector, which are driving it forward (Castiglioni et al., 2018). However, feedback loops exists where developments in air transport can influence the structure and speed of globalisation and the cycles it involves. Although the demand for air transport is hell, the institutional landscape in which air transport administrations operate has, to a large extent, negative effects on the economic system (Castiglioni et al., 2018). These feedback cycles can have both direct and indirect economic, political and social consequences such as directly damaging customer loyalty, monetary issues, and indirectly having environmental impacts with air transport. 
[bookmark: _Toc58586077]


                                                                                                                                           Macro-Economic Conditions for British Airways
The International Business Environment
               This literature describes how British Airways overcame the factors that contributed to the business environment during Covid-19 (Havlovic, 2020).
While BA nurses its wounds from the global economic and financial crisis, combined with persistently high fuel costs, has accelerated consolidation of the aeronautical industry. Many passenger and cargo airlines have gone bankrupt or been taken over by various airlines, and overall the global aviation market remains weak (Havlovic, 2020). In 2018, for example, SkyEurope and Flyglobespan collapsed, and Alitalia was consolidated with Air One. In Asia, JAL declared financial insolvency. Austrian Airlines, Brussels Airlines and BMI have taken control of Lufthansa (Havlovic, 2020). In the US, Northwest merged with Delta and United Airlines, while Continental Airlines announced consolidation to create the world's largest airline. While there are obvious reasons to be positive about the UK economy while Europe plan moving closer to Iberia Peninsular. Yet, the concerns about the economic slow-down, and restoring customer confidence (Santana et al., 2019), and as a result of 2019, moderate recovery, with hope that energy may work in 2020 (Santana et al., 2019). 
The US has returned to positive growth a quarter earlier than the UK, and economic activity has grown significantly in the last three months of 2018 - much faster and more justifiably than the recovery from the setbacks of 2010 and 2018. Emerging markets, particularly in East Asia, also experienced a strong recovery after the recovery in world trade and massive government support for the Chinese economy (Amankwah-Amoah, 2020). The improvement in domestic demand in these countries, driven by both consumer spending and business investment, should ensure further sustainable development in China in the recent 



[bookmark: _Toc58586078]Different Ways in Which British Airways Interacts with International Markets 
According to this vision, businesses are embedded in a macro-environment created through various forces or factors that influence their business activities. Few of these forces are much closer to the organisation, such as intermediaries, suppliers, dealers etc. There are several factors which have wider possibilities, such as economic, legal, cultural, etc., but which can also influence the company's performance (Castiglioni et al., 2018). These factors are directly connected to PESTAL Analysis. They can also be applied in combination with Portal 5 Forces analysis and SWOT.  

PESTAL Analysis
The acronym PESTEL stands for political, economic, social, technological, environmental and legal factors affecting businesses. Accordingly, British Airways PESTEL analysis involves an analysis of the impact of these external factors on the airline.



Political Factors
Strict principles also govern safety and how they impact our environment. The pandemic is another situation that transpired into political, economic social issues for airlines. One example is Covid-19, which has reduced demand for air travel and pushed airlines to invest more in security measures to renew customer confidence (Albers and Rundshagen, 2020). 
               British Airways is a major international airline that flies to more than 400 destinations worldwide. Political stability and the perception of safety by the population is an important political factor that has a tremendous impact on British Airways. A stark illustration of this claim may refer to terrorist attacks at Brussels airport in March 2016, which caused the decline of IAG share price, British Airways’ parent company by 1.5 per cent. Moreover, recently the airline found itself to be engaged in a political debate for demanding a third runway at Heathrow airport from the UK government. Specifically, “the boss of British Airways has warned he could seek to expand the airline overseas if the Government "twiddles its thumbs" over a third runway at Heathrow. Other range of political factors affecting British Airways which include the level of bureaucracy, corruption, home market lobbying activities, trade unions activities and others. Trade Unions activities particularly have proved considerably a major factor affecting British airline in the past years.

Economic Factors
              British airways like Ryanair, KLM and few others have survived different stages of economic woes which directly affected them, example, current covid-19 pandemic, economic recession of 2008, bombing of the world trade centre 2001 and numerous other economic pandemoniums were the worst experience in history, particularly in the Europe and US. The global recession affected both passengers and airlines (Albers and Rundshagen, 2020). This has exacerbated their pension deficit and demand, as many companies try to reduce their travel expenses, instead of trying to apply communication innovations such as teleconferencing. However, oil costs have fallen since 2008, the cost of oil has been $151 a barrel (Akbar and Kisilowski, 2020). For the BA, when the pound is weakened,  it will impact in BA’s cost as market is dominated by dollars or euros. The other factors are: fluctuations in oil costs, rising unemployment, which affect buyer confidence (Akbar and Kisilowski, 2020). UK economic climate has direct implications on British Airways performance. In cost of fuel usage, BA used approximately 5.7 million tonnes of jet fuel in 2015 only with a total cost of £484 million, which is 13.8percent decrease compared to the previous year despite the increasing scope of operations. Accordingly, a decrease of the prices of fuel proved to be an important economic factor that greatly benefited the business.

Social Factors
             Over the last 25 years, the UK's standard population has grown from 15% in 1984 to 16% in 2009, an increase of 1.7% million people, and the UK population is ageing (Mills, 2017). Over the same period, the young population has fallen from 21% to 19%. The analysis shows that people can be understood as career-focused and probably have only one young person or none, so the number of young people is decreasing and the number of older people is increasing (Mills, 2017). 
             British Airways can benefit from this situation because people of this age can travel live, visit different fellow travellers, etc. and BA can take them this kind of client and this kind of customer is likely to pay for well management and business class and business class (Mills, 2017). According to the survey, although the unemployment rate in the UK has still improved slightly, and this feature has a straight impact on BA as when people do not have this work, they have difficulty travelling by air. In addition, the number of British Airways customers aged between 16 and 54 has increased significantly since 2009 (Mhlanga et al., 2018). 
              British Airways is also greatly impacted by additional range of social factors such as demographic changes, changes in consumer attitudes and opinions towards travelling by air, media perception of the brand and health and welfare of target customer segment.

Technological Factors
            Technology has created many advantages for customers. In the case of air travel, they can now use assessment sites, which has involved to their negotiating potential; in addition to simplifying online booking, companies no longer have to pay agencies (Sultan, 2016). In addition, British Airways has been able to reduce the number of employees because you can apply more machines than individuals, and British Airways has enhanced efficiency, for example by updating BA's time recording system to monitor agents' working hours and creating new ways of communicating with customers (Sultan, 2016). For example, in 2015 British Airways launched its app for the Apple watch. A simple swipe opens the British Airways app, which was re-designed to fit the Apple Watch screen. It then displays a summary of the customer's next flight, the flight number, route, departure time, flight status, a countdown to the departure time and the weather at the destination.

Environmental Factors
            One of British Airways' strategic issues is to reduce environmental problems when necessary, British Airways has decided to engage in Corporate Social Responsibility (CSR) to implement the company's strategy (Kwifi et al., 2020). CSR can also help British Airways identify health, safety and environmental risks. This strategy can also attract more investors and develop the company. In the context of the Environment Convention and the Kyoto Protocol, carbon leakage is one of the main issues to be addressed. And airlines have high carbon leakage rates (Kwifi et al., 2020). In this context, this British airline decided to launch a programme to tackle this problem, and the main objective was to reduce environmental safety by 30% between 1990 and 2010. With this step, the savings represent 50 metres of enormous carbon dioxide (CO2) stress (Kwifi et al., 2020). 
                UK airlines will see a significant reduction in carbon dioxide emissions, which can then be sold with the saved carbon electricity to various companies that need to exceed their carbon footprint (Mills, 2017). In addition, another important issue for British Airways is noise pollution, which the company is minimising through quieter aircraft and a change in flight style (Akbar and Kisilowski, 2020). The aim is to reduce average noise per flight by around 15% by 2015. People living near Heathrow are the most affected by noise, but British Airways has reduced noise by around 30% between 2018 and 2019 (Mills, 2017). Covid-19, natural disasters and weather conditions can affect operations. These problems can affect a company's costs and therefore its profits. Moreover, the impact of environmental factors on British Airways performance can be direct as well in cases of environmental disasters such as earthquakes, flooding, tornados etc. 

Legal Factors
              In March 2010, British airlines announced a failure in the number of airline tickets; this decline was high compared to the month following the psychological repression attacks of 11 September 2010 (Albers and Rundshagen, 2020). In terms of passenger numbers, this has been the most visible march of horror for more than a decade, and the British airlines' strategy has been to reduce some of their operational capacity. However, the result has been appallingly horrifying. After all, it was cabin crew departures that brought British Airways to around £45 million. At the time, over 47% of Heathrow Airport flights were cancelled (Albers and Rundshagen, 2020). 
Again, Ryanair reported that the number of passengers increased by 13% over the same period. One of the reasons for this is probably simplicity (Albers and Rundshagen, 2020). In addition to all legislation reflecting the strict regulatory controls that governments exercise over the aviation industry, businesses are also affected by labour rules and the acknowledgement of professional bodies. In the case of British Airways, many problems have arisen because of workers' strikes. In addition to the impact on the company's image, it has also suffered serious accidents. Other laws that may influence its strategy include restrictions on consolidation and acquisitions (Kwifi et al., 2020). British Airways is directly impacted by a set of legal factors such as trade regulations anti-trust rules and regulations, data protection regulations and others. Additionally, there is a wide range of rules and regulations relating to employee health and safety, consumer protection laws, employment laws, and competitive rules and regulations that need to be adhered fully adhered by British Airways. 

[bookmark: _Toc58586085]Porter 5 Forces Analysis
[bookmark: _Toc58586086]Competitive Rivalry 
Porter’s 5 Forces analysis is a framework that helps competition with certain industries. It is useful for any organisation that is new start-up business or entering into a new market to identify state of competition, which depends on 5 forces: Threat of new entrants, bargaining power of suppliers, threat of substitute products, and existing industry rivalries. These forces determine the profit potential on an industry and thus its attractiveness. For example, in airline industry, no company in the industry earns return on investment. This not the same with for example soft drink industry which have plenty room for higher returns on investment. In general, the key competitive aspects in the aviation industry are consumer management, costs, course management, opportunities, code-share relationships, safety and reputation records, in-flight entertainment systems and long term customer programmes, flight schedules, aircraft types, etc. (Erbaşı and Ersöz, 2017). 
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 Porter’s Five Forces Model with full list of  Porter’s 5 Forces Factors (Business-to-you.com).
             http://i2.wp.com/www.bisiness-to-you.com/wp-content/uploads/

On BA's short-haul market, there are a large number of competitors, essentially Ryanair and Easy Jet, and it is more difficult to differentiate on this type of flights. Assets and management are easy to replicate, but on the other hand, it is difficult to gain customer loyalty. The long-haul market with Open Skies has altered the competitive setting. Five fresh businesses have opened their doors at Heathrow to enter the US market (Havlovic, 2020). While BA is in the business, airlines such as Ryanair, Easyjet, and Southwest airlines have successfully entered the industry over the years by introducing innovation cost cutting business models that shaken up the original players like American airlines, KLM, Delta and BA. Porters 5 forces also put business in better position when there are multitude of suppliers, and BA has remained competitive because of it’s adherent to this market forces especially in the area of switching costs of companies, working in partnership with some and collaborating with others and increasing their distribution channels and maintain unique level of product and service differentiation and supplier service delivery, (Porter, 2008). The internet have become source of empowerment to consumers who can now act independently, search and compare prices online, obtain information about variety of products and gain access to instant offers from other companies. Companies such as BA have also used loyalty programmes such as flying point awards that can be converted monetary values which holders can used for paying for services in the future. 
Porter’s 5 Forces is a good starting point to evaluate an industry but should not be used in isolation. To get better sense of where your company’s competitive advantage is coming from and to better position your company between rivalries, you could for example combine Porter’s 5 Forces with Value Chain Analysis or VRIO Framework, and PESTEL analysis to give a good overview of the organisational environment. Porter’s 5 Forces should not be used in isolation without combining it with other models as stated above.   
The critiques of Porter’s 5 Forces have argued that the model needs a 6th force that should be called ‘complementors’, in order to explain the reasons behind the strategic alliances and joint ventures. This extended model is also known as Value Net Model (an elaboration of P5F which combine business strategy and Game Theory). Although, it has been criticised, porter’s 5 model is  still one of the most used framework. 

[bookmark: _Toc58586087]New Entrants
The number of new entrants in the air transport sector is low, as there are significant barriers to entry (Santana et al., 2019). It requires large capital investment, and regulation needs, licences, insurance, distribution channels, access to flight routes and other requirement that are not easy to contain.  it is a highly competitive atmosphere, provides low overall revenues, takes advantage of more opportunities to be profitable, gaps are large, and obstacles to entry are high (Havlovic, 2020). 

[bookmark: _Toc58586088]Substitute for Air Transport
On short-haul paths, airlines have a lot of competition on the ground. Rail transport in the UK takes up more space in the air, mainly because infrastructure has been improved and risk times on routes have been minimised, for example on the main West Coast route (Fedosova, 2016). Although Eurostar had a day off in January, the company continues to grow by around 1.2% more passengers in 2019, while demand for travel amongst London and Brussels and Paris demolish by around 15% (Fedosova, 2016). 

[bookmark: _Toc58586089]Power of Buyer
British Airways takes a strategic approach to supplier selection and produces management and assets using benchmarking to ensure maximum value for both parties, for example, supplier and procurement (Coller et al., 2016). During 2019, the company reviewed all its costs with the top 500 suppliers, accounting for around 94% of total annual external costs. On request, British Airways restructured its entire business, resulting in significant savings during this period (Coller et al., 2016). 

[bookmark: _Toc58586090]Power of Suppliers
Suppliers have huge bargaining power; there are mainly aircraft suppliers such as Airbus and Boeing. In addition, they are limited to the only supplier of fuel at airports (Fedosova, 2016). 

[bookmark: _Toc58586091]
Micro-Economic Structures with Respect to Decision Making in British Airways
[bookmark: _Toc58586092]SWOT analysis 

             This is a strategic analytical tool for facilitating British Airways' strengths and weaknesses, opportunities and threats related to the business. It also means looking at the opportunities and dangers that airlines face. British Airways is the UK's largest airline based in London (Wang and Zhang, 2018). 
The following Table 1 illustrates British Airways SWOT analysis:          
	Strengths
1. Economies of scale due to its large size
2. Strong brand image
3. Market leadership in the UK
4. High level of service digitalization and effective integration of IT and internet
	Weaknesses
1. Overdependence on the UK market
2. Low return on invested capital (ROIC)
3. Constrained capacity of Heathrow airport
4. Lack of experience of the new CEO Alex Cruz in leading the premium
                segment airline

	Opportunities
1. Formation of strategic cooperation with other businesses in airline and catering industries
2. International market expansion
3. Benefiting from synergy via Closer integration between IAG's operating airlines
4. Improving relations with unions
	Threats
1. Further intensification of competition
2. Terrorist attacks
3. Service disruptions due to employee strikes
4. Escalation of the conflict with the UK government


                                          Table 1 British Airways SWOT analysis
[bookmark: _Toc58586093]
British Airways' Strengths 
            British Airways as UK’s largest airline by navy size and the second largest in terms of the passenger carried, and is also one of the world's leading airlines. BA flies more than 400 destinations worldwide weighing by the extensive scope of its flying operations, the business benefits from the economic scale which strengthens the airline’s competitive advantage via investment in new advanced fleets and offer significant low-cost brokerage and achieving greater personalisation of service provision. As an attractive customer of Boeing, BA is also a customer of Airbus and Embraer (Morza, 2018). It serves more than 200 million bookings in over 80 different countries worldwide. In the UK alone, it serves around 45 million customers a year. 
            It was an official airline partner at the London 2012 Olympic Games. British Airways enjoy strong brand image as a world-class airline (Gupta et al., 2019). BA has a long history of awards and recognition. For example, in 2014, 2015 and 2016, it was awarded the number 1 Supermarket Consumer Newsletter in the UK (Gupta et al., 2019). In 2016, BA won both ‘Business and Consumer Super-brand Awards’ for the second year running – the first company ever to scoop such accolade. Also in 2015, BA also was named by the Sunday times and National Geographic as the best short-haul and long-haul airline while Business Travellers Magazine named the airline the best short-haul carrier with the best frequent flyer programme and best airport lounges. These and other awards are convincing indicators of a strong brand image that benefit businesses in multiple levels. BA’s record as one of the 20 safest airlines in the world gave it a competitive collaborative advantage of engaging corporate alliance with Oneworld airline have been their representative since then in addition to being part of the larger AIG family.  
            British Airways operates up to 58 return services a day between Scotland and Heathrow, London City and Gatwick airports, more than any other airline. Moreover, British Airways is the only airline carrier that offers flights to New York from all three of London's main airports; Gatwick, Heathrow and London City. The current leadership position in the UK market is a major strength for the business taking into account the size and significance of the UK airline industry.
               Integration of IT and internet into various processes and a high level of digitalization represent solid bases of British Airways competitive advantage. These include the use of digital boarding pass by more than 28,000 customers every day, the launch of app for Apple Watch for faster check-in at airports, the introduction of the industry’s first flat bed in the plane and others.

[bookmark: _Toc58586094]British Airways' Weaknesses 
Although BA has much strength, it is not without its weaknesses. Some experts believe that BA is too dependent on the UK market which is a considerable weakness that has to be addressed by the BA’s management. In 2018, Bashir reported that almost 50% of the airline’s revenues are UK based. This dependence renders BA powerless in the face of potential market stagnation and growing competition in the UK (Bashir, 2018). British Airways employees went on a two-week strike in July 2017 in the UK. This is due to the progressive and increasingly fierce issue of compensation between the airline and its mixed fleet. This kind of competition not only confuses the intersection points for many people, but also raises the question about whether airlines are failing to meet the objective of the debate (Wang and   
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Zhang, 2018).The table below show an illustration of how almost half of all airline 
revenues were generated in the UK, and more 81% revenues were generated in the 
UK and US. In which case, BA’s in a vulnerable position if market downturn
	British Airways profit margin amounted to 10.9 per cent in 2015 which is less than the average airline industry profit margin of 12.72percent. Taking into account the highly cyclical nature of demand in the airline industry, it can be argued that low profit margin leaves British Airways exposed to downsizing in the industry.

	Constrained capacity of Heathrow airport in London, the main market for British Airways is an additional weakness that cannot be ignored. Heathrow airport “is the busiest in Europe, with a good 10 million more passengers than second placed Charles de Gaulle in Paris. And yet Heathrow lags behind its major competitors in runway space. Charles de Gaulle has four runways, the same number as Frankfurt, and Amsterdam’s Schiphol airport now has six”17. Such a small number of runways in British Airways’ home market, which is its main market severely limits its further growth potential.

[bookmark: _Toc58586095] British Airways’ Opportunities
            A growing economy, with a better base and demand from the travel industry, offers an incredibly open door for airline growth. In February 2017 BA announced new summer courses such as Florence, Ibiza, Malaga and Palma in Bristol and terminals in Birmingham, UK. Other summer courses are worth exploring at events (Morza, 2018).
	On 28 January 2015, British Airways entered into a business transfer agreement with Avios Group (AGL) Limited (“AGL”) which transferred certain parts of the British Airways Executive Club business, relating to the frequent flyer programme, to AGL in return for additional shares in AGL. Following the restructure, British Airways’ shareholding reduced from 100% of the previous AGL business to 86% of the new larger combined customer loyalty business. There is an attractive opportunity for British Airways to decrease its operational costs and benefit from synergy via engaging in strategic cooperation with other businesses operating in an airline industry.

	International market expansion can also be specified as a good opportunity for British Airways. Rapidly emerging economies such as China, India and former USSA bloc countries represent attractive markets where British Airways should focus. Attractiveness of these markets are associated with increasing consumer spending power in emerging economies, coupled with market saturation in developed countries where British Airways traditionally operates.
	Benefiting from synergy via Closer integration between IAG's operating airlines is another opportunity to be considered by British Airways. Although, each airline within IAG portfolio – British Airways, Aer Lingus, Iberia and Vueling caters for the needs of different market segments, there is a still room for the strategic management to gain operational advantages in multiple levels via exploiting the economies of scale to a greater extent and benefiting from synergy in general.
	Improving relations with trade unions is an opportunity for British Airways that has to be explored in order to achieve a greater level of employee satisfaction and enhance the brand image in general. Specifically, the new CEO Alex Cruz has to aim to establish strategic and fruitful relationships with the leaders of trade unions from the outset of his leadership of British Airways.

[bookmark: _Toc58586096]British Airways’ Threats/Risk 
              The final element to consider in the SWOT analysis of British Airways is risk/threat. Challenges are generally considered threats. On a significant number of its routes, BA certainly faces a number of surprising competitors. For example, Air India, Singapore Airlines, Etihad Airways, Qatar Airways, Qantas Airways, Lufthansa, Emirates and US airlines are among BA's competitors (Bashir, 2018). Rising fuel prices and increasing operating costs in the UK, Credit crunch, Changes in regulations, environmental challenges, political and economic policies, public health concerns eg Covid-19 pandemic etc are several others are contribute to BA’s several challenges. It should be noted that BA has been dealing with a number of accidents and disasters since its inception. However, it must be said that this is probably the safest airline in the world. 
	The existence of terrorism has always threatened airline businesses and it is severe in some countries and less severe in others. In one of the latest cases, “bombings of the World Trade Center in US and Brussels Airport and Metro stations in the London killing a large number of commuters and others are few examples of travel threats with direct and negative implications on the willingness of many people to travel by air.
             Further intensification of competition is another threat to be considered by British Airways. Competition from emerging economies such as China and India is a significant threat for British Airways due to the access of new competitors to cost-effective resources in general, and human resource in particular. Service disruption due to employee strikes is an additional significant threat British Airways.             

[bookmark: _Toc58586097]Decision-making process 
           BA's objective is to create a unique culture within the airline by focusing on the customer and its conditions (Gupta et al., 2019). There is a threat of escalation of the conflict with the UK government. “The boss of British Airways has warned he could seek to expand the airline overseas if the Government "twiddles its thumbs" over a third runway at Heathrow”. The escalation of this conflict can have negative implications for the business. Aviation requires a great deal of speculation, which also increases the threat to profits. The main type of monetary income for companies is the investor. BA deals with its position in the world by focusing on the closest investors and promoting the raw material with effective cost allocation. BA agrees that separating its procedures from those of its competitors will bring a huge market. After the decline of its business class after Silver Jet Airlines took over from a business class pioneer However, British Airways has made some excellent decisions since this transition to aviation, such as the purchase of Lavion Paris Airline, which has quietly proved to be a success for BA. British Airways is constantly adapting to climate change, which is even more evident in its structured operations (Morza, 2018). 
BA has provided Terminal 5, which has had an acceptable track record of handling 6 million passengers. On a significant number of its routes BA also faces several innovative competitors, which is a great pleasure for BA. In February 2017 BA indicated that sending new summer routes for its passengers to accommodate them was a challenge for this deal at the right time. The corporations are also looking at the likelihood of events occurring in the near future and the extent of their impact on the show organisation (Gupta et al., 2019). This is better than oversimplifying the SWOT analysis because, with a thoughtful SWOT analysis, British Airways' management can focus on the most important factors and exclude what is not important. It also solves an important problem when associations make a detailed summary, but none of the elements are considered too elementary.
[bookmark: _Toc58586098]Impact of Fiscal and Monetary Policy On Airline Industry as well as British Airways
Economic values show that administrations can sometimes enhance the market performance. Techniques to influence market results can take the practice of fiscal and monetary approaches (Ali et al., 2017). Monetary approaches influence changes in combined demand for products and firms through flexibly growing the money supply, by harmoniously lowering interest rates and inspiring investment expenditure, or by elegantly reducing the money supply, increasing balanced interest rates and reducing investment spending (Ali et al., 2017). Fiscal approaches shift the overall demand curve by increasing or decreasing public spending or by increasing or decreasing taxes. As these arrangements affect combined demand, the government applies these strategies to attempt to stabilise the economy (Kwifi et al., 2020). These policies affect different sectors at different levels. Some sectors have constructive and other negative results. If we look at how fiscal and monetary agreements influence the aviation industry, we can see how these approaches affect business, industry development and cost per voice (Erbaşı and Ersöz, 2017). 
Many coordinated fiscal approaches to the aviation industry have had a significant impact. These policies are reflected in the taxes and fees charged to airlines. The government uses these taxes and fees to fund airport improvements, airline and airport security, FAA funding, international customer allocation and fleet operations (Erbaşı and Ersöz, 2017). These costs are typically 26% or $52 of the standard return ticket ($200) (Erbaşı and Ersöz, 2017). The current economic climate for the aviation industry is gloomy, especially in light of the terrible events of 11 September. The “Air Transport Association (ATA)” argues that in these difficult cases, this fiscal policy prevents airlines from correcting their mistakes through a policy of self-improvement. The ATA also states that these taxes and costs, with the ultimate aim of stabilising the sector, may be responsible for the sale of over 129,000 items, which puts many airlines embarrassed by a bankruptcy (Albers and Rundshagen, 2020). 
Also, because buyers are very reactive to increased spending in the sector, they hamper their ability to distribute funds by collecting tickets. Under current financial policies, airlines have little room for manoeuvre to meet the requirements of an operational, financial plan (Akbar and Kisilowski, 2020). Mike Smith, a former owner of Pacific Crest Aviation in Big Bear Lake, California, adds that management agencies charge various fees to generate operating revenue at airports. Landing fees are one example. Landing charges vary from airport to airport, but they play an important role in deciding where airlines prefer to locate their operations (Mills, 2017). In an attempt to collect even more money by fiscal policy, Mr Smith explained that the FAA continues to propose charges to users. It is not yet clear how these costs will affect the airline industry; current fiscal policy is making airlines cry for change. Deregulation is another fiscal policy that has had a significant impact on the aviation industry (Sultan, 2016). 
Since deregulation in 1979, the aviation industry has developed significantly. Due to increased competition in the sector, it has created many professions, reduced ticket prices and expanded the market available to several airlines (Sultan, 2016). Due to the industrial development of over 200%, new carriers have created situations for thousands of new employees in different parts of the country. The average ticket price in 1979 is now relatively unchanged (Sultan, 2016). With the emergence of a highly competitive market, each airline's passenger flights have kept ticket prices low, as the company has used this new open skies policy to create connecting flights to reach more customers, minimise alternative costs and offer competitive prices. The aviation industry continues to suffer from the general economic situation (Ali et al., 2017). At a time when health costs are being incurred and holidays are being planned, airlines can fill capacity, increase costs and keep a steady economic environment.
Although, when the economy is in decline, customers' buying habits also decline. This is where the aviation industry is today. It is struggling to replenish travel in a moderate economy and is struggling against a heavy fiscal policy (Ali et al., 2017). The newest monetary policy implemented by government agencies has taken the kind of economic development audits. This injection of money into the economy to encourage the acquisitions of goods and business in the US can help reduce the impact of our currently inactive economy. Almost zero data is available showing how this has affected the development of any aviation industry. So far, little has changed in customers' travel habits (Tan, 2019). 
By effectively managing alternative costs and adapting to changing economic conditions, the aviation industry can achieve economic results (Coller et al., 2016). By paying to the negative economic impact on the aviation industry, current and future approaches to aviation will continue to hamper the industry's ability to improve from bankruptcy in times of economic hardship (Efthymiou et al., 2019). 

[bookmark: _Toc58586099]International Trade Theory Related to British Airways
In the case of British Airways based in the UK, whose administrations are available worldwide, it is important to develop and implement business strategies that are not limited to local and UK authorities (Santana et al., 2019). It is important that British Airways adapts to local culture and develops various ethical standards that are consistent with the ethical considerations of the local network. In the current business environment, which favours the globalisation of business organisations and their administrations, global factors influence all regional organisations in different parts of the world (Havlovic, 2020). As a UK-based company, British Airways is strongly influenced by characteristic global factors. For example, a company must constantly consider the global monetary factor that influences the financial situation of the organisation. The various factors influencing British Airways' business practices include a global financial disaster, political instability in a particular area, global airline policy and so on. British Airways creates and changes its strategy reliably and competently in response to global factors (Amankwah-Amoah, 2020).
As a UK-based organisation, British Airways is regulated by the European Union, as England is part of the EU as a lead state (Xian, 2018). With these Joint Committee agreements, British Airways must continue to comply with the various commercial guidelines provided by the European Union. In addition to business ethics, health and safety standards and pricing laws, the EU is also involved in developing fair trade standards for various organisations operating within the EU (Xian, 2018). British Airways must comply with the various trade guidelines that the European Union applies to its field operations. Below are some aspects of British trade associations that are influenced by EU approaches:

[bookmark: _Toc58586100]Market Structure
The European Union follows the market structure of unrestricted economic trade, and this market structure influences the various trade organisations in the UK, as the UK is an EU country. Within an unregulated economic structure, for example, UK business organisations must implement trade measures based on market power, such as purchasing decisions and purchasing power (Albers and Rundshagen, 2020). 

[bookmark: _Toc58586101]Competitive Policies
The European Union supports fair competition agreements on demand to guarantee buyer privileges by preventing the creation of a trade union in the sector and to support new and emerging organisations. In the case of UK trade federations, this ensures that a large organisation has no further unfair advantages over smaller organisations (Albers and Rundshagen, 2020). 

[bookmark: _Toc58586102]Regional Policies
For EU Member States, the EU has many regional strategies for UK employers' organisations (Albers and Rundshagen, 2020). 

[bookmark: _Toc58586103]Conclusion 
From the above studies, it could be concluded that flying is one of humanity's greatest achievements. The BA has a long history of connecting Britain and the world. If the BA has learned anything about the current pandemic, it's that people appreciate being together, and that's what aviation does: it brings people together. Flying means making the world smaller, helping us discover new communities and offering new business opportunities and fares. The aviation industry contributes $1 billion to the UK economy and holds many positions. There is no doubt that the Covid-19 has caused the most notorious and terrible emergency in the history of aviation worldwide and our 100-year history, and the BA is doing everything it can to get out of this emergency.  
IATA proposes that the resumption of international air traffic should return to the level of 2019 and not take place before 2023/4. BA is aware that the demand for air travel will be met again in the coming years, but also understands that this must be done sustainably. Flights go hand in hand with the cost of environmental protection, and BA needs to restore the balance between air travel and its impact on our planet. That's not what BA is giving upon. Despite these extraordinary opportunities and the global aviation crisis, BA remains focused on a sustainable future and is moving towards this goal. The BA aims to achieve zero net carbon dioxide by 2050, and while there is no single answer to this challenge, the BA has a clear roadmap for achieving this goal. 
The BA is increasingly using environmentally friendly aircraft, including seven A350s and 32 787s, which are 25-40% greener than the 747s. Several sectors of the aviation industry are working on solutions to reduce dependence on oil products. BA now balances the carbon footprint of all its travel to the UK and has introduced a carbon offset mechanism to allow customers to offset the emissions from their flights if they travel outside the UK. 
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