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[bookmark: _Toc133147945]Introduction
Companies have focused on touchpoints to maximise the satisfaction of customers for the longest time. However, the role focus on touch points can divert their attention from the end-to-end consumer journey and negatively influence the experience of consumers. The consumer journey is the process that a customer goes through across different touchpoints and stages with a company, comprising their overall experience (Lemon and Verhoef, 2016). Companies can significantly increase important customer experience by mapping their journey and improving their satisfaction, generating a loyal customer base (Hamilton and Price, 2019). Keeping this in mind, the following report will critically appraise how British Airways can use innovative marketing strategies to increase brand awareness and map the customer journey across different communication channels to meet the expectations of current and future stakeholders.
[bookmark: _Toc133147946]About Organisation
British Airways is providing aviation facilities through its 254 aircraft across 183 locations worldwide (British Airways, 2023). The organisation was established in 1974 to promote diversity and bring different cultures and people together. The people and community are at the heart of British Airways’s services, and almost all of its business activities and growth strategies are designed to meet the expectations of customers. British Airways is the second large carrier in the United Kingdom, considering its numbers of fleet size and annually transported passengers (BLIŠŤANOVÁ and TIRPÁKOVÁ, 2021). 

Figure 1 British Airways (Austin, 2022)
British Airways is among the biggest airlines globally. The organisation’s revenues declined in 2020 because of the lockdown and travel restrictions imposed by the government to reduce the spread of covid-19. British Airways carried 12.2 million passengers and 158,800 metric tons of freight in 2020 (Salas, 2022). The revenues of the company were slightly better in 2021 with £ 3.7 billion, which continue improvement in 2022, reflecting €7.3 billion in profits in the first quarter. The revenue stream of British Airways from 2010-2021 is shown in the figure below:
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[bookmark: _Toc118257304]Figure 2 British Airways Revenues 2010-2021 (Salas, 2022)
[bookmark: _Toc133147947]Importance of Effective Communication 

Communication is an important business function that acts as a mechanism and source for information exchange in the organisation (Ilieva-Koleva and Kasamska, 2017). In every form, whether spoken or written, it is a channel that facilitates organisations to speak with their customers. It is a system through which the organisation’s management influences its employees and provides guidance for their operations. It also enables employees to provide more feedback and information to the management and facilitates informed decision-making (Ilieva-Koleva and Kasamska, 2017). British Airways communicates with its employees through an open communication system where their concerns are heard and addressed, and the management provides training and guidance to employees to ensure the achievement of required deliverables (British Airways, 2023). The company is efficiently using digital communication sources available through the Internet, such as website and social platforms like Facebook, Twitter, LinkedIn and Instagram, to communicate with its customers, get their feedback on services and convey new ideas about the introduction of a new range of services (British Airways, 2023).
[bookmark: _Toc133147948]Shannon and Weaver Communication Model
The Shannon and Weaver communication model is a classic model with various concepts, including information sources, noise, channel, message, receiver, information destination and encoding and decoding (Ilieva-Koleva and Kasamska, 2017). The model suggests that communication is the process of transferring messages from one individual (sender) to another (receiver). In this process of sending and receiving messages, all disturbances are regarded as noise (Ilieva-Koleva and Kasamska, 2017). 
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Figure 3 Shanon and Weaver Communication model (Ilieva-Koleva and Kasamska, 2017)
It presents a simple communication process that has gone through various changes and reached what is known as a transactional model nowadays. It assumes that communication connects people by engaging them in a transaction (Ilieva-Koleva and Kasamska, 2017). Firstly, it identifies that each participant involved in the communication process is both sender and receiver. Secondly, it identifies the influence of communication on all involved parties. It also contains an ellipse to symbolise the overall communication environment describing how participants interpret the information. The ellipses meet considered the most effective area of communication because here, both communicators share a similar level of messaging (Ilieva-Koleva and Kasamska, 2017).
The application of this model to the communication mechanism of British Airways shows that the organisation is relying on digital communication systems to send and receive messages from its customers. The information is conveyed directly to customers through customer services and digital communication platforms like the organisation's website and social platforms that update customers about organisational policies and activities and receive feedback on the quality of services. British Airways has hired a competent workforce across different communication channels to eliminate noise and ensure effective interactions with customers.
[bookmark: _Toc133147949]Integrated Marketing Communication
Integrated marketing communication (IMC) is a stakeholder-centred interactive procedure comprising cross-functional alignment of an organisation's communication and analytical processes to permit continuous discussion through consistent and transparent messages across all media sources to create durable relations that can create value in the long run. The IMC has evolved from a marketing-centred approach to a broader organisational approach where customers are the primary focus of organisational activities (Rehman et al., 2022). The IMC contributes to improved brand awareness that plays a vital part in the decision-making of customers and the brand equity, marketing performance and marketing mix (Zhang, 2020). Brand awareness is the extent to which customers recognise a brand and know about the brand. In highly competitive markets where customers have multiple options, brand awareness helps them to make a purchase decision for a product or service (Zhang, 2020). 
The IMC can help British Airways to increase brand awareness through innovative marketing strategies. Firstly, it is a continuous improvement procedure. It can help British Airways cover all aspects of a marketing strategy, from its planning to implementation and improvements based on the outcomes. Secondly, it improves revenues by improving the speed of outcomes, prioritising customer needs and aligning organisational strategy with customer expectations (British Airways, 2023). Lastly, it replaces the traditional marketing models with modern marketing tools. 
There are five stages of IMC, presented in the below figure: 

Figure 4 Stages of IMC
Define Target Audience
The target audience of British Airways is leisure travellers and businesspersons who want convenient flights, expect a premium experience while travelling and seek excellent customer services. The high-income families are also included in the digital marketing plan for British Airways.
Promotional Goals
The promotional goals for British Airways' digital marketing plan include an increase of at least 30% in the social media engagement of the company within three months through the use of digital marketing strategies and tools. The campaign also aims to increase organizational revenues by at least 25% within the next 6 months by increasing its customer base through active digital marketing. Digital and social media technologies are widely used to create public awareness and make services accessible to people through the Internet (Gorver et al., 2019). Considering this, the marketing plan will also focus on increasing website traffic and consumer response rate by at least 20% for British Airways within the next 6 months through digital marketing tools.
 Promotional Budget
Digital and social media marketing will be an important part of the British Airway's marking plan to increase brand awareness because people spend most of their time online to search for products, assess the experiences of other customers and engage with businesses to make informed purchase decisions (Dwivedi et al., 2021). The marketing budget for the digital marketing plan of British Airways will be around £30,000, which will comprise social media marketing, including paid posts, targeted ads and influencer marketing.
Marketing Mix
A marketing mix comprises the key elements of marketing strategy. These elements include the 4Ps, product, price, place and promotion. The marketing mix for British Airway's marketing plan is provided below:

	Product
	British Airways is providing premium quality aviation services to customers. The company can promote these services by highlighting their features and benefits for customers.

	Price
	  The price range of British Airways ticked is approximately $2500. The company can further offer discounts and sales to customers, making the services more accessible to larger customer groups.

	Place
	Customers can connect through the company’s website and social platforms. British Airways can further collaborate with travel agencies in different locations to make the services accessible to customers. 

	Promotion
	British Airways is using social media and targeted advertisements to promote its services. The company can further collaborate with travel influencers to promote its services.


[bookmark: _Toc133147950]Brand Equity
The term 'brand' is used to describe a group of tangible and intangible characteristics designed to build identity, awareness and a reputation for good quality products and services (Sammut-Bonnici, 2015). Brand equity refers to the influence of brand knowledge on the response of customers to brand marketing, which is observed when a brand is recognised and customers possess strong and favourable associations with the brand (Raut et al., 2019). The five stages of IMC can help British Airways to obtain brand equity and improve its market performance. Overall, British Airways is already providing services to thousands of loyal customers who prefer the organisation for local and international travel. However, the implementation of further strategies can maximise the chances of organisational success.
[bookmark: _Toc133147951]Keller's brand equity model
Keller's brand equity model is based on the simple concept that a brand must control how customers feel and think about a product to build a strong brand (Sinčić Ćorić and Jelić, 2015). The advantages of this model include its assistance for businesses in finding ways to improve brand image by shaping the way customers view and observe the brand. A disadvantage of this model is its complexity and limited scope, which restricts the access of businesses to comprehensive details of customers.
The application of this model to British Airways would suggest that the organisation will have to build the right kind of experiences with limited to zero controversies around the brand to ensure that customers have positive and specific thoughts, perceptions, and feelings about the brand. Strong brand equity will enable the firm to increase its sales because the customers will not only just like the brand, but they will also recommend its services to their friends and family members (Sinčić Ćorić and Jelić, 2015). A visual representation of this model is provided below:
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Figure 5 Brand Equity Model (Mind Tools, 2023)
The first step is brand identity. Brand identity promotes brand equity as an intra-organisational factor that determines a brand's goals, individuality, and values (Souri, 2021). British Airways flew more than 46 million customers to over 180 destinations in ninety countries across the globe in 2016 (British Airways Media, 2023). Customers choose British Airways to experience unique access to classified services based on the different requirements of each customer group (British Airways, 2023).
The second stage is brand meaning. This level determines what the brand stands for and it's meaning to customers. At this level, the performance and imagery are considered. Performance determines how well a brand meets the expectations of its customers. The performance comprises five categories, including primary features such as product durability and reliability and the effectiveness, efficiency, style, and price of services offered by the brand (Sinčić Ćorić and Jelić, 2015). On the other hand, imagery is the extent to which the brand is capable of meeting customer demands on a psychological and social level by identifying and integrating customer requirements directly or indirectly in brand services (Sinčić Ćorić and Jelić, 2015). Even though British Airways is an expensive brand compared to other aviation brands, the prices are reflected in the quality of services and unique experience offered to service users. It fulfils customer requirements by keeping services up-to-date and integrating advanced technologies to make travel more pleasant for service users.
The third stage is the brand response, customers' thoughts and feelings about the brand. The response of customers to a brand is reflected in their judgement and feelings towards the brand. British Airways observes the feedback of customers through its social media platforms and feedback services, where customers can rank the service and share their experience with the airline.
The fourth level is brand resonance. Brand resonance indicates the level of connection a customer would like to have with the brand. A company achieves brand resonance when customers develop a psychological association with the brand (Sinčić Ćorić and Jelić, 2015). Resonance is further divided into behavioural loyalty, attitudinal attachment, a sense of community and active engagement. British Airways is developing an emotional association with customers by offering loyalty points, different benefits for booking a flight with the airline and offering high-quality services to meet the expectations of customers (British Airways, 2023).
[bookmark: _Toc133147952]Customer Journey and Touch Points
The customer journey describes the customer's path through touch points to the purchase decision of a product. The journey shows the process customers go through to select a product because a customer is not likely to purchase the product on his first encounter (Demmers et al., 2020). On most occasions, customers view the product and brand several times before performing an action. The customer journey proceeds through touchpoints, which include different types of media that are contact or interaction points for customers. These touchpoints include digital and traditional marketing sources. The traditional sources include television, magazines, billboards and radio, but it is difficult to track progress based on the uses of these sources (Bhayani and Vachhani, 2014). On the other hand, digital touchpoints are associated with online marketing that comprises production websites, blogs, opinions forums and social media outlets of the brand that enable customers to interact and manage the viewpoints of other customers.
British Airways has shown its commitment to using the most effective marketing sources in the past years. It has relied on traditional forms of marketing to influence customer journeys and made effective use of digital sources to align its performance with changes in customer preferences and requirements over the years. The phases of the consumer journey vary, but brand awareness is a common point that influences the purchase decision of almost all customers (Tueanrat et al., 2021). British Airways is managing this aspect by actively promoting its services on social media and word-of-mouth to provide details about the brand to potential customers. Customers make a purchase choice after receiving brand information and ensuring that the brand is able to fulfil their requirements (Tueanrat et al., 2021). The length of the consumer journey varies because it comprises all stages from where the customer becomes aware of the brand, investigates its activities, buys its products, uses the product, assimilates the product, and makes future purchase choices based on his experience with the brand. The advantages of the customer journey map include a shift in perspective and reviewing sales experience from the customer's viewpoint to modify marketing strategies according to customer requirements. However, the journey map requires cross-functional support, and there are chances that customers might not always follow the map because of different personas.
There are five stages of the consumer journey, as shown in the below figure:
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Figure 6 Stages of customer journey (CIM Team, 2022)
The first stage is awareness. British Airways is creating brand awareness by promoting its services on different platforms and addressing the feedback of customers in its strategies. Along with different marketing sources, the company relies on word of mouth to ensure that customers receive brand information through reliable sources such as their friends and family members. 
The second stage is a consideration. British Airways ensures that the needs of customers are fulfilled for them to consider the brand for travel from one destination to another. The organisation has evolved over time and introduced several modifications ranging from the use of advanced technologies to sustainability initiatives that made a good impression on customers and influenced their purchase decision (British Airways, 2023).
The third stage is the purchase. British Airways (BA) is successfully influencing customers to purchase its services because a large bulk of customers who cross the West London airport choose BA as a preferred airline. In 2022, 61.6mln passengers chose BA over other airlines available in the West London airport (Singh, 2023).
The third stage is retention. British Airways is retaining customers by offering loyalty schemes and ensuring that its services match the expectations of customers (British Airways, 2023). The company can further use social media to offer discounts and deals to customers who frequently use the airline to increase their loyalty to the brand.
The last stage is advocacy, which refers to prioritising customer needs and implementing strategies that enhance the experience for service users. British Airways is using its website to show its commitment to the environment and indicate a healthy use of sustainable practices (British Airways, 2023).
The touch points are direct and indirect contact points of customers with a brand (Baxendale et al., 2015). These touchpoints include channels that a firm uses to interact with customers. Pre-touch points are the demos, advertisements and promotional messages that a brand uses to interact with customers. The post-touch points are based on customer evaluation of the brand’s services (Baxendale et al., 2015). Companies use follow-up calls and feedback forms to get feedback from customers and integrate it into their services. The touchpoints of British Ways are presented in the figure below:

Figure 7 British Airways Touchpoints
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The pre-purchase touch points used by British Airways are search engines such as Google, social media including Instagram, Twitter, and LinkedIn accounts, and online feedback shown through 5 start reviews and descriptive feedback shared by customers. British Airways provides the service of online booking through its website and collaborates with travel agencies to help customers conveniently book a flight with the company. Lastly, the post-purchase touch points include email confirmation of flight booking, loyalty programs, and social media reviews that help customers share their reviews with the firm. British Airways is recommended to look into influencer touchpoints to research more customers and increase brand accessibility.
[bookmark: _Toc133147953]Total engagement model 
The total engagement model helps in increasing the engagement of customers with services offered by a company. An engaged customer is loyal to the brand and actively suggests its services and products to potential customers among his friends and relatives (Abo ElHamd et al., 2022). The total engagement model is recommended to British Airways to design and align its primary strategic elements with increasing the engagement of customers.
[image: The total engagement model]
Figure 9 Total Engagement Model (Roberts and Alpert, 2010)
The key strategic elements are given below:
· The customer value proposition is the value a brand offers to its customers. The value proposition is a part of brand marketing and shows how a brand communicates its services to customers. The customer value proposition of British Airways is world-class services available at reasonable rates that enable customers to enjoy safe and trusted travel with unique and high-quality facilities that enhance their experience.
· Culture describes the way a company performs its activities. It describes internal organisational aspects such as internal behaviours, goals and business values. The culture must be designed to promote an environment where the staff consistently delivers the brand's value position and offers customers a positive experience. British Airways has highlighted its commitment to inclusion and diversity and shown that employees from all backgrounds are treated fairly in the organisation (British Airways, 2023). The company has also stated that the well-being of employees is its priority, and it has built a culture where all employees can freely share their views and contribute to organisational growth and development.
· Lastly, customer experience combines the emotional and physical elements experienced by customers in their interactions with the brand. British Airways has mentioned on numerous occasions that customers are a priority of the organisation (British Airways, 2023). It is working to build an engaged customer base by enhancing the user experience through high-quality services offered by well-trained staff and the use of effective strategies and technologies.
[bookmark: _Toc133147954]Conclusion
British Airways is a UK flag carrier international airline. The company operates in multiple destinations globally, offering its services to a wide range of customers. In this report, the end-to-end consumer journey of British Airways was examined through the use of different models and theoretical approaches. It was identified that British Airways is efficiently using multiple platforms such as social media, search engines, blogs, websites, and other digital forms of marketing to reach maximum customers and increase its sales. The company has provided details of its commitment to society and the environment to increase brand awareness and positively impact service users' perception of the brand.
Even though British Airways is using multiple touchpoints to interact with customers, the company is advised to further invest in influencer touchpoints to access new customers. Social media influencers can attract the attention of customers to the brand through attractive videos, paid posts and elaborated captions that positively influence customers to choose British Airways for their next trip.
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