[image: Text

Description automatically generated]

				Academic Blog 
			           British Airways 



Name: Pavel Lyubomirov Karadachki	
Student ID: 1920456	
Module: Marketing Fundamentals 
Module Code: LCBB4004
Lecturer: Dr Piyumika Kithulgoda Gamage 




		                      Submitted on: 28th of July 2023
               

               



                                           
Table of Content
1. Introduction	3
2. History of British Airways	4
3. Segmentation, targeting and positioning	5
3.1 Segmentation	6
3.2 Targeting	7
3.3 Positioning	8
4. Marketing Mix	9
4.1 Product	10
4.2 Price	11
4.3 Place	12
4.4 Promotion	13
5. Conclusion	14
Reference list	16












[bookmark: _Toc141117875]1. Introduction 
This blog examines some of the current marketing strategies used by British Airways, a premium international airline and the flagship carrier of the United Kingdom (MarketLine, 2023; British Airways, 2023). To get a better understanding of the company, a brief history will be provided. Afterwards, the analysis will continue by defining essential marketing terms such as segmentation, targeting and positioning and exploring how British Airways uses them to attract new customers and keep existing ones. The blog will also describe the company’s marketing mix, reserving a paragraph for each element: product, price, place and promotion and will finish with a conclusion highlighting the additives and disadvantages in their strategy.  
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[bookmark: _Toc141117876]2. History of British Airways 
British Airways boasts a rich and storied history that spans over a century (British Airways, n.d.). The airline's origins can be traced back to 1924 when it was established as Imperial Airways Ltd from the merger of four small post-war companies (Britannica, 2023). Over the years, the company evolved through various mergers and name changes, ultimately forming British Airways in 1974. Throughout its existence, the airline has been at the forefront of aviation innovation and luxury travel, introducing iconic aircraft like the Concorde and providing exceptional service to passengers worldwide. Today, British Airways stands as one of the most prominent and respected airlines globally, a testament to its enduring commitment to excellence and its prominent role in shaping the history of commercial aviation. 
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[bookmark: _Toc141117877]3. Segmentation, targeting and positioning 
Segmentation, targeting and position (STP) are fundamental marketing concepts. According to Kotler (2009), STP is the essence of strategic marketing. They aim to help businesses effectively reach and engage with their customer base. Segmentation is the process of dividing the market into smaller groups based on some set of characteristics, needs or behaviours called segments (Bishop, 2013; Kottler, 2020). Once the company establishes different market segments, the targeting process will commence. Marketing targeting is the evaluation of the segments and choosing one or more for the business to focus on (Kottler 2020). The segments a company targets should be those capable of generating significant customer value that is sustainable and profitable in the long term. Positioning will be the next step of the process, which according to Kotler (2020), involves the strategic placement of a product in a way that makes it stand out and be seen as desirable compared to similar products in the customers’ minds. British Airways take advantage of this marketing model, which will be examined in the next sections. 
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[bookmark: _Toc141117878] 3.1 Segmentation
British Airways, as a prominent global airline, would have employed market segmentation strategies to identify and target specific customer groups based on various demographic, behavioural, and travel preference factors. Evidence for this can be seen in a report from Dudovskiy (2016), who claims that the company implements a multi-segment concentration marketing approach by providing distinct service packages tailored to four distinct customer segments. He also provides the following table, which illustrates this. [image: ]
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[bookmark: _Toc141117879] 3.2 Targeting 
British Airways aligns its marketing targeting efforts with the implementation of market segmentation, as showcased in Dudovskiy's (2016) research findings. The four different travel classes that the airline provides are clear evidence for targeting derived from segmentation. For example, the company maintains a luxurious image by advertising business class and first class as lavish and enticing (British Airways, n.d.), targeting people with high incomes going on holidays or on business trips. Meanwhile, the economy and premium economy classes are promoted as family-friendly and great-value services (British Airways, n.d.) aimed at lower-income people. 
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[bookmark: _Toc141117880] 3.3 Positioning 
British Airways position itself on the market as a premium and reliable airline. This is achieved by advertising and emphasising the company's vast history, global reach, and responsibility as the United Kingdom’s flag carrier to reduce its carbon footprint (British Airways, n.d.). Furthermore, the airline promotes security, relaxation and world-class service for all travel classes. These travel classes also help the company position its products in every targeted segment by providing affordability, luxury and a variety of destinations accompanied by “exemption service” (British Airways, n.d.), thus creating the desired image in customers’ minds. The marketing mix strategy applied by British Airways also helps achieve that goal. 
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[bookmark: _Toc141117881]4. Marketing Mix 
The marketing mix is “a set of marketing tools that work together to engage customers, satisfy customer needs and build customer relationships” (Kotler, 2020, p.6), which McCarthy (2002) originally suggested and provides a structured and comprehensive approach for businesses to develop successful marketing strategies. These tools are also known as the four P’s: product, price, place and promotion. In the next paragraphs, a critical analysis of British Airways' marketing mix will be presented by analysing each of those four elements. 
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[bookmark: _Toc141117882]4.1 Product 
British Airways is a premium international airline that provides air cargo services in combination with its scheduled passenger services (MarketLine, 2023). According to Bhasin (2023), the company's products are excellent and satisfying. The four travel classes British Airways offers must be considered in examining this topic. They represent the wide range of products that the business provides and are examples of how one main product (air travel) can be stretched into more by providing additional services for an additional cost in order to expand their customer base. Furthermore, the company implement supplementary products like meals, drinks, gadgets, watches, sunglasses and accessories that are duty-free and directly brought to your seat during a flight (British Airways, n.d.). They also provide entertainment through magazines, radio channels, movie collections and television channels (Bhasin, 2023). The range of British Airways' products is also expressed by the wide variety of flight destinations that they offer, with one of the “largest and most modern fleets of any airline in the world” (British Airways, n.d.). 
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British Airways adopts a dynamic pricing strategy (“adjusting prices continually to meet the characteristics and needs of individual customers and situations” (Kotler, 2020, p.333).) that considers factors like demand, seasonality, and competition to determine ticket prices. The airline offers various fare options within each travel class, allowing passengers to choose from flexible and non-flexible fares based on their preferences and travel needs. Thus, the company can compete with low-cost carriers like Ryanair and luxurious ones like Emirates.  Additionally, British Airways has a loyalty program known as the Executive Club, which rewards frequent flyers with tier-based benefits, including access to airport lounges, priority boarding, and the ability to earn and redeem Avios points for flights and partner rewards (British Airways, n.d.). This program establishes customer loyalty and encourages their return. 	
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[bookmark: _Toc141117884]4.3 Place 
As a global airline, British Airways has an extensive network of international airports that serve as key touchpoints for passengers. The airline operates primarily from its three major hubs - London Heathrow Airport, London Gatwick Airport and London City Airport (MarketLine, 2023). British Airways strategically selects other major international airports as secondary hubs to maximise its reach and connectivity. The airline also collaborates with various codeshare partners to expand its destination network further (MarketLine, 2023), thus establishing a strong presence in major airports worldwide, providing seamless connections for travellers.
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[bookmark: _Toc141117885]4.4 Promotion  
Promotion is a critical aspect of British Airways' marketing mix, aimed at creating brand awareness and enticing customers to choose their services. The airline implements a mix of traditional and digital marketing channels to reach its target audience and maintain the desired public image. As previously mentioned, advertising campaigns are designed to showcase the premium features and luxurious experiences offered in Business and First Class while emphasising the family-friendly and cost-effective benefits of Economy and Premium Economy. British Airways also utilises social media platforms to engage with customers, share travel updates, and run promotional offers. Additionally, the airline sponsors major events and sports teams like Team GB and Paralympics GB to establish brand visibility globally.
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[bookmark: _Toc141117886]5. Conclusion 
In conclusion, British Airways employs a strategic and comprehensive marketing approach encompassing market segmentation, targeting, and positioning, all integrated into a well-balanced marketing mix. The airline effectively segments its customer base, tailoring its offerings to meet the diverse needs of various segments. Targeting is a critical component of British Airways' marketing strategy, as the airline positions its travel classes to appeal to different customer segments based on their preferences and budget and strategically positions itself as a premium and reliable airline, leveraging its extensive history, global reach, and commitment to sustainability to differentiate itself in the competitive aviation market. The marketing mix further strengthens British Airways' marketing strategy. The dynamic pricing strategy allows British Airways to adapt to varying market conditions and customer demands while maintaining competitiveness. The strategic placement of its hubs and partnerships with codeshare airlines ensure seamless connectivity and accessibility for travellers worldwide. Additionally, the airline's promotional efforts through diverse marketing channels and sponsorships foster brand visibility and engagement with its target audience. British Airways continuously aligns its offerings with customer needs, optimising pricing strategies, ensuring easy accessibility, and engaging in promotional activities, thus successfully building customer loyalty and sustaining its position as a distinguished player in the international aviation industry. While facing competition and market challenges, British Airways' strategic marketing initiatives position the company for continued success and growth in the dynamic and ever-evolving air travel market.
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`  Target segment  

Economy class  Premium Economy  Executive Club  First Class  

    Geographic      Region  Domestic flights in UK   Europe and international flights  Selected  international flights  Europe and  international flights  Selected international  flights  

Density  Urban & rural  Urban & rural  Urban  Urban  

                    Demographic      Age  Kids, teenagers, middle - aged,  old - aged  Teenagers, middle - aged  Middle - aged, old - aged  Middle - aged, old - aged  

Gender  Male, female  

Income  Low  Middle  High  High  

Occupation  Students, salaried  Students, salaried  Businessmen   Professionals  Businessmen   Professionals  

Education  High school   Bachelor’s  Technical   Bachelor’s  Master’s   Business schools  Master’s   Business schools  

Social status  Low, middle  Low, middle  High  High  

Family size  Joint families  Nuclear families  Nuclear families  Newly married  

Psychographic  Lifestyle  Moderate - orientated  Moderate - orientated  Achievement - oriented  Achievement - oriented  

Personality  Easygoing  Easygoing  Determined  Ambitious  

            Behavioural  Occasions  Regular travel  Vacations  Business trips  Honeymoon   Business trips  

Benefits sought  Affordability  Value  Luxury   Convenience  Luxury  

User status  Regular traveller  Regular traveller  First timer, Regular  traveller  First timer, Regular  traveller  

Attitude  Indifferent  Indifferent positive  Positive enthusiastic  Enthusiastic  

    Travel and tourism  industry base  Customer  expectations  Low  Medium  High  High  

Customer image  Neutral  Neutral to positive  Positive  Highly positive  

Trip descriptors  Regular trip      Recreational  Business  Business   Honeymoon  
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