Executive Summary 
This report will focus on creating a new way forward for developing a new innovative strategic customer care for Virgin Atlantic after the effects of Covid-19 in 2020. The company have suffered considerably and need to reshape the airline before it's too late to recover from the pandemic and the losses they have already faced this year. The new customer care plan will be enhanced and sustainable for the future success of the Virgin Atlantic and the future of tourism.  
Introduction 
This report will look at innovative ways to enhance customer care for virgin Atlantic by considering how strategic management can be implemented in to it. Here are some definitions of strategy and strategic management to give a brief overview of what this report will be focusing on throughout and how they relate back to the chosen organisation Virgin Atlantic. 
According to Henry Mintzberg “Strategy is an intended or conscientious plan that allows the organisation to plan ahead, this is implemented and followed up by concise action and development overtime. Mintzberg also states that there are 5 ways in which the term strategy is used and these are called the 5P’s. Plan, Ploy, Pattern, Position, Perspective, all of these can be related back to most organisations (Charted.com, 2011-2020). 
According to Michael Porter “Strategy is a competitive position, He says it is about differentiating yourself in the eyes of the customers (Nickolas, 2012). 
According to Johnson & Scholes strategy is “the direction and scope of an organisation over the long period, ideally which seeks to match its resources to its changing environment and in particular its markets, customers or clients so as to meet stakeholder’s expectations” (Knowladge, 2018).
According to Mintzberg strategic management is “How organisations go about designing and choosing a strategy towards a set of actions to be implemented and sustained for its relevance and competitive advantage to enable continuous gain has always been the crux of the strategic management debates between theorists, industrial economists and practitioners” (Academia, 2015).
According to Michael Porter” in 1980 that formulation of competitive strategy includes consideration of four key elements: Company strengths and weaknesses; Personal values of the key implementers (i.e., management and the board) Industry opportunities and threats; and. Broader societal expectations” (Jurevicius, 2013).
Main body 
Virgin Atlantic are one of the biggest aviation companies around the globe and it’s easy to look to things like innovative products and services, glamorous destinations and charismatic crew in bright red uniforms as the reasons for the company’s success. But these are just part of the story for the Virgin Atlantic company. The personality and language of the brand plays a major role too (Atlantic, 2020). 
When Virgin first started flying in 1984, the world was changing rapidly. In the UK, boom time had arrived, and people had more money to spend, with a greater desire to explore the world and become jetsetters. The aviation world hadn’t changed much at all and there wasn’t much choice of airlines around in the early aviation days, each country only had its state-owned legacy airlines which are expensive, with little emphasis on the customers’ needs, and what a dull, grey experience that was as some airlines were boring and were not interested in the customers just the money, and the time was right for someone to come in and shake things up and Virgin Atlantic took that opportunity and by god they made a stand and influenced the aviation change forever (CNN, 2019). 
With a major brand that had owned a music label and record stores, Virgin Atlantic used this opportunity to take charge and use the already applied marketing and public relations skills of the brand to their advantage. They made sure they flew to desirable destinations such as America, Caribbean and many more destinations around the globe to attract people to fly with them. The company came up with innovative new products and services that would make the journey much more fun for the customers, they hired happy people with lively personalities to be our cabin crew and work on the check in desks with in the airports and best of all they didn’t charge the earth for a flight. The airline soon became a big success and by them giving people a choice. A bright red, fun, friendly, fabulous choice that made travel attainable for everyone. Back then, their personality was cheeky and over the top and customer care was one of their main priorities, but standards seem to be dropping now and the brand that was once trusted is now starting to fail. 
Focusing on how customer care for virgin can become more innovative and sustainable for the future success of the aviation giants, this will need to be done using strategic tools such as porters five forces and a swot and pest analysis and a stakeholder analysis to determine the best way forward for the organisation post Covid-19 whenever that maybe. 
The organisation needs to consider what can be done to improve their overall performance and efficiency and customer satisfaction as during Covid-19 pandemic customers have reported receiving poor customer service from virgin with regards to refunds and flight cancellations. Some customers report they are still waiting since March for refunds and have little or no joy or getting their money back. 
SWOT analysis of Virgin Atlantic 
Strengths are defined as what each business does best in its gamut of operations which can give it an upper hand over its competitors. Weaknesses are used to refer to areas where the business needs significant improvement. The opportunities refer to those avenues in the environment that may surround the business on which it uses to capitalise increase its profit returns
	Strengths 
Cool image
Industry Trendsetter
Focus on quality 
Positioned
Multiple customer categories
Customer satisfaction
	Weaknesses
Financial challenges 
Poor differentiation
Perception of being expensive


	Opportunities 
Change in customer preference 
Improve customer satisfaction 
Create new flight routes 

	Threats 
Competitors
Brexit
Covid-19 Pandemic


Having looked at the swot analysis this is what knowledge is gained from conducting this:
Virgin Atlantic have always been able to promote a cool image, this is due to the image that Richard Branson has for himself. It is also an airline that appeals to many customers such as the older and younger generation and they have managed this as they exuberate youthfulness and vigour. Virgin Atlantic have also been known to set a number of trends in the airline industry thus making them one of the biggest aviation players around the globe, they set customer service standards which is considered to be one of the most impeccable and innovative in the aviation industry. The levels they set has now set benchmarks for all of their competitors (Marketing91, 2018). Virgin Atlantic focused on quality not quantity and have now been diligently following total quality management across the virgin brand. They have now positioned themselves one of the best brands with in the aviation industry and now have the record for low-cost prices, quality food and excellent customer service compared to competitors such as British Airways, American Airlines, Qatar and many more. Although the organisation has a lot of strengths, they also have weaknesses which are financial challenges from Brexit which could see the airline lose a lot of profit as they make most of their money in US dollars but get their revenues in Great British Pounds. With the potential of the pound dropping thus resulting in the organisation suffering major financial losses over the next few years. Virgin Atlantic was once a pioneer with in the industry and it was impossible to create a solid difference (Weiss, 2020). some of the airlines competitors have been copying virgin strategies and have been successful in offering better quality services, this has resulted in loss of business and the airline needs to look at other differentiators. Virgin also have the perception of being expensive for some reason but this is not the case, for some reason many people who choose to fly economy does not even consider Virgin Atlantic in their list of airlines to compare prices but virgin is actually pretty cheap for return flights from the UK to America and other destinations. As more professional people enter into the corporate world the scope for business travel has changed rapidly and thus resulting in a significant increase in business travel, customers are willing to spend more on a plane seat if they are guaranteed comfortable travel and since the frequency of travel has increased significantly. This is definitely a positive trend for the Virgin Atlantic. Threats for organisation are competitors which could include brands such as British Airways, Emirates, and Qatar these are just a few of the competitor’s virgin has to deal with on a daily basis, competing for best prices and customers to fill their seats on-board and to deliver excellent customer experience to all. Brexit is another big threat for Virgin Atlantic and the condition of the organisation has now become a critical issue, the decision saw a massive dip in the number of passengers who took to the skies to travel abroad and this, in turn, affected the business of Virgin Atlantic overall (Marketing91, 2018) (Weiss, 2020). 
To introduce porters five forces in align with Virgin Atlantic, it would suffice to say that each of the five forces that are mentioned below differ in their impact on Virgin Atlantic as the dynamics underlying them vary and the strategic methods applied by the airline is subject to the fluid and the ever-changing external environment. Virgin Atlantic is a pioneer in the low-cost business model though in recent years, many of its competitors have successfully incorporated its strategies in their operations and customer care plans. 
The entry and the exit barriers for the aviation industry are quite high as can be seen from the fact that it takes a lot of capital to enter the sector. Further, airlines cannot exit the sector when they choose as the regulators often insist that they fulfil their obligations towards their stakeholders in case they want to exit the venture. The airline industry is characterised by strict regulations and rules, this means that the regulators often have to be satisfied with regards to the safety aspect in addition to the airworthiness and the financial stability of the carriers.
The airline industry is busier than ever with more carriers entering the business in search of profits. Though it is reported that most airlines do not manage to make profits consistently, thus has not deterred carriers from setting their business and entering the aviation industry. Therefore, it can be said that the industry rivalry is quite high at present and something that affects Virgin Atlantic very much. Further, as far as the global aviation industry is concerned, there is a race to the bottom as ever-increasing carriers leads to fare wars and cutthroat competition. Apart from this, the rivalry between airlines is leading to more consolidation as the mantra of bigger is better and lack of profitability is driving the airlines towards mega mergers, thus meaning that virgin need to be on the game for their customer care strategy. 
The suppliers for Virgin Atlantic are the aircraft makers like Boeing and Airbus in addition to the aviation fuel companies and the ground support and handling vendors. Further, the suppliers also include those who make spare parts to the airlines. Taking into consideration the fact that the airline industry is characterised by the presence of a few carriers and many suppliers looking for business, it comes as no surprise that the power of the suppliers is very low and the airlines as major players have the upper hand in their interactions with the suppliers. Further, even in cases such as the supply of jet fuel, the carriers like Virgin Atlantic have a distinct advantage, as this fuel is expensive and a premium product meaning that there are not too many buyers for it making Virgin Atlantic a favoured customer for the aviation fuel companies.
The biggest force that has the maximum amount of impact on Virgin Atlantic, it is the power of buyers because the aviation industry is essentially a buyers’ market because of a plethora of choices, intense fare wars, and the ever-looming threat of low-cost carriers such as EasyJet and Jet2 eating into the market share of established rivals. Virgin Atlantic is itself is classed as a low-cost carrier though the fact that in recent years, many airlines have successfully imitated its business model means that they are taking away fliers from it. Further, since the regulators have chosen to lean on the side of the buyers rather than the airlines, Virgin Atlantic has the fliers and defer to them as otherwise it would lose out on market share. 
People in the Western world most often travelled by air and hence, the threat of substitutes is not that high for Virgin Atlantic. Having said that, it must be remembered that due to the ongoing recession, many business fliers who used to fly regularly are now considering other options like Teleconferencing, virtual meetings, and such things to reduce the need to fly down to the customer and the partner locations for business meetings. Apart from this, another noticeable trend in recent years has been the paring down of leisure travel and substituting it with cheaper options like budget cruises and slow tourism that entail less dependency on air travel.
The research has highlighted the impacts of each of the five forces as detailed in the Porters framework on Virgin Atlantic. The clear implications that one can draw from this is that Virgin Atlantic faces a competitive and a challenging external environment that directly affects its operations as it has to be innovated and efficient in its operational capacities and capabilities if it has to survive the onslaught of competition after Covid-19 pandemic and be successful in the customer care strategies that they have in place. 


