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INTRODUCTION
Marketing Management takes into account various strategies, tactics, and approaches that an organization takes to market its products and services to customers and other stakeholders (Kotabe and Helsen, 2022). The report takes into account eh critical assessment of the overall marketing management of British Airways, the firm’s marketing mix, and its recent campaigns. Furthermore, the report also analyses the touchpoints and overall customer journey of the organization, focusing on its strengths and weaknesses. New strategies for the firm have also been included in the paper for improving the customer journey.
COMPANY OVERVIEW
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(Source: British Airways, 2023)

British Airways is the flag carrier aviation organization within the United Kingdom. The firm is headquartered in London, England, and envisions connecting Britain globally and the world with Britain. With more than a hundred years of existence and a staff of more than 30,000 individuals, the main emphasis of the organization is on providing exceptional service to its customers globally (British Airways, 2023).
COMMUNICATION

Communication is a phenomenon that could be termed a process through which information is transmitted. It is the act of exchanging ideas to draw meaning out of them. Its overall process is inclusive of receiving and sending messages by using various verbal, as well as non-verbal mediums. It is a two-way aspect that involves two or more individuals engaging in conversations with the ambition of making sense of the information (Schement, 2017).
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Illustration 1: Communication Cycle
(Source: Al-Nady Et al., 2016)
As per Guffey and Loewy (2022), in a business context, communication is considered to be one of the most critical aspects that ensure the success of the organization, as well as the achievement of the goals and objectives of the enterprise. In a marketing context, communication has an active role in the branding and marketing offerings of an organization as it is the medium by which a firm could communicate its values, brand message, as well as unique selling propositions (Batra and Keller, 2016). In a specific context, it enables businesses to create brand awareness, enhance loyalty, enhance customer engagement, as well as differentiate the business from other competitors.

Two different types of communication exist in a business, both of which are briefly discussed below:
1. Direct Communication:

This sort of communication is quite straightforward as the message is conveyed, as well as directly to the recipient. This is the best form of communication as the feedback is constant and it avoids confusion alongside saving time (She, Neuhoff, and Yuan, 2021).
2. Indirect Communication:

This can be defined as a more subtle manner through which the message is conveyed to the recipient as it is not direct and is either explicitly stated or suggested (Ospanova Et al., 2020). In this type of communication, there can be chances of utilizing a more nuanced manner of delivering a message, as well as can be suitable if the situation needs finesse or is sensitive.
THE SHANNON - WEAVER COMMUNICATION MODEL
This model of communication is one of the most highly utilized models and was created in 1948 by Claude Shannon and Warren Weaver. The notion behind its development was to understand the transmission of information by communication systems (Al-Fedaghi, 2012). This model operates by bifurcating the overall process of communication into specific components. Each of these components has a significant contribution to transmission of a message successfully. Below are these components:
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Illustration 2: The Shannon-Weaver Model of Communication

1. Sender: This is the individual who is responsible for the initiation of the whole communication process. This person creates the message and then further transmits the same.
2. Encoding: This is a procedure by which the message is converted into a transmissible form. This involves converting the overall message into text, speech, or images. 
3. Channel: It is the medium that is used to transmit information. It could either be physical, such as cable and air, or could be digital like cellular networks or through the internet.
4. Decoding: This process is quite imperative in the whole model as it includes conversion of the information from is transmitted back in the form which the receiver could understand (Rogers and Valente, 2017). This is an accurate interpretation of the provided information. Some examples involve the interpretation of speeches or texts, as well as viewing images, and so forth.
5. Receiver: This individual is the one that receives the message. They are responsible for its interpretation, as well as the provision of feedback to the sender.
6. Noise: Apart from the main components of the model, another essential aspect of the model is the concept of noise. It could be defined as any sort of distortion or interference that has an impact on the information quality and hampers it from being interpreted accurately (Daylight, 2017). This could be either in a physical form such as radio channel static or in semantic forms like cultural differences or language barriers.
7. Feedback: This component is when the receiver responds to the individual who sent the information.
INTEGRATED MARKETING COMMUNICATION
According to the American Marketing Association, Integrated Marketing Communication could be defined as a process of planning which is designed to assure that customers or prospects for an offering or service receive all the brand contacts (Davenport, 2023). It is a strategic approach that ensures the creation of a unified experience for the customers on every communication channel of an organization. It is inclusive of aspects like direct marketing, advertising, public relations, digital media, as well as personal selling. The idea is to create and provide a consistent message to the target and potential customers of the company. This form of communication is considered to be the most effective as it enables companies to integrate all their marketing channels. Through this, the brand can have one consistent voice and message that have a high chance of being remembered by the customers (Camilleri and Camilleri, 2018).
In relation to British Airways, it is pretty evident that the organization has been using IMC to promote itself and its services in the global market. For instance, its advertising has always been about catchy one-liner phrases that serve its purpose. So after it re-launched itself in 2011, the firm had the tagline of “To Fly. To Serve”. The idea was to make people aware that the organization and its services are there to serve the people globally (London Air Travel, 2013).
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Illustration 3: The logo for the advertising campaign of British Airways "To Fly. To Serve."
(Source: London Air Travel, 2013)
Quite recently, its campaigns have the tagline of “A British Original”. This reflects the company’s capability to use direct marketing and social media within its marketing communication tactic. Within this campaign, the firm has launched over 500 advertisements in print, television, and social media that are all unique. The purpose they serve is that they promote more than 500 reasons for individuals to choose their company for an effective flying experience (Kiefer, 2022).
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Illustration 4: British Airways New Ad Campaign
(Source: Kiefer, 2022)
NEW PROMOTIONAL STRATEGIES FOR BRITISH AIRWAYS

Offline Promotion Strategies
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(Source: Gorny, 2022
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(Source: Gorny, 2022
· Reliance on Prints:

The idea of the firm to market itself prominently is not to be highly flashy in its advertisements but to create subtle and deep impacts. Through celebrating its British originality, the firm has been providing people a reason to look twice at its advertisements that are strategically placed in the print media.
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(Source: Creative Moment, 2022)
Online Promotion Strategies

· Embracing National Treasures:

Quite recently as British Airways celebrated its centenary within the United Kingdom; it launched a series of advertisements as a love letter to Britain by some nationally celebrated individuals.
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Illustration 5: British Airways Centenary Celebration Advertisement

(Source, British Airways, 2019)

· Contextual Advertising:
The company’s major focus online is to directly impact and influence individuals to choose their airlines for their traveling purposes. However, it also builds advertisements for its Executive Club members of lifestyle change and betterment by choosing to be a part of the firm’s circle.
[image: image11.png]FIVE SMALL
i ADVENTURES
THAT PACK A
PUNCH





Illustration 6: Digital Ads of British Airways for Executive Club Members

(Source: British Airways Media, 2023)

BRANDING AND BRAND EQUITY

Branding

Branding could be defined as the procedure through which companies develop uniqueness for their products and services through designs, names, symbols, as well as other features that separate the firm’s offerings from the competitors. It involves a consistent image, alongside a message which helps in conveying the essence of the organization and its products (Davis, 2017). As for British Airways, it emphasizes much on branding in a manner that customers and other organizations related the same (He and Balmer, 2017). For instance, the logo is recognizable to millions due to the use of colors that relate to the British flag and culture,
[image: image12.png]-
BRITISH AIRWAYS




Illustration 7: British Airways Brand Logo

Brand Equity

Brand Equity is the value added by brands within their offerings that are beyond the basic and functional benefits. It helps companies create a reputation and perception in eyes of customers. Moreover, it also adds an influential value to the brand that leads customers to even pay premium prices for its services (Shariq, 2018). For example, British Airways creates a perception of luxury brands through its partnerships with brands like Burberry, along with having loyalty programs that lead its executive club members access to premium services by the company (Raj, 2017).
KELLER’S BRAND EQUITY MODEL

The Brand Equity Model by Kevin Keller is an effective theoretical framework that enables an organization in developing, as well as manage its brand equity in the market. It is imperative as it leads to a positive brand perception by the customers. An organization like British Airways is likely to build a better market globally through the creation of a strong brand. Hence, below is a discussion of how the same is implemented by this organization:
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Illustration 8: Kevin Keller's Brand Equity Model for British Airways

(Source: Author of the Report)

· Brand Identity:

British Airways has an effective brand salience or brand identity and it reflects through the firm’s overall branding and projection to its customers. As mentioned above, the company’s logo and its taglines such as “To Fly. To Serve.”, develop a strong perception in minds of customers regarding the patriotic origins of the organization. Moreover, to boost this message about being available to serve the country and its people, the firm uses a variety of methods like outdoor advertising, as well as in-flight entertainment. Along with a range of different sorts of content for its customers, the firm also has its exclusive magazine by the name of “High Life” that informs individuals about the destinations that the flights of BA travel, associated hotels, travel essentials, and so forth (British Airways, 2023).
· Brand Meaning:

To reflect on the brand’s performance, the company has premium in-class customer services for its buyers. Along with this, the people that opt for premium services get extra benefits such as extra baggage allowance, universal power outlets, priority boarding, and so forth (Genter, 2023). As for the brand’s imagery, the company makes sure that its partnerships reflect its premium nature. For example, the firm has been one of the prime sponsors for the London Olympics, in 2012. Furthermore, quite recently the company has partnerships with Paralympics GB, England Rugby, Team GB, and sports personalities like Emma Raducanu (Jones, 2021). 
· Brand Response:

The firm has recently shifted its priorities towards being a sustainable airline and is inducing the same brand feeling within customers. It has now emphasized flyers in offsetting their emissions, as well as purchasing carbon removal credits or SAF for contributing to the company’s sustainability drive (British Airways Media). Furthermore, the company channelizes personalized experience too for better customer experience, such as interactive marketing, as well as the use of technologies like AR and VR. 
· Brand Resonance:

To maintain its healthy customer relationships, British Airways has its Executive Club memberships available for its flyers. This provides major access to customers with services like lounge access, prioritized booking and flight services, better food and drink options, destination and hotel recommendations, and so forth.
CRITICAL ASSESMENT OF KELLER’S BRAND EQUITY MODEL
Keller’s Brand Equity Model is quite effective for companies and has been appropriately used by firms to measure their effectiveness in terms of maintaining positive brand equity. This model is quite comprehensive as it takes into consideration all the essentials of a brand, such as its awareness, association, and loyalty, alongside perceived quality (Keller, 2016). However, the overall theory is quite subjective to customer perceptions and therefore, this model cannot be relied upon for a more detailed examination of brand equity.
CUSTOMER JOURNEY

Customer Journey could be determined as the overall experience that a particular customer has with a brand (Følstad and Kvale, 2018). Majorly, there are five prominent stages for the same:
· Awareness: This is a stage where a customer gets aware of the requirements of the services provided by British Airways.
· Research: At this stage, the customer considers searching for the aptest flights for their trip.
· Consideration: The customer examines the BA website and compares its deals with that of other firms.
· Purchase: this is the actual in-flight experience of the buyer.
· Support: Post-purchase stage where the customer considers the possibility of re-associating itself with the organization after one experience.
CUSTOMER JOURNEY TOUCHPOINTS

This is the customer journey map of a customer planning his trip from London to Abu Dhabi. Mainly, the touchpoints that British Airways mostly utilizes are planning, booking, flying, earning, alongside re-living. All these stages are segregated to appropriately understand the most imperative aspects of the customer journey provided by the organization.
Pre-Purchase
This is the first stage, i.e., the planning stage where the customer gets aware of the potentiality of a trip, which in the current case is from London to Abu Dhabi. The customer searches the internet for various flights. The activity includes looking for the aptest flights that are convenient, cheaper, and provide effective services for a comfortable and long journey. The customer after searching on social media portals would witness sponsored ads placed by British Airways about its high-quality and premium flights. The individual then decides to visit the website and search for available flights and associated features based on the date of the trip. Next, the customer would consider the offers available on the BA website by comparing the fares and in-flight services with other companies. This would involve baggage allowances, convenience in surfing the website, seat selection efficiency, premium service range, and so forth. 
Purchase

Through its compelling videos and informative content, the website influences the customer to purchase and book his flight at this stage. After being completely satisfied with whatever the flight has to offer, the customer pays and books the flight, and then checks himself out. At this stage, the company sends confirmation of booking on the client’s e-mail and cellular number for reconfirming the bookings. The main touchpoints that the firm emphasizes involve personalized website information, easy booking, and fast payment (Oyewole, 2020). The buyer is now all set and excited to take the journey. The customer service executives at British Airways would provide a reminder a few days before the actual booking to ensure that the customer is in touch with the company.
Post-Purchase

This includes the after-sales service from the company after the client has reached their destination, which in this case is Abu Dhabi. This includes assisting the client with their luggage, and attending to their queries, as well as grievances, if any. The aim of the firm at this stage would be to satisfy the client completely and promptly solve the issues. The airline would then ask for the client’s feedback either through mail or on the next booking of the customer. These subtle reminders would act as the major touchpoints to assess whether there would be any repurchases in the future or not.
CUSTOMER PERSONA
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(Source: British Airways Media, 2023)

THE CUSTOMER JOURNEY MAP
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(Source: Author of the Report)
Critical Assessment of British Airways’ Customer Journey Map
The overall aim of the utilization of touchpoints by British Airways during the customer journey map is to provide a holistic experience and high-quality service to the customer from the very first stage to the last. Moreover, the emphasis of the same is on personalized service that adjusts the touchpoints accordingly. However, there are certain limitations to how these touchpoints are placed. For example, the firm must work on its SEO marketing to ensure that the customer finds the solution to all its travel-related services through BA only. Moreover, the touchpoints on social media are also not much help as to how many services the airline provides. The massive reliance of the firm on outdoor marketing needs to be balanced. As for its website services, the customer can get easily lost in translation due to so much information clubbed altogether, there must be a simplified manner in which bookings can be made rapidly.
THE TOTAL ENGAGEMENT MODEL
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Illustration 9: Total Engagement Model

(Source: Engaged Strategy, 2020)

This model is utilized by the organization to emphasize the alignment of various elements discussed below:

· Brand Advertising: This is the marketing of the overall brand according to the mission and vision of the organization and not just the name or logo.

· Culture: This refers to how individuals related to the brand function, inclusive of the values and goals of these people.

· Customer Experience: It is a combination of emotional and physical elements of the interactions that customers have with the brand.  
· Customer Value Propositions: These are the value that is offered to the customers, i.e., the ultimate reason to choose the brand apart from the rest (Payne, Frow, and Eggert, 2017).

For creating customers that remain engaged, British Airways must undergo the following activities:
· The organization must ensure that a unique proposition is created for the customers. For this, the airline must acquire deep customer insight to understand the expectations of people from the brand.
· The firm must then communicate its value proposition to the customers through an integrated brand advertisement consistently.

· To keep up with the consistency, British Airways is required to work towards the creation of a positive workplace culture for having the support of its team towards the end goal (Tomaselli and Scott, 2018).

· The customer experience by British Airways would then be delivered automatically if the above three aspects are combined and followed appropriately.
RECOMMENDATIONS

As per the analysis of the customer journey mapping and the total engagement model, there are certain recommendations for British Airways to improve its emphasis on the touchpoints that matter:

· Relevance:
The first recommendation for the company is that it could help customers navigate better by providing them with relevant suggestions at the very start of their journey. Rather than emphasizing much on sports partnerships and add-on services, the company can focus more on making the experience of flyers worth their time and expenditure. Assistance like this helps them build more trust in the brand. For this, British Airways could root for the exact possible destinations that the people might opt for, depending on their social media searches and traveling history, as well as influence them of providing a unique experience.

· Proactivity:

Another recommendation for the airline is that it must be proactive in engaging the customer after the service about the feedback for their experience, as well as suggest them good deals during vacation or festival seasons to keep them updated with the services (Le Et al., 2021).

· Personalization:

Each customer expects different elements from an airline. Hence, BA must enhance its market search and ensure that it acknowledges these requirements, and modify its services to suit almost every customer segment under its target market.

· Emphasis on Digital Marketing:

With the rise in digitalization, the organization can use technologies like Artificial Intelligence, Virtual Reality (VR), alongside Augmented Reality (AR) to provide visualization to its general customers, as well as to those who cannot travel due to some reason (Safi and Chung, 2023). Having such alternatives would be a major add-on to the already premium service that the airline has to offer. Moreover, this would be a major aspect of the enhancement of transparency between the brand and its flyers. 

· Revisiting Questionnaire Formats:

In its latest campaign, the organization has been revitalizing the questionnaire for its customers, where based on a simple question that is asked by every tourist, “What is the purpose of your visit?” the company has been giving over 500 responses. While the company has been emphasizing integrating all its marketing channels, it is mostly using billboards and street displays to convey the message that catches the eyes of the customers.
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CONCLUSION
Thus, the report could be concluded by stating that British Airways does have effective marketing management as it emphasizes the majority of touchpoints to enhance customer experience. It has a sound utilization of integrated marketing communication that helps it in regaining the conscience of buyers. However, the Brand Equity Model did identify that the firm’s main focus is providing added services and marketing itself through sports sponsorship as a strategy to gain more consumers. Furthermore, the assessment of the customer journey map determined that the airline must emphasize more on making the customer experience less time-taking and troublesome. Hence, the recommendations in the report are directed toward the firm’s overcoming these challenges and improving its marketing for becoming one of the most renowned airline companies. 
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