Zornitsa Nikolaeva Karakitukova
1922160



[image: tsd logo]



[bookmark: _GoBack]Module Title: Marketing Fundamentals
Assignment Title: Marketing fundamentls Analysis and Evaluation
Lecturer: Tushara Balendran



    



Table of Contents
1.1: Definition of marketing	2
1.2: The marketing process definition	2
1.3: Main stages of the marketing process	3
1.4: Macro environmental analysis	4
(i) PESTLE analysis of British Airways	4
(ii) SWOT analysis of British Airways	6
References	9



[bookmark: _Toc46102274]1.1: Definition of marketing
Marketing refers to different activities which a company undertakes to promote its products for sales and distribution. Marketing is a way to attract customers by advertising and distributing products.  Some marketing procedures can be done by different affiliate companies on behalf of a company. Marketing uses the marketing mix such as product, price, place and promotion. Marketing will help a company to choose a core product or service and identify its real customers. Marketing can also help a company to use the customer’s attention in selling the core product or service (Andreasen and Stanton, 2019). Marketing creates a relationship between products and customers who wants to buy the product and it will assist in increasing the profitability. 
[bookmark: _Toc46102275]1.2: The marketing process definition
The marketing process is a series of stages where it will allow the company to identify problems of customers, describe marketing opportunities and create different marketing materials to reach targeted customers in the market. There are different stages in the marketing process such as analysing the mission of the company related to the marketing, conducting strengths and opportunities of the company, using the marketing mix and implementing the control process. It is a simple model of marketing to capture values from customers in building profits and customer quality. 
                                   [image: ]
                                                        Figure 1: the marketing process 
                                                             Source: (Wyckham, 2018)
[bookmark: _Toc46102276]1.3: Main stages of the marketing process
British Airways is an airline company in the United Kingdom and the marketing elements for the company will be analysed in the report. There are different stages of the marketing process which will be needed for British Airways.
Mission statement:
The mission statement will define the marketing mission of British Airways and it has the mission to the destination of the company seeks to confident travelling of passengers and cargo products and it is acting its responsibility to take care of the world (Cowan, 2019). 
Situational analysis: 
The situation of British Airways is in a good position and the competitive advantage of the company is driven by its high-quality customer services. British Airways is committed understanding the needs of customers and it is focusing on core services which are related to its marketing mission. 
Marketing strategy:
British Airways is heavily relying on its branding and brand loyalty with customers and British Airways comes up with varieties of services. British Airways always uses its brand loyalty to launch a new service or product in the market for existing customers.
Marketing mix:
Flight tickets are core products of British Airways and the company has fixed its marketing strategy to increase sales of tickets. To increase sales of tickets, British Airways provides three levels of flight tickets such as executive, premium and business class. The pricing strategy of British Airways follows targeting from the upper level to middle-lower level passengers and the company fixes prices according to its pricing strategy (Harker, 2018).
Control and implementation:
British Airways has created its services which can control others in the same working environment. British Airways takes actions against complaints of customers and managing changes with structural implementation strategies and customers tend to stick with the company for this reason. 
[bookmark: _Toc46102277]1.4: Macro environmental analysis
[bookmark: _Toc46102278](i) PESTLE analysis of British Airways
Political 
The government of the UK has decided to leave the European Union which can create turmoil with other European countries. This can result in political conflicts with other countries and people may boycott air flights of the UK. It is also known as Brexit which has created an uncertainty in the business environment of the UK. But the government of the UK has approved the 3rd runaway for British Airways which is a great opportunity for the airline company (Johnson, 2019). 
Economic
Following the Brexit Challenge of the UK, the pound currency of the UK has fallen up against international currencies which is a major challenge for British Airways. Therefore, British Airways has got benefits in overseas countries. Low-interest rates and low charges in fuel prices have also given benefits to British Airways. But recent “Corona Virus” outbreak in the world has forced to shut down all flights in the UK and it is a major financial loss for the airline company and it will take a huge time to recover this loss. 
Social
Demographic changes have played a major role in the business context of the airline company. Millennials and business people are main customers of British Airways who regularly travels in different countries by using its air flights. But Corona Virus pandemic has forced people to live at their homes and don’t go outside and British Airways has to shut off all their flights as per the governmental notice. It has cancelled its 216 flights in March due to the virus outbreak in the world (Kraft and Hartley, 2020). Therefore, it has always focused on consumer interests and it is following the safety maintenance of passengers so that they can have a safe journey. 
Technological
British Airways has created air flights which have fuel-efficiency and safety measurements and it has created a technological evolution in faster air travels. Digital technologies have allowed British Airways to increase its regular customer base and efficient process of marketing its services. British Airways is always ready to invest in improving technologies because passengers prefer advanced technologies in fleets. According to its strategic marketing plan, British Airways has opened a website where passengers can book flight tickets through online (Russell, 2018). 
Legal 
Legal factors are a very important concern for the airline industry in the UK because compliance is a critical problem for British Airways. Any non-compliance will result in a major decrease in brand loyalty and fines and it will make an impact on the brand reputation of British Airways. But British Airways has still not any bad reputation to break any major compliance of the UK government and the legal factor is favourable for the airline company. 
                  
                                             Figure 2: PESTLE analysis of British Airways 
                                                         Source: (Shanklin, 2019)
Environmental
Due to the increase of pollution in the world environment and recent Corona Virus pandemic, environmental factors have become a big concern for airline companies. British Airways has taken some steps to decrease the negative impact of environmental factors. British Airways is following the core concept of sustainability and it has become strategic importance for the airline company. British Airways has increased its fuel-efficiency to reduce carbon emissions in the air. 
[bookmark: _Toc46102279](ii) SWOT analysis of British Airways
Advantages:
1. SWOT analysis will assist in exploring new problems and find solutions for British Airways
2. SWOT analysis will help to identify different barriers which can limit the main objectives and missions of British Airways
3. This model can assist in showing a direction which will be most effective for British Airways
4. SWOT analysis can reveal limitations and possibilities which can bring a change to British Airways in future. 
Disadvantages:
1. SWOT analysis can emphasize more on its strengths and downplay its threats
2. SWOT analysis may ignore risks that can be found from identifying external opportunities. 
3. SWOT analysis can be mistakenly represented as a technique in British Airways
4. SWOT analysis emphasises more on the company’s interest than social welfare. 
Strengths
1. British Airways has strong brand loyalty and it is considered as the number 1 airline company brand in the UK. It has won the award for Super Brands Company for the 3rd year in a row. 
2. British Airways has reliable business operations and operational efficiency which has driven its business growth and profitability. 
3. British Airways has strong capabilities in digital technologies and it has focused on its customer experience improvement in advanced technologies.  
4. British Airways has a large number of fleets and it has international route destinations for air flights over 70 countries. The airline company is carrying more than 34 million passengers per year in different destinations (Shanklin, 2019). 
Weaknesses
1. The human resource department is still a challenging area for British Airways because 100% employee satisfaction is not possible in any company. But employees and workers have given several strikes for initialising the employee improvement process
2. British Airways is much dependent on its domestic market because 50% revenues of the airline company come from the UK market. 
3. The air flight engine produced by Roll Royce was found to have technical problems which caused in delaying many air flights of British Airways (Smith, 2018). 
Opportunities
1. Though British Airways is facing some global challenges due to the Corona Virus outbreak, the airline company is planning to expand its international routes in some other countries. It can help the company to increase its customer base and profitability in international markets (Stanton and Sommers, 2018).
2. British Airways should focus on digitalisation and innovation because customers prefer advanced technologies in modern business. Innovation will grow the market faster for British Airways and it will get benefits from investing in digital technologies.  
Threats
1. Competition has become a bigger threat in the aviation industry of the UK because new airline companies have come and planned to come in this industry. It has caused in loss of market shares and growth in expenses for British Airways. 
2. Aviation regulations in the UK are very complex and the aviation board has given hard guidelines for aviation companies in the UK and British Airways is also suffering from these policies and regulatory. 
3. Brexit Challenge has created a bigger threat and uncertainty for the aviation company such as British Airways in the UK. The airline company is in the pressure because it has to follow the new rule and guideline in Europe. 
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