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Executive Summary 
In the following report, the discussion is done about the internal and external factors affecting the organisation’s quality systems and hampering the controls for customers. Further, this report highlights the analysis by providing relevant data and statistics. This report also highlights how an organisation can receive success in developing and maintaining ideal customer relationship management. Furthermore, in this report, the effectiveness of building customer relationship management strategies by an organisation is being determined. The report also shed light on the different internal and external factor that has been affecting British Airways in building a relationship with their consumers has been identified and explained below. In order to complete the discussion, the focus is being made on the impact of Covid-19 on British Airways. 
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The quality system of an organisation can be known as its blueprint because it defines the corporate model and its operational procedure. It helps in identifying the performance of the organisation and keeping the business functioning the right way (ASQ, 2022). Customer relationship management can be defined as the supervision of customer and prospects interaction. It is critical for any organisation because it advances business relationships and creates a higher customer retention rate and generation of new customers.  The CRM system of an organisation benefits the profitability and processing of the organisation (Soltani et al., 2018). In this description, a detailed discussion of various internal and external factors that have hindered the quality system and controls for customers of British Airways will be concluded. The Covid-19 impact on the working procedure of the organisation is also displayed. Further, this report will display the key marketing theories such as Marketing mix, Ansoff Matrix and Porter’s five forces of British Airways and their essential components. The application of the key marketing theories with their relevant benefits for the organisation will also be concluded in this report. Additionally, this report includes the success measure of developing and implementing ideal customer relationship management within British Airways. 


[bookmark: _Toc101515708][bookmark: _Toc102680399]2. Organisation Background
British Airways is known as the flag carrier airline of the United Kingdom and also the largest multinational scheduled airline. The headquarter of British Airways is in Harmondsworth London, England and it was established on 31 March 1974 (British Airways, 2022). British Airways flies around more than 170 destinations and 70 countries in the world. The organisation is known for providing a quality service experience to its customers. Further, the organisation’s current CEO is Sean Doyle. British Airways currently comprise around 40,000 employees including pilots, cabin crews, and engineers. British Airways offers products such as travel class, Lounges, food and drink, entertainment, family travel and group travels. The organisation’s VAT number is GB 222452988 and it is listed on the stock list exchange. In the working year 2021, revenue generated by British Airways is around 3.7 billion British pounds. British Airways supported around 12.2 million travellers in 2020 and carried more than 158,800 metric tons of air flights during the COVID-19 Pandemic (Statista, 2022). 
[image: ]
Figure 1: British Airways Revenue
(Source: Statista, 2022)
[bookmark: _Toc101515709][bookmark: _Toc102680400]3. Briefly introduction to the key marketing theories 
Marketing Mix
Marketing mix can be defined as the set of actions and strategies that organisations utilize for their brand promotion in the market. It comprises seven-factor of marketing: price, product, promotion, place, people, process, and physical evidence (Thabit and Raewf, 2018). It is an essential marketing theory because it helps organisations to recognise the strength and weaknesses of the product and service offered to their customer. Moreover, it assists in creating effective marketing strategies and avoiding unnecessary expenses. The product aspect identifies the offering of the company, and the price aspect identifies the pricing strategy used by the organisation (Nikbin et al., 2021). Further, the place factor deals with areas of serving and the promotion factor recognise the marketing strategy of the organisation. The people factor deals with the HR policies of the organisation and the process deals with the customer service process of the organisation. Additionally, the physical evidence factor comprises the evidence of the organisation’s existence.

Figure 2: marketing mix
(Source: Inspired by Nikbin et al., 2021)
Communication Mix
Communication Mix is a marketing tool that helps in the communication of an organisation to its customers and audience. It includes every means of client-company communication such as advertising, direct marketing, social media and product packaging. Communication mix is critical for an organisation because it can alter the brand’s position in the market (Singla, 2019). Further, the marketing communication mix includes five key components such as advertising, sales promotion, public relation, personal selling and direct marketing. 
Porter’s Five Force
Porter’s Five Forces is an external analysing marketing tool for an organisation. It identifies five major factors for a business such as competition in the industry, bargaining power of supplier, bargaining power of customer, threats of new entrants and substitution products (Bruijl, 2018). This framework helps organisation understands the strengths and weakness of the operating industry and develop a business strategy regarding the analysis. Porter’s five forces marketing tool is critical for any organisation as it defines recognise where power lies in the company’s situation.  
Ansoff Matrix
The Ansoff matrix is a marketing tool that supports marketing executives working within an organisation to develop promotional strategies to attain higher productivity. It consists of four factors including marketing penetration, market development, product development and diversification. All the factors are growth alternatives for organisations to grow their position in the market and brand recognition (Indeed, 2022). However, each factor of the Ansoff matrix comprises a certain level of risk for the organisation. Marketing penetration deals with the approach to increasing market share and attaining new customers. The market development deals with the growth attempt including area expansion of the organisation (Tsatsoula, 2018). Further, Product development manages the introduction of new products and services in the market and the diversification factor deals with existing and potential competition and threats within the market. 
[bookmark: _Toc101515710][bookmark: _Toc102680401]4. Application of the key marketing and customer relationship management theory/theories to your chosen organisation
Marketing Mix 
Product
British Airways is known as the second-largest carrier facility in the United Kingdom. The products and services offered by British Airways include various travelling packages, flight information, Baggage, Passports, visas, Seating, food and beverages, travel support, and mobility and disability assistance for the customer (British Airways, 2022). Apart from flight booking, British Airways provide services like hotel booking, rental cars, and information about them. Further, British Airways provide lounges facilities with various options including a business lounge and it includes several options in their travel bookings. 
Price 
The pricing strategy of British Airways comprises both premium and competitive strategies. Being the nation flag carries the organisation is obliged to use a competitive pricing strategy so that people can easily avail of the services offered. Further, it uses premium pricing for some of its services to give the finest travel experience to its customers. The organisation’s pricing strategy includes discounts, special club memberships and rewards for its customers (British Airways 2022).
Place 
It is the second-largest airline service besides EasyJet. British Airways fly to more than 170 destinations around the whole globe, and it serves around 70 countries (Routes, 2022).  The greatest presence of British Airways can be seen in Heathrow and London City airports. Apart from this, British Airways also uses an online sales system for selling tickets with the help of intermediate measures and sales agents. The headquarter of British Airways is in London, England. 
Promotion 
Being the top Airline service British Airways invests a good amount in its promotional activities. The organisation utilises conventional and digital marketing strategies for brand promotion. For establishing a better communication system for flight reservations and customer support a mobile application is developed. British Airways also target tech-savvy customers with a digital advertising approach. All the promotional activity of the organisation focuses on providing benefits to their customers such as special flight tickets on special occasions at a sensible price. The marketing strategy of British Airways also includes providing discounts and gift vouchers to maintain existing customers and acquire new leads (Forbes, 2022). 
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Figure 3: Promotion by British Airways
(Source: Twitter, 2022)
People
British Airways implement sustainable human resources policies, which endure the leadership skills and develop effective training for their employee. With an ideal workforce and HRM organisation is growing day by day. The HR policy of British Airways includes rewards for high performing employees and tax-friendly retirement plans for their employees. British Airways has more than 40,400 employees per year including cabin crews, pilots and engineers in previous years (WorkAdvisor, 2022). Further, the organisation also promotes diversity and recruits’ people from all races and cultures for which employees are able to provide excellent customer service to customers from different backgrounds. With effective HRM, British Airways ensure employee motivation and growth.
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Figure 4: Employees
(Source: Statista, 2022).
Process 
The customer services process of the organisation is very effective and vibrant. British Airways help and assess its customer in a various way including website customer support, mobile application support and airport customer support service. It also has defined customer service and contingency plans within its operational policies (British Airways, 2022). The customer support system includes resolving customers’ inconveniences, on-time baggage delivery, providing necessary information, compensation procedures and special assistance for the customer of the organisation. 
Physical Evidence 
British Airways is headquartered at waterside PO Box 365, Harmondsworth, UB7 0GB United Kingdom. It also has its official website and mobile application for operational functions. It is registered in the PLC business structure in England. The VAT registration number of the organisation is 222452988 and its stock list exchange code is IAG (British Airways 2022). Further, the organisation holds positive customer reviews on digital and conventional means. 
Ansoff Matrix 
Market Penetration
British Airways is a majorly premium sector airline and uses a defined marketing strategy and specified service distinction. The benefits of marketing penetration for organisations comprise higher production capacity, enhanced distribution procedure, and less operational costs. On the other hand, disadvantages for the organisation include higher investment, new competitors and the implementation of competitive pricing. For marketing penetration, British Airways offers loyalty arrangements that allow availing tickets at reasonable prices and earn several benefits (Aerospace Marketing, 2022). Moreover, the organisation also provides special events and holidays tickets at a lower price to boost its sale and increase revenue. For enhanced marketing penetration British Airways can utilise joint ventures and the introduction of new beneficial features.
Market Development
The market development of British Airways is attained by identifying new routes for new destinations and providing services in those ways. The new routes can be known as the expansion of the company’s existing service areas. The major advantage of the market development of British Airways includes new customer segments and regional and international expansion and enhanced brand recognition (Lohman and Spasojevic, 2018). It can be achieved with the increased investment in the research and development activity of the organisation. Further, the company can do market development by providing services to new segments of customers.
Product Development
This is a strategy to develop new products in the market and modify existing products of the organisation. British Airways can obtain this with the development of new aircraft and by modifying its operational routes to give the passenger more luxury and better services. Product development provides benefits in enhancing the product and service quality. British airways can function better by implementing strategic partnerships and investing more in its research and development activity. The strategic partnership can help in product development and overcome limited financial investment. 
Diversification
The diversification matrix deals with selling new products and services to the new demographic. Further, the benefits of diversification include increased revenue for British Airways. It is the most risk inclusive matrix having several disadvantages such as increased costing, fewer passengers, higher marketing costs and maintenance costs (British Airways 2022). British Airways can obtain benefits with vertical diversification including the building of airports at new destinations and collaboration with hotels, resorts and other hospitality facilities. However, the company entails vertical diversification comprising hotel stay and rental cars. Apart from this, it can collaborate with unrelated industries under conglomerate diversification. It includes the banking sector, apparel and footwear, hospitals and sports to gain an advantage from their brand name. 
Currently, British Airways is using a diversification strategy for its organisational development such as the usage of vertical and conglomerate diversification. It is also using product development by offering in-flight Wi-Fi within specific travel routes that always provide internet access to passengers. The most ideal and beneficial Ansoff matrix for British Airways would be market development because it comprises moderate risk factors and can be most effective for increasing the brand name and generating higher revenue. 
Communication Mix 
The tools that are being used by an organisation to determine the effective mode of communication between the organisation and their potential consumers are known to be a communication mix (Jain, 2021, p. 109). Some of the effective utilisation of the communication mix tools that are being used by British Airways to communicate with their potential consumers are:
Advertising
One of the most important tools that can be used by an organisation to enhance the consumer experience and engagement is making effective use of different advertisement tools. Some of the important advertisement tools that are being used by British Airways are radio, television and newspaper where they can significantly provide consumers with the idea of services and products that are being initiated by them. Irrespective of this, British Airways have significantly created consumer engagement and communicated to them the trends that are being desired by them in the current situation. For instance, British Airways have been using digital newspaper and magazine where they share the new implementation that is taking place and engage with consumers at the time of Covid-19 (Britishairways, 2022). 
Digital Marketing
Making effective usage of the different tools and techniques that is available within the social media platform has been important for British Airways. This has enabled British Airways to engage their consumers and conduct communication to enhance the type of services that are being provided to them. The inclusion of the different social media tools has been advantageous for British Airways as it has provided them with benefits like cheap cost of marketing, accurate insights of consumers and effective broadcasting options. Therefore, in order to significantly approach and engage consumers, British airways have utilised different social media tools and insights. For instance, it has launched a social media campaign that highlighted the different turns of events that took place during the times of holidays which has been engaging with consumers before the pandemic (Darbyshire, 2017). 
Public Relations
British Airways has also made extensive use of public relations by creating a brand message that has been appealing to consumer engagement. The development of a customer-oriented public relations campaign is done by public interest, preferred trends and the current events followed by consumers. Therefore, it can be stated that British Airways had made use of public relations to attract consumers and provide them with an enhanced experience by engagement. For instance, British Airways had initiated a campaign highlighting the services that they have been initiating in the Asia Pacific and Europe and developed strategies to engage consumers at the time of the pandemic (Teamsentient, 2022). 
Sales Promotion
In this process, an organisation creates interaction with consumers by providing them with limited deals that will help them to promote their services. Some of the modes by which British Airways have been initiating sales promotion include sales, offers, reduction in price and so on. For instance, British Airways have offered their customers with cheapest flights that are possible for them to offer which helped them to create higher engagement with the same during the time of Covid-19 (Britishairways, 2022). 
Porter’s Five Force
Porter’s five forces are regarded to be a tool that is being used by an organisation to determine the factors that are contributing to their strengths and weakness (Mukherjee, 2018). 
	Factors
	Analysis
	Intensity

	Competitors 
	The main competitors of British Airways are determined to be EasyJet plc, Virgin Atlantic Airways and TUI Airways (Comparably, 2022). It is determined that the presence of competitors of British Airways is regarded to be a threat and weakness for them because they are very likely to copy their strategic ideas and develop the same to attract consumers. However, this has enabled British Airways to develop strategies that are beneficial to mitigate the challenge of Covid-19 and competitors. 
	High

	The threat of New Entries 
	The threat of new entries is also regarded to be moderate for British Airways because they are not likely to enter effectively within the aviation sector. However, this would highly motivate British Airways to introduce service management strategies that would enhance the quality of services that are being provided by them. 
	Moderate

	Power of Suppliers 
	It is determined that the power of suppliers in terms of British Airways is very limited as many suppliers are present within the market. British Airways have the power to negotiate and bargain the price of suppliers that are being extracted from them. However, there are certain limitations in terms of bargaining with the suppliers. If British Airways fails to receive the required materials and resources from suppliers, they would not be able to communicate effectively with their consumers and provide them with extensive services and experiences. 
	Moderate

	Power of Consumers 
	The power of British Airways’ consumers is regarded to be high for them as the effective functioning of the same highly depends upon the total consumers they have. However, the offers that are being initiated by British Airways and other means by which they have been able to connect and communicate with their consumers have provided them to receive significant competitive advantage within the market. 
	High

	Threat of Substitute 
	The threat of substitutes is regarded to be low in the case of British Airways because they have been able to include all the latest technologies that are important to serve consumers. However, in the case of the transport facilities, such as bus and trains that are being used by consumers has seen to be objectified due to the presence of substitute. 
	Moderate


Table 1: Porter’s Five Force
(Source: Created by Learner)
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Quality Systems and Processes in British Airway
Customer Feedback 
In order to improve the quality-of-service British Airways are providing to their consumers, they have initiated to take their feedback which has been seen to increase their satisfaction level. During the time of the pandemic, management of the online ticket booking system by consumers of British Airways has seen to be degraded. However, British Airways in its website they have been able to provide their consumers with services like changing flight bookings, travel requirements and vouchers and refunds can be done by them (Britishairways, 2022). This is beneficial for British Airways at the time of Covid-19 because it helped to enhance the experiences of consumers' inflexible and smooth manner. 
Non-Delayed Flights
Furthermore, it is determined that British Airways has always been loyal towards the consumers by leaving their flights at the promised time and have been implementing different technologies to achieve the same extensively. In order to enhance the experiences that are being provided to consumers, British Airways have been introducing new crafts that are filled with all the latest trends and preferences of consumers. However, it is determined to be getting highly affected because of the Covid-19 when the sales rate was regarded to be low (Britishairways, 2022). 
Advance In-flight Food
Moreover, it has been seen that British Airways has been initiating higher investment in the meals that are being offered to consumers. British Airways have seen to provide consumers with foods that belong within the session, which helps to enhance the experience they are receiving from the same. In regard to the waiting time that is being undertaken by consumers for any delay of flights, British Airways have initiated Club World for the business class people where they are being provided with dining options like any restaurants. However, at the time of Covid-19, British Airways had to face difficulty in allocating the resources and other materials to invest in the food services that are being provided to them (Britishairways, 2022). 
Enhanced Waiting Lounge
During the time of the pandemic, British Airways has taken the initiative to improve and refurbish the waiting launch which has helped them to enhance the experiences of the same. Furthermore, they have also initiated higher facilities that make the waiting time for consumers to be complimentary and safe. Some of the facilities that are being offered to consumers by British Airways while waiting for the launch includes WI-Fi, power and USB points, online surfs, charging facilities and many more (Britishairways, 2022). 
Critical discussion on the benefits and challenges of developing and maintaining good customer relationships
Benefits of developing and maintaining good customer relationships
Some of the benefits of maintaining and developing an effective relationship with the customer within British Airways are:
· With the help of effective relationship building with consumers, an organisation can significantly determine the services that they would provide to the same and develop strategies that would help them for the same. Furthermore, as stated by Gil-Gomez et al., (2020) the building of effective customer relationships helps the organisation to determine the processes that would enable them to retain consumers and develop further business contacts. Effective customer relationship management will enable British Airways to extract information that is vital for developing their marketing strategies and influence the decision-making process the same. 
· Customer relationship management strategies help the organisation can determine the number of sales that they are going to receive. Moreover, customer relationship management strategies enable the organisation to increase its sales rate by developing a pipeline where automation of the task takes place. It will provide British Airways with the analyse of their sales data and keep it within one centralised place which can be used whenever required by the same. 
· While engaging and building an effective relationship with consumers, the organisation can ensure to have a higher productivity level within their organisation. It has been established by Foltean et al., (2019) that this is said to be possible because when the sales rate increases, the organisation can learn a higher profit margin that enables them to induce different technologies. By inducing different technologies, British Airways can ensure that their employee is capable enough to conduct the task that is being assigned to them with higher efficiency and provide increased productivity level. 
Challenges of developing and maintaining good customer relationships
Some of the challenges that are being faced by British Airways in developing and maintaining a good relationship with their potential consumers are as follows:
· One of the biggest challenges that are being faced by an organisation while maintaining and developing a relationship with their consumers is to provide safeguard to the data and information that is being extracted from the same. This is considered to be one of the challenges that are being faced by British Airways because they are required to determine different personal and important data about their consumers when booking flight tickets. For Instance, it has been reported by BBC, (2020) that back in 2018, British Airways was charged with data breaching activity for which they had to initiate a fine of 20 million pounds that affected nearly 400,000 consumers. 
· Another challenge while building the relationship and maintaining the same with consumers of British Airways is the experiences that are being provided to the same. when an extensive experience is being provided to consumers, it is said to be ensured with the loyalty towards the organisation and building brand reputation. However, if the organisation failed to provide the required and promised experiences to its consumers, it can directly affect its reputation, and brand value, and reduce the competitive advantage that they have over its competitors. For instance, it has been reported by Travelmole, (2022) that British Airways have been severely faced a bad reputation from consumers who have been offloaded in Barbados for more than three days and have not been provided with any explanation regarding the same. 
Impact of internal and external factors on quality customer relationship management activities of British Airways
Internal Factors 
One of the major internal factors that are seen to be affecting British Airways and its customer relationship is the inadequacy in maintaining the data that is being collected. There has been a time when near about 400,000 British Airways customers had to face major difficulty due to the data that was breached by the same. Furthermore, another internal issue due to which British Airways has failed to build an effective relationship with their consumers is providing less attention to middle-class people. It is determined that the facilities and complimentary that are provided by British Airways are affordable for high-end people and are not feasible for middle-class people. 
External Factors 
In terms of the external factors, it is determined that British Airways is highly affected by the presence of excessive competitors within the marketplace. This has also affected their customer relationship and the strategies related to the same. It is affecting British Airways by providing their consumers with offers and other facilities which can be used by middle-class people as well. Moreover, the impact of Covid-19 has also been seen to be affecting British Airways because of the restrictions that are being imposed by the government. At the time of lockdown, the sales rate of British Airways reduced where the maintenance of different technologies and the beverages provided became highly impossible. Furthermore, they also failed to attract the required consumer base and gaining their trust post-pandemic was also another major faced by British Airways (business-standard, 2020). 
[bookmark: _Toc102680403]6. Recommendation 
The SMART action plan will be used to determine their weaknesses which is important for British Airways to enhance its customer engagement and experiences. A SMART action plan is regarded to be a tool that is being used by an organisation to determine the area of improvement that they are required to undertake and develop strategies based on the same (Hughes et al., 2021)
	Objectives
	Specific 
	Measurable 
	Achievable 
	Relevance 
	Time Frame

	To increase customer relationship 
	By building the customer relationship, British Airways can regain their position within the marketplace. Due to the impact of covid-19, the overall performance and customer trust on British Airways is regarded to be disrupted. 
	It can be measured by the total number of consumer the organisation has been able to increase. 
	This can be achieved with the help of developing different strategies where the experiences of consumers can be enhanced. 
	It is relevant as it is directly linked with the overall reputation of the organisation. 
	September 2022

	To collect different customer insights 
	It is important to regain the efficient relationship with consumers and it would be possible with the help of different insights. 
	It can be measured by the quality and preferred services that are being provided to consumers. 
	This is relevant because it helps to build an effective relationship with consumers. 
	It is relevant because the development of customer relationship strategies can be possible with the help of customer insights
	June 2022

	Incorporation of modern technologies 
	Modern technologies is one of the effective means by which British Airways can receive insights of their consumers 
	It can be measured by the enhanced and high experiences that are being provided to consumers and accepted as well. 
	This can be achieved by identifying the technologies that are being used by the competitive organisation and incorporating the same. 
	It is relevant because the development of the enhanced customer relationship can be done with the help of the experiences that are being provided to them. Innovative experiences are highly desired and accepted by consumers which can only be possible by incorporating different technologies. 
	February 2023


Table 2: SMART Action Plan 
(Source: Created by Learner)


[bookmark: _Toc102680404]7. Conclusion 
It can be concluded with the different data that is being presented above that building effective customer relationships is highly important because it enables the organisation to determine the experiences that are being provided and is required to make improvements. In order to significantly determine the effective process by which an organisation can initiate, build and maintain an effective relationship with their consumers is being done with the help of different theories. Some of the major theories that are being used in this report include the marketing mix, Ansoff matrix, communication mix and porter's five forces. 
With the help of the communication mix, it is being determined that British Airways have been using the tools of advertisement, different social media platforms, building public relations campaigns and sales promotion to build an effective relationship with their potential consumers. Furthermore, by making effective use of porter's five forces, it has been established that the main competitors of British Airways are EasyJet plc, Virgin Atlantic Airways and TUI Airways. Additionally, the threat of new entries, the power of suppliers and the threat of substitutes are determined to be moderate over British Airways, whereas the power of consumers and the influence of competitors are high. 
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