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Executive Summary
The persistence of demand and supply is seen to operate in this report through the variation of British Airways as the chosen organisation. Here, competitive landscape is seen absent majorly for the organisation because of its persisting nature of oligopoly in real terms by not counting any of its competitors as business rivals. Financial losses due to inefficient management in price skimming after the post pandemic scenario has been majorly identified as the operational cause of huge losses of the organisation. The nature of royalty along with planned cost cuttings in the customer conveyance for shorter tours is a highlighted negative side that has been affecting along with identified lacunas in IT Management. The report includes 2 price-oriented recommendations to suggest timely collaboration and establishment of business name with its contemporary companies for maintained service demand amid customers through better reach to the global audiences amid present functional losses.       
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[bookmark: _Toc109414502]Introduction
Concept of demand for a product or service in relation to the stability in market demand and access is the main consideration for establishment of market equilibrium. The constant of balanced availability retains the function of demand under elastic or inelastic as per the change of effect affecting overall quantity per price. In this report, the research would focus on British Airways as the chosen company. An overall business to quality applicability through customer acceptance would be highlighted in depth to understand real functional stipulation through applicability amid immediate substitutes to the chosen business. Thereafter, a functional recommendation on business policies shall be posited to conclude this report. 
[bookmark: _Toc109414503]Description of business
The chosen business to address this report is British Airways. The aviation industry market demand is a subject worth debate and discussion even in post pandemic situation. As opined by Iata.org (2022), the market demand for airways has comparably witnessed 82.3% rise from 2021 market scenario. There are 11 immediate competitors of British Airways in which safety, customer service functions and transportation efficiency are identified as top three identifiers of market demand maintenance (Bhasin, 2018). The demand and loss of British Airways is also a significant question as per the external incurrence of conflicts or for the pandemic situation. Here, the perception of operations as per demand is also significant because of routes and availability of services.
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Figure 1: Actual passenger count in British Airways explained
(Source: Statista.com, 2022) 
Under Airways segment, the concern of a direct expansion mindset along with enhanced route capacity is also a major concern for British Airways (Philip, 2022). Moreover, seasonal based short trips and long travel functions are also considerations under profitability and operations of British Airways. The nature of demand and competition that British Airways would face with its competitors would fall under an Oligopoly structure through price elasticity and simulation of demand as can be observed from the public end. The equilibrium of demand is entirely dependent upon “Short Haul economy” based operations as per the present operational structure of British airways is concerned. As opined by Byers and Adams (2022), under this abovementioned complementary function, to ensure proper expansion of brand name, “British Airways Executive Club” flyer program is the main operational booster to enhance customer purchasing knack towards their specific aviation services. As opined by Philip et al. (2022), Operational demands along with lower customer affordability is also a concern of research because of employment layoffs along with lowered salaries of staff and public as well amid the pandemic.       
[bookmark: _Toc109414504]Demand and Market Equilibrium
Price of Substitutes
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Figure 2: Competitive impact on British Airways
(Source: Horton, 2020)
In this aspect, the immediate substitute is also concerning those organisations that deal with the aviation industry. As opined by Ford (2021), there are ten immediate rival companies named as "Jet2.com", "Delta Airlines", "Easyjet”, “Virgin atlantic” and others who are there to substitute the market structure as held by British airways. Here, the substitution is only based upon aviation medium that remains entirely competitive within the market based upon customer experience. The substitute concept in the airline industry is related with that of route division and equalisation of route frequency changes made to substantiate the growth in competitive landscape. Major substitution power is observed as to remain with passenger-based capacity to access the offered services by the airplane companies in a country (Thelle and la Cour Sonne, 2018).   Now, talking of substitute prices, it is seen that Jet2.com has comparably cheaper price range for short aviation packages ranging between 39 to 90 GBP under Summer and Winter schemas (Jet2.com, 2022). Delta Airlines in the list usually is reported to vary aviation fares between $19 to $59 on every single seat (Potter, 2022). However, Delta airlines in UK has only reflected costly aviation fares because of long tour setup starting from 500 GBP and up (Flightcentre.co.uk, 2019). Easyjet has also kept their aviation prices very nominal in between 13 to 30 GBP in short trips (Easyjet.com, 2022). The impact of competition on British airways is seen as negative because of staff shortage because of rapid furlough mechanisms (Tweed and Summerfield, 2022). The organisation has also not paid any heed to its competitors over short route tours with its increase in prices upto 419 GBP.
Complement Pricing
Complementary product or service is the add on to a product or service that is provided to add on extra holistic value base to the overall experience of availing demanded package. In this scenario, the British Airways had mentioned products and services like free drinks, WiFi facility and kid meal facilities considering the tours that were counted under long haul by the organisation (Mediacentre.britishairways.com, 2019). Previously, to ensure a strict annual savings of 400 million GBP, the complementary services like food and drinks varieties were curtailed from the shorter flights. At present, due to immense competitive landscape from organistaions like RyanAir, British Airways has ensured reshaping their offer to the customer base (Churchill, 2022). Yes, the complementary function re added by British Airways was only to stop the leakage of shares during the pandemic and to repair its reputation as well at present.
Consumer Income effect
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Figure 3: UK generic income rate illustrated
(Source: Ons.gov.uk, 2021)
Consumer Income in the UK region is seen to witness a 5% negative fall in 2022 (Deloitte.com, 2022). In addition, the level of UK disposable income level is also negative in overall trend as recorded at -23 points (Ons.gov.uk, 2021). The consumer sentiment percentile has also resulted to witness -73% at present. 
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Figure 4: Global Revenue decrease projected for British Airways
(Source: Salas, 2022)
Here, it is also seen that the social mobility along with income distribution has witnessed a rapid fall due to the pandemic along with an increase in personal liabilities and less personal asset holdings with the general public. It is also evident that due to a less accumulation of disposable income within the UK, the aviation industry has also witnessed rapid functional decline (Salas, 2022). Hence, British airways have also witnessed a severe operational downfall post 2019 ranging to "13290 million GBP in 2019", "3947 million GBP" in 2020 and in 2021, the organisation has only managed to accumulate global revenue worth "3699 million GBP".
Change in consumer preference
[image: ]
Figure 5: Customer preference change process
(Source: Hammoud et al. 2018)
At present, the buying capacity of the customers has improved manifolds considering the fact of "online viral shopping style" and by immediate price comparison while opting for any aviation transportation service. 59% of customers have shaped traditional on spot decision making into online trends of immediate comparison through feature judgement functioning (Hammoud et al. 2018). Presently, the mode of service based transaction has changed the mind of customers into flashy content based on lucrative additional services that organisations promise to them as packages along with profitable "commercial deals" in the name of gifts and coupons. Customer preference as per the trends is not about the features provided by the airline in terms of brand value but is extensively focused upon the third party retail functions that the customers can ensure as profitable channels. As opined by Young (2019), constant increase in customer preference for “value for money products” have degraded the rate wise evaluation provided to British Airways because of their cheap quality commodities and additional comfort products like drinks and eatables, IT server failures and rampant employee mismanagement.
Price Expectations
The customers expects no less pricing in terms of low cost or affordable shorter travel distances from British Airways. As opined by Fleming (2019), customers have jointly rated negatively by giving a -2.9 rating to the organisation due to its no news of price drop or any consideration to the customers during trips. As a result, the customer experience had also lowered to avail the company because of poorer customer address or retention. 
Demography
The British Airways target customer segment from 20 to 50 years under their primary customer base. The company at present is operating in 75 countries globally, functioning for more than 40 million customers count annually (Still, 2018). The customer base have already witnessed a steep downfall when Covid-19 pandemic came and had created a worldwide lockdown. The measurement of customer loss is around 32.9 million (Statista.com, 2022). Because of the huge sudden customer loss that the company had to incur in the post pandemic situation, a huge amount of 7.4 billion loss count was registered under the company along with huge staff furlough and aeroplane service curtailment as well (Sweney and Topham, 2021). The company had also reported about direct inability to cater to fuel requirements and staff maintenance as well. As a result, a bit of elasticity had been reflected from the company head by not focusing on a profit motive, but on customer health and safety considerations.             
[bookmark: _Toc109414505]Indication of demand as elastic or inelastic
Luxury or a necessity
As already mentioned, it is clear that the adamant nature of no price drop enhances the brand display mechanism of British Airways. As opined by Travel Expert (2019), British Airways is in direct collaboration with "The White Company". Here, the specialisation considering Longhaul premium services and “best in class” amenities are provided. Hence, it proves no necessity but a natural lavish lifestyle reflection with multiple comforts worth the affordability into “business class segment”. Here, in addition, the food that is available for the customers is directly offered by branded companies, which again is tagged under "business class segment". Now, it can also be interpreted as a necessity for those who claim themselves as sole user of this brand and would never be switching to any other brand of choice. The amount of satisfaction through status displayed in this scenario is a luxury to necessity substitution as can be seen in here regarding the choice of customers travelling with British Airways. As opined by Light (2020), as the mentality behind creation of British Airways was to cater "premium class and top tier" businessmen, the lavishness soon turns into a bare necessity for the target public of this brand.   
Above condition as elastic or in-elastic demand
Here, it is obvious to comment that elastic demand prevails here to guide the customers to retain constancy in luxurious experiences along with paying premium pricing while flying to distant places. The target population would never go for sacrifice their pricing at present. It has been already discussed that online booking functions have transformed the customer nature into profitable entities to ensure maximum satisfaction from their payments. As opined by Still (2018), the ability of shaped premiums that the company has to offer to its customers provides an ensured nature of trust based relationship with the company. As opined by Parameswaran (2018), this situation of customer elastic demand to the organisation is because of Heathrow’s premium route in and across London. The best air career functions are also availed by the top class personalities across the globe without any second thought towards sensibility of celebrity based endorsements. Hare, the more pricing is increased, the general demand for associated services also gets increased for the customers.   
Representation of consumer income by choice
As opined by Pooley (2022), it is seen that British Airways treats their premium customers as an excess savings holder population who are free to afford luxury aviation service at any price point without a second thought. The idea of "consumer's willingness to pay" is the main consideration that speculates and finalises whether aviation customers would be paying a larger or smaller fee to afford additional benefits and services from their travel (Rouncivell et al. 2018). The population-based income group is sequentially distributed among the age sequence starting from 18 to 70 years. Here, distribution is based on business and economy class.
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Figure 6: Choice of additional aviation leisure in customers
(Source: Rouncivell et al. 2018)
Additional requirement section is seen through amount deposit between 5 to 8 GBP. Hence, a moderate to minimum addition of income for ensured satisfaction is noted under purchasing of “required service” through assured value. As opined by Investopedia (2022), 12% of plane fair comes under business class seats. These seats booking amount when accumulated ensures 75% of aviation industry revenue. Hence, saying that a small portion of customer income can also enlist service association.       
Above condition as elastic or in-elastic demand
Here, the options before the customers would be fewer. However, inelastic or elastic demand would entirely depend upon the "nature of travel". For leisure and trips, choices would be more, hence, elasticity would be more. The opposite would happen for business groups. Demand for strict timings and assured safety to the destination is what business groups would ask against the payment made for fair conveyances.  
Recommendation on pricing policy
· Price drop considering the post-pandemic situation: It is already clear about UK's major hit to country economy after the Covid-19 pandemic. Hence, the company should focus on two value based pricing models based on the "penetration and economic model" of pricing. Through this, assured price skimming would be assured in the advertisement section and not with the facilities (Collins, 2021). Secondly, the company should immediately focus on competitive pricing based on differentiation. Building a brand completely upon significance and not on the present generic entry-based market would be a bummer in acquisition mindset. Here, market consolidation could also be controlled through a sensitive judgement of employee retention as well to avoid global unemployment. 
· Working on networking and connectivity pricing: As opined by Edwards (2022), it can be recommended that British Airways should analyse the cost cum operational possibility of low cost and “connecting network carriers” with other aviation companies. This would help to increase less fascinating fair prices for those people who are conscious about their budget and still wants to afford a safe ride as well. The company had already invoked public negligence due to their approach of cost cutting through removal of complementary items. Here, those items would also come in handy that too in a packed manner for every seat occupant. Hence, pricing profitability through displayed loyalty would ensure competition skipping mechanism for the brand in near future        
[bookmark: _Toc109414506]Conclusion
British airlines although carries a big and versatile brand name are projected with insufficiencies due to their rigid pricing and placement errors in the competitive landscape of aviation industry. It is seen that the immediate rivals of this brand have attached to a low cost and less display approach to cater to its audiences amid the lockdown. Hence, recommendation of strategic insertion of networking connectivity carriers and having considerable pricing discounts would enhance the business through equal opportunities for the general public. The nature of substitution is identified as high for this company. Thus, application towards systematic collaboration with other companies would ultimately affect positive business scaling because of less tension in aviation management. Accepting "timely service recovery" is major learning in here because of which demand acceptance and supply inefficiencies are seen to improve within the organisation at large. Here, elasticity is operational within the economy groups, whereas for the business class, inelastic efficacy of demand is functional. 
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