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[bookmark: _Toc48692130]Introduction 
Marketing is the most dynamic function of business organisation as per the fast-changing tendency of the business environment. As the needs and wants of customers are now affected, impacted and influenced by a wide range of factors, marketing activities have become diversified (Nieschlag, Dichtl and Hörschgen, 2011). As of this fact, every business organisation engages in diversifying marketing activities so that carrying out marketing activities can create value for customers. British Airways, as a leading airline service provider of the UK, is not the exception of it. This report is going to evaluate marketing roles and the development of the process of marketing in light of the marketing effort and activities of British Airways. This essay evaluates the marketing of BA to assess how marketing creates value for customers. 

[bookmark: _Toc48692131]The role of marketing in creating value for customers 
There are many business functions. Amidst those function, marketing plays a very significant role in creating value for customers. Marketing function, through planning and implementing various marketing activities, deals with how the product/service a business organisation offers to customers assure that customers get to benefit from purchasing the product (Nieschlag, Dichtl and Hörschgen, 2011). 
[bookmark: _Toc48692132]What is marketing 
Marketing, by definition, refers to activities which are carried out to influence customers to buy a product from available alternatives. It deals with designing, advertising and selling a product to the customers. According to the American Marketing Association, ‘marketing is the activity, set of institutions, and processes for creating, communicating, delivering, clients, partners, and society at large’ (Keegan, 2010). According to Philip Kotler, ‘marketing is the science and art of exploring, creating, and delivering value to satisfy the needs of a target market at a profit’ (Kotler and Armstrong, 2019). According to the Charted Institute of Marketing, ‘marketing is the management process responsible for identifying, anticipating and satisfying customers’ requirements profitably’ (Keegan, 2010). All these definitions point out to two significant aspects and they are – identification of customer needs and delivering value to satisfy customers. Marketing is such a process which deals with identifying customers needs of a target market and also, it deals with devising strategies that can best facilitate at attracting target customers (Kotler and Armstrong, 2019). 
[bookmark: _Toc48692133]Customer Value 
Customer value is the perception of the product. The customer value indicates how much benefit a customer gets through purchasing a product and it also calculates the measures of profit a customer earns by not purchasing alternatives products (Farese, Kimbrell and Woloszyk, 2012). 
The equation of customer value is very simple and that is, Customer Value = Benefits -Costs 
From the above equation, two important aspects can be derived and they are benefits and costs. Every customer wants to increase money utility as much as possible. Therefore, they want to spend less money to get a high-class product so that difference between benefits and cost would be higher. If there are many alternatives available to a customer, he calculates and compares alternatives based on this equation (Farese, Kimbrell and Woloszyk, 2012). Finally, he decides to purchase the product which gives him the most customer value. Well, this equation of customer value is a monetary-based equation and customer value does not limit to this monetary approach only. Apart from the monetary value, there is three value that the customer wants from a business as well. They are functional value, social value and psychological value. Functional value refers to the solution a product offers to customers. For example, a customer wants to travel abroad. He wants a safe, economic and comfortable air service and British Airways offers that service. This is the functional value. Psychological value refers to the offer that the business provides to satisfy customers. For instance, British Airways offers food and refreshments which satisfies customers while they travelling (Boone and Kurtz, 2019). 
So, the key essence of customer value is that every customer wants high satisfaction through purchasing a product and service. And, business organisations are obliged to guarantee that amount of satisfaction. Otherwise, the core concept of marketing cannot produce the anticipated result. 
[bookmark: _Toc48692134]The role of marketing in creating value for customers 
Understanding the role of marketing in creating value for customers, it is important to use three concepts and models. They are marketing roles, marketing mix and consumer decision-making process. 
Roles that marketing function plays 
Marketing function plays following roles and each role is very important for creating value for customers. 
1. Meeting customer wants: The primary approach of every marketer is to meet what the customer wants. And this is the primary approach of creating value as well. Every marketer targets a specific market to apply marketing techniques. For instance, British Airways targets the market for airline service (Kotler and Armstrong, 2019). It is also noteworthy that, after targeting a market, a marketer can apply different market segmentation criteria. British Airways applies demographic and behaviour market segmentation criteria and, it provides four distinct services which are economy class, club class, executive class and business class (Farese, Kimbrell and Woloszyk, 2012). The fact is that customers from each segmentation have different sort of wants and British Airways has to fulfil these wants. For example, passengers who want to travel in business class want for exclusive service and if the company fails to provide that service, it cannot create any value to the customer at all. 
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Image: An ultra-modern aircraft of British Airways (Boone and Kurtz, 2019)
2. Researching the market: This role is linked with the abovementioned role played by the marketing function. The marketing department of British Airways always researches to sort out what the customer wants. For example, at the edge of digitalisation, the company has found that customer wanted online booking which influenced it to make the business digital (Kotler and Armstrong, 2019). Also, the company has traced out that social media is an effective platform for promoting products and services. And, nowadays, the presence of British Airways on social media is noteworthy (Truxal, 2016). The fact is that a company cannot create value to customers without researching the market. The market research assists a business to figure out what customer wants and also it helps to figure out policies taken by competitors of the company.
3.  Product designing and development: Identification of customer needs is not the only role that marketing function needs to play for creating value for the customers. If market information cannot be reflected in product designing and product development, that product cannot satisfy customers and therefore that product will become failed to increase the difference between cost and benefit (Boone and Kurtz, 2019). For example, passengers of economy class prefer low price at most but business class passengers prefer both high-quality services and competitive price (Truxal, 2016). 
4. Branding: Branding is another role which helps a business for creating value to the customers. And this role is related to consumer decision-making process (Kotler and Armstrong, 2019). 
Consumer decision-making process
The model of the consumer decision-making process consists of five steps. They are discussed below.
· Need recognition: This is the foremost stage in which a customer enters into the process of purchasing. At first, the customer identifies that he needs/wants a product or service to meet his demand (Blackwell, Miniard and Engel, 2014). For example, a passenger might want to travel from London to Brussels. 
· Information search: The customer then browses information to figure out which business offers the product he wants for. From this stage, branding plays an important role. Generally, businesses with high brand value attract customers most. That is why business organisations must increase brand value. And, marketing is the most effective tool for increasing brand value (Leary, 2014). Promotion strategies and adaptation of right pricing strategies, appropriate product development etc. are very effective for ensuring customer’s trust and for increasing brand value as well.
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Figure: Consumer decision making process (Kotler and Armstrong, 2019)

· Evaluation of alternatives: After browsing information, the customer evaluates alternatives to select the product which satisfies him most. In this stage, branding is considered as an important aspect as well (Blackwell, Miniard and Engel, 2014). As customers want to get high customer value, he tends to purchase a product from a business which has high brand value. 
· Purchasing decision: This is the stage in which a customer decides purchasing. Based on the evaluation made in stage three, a customer decides to purchase. 
· Post-purchase evaluation: After purchasing a product or taking a service, a customer evaluates his decisions. That means, he evaluates how much benefit he gets from purchasing that product (Blackwell, Miniard and Engel, 2014). If the benefit does not satisfy him, the chance is very low that the customer will re-purchase the product. 
From the above discussion, it is clear that branding has a serious impact on the consumer decision-making process and it is noteworthy that other marketing roles are also linked with this process. Besides, the consumer decision-making process ultimately sends the message to a customer whether a customer gets value or not. Therefore, a business organisation such as British Airways create value to the customers through researching the market, designing a product and meeting customer wants so that it can satisfy customer needs (Blackwell, Miniard and Engel, 2014). Furthermore, this company communicate with people through advertising and other promotional policies so that brand awareness can be increased. And, to increase brand value, there is no alternative to raising brand awareness. 
[bookmark: _Toc48692135]Marketing mix and customer value creation 
In the process of marketing development, marketing mix is an important combination that needs to be used properly to create value for customers. There are four elements in the marketing mix and they are product, price, place and promotion. 
· Product: British Airways provides various kinds of intangible services to customers. These include passenger service, meal and refreshment etc. The strategy that this business follows is the application of several market segmentation criteria. BA offers four different class-based services. This strategy aims to create value for a different type of customers. For example, if it cannot satisfy customers of club class, BA cannot reach these target customers (Leary, 2014). 
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Figure: 4Ps of marketing mix (Kotler and Armstrong, 2019)

· Price: Price is the value that customer pays for taking a service or purchasing a product. Considering the fact of money utility, the appropriate pricing policy is very important for creating value to customers. If BA does not apply appropriate pricing policy (for example, it charges fare prices for economy classes), it cannot provide monetary value to customers (Boone and Kurtz, 2019). 
· Place: BA is now eliminating traditional intermediaries to reduce cost and to provide the customer with a better opportunity to get services (Truxal, 2016). It is also using the digital platform as a distribution channel to confirm that functional value to customers can be increased. 
· Promotion: As an airline business, BA has taken many promotional policies. For instance, during national and religious festivals it charges low prices to passengers who travel in blue and silver classes. Besides, BA regularly publishes various advertisements to attract customers as a promotional policy (Leary, 2014). 
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Image: An advertisement of British Airways (Imgur, 2020)
The principle fact regarding applying marketing mix is to create functional, monetary, social and psychological value to customers so that customer gets assured of high-class service and thereby they become loyal to a particular business. As of this matter of fact, it must be mentioned that the role and development of marketing are very important for creating and offering value to customers. 


[bookmark: _Toc48692136]Stakeholder engagement and their impact on the marketing activities British Airways 
British Airways' stakeholder groups are individuals and associations of people who are involved in the current work and have the capability to the ability to influence the organization's performance. The functioning of the company is affected by different stakeholders such as staff, managers, vendors, creditors, public bodies, community leaders, corporate associates, etc. There is a different degree of authority for each stakeholder to control the organization's activity and strategic thinking (GLEDHILL, 2017). Consumers of British Airways focus on the productivity and efficient operation of the company. The success and development of the business were driven by happy customers. However, a variety of vendors and staff are responsible for the business organization. Policy officials also control the activity of the company by a routine creation of the set of regulations and strategies. It was therefore found that the operations and maintenance and decision-making activities were influenced by various internal and external stakeholders in British Airways (Gundlach and Wilkie, 2010).
· Shareholders: Shareholders are active stakeholders in many organizations and play a central role in the organization's various decision-making practices. British Airways shall keep its owners updated through daily meetings and frequent conversations on different core aspects of the organization's decision-making processes. British Airways offers its shareholders an effective return on investment to satisfy the business. Besides, British Airways provides its shareholders with details on the financial situation of the company (Harris and Rees, 2005).
· Employees: Different British airline personnel includes service, flight crews, customer service, pilots, engineers, etc. British Airways took numerous measures to ensure the happiness of its staff. British Airways supports its workforce with daily training to boost the productivity of its workers. British Airways also retains the company's versatility to offer competitive passenger services. British Airways offers its workers with numerous financial and competitive benefits, including flexible salary packages, travel discounts, educational programs, etc. for increasing workplace morale (Gundlach and Wilkie, 2010).
· Government: Government and regulators are major actors in British airways, provided that British airways must cooperate with different public authorities' policies and regulations. British Airways has set up a new agency, i.e. a legal agency, to comply with all government legislation (GLEDHILL, 2017).
· Clients: The organization's entire operating and organizational operations are focused on consumers' desires and demands. British Airways shall take daily steps to provide passengers with valuable and high-quality services. Also, British airways regularly provide feedback to their clients with their feedback on the quality of their services. Approximately 36,000 consumers are individually investigated by the company every month. Also, there are various promotions and incentives to draw significant numbers of travelers at frequent intervals. British airlines depend on their customers for their entire profitability (Harris and Rees, 2005).
· Rival Companies: British Airways is one of the United Kingdom’s biggest moving airlines. British Airway's major rivals include EasyJet, Jet 2, Virgin, and so on. British Airways has embraced a variety of innovative tactics to draw new buyers. However, the service of British airways may be influenced by many low-price firms (Lees-Marshment, 2008).
· Suppliers: The key actors in British airways are manufacturers. Boeing and Airbus are the two main manufacturers of BA. Further, BA depends on different travel agents, as different consumers buy tickets directly from different online sites (Sheehan, 2011).
The main stakeholders of British airways are suppliers and competitors. To achieve a competitive edge and to provide efficient services to the consumers, the company will handle its rivals and suppliers continuously (Prassl, 2011). Besides, to order to gain greater recognition from the government, British airways should also monitor the actions and wishes of the communities. Consumers and government officials have demonstrated greater strength to allow demands from consumers and policy decisions to affect directly the service of British airways (Harris and Rees, 2005). British Airways will adopt a variety of individual approaches aimed at increasing customer loyalty and maintaining current customers. British Airways will strive to improve the relationship between customers. British airlines should also expand their destination services to new countries and launch new routes. BA should, therefore, focus more on new markets. BA will face different security risks which could also directly impact BA's brand recognition. Initiatives should be taken to reduce the different security risks associated with different destinations. The organization should also introduce measures to address competitive pressures from specific low-priced airlines. Thus, British airlines have been recognized as taking numerous steps to boost customer loyalty and strengthen their strategic edge in the industry (GLEDHILL, 2017).
The participation of all stakeholders in the choice-making process is established. A stakeholder is characterized as the individual or team who, through decision making, could be influenced, benefited, or harmed. Consumers, manufacturers, media, sponsors, administration, policy managers, staff, etc. are important stakeholders in terms of the marketing method. The involvement of stakeholders in marketing is very important (Gundlach and Wilkie, 2010). For example, workers may own the company and make the goals themselves as they are involved in the campaign. In this scenario, the goals are met. The availability of raw materials will be customized again when manufacturers are committed to business targets. Collaboration between manufacturers and the client will also promote the design of products and the production of new products (Lees-Marshment, 2008).
The influence of stakeholder participation on advertising campaigns can also be seen to be optimistic. Marketing operations will be conducted soundly because all partners are interested in marketing strategies. For example, the consumer regulates a brand. The clients decide whether or not the brand is fine. Therefore, the communications role is very important to interact with customers (Prassl, 2011). Also, the engagement of parties to campaign simplifies marketing efforts, making it important for partners to be involved. Marketing is effective when all stakeholders are involved in marketing. That is why the effect on the marketing practices of stakeholders is significant.



[bookmark: _Toc48692137]Conclusions
Unquestionably, marketing is one of the important functions, especially in this digital era. Every business wants that it becomes successful at delivering high-quality product/ services to customers and for this particular reason role and development of marketing must be a considerable fact. Besides, business organisations should be concerned with stakeholders as they have a huge impact on marketing activities. 
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