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Marketing is an organizational function and a set of processes for creating, communicating, and delivering value to customers and for managing customer relationships in ways that benefit the organization and its stakeholders (Gregory T. Gundlach, 2010).
The marketing procedure is very beneficial for the company as it helps in adding value to the company by fulfilling the needs and requirements of the company. 

The British Airways (BA) is a UK based carrier and is the second largest and it well established companies of the aviation industry. The headquarters of the company is in London, England, UK. It is public operated company and was established on 31 March in 1974 by the British government. Sean Doyle is the CEO of the company. the operating income of the company is around £1,952 million. The company operates national and international flights in more than 70 countries. 
Marketing is a procedure of the clients and potential customers in the products and services of the company. Marketing considers promoting, selling, distributing, and researching the products and services of the company (Airways, 2017). 
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Figure 1 marketing process
The company statement is to become the most responsible airline in the world.  The company also aims to improve the customers experience by satisfying their needs and expectations (Airways, 2017). The objective of the company is to reform the global or international aviation industry or sector. 
The scope of British Airways Company is to increase the number of travelers or foreign travel. The company can improve and enhance the services that provide to their customers. It will also help in increasing and attracting the fussy customers as they are very chooser in terms of the services that are being provided to them. There are many companies in the aviation industry that have initiated to start operating in various parts around the world. And it is known as the international business of marketing and it will also help in increasing the foreign and international business travel (Airways, 2017). The improved services help customers of the company and it also increases the value of the seats in the airline industry. when the company provides high quality of services that satisfies the needs and requirements of the customers then the customers will be satisfied in paying a high amount for the services. The company mainly emphasizes the premium class people. The company can adopt different strategies for making improvements in the products and services. Marketing mix strategies will be very suitable for the company as they will help to improve and enhancing the services. It has helped the company in executing, planning, and developing an effective and modern marketing strategy which will help in the growth and development of the company in the airline sector. The company can easily adapt or implement this strategy by focusing on the Ps of the marketing mix strategies and this will be beneficial in improving the pricing strategy of the company and increasing the quality of the services. This strategy will also be very easy for the company to manage and implement for the effective operation of the company.
The PESTEL analysis is an analytical framework that helps in determining the external environment of the company that affects the company externally. PESTEL stands for political, environmental, social, technological, economic, and legal factors. These are all factors the can impact the company externally. This analysis is very essential for the company for understanding the macro-environment factors that can influence the company positively or negatively (Song et al., 2017). 
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Figure 2 pestel analysis
The uncertainty because of the Brexit has influence the airline industry very negatively which had also affected British Airways Company. It was very challenging for the company to maintain stability of the company in such circumstances. Economic uncertainty due to political development affects the profit-making of the company. The economic factors directly influence the stability of the company economically (Song et al., 2017). The slow economy of Europe is a cause that affects the company such as fluctuations in prices of fuel affects the economic stability of the company. The demographic characteristic is a factor that affects the company socially. This factor considers the norms and values of the people as it affects the preferences of the customers of buying products and services from the particular company. This factor also considers the trends of the population like career attitudes, cultural barriers, age distribution, etc. This factor plays a very important role for the company as it helps in making improvements in the company and services according to the preference of the customers (Gordon, 2011). The technological is a very essential factor as it impacts the operation of the company. The aviation industry extensively uses technology for the management of the company. British Airways has used technology the introducing mobile technology for ticketing, customer services, and distribution. The environmental factor is also very important as it influences the ecological and environmental aspects of the company such as weather, climate change, etc. this has prompted the British Airways company to implement green flying in the company as it will be beneficial for the environment (Ortega et al., 2019). The legal factors also impact the operation of the company externally. It includes various laws such as copyright and patent laws, antitrust laws, etc. and these laws influence the company that’s why British Airways tries to emphasize the legal laws for the operation of the company.
Porter’s five forces is a framework that helps in determining the market position of the company. this model was introduced by Michael E. Porter in 1979.
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Figure 3 porter's five forces
The threat of new entrants is low in the airline industry as the establishment of the new company in the aviation industry takes a lot of capital resources, money, and investment which creates difficulty in entering the industry and it is very beneficial for the company. The bargaining power of the suppliers is very high in the industry as British Airways exists in a very competitive industry and there is a low number of suppliers which makes the suppliers dominant in the industry (Mukhezakule and Tefera, 2019). The bargaining power of the buyers is medium in the aviation industry there are many companies that provide services at very affordable prices but still, there are people who prefer to buy high-quality services at high prices. Rivalry among the existing firms helps in determining the competition in the market and the competition is very high and it builds pressure on the company. The threat of substitutes is very high as there many companies in the industry that have already established and provide similar services at low prices (Dälken, 2014).
STP is a strategic plan for marketing that works for segmentation of the market, targeting the audience, and positioning the new product or company in the new market.  Through this framework, the company will be able to position itself in the new market segmentation and communicate with the targeted audience.  The main purpose of STP is to make the company strategically successful to meets its mission and seek maximum opportunities. British Airways mainly deals in aviation services where it mainly targets two main groups which are segmented on the ground on their social culture and status (Bachelor's thesis, University of Twente). Individuals and business groups are the two main categories that allow the company to serve both of them with great efficiency.  At Individuals Groups the Company focuses on people transportation where narrow down the segmentation process to business person mainly whereas, business groups focus on commercial transportations such as cargo services. This helps the company to target a major audience in the market and oriented to become the leading aviation company. This is necessary for the company to have different more segmentation for the targeted audiences on the ground of demographics where the company segregates the audience based on social cultures (Wang et al, 2018).  The company deals in various domestic locations and more than 70 international destinations which gives the company a competitive advantage.  From in customers, Perspective Company is very focused to retain its valuable customers.  Building a strong relationship with customers allows them to generate maximum revenue in each class of aviation services.  Through various programs such as individuals’ services programs helps to develop the sense of status in the mind of customers (Wang et al, 2018).  At present company have almost 25 million loyal members who are connected with British Airways for so long.
Marketing strategy can be based on various aspects such as the location of the company, products or services provided by the firm, or promotional activities etc.  In that case, it is a must to have a marketing strategy that meets all the requirement of a company to achieve its objectives.  The marketing mix is a framework that focuses on 4Ps to allow the company to penetrate the market and make a presentation effectively (Išoraitė, 2016).  The mission of British Airways is similar to the objective of these frameworks that is to lead the market.  The framework drives the marketing advantages to the company by providing adequate information about the market environment.  The company must have a position in the market to execute its marketing strategy. The product of the British Airways is divided into various categories to meet the needs and wants of every category of customers.  For instance, British Airways offers first-class services and low-cost services to their customers. This service enhances the experience of high-class customers and ensures the next trip with BA. The company has great benefits from this class as it charges high prices for luxury services.   One of the important categories of British Airways is premium customers who love to travel in business-class services which is the most expensive and luxurious class of the aircraft (Išoraitė, 2016).  The company serves international flights to more in more than 70 countries.  Marketing mix always assists the company to have good locations for services where British Airways seems very successful in that. 
It is suggested to the company that they should emphasize more on the marketing mix strategy as it will help in improving the quality of services and will also help in increasing the customers of the company. The company should also analyze its strengths and weaknesses as it will help in creating a deep understanding of the internal factors of the company and it will be beneficial in overcoming future threats that can affect the company. 
The essay is about the marketing strategy for British Airways which has been described by the strategic planning to target the audience and meet its missions. The aviation industry is not very competitive but needs adequate services with high safety measures.  Apart from the above discussion, safety is another important factor to make the company successful to lead the market.  Many airline companies failed to maintain the standard services and safety measures, where British Airways could separate itself by providing high-class services at standard prices.  BA passengers are very choosy to the quality of its services that puts the burden on the company’s staff to maintain quality services at low prices. The company should take it as a challenge which has enormous benefits to its growth.
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