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[bookmark: _Toc90629303]Introduction
There is considerable interest in marketing than ever recorded before. When a business is faced with increased competition, it recognizes that its primary purpose should be to anticipate and serve its consumers' needs and demands. If they fail, dissatisfied customers will seek out a competitor. Hence, successful marketing is critical for the majority of organizations. Marketing is not synonymous with advertising or a 'smart' technique to sell products. While selling and advertising are crucial marketing tools, marketing entails much more. It encompasses practically all of the actions that occur throughout the exchange process to bring the sellers and buyers closer together. Numerous personnel within an organization contribute to accomplishing this aim. For example, one of the primary duties of marketing is to discover a 'niche in the market' or the unsatisfied requirements and desires of customers (Davis, 2017). Once the marketer understands the particular interests of his target market, he may appeal to them with the appropriate product and an acceptable price, communication, and distribution approach. The more precisely customized the marketing mix is to the customer's demands, the higher the likelihood of success in the competitive market. This paper has three objectives: the first one is to bring to the fore the process and stages of marketing, the second is to examine the role of the marketing environment, and third is to establish how British Airways segment, target, and position its market as well as its marketing mix strategies.
[bookmark: _Toc90629304]Definition of marketing
According to Davis (2017), marketing is the function of an organization responsible for determining the needs of consumers, defining the product and its pricing, informing the client about the product, and organizing its delivery while also ensuring that organizational goals are satisfied. Marketing is just a more civilized sort of war in which most battles are won by the use of ideas, words, and disciplined reasoning. Marketing is a process that spans the whole organization, encompassing every employee and every department.
[bookmark: _Toc90629305]Process and stages of marketing
 	Marketing processes bear significant responsibility for directing the overall marketing strategy. In the marketing process, you must first choose which clients within your target population you will service via market segmentation and then position your items to those targeted customers. Nonetheless, to ensure the most successful and beneficial marketing procedure, you need to include marketing research, design, methods of execution, and assurance. The marketing process comprises four critical elements that culminate in a successful marketing campaign (Kotler and Keller, 2016). These stages are as follows:
[bookmark: _Toc90629306]Analyzing marketing opportunities
The marketing process begins with analyzing market opportunities and using these opportunities to meet client needs to get a competitive edge. Marketing research is a critical component of every marketing strategy. Market research enables a business to obtain information about its consumers, rivals, and environmental conditions to identify market opportunities (Kotler and Keller, 2016). After analyzing market prospects, current marketing practice dictates segmenting the market into main market categories, assessing each segment, and choosing and targeting the market sectors in which the organization can excel.
[bookmark: _Toc90629307]Selecting Target Markets
	Segmentation of the market may assist businesses in defining and comprehending their targeted customers and ideal clients. To a marketer, this enables to find the optimal market for particular items and therefore more effectively target the market. Market segmentation generates sections of a market based on requirements, similar interests, demographics, priorities, and other behavioral or psychographic factors used to understand how to communicate. Market targeting is the practice of assessing the attractiveness of each market sector and choosing the one to penetrate. A corporation should focus its efforts on areas that provide the most customer value and can sustain that value over time. Market positioning is an effort to influence customers' perceptions of a brand or product in comparison to competing products or brands (Kotler and Keller, 2016). Its objective is to carve out a unique, distinguishing, and advantageous position in customers' eyes.
[bookmark: _Toc90629308]Creating a Marketing Mix
A marketing mix is a group of controlled marketing factors that a corporation uses to elicit the appropriate response from a target market. These elements are sometimes referred to as the "four Ps," which stand for Product, Promotion, Place, and Price. The marketing mix concept may be used to assist in determining the best strategy for bringing a new product to market. Additionally, it may be utilized to evaluate your current marketing plan (Londhe, 2014). Whether you're exploring a new or current offer, the methods outlined below can assist you in defining and optimizing your marketing mix.
[bookmark: _Toc90629309]Organizing and Managing Marketing Efforts
The organization seeks to define and implement the marketing mix which will effectively accomplish its goals in target markets during this stage. This includes four marketing management objectives (Drucker, 2012).
Analysis: the Company's markets and marketing landscape must be analyzed to identify appealing opportunities and prevent environmental risks. It must conduct research of the Company's strengths and weaknesses and current and potential marketing actions to find the best opportunities to advance.
Strategic planning: strategic planning determines what it intends to accomplish with each business segment. Marketing planning involves determining marketing tactics that will aid the business to achieve its overriding strategic objectives. Each firm, product, or a brand needs a specific marketing strategy.
Implementation: it is the way of converting marketing strategy into marketing actions to accomplish strategic marketing objectives. Implementation entails regular activities that put the marketing plan into action successfully.
Control: it is the activity of reviewing and evaluating the success of marketing programs and taking appropriate steps to ensure that goals are reached. The marketing process is an effective technique for businesses to understand better the market, their consumers' requirements, and desires. This enables businesses to develop a strategy for bringing products to market that meet those needs, develop a marketing program that delivers superior value, establish profitable relationships, and satisfy customers.
[bookmark: _Toc90629310]The role of the marketing environment and other situation analysis models
[bookmark: _Toc90629311]Marketing Environment
The marketing environment may be characterized as the combination of internal and external aspects that impact the organization every day and affect its marketing approach and other operations. These aspects may be classed as macro, micro, and promotional strategies environmental variables, with some being under the firm's management and others, such as government legislation and technological advancements, being out of the control of an organization (Shaw, 2016). The Company's management plans and strategizes its marketing efforts in response to both favorable and bad variables impacting its business.
[bookmark: _Toc90629312]Role the of Marketing Environment
[bookmark: _Toc90629313]Crucial for planning
	It is vital for management to understand the marketing environment's role since it assists in planning business operations such as the kind and qualities of new products and services to be introduced to the market. Additionally, it assists in developing various promotional and marketing strategies that fit the Company's offerings with the present marketing environment. It is critical to pay great attention to the Marketing Environment's Importance. While management has influence over certain aspects, such as budgets and internal corporate regulations, other external and macro factors, such as changing government laws and the political landscape, do not (Fifield, 2012). As a consequence, corporate operations and strategies must be established in accordance with the dynamic marketing environment.
[bookmark: _Toc90629314]Customers recognition
The second point on the Importance of Marketing Environment checklist is that the business better understands the precise demands and requirements of both current and future clients. The different aspects that affect the marketing environment, such as political influences, technological breakthroughs, growth in the market share of competitors' brands, and government regulations and policies, all impact the customer's tastes and preferences. Even the most devoted clients may abandon their preferred brand in favor of the goods and services provided by rivals when their preferences evolve (Fifield, 2012). As a result, placing a premium on the marketing environment enables the business to maintain existing clients while attracting new ones.
[bookmark: _Toc90629315]Utilize emerging developments
Business is known for its instability, as the dynamics continually vary and develop rapidly in response to changes in government laws and policies, the rise of rivalry from local and worldwide firms, and customers selecting for new and innovative trends in the market (Fifield, 2012). The brand must detect, tap into, and embrace new trends to stay relevant and consistent in the face of evolving circumstances.
[bookmark: _Toc90629316] 	Monitor threats
According to Wilson and Gilligan (2012), by concentrating on the relevance of the marketing environment, a company may keep a careful check on factors that might have a negative impact on its business operations and act as a hurdle to growth and success. The brand must be vigilant for threats such as increasing competition in the market, pricing fluctuations, changing consumer preferences, and other socioeconomic issues.
[bookmark: _Toc90629317]Emphasize the possibilities
There are numerous and fruitful opportunities that accompany the threats associated with business. Wilson and Gilligan (2012) also observed that by taking a closer look at the significance of business environment, a business organisation can leverage opportunities such as favorable changes in government laws and policies and technological advancement to achieve desired objectives and goals. 
[bookmark: _Toc90629318]Recognize the existence of competition
A business can endure and succeed in a competitive environment if it pays attention to its business rivals. Accordingly, a business can plan what it want to offer and position itself in the market if it examines and understands the qualities and nature of their products, the kind of customer service it provides, the promotional and marketing strategies the use, its price strategy, and the necessary steps to retain customers (Wilson and Gilligan, 2012). 
[bookmark: _Toc90629319]Contributes to the development strategy
A business can develop various business strategies by concentrating on the role of the marketing environment. Examples of business strategies include identifying the unique features of its product, determining competitive pricing and distribution networks. It also includes devising an appealing message for advertisement in radio, print media, television, and social media (Fifield, 2012).
[bookmark: _Toc90629320] Innovation
The availability of modern and innovative technologies and favorable government policies such as relaxed tax regulations provides a business with an opportunity to offer novel products and services to its customers more so in a competitive business environment. 
[bookmark: _Toc90629321]Role of SWOT analysis in marketing
[bookmark: _Toc90629322]Identifying Business Strengths
The strengths segment is an excellent approach to discover areas of competence and competitive advantages. These results may serve as a foundation for developing services that will be given to customers to bolster sales presentations (Omer, 2018). SWOT analysis assists marketers in ascertaining what differentiates their firm from others and profiting from these insights.
[bookmark: _Toc90629323]There is room for improvement
Similar to how the "S" category assists marketers in identifying what they can offer to a customer, the "W," or weaknesses, segment helps marketers identify areas for improvement inside the business. Weaknesses are often considered internal, but external issues, referred to as threats, fall under a distinct scope of SWOT analysis (Omer, 2018). Tracking vulnerabilities make it possible to identify gaps in a company, unnecessary costs, and other simple remedies.
[bookmark: _Toc90629324]Profit Growth Possibility
After identifying the business's strengths and weaknesses, the marketer may apply the SWOT analysis to optimize earnings. Strengths and weaknesses are internal characteristics of a firm, while opportunities are often seen as external prospects for development. Opportunities may take many forms, including uncovering unmet customer demands that no other firm addresses (Omer, 2018). A marketer who identifies new possibilities that align with the business's capabilities will generate new income streams for the enterprise.
[bookmark: _Toc90629325]External Challenges
As critical as identifying strengths and possibilities is identifying external risks that might jeopardize a business's success. While these issues cannot always be avoided, doing a SWOT analysis can assist the organization in anticipating potential difficulties (Omer, 2018). By detecting dangers, marketers may avoid classic startup blunders, such as positioning a product in a crowded market or joining an area with political or economic constraints.
[bookmark: _Toc90629326]Role of PESTEL analysis in marketing
	The PEST study considers the external environment. Each criterion contains aspects such as the legislation, the physical surroundings, and maybe even the population's mores and ethics. Those doing business in a foreign nation would find the analysis's findings incredibly useful. Information may help assess if a corporation should expand or consolidate inside its bounds. As legislative barriers fall throughout the globe, businesses are exploring previously untapped areas. The PEST study may assist in determining if a nation or a market has the potential for a lucrative enterprise (Shatskaya et al., 2016). 
[bookmark: _Toc90629327]Segmentation, targeting, positioning, and marketing mix strategies in British Airways
[bookmark: _Toc90629328]Market segmentation
Segmentation is described as "the process of dividing the whole market for a particular product into several submarkets." There are three different degrees of segmentation: mainstream marketing, segment marketing, and specialized marketing.
The term "mass marketing" refers to the practice of attempting to sell to a large variety of consumers. Mass marketing refers to producing a single flight plan for all passengers in the airline business. While mass marketing may save firms money, it fails to meet the particular requirements of some groups of individuals. On the other side, Segment marketing refers to categorizing clients based on some shared characteristics in general and their specific needs and desires in particular (McDonald, 2012). Segment marketing is the most prevalent marketing used by many airline firms, including British Airways. Niche marketing is concerned with a tiny segment of the population whose requirements are not being met adequately (Lange et al., 2015). For example, in the airline business, niche marketing may include the provision of private planes for a rental by wealthy individuals for domestic and international travel.
[bookmark: _Toc90629329]Targeting
Targeting can be carried out using various means, including focusing on one market by introducing a single product, choosing to target a unique market segment by introducing distinct goods, introducing a collection of goods to a single market niche, introducing a diverse collection of goods to the entire market, and introducing a single product to many market segments (McDonald, 2012).  British Airways pursues a strategy of single-segment focus marketing by delivering four distinct service packages to different consumer groupings (Lange et al., 2015). British Airways specifically targets four consumer categories with its four service tiers: first class, executive, economy, and premium, as shown below.
	
Segmentation bases
	Target segment

	
	 First class
	Executive club
	Economy
	Premium

	
Geographic
	
Age
	Old age, middle age
	Old age, middle age
	Middle age, teenagers, old age, kids
	Middle age, teenagers

	
	Region
	Selected international flights
	Europe, overseas flights 
	
	Selected overseas flights

	



Demographic
	Density
	Urban
	Urban
	Rural and urban
	Rural and urban

	
	Gender
	Male, female

	
	Occupation
	Business professionals
	Business professionals
	Salaried, students
	Salaried, students

	
	Income
	High
	High
	Low
	Medium

	
	Education
	Masters level
	Masters level
	Bachelors, high school
	Technical and bachelors

	
	Family size

	Newly married
	Newly married
	Joint families
	Nuclear families

	
	Social
status
	High
	High
	Low, middle
	Low, Middle


	Psychographic
	Personality
	Ambitious
	Determined
	Easygoing
	Easygoing

	
	Lifestyle
	Achievement oriented
	Achievement oriented
	Moderate oriented
	Moderate oriented

	

Behavioral
	Occasions
	Business trip, honeymoon
	Business trip
	Regular trip
	vacation

	
	Attitude
	Enthusiastic 
	Positive enthusiastic
	Indifferent
	Indifferent positive

	
	Benefits
sought
	Luxury
	Convenience, luxury
	Affordability
	Value

	
	User status

	Regular traveler, first timer
	Regular traveler, first timer
	Regular traveler
	Regular traveler

	
Tourism and Travel industry base
	Trip descriptors
	Business, honeymoon
	Business
	Regular trip
	Recreational

	
	Customer
image
	Highly positive
	Positive
	Neutral
	Neutral to positive

	
	Customer expectations
	High
	High
	Low 
	Medium


Table 1: Customer target segment (Source: Stevens, Loudon and Wrenn, 2012)
[bookmark: _Toc90629330]Positioning 
Market positioning is a systematic procedure that is employed to develop a brand's or product's image in the mind of a customer achieved through the marketing mix. There are eight primary classifications of positioning, and the following table summarizes each category:
	Types of positioning
	Detail

	Stop gap
	Investing in unprofitable brand expecting good fortunes in the long term

	Defensive
	Used by market leaders to introduce extra brand in the same industry so as to prevent other players from joining the market

	Adaptive
	Repositioning of services to suit current demands

	Imitative
	Copying practices from other players in the industry

	Anticipatory
	Positioning services or products that have a low turnover expecting their fortunes to improve in the future

	Standby
	Positioning services or products in expectation of changes in the market

	Multi-segment
	Exploitation of more than one market with different services or products at the same time

	Mono-segment
	Positioning a service or product to a single customer


Table2: Types of positioning (Source: Stevens, Loudon and Wrenn, 2012)
The marketing mix's four primary components are product, pricing, place/location, and promotion; British Airways positions each of these components as follows (Lange et al., 2015):
The product aspect of the marketing mix refers to the service of flying and the consumables eaten during the journey. Economy class services feature little room and food, while other classes offer varying degrees of comfort.
	British Airways' pricing approach varies according to client category. Economy class is the least expensive; further comfort is available in Premium Economy, Executive, and First class. British Airways' pricing strategy is influenced by several specific aspects, including residual value, the price point, and the structure of discounts.
	The place factor refers to the place of a product or service's acquisition in the marketing mix. British Airways' services are primarily sold through online sales channels and independent and corporate travel agencies.
	British Airways' promotional aspect of its marketing mix is related to its newest motto, "One World," which serves as a reminder of its worldwide presence. British Airways markets its products and services via various channels, including advertising in the media, public relations and events, and funding of charities and other activities. British Airways' marketing approach appeals to the entire client categories listed above. For instance, British Airways' brand image has significantly enhanced due to its sponsorship of the London 2012 Olympics and the Paralympics Great Britain squad in the 2008 Beijing Olympics.
[bookmark: _Toc90629331]
Conclusion
Marketing does not begin with a novel concept or a revolutionary product. It all starts with customers - they are the individuals who, via their purchases of products and services, contribute to the business's success, which is why effective marketing can define a company's success and improve the lives of its consumers. As shown in this article, marketing is not a discrete advertising campaign or transaction but a continual process of producing value for consumers and addressing their demands. By managing and adjusting the marketing mix's four primary variables, identifying suitable customers (targeting and segmentation), and incorporating the intended image of service or brand in the minds of customers, marketers establish a steady market position for brands or products. Marketing refers to the requirement to successfully target diverse segments of the customer population, enabling service or product to be more accurately positioned, translating into a firm operating more efficiently and thoroughly exploiting its available possibilities. 
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