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1. [bookmark: _Toc224413535]Introduction

[bookmark: _Toc224413536]1.1 Overview of British Airways
British Airways (BA) was established in 1974 following the merger of British Overseas Airways Corporation (BOAC) and British European Airways (BEA). It is the United Kingdom’s flag carrier and operates primarily from London Heathrow. The airline is part of International Airlines Group (IAG) and serves more than 200 destinations worldwide. With over 30,000 employees globally, British Airways remains one of the largest and most recognisable airlines in Europe (British Airways, 2024).

[bookmark: _Toc224413537]1.2 Market Position and Competitors
As a full-service legacy carrier, British Airways operates in a highly competitive aviation market. The airline competes with low-cost carriers such as Ryanair and easyJet on short-haul routes, while also facing competition from major European airlines including Lufthansa and Air France-KLM on long-haul services.
The UK aviation market is one of the busiest in Europe, with major airports such as Heathrow handling millions of passengers each year (Civil Aviation Authority, 2024). This creates strong commercial opportunities for airlines but also increases operational complexity and competitive pressure.

[bookmark: _Toc224413538]1.3 Key Consumer and Industry Trends Affecting British Airways
Several consumer and industry trends currently influence the aviation sector and directly affect organisations such as British Airways.
One important trend is the increasing digitalisation of airline services. Airlines are investing in mobile applications, automated check-in systems and digital communication tools in order to improve operational efficiency and customer convenience (IATA, 2023). Passengers increasingly expect real-time travel information and seamless digital interactions throughout their journey.
Customer expectations have also changed significantly in recent years. Travellers now expect faster communication, transparent pricing and reliable service across all stages of the travel experience. As a result, customer experience management has become a critical competitive factor within the aviation sector (Lemon and Verhoef, 2016).
At the same time, the airline industry faces growing operational and environmental pressures. Airlines must manage frequent operational disruptions while also improving sustainability performance. The UK government’s Jet Zero strategy aims to achieve net-zero aviation emissions by 2050, which requires airlines to invest in more efficient technologies and operational practices (Department for Transport, 2022).
These industry and consumers trends highlight the increasing importance of innovation within the aviation sector.
[image: ]
Figure 1: British Airways Digital Interface and Mobile Boarding Process (Source: AviaTech Channel, 2024).

[bookmark: _Toc224413539]1.4 Structure of the Report
The purpose of this report is to critically evaluate British Airways’ current approach to innovation and customer experience management. Part One applies the Innovation Ambition Matrix and Customer Journey Mapping to assess how innovation is distributed across the organisation and how effectively it supports the passenger experience. Part Two proposes a targeted digital transformation initiative aimed at improving disruption management and enhancing customer satisfaction, operational resilience and overall business performance.


[bookmark: _Toc224413540]2. Part One: Analysis of British Airways’ Current Innovation and Customer Experience
After outlining the competitive and operational context in which British Airways operates, it is necessary to look more closely at how the airline currently manages innovation and how this affects the passenger experience. In an industry shaped by cost pressure, digital transformation and increasing customer expectations, innovation is not only about improving efficiency but also about ensuring long-term adaptability (Verhoef et al., 2021).
This section therefore evaluates British Airways’ innovation strategy using the Innovation Ambition Matrix in order to understand how innovation is distributed across the organisation. It then applies Customer Journey Mapping to examine how these strategic priorities translate into the actual passenger experience. Together, these frameworks help assess whether British Airways’ current innovation priorities effectively support both operational performance and passenger satisfaction.

[bookmark: _Toc224413541]2.1 Innovation Ambition Matrix at British Airways
The Innovation Ambition Matrix categorises innovation into three levels: core, adjacent and transformational (Nagji and Tuff, 2012). The model is particularly useful in sectors such as aviation, where firms must balance operational reliability with longer-term strategic change. In an environment shaped by digitalisation, sustainability pressures and operational disruption, this balance becomes increasingly important (Verhoef et al., 2021).
Applying this framework to British Airways allows a clearer understanding of how innovation is prioritised within the organisation and whether the airline’s current approach supports long-term competitiveness.
[bookmark: _Toc224413542]2.1.1 Core Innovation
Core innovation focuses on improving existing services, processes and products within the current business model. In the case of British Airways, this is the most visible form of innovation. The airline has invested in fleet modernisation, cabin refurbishment and digital system upgrades, including booking platforms and mobile check-in services (British Airways, 2024).
Fleet renewal is particularly relevant in the current context. Newer aircraft reduce fuel consumption and emissions, which contributes to both cost efficiency and sustainability targets (International Civil Aviation Organization, 2022). Given the capital-intensive nature of aviation and the volatility of operational costs, incremental operational improvements can have a significant financial impact (Civil Aviation Authority, 2024). Core innovation therefore supports reliability, efficiency and short-term resilience.
However, while sustaining innovation strengthens existing operations, it does not fundamentally change how value is created. Research suggests that organisations that focus predominantly on incremental improvement may struggle to adapt to structural shifts in technology and customer expectations (Teece, 2018).
[bookmark: _Toc224413543]2.1.2 Adjacent Innovation
Adjacent innovation extends existing capabilities into related areas. At British Airways, this can be seen in digital customer engagement initiatives and loyalty programme integration within the IAG group. These developments build on established systems while expanding customer interaction and retention.
The wider airline industry increasingly relies on data-driven engagement strategies to strengthen competitiveness (International Air Transport Association, 2023). In this sense, British Airways’ adjacent innovation supports improved customer interaction. However, these initiatives remain closely linked to the traditional airline model and do not significantly alter operational coordination or disruption management.
Adjacent innovation therefore strengthens the current structure rather than redefining it.
[bookmark: _Toc224413544]2.1.3 Transformational Innovation
Transformational innovation involves substantial change, often driven by new technologies or integrated digital systems. In aviation, this increasingly includes predictive analytics, proactive disruption management and real-time coordination across operational departments.
Digital transformation research highlights the importance of integrated data systems in improving resilience and customer responsiveness (Verhoef et al., 2021). At the same time, established organisations often face internal barriers when implementing large-scale change, including structural complexity and risk aversion (Warner and Wäger, 2019).
In the case of British Airways, while digital improvements are visible, there is limited publicly available evidence of fully integrated predictive systems that fundamentally change how disruption is anticipated and managed. Considering the operational challenges faced across the UK aviation sector in recent years (Civil Aviation Authority, 2024), a stronger emphasis on transformational digital capability may be required.
[bookmark: _Toc224413545]2.1.4 Overall Evaluation
Current innovation within British Airways appears strongly concentrated on core initiatives, with more limited investment in transformational innovation. While this approach supports operational stability, it may also limit the airline’s ability to respond to structural industry changes such as increasing digital integration and rising customer expectations (Verhoef et al., 2021). A more balanced innovation portfolio could therefore improve long-term strategic adaptability.
The implications of this imbalance become clearer when examining how passengers experience disruption across their journey. The following section therefore applies Customer Journey Mapping to analyse where innovation strengths and weaknesses are most visible. 

[bookmark: _Toc224413546]2.2 Customer Journey Mapping at British Airways
Following the Innovation Ambition Matrix analysis, which showed that British Airways focuses primarily on improving and refining its existing operations, this section examines how those strategic priorities are experienced across the passenger journey. While operational investment strengthens routine service delivery, it is equally important to assess how the airline performs across all stages of travel, particularly during disruption.
[bookmark: _Toc224413547]2.2.1 Introduction to Customer Journey Mapping
Customer Journey Mapping provides a structured way to analyse the end-to-end service experience from the customer’s perspective. Rather than focusing on isolated touchpoints, it evaluates how experience develops over time and how emotional responses evolve across stages (Lemon and Verhoef, 2016). In aviation, where services involve multiple interactions and high operational complexity, disruption at any stage can significantly influence overall satisfaction.
[bookmark: _Toc224413548]2.2.2 Current Costumer Journey 
To provide a clear overview, the table below maps the key stages of the British Airways customer journey, identifying major touchpoints, emotional responses, pain points and opportunities for digital improvement.




	Stage
	Customer Experience Description
	Key Emotions[image: Smiling face outline with solid fill]
	Touchpoints
	Pain Points
	[image: Bar graph with upward trend with solid fill]Opportunities for Digital Innovation

	Booking[image: Internet with solid fill]
	Customer researches and books a flight via the BA website or mobile application.
	Excitement and anticipation, combined with price sensitivity.
	Website, Mobile App, Call Centre
	Complex navigation and perceived pricing opacity.
	Clearer fare breakdown and simplified interface.

	Pre-Flight
	Customer prepares for travel, including check-in and baggage arrangements.
	Anticipation with uncertainty.
	Online Check-in, App Notifications, Email Updates
	Reactive communication regarding delays.
	Predictive alerts and integrated real-time updates.

	At the Airport
	Customer navigates check-in, security and boarding procedures.
	Anxiety and frustration during disruption.
	Check-in Desks, Security Checkpoints, Boarding Gates
	Congestion and inconsistent information flow.
	Improved coordination and proactive digital communication.

	In-Flight[image: Airplane with solid fill]
	Customer experiences seating, service delivery and onboard environment.
	Comfort when stable; dissatisfaction if delayed.
	Cabin Crew, In-Flight Entertainment
	Service variability and limited connectivity
	Enhanced digital personalisation.

	Arrival
	Customer disembarks and collects baggage.
	Relief or frustration depending on efficiency.
	Baggage Claim, Immigration
	Limited baggage visibility.
	Real-time baggage tracking integration.

	Post-Flight
	Customer reflects on the experience and may submit feedback or complaints.
	Satisfaction or disappointment depending on recovery.
	Customer Service, Surveys
	Customer-initiated complaint processes.
	Automated and proactive service recovery.


[bookmark: _Hlk223807361]Table 1: Customer Journey at British Airways
[bookmark: _Toc224413549]2.2.3 Analysis of the Customer Journey
The journey map indicates that British Airways performs reliably during normal operating conditions. The booking process is structured and functional, while the in-flight stage reflects continued investment in cabin standards and service delivery. These strengths are consistent with incremental innovation within the current business model, as identified in the Innovation Ambition Matrix.
However, the analysis shows that customer confidence is most vulnerable during disruption-sensitive stages. Emotional shifts are strongest at the airport and post-flight phases, particularly when delays or operational issues arise. Research demonstrates that customer evaluations are strongly influenced by how organisations manage service failures rather than by routine performance alone (Hogreve et al., 2019). Even when the core service remains strong, ineffective recovery processes can reduce overall satisfaction.
A recurring issue across the mapped stages is reactive communication. Passengers are typically informed once disruption has occurred rather than being guided in advance. In time-sensitive industries such as aviation, timely and transparent communication plays a central role in maintaining perceived fairness and trust (Mao et al., 2020). Earlier notification and clearer coordination could therefore reduce frustration and improve emotional stability during delays.
[bookmark: _Toc224413550]2.2.4 Key Insights and Innovation Opportunities
The analysis also highlights structural limitations in the post-flight stage. Although complaint procedures and compensation mechanisms are available, they often depend on customer initiation. Studies indicate that responsiveness and procedural fairness during recovery significantly influence loyalty and future purchase intentions (Blut et al., 2018). Introducing automated and proactive recovery processes could therefore strengthen long-term retention.
From a broader perspective, Service-Dominant Logic suggests that value is co-created through interactions between organisations and customers across multiple touchpoints (Vargo and Lusch, 2004). When coordination between operational systems and customer-facing platforms is limited, this process becomes less effective. The journey analysis suggests that British Airways performs well under stable conditions but demonstrates weaker coordination during disruption.
These findings highlight clear opportunities for digital innovation, particularly in improving proactive communication and operational coordination across the passenger journey.
Having identified disruption management and system integration as key weaknesses within the current customer journey, the next section proposes a targeted digital transformation initiative designed to improve proactive communication, operational coordination and long-term competitiveness.
[bookmark: _Toc224413551]3. Part Two: Proposed Digital Transformation Initiative
The analysis presented in Part 1 demonstrated that British Airways maintains strong operational capabilities and continues to invest in improving its existing services. However, the Customer Journey Mapping analysis also revealed that passenger experience can deteriorate during disruption events such as delays, gate changes or cancellations. These situations often generate uncertainty and frustration for passengers, particularly when communication is delayed or inconsistent.
[bookmark: _Toc224413552]3.1 Introduction
Within the airline industry, disruption management is a critical factor influencing passenger satisfaction and service perception. Studies show that passengers evaluate airline performance not only based on the flight itself but also on how effectively airlines manage operational disruptions and communicate with customers during these situations (Hogreve et al., 2019). As global air travel demand continues to increase, airlines face growing operational complexity, making effective communication and coordination increasingly important.
Digital transformation provides opportunities for airlines to integrate operational data with customer communication systems. Technologies such as predictive analytics and real-time data processing enable organisations to identify potential operational disruptions earlier and communicate relevant information to passengers more efficiently (Wamba et al., 2017). In response to the challenges identified in Part 1, this section proposes a Predictive Disruption Management System designed to improve proactive communication, reduce uncertainty during disruption events and enhance the overall passenger journey.

[bookmark: _Toc224413553]3.2 Identification of the Key Problem
Airline operations require complex coordination between aircraft scheduling, airport infrastructure, air traffic control and weather conditions. Because of this complexity, operational disruptions such as delays or cancellations are common within the aviation sector. These disruptions can significantly influence passengers’ perceptions of reliability and service quality (Cook, 2017).
The Customer Journey Mapping analysis conducted in Part 1 highlighted that the most significant negative customer experiences occur during the pre-flight and airport stages of the journey. At these stages, passengers frequently experience uncertainty regarding departure times, gate changes or alternative travel arrangements. In many cases, passengers receive updates only after arriving at the airport or shortly before boarding.
This reactive communication approach creates a gap between operational information and passenger awareness. When passengers are not informed early enough about delays or operational issues, frustration and dissatisfaction increase. Research in service management suggests that customers often judge service quality based on how organisations respond to service failures rather than on the failure itself (Hogreve et al., 2019).
At the same time, the aviation industry is experiencing continuous growth in passenger demand. According to the International Civil Aviation Organization, global passenger traffic is expected to increase steadily over the coming decades, placing additional pressure on airline operational systems (ICAO, 2023). As airline networks become more complex, disruptions may become more frequent and more difficult to manage.
These developments suggest that the main challenge for British Airways is not necessarily the occurrence of disruptions themselves but rather how effectively these disruptions are communicated and managed across the passenger journey. Improving coordination between operational data systems and passenger communication channels therefore represents a significant opportunity for digital innovation.
British Airways’ current digital systems do not always provide smooth updates during operational disruptions, which can create frustration for passengers. A systems thinking approach helps organisations identify the deeper causes of complex problems rather than focusing only on the symptoms (Checkland and Poulter, 2006).
In this situation, passenger dissatisfaction largely results from the separation between operational systems and customer-facing platforms. This gap creates an information imbalance, where the airline holds important operational data that passengers do not receive in real time. As a result, trust can decline and Net Promoter Score (NPS) performance may fall during service disruptions.

[bookmark: _Toc224413554]3.2.1 Causal Mapping Analysis
To better understand the systemic nature of these issues, a causal mapping analysis was conducted. Causal mapping helps illustrate how organisational and technical factors interact to influence customer experience outcomes (Ackermann and Eden, 2011). The causal map below shows how system fragmentation and reactive communication can create a chain of effects that ultimately affect passenger trust and service perception.
	Root Cause
	Intermediate Effect
	Impact on Customer

	Legacy data silos - flight operations systems and customer apps are not fully integrated
	Information asymmetry -passengers receive updates later than staff or external sources
	Loss of trust and higher passenger anxiety

	Reactive communication processes - alerts sent only after delays occur
	Operational congestion - passengers seek information at service desks
	Lower perceived reliability

	Limited integration between operational data and customer platforms
	Delayed or inconsistent information across touchpoints
	Higher dissatisfaction and lower Net Promoter Score (NPS)

	Manual disruption management processes
	Increased staff workload and slower response times
	More complaints and compensation claims


Table 2: Causal Map of Disruption Communication Issues
The causal map highlights a reinforcing cycle in which weak system integration leads to reactive communication and reduced passenger confidence. Causal mapping helps identify leverage points where innovation can create strategic impact (Bryson et al., 2004). These findings suggest that effective digital transformation must strengthen integration between operational data and customer-facing platforms to improve trust and communication (Wiesböck and Hess, 2020).
[bookmark: _Toc224413555]3.3 Proposed Digital Transformation Initiative
To address these challenges, an ideation stage based on Design Thinking principles was carried out, focusing on proactive rather than reactive solutions. The proposed initiative is a Predictive Disruption Management System. Using machine learning and real-time operational data, the system can identify potential disruptions before they occur (Brown, 2008). This approach shifts the airline’s role from simply providing a service to acting as a proactive travel partner that supports passengers even during unexpected delays. 
Predictive disruption management systems use advanced data analytics and machine learning to analyse large volumes of operational data in real time. These technologies enable organisations to identify patterns and anticipate potential disruptions before they occur, supporting better operational decisions and more effective passenger communication (Wamba et al., 2017). In the aviation sector, predictive analytics can improve coordination between operational systems and customer-facing communication platforms.
Research shows that predictive analytics and artificial intelligence are increasingly used to support faster decision-making and improve organisational responsiveness (Davenport and Ronanki, 2018). Within the airline industry, digital analytics tools are becoming important for strengthening operational resilience and improving passenger experience.
For British Airways, the proposed system would integrate several operational data sources, including aircraft scheduling systems, weather forecasting data, airport congestion information and aircraft maintenance records. By analysing these data streams simultaneously, the system could identify early signals of potential delays or operational disruptions.
When a disruption risk is detected, the system would automatically notify passengers through digital channels such as the British Airways mobile application, SMS alerts or email notifications. For instance, if weather conditions or airport congestion are likely to cause delays, passengers could receive information before arriving at the airport.
Providing earlier travel updates allows passengers to adjust their plans and reduces uncertainty during disruption events. Proactive communication has been shown to improve passengers’ perceptions of fairness and service quality during delays (Teichert et al., 2020).
Overall, the Predictive Disruption Management System aims to improve coordination between operational data and passenger communication, creating a more responsive and resilient service experience.
[bookmark: _Toc224413556][bookmark: _Hlk223807398]3.4 Enhanced Customer Journey
[bookmark: _Hlk223807445]Customer Journey Mapping is widely used as a tool for analysing the complete service experience from the customer’s perspective. Rather than focusing on individual interactions, the approach evaluates how customer experiences develop across multiple stages of the service process (Lemon and Verhoef, 2016).
In airline services, the passenger journey includes several stages, beginning with the booking process and continuing through pre-flight preparation, airport procedures, the in-flight experience and post-flight interactions. Disruptions occurring at any stage of this journey can significantly influence passengers’ perceptions of the overall travel experience.
The proposed Predictive Disruption Management System aims to improve the passenger journey by introducing earlier communication and greater transparency during disruption events. By providing passengers with real-time information and proactive updates, the system can reduce uncertainty and allow travellers to make informed decisions throughout their journey.
	Stage
	Current Experience
	Enhanced Experience
	Expected Benefit

	Booking
	Limited visibility of possible delays
	Predictive alerts during booking
	Better travel planning

	Pre-Flight
	Late delay notifications
	Early digital alerts
	Reduced uncertainty

	Airport
	Inconsistent information
	Real-time updates via mobile app
	Improved awareness

	In-Flight
	Limited connection updates
	Digital connection alerts
	Better coordination

	Arrival
	Limited baggage visibility
	Baggage tracking updates
	Increased transparency

	Post-Flight
	Reactive complaint process
	Automated support and compensation
	Faster recovery


Table 3: Enhanced Customer Journey Mapping 
Improving coordination across these stages is essential for strengthening passenger satisfaction. Research indicates that customer experiences are shaped by the entire service journey rather than by isolated service encounters (Lemon and Verhoef, 2016). By providing earlier information and more consistent communication, British Airways could significantly improve passengers’ perception of reliability and service transparency.

[bookmark: _Toc224413557]3.5 Strategic Value for the Organisation
The implementation of a Predictive Disruption Management System could generate several important strategic benefits for British Airways.
First, improved communication during disruption events could increase customer satisfaction and loyalty. Transparent and timely communication reduces passenger frustration and strengthens trust in the airline’s reliability (Hogreve et al., 2019).
Second, the system could improve operational efficiency by reducing the volume of customer enquiries during disruption events. When passengers receive clear information through digital channels, customer service teams can focus on resolving complex service issues rather than responding to routine information requests.
Third, the initiative could strengthen competitive advantage within the airline industry. In highly competitive markets, service reliability and communication transparency play an important role in shaping passengers’ airline choice (Wirtz and Zeithaml, 2018).
Finally, the proposed initiative aligns with broader digital transformation trends in aviation, where airlines increasingly use data analytics and artificial intelligence to improve operational resilience and passenger experience (Buhalis, 2020).
However, the success of this digital transformation depends on British Airways’ ability to integrate existing legacy systems with modern AI technologies. Excessive automation may risk reducing the human element of service, which remains important for premium passengers (Liedtka, 2018). For this reason, the system should support rather than replace human interaction, ensuring that technology strengthens customer relationships rather than weakening personal connection. 

[bookmark: _Toc224413558]3.6 Measuring Success (KPIs)
To evaluate whether the proposed Predictive Disruption Management System delivers measurable improvements, British Airways must monitor a combination of customer experience, operational and financial performance indicators. Key Performance Indicators (KPIs) help organisations measure whether strategic initiatives generate tangible improvements in service quality and operational efficiency (Parmenter, 2020).
Monitoring multiple indicators is particularly important in the airline industry, where operational performance and customer satisfaction are closely interconnected.
[bookmark: _Toc224413559]3.6.1 Customer Satisfaction Score (CSAT)
Customer Satisfaction Score (CSAT) measures how satisfied customers are with a particular service interaction or experience. It is typically collected through short surveys asking passengers to rate their experience after a service event (Lemon and Verhoef, 2016).


	Element
	Application to British Airways

	KPI
	Customer Satisfaction Score (CSAT)

	Measurement Method
	Post-flight survey distributed through the British Airways mobile application or email

	Application to Initiative
	Measures passenger satisfaction with disruption notifications and communication clarity

	Expected Outcome
	Higher satisfaction levels during disruption events


Table 4: CSAT Application
CSAT is particularly useful in this context because it allows British Airways to measure whether passengers feel better informed and supported when disruptions occur. Improvements in CSAT scores would indicate that proactive communication reduces passenger frustration.
[bookmark: _Toc224413560]3.6.2 Net Promoter Score (NPS)
Net Promoter Score measures customer loyalty by evaluating how likely customers are to recommend a company to others. The metric is calculated based on customer responses to the question: “How likely are you to recommend this company to a friend or colleague?” (Reichheld, 2003).
Table: NPS Application
	Element
	Application to British Airways

	KPI
	Net Promoter Score (NPS)

	Measurement Method
	Passenger survey asking likelihood of recommending British Airways

	Application to Initiative
	Measures whether improved disruption management increases passenger loyalty

	Expected Outcome
	Higher recommendation rates and stronger brand loyalty


Table 5: NPS Application
Improved disruption communication can significantly influence passengers’ overall perception of the airline. If passengers feel well informed during delays, they are more likely to recommend the airline despite operational disruptions.
[bookmark: _Toc224413561]3.6.3 Operational Response Time
Operational response time measures how quickly an organisation responds to service disruptions once they are identified. In airline operations, faster response times can significantly improve passenger experience during delays (Cook et al., 2017).
	Element
	Application to British Airways

	KPI
	Disruption Response Time

	Measurement Method
	Time between disruption detection and passenger notification

	Application to Initiative
	Measures how quickly predictive analytics communicates disruption alerts

	Expected Outcome
	Faster disruption communication


Table 6: Operational Response KPI 
Reducing response time is a key objective of the proposed Predictive Disruption Management System. Earlier communication allows passengers to adjust travel plans and reduces uncertainty at the airport.
[bookmark: _Toc224413562]3.6.4 Customer Service Enquiry Volume
Customer service enquiry volume measures the number of passenger enquiries related to delays or operational disruptions.
	Element
	Application to British Airways

	KPI
	Customer Enquiry Volume

	Measurement Method
	Number of disruption-related enquiries received by customer service teams

	Application to Initiative
	Measures whether proactive digital communication reduces passenger enquiries

	Expected Outcome
	Reduced workload for customer service teams


Table 7: Customer Enquiry KPI
If passengers receive clear information through digital channels, fewer passengers will need to contact customer service representatives. This allows airline staff to focus on more complex service recovery tasks (Lemon and Verhoef, 2016).
Together, these KPIs allow British Airways to evaluate whether the Predictive Disruption Management System improves both customer experience and operational performance. Customer experience indicators such as CSAT and NPS measure passenger perceptions of the service, while operational metrics evaluate how efficiently disruptions are managed.
Monitoring these indicators ensures that the digital transformation initiative generates measurable improvements across the passenger journey and supports long-term competitiveness.
[bookmark: _Toc224413563]4. Conclusion
This report critically evaluated British Airways’ current approach to innovation and customer experience management within the context of the UK aviation industry. The Innovation Ambition Matrix analysis demonstrated that the airline primarily focuses on core innovations aimed at improving existing services and operational efficiency. While these incremental improvements support reliability and operational performance, the analysis also highlighted limitations in addressing disruption management and proactive customer communication.
The Customer Journey Mapping exercise further illustrated that passenger satisfaction is most vulnerable during disruption-sensitive stages of the journey, particularly at the airport and post-flight phases. These findings indicate that although British Airways maintains strong service standards during normal operations, greater integration between operational systems and customer communication platforms is required to improve the passenger experience during uncertainty.
To address this gap, the report proposed the implementation of a Predictive Disruption Management System. By integrating operational data sources and predictive analytics, the initiative would allow the airline to anticipate potential disruptions and communicate earlier and more transparently with passengers. The enhanced customer journey demonstrates how proactive digital communication could reduce uncertainty, improve service recovery and strengthen customer trust.
Overall, the proposed digital transformation initiative supports British Airways’ long-term competitiveness by improving operational resilience, enhancing customer experience and strengthening passenger loyalty. In an increasingly digital and competitive aviation environment, organisations that successfully integrate predictive technologies into their service operations are better positioned to deliver consistent and reliable customer experiences.
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