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This report reflects the customer relationship management and quality process in the British Airways company. British Airways is the leader of the airline market in UK, but in recent years, due to the huge increase in competition in this field, the company has seen a decline in its market share.

Report Outline
  In this report, I will focus on elements of the PESTEL model, Porter’s five forces model, and SWOT analyse by analysing the business environment of the British Airways company and how this company affects the external environment and the impact on the CRM. Following these analyses, I will also analyse the IDIC model and the QCI model for implementing CRM.

After a critical PESTEL, Porter’s five forces, and SWOT analysis described above, I will focus on how British Airways best addresses the CRM model using IDIC.
By describing the CRM model as the prices, services, and promotions that customers receive, I will mention the benefits and difficulties for a company applying the IDIC model. Finally, I will make recommendations based on the application of the IDIC model that can help solve British Airways' CRM.
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Figure 1 British Airways Original Logo. Copied from (MyCoustomerNewsdesk(2004), n.d.)
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A very important role for any company is the Total Quality Management (TQM) program because when companies implement this program, they can improve their results. Thus, companies have the opportunity to satisfy a large part of the needs of their customers in terms of the quality of the services they offer. Companies can thus develop a profitable and efficient business. This report describes how British Airways implemented this program as it was the first to implement this program. (Staff, n.d.)
Quality and total management was implemented by British Airways in 1988 by technical workers to improve and contribute to the success of the organisation. The TQM program is defined as focusing on the quality of customer services, the improvement of management processes and the planning of these processes. (Neb, n.d.)

Four are the key factors that contributed to the success of the British Airways company:
· the first is continuous cost reduction
· the second is a focus on providing excellent customer service at a premium price
· third is covering an increasing market through alliances and partnerships
· the last is to maximize the return on individual flights by investing in computerized reservations. (Neb, n.d.)

In the early stage of the company's development, British Airways believed that in order to be the best in the market and to be a world-class organization they had to use strategies that created a vision and inspired their employees and earned their trust. This becomes possible only with the successful implementation of the TQM program.


CRM is another effective program thanks to which passengers who have encountered multiple problems during their journey can be identified. Airlines can more quickly and efficiently offer compensation and thus receive bonus points for their company or offer a discount on future trips to their customers. (Neb, n.d.)
British Airways uses the CRM (Customer Relationship Management) Terada tool which helps them track their customers and reconnect with them through deals targeted at their membership level. There is a company club called the British Airways Executive Club which is an example of a CRM customer loyalty scheme. It allows customers to join free of charge and earn "Avios" points which can later be redeemed for discounts on travel or accommodation. 




[bookmark: _Toc129442357][bookmark: _Toc129520730][bookmark: _Toc130731473][bookmark: _Toc130806563]Section 3: Company context (Background and Internal and External factors leading to CRM problem)

In 1916 BA was founded as a passenger transport airline (AT&T) and immediately after the First World War the first international air service between the cities of London and Paris was launched.
B. A’s first competitor in 1939 was Imperial Airways. The government then nationalized the two airlines of British Overseas Airways (BOAS).
BOAS only operates long-haul flights, and another company called British European Airways (BEA) was founded for short-haul flights.
BOAS, which at that time had great knowledge of long-haul flights such as the US and Japan, and BEA had knowledge of short-haul flights. In 1974 the two companies merged to form British Airways. (UKEssais, n.d.)
B.A is a global airline and the UK's main carrier. The company has been transporting its customers to the places they have been going for more than 100 years. It could be said that B.A connects the UK to the world and the world to the UK, while offering its customers first-class service with the latest trends in business class travel. (Iairgroup, n.d.)
B. A’s goal is to be the largest airline in the world. To make this happen, one of the company's plans is to join a business with American Airways, and this deal is mainly aimed at benefiting its customers.

Environment analysis

According to Lancaster (2008), most airlines are involved in a macro environment composed of various factors that can influence their operations. Some of the factors are closer to BA, such as suppliers, intermediaries, distributors etc., as Lancaster names as a close macro environment. And other factors have a wide range, such as legal, cultural, and economic, but also affect the results of companies.

PESTEL Analysis  

Political Factors 

Most aspects of airline management are affected by strict controls. This starts from the routes companies can fly, the business partners they cooperate with, the airports they can use, the tariffs the companies themselves set and the infrastructure costs they must pay.
More stringent are the rules governing safety and security, which affect the environment.

Terrorist attacks are another political issue that affects airlines badly. I can give an example of the terrorist attack in the USA in 2001 which drastically reduced the demand for flights and companies were required to invest more in security to restore the trust of consumers. (UKEssais, n.d.)

Economic Factors 

In 2008, airlines were directly affected by the economic recession. This global recession has affected both passengers and air transport.
This worsened the situation for companies as the demand for air transport services decreased, as many companies tried to reduce their travel costs instead of trying to use communication technology.
Another problem for British Airways was currency changes. The weakening of the pound has affected the company's costs.
Other factors that affect BA's costs or profits are oil prices and increasing unemployment, which affects their customers.

Social Factors (Statista, n.d.)
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Figure 2 UK Population-1950-2050.Copied from (Statista(2018), n.d.)

The graph I have shown above shows the population of Great Britain between 1950-2050.
The chart describes how people between the ages of 45 and 65 are growing by 15%, while the young population is shrinking. In other words, the UK population is ageing.
Analysing this graph, we can also see that the young population is more focused on their career and most families prefer to have one child or no children. B.A can benefit from this statistic because older people prefer to travel more and enjoy their life. So, B.A can win more and more customers while offering a good price and making good deals for their customers. On the other hand, some customers may want perfect service and pay for it, which is also good for the company. (Statista, n.d.)


Technological factors 
  Technology is a great asset, especially for the young population, but not so much for the elderly because it is not easy for them to use the ever-changing technology.
However, for airlines it is a big advantage because people can make their bookings online and so airlines make it easier for their customers. On the other hand, B.A can also reduce its staff because more machines than people are used and so B.A improves its efficiency and creates new ways to communicate with its customers.

Environment Factors 
 One of the main strategies of British Airways is to reduce the problems that affect the environment, to achieve this the company is committed to CSR (Corporate Social Responsibility). On the other hand, CSR can also help B.A by identifying risks to health and safety of the environment. CSR Case Study 
Carbon emissions are one of the leading concerns of airlines. In response, B.A is developing a program to address this very important issue. The first goal is to increase fuel efficiency by 30% between 1990 and 2010. This action saves over 50 million carbon dioxide emissions (CO2). Britain's airways are now significantly decarbonised. The carbon emissions thus saved can be sold to other companies. CSR Case Study 
The second goal of British Airways is noise pollution, to minimize it, the company invents quiet planes and changes to the way they fly. They aim to reduce average aircraft noise by 15% by 2015. People who live near Heathrow Airport are most affected by the noise, but British Airways reduced it by 30% in 2009. (Annual report BA 2009)
On the other hand, natural disasters also affect airline profits. (UKEssais, n.d.)

Legal Factors 

In March 2010, British Airways announced a decline in its passengers. This drop is so great that the company compared it to the terrorist attacks that took place in the US on 11 September.
The worst period for the company was when the Cabin-Crew Walkouts were announced and more than 47% of flights were cancelled at Heathrow Airport. At the same time, Ryanair announced a 13% increase in passenger numbers.
Airlines are also heavily affected by labour relations and union recognition. At British Airways this caused a lot of problems due to the strikes carried out by its employees. Apart from this affecting its image, the company also suffered heavy losses.

Porter’s five Forces model of British Airways

British Airways is one of the largest and most popular airlines in the United Kingdom, the company is also known all over the world. According to Porter's five models, we can determine BA's position in the airline market.
Porter's model analyses the effect of the five external forces that affect the company and influence the activities in an industry. (adamkasi, n.d.)
  
Treat of New Entrants
Huge investments are required to enter the aviation industry and various barriers are encountered. Due to the large number of existing airlines, it will be difficult for new companies to enter this industry, and even if they do enter, it will be quite difficult for them to win customers. Precisely because of this and with all these barriers, it can be said that there is little threat of new entrants to the airline market for British Airways. (adamkasi, n.d.)
Threat of Substitutes
Substitutes for British Airways airlines can be travelled by car, train, ship, bus, all of them can be a threat to the company's customer base. But it also depends entirely on the needs and preferences of the client. For example, if a customer prefers low-budget travel, he may choose another mode of transport, but if he values quality, speed, and convenience, then he is very likely to choose BA. This is exactly the purpose of BA to offer speed and convenience to its customers and therefore the threat of substitutes can be said to be moderate for British Airways. (adamkasi, n.d.)
Power of Buyers
Nowadays, people know that they have a wide choice of airlines and are therefore more sensitive to ticket prices. And this contributes to the fact that if the customer finds a good price for a ticket, he may prefer another company, unless this customer is loyal to BA. In conclusion, there is a high level of bargaining power of buyers in the case of BA. (adamkasi, n.d.)
Power of Suppliers
British Airway’s suppliers are suppliers of aircraft, fuel and also the company's workers. There are very few aircraft suppliers because it is a very difficult task. It is precisely for this reason that BA must enter into long-term contracts with aircraft supplier companies. The same goes for the company's fuel suppliers and crew, because without them the company cannot exist. Because of all this, the bargaining power of suppliers is high in the case of British Airways. (adamkasi, n.d.)
Industry Rivalry
British Airways has a lot of competition both globally and locally. But competition at the international level is more intense on different terms such as prices, services, or convenience. So, the company must really represent and maintain its market value. The same conditions must be maintained in local competition.
British Airways faces a high level of rivalry in the industry. (adamkasi, n.d.)


SWOT Analysis 

Strengths

British Airways has some important resources and capabilities such as:
· It has a fleet of about 250 aircraft and more than 300 air routes.
· An international customer database is also available.
· Has financial resources. In 2009, according to the Datamonitor report, the company increased its revenue by 10%.
· British Airways also has slots at major and major airports.
· The company has established some important alliances such as OneWorld alliances and nine subsidiaries OpenSkies and BA City Flyer.
These resources are very important and valuable to the company and when threatened they can react and take advantage of these opportunities.
Another important resource of the company is uniqueness and the impossibility or difficulty of being copied. BA is the only airline that has access to Terminal 5 of London Heathrow Airport, and this is one of the most important airports in the world. The BA brand is also globally recognized for its excellent image. With its subsidiary OpenSkies, it offers a first-class 32 local service to its customers who can afford and want luxury service. Service is between London and New York. (report, n.d.)
The main goal of the company at the moment is to keep its old customers, introduce more and more of its online services and thus attract more and more new customers. Now, tickets can be purchased on the British Airways ba.com website and if a customer needs to change their departure date they can do so very easily. E-services help the company to reduce costs and raise profits.
Electronic services also make it easier for the company's customers because they can book hotels and cars through the company's website online, easily, and quickly.
Another convenience, mainly for businessmen, is that through their mobile device they can accurately and in real time can check the time of departure and landing of a plane. (Datamonitor, n.d.)


Weakness

In the 2019 financial year, British Airways was found to be heavily in debt, of about £2.382 million. This large debt makes it difficult for the company to start repaying the principal and interest on its debts. BA's high debts make it difficult to plan and achieve change in business and industry. (Datamonitor, n.d.)

BA is a global airline and about 62.5% of their customers are from Europe. This can be a loss for the company if a certain European country is in crisis. (UKEssais, n.d.)


Opportunities 

To improve its earnings, British Airways should focus on business agreements with other airlines.
In 2008, the company signed joint business agreements with American Airways and Iberia for flights between North America and Europe.
Another good business opportunity for the company is the OpenSkies between the EU and the US, where the company has the opportunity to increase its travel destinations and thus attract more customers.
These strategies can increase the ability of British Airways to provide better services to its customers and improve its business. (Datamonitor, n.d.)

Threats

Due to the 20019 Covid-19 crisis many companies had financial losses; this also affected the air business. The main problem with them was the capacity of the plane and how many passengers could get on one plane. Travel was drastically reduced, and each company had to cut staff, as did British Airways. In response to this in 2020 when covid restrictions eased and then disappeared the company faced an even bigger crisis when staff went on strike due to staff shortages. (Bloomberg, n.d.)


[bookmark: _Toc130731474][bookmark: _Toc130806564]Section 4: CRM models review 

IDIC Model 

The IDIC (Identify-Differentiate- Interact-Customise) model is used in the effective management of individual customer relationships.
The main tasks of this model are four. With these four tasks, companies' relationships with their customers can be identified. The four tasks also help the company to communicate successfully with its customers and thereby create healthy and reliable customer-vendor relationships. (Thakur, n.d.)
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Figure 3 IDIC Model. Copied from (Lucid Content Team, n.d.)
· Identify
             This is the first step, and it is the identification of the customer.
This can happen when companies collect information about their customers: such as name, address, and purchase history.
The goal here is to collect as much information as possible about the customer in order to better meet their needs.
· Differentiate 
        The second step is to differentiate or segment the company's customers based on their current lifetime value.
Important: Not every customer will have the same value to the business.
    Once customers are defined according to their value to the company, services can be prioritized for important customers.

· Interact
         The third step is where the CRM customer engagement plans can be implemented. When customers are categorized and analysed, interactions between them and the company are personalized. As valued customers, companies may offer discounts or loyalty rewards.
  But every company must continue to learn and grow from customer interaction.

· Customize 
          The final step of this model is once the company's relationship with customers is documented, it can be developed into personalized and individual services.
The goal here is to meet the needs and expectations of the prices and loyal customers.

The strength of the IDIC model is that it allows companies to value their customers and to prioritize those with higher value. And another positive side of the model is that it can be based on an individual approach. This allows companies to understand customer motivations as well as motivators.


QCI Model

The QCI model is described as a customer relationship model. This model is characterized by three main stages:
· Acquisition- the first one is focuses on attracting and learning new customers
· Retention- the second is penetration and data collection and creating a connection between the user and the customer
· Penetration- the last one is retention, maintaining engagement by earning the customer's trust. (Lucid Content Team, n.d.)
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Figure 4 QCI Model. Copied from (Lucid Content Team, n.d.)


Figure number 4 above will help me to describe the operation of the QCI model more clearly
This model starts with the customer's external environment - their weaknesses, goals and other factors can influence whether the customer is ready to buy or interact with the company doing the selling, which in turn affects the customer experience.
This customer experience is then described in the offer the company makes to the customer (the company offer to the customer). (Lucid Content Team, n.d.)
In the increased inner circle, one can clearly see how many activities are involved in customer acquisition and retention.
The QCI model also considers all the people and even technologies involved in maintaining the overall system.
Even with the replacement of the word "relationship" in CRM by QCI, the model still begins and ends with people. (Lucid Content Team, n.d.)
One of the strengths of this model is the holistic approach that is focused on people. This includes the company's employees, organizations, external factors, and technologies, as I mentioned above technologies and external factors are also important in the QCI model.
This is very useful because it can consider all aspects of the relationship between companies and their users.
The only weakness of this model is that it can be expensive as it is process based and the 
retention and acquisition costs may not reach profit. (Lucid Content Team, n.d.)

[bookmark: _Toc130731475][bookmark: _Toc130806565]Section 5: Application of IDIC model to British Airway’s CRM problem

According to Peppers & Rogers (2011), first of all it is important to determine who the company's target market is and when the business has identified the customers, the company can gain an advantage over its competitors as long as they have good CRM strategies.
BA's main goal is to be the best in the airline market. The company offers its customers a high standard of service, thus ensuring the loyalty of its customers.
BA's first strategy is to know exactly what their customers need and thus guarantee services unique to the company. (MyCustomerNewsdesk, n.d.)
Those people who have chosen the services of British Airways have done so because they have a close connection with the brand and a preference for a high level of service. Often, those traveling with the company are working people who travel on business or wealthy people who have chosen to fly with BA for their vacation. (BAmedia, n.d.)

The second task of the IDIC model is to identify customers according to the value they bring to the company.
This allows the business to successfully and efficiently allocate its resources to the customers who would bring a lot of profits in return.
British Airways does this by seeking to retain its loyal customers by offering them special service. (BritishAirwaysMedia, n.d.)
The third task of the IDIC model is the company's interaction with customers.
Businesses need to improve their interaction with different customers in order to provide a good experience to their customers.
In order to effectively deal with customer complaints, British Airways allows target customers to have feedback to express dissatisfaction via email or telephone. This allows the company to further improve its services in the future.
Companies that effectively communicate with their customers regarding their complaints build a reputation as a competent company with good and quality customer service. (BACustomerService, n.d.)
The fourth and final task of the IDIC model is that companies should personalize some aspect of their customers according to the value they bring to the company. According to the British Airways website, frequent flyer customers receive personalized benefits such as priority check-in or baggage handling. This is an example of how large companies retain their valuable customers. (MediacentreBA, n.d.)




[bookmark: _Toc130806566]Section 6: Recommendation 

According to British Airways, the company practises TQM, but as I mentioned above, in the past and now the company has a completely customer-driven approach, and the satisfaction of its employees remains relatively low.
I can recommend BA to offer and conduct motivational training for its employees. I also suggest making changes in the provision of services which in turn guarantee customer satisfaction.
My other recommendation for the airline could be to introduce more affordable ticket prices, this could happen if BA did a deal with another subsidiary for budget flights, because most people who want to travel short distances do not want to pay a lot of money for tickets and they choose low quality companies. If BA makes an agreement with another airline for shorter distances with lower ticket prices, it will secure more customers.
British Airways is a large and well-known company both in the UK and around the world. My recommendation to the company is to continue to develop and operate new flights to new destinations every year. Thus, the company will increase its customers and with many customers the profits in the company will increase.

[bookmark: _Toc130806567]Section 7: Conclusion 
British Airways is one of the leading airlines in the world with a long history. The company has experienced both many ups and downs. Over the years, BA has had to adjust its organisation because of the pressure it has from inside and outside to avoid strikes by its employees. However, despite this change, the company must undertake other changes in the future to ensure its sustainability in the airline market.
British Airways needs to hire a "change agent" to find a definitive solution to its problems. Company employee training programs can be quite effective if they are consistent.
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