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Marketing is considered a crucial part of modern business organisations. It involves the analysis of the marketplace, which assists organisations in understanding the market by evaluating consumer demands, market competition, business profitability, market strategy and quality evaluation. Modern business organisations use the 4Ps elements of the marketing mix in order to attain business objectives. The marketing mix combines product, price, place and promotion. This study focuses on British Airways (BA), a leading international airline operating in Europe and the United States of America, as its principal zones of business operations. BA is headquartered in Harmondsworth, UK and mainly operates network passengers and cargo operations. The airline's central place of business is in London, operating from Gatwick, Heathrow and London City airports (British Airways, 2021).
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Political factors- the chief political factor that assists in improving British Airways operations is the open skies agreement, which has contributed to its launching of direct services from the United States to European countries. The increase in mergers between international airlines has also assisted in further improving the legal and political options available. For instance, British Airways has created positive alliances with other airlines, including American Airlines and Air Berlin, assisting in establishing a global network while ensuring a reduction in overall economic impact (British Airways, 2021). 
Economic factors-The airline industry is dependent on global financial stability. As such, an assessment of the macro-environment of British Airways is crucial. The recent Coronavirus pandemic saw the closure of airports globally due to lockdowns and travel restrictions that led to massive losses for British Airways. However, the airline, in an attempt to recover its losses, established mergers with other airlines, including Sky Europe, to cut operational costs. Therefore, economic aspects significantly affect the effective functioning of the global airline industry. 
Social factors-An increase in the consumers' preferences for luxurious in-flight travels is the significant social factor that British Airways needs to address. In an effort to grow in terms of customer engagement and satisfaction, numerous international airlines are looking to establish a hotel experience in their flights, including additional features such as internet access and video conferencing in their business operations. 
Technological factors-Technology being the key factor driving the global airline industry, the evolution in better services and sales technologies has assisted in the rapid growth if the airline industry. British Airways has heavily invested in technology to make its aircrafts more fuel-efficient while offering premium customer experience to its customers.
Environmental factors- The impact of the airline industry on the environment is a major concern for regulatory authorities globally. However, the British Airways has made strategies to reduce the environmental footprint by investing in more fuel-efficient aircrafts.
Legal factors- Compliance is crucial for British Airways in order to avoid major fines and protect the brand’s reputation. The airline should comply with these regulations while also abiding by the labour laws to avoid incidences such as strikes which tarnish the company’s reputation
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Buying power of consumers-In relation to the macro-environment, it is crucial to consider the buying power of consumers in general as it is relatively high due to the rapid growth of sites that compare online prices and the price-sensitive nature of air travel (Cozmuta, 2021). However, the differentiated services offered to business travellers and first-class travellers, including in-flight entertainment, provides British Airways with a slightly moderate level of control over the price requirements of the consumers.
Bargaining power of suppliers- In contrast, the supplier power is high as British Airways is required to enter specific contracts with organisations such as Boeing and Airbus, which have created a duopoly in the modern jetliners and the lack of other alternative manufacturers give them a considerably high supplier power (Camilleri, 2018). On the other hand, fuel suppliers have moderate power as the fuel prices have remained stable and reasonable. However, studies show that fuel costs in the airline industry represent up to 31 per cent of the overall operational costs. 
Threat of new entrants- Given the low economies of scale in the airline industry, the threat of new entrants is considerably low as the primary means of entering the market is through collaborations and partnerships with other established airlines (Abdelhady et al., 2019). For instance, British Airways used alliances with other airlines such as Iberia in order to promote its business operations from Europe. In addition, the company operates from three airports based in London, giving it a significant lead in the airline industry. 
Threat of substitutes- Considering the time it takes to travel by air, the threat of substitutes is very low in the global market as other forms of travel such as marine and road travel take more time (Han et al., 2020). 
Industry rivalry- the airline faces tremendous competition on various levels including international and local competition however, it is more intense on the international level in terms of prices, services and convenience making the airline to face very high levels of industry rivalry.
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Strengths- British Airways enjoys several strengths that assist it in maintaining its competitive edge. The union between British Airways and Iberia has helped significantly strengthen its financial position as it has moved the British Airline a step closer to establishing a multinational brand of airline groups (Airways, 2017). The organisation takes great pride in its strong brand and premium quality services, offering luxurious first-class airport lounges that meet its customers' standards for the prices they pay. This has enabled British Airways to charge higher prices giving it an enhanced perceived image and attracting high profile clientele. 
Weaknesses- However, the organisation has had a few losses, for instance, during the recent COVID-19 pandemic, where the United Kingdom was under lockdowns. In addition, most of the middle-class population perceives the prices of British Airways as relatively too high. 
Opportunities- British Airways' notion of managing the people first is an excellent opportunity for the organisation's employees. The managers can develop a department that can concentrate on the different marketing strategies to enhance the organisation's competitiveness in the global airline industry (Efthymiou et al., 2018). In addition, the adoption of the latest technologies can help British Airways gain a competitive edge as they can rely on information systems through innovative means of management to ensure strategic marketing and an improved supply chain. 
Threats- In contrast, British Airways faces a considerable threat in terms of the stiff competition in the airline industry globally as there are many options for the consumers, most of which choose the best services and prices that they see fit for their budgets.
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Market penetration- The initial strategy that British Airways uses is the aggressive marketing of its products and services in the United Kingdom and other countries that it operates in, helping it secure its dominance and promote its products and services (Airways, 2017). Competitive pricing serves a vital role in the airline industry (Ivanova, 2019). British Airways offers loyalty schemes to its customers, which enable them to purchase tickets at a considerably low price. 
Market development- In an effort to deploy the market development strategy, British Airways has established routes to various new destinations while also offering services on the established routes. In addition, the company has also targeted new segments in its existing market by offering different products in their operations, a strategy that can assist British Airways in increasing sales while generating greater revenues.
Product development- On the other hand, the product development strategy involves identifying new measures and products that meet the needs of the consumers by outperforming other products and services (Kotler and Armstrong, 2013). British Airways procures new jetliners and operates them on various routes offering its customers better services with greater comfort. Additional services such as in-flight internet access have also been key in improving passenger experiences. 
Market diversification-The final strategy is market diversification which involves different marketing strategies for various products and services to identify new markets (Kotler and Armstrong, 2013). However, this strategy is considered risky for British Airways as it involves purchasing new aircraft and flying them on various new routes. The strategy can cost the organisation marketing costs, maintenance costs and a reduced number of passengers. British Airways can also diversify into different hospitality businesses such as resorts and hotels as they are usually the facilities desired by passengers during their travels.
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The marketing mix is a crucial tool as it assists in determining the product, price, place and promotion strategies adopted by a business, therefore identifying how these aspects influence the consumer's buying decisions (Kotler and Armstrong, 2010).
Product- British Airways' products are excellent in satisfying the consumers through its fleet of almost three hundred, which provides premium services. The airline provides tickets at reasonable prices and is connected to some of the busiest airports globally; and also provides its passengers with premium in-flight services through comfort, drinks, meals and entertainment (Airways, 2017). The airline provides its customers with magazines, movie collections, and television programs. In an effort to fulfil the requirements of the various sections of customers, the airline has divided its services into three executive classes where the silver and the gold executive classes are allowed to avail themselves to the airline's executive lounges found in almost all major airports worldwide. 
Place- Place plays a vital role in any business organisation's marketing strategy (Kotler and Armstrong, 2013). British Airways is aware of this fact, and it has created mergers with the most important destinations globally. It, however, carries most of its business operations in the United Kingdom and emphasises the easy accessibility of all its locations for fast and smooth transactions.
Price- On the other hand, British Airways has smartly kept its pricing policy that equates to the value provided by the airline such that the consumers are the decision-makers on how much they should spend on the airline's services and products. The premium pricing strategy is the customers that desire luxurious benefits in their flights, and the economy pricing strategy involves the customers that would like the low-priced tickets (Ivanova, 2019). This method of dividing their pricing policies assisted the organisation in maintaining their standards and generating profits that increased their competitive advantages.
 Promotion-The promotional strategies of an organisation are vast and complex (Abratt and Mingione, 2017). British Airways has put considerable innovations toward establishing and maintaining its promotional strategies to maintain open, communicative lines with all its customers. The airline has developed an application that allows its customers to book flights and make reservations while enjoying various benefits in order. In addition, British Airways has been offering special flight tickets at low prices on special occasions. For instance, the Christmas vouchers where customers can travel at reasonable prices during the holidays (Airways, 2017). The company uses print and electronic media such as television, the internet, billboards, and magazines to promote its products and services.
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From the above market research, it is concluded that British Airways is looking to improve the quality of consumer engagement and service innovation by adopting better services for its customers and modern aircraft. The organisation has also adopted unique promotional strategies for its particular market segments. British Airways should consider integrating information communication technologies and expanding its internet marketing communication to attain an optimal market position to succeed in the competitive airline industry.
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