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Executive Summary
British Airways (BA) is at a critical marketing-change point because its premium brand promise depends on operational reliability, digital service quality and credible sustainability delivery. The airline's £7 billion transformation programme gives BA a stronger basis for marketing a premium experience because it includes aircraft, cabin, lounge, IT and operational resilience investment, rather than relying only on advertising. The central finding is that BA's strongest marketing logic is a premium differentiation strategy: it can justify higher prices only when customers experience reliability, service quality and visible product superiority.
The weakness is that BA's marketing remains exposed to a service-quality gap. SERVQUAL theory explains this clearly: when customer expectations created by promotion exceed the actual service received, the brand loses trust even if the advertising is attractive. BA's investment in Club Suite, First, lounges, app redesign, cloud migration and AI-based punctuality tools is therefore strategically useful because it strengthens the service process behind the brand promise. However, delayed digital rollouts, loyalty-scheme controversy, short-haul unbundling and environmental scepticism still create a gap between positioning and customer experience.
The recommended direction is not to add more broad promotion. BA should convert its marketing from heritage-led promise to evidence-led trust. This means publishing measurable service reliability, aligning the premium product with consistent operational delivery, defending short-haul value against low-cost carriers, improving digital adoption through Avios-linked self-service and communicating SAF progress with transparent evidence rather than soft claims.

Sean Doyle’s “better BA” vision supports the need to turn BA’s premium promise into proven service reliability (British Airways, 2024).
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Introduction: British Airways – A Legacy in Transition
British Airways (BA) enters 2026 at a strategic crossroads, navigating an industry defined by intense “pincer” competition from ultra-luxury Gulf carriers and hyper-efficient low-cost carriers (LCCs). This pressure reflects Porter’s argument that firms must maintain a clear competitive position rather than becoming stuck between premium differentiation and cost efficiency (Porter, 1985). Central to BA’s current marketing activity is the £7 billion “Altitude25” transformation, a major investment designed to shift the airline from a heritage-dependent legacy carrier to a high-tech digital retailer (British Airways, 2024). By prioritising Process (P) over mere promotion, BA aims to synchronise its “British Original” brand promise with the operational reality of 21st-century aviation.
BA’s primary strength lies in its “Premium Defence” strategy. The successful rollout of the Club Suite and the planned debut of the “New First” on the A380 have strengthened BA’s premium position in the lucrative North Atlantic corridor, supported by a reported £824 million operating profit in H1 2025 (Aviation Outlook, 2025). Furthermore, the £750 million IT overhaul has supported improved operational reliability, including reported 86% on-time performance, which shows that digital capability is becoming central to service delivery rather than only promotion (Cirium, 2025). However, the airline still suffers from a Flag Carrier Paradox, where world-class marketing often clashes with legacy infrastructure. A critical weakness is the “Middle-Ground Trap”, where LCC-style cost-cutting in short-haul Economy risks diluting the premium brand into a “budget airline with a fancy logo.” Additionally, while digital adoption is rising, reliance on contact centres reveals a persistent “Digital Trust Deficit.” Ultimately, BA’s success depends on whether technological investment can eliminate the operational friction that has historically weakened its “Thoughtful Service” ethos.


Main Findings

1. Critical Evaluation of British Airways’ Marketing Activity 
Marketing can be defined as the process through which organisations identify customer needs, create and communicate value, and build profitable long-term relationships with their target markets (Kotler and Keller, 2021). Effective marketing therefore involves more than advertising or promotion; it requires alignment between the organisation’s brand positioning, pricing, service delivery, customer experience and competitive environment.
British Airways uses a heritage-led premium brand to compete in a market where customers also demand price value and digital convenience. Marketing theory suggests that a premium strategy is viable only if customers see meaningful differentiation and if the service experience consistently supports the promised value (Porter, 1985; Kotler and Keller, 2021). BA's investment in new cabins, a new First suite, improved lounges, free messaging and digital tools gives substance to the premium message, so the strategy is stronger than a simple advertising refresh (British Airways, 2024a; Business Traveller, 2025).
However, the strategy is not fully successful because the same brand must serve very different markets. On long-haul, BA can sell comfort, loyalty benefits and Heathrow connectivity. On short-haul, customers often compare it directly with easyJet and Ryanair, where price and punctuality matter more than heritage (Ryanair, 2025; Mintel, 2025). This creates a middle-ground risk: if BA copies low-cost unbundling too heavily, it weakens its premium image; if it refuses to match price expectations, it loses volume. The marketing issue is therefore one of strategic fit, not only campaign visibility.
1.1 Effectiveness: The Premium Defence
Differentiation strategy means creating a valued difference that customers are willing to pay for and competitors find difficult to copy (Porter, 1985). This theory is used because BA's core marketing claim is that it is not merely transport; it sells a superior full-service experience. BA's premium defence has been effective where the experience is visible: Club Suite, new First, lounges and long-haul connectivity create physical evidence that supports premium pricing (British Airways, 2024a; Business Traveller, 2025). IAG's 2024 financial performance and BA's reported profit improvement indicate that premium and transatlantic demand remain commercially valuable (IAG, 2025a; Financial Times, 2025).
The limitation is that differentiation is fragile in services. If customers experience delays, weak recovery or digital friction, the premium promise loses credibility quickly because the customer cannot separate the cabin product from the total journey (Lovelock and Wirtz, 2016). This is why BA's operational improvement matters as marketing evidence. Record Heathrow punctuality in early 2025 and the investment in AI, forecasting and operational resilience strengthen the brand because they turn reliability into a proof point (British Airways, 2025b; Cirium, 2025). The weakness is that isolated improvements do not remove the reputational memory of previous disruption; therefore BA must keep proving reliability, not just announce it.
So what for BA: the premium defence is good for long-haul and high-value customers, but it is not enough alone. BA should treat service reliability as part of the brand product. Without this, the airline risks charging premium prices while customers perceive mid-tier performance.


1.2 Usefulness: Technology as a Marketing Tool
Digital marketing theory argues that technology creates value when it improves customer journeys, personalisation and service recovery, not when it is used only as a sales channel (Chaffey and Ellis-Chadwick, 2019). This theory is used because BA's transformation places digital process at the centre of its marketing. The planned new website and app, cloud migration, AI disruption tools and self-service functions are useful because they reduce friction at the points where customers judge the brand most strongly: booking, changes, disruption and communication (British Airways, 2024a; Simple Flying, 2025).
The usefulness is therefore high, but it is conditional. If BA's app and website become reliable, digital retailing can support ancillary revenue, direct customer relationships and improved disruption management. Branchspace's offer-and-order discussion and BA's investment in Amadeus-linked retailing support this movement towards personalised airline retailing (Branchspace, 2024; Aviation Business News, 2025). However, if digital services are delayed or customers still need call centres for simple changes, technology becomes a visible weakness rather than a marketing strength (Head for Points, 2025).
SERVQUAL also explains why this matters. The 'reliability' and 'responsiveness' dimensions are central to service quality, so the app is not just an operational tool; it is part of the service promise (Parasuraman, Zeithaml and Berry, 1988). BA's digital strategy is useful because it can reduce the expectation-delivery gap, but only if the system works during disruption. A smooth app on a normal day is less valuable than a reliable app during cancellations, baggage issues or missed connections.
1.3 Macro and Micro Marketing Environment
1.3.1 Macro Marketing Environment (PESTEL)
PESTEL identifies political, economic, social, technological, environmental and legal forces that shape marketing choices (Kotler and Keller, 2021). This theory is used because airlines are highly exposed to regulation, fuel cost, airport capacity, consumer confidence and environmental scrutiny. For BA, the macro environment creates both pressure and opportunity.
Politically and legally, BA's reliance on Heathrow is a strength because Heathrow supports premium global connectivity, but it is also a constraint because capacity limits restrict route growth and make punctuality harder to protect. This means BA's marketing cannot promise unlimited global expansion without acknowledging operational limits (Heathrow Airport, 2025; Statista, 2025). Economically, BA benefits from premium demand in a K-shaped recovery, where affluent travellers continue to spend while value-sensitive travellers remain price-conscious (Financial Times, 2025; Mintel, 2025). The strategic implication is mixed: premium positioning is financially attractive, but short-haul pricing must remain credible.
Socially, flight-shaming and expectations of ethical consumption make BA's sustainability communication necessary, but also risky. BA Better World helps maintain social licence, yet customers may challenge airlines that present SAF or offsets as a full solution to aviation emissions (British Airways, 2025a; BBC News, 2025). Technologically, AI, NDC and app-based service create opportunities for direct retailing and personalised offers (Chaffey and Ellis-Chadwick, 2019; Branchspace, 2024). Environmentally, the UK SAF mandate starts at 2% in 2025 and increases over time, so BA must treat SAF as a compliance and credibility issue rather than a promotional accessory (Department for Transport, 2024; BBC News, 2025).
So what for BA: the macro environment supports BA's premium-digital strategy, but only if the airline avoids exaggerating claims. The external pressure makes evidence-led marketing more valuable than emotional brand language.
1.3.2 Micro Marketing Environment
The micro environment concerns competitors, suppliers, intermediaries and customers that directly affect BA's ability to serve markets (Kotler and Keller, 2021). This theory is used because BA faces a pincer movement: Gulf carriers challenge premium long-haul quality, while low-cost carriers challenge short-haul price expectations. Emirates and Qatar Airways continue to use strong service, network and sustainability narratives in premium markets, while Ryanair pressures economy fares and price transparency in Europe (Emirates, 2025; Qatar Airways, 2025; Ryanair, 2025).
BA's supplier power is also high because aircraft, fuel, airport slots and technology partners influence cost and service delivery. This limits marketing flexibility because BA cannot simply promise lower fares or faster expansion without cost consequences. Customer power is also rising because comparison websites, social media and airline-ranking platforms make service failures visible quickly (AirHelp, 2025; YouGov, 2025). BA's loyalty programme is therefore strategically important because relationship marketing aims to improve retention and customer lifetime value, not just single-transaction sales (Smith and Zook, 2019; McKinsey & Company, 2025).
The risk is that the move to spend-based loyalty can be interpreted as rewarding high spend more than loyalty. BA's Club changes may increase revenue from premium and holiday-package customers, but they can weaken emotional loyalty among frequent economy travellers if the perceived fairness of the scheme falls (British Airways, 2024b; McKinsey & Company, 2025). This is a marketing-change risk because loyalty is not only an accounting mechanism; it is also part of the brand relationship.
1.4 Target Market(s)
STP theory means segmentation, targeting and positioning: dividing the market into meaningful customer groups, choosing the most attractive groups and designing a position that those groups value (Kotler and Keller, 2021). This theory is used because BA cannot serve every traveller with the same message. BA's strategy mainly targets four segments: corporate and premium long-haul travellers, affluent leisure travellers, loyalty members, and short-haul economy customers who still value Heathrow connectivity and service certainty (IAG, 2025a; Mintel, 2025).
For premium long-haul customers, BA's positioning is relatively clear: British service, direct Heathrow access, loyalty status, lounges and improved cabins. For affluent leisure customers, BA Holidays and premium leisure products offer a route to higher margins and stronger loyalty through package-based value (British Airways, 2024b). For loyalty members, The British Airways Club is designed to increase retention and reward profitable behaviour (McKinsey & Company, 2025). The weakness is the short-haul/economy segment. When customers receive unbundled fares and limited differentiation, the brand can feel inconsistent with the premium promise.
This means BA's targeting is commercially logical but strategically tense. The airline needs economy volume to protect load factors and network scale, but too much emphasis on base fares risks damaging the brand. BA should therefore position short-haul not as low-cost imitation, but as reliable Heathrow-connected travel with digital control and transparent extras.
1.5 Marketing Mix (7 Ps of Services Marketing)
The 7Ps framework extends the traditional marketing mix by adding people, process and physical evidence, which are essential for services because customers judge intangible service quality through staff behaviour, procedures and visible proof (Lovelock and Wirtz, 2016; Wilson et al., 2020). This theory is used because BA's marketing problem is service delivery, not only product promotion.
Product: BA's product is strongest in premium cabins, lounges, loyalty benefits and the Heathrow network. New cabins and First-suite investment support the premium proposition (British Airways, 2024a; Business Traveller, 2025). The weakness is consistency across cabins. If short-haul economy feels unbundled and ordinary, the overall brand position weakens because customers see two different versions of BA.
Price: BA uses premium pricing on long-haul and promotional pricing on selected leisure routes. This is commercially necessary, but the critical risk is price-message conflict. Frequent sales can protect volume, yet they may reduce perceived exclusivity if not clearly tied to value or customer segment (Kotler and Keller, 2021; Mintel, 2025).
Place: BA's main place advantage is Heathrow, supported by direct digital channels. Heathrow gives global connectivity and premium status, but capacity pressure limits growth and can damage reliability if operations are stretched (Heathrow Airport, 2025; IAG, 2025a). Direct digital channels are valuable because they reduce dependence on intermediaries and give BA better customer data (Chaffey and Ellis-Chadwick, 2019; Branchspace, 2024).
Promotion: Campaigns such as 'A British Original' and 'Everywhere we go' are emotionally strong because they link BA to identity, purpose and national heritage (Campaign Live, 2024; Fill and Turnbull, 2019). The critical weakness is that emotional promotion can backfire if customers experience poor punctuality or weak digital service. Therefore, promotion should be supported by hard service evidence.
People: Cabin crew, airport teams and customer-service staff are part of the product. BA's investment in operational roles at Heathrow and service recovery tools is therefore not only an HR action; it is a marketing action because staff performance shapes perceived service quality (British Airways, 2025b; Wilson et al., 2020).
Process: Process is the most important P for BA because customers increasingly judge airlines by ease of booking, online changes, disruption handling and baggage updates. The £750 million IT infrastructure investment and migration of legacy systems are strategically justified because process failure directly damages trust (British Airways, 2024a; Simple Flying, 2025).
Physical evidence: Aircraft interiors, lounges, uniforms, app design and punctuality data make the intangible service visible. BA's physical evidence is improving in premium cabins, but the airline should make operational evidence more visible through transparent reliability metrics. This would convert marketing claims into proof.

1.6 Effectiveness and Materials Used (STP) 
BA's segmentation is more convincing than its total positioning. The airline correctly identifies high-value premium travellers, loyalty members and growth audiences, but its positioning is sometimes pulled between luxury and mass-market utility. STP theory is useful here because it shows that positioning must be distinct, credible and relevant to the target segment (Kotler and Keller, 2021).
Behavioural segmentation is strong because BA can target frequent and high-spend customers through The British Airways Club. The move to spend-based earning is commercially logical because it rewards profitable behaviour, but it creates a fairness risk for customers who see loyalty as frequency and commitment rather than spending power (British Airways, 2024b; McKinsey & Company, 2025). Psychographic segmentation is also important because 'A British Original' and BA Better World target customers who want identity, purpose and responsible travel (Campaign Live, 2024; British Airways, 2025a).
Demographic and route-based targeting also support BA's strategy: premium leisure, corporate travellers, diaspora travel, family holidays and connecting passengers each need different messages. The critical issue is whether BA's positioning can remain coherent across these groups. The airline should not try to make the same promise to every customer. Premium travellers need confidence in service excellence; value travellers need transparent price and reliability; eco-conscious travellers need evidence.
1.7 Sustainability of the Strategy
Sustainable marketing means designing and communicating value in a way that protects long-term customer trust, social legitimacy and environmental responsibility (Kotler and Keller, 2021; British Airways, 2025a). This theory is used because BA's sustainability claims are now part of its brand, but aviation emissions create high public scrutiny. The UK SAF mandate makes sustainability operational, not optional, because fuel suppliers must meet a 2% SAF share from 2025 with later increases (Department for Transport, 2024).
BA's SAF activity and BA Better World programme help defend the brand by showing action rather than silence (British Airways, 2025a; Reuters, 2025). However, the strategy is vulnerable if customers interpret SAF contributions as a pay-to-pollute mechanism. The critical point is that sustainability communication must be specific, measurable and cautious. Overclaiming can create greenwashing risk and damage trust more than saying less (BBC News, 2025; Fill and Turnbull, 2019).
Commercial sustainability is also mixed. Premium long-haul demand supports margin, and digital direct sales can improve efficiency (IAG, 2025a; Aviation Outlook, 2025). Yet BA's dependence on Heathrow, expensive fleet renewal, SAF costs and price-sensitive short-haul markets mean the strategy requires disciplined execution. Sustainability is therefore not only environmental. BA must sustain financial returns, customer trust and service quality together.
1.8 The Essential: SOSTAC Model of British Airways  
SOSTAC is a planning framework covering Situation, Objectives, Strategy, Tactics, Action and Control (Smith and Zook, 2019). This theory is used because the feedback requires the recommendations to be linked to analysis rather than listed separately. It also prevents the report from becoming descriptive because each step asks whether BA's actions match measurable outcomes.
SOSTAC stage	BA application	Critical judgement
Situation	Strong premium demand, improving punctuality, but intense competition and digital trust issues.	The market supports BA, but customer trust depends on delivery evidence, not heritage.
Objectives	Improve reliability, digital self-service, premium value and sustainability credibility.	Objectives are valid only if they are measured through D-15 punctuality, app adoption, NPS, complaints and SAF evidence.
Strategy	Differentiate through premium cabins, Heathrow connectivity, loyalty and digital process.	Differentiation is viable in long-haul; short-haul needs clearer value logic.
Tactics	New website/app, Wi-Fi messaging, AI disruption tools, lounges, SAF communication and loyalty offers.	Tactics are suitable, but delayed delivery weakens trust.
Action	Roll out digital tools, publish proof of performance and train service teams for recovery.	Action must prioritise service moments that customers actually experience.
Control	Track punctuality, app completion, complaint resolution, NPS, loyalty retention and carbon-intensity claims.	Control turns marketing from claim-based to evidence-based.

The SOSTAC analysis shows that BA's current marketing activity is moderately effective, not fully effective. The situation is favourable for premium recovery, but the strategy will fail if the operational and digital process does not match the premium promise. Therefore, the control stage is the most important: BA must measure and communicate service performance continuously, not only campaign success.



2. Conclusion: Addressing the Shortcomings of British Airways' Marketing Strategy
As of January 2026, BA's marketing strategy is commercially stronger than its previous legacy position, but it still has three core shortcomings: a middle-ground trap, an operational-service gap and a digital trust gap. These shortcomings are important because they weaken the link between what BA says and what customers experience. In services marketing, this link is central because customers cannot fully evaluate the product before purchase; they rely on trust, evidence and prior experience (Lovelock and Wirtz, 2016; Wilson et al., 2020).

2.1 Core Shortcomings
The middle-ground trap occurs when BA adopts low-cost-style unbundling in short-haul while still promoting itself as a premium full-service airline. This may protect revenue, but it confuses positioning because customers compare the value of BA against cheaper alternatives (Ryanair, 2025; Mintel, 2025). The operational lag occurs when marketing promises of British service are not matched by disruption recovery, app reliability or customer-service access. The digital friction problem occurs when customers are encouraged to self-serve but still face delays, contact-centre reliance or postponed digital functions (Head for Points, 2025; British Airways, 2024a).
The critical judgement is that BA's problem is not weak promotion. The brand is recognisable and emotionally strong. The problem is that promotion sometimes moves faster than process. SERVQUAL explains why this matters: the customer evaluates the gap between expected and perceived service, so overpromising creates risk if delivery remains inconsistent (Parasuraman, Zeithaml and Berry, 1988).
2.2 Detailed Conclusion: A Critical Evolution of the "Flag Carrier" Paradox
The flag carrier paradox is that BA gains value from national heritage and premium reputation, but the same heritage increases expectations. Customers forgive fewer failures from a premium flag carrier than from a budget airline because the price and promise are higher. This is why BA's 'A British Original' positioning is both an asset and a liability (Campaign Live, 2024; Fill and Turnbull, 2019).
The paradox is visible in long-haul. Premium customers may accept higher fares when Club Suite, lounges and service recovery are reliable. However, if BA ranks poorly on service or reliability measures, the same premium message becomes evidence against the airline because customers feel the promise has not been earned (AirHelp, 2025; YouGov, 2025). BA must therefore evolve from emotional differentiation to proven differentiation. Heritage should support the brand, not substitute for operational proof.
2.3 The "Identity Crisis": High-End Brand, Mid-Tier Reality
BA's identity crisis comes from trying to be both a premium global airline and a price-competitive short-haul carrier. STP theory shows that this is risky because a strong position should be clear in the mind of the target customer (Kotler and Keller, 2021). In premium long-haul, the position is clear: quality, status and connectivity. In short-haul economy, the position is less clear because BA often competes on base fare while offering fewer visible premium benefits.
The verdict is that BA should not abandon short-haul, but it should stop allowing short-haul to weaken the premium brand. The value proposition should be framed around reliable Heathrow access, transparent extras, digital control and loyalty benefits. This would allow BA to compete without copying low-cost carriers too closely.
2.4 The Sustainability Gap: Perception vs. Regulation
The sustainability gap is the difference between regulatory compliance and customer belief. BA can comply with SAF requirements and invest in emissions reduction, but customers may still see the claims as insufficient if communication is vague or overly promotional (Department for Transport, 2024; British Airways, 2025a). Sustainable marketing theory justifies a cautious approach because credibility depends on transparent evidence, not just positive language (Kotler and Keller, 2021).
This means BA should communicate specific SAF volumes, fleet improvements and carbon-intensity progress, while avoiding the impression that customers can simply pay extra and remove the environmental problem. This is commercially important because younger and eco-conscious segments are more likely to question airline sustainability claims (BBC News, 2025; Globetrender, 2026).


3. Recommendations for improving British Airways’ Marketing Strategy
The recommendations follow the SOSTAC control logic: BA should not add more unfocused marketing activity. It should improve the evidence behind the existing premium promise. The aim is to close the service-quality gap by aligning promotion, process and measurable delivery (Smith and Zook, 2019; Parasuraman, Zeithaml and Berry, 1988).
3.1 Align Premium Brand Promise with Operational Reality 
BA should launch a public reliability and service dashboard covering D-15 punctuality, baggage performance, cancellation recovery, app self-service completion and complaint response times. The theory justification is SERVQUAL: customers trust service brands when reliability and responsiveness are visible and consistent (Parasuraman, Zeithaml and Berry, 1988). This recommendation is not extra promotion; it converts operational performance into brand proof. BA already has evidence from its punctuality and AI-investment programme, so the marketing task is to make that evidence visible and credible (British Airways, 2025b; Cirium, 2025).
3.2 Reasserting Value in Short-Haul 
BA should reposition short-haul as 'reliable connected travel' rather than low-cost imitation. The theory justification is differentiation: BA should compete on valued features that match its capabilities, not only on price (Porter, 1985). Practical tactics should include clear fare bundles, transparent baggage and seat options, visible Heathrow connection benefits, free messaging where available and loyalty incentives that make the total value easy to understand. This would reduce the middle-ground trap because customers would see why BA costs more than an LCC (Ryanair, 2025; Mintel, 2025).
3.3 Optimising Digital Touchpoints
BA should use Avios incentives to shift customers towards app-based rebooking, baggage updates, seat changes and disruption messaging. The theory justification is digital customer engagement: technology creates marketing value when it increases convenience, control and two-way interaction (Chaffey and Ellis-Chadwick, 2019; Smith and Zook, 2019). BA should not market the app as modern unless customers can complete high-stress tasks through it. Therefore, the digital target should be completion rate, not downloads. App adoption should be measured against fewer contact-centre calls, faster recovery and higher customer satisfaction (British Airways, 2024a; Head for Points, 2025).
3.4 Proactive ESG Marketing: Moving Beyond "Offsets"
BA should replace broad sustainability language with a transparent SAF and carbon-intensity tracker. The theory justification is sustainable marketing: long-term trust is built when environmental claims are specific, verifiable and proportionate (Kotler and Keller, 2021; Fill and Turnbull, 2019). BA should communicate SAF use, fleet efficiency and verified progress, but avoid implying that offsets or SAF remove all aviation emissions. This is important because the UK SAF mandate creates a regulatory baseline; BA's marketing must show how the airline goes beyond minimum compliance without overstating impact (Department for Transport, 2024; British Airways, 2025a; Reuters, 2025).
Overall, BA should move from 'British Original' as an emotional identity to 'British Original, proven by performance' as a measurable promise. This keeps the heritage but makes it academically and commercially stronger because it links brand meaning to service quality, digital process and environmental evidence.
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The appendix supports the evaluation by linking BA's strategic objectives to measurable marketing-control indicators. These indicators should be used because they convert broad claims into evidence, which was the main weakness identified in the original feedback.
	Marketing issue
	Evidence indicator
	Reason for use

	Premium reliability
	D-15 punctuality, cancellation recovery and baggage updates
	Shows whether the premium promise is operationally credible.

	Digital process
	App self-service completion rate and contact-centre reduction
	Shows whether digital transformation improves real customer journeys.

	Short-haul value
	Fare-bundle uptake, NPS and repeat booking
	Shows whether BA can compete without damaging premium positioning.

	Sustainability credibility
	SAF volume, carbon-intensity data and verified reporting
	Reduces greenwashing risk and supports evidence-led ESG communication.
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