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[bookmark: _Toc218675332]Executive Summary
This report discusses what will likely change for British Airways in terms of marketing, given the current trends in the industry. The report will evaluate how the airline markets its services, and how marketing can best respond to the increasing demand for sustainable and climate-conscious services. The airline industry is one of the most, if not the most, competitive industry. For British Airways, the competition is in conjunction with strict environmental laws, rising operational costs, and shifting consumer needs. Given the conditions described, this is the industry environment British Airways competes in. 
This analysis identifies some of the most pertinent marketing challenges. These include the inconsistent perception of the market against the sustainability gap, increasing disparity of demand for premium services against perceived value, declining consumer trust, fragmented digital vs. sustainability initiatives, and sustainability performance gaps and lack of integration.
The entire airline industry along with British Airways is being scrutinized for how they manage competition with marketing activities that only begin to close the gap between sustainability as the consumer value and sustainability as the societal value.
The analysis suggests that the future marketing development should focus on building credibility through transparent reporting, digital and personalized communication, and elevating premium positioning to match the expectations of responsible travel. Moreover, it is recommended that the measurement and integrated performance control be improved to encourage sustained trust and competitiveness.
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[bookmark: _Toc218675333]1. Introduction
British Airways (BA) is a part of the most established full-service carriers in the international aviation industry. It competes in a highly competitive market that is highly controlled as well. Considering the changing consumer expectations, environmental demands, and technological transformation in digital technology, airline companies are bound to re-tune their marketing practices in order to maintain their relevance and competitiveness in the tourism sector. Marketing plays a central role in the airline industry in the context of creating brand perception, influencing travel choices, and defining value in an ever-complex marketplace (Chatterjee, 2022).
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[bookmark: _Toc218403142]Figure 1: (BRITISH AIRWAYS, 2025).
Based on the results of Assignment 1 which declared climate change and sustainability one of the main forces of marketing change in the case of British Airways, this paper builds upon them. Environmental issues, legal requirements and an increasing demand of responsible travel are placing escalating pressure on airlines to sign plausible sustainability promises. As a result, the marketing team in BA faces both threats and opportunities, especially when it comes to balancing the premium branding and open and ethically sound communication approaches.
Therefore, future marketing strategies development is of paramount significance to British Airways. Its marketing strategy should not be limited to the traditional promotion but rather keep abreast with the ever-increasing competition and the growing importance of sustainability as a key factor that defines individual and corporate customers. According to Gursoy, Karaman, and Akinet (2022), it is possible to build long-term competitiveness, encourage consumers, and align organizational interests with their greater environmental expectations by utilizing the idea of marketing initiatives.
The present paper provides an in-depth analysis of the existing marketing activities performed by British Airways, the most relevant gaps, and the suggestions of future marketing trends aimed at eliminating the changes caused by the necessity of sustainability. Finally, it also provides recommendations that are viable and attainable that are in harmony with the strategic framework of the organization.
[bookmark: _Toc218675334]2. Critical Evaluation of British Airways’ Marketing Activity 
[bookmark: _Toc218675335]2.1 The Role and Importance of Marketing at British Airways 
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[bookmark: _Toc218403143]Figure 2: (British Airways Marketing Strategy: Premium Positioning, Loyalty, and Global Partnership Playbook - Latterly.org, 2025).
It is the marketing role at British Airways that is tasked with defining the brand positioning, the way it interacts with the clients and how it responds to the sustainability demands. In this company, marketing plays a strategic position. Being a full-service carrier, British Airways uses marketing to define its brand by offering high quality service, reliability and continuity in history whilst at the same time maintaining relevance in an industry that is witnessing high transformation. Although low-cost and international carriers pose a strong threat to the company, British Airways has maintained customer loyalty through the suitably used brand positioning, which is supported by Gursoy, Karaman, and Akinet (2022).
At the same time, marketing has a direct effect on the experience of the consumer in all the touchpoints, both digital and physical. Before, throughout, and after the travelling experience, the value perceptions of the customers are influenced by a variety of factors such as online platforms, personalized communication, and service-based messaging. The role of digital marketing is especially crucial in case of companies operating in the aviation industry, as the process of purchasing an item now depends more on the presence of online interaction and openness of information (Chatterjee, 2022). British Airways can regulate the expectations of its customers and strengthen its image as a premium company with the help of these technologies.
At the British Airways, sustainability messages have become a very essential part of the marketing role. Marketing is put with the responsibility of ensuring that initiatives of operational sustainability are translated into viable and reachable messages. This role needs a balancing act due to the potential harm of exaggerated claims on trust. Strong marketing skills can be used to popularize competitive positioning through the combination of sustainability stories and tangible organizational activities (Sarkum and Syamsuri, 2021).
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[bookmark: _Toc218403144]Figure 3: (British Airways Marketing Strategy & Target Audience: Digital, Business & Airline Campaigns Explained, 2025).
Marketing plays a very crucial strategic role when there are sectoral changes. The capabilities and strengths in the marketing sphere enable the British Airways to adjust its value proposal, to meet shifting consumer expectations, and to protect the success in the long run. According to a study by Amooamooha and Yazdani (2021), companies that have strong marketing potential are in a better position to acquire a competitive advantage in times of environmental unpredictability.
[bookmark: _Toc218675336]2.2 Macro and Micro Marketing Environment 
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[bookmark: _Toc218403145]Figure 4: External Environment Analysis (Team, 2022).
Macro Environment (PESTLE)
[bookmark: _Toc218403137]Table 1: Macro Environmental (PESTLE) Factors Affecting British Airways’ Marketing Strategy.
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The business environment of British Airways is highly complex due to the rapid change in the environment, the introduction of new rules, and the increased competition. National and international aviation laws have worsened macro-level political and legal pressure. In this context, the airlines are being affected by the government-led programmes that seek to realise the Net-zero objectives and aviation decarbonisation policies, especially in areas of brand marketing and corporate responsibility communications. Therefore, British Airways needs to balance its marketing policy with policy requirements and at the same time protect its economic attractiveness.
In addition, economic determinants have a great impact. The price of the conventional fuel is increasing, and the cost of the environmentally friendly aviation fuel (SAF) is high, increasing operational uncertainty. These cost pressures bind the pricing policies and restrict the degree to which the sustainability investments could be immediately converted into customer value. This means that the premium price should be supported by marketing, which explains the long-term benefits on the environment. Correia, Dias and Teixeira (2021) argue that companies that possess strong dynamic marketing capabilities are more likely to reposition themselves during the time of economic instability.
Social factors are still redefining the marketing context. Simultaneously, the level of consumer environmental awareness is increasing, which puts pressure on the need to ensure that airlines show a serious concern about sustainability. Due to this, British Airways is increasingly under pressure to ensure that its sustainability storey is supported by tangible efforts.
Also, the impact of technological changes, including digitalization and improvement of aircraft efficiency, also have a meaningful impact on the marketing strategy. According to empirical research, technological advancement can support the narratives of sustainability (Mikalef et al., 2023). Digital platforms can offer a more individual interaction, and the technological advancements can offer the necessary evidence to justify the given phenomenon. However, when such developments are not well incorporated, trust in the brand can be destroyed.
Microenvironment
[bookmark: _Toc218403138]Table 2: Micro Environmental Factors Influencing British Airways’ Marketing Strategy.
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There are still a lot of competitive processes at the micro level. British Airways has to face competition with low-cost carriers, which focus on prices and legacy airlines, which focus on the high quality of services. This two-fold need environment makes it more difficult to position the market, which requires strict segmentation between business and leisure travellers. The credibility and business sustainability status of a company is of the utmost importance to business consumers, but price elasticity is greater among leisure travellers. The stakeholders, such as regulators, investors, and environmental non-governmental organisations (NGOs), also impact the marketing decision by questioning the performance and transparency. According to the studies (Elsharnouby and Elbanna, 2021; Acikdilli et al., 2022), the companies that can match the marketing capabilities with environmental dynamics show more resilience and competitiveness.
The environmental changes have a direct influence on the marketing strategies used by British Airways, since they redefine the expectations, constraints and opportunities simultaneously. Marketing, therefore, should be an act of strategic work and this would be to convert the external forces into internally cohesive and flexible value propositions.
[bookmark: _Toc218675337]2.3 Segmentation, Targeting and Positioning (STP) 
By applying the unique segmentation strategy, the British Airways can maintain its premium brand and at the same time, meet the heterogeneous needs of the airline consumer. Business travellers are one of the key segments whose attributes are highly valued by reliability, network connectivity, quality of services, and time efficiency. As a rule, the sensitivity of this group is relatively low, and much attention is paid to the brand image and its stability. On the other hand, recreational travellers are more price-sensitive and elastic as compared to business-travellers when choosing a full-service carrier but still find these airlines appealing because of the focus on comfort, safety, and brand guarantee.
[image: ]
[bookmark: _Toc218403146]Figure 5: (Hanlon, 2024).
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Environmental, social, and governance (ESG)-minded corporate clients have become one of the fastest-growing and strategic focus groups over the last few years. These are the customers who are usually large organisations, which are looking at sustainable performance as a major parameter in their travel procurement decision making. The brand preference in this particular market niche is also determined not by the traditional service needs, but by the eco-friendliness and open reporting. This is a wider trend of values-based consumption, which can be traced even in high-end markets (Arantola and Juntunen, 2023).
British Airways focuses on premium business travellers and corporate clients when choosing its target market but also provides selective services to high-value leisure travellers. The pillars of its positioning include heritage, quality and global connectivity which are complemented by an effective sense of national identity. The premium positioning of BA can enable it to set higher prices because research indicates that premiumisation depends on the perceived value and not its cost (Lumina, 2024). This positioning has integrated sustainability efforts because of the desire to add value to its brand and support premium pricing.
However, no agreement has been reached as to the effectiveness of sustainability-based positioning. Credibility cannot be overrated, even despite the possibility that sustainability can be used to improve brand equity and readiness to pay with premium clients (Diallo et al., 2021). When the sustainability claims cannot be proved in terms of their results, trust can be lost. In addition, the future market trends suggest that there will be increased tension between high prices and rising price sensitivity, especially on leisure travellers. The value can be created using traditional premium models, but in order to remain relevant in the changing context, they need to evolve (Franco et al., 2022). The present STP approach used by BA can, overall, be described as still suitable, but it needs an ongoing revision to create a balance between the premium-identity and the changing sustainability requirements.
[bookmark: _Toc218675338]2.4 Marketing Mix Analysis (7Ps) 
A closer analysis of the marketing mix of British Airways can help to better comprehend the effectiveness of the marketing strategy. Despite the fact that every element of the 7Ps leads to the value creation, all of them need to be modified to be effective in the constantly changing market.
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[bookmark: _Toc218403147]Figure 6: (Figure 1. The business school 7P marketing mix, 2025).
[bookmark: _Toc218403140]Table 4: Integrated Marketing Mix and Sustainability Alignment (7Ps) at British Airways.
[image: ]
Product wise, British Airways has a wide network of routes all over the globe, offers high quality cabin services and has laid a lot of emphasis on the quality of service. The perceived value of the product has been added through improvements like fuel efficient planes and waste-cutting programmes which have instilled the sustainability qualities on the product. Sustainability is no longer a secondary marketing attribute that consumers expect the product to possess. Value is becoming a co-production of meaningful interaction with a client instead of its production by service delivery as Solakis, Pena-Vinces, and Lopez-Bonilla (2022) posit.
In terms of pricing, British airways have also preserved a premium pricing strategy that is also in line with its brand positioning. This promotes the perceptions of quality; however, the increasing cost of fuel and operation reduces the flexibility of pricing. In future marketing activities the premiums of prices should be better justified by directly connecting the costs to physical customer and environmental advantages.
The place element is supported by the global network and increased use of digital platforms. Within the past several years, mobile applications, self-service tools, and online booking are the most common entry points. Since the consumer experience moves online, a digital-first strategy is needed, which is defined by the fluid and intuitive design across platforms (Wheeler, 2023).
With regard to marketing, campaigns like the one that BA Better World would be a good example of a strategic change to sustainability-based communication. Nevertheless, to be credible and engaging, the upcoming advertising should go beyond the process of raising awareness and aim at the results that can be measured. According to Axelsson and Reinholdsson (2022), the approach can be more effective based on the premise of digital storytelling and interactive communication.
Human factor is a very important distinguishing factor. Both cabin crew and front-line employees influence perceptions of a brand and the quality of experience in service. The constant training and empowerment of the staff are required to ensure that they are able to deliver on promises of service excellence and sustainability particularly when the demands are on the increase.
The process component has been improved by the introduction of digital check-in, automated services and operational efficiencies. As the digital systems are more intertwined, the chances to add more consistency and less friction throughout the customer journey are possible. New platforms, including immersive digital environments, can also open new opportunities of interaction (Periyasami and Periyasamy, 2022).
Lastly, the high-quality identity of British Airways is supported with physical evidence, such as aircraft interiors, lounges, and visual branding. To make sure that physical cues do not contradict the changing brand values, the updates in the future should be focused on modern design and sustainability. Generally, marketing mix needs a holistic development to appropriately maintain future competitiveness.
[bookmark: _Toc218675339]2.5 Media Selection and Digital Marketing Strategy 
British Airways' media choices are also made with a digital-first approach, focusing on consumer touchpoints such as its website, mobile application and social media channels. These channels are involved in all customer touch points from searching for information and booking to after travel interaction. In businesses, customers expect seamless moving between digital platforms (Holmes et al., 2025), so employing this type of omnichannel approach is becoming more and more critical. The digital and online presence of British Airways is generally strong especially in terms of usability and accessibility, fitting well with the premium positioning of the company.
The “BA Better World” program is a prime example of how digital campaigns are used to disseminate sustainability initiatives. Although these campaigns most certainly create awareness, the impact of these initiatives is largely based on the perceived credibility of the initiatives. The discourse of sustainability could increase emotional involvement for the audience, however, if the discourse is not sufficiently evidence based, transparent, and proactive, there is a risk of being perceived as practicing “greenwashing”. As noted in Ahmad’s (2025) study, the greatest digital engagement is achieved when the audience perceives communication as genuine and aligned with organizational behavior. Given this, the challenge most BA faces are how to reconcile the aspirational brand narrative with tangible, measurable results.
The implementation of digital technologies to enhance customer engagement through tailored offers, specialized content, and communication linked to customer relationship management (CRM) improves interaction and data-driven decision-making. Rather than enforced on basic engagement, digital analytics integration into marketing strategies will define future successful marketing. Demierre (2025) states that, within academia, it is evident that the next generation of digital marketing relies on the strategic interconnection of technology, consumer experience, and the articulation of sustained value. Generally, the digital aspects of BA's strategy are solid regarding visibility and reach; however, it requires growth toward more interactive and evidence-based engagement.
[bookmark: _Toc218675340]2.6 Measuring Marketing Performance and Control 
Just like many other businesses, British Airways has placed primary focus on brand building through sustainability which unfortunately makes measuring the success of their marketing more complicated. It also makes adding brand awareness, customer loyalty, and intention to purchase less valuable as marketing measures. With sustainability and social responsibility in consumer trust, and brand reputation become more valuable and critical as marketing metrics.
Also noteworthy is the rising importance of carbon metrics, sustainability reports, and progress against stated climate goals as marketing performance metrics. The marketing and performance sustainability metrics, however, stand apart, which is unhelpful. Most organizations continue to silo the two which results in the loss of impact and the dilution of responsibility. Without integrated analytics, we still won’t know whether and how effective marketing communications regarding sustainability have changed customer attitudes and behaviours.
British Airway's transparency and consistency reporting needs improvement. Digital dashboards and data analytics can enhance control by integrating marketing processes with customer feedback and results from sustainability efforts. As Gunasundari (2023) states, digital-first firms show that the most effective performance assessments encourage learning, flexibility, and adjustment rather than control. British Airways would enhance credibility, strengthen stakeholder confidence, and improve strategic decision-making by increasing transparency and integrating marketing KPIs with environmental, social, and governance (ESG) measurements.
[bookmark: _Toc218675341]3. Conclusion: Shortcomings of BA’s Current Marketing Strategy 
This research brings to the fore a number of constituent parts of British Airways’ current marketing plan that can fundamentally undermine its possible efficacy in the future. Although the airline has made genuine attempts to integrate sustainability into its brand narrative, the reliability of its messaging around sustainability remains inconsistent. While there is a tendency for marketing messages to focus on the distant future, customers are beginning to want greater transparency regarding sustained outcomes in the short and medium term. The sizable chasm that exists is likely to undermine the sustainability-led positioning of the brand, as well as the resultant trust that consumers have in the brand.
Another potential challenge is the existing paradox of expense versus value. British Airways has strategically positioned itself to continue to pay high prices for its flights. At the same time, customers, especially leisure travellers, because of high operational costs, and the macroeconomic environment of the moment, are beginning to find it more difficult to appreciate value in based on price increases. When the benefits of sustainability are presented in abstract terms, it is more likely that they will not justify price premiums, and the result of this will most likely be a less effective marketing effort.
The problem of trust with customers is interrelated here as well. The level of trust formed is influenced by the service quality and the degree of alignment between the expectation and the delivery. In cases where trust is built based on unsustainable claims and unsupported reporting that will obviously erode over time, it is reasonable to assume that. For corporate and ESG clients, this risk is particularly relevant because such clients highly value credibility in the decision-making process.
Filling out the case study has revealed gaps in the online communication system used by British Airways and the company. There is a clear distance between the two companies even though British Airways has a digital footprint. Because of this distance, value cannot be created and the relationship cannot be developed further. Finally, the relationship is even further complicated by the gaps of misalignment and the gaps of integration. Because of this, the marketing department may run the risk of becoming reactive and marring the strategic focus to plug the gaps. Given the distance that has been created, a communication style that is more open, aligned and less ambiguous is required by the company more than ever.
[bookmark: _Toc218675342]4. Recommendations: Future Developments in Marketing 
[bookmark: _Toc218675343]4.1 Strengthening Sustainable Brand Credibility
British Airways should focus on the Transparency Reporting reinforced by Evidence-Based Marketing when it comes to Sustainability Credibility issues. Marketing communications should move beyond wishful thinking to focusing on concrete steps à la SMART (Specific, Measurable, Achievable, Relevant, Time-bound) goals, progress, and available data. Publishing brief, informal sustainability reports targeted to customers, in conjunction with official sustainability reports, would accomplish both the reduction and the enhancement of trust. In terms of brand communications that are primarily digital, this type of openness is best. As noted by Wheeler (2023) on the subject, trust is earned when words and actions are aligned. Since BA already captures ESG metrics, this recommendation is easy to implement; the change primarily involves how this information is recontextualized with a more market-oriented focus.
[bookmark: _Toc218675344]4.2 Digital-First Sustainability Marketing
British Airways can optimize its digital sustainability marketing by integrating individualised and data-driven communication strategies. Instead of running blanket advertisements, sustainability messaging can be custom fit to a target audience. For instance, corporate travellers can be sent messages on sustainability-related Environmental, Social and Governance (ESG) issues, while leisure travellers can be sent messages on in-flight sustainability practices and their journey. Ahmad (2025) says that tailored digital engagement improves perceived value and relevance of marketing. Without overhauling its current systems, BA can improve meaningful interactions by integrating CRM and sustainability data. Interactive storytelling in marketing by Axelsson and Reinholdsson (2022) can help balance audience authoring and increase participation in, and of, interactive storytelling.
[bookmark: _Toc218675345]4.3 Market Re-Positioning Strategy
In order to regain equilibrium on the retraction of 'responsible travel' and 'premium services', British Airways must improve their positioning. Premium positioning is still applicable however needs to be re-envisaged on the premise that responsibility must be seen as a core value component as opposed to a value-added service. The need is escalating for both ESG aligned corporate clientele and the multiple stakeholders to be 'satisfied' by the airlines on the stationarity support goals. Marketing initiatives for this clientele segment will improve as a result of the alignment to corporate travel policies and emissions management frameworks. The overall omnichannel consistency in sustaining the positioning of Premium services as 'responsible travel' must be maintained across all platforms from digital to sales. (Holmes, Brewer and Patterson, 2025).
[bookmark: _Toc218675346]4.4 Measurement & Control Improvements
Finally, BA needs to foster improvement in measurement and control by developing integrated key performance indicators (KPIs) that merge marketing results and sustainability performance. While measuring brand trust, brand inclination to recommend, and brand sustainability credibility, some traditional indicators should also be measured. Independent verification of selected sustainability claims would further enhance credibility. Gunasundari (2023) cites evidence suggesting that successful digital businesses employ performance measurement not only for control but also for learning. BA is able to maintain strategic alignment and clear pathway for incremental improvements by integrating key performance indicators (KPIs) in marketing and environmental, social, and governance (ESG) spheres. Such an adjustment is possible and builds on existing systems so only some coordination is needed and not an extensive new investment.
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Political

Net Zero targets 

and aviation 

policy

Marketing must align with 

government climate 

commitments to protect 

brand legitimacy

Climate policy increasingly shapes 

airline reputation and messaging 

expectations (UK Government, 2021; 

IATA, 2023).

Economic

Rising fuel and 

SAF costs

Premium pricing must be 

justified through value and 

sustainability narratives

Cost pressure limits price flexibility, 

increasing reliance on perceived brand 

value (Doganis, 2022).

Social

Growth of eco-

conscious 

travellers

Sustainability claims 

influence trust and purchase 

decisions

Consumers increasingly expect 

airlines to demonstrate environmental 

responsibility, not just communicate it 

(McKinsey, 2023).

Technological

Digitalisation and 

aircraft 

efficiency

Digital platforms support 

personalised and transparent 

sustainability communication

Technology enables improved 

engagement and credibility through 

data-driven communication (PwC, 

2022).

Legal

Stricter green 

claims regulation

Marketing communications 

must be evidence-based

Regulatory scrutiny increases 

reputational risk from exaggerated 

sustainability claims (CMA, 2023).

Environmental

Climate change 

and emission 

reduction 

pressure

Environmental performance 

becomes central to brand 

positioning

Airlines face growing pressure to 

integrate environmental action into 

core marketing strategy (Gössling and 

Higham, 2021).
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Micro Factor Key Issue Marketing Implication Evidence / Insight

Customers

Different expectations 

of business and leisure 

travellers

Marketing must balance 

premium service with 

sustainability value

Business customers increasingly expect 

strong ESG alignment, while leisure 

travellers remain price-sensitive 

(McKinsey, 2023).

Competitors

Pressure from low-

cost and differentiated 

legacy airlines

BA must compete on 

experience, trust, and 

sustainability rather than price

Low-cost carriers focus on price, forcing 

legacy airlines to justify premium 

positioning (Doganis, 2022).

Stakeholders

Rising scrutiny from 

investors, regulators, 

and NGOs

Marketing must align closely 

with ESG reporting and 

corporate strategy

Stakeholder pressure increases reputational 

risk from weak or unclear sustainability 

claims (Eccles et al., 2021).
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Segmentation, Targeting & Positioning

Segmentation, targeting, and positioning (STP) are fundamental concepts in marketing that form the
basis for successful marketing strategies. These three interconnected processes allow businesses to
identify and understand their target audience, tailor their marketing efforts effectively, and position their
products or services in a way that resonates with their customers. In this comprehensive guide, we'll
delve into the intricacies of STP, exploring their significance, methodologies, and real-world

applications.
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STP Element Key Focus Marketing Implication Evidence 

Segmentation

Business, leisure, 

premium-value 

travellers

Segmentation must 

reflect different value 

expectations

Effective segmentation depends 

on strong market orientation and 

marketing capabilities (Acikdilli 

et al., 2022).

Targeting

High-yield business 

and premium leisure 

segments

Premium targeting raises 

expectations of service 

and value

Premium strategies require clear 

value propositions and 

consistency (Arantola and 

Juntunen, 2023).

Positioning

Premium and 

responsible brand 

image

Credibility depends on 

long-term value delivery

Willingness to pay is linked to 

credible, long-term brand 

orientation (Diallo et al., 2021).
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7Ps Element

Current Marketing 

Focus

Sustainability Link Key Issue / Future Need

Product

Premium routes and 

service quality

Fuel-efficient aircraft, 

waste reduction

Sustainability must be embedded 

as core value, not an add-on 

(Solakis et al., 2022).

Price

Premium pricing 

strategy

Long-term 

environmental value

Value justification is unclear under 

rising costs (Wheeler, 2023).

Place

Digital platforms and 

global network

Reduced physical 

processes

Digital journeys need further 

optimisation (Holmes et al., 2025).

Promotion

“BA Better World” 

campaigns

Climate and 

responsibility 

messaging

Risk of greenwashing without 

evidence (Ahmad, 2025).

People

Service-led staff 

culture

Sustainability 

awareness training

Stronger employee involvement 

required (Axelsson and 

Reinholdsson, 2022).

Process

Digital check-in and 

automation

Efficiency and paper 

reduction

Sustainability metrics need 

integration (Demierre, 2025).

Physical 

Evidence

Aircraft, lounges, 

branding

Newer aircraft signal 

efficiency

Physical cues should reflect 

sustainability (Wheeler, 2023).
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