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1. The role of marketing in creating value for customers
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Introduction
British Airways is the UK biggest airline company and among the global most reputed and in August 2019 it celebrated its century. The company which operates on different continents has an expansive timetable arrangement. It is a basic member of the Oneworld alliance serves with the other air company in more than 1 000 destinations in over 150 countries (British Airways Annual Report, 2019, p.2). The role in the marketing in British Airways forms a huge and very important part to create value for the customers and delivering excellent services. The firm is investing and innovating to improve customer experience and achieve its goals. 
Main body
The Marketing concept is a business philosophy aiming to achieve the company’s goals by determining the needs, wants and interests of the target market to create, deliver and communicate a customer value. The social marketing concept as well brings, besides, the customer long-run satisfaction and social well- being representing the key to achieve the firm’s goals and responsibilities as noted by Kotler (et al. 1994 p.18).
British Airways is a highly customer-oriented company therefore it makes sure that client feedbacks and recommendations are put into operation to improve their services. Special position occupies the customer experience page on their website. Available current information of more new opportunities for customers is created, delivered and communicated through the firm’s site. For the customer long-run satisfaction the company has introduced many and very different offers such as family flexible fares, cabins to match client needs, food and drinks gratis, free seat choice within 24 hours of departure and so on.  The opportunities of the cabin are Club World (Business class), Club Europe, World Traveller and  Euro Traveller, First  Class (British Airways, 2019)  are a good example of adding a functional value for the customers at a very reasonable price. For loyal clients, the company provides Executive Club Gold, Silver, Bronze, Blue programs with a selected special benefit. (Oneworld, 2021)
As is said by Alex Cruz (2017) CEO and British Airways’ chairman they are going to invest and innovate where the customer value is more (British Airways,  2019).
The special care of a social-well being in the leading company in detail described in their official website as a Corporate Responsibility and affirmed through company’ behaviour. For instance, they claim for reducing carbon emissions and environmental impact, conducting the business responsibly and in favour of customer wellbeing and in this way adding a social value for the customers.  
[bookmark: _GoBack]Work by Kotler (2017, p. 30) has shown that creating value for the customers is one of the marketing processes and he added: ’’marketing is all about creating value for the customers’’.  
The advantages of marketing to a customer are many because firstly consumers might stay well informed of the current offers with the access of 24/7 -online and provides a variety of options. Another benefit is that it promotes the business and the company, as well as provoke lower prices because of more demands. Moreover, the very functions of the marketing add value for the customers and also strengths the brand recognition to consumers (The Company Warehouse, 2021).
A brand is an impalpable and legally protected value asset which components are brand image, the mission statement, logo graphic (American Market Association, 1960, p. 9-10) and its function are to identify the services or the goods of the firm to differentiate it from the competitors. As is noted by Kotler (1999, p. 63) “the art of marketing is largely the art of brand building’’ and the values of it are brand name, design elements, applications and so on. 
 British Airways’ brand value affirms to be secure and professional, warm and responsible. Its mission statement says that they strive to ensure customers fly confidently and acting responsible to the World. (Mission Statement, 2020)
In order to build durable and strong relationships with the target customers and creating long-run satisfaction for them, the company is already building the brand.  Another way to build it is by sponsoring and partnerships and British Airways practices with Dettol, England Rugby, Paralympics GB, Speedbird Café and so on ( British Airways, 2021).
The advantages of branding for customers are many such as reducing a personal risk because of the well-known standards of the service, save time and boost relationships with the company. Other benefits of the brand for the customers improve yields, faster services, more or better services, an extraordinary guarantee, a membership benefit program as shows in the work by Kotler (1999, p. 148). 
The consequence of this is creating a value for the customers on a high level to look at this in another way, it’s a kept company’s promise to their clients and it affects positively on their perception of it. Moreover, the British Airways has been voted for number one British brand for customer and business Superbrands lists (British Airways, 2019) and recognized as the most powerful brand in the UK (Carter, B. 2016)
Furthermore, British Airways claims that there are committed to working with selected partners to shared British values around the World (British Airways, 2021) which in other words makes the British values apart from the British Airways values. 
According to Kotler& Keller(2016, p.163), a customer-value hierarchy consists of five levels such as core benefit as the first one, then the basic product, expected product, augmented and potential product. At each level, the well-running firms are adding more value to the customers. For instance, a customer purchases a service (core benefit), then its turn to the second basic one and after that British Airways includes seat, food, drink and so on which are the expected services. The next, level of augmentation are added options such as choice of seat, cabin, wide range of meals and drinks and moving on the company is still adding more options and value for the clients. 
[image: https://s3-eu-west-1.amazonaws.com/t2u-transforms/9a3800936054098fa1d7b0ad827be824/models-ansoffmatrix_8181d809be2f9121eaacadc3524fbfce.jpg]
                                              Ansoff Matrix, Source: Tutor2u 
Marketing has a huge responsibility to achieve profitable growth for the firm and this creates needs for identifying, estimate and find market possibility and set up strategies for reaching them (Kotler & Armstrong, 2017, p. 70)
According to the Anssof’ matrix ( Anssof, I., 1957, p. 114) shows, market penetration means that the company increases sales of the flow market segment not changing the service or a product. Through market development, the firm is classifying and spreading new market segments for flow products. Product development is a used tool when the current market segments are offering new products and respectively diversification is used for the company growth bur outside of the current products and markets. 
Diversification is the riskiest planning tool for identifying the company’s growth opportunities although that this approach has limitations such as time-consuming, it is difficult and costly to implement. However, the strategies of portfolio planning could be challenging but are creating value for the customers. Through the market penetration adjustments can be introduced of product design, pricing or can adding distribution efforts which all of them are for customer’ benefit.  The market development can add value for the customers when the same service is offered in the different demographic market which is a wider option for clients and their commodity. The product development is adding value for the customers in a way that the product’ or a service’ qualities are inflated and it is improved. Looking at the diversification the new services or products could serve the new markets and customers to benefit them.  
As a globally operating company, British Airways are extended its services to 200 destinations in 80 countries across Europe. The available information and a booking system are at the airport where 54 portfolios are attracting the traditional hard reach audience (British Airways Media 2017)
The company is trying to connect the customers with the brand experiences using a variety of methods including data capture, footfall analysis and research. British Airways is using the Club- a digital magazine to send directly to 4 million members Executive Club (British Airways Media 2017). Although that the people who choose to use the services of British Airways are affiliated to the brand and the desire for a high level of service, the firm is not limited to only one target market and offers travels for business and pleasure to 45.9m passengers for the 2016 year increasing 7% for one year (British Airways Media 2017).
According to Kotler & Keller(2016, p. 36), Relationship Marketing is aiming to build and establish long-run relationships with important constituents such as clients, workers, marketing consort and those of the financial community to satisfying mutually interests. Thus, British Airways is also shaping offers based on the previous information of transactions, preferences, destinations and so on. They are focusing on the most profitable clients, channels, destinations and aiming to achieve growth by a huge range of client expenditure and building customer loyalty. British Airways is arranging their partnerships with suppliers and distributors in a way that together are delivering value to the customers and all benefits. Moreover, the flying company is an alliance of 14 of the recognized airlines across the World such as American Airlines, LAN, Iberia, Finnair, Japan Airlines, Qatar and ext.  with a commitment to provide excellent services in more than 150 countries. (Oneworld, 2021)

The stakeholders are legitimately interested in the company parties and can impact or be impacted by the business (Fernando, J., 2021).  There are two types of stakeholders such as an internal-those who are interested in the company by direct relationships and they could be investors, employees, board of directors, managers and owners. The externals stakeholders are not forming part of the firm management process, but are affected indirectly by the work on it. Examples of them are suppliers, customers, creditors, Government, media, society, shareholders, competitors and environmental issues. 
The internal stakeholders in British Airways are all employees, investors, the board of directors including the shareholders and the owner- International Airlines Group (Britannica, T. Editors of Encyclopaedia, 2019).
The external stakeholders are the customers and suppliers such as Boeing Company (USA), ABM (UK), Barilla Group, British Airways Engineering, Dress Best, White Towel Services and so on. ( Airline- Suppliers, 2021). Other external stakeholders to British Airways are the media, creditors, Government, their competitors such as Jet2, Thomas Cook Airlines and Flybe (Statista, 2019)
                      [image: British Airways : Stakeholders Objectives]
                                     Source: SlideShare, (2021) 
Work by Kotler & Keller (2016, p.36) shows that building strong relationships whit key stakeholders will result in an effective network where the profits will follow.
As a leading company, British Airways are using various strategies to keep the communications with their external and internal stakeholders, knowing that the role of those relationships is highly important to maintain a profitable and durable sustained connection. As Kotler noted (2017, p.627-628) the role of the relationships with stakeholders is a crucial part of the firm’ marketing plan and should be considered when it is developing. 
Also, the mission statement as defining implement of values, goals and culture as well defines how these apply to the firm’s stakeholders and the community (Chein, J.,2020).
Employees’ satisfaction and the importance of a positive attitude have a great impact on the company’s image and its reputation. Therefore British Airways strives to be not only a place for work but an opportunity where can develop a career and are providing for them discounts on flights and good remuneration packages. According to Kotler& Keller ( 2016, p. 187), a regular audit of employee satisfaction is highly important. However, the cabin crew staff had addressed their demands by strikes a few times (Guardian, 2017). This affected negatively on the marketing activities in the firm such as on advertising and firm’s reputation. Huge progress was defining and delivering in 2019 the British Airways People Strategy which aims to transform, build and engaged employees.  
British Airways is communicating with the customers through feedbacks and online 24/7 customer services as they want to keep the existing clients and attract new by a reasonable price and good quality of services. The firm is arranging an annual Shareholder’s meetings where are discussed and voted issues such as changes of the Board of Directors (IAG, 2021) and regarding the financial position of the company. 
The competitors could affect the decision-making process in way of the low-cost offers as well they could affect the marketing activities in British Airways because of it.  Communication with the suppliers is vital and the company depends on their deliveries and goods, therefore they influence the decision-making process. The Government has a huge impact on the firm as a whole because of the regulations and legislations which have to be considered and followed.  The suppliers have an impact on the marketing activities within British Airways in a way that the final price for the customers is related to the supplier’s costs.  
A Balanced Scorecard is a tool for evaluation that could be added to the company performance and track the level of satisfaction of the stakeholders noted by Kotler (1999, p. 191).  British Airways is highly aware of the need to keep informed the media, their employees and the suppliers and strive to that. Furthermore, they have a website ( Media Center) aimed to communicate effectively on time changes, offers, special news and so on. However, there  were some gaps of information which caused customer unsatisfaction and employees disinformation ( Dunne, H., 2017)
With concern and responsibility for society and the environment, British Airways announced a Climate Change strategy which by 2050 aims to has zero carbon emissions (British Airways Annual Report, 2019, p. 11).
Recommendations
To continue to deliver high-level services British Airways is challenged in nowadays business environment. Although the performance depends on the right coordination of the whole mechanism in the company keeping the key stakeholders satisfied is the very most important. Take advantage of the marketing strategies and frameworks to attract more customers will be useful and profitable for the company. 

 Conclusion
To sum up, British Airways is keeping its position as a leading and high-level services company through hard work, social commitment and striving for excellent relationships with the key stakeholders. Being a strongly customer-oriented firm they are among the best air World companies thanks to their reputation and successful marketing strategy which strive to offer large ranges of opportunities for all clients. The process of creating value for the customers is one of the priorities of the air firm and they are working devotedly to this for more than a century.
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