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[bookmark: _Toc56617190]Introduction
The following essay will focus on the marketing aspects of the firm. The report will show on the importance of marketing for the development of the firm by briefing out the processes of marketing and further identifying and describing each stage of marketing that makes the marketing process more effective. Further; the marketing mix will be explained that allows the organisations to operate more effectively in the target market. The second part of the essay will identify the importance and influence of shareholders in the marketing process. To further demonstrate the impact and influence of stakeholders on the operations of the firm in terms of marketing aspects, the various theories and models such as stakeholder’s analysis will be done. 
[bookmark: _Toc56617191]Organisational overview 
British Airways is a multinational firm that is mainly operating in the flag carriers business though; it also operates as the passenger airlines with its registered office at London. When the government of U.K. has created; British Airways board for its four national and local airlines, the British Airways was formed in 1974 with the merger of all the four airlines (British Airways, 2020). Though; in 1987 the organisation was privatised, and in 2011 the firm merged with Liberia to form its parent company, i.e. international airlines group. The firm has one of its effective subsidiaries to show its presence in the local market known as British Airways CityFlyer.              
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[bookmark: _Toc56617193]Processes and stages of marketing including the role of the marketing mix
Marketing definition 
The marketing in the simplest simple sense can be termed as; exchanging of values between the business and the employees as; defined by Kotler and Armstrong (2010), besides; chartered Institute if marketing (CIM) defined marketing as the management process for anticipating customer requirements and fulfil them, profitably (CIM, 2020). Marketing is the most important aspect for British Airways, especially in the current era of steep competition and COVID-19 pandemic. The aviation industry has many competitors, and thus; there is a need for marketing to attract the consumers based on various hacks, strengths and benefits the firm have.
Concept of marketing
There are various concepts and orientation of marketing which has evolved and gives rise to marketing concept though; the current trend is the holistic marketing approach. The part will focus on the marketing concept which can be referred to as; accomplishing; organisational goals based by identifying the needs of the consumers and satisfy then before the rivals (Marketing teacher, 2020). The marketing concept focuses on selling the products and services to the consumers by identifying the needs of the consumers and provides exactly to those consumers to have high demands of the consumers and further retain those customers and develops the firm in the long run. British Airways can use the concept at the current point where the firm needs to identify the income level of their customers have dropped sharply and thus; they need to have low fair prices to attract and retain the consumers in the current era.  
Processes and stages of marketing
There are various steps and processes of marketing which are necessary to be followed by British Airways to effectively position itself in the targeted markets such as,
Step 1- Planning of vision, mission, goals and objectives
The vision and mission are one of the important of the firms as; the vision and mission act as the ultimate goals for the firm for which various operations and activities are done to achieve it. There are various theories which state that; the employees can be motivated to work effectively they have a goal to achieve and thus; the vision and mission are important or the firm (Seturi and Urotadze, 2017). 
Corporate responsibility Vision of British Airways: “To become the world’s most responsible airline”.
Mission statement: “One Destination seeks to ensure our customers fly confidently that, together, we are acting responsibly to take care of the world we live in”.     
Goals of the firm: To be the customer choice for long haul travellers further; providing excellent services, to expand globally from 180 countries to more (British Airways, 2009). To have the leading position in the current markets and generate more revenues with excellent marketing techniques and fulfilling customer demands.   
Slogan: “To fly, to serve. The world's favourite airline; Upgrade to British Airways".
Step 2- Analyse industry position.
The second stage of the marketing process is more effective as it makes the firm to identify its current position as this will support British Airways to take effective decisions in its future operations. There are many tools and model that can be used to analyse the situation of British Airways in terms of its marketing position (Naseri and Noruzi, 2018). The situation analysis is very important for the firm to make a further strategic decision in terms of branding and positioning, and this becomes crucial in the current era where; the competition is high. The SWOT analysis is one of the best models that can be used in the firm to identify its strengths, weaknesses, opportunities and threats to identify on how the firm stand different from its rivals and how it can use its marketing skills to effectively position its brand in the market. 
Strengths
The firm’s major strength is its supports from the U.K. government, and this supports the firm in the various aspects and more competitive in the market.  The Heathrow hub in England is its major strength. The firm has high brand equity in the market in terms of quality and excellence (Phadermrod et al. 2019). The firm has more than 260 aircraft, and there are many in order and will be received by 2025.  The firm has excellent marketing skills and diversified services such as premium lounge, in-flight entertainment, loyalty programme, etc.   
Weakness
The increase competition due to the increase in the importance of air transportation after; globalisation. The firm is known for its excellent services and value for money but; after the COVID-19 pandemic; the reference of the consumers have changed towards price based services and thus; this is acting as the weakness for the firm.    
Opportunities 
The firm can have activities to further; enhance the importance of Heathrow airport to have more benefits of same. The firm can focus more on its regional travels and flights to have more Access to the firm.  The code-sharing and alliance can support the firm to thrive in the current era so COVID-19 pandemic.    
Threats 
The major factor that is affecting the profits and operations of the firm includes; the COVID-19 pandemic, the preference of consumers has changed towards the online technology and thus; reduced the market for British Airways (Clarke et al. 2015). The unstable environment of BREXIT has impacted the operations of British Airways.              
Step 3- Establish marketing tactics.
The marketing tactics are the most important aspect for the successful marketing for British Airways. The marketing tactics allows the firm to break the mission and objectives into achievable tasks (Sharp, 2017). These small tasks are known as the marketing mix, which differs from market to market. For the effective marketing mix, there is a need for effective targeting, segmenting and positioning for the marketing mix or tactics to be successful. Below discussed is the marketing mix for British Airways. The marketing mix is very effective as; it guides the employees on all the aspects and further let them make changes in the operations that leads to desired results.   
Segmentation: The firm has segmented the customers based on the demographics such as income level, profession, the customers who prefer comfort, reliability on air transportation, etc.
Targeting: The markets which are targeted include; businesses and corporate industry, upper-middle and middle economy class travellers (Kuntonbutr, 2019).  
Positioning: The firm position itself as the premium service organisation and air transportation services that serve globally. 
7Ps of the marketing mix
Based on this; the marketing mix developed for British Airways includes;
Product: The products include; its excellent transportation services which are further lavish. The firm provides both the long haul and short hauls services. The firm provides its services to the premium, upper-middle and middle class, as shown in the target market above. The firm earlier in 2015 launched its app for the apple watch where; the summary of the next flight can be seen with a simple swipe on the watch with time for the flight (John Dudovskiy, 2016).       
Price: The firm uses the differentiation strategy in terms of pricing; it provides; the value for money and charge high for its excellent quality services. The firm has a loyalty programme that allows discounts and cutbacks on booking to various destinations. The geographical and promotional pricing strategies can be used.        
Place: The firm has major operations in 180 countries with flight destinations to more than 400 places. The firm has its presence on the online platform in terms of booking, cancellation and information purpose. The firm’s major operations are carried from the Heathrow airport.     
Promotion: The firm offers; discount coupons for their customers to attract them and further have the loyalty programs to retain the consumers. The discounts and vouchers are given for the employees on the flights and rented cars to make the employees feel special and loyal. The customers can choose to stay with partner airlines, cars, hotels to collect the points to gets rewards and discounts.    
People: British Airways provides the top-level training to its employees from the cabin crew members to engineers and back staff (Išoraitė, 2016). The employees are the main elements for the success of the firm. Though; the firm lacks behind in terms of employee satisfaction and other H.R. policies and thus; this makes the firm prone to lose. The firm needs to improve its employee-related policies.  
Process: The firm has the excellent processes and facilities that make the firm to be more effective such as; the firm has executive club app to allow the travellers to track their flights, times, reservations and many more. The firm provides a variety of food, premium lounges, in-flight entertainment system and many more.   
Physical evidence: The firm has a variety of foods and dishes as demanded and further the laptops to work for the business class (Budd and Ison, 2020). There are various other entertainment channels such as T.V. and computers, and this allows the firm to have physical evidence of their premium quality services. 
Step 4- Put your process to work. 
This stage focuses on the real-time actions of the firm. It collects and integrates the resources to have the desired actions. It includes various activities such as,
Obtaining resources: British Airways needs to have resources such as aircraft for its various purposes such as short-haul and long haul routes, aircraft for the premium, travel class, business class and economy class designed in a manner as promised with promised quality services. The resources further include the experts and agencies to transform the mission into promotions and advertisements (Baker and Hart, 2016). British Airways recruits Bartle Bogle Hegarty as its advertising agency which understands the needs of the British Airways and converts it into the advertisements.
Developing schedules: The firm needs to be very specific to all the marketing channels in terms of its advertisement, the content made for the television can’t be posted on the Facebook as; ti is made to target the homeward audience, and it needs the change in content for various channels to effectively target the audience. 
Step 5- Evaluate, modify and repeat.
This is the most effective step as despite planning various points may differ and cause hurdles in the marketing plan and thus; there is need of continuous monitoring and evaluation to identify the gaps and further; improve it and repeat the process for effective results.                   
[bookmark: _Toc56617194]Stakeholder engagement and their impact on the marketing activities of an organisation
Other than the marketing mix; the stakeholders are the other major factors in the firm that has a significant influence on the marketing of British Airways. The stakeholders are the persons or the organisations that are affected by the operations and practices of the firm, and they influence the operations of the firm depends on the power of the stakeholders. There are various stakeholders of British Airways as discussed (Matuleviciene and Stravinskiene, 2015). The stakeholders are of two types, i.e. the internal and the external stakeholders. The internal stakeholders are directly or financially involved in the firm. The external stakeholders get indirectly influenced by the firm's operations.  British Airways always offers benefits to its various stakeholders that are valuable to them and keep them satisfied and seek the supports of them to be competitive in the market.  
Table 1 Internal and external stakeholders
	Internal  stakeholders
· Employees
· Shareholders


	External stakeholders
· Government
· society and community
· suppliers
· shareholders
· customers
· competitors 
· Debtors/ creditors


Internal stakeholders
Employees
The employees are the primary stakeholders who are mainly affected by the operations and practices of the firm. The employees in British Airways are its flight crew, engineers, customer service, pilots and many more. The firm has taken various initiatives to satisfy its employees; as they have a major influence on the firm. British Airways is providing employees to all of its employees, looking at its previous year strikes; the H.R. policies are changed, and employees are given incentives and fringe benefits to keep them committed.
Shareholders
Shareholders are other major stakeholders of the firm because; they are a significant influence on the operation of British Airways and they can influence the decision making and further can file the suit against; the firm and its other members (Leal Filho and Brandli, 2016). The firm always has annual general meetings to seek permission from such shareholders and satisfy them with relevant decisions and reasons for the practices.
External stakeholders 
Government authorities
They have a strong influence on the operations of the firm, and thus; the firm needs to satisfy this category of stakeholders. It includes; International Air Transport Association (IATA), Civil Aviation Authority (CAA), European Union Aviation Safety Agency (EASA) Independent Pilot Association are the few of the stakeholders that need to be satisfied primarily to have best operations. The organisation has established a separate legal department that handles all the laws and compliance policies to satisfy these stakeholders and seek their support.      
Customers 
The customers are other major stakeholders that have a significant influence on the operations of the firm and vice-versa. Keeping in mind; the importance of this; the firm has adopted the feedback system on its official website and further; the feedback system is adopted from the social marketing platforms to get the correct and accurate feedbacks (Gegg et al. 2015). The customers are given the various facilities to keep them satisfied, such as; premium lounges, in-flight entrainment facilities, free Wi-Fi and many more.     
Competitors 
The competitors are other major stakeholders; that has an impact on the firm such as; Singapore Airlines, Emirates, Air France, Air India, Virgin Atlantic, United Airlines and many more. The firm has adopted the differentiation strategy to be unique in the market; it has used the value for money than price centric strategy being the premium transportation facility organisation.         
Suppliers 
They are the main stakeholders and especially for the British Airways as; the firm has adopted the differentiation strategy and that needs; different resources and further; the firm needs consistency in the quality with unique resources and thus; the suppliers are essential to be satisfied (Essay Avenue, 2020). The main suppliers for British Airways are; Airbus and Boeing. There are various other suppliers and agents for its other accessories and ticket bookings. The firm provides them with enough margins and maintains the relationship with them and satisfy them.
Society and community
The changing preference of the consumers towards the various factors such as environment-friendly products and services has increased the impact of the communities on the operations of the firm. The aircraft produces tonnes of carbon annually and add to their carbon footprint and thus; the society opposes this. The firm has taken various initiatives to satisfy this stakeholder's are; is the announcement by the firm to eliminate carbon footprint in domestic flights by 2020. The firm has invested in the quality assured; carbon reduction projects. The firm has further invested in sustainable aviation fuel. The firm has further had long term partnership with international wildlife charity Born Free Foundation for animal welfare, and there are many more activities that have supported the firm.        
Debtors and Creditors
They have a major impact on the firm and the vice versa as they are internally connected with the firm through finance, and their inconvenience or their incorporation affects the profits and operations of the firm. The firm always distributes the interest among the creditors and provide the long term repay tenure to satisfy them.
Stakeholder’s impact on marketing 
All of the stakeholders have a significant influence on marketing function of British Airways such as employees can impact the marketing function in terms of productivity, if the employees are not productive then; the marketing department cannot promise accordingly or the promises made will not be fulfilled (IAG, 2019). The shareholders have the voting right in the decision making of the firm and thus; this impact’s the marketing and positioning of the firm. The government impacts the firm in terms of promotions and advertisements and copyright issues. Various policies need to be maintained by the marketing department, which is created by the government. The customer impacts the marketing department in terms of their collective selection and preference such as earlier the customers prefer the firm for its quality and now the preference has changed too; price centric and thus; the marketing department needs to change its strategies to attract the customers based on prices.
The competitions have a major impact on marketing as; the firm needs to change its promotions and other strategies to be competitive than the rivals and retain the customers against their new marketing strategies. The suppliers can affect the marketing function because; they have the raw materials for various services, and this affects the promises in terms of marketing for quality and prices (Haigh and Wigley, 2015). The society and communities prevent the advertisements and statements that are against the nations, and the communities and which are irrelevant and thus; affects the marketing function. The debtors and creditors influence decision making for the marketing department as they fund the various projects and their permission for various advertisements is necessary and other promotional channels.   
To better understand the influence of stakeholders; the stakeholder’s analysis can be used, the matrix has divided the stakeholders based on their power and interests and thus; makes it easy for the firm to identify the important stakeholders.







	Table 2 Table 1 Stakeholder’s analysis for British Airways
	Power                            (High)
		Keep satisfied

	Customers 
	Suppliers 

	Government
	



		Manage closely

	Employees
	Competitors 

	Creditors
	Owners/shareholders




	
		Monitor

	Community 
	Society



		Keep informed

	Competitors
	Debtors




	Low
	Interest                                   (High)





                                  
                

[bookmark: _Toc56617195]Conclusion
The essay has presented the importance of marketing in the firm with the use of various aspects such as; the processes of marketing and stages of marketing. The various stages are briefed out with industrial examples to better understand the concept of marketing and can further successfully implement it to develop the organisations in the long run. The marketing mix is an essential part of marketing was briefed that allows the firm to be more effective in any market in terms of marketing. The later part of the essay has presented the importance and influence of various stakeholders on the firm in terms of marketing and thus; stakeholder’s matrix is identified to identify the influence of various stakeholders based on their interest and power.  
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