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SWOT: strength, weakness, opportunities and threat
PESTEL: political, economic, social. Technology, environment and legal 
RACE: react, act, convert, and engage
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Executive summary
What is marketing?
Marketing can be defined as a process whereby the company educate consumer why they should choose its product or service over the competitors. For this to successful the company need to understand its targeted audience and  find right marketing method and right message that can convince and influence the audience . In general term marketing consist of everything that the consumer encounters when it comes to particular company; from advertising approaches,  the what they  hear and see,  the customer services, to after care service that the company provide (Chaffey and Ellis-Chadwick, 2016).

The overall purpose of marketing is to understand the needs and wants of the customers and creates value through satisfaction and quality more effectively and efficiently than competitors (Albert, and Sanders, 2003). 
There are varies methods company can adopt to communicate its product to outside world; for instance the use of social media, leaflets, newspapers, radio, television adverts, world of mouth, and so on. However, due to rapid growth in technology that led the development of a digital world and the internet thing, have transformed the marketing and the business. With more three billion people around world became regular user of the web to share information, find products; entertain and friends, consumer behaviour and the way companies market to both consumers and businesses have changed dramatically (Chaffey and Ellis-Chadwick, 2016).

British Airways is the UK largest airline that provides service to different parts of the world; the company operate under partnership with other airline such Qatar Airways, Japan Airlines, Lberia, Finnair, American Airlines and OpenSkies in order to provide more options and better service. Apparently the company compete with other airlines who flying same routes and targets similar demographic as it does, therefore it is critical essentially for British Airways to find right methods that will help the company to reach the targeted audience. https://www.britishairways.com/en-us/information/partners-and-alliances/oneworld (accessed: 07/01/2018)

Currently British Airways utilizes multi-segmentation concentration marketing strategy; the company offers four different service packages to different market segments. Starting from economy, premium economy, executives to first class services; this means that choosing right marketing strategy and right communication channel is critical essential for the long term sustainability (Vazquez, 2016).
Therefore, this case study is going to look at British Airways e-marketing aspect, particularly Twitter as a communication channel. Will then Look at the benefits of using Twitter against other channels, and assess if twitter is the best channel to target audience, and how does Twitter activities align with the company goals? As well as assess company’s performance from marketing perspectives. The final part will be conclusion and recommendations followed by referencing section. 
Methodology
Methodology refers to all tools and techniques use to conduct research. For this report, data were collected through secondary research. Information had drawn from various sources such as text book, journal, relevant website, classroom notes, electronically database, news papers, and social media channels such as Facebook, and Twitter. Data used are mostly with ten years period, however up to 15 years old sources were considered for better understanding on the topic area.  




Introduction 
What is e-marketing?
E-marketing (electrical marketing), can be described as a modern method that most company adopt in marketing products or service. This method involves companies or individuals, market their products or service using the internet (Gay et al, 2007). Nowadays many marketer pays attention to digital marketing than ever before. Since the rise of internet that allows people to share different information to different part of the world, has dramatically changed the business landscapes. According to (Collin, 2000), the internet offers whole range of new ways to reach new and existing customers, support press enquiries, research campaigns, investigate  new and existing competitors, set up focus group, get connected to other professionals and many other exiting opportunities ( Chaffey and Ellis-Chadwick, 2016;)
Therefore, e-marketing is all about managing different forms of online company presence, such as social media company pages, and websites conjunction with online communication techniques( Chaffey and Ellis-Chadwick, 2016;) 
Advantage and disadvantage of e-marketing
	It is opening up access to global markets and communities of interest
	Information overload and chronic distraction; numbing de-personalisation and de-humanization; the treat of privacy invasion by internet predators and information control by global technology giants.


	Uncovering new pricing models
	

	Revolutionizing the placement and distribution of products
	

	Transforming media
	

	Facilitating greater collaboration and efficiency within the organisation
	

	Empowering consumers demand new
	

	Consumer-centric marketing models
	


Source: (Collin, 2000),
Background information
British Airway can be described as amongst the best airline in the globe, it is one of the UK largest airline companies that provide service to different part of the world.  Despite of the challenges coursed by the Brexit the company was able to generate profit and increase customer profile; on the financial year of 2016 British Airways reported an impressive operating profit of 2.5 billion Euros on revenues of 22.6 billion Euros (British airways annual report, 2016. Furthermore the company was able to provide service to more that 100 million international passengers worldwide. Identifying the new ways differentiate and enhance customer portfolio its critical essential for the future growth.
Number of passengers uplifted by British Airways Plc in the (UK) from 2008 to 2016
[image: ]
Source: https://www.statista.com/statistics/309349/british-airways-uk-passenger-numbers/ (accessed: 15/01/2018)



British Airways competitors: 
	Direct competitors
	Indirect competitors

	Any airlines flying the same routes as British Airways, for example, New York, JFK- London (LHR/LGW/ LHY). These are busy route with almost 30 flight a day served by different airlines( Delta, Virgin, American, British Airways, Norwegian and India)
	Take close look in micro level, indirect competitors would be any airline that moves passengers and cargo between major cities pairs globally, regardless if British Airways flies to that city. 
In macro level, other indirect competitors would be trains, buses, ferries and even cars. For example unsteady of flying by British Airways from London to Paris, people can simply use coaches or drives personal cars. 
As for cargo aspect, the royal mail, UPS, FedExx, DHL and other cargo companies would be relatively indirect competitors for British Airways. 


Source: https://www.quora.com/Who-is-the-competitor-of-British-Airways (accessed: 15/01/2017)

Twitter as communication channel
Nowadays many organisation uses social media as the main channels to reach their targeted audiences, however with so  many social medial to choose from, how will company know which channel will work and fit their marketing goals and objectives? 
First, the company need to understand that, the online marketing environment is dynamic in nature, change in consumer behaviour and preference has proven difficulty to many organisation to focus on one particular channel of communication, as a result majority tend to use more than communication channel. 

Twitter is among of the social media platform that connects people from different part of the world with same interest, people with twitter account gets updates on the thing that interest them. Twitter connect people through Hashtags which are donated with the “#” prefix are added to tweets so members of community share the conversation. From marketing point of view twitter is one to many communication channels; with 3 million users the company can send its message to reach the crowd 
Advantage 
· Organisation can use twitter to send the latest information about their products or service, therefore, Twitter is good global news channel. For example on the 11th of December, British Airways posted on their Twitter page about the disruption to some of the flights due to weather condition(@ Btitish_Airways, 11/ 12/2017).
· Twitter is a free customer support tools: Twitter offer instant service to both customers and organisation, for instance it takes 12-48 hours for organisation to reply to customers emails, but if the customer send direct message to company’s Twitter accounts, usually gets answered right away. However, British Airways activate their account from 9 mornings until 5 in the evening.
· It is possible to Go Viral. The Twitter community is more interactive because there is no need to reveal personal identity, this idea of anonymity allow user to feel free to share different contents and get involved in different conversations. It is the best place for company to conduct survey. 
· Twitter works as marketing place, company can post and share images videos, blogs and share links.
Disadvantage
Twitter may not be suitable for the professional business such as dentist, lawyers, solicitors and so on, because may find it difficult to break in Twitter sphere. Majority of its user seem to be junk. Also twitter is micro-blogging network that has a limit of 140 characters, unlikely to face book whereby there is no word count limit, organisations can write as many characters as they wish.   

Is Twitter the best channel to target audience
The answered to this question will depend with the nature of the business and the targeted audience. For stance, for business that targets developed countries, urban areas, educated consumers, millennials, and those with the knowledge on how social media works, Tweeter might be the best channel to target them. However for business that targets consumers from developing countries, rural areas, and consumer with less technology interaction and awareness, face book, mobile and email could be best methods to reach them. 

How do Twitter activities align with the British Airways goals? 
Like many other organisation that seek to acquire high market share in the dynamic business environment, British airways goal is to become the world’s leading premium airline. To archive this, the company align it focus in making their cost base more efficient and provider outstanding customer service. The company believes that, meeting their objectives will help to create sustainable and profitable future for their business, and increase their relationship with customers and stakeholders.
British airways marketing Objective
	objective

	1. Be the airline of choice for longhaul premium customer

	2. Deliver an outstanding service for customers at every touch point

	3. Grow our presence in key global cities

	4. Build on our leading position in London 

	5. Meet our customer’s needs and improve margins through new revenue streams


On archiving above objectives, the company describe an action plan that will lead them to the fruitful future. 
Action plan
· Research: to understand customer needs and wants so as best product and services can be provided to the right demography
· Amendments on how staff are managed, trained and rewarded: to help staff deliver high stand service (leadership style
· Target new destinations while retains the existing ones: to gain wide market share that will increase profit margin.  
· Investment in new products ,service and technology  
 https://www.britishairways.com/cms/global/microsites/ba_reports0910/pdfs/Strategy.pdf (Accessed: 13/01/2018)

Looking at the above strategy and their action plan as well as the competition level and what Twitter offers;  Twitter appeal more like news channel to organisation rather than marketing channels. British Airways provide service to over 100million people per year but looking at number of people follows the company on twitter is less than quarter (1.1milliom followers) of their total passengers. This means that   

What are they doing well/poorly?
 Before the company can decided the best suited approach for their business, is critical essential to understand the influence of current marketing environment and its surroundings. According to Gay et al, (2007:19) “the organisation response to the environment will give clear indications concerning it marketing and corporate culture, aims and objectives”. This means that despite of the fact that each company has its own frameworks that they follow in order to understand the market and analyse their product; from strategic management point of view, environment scanning is key element of strategic management, where companies need to study various social economic and political factors that might affect the business.
There are holistic approaches that can guide and direct businesses and practitioners reviewing marketing environment; here are example of among other approaches; SWOT and PESTEL analysis, BCG Matrix Model and RACE.
	Model 
	How it works

	SWOT and PESTEL analysis
	These approaches help organisation to assess its internal and external business environment, and determine any factors that might affect business operational. Furthermore these approach can help company can help the company identify untapped market and lower costly mistakes. 

	BCG Matrix Model( Growth Market Hare Matrix)
	The Boston Consulting group’s product portfolio Matrix helps organisation consider growth potentials by reviewing their product and decide where to invest. The approach designed to help with long term Strategic planning

	Race 
· Reach
· Act, 
· Convert
· Engage
	This is a tool that guides company when creating digital marketing strategy. It helps organisations to understand the four steps for online marketing activities that brand can adopt to engage customers throughout the customer lifecycle. 


Therefore choosing right communication channel it all depends with the company’s targeted audience.

RACE framework will help to understand the areas that British Airways id doing well and poorly 
Reach: through mixed approach of digital marketing channel, and other marketing campaign such as experiential marketing, TV adverts and so forth.   British Airways is able to attract more that 100million passengers per year worldwide.
Act: to retain the existing customer and attract new market niche, British Airways updates their customer in regular basis about what is happening in the organisation, such as flight delays and cancellation. Also the company offer loyalty programme that gives customer access to earn point each time they travel. However British airways should take close look at budget airlines who are also trying harder to provide better service within reasonable price. Also in baggage allowance, the company need to increase the amount of kilos they offers. 

Convert: British Airways offer reasonable price and online booking system. Customer can use the link from British Airways Facebook page to make booking.
Engage: British Airways offers after care service, respond to social media comments and queries, however their telephone lines are always busy, it can take up to two hours to get hold to customer service.
https://www.smartinsights.com/digital-marketing-strategy/race-a-practical-framework-to-improve-your-digital-marketing/ (accessed: 15/01/2018)


Conclusion 

Therefore, company’s marketing goals and objective are key components to the choice of right channels to reach the targeted audience. If the company understand what is trying to archive, it’s easy to find be suited method how to archive it. As an example British airways goal is to become the world’s leading premium airline. This means that effective communication channel is required in order to reach targeted market and achieve business goal. The choice of communication channel should resemble the targeted audience, the use of face book and LinkedIn will be appropriate for their particular market niche. 

Critical evaluation of e-marketing strategy 
E marketing has become popular method of marketing strategy, 66% of all markets think their companies will not succeed unless they have a successfully digital marketing approach (Kaufman and Horton, 2015). Despite this, many organisations allocate only 15% of total marketing budget to digital marketing.
Recommendations to improve the channel
Effective use of digital marketing channels and methods helps companies analyse the marketing campaign and understand what is working and what is not in really situation.  However not all organisation use social media as a marketing tool have deeper knowledge and understanding about how it works and how it could benefit the organisation (Strauss, et al, 2003). 
Though digital channel   Consumer can access information wherever, whenever and however they want it.  This has changed  consumer buying behaviour, nowadays consumer are no longer influenced about  what the company says about their products,  in fact consumers are more likely to be influence by what other say about the product(Wilson,2012)
Challenges of using digital marketing channels as marketing tool
· The perforation of digital channels 
Consumer use multiple channels and variety digital devices with different protocols, specifications and interfaces, this makes it hard to manage digital marketing efforts
Competition is intensify, that is because digital channel as relatively cost effectives compare to traditional media such as print making  them  with rich practical every business,
· Exploding data volume 
When consumer use digital channel they leave behind huge trailer of data, unfortunately digital data often not immigrated with data from operations and business activities, as results many business struggle to find the right data for marking best strategic and tactical decisions(Teresa et al, 2014; Gamboa and martin, 2014)  
Despite of the challenges, what does it take to get digital marketing right?
Managing complex customer relationship across channels both digital and traditional; responding to and initiating dynamic customer interactions and extracting value from big date to make decisions faster.
 Knowing your customer is not enough, you must know them better than anybody else so you can communicate with them where, when and how they are most receptive to your message. To do that successful, the company need a consulted view of customer preferences and expectations across all channels not just digital. With this information you can create consistent coordinated customer experiences. They will move customer along on their buying circle. 
The speed and immediacy of digital combine with the power of advanced analytics make it possible to measure, monitor and test campaign performance on the fly, to learn what works and doesn’t works. This option help improve customer experience and marketing ROI 
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