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[bookmark: _Toc92709497]Introduction 
British Airways (BA) is a UK based multinational airline company. The business started its operation in 1974. There are two main hubs of the business which are in Heathrow and Gatwick. It has a fleet size of 254 which provide passenger service in 183 destinations (Britishairways.com, 2021). BA CityFlyer is the subsidiary of the business. The base of operation of BA is in London, England. In 2020, British Airways suffered a net of £3.489 billion (Statista, 2021). This has happened because of COVID-19. This affects all the aspects of a business. That means, both the internal and external environment of British Airways has been affected because of the pandemic. The aim of this task is to analyse the external and internal environment of British Airways by using tools SWOT, VRIO, PESTLE and Porter’s five forces analysis. 
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British Airways to ensure that the business has the ability to tackle the impact of COVID-19 on the business must have to assess the internal business environment. This will be helpful for the business to assess what is doing inside the business because of the pandemic and what the business can do (Kotler and Armstrong, 2017). SWOT and VRIO are the two models which will be used for internal analysis of British Airways. 
[bookmark: _Toc92709499]SWOT analysis of British Airways
This is one of the most effective tools which can be used to make sure that a business will have the chance to know about its strengths, weaknesses, opportunities and threats. All of these aspects of the business was affected because of COVID-19. 
Strengths
Sustainability is one of the most important strengths for British Airways. In this time of the pandemic, most business is now facing problem regarding sustainability. But British Airways has the ability to make sure that sustainability of the business in the market has been ensured. The technological strength which British Airways has helped the business to make sure that it will be ahead of its competitors in this time of the pandemic (Britishairways.com, 2021). The use of advanced technology has become a necessity for a business during the pandemic. British Airways has the ability to use advanced technology to operate its business and that is working in favour of the business. For example, most of the task-related to the business has been done online and that is helping the business to attract customers. The brand equity rating of British Airways is 68 which helps the business to develop a brand which the business can use to attract customers to the business. COVID-19 has an impact on social factors and for that most of the customers now wants to focus on a brand to have good quality service. The partnership which the business has with business-like Finnair, Iberia and American airlines helps the business to expand its operation worldwide and operate with effectiveness which is an important strength of the business (Our brand partnerships | About BA | British Airways, 2021). These strengths are indicating that British Airways has the ability to deal with the pandemic. 

Figure: Strengths of BA
Source: (Britishairways.com, 2021)
Weaknesses 
The issues which British Airways is facing regarding the HR of the business is the main weakness of the business. This problem has become a huge concern for the business because of COVID-19. British Airways is a service-oriented business and for that performance of its employees has a direct impact on the customer’s satisfaction. But the business was not able to ensure that the employees of the business will be managed with effectiveness and for that rate of employee turnover in the business is increasing (Britishairways.com, 2021). That means COVID-19 has an impact on the employee productivity of British Airways. The engine which British Airways uses is creating a problem for the business as well. This engine has been created by Rolls Royce. The consumption of fuels has been increasing because of that and the cost as well. Another important weakness of British Airways is that the business mainly focused on the domestic market and for that, the business become dependent on the UK market. 
Opportunities
COVID-19 helps assess that a business cannot ensure that the business will be purely sustainable by focusing o a single market. That is why one of the most opportunities which are in front of the business right now is focusing on expanding the market of British Airways. Different Asian countries can be possible destinations to expand the business (Reahling, 2021). The market of the business can be increased because of this. Increasing the service portfolio is also a viable option for British Airways because that will helpful for the business to decrease its dependency on a single service. The business can focus more on cargo service. Focusing on using technology in each aspect of the business is an important opportunity that has been created because of a pandemic. This is the business that has been shaped by COVID-19 and on that British Airways must have to focus. 
Threats 
COVID-19 creates more threats for British Airways than opportunities. The revenue and net income of the business were reduced significantly because of the pandemic. It was a huge problem for British Airways to continue its operation in the market with effectiveness (Cozmuta, 2021). The HR function of British Airways was in a huge dilemma because of COVID-19 as the department had to find a way to deal with the pandemic. The management of the business developed some of the solutions but the problem remains in terms of the effectiveness of the initiative which has developed because that is related to the employee satisfaction rate. This has also an impact on the cost which the business incurs. That means, both the employee and profitability of British Airways have been affected because of COVID-19 (British Airways Media, 2019). This is enough for British Airways to make sure that the business will lose its competitive advantage and sustainability in the market. British Airways must have to take the initiatives to eliminate these threats.    
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The use of this tool will be helpful to analyse the internal resources which the business has and the impact on those resources by COVID-19. That means the resources which the business has had been affected because of the pandemic. 
Valuable 
The financial resources which British Airways has been highly valuable for the business because they can be used by the business to have external opportunities and invest in that. During the pandemic, the business made a net loss of £3.489 billion (Statista, 2021). That means this valuable asset of the business has been affected as well because of the pandemic. The employee base which the business has was a valuable resource of British Airways but the rate of employee dissatisfaction is increasing during the pandemic. That has an impact on the business profitability. The distribution network of the business and its ability to use R&D to innovate new things and offer that to the customers are also important for the business to achieve success in the market. 
Rare
The brand value which British Airways has is one of the rarest resources for the business. Developing a brand as a business is not easy and it will take time for a business to do that. That is why it is important (Britishairways.com, 2021). During COVID-19, the business started to show that business focus on the needs and wants of its customers and employee safety is important. The patents which British Airways has played an important role for the business to attract customers and for that it can be said that it is also a rare asset.    
Imitable
The financial resource which the business has is very costly to imitate because British Airways achieve that over a long period of time (Alan, 2017). But the types of service which the business is offering to the customer in response to COVID-19 has become very common. That means the service which British Airways offers to the customers has been offered by other businesses as well. There is a lack of differentiation and that factor will reduce the ability of the business to ensure a competitive advantage in the market. But the patent and distribution network cannot be imitated and that is good news for the business. 
Organisation
The ability of British Airways to operate its business in an organised way has been reduced because of COVID-19. The financial resources of the business are not organised and that has resulted in a huge amount of loss. There is a problem in the distribution network because COVID-19 changes the whole business landscape and for that, it has become very important for BA to make sure that the distribution network has been re-organised. The business must have to focus on that to ensure that the business is sustainable in the market. 
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There are factors in the business environment which British Airways cannot control but those factors will have a huge impact on the business (Kotler and Armstrong, 2017). COVID-19 is the most important factor in the business environment right now on which the business should focus. The use of tools like PESTLE will be helpful in this regard. 
[bookmark: _Toc92709502]PESTLE analysis of British Airways
Among the models which can be used for assessing the external factors which can affect a business, PESTLE is among the most effective. In each aspect of this tool, PESTLE has a huge impact. 
Political factors: Because of COVID-19, the political environment of most of the countries has been changed and drastic action has been taken by authorities. Action like lockdown, personal space regulation has been developed to ensure the safety of the people. For example, the UK government initiate lockdown on a number of occasions and close borders to make sure that the disease can be contained (Xuan et al., 2021). That means British Airways did not have the chance to operate during the lockdown. Even after getting permission to start the operation, the business had to obey safety regulations like keeping distance. That means British Airways did not have the permission to operate at its full capacity. That has increased the cost of doing business and reduced the ability of the business to earn profit. 
Economic factors: COVID-19 had a direct impact on the UK economy as the economic growth rate of the country in 2020 was -9.9%. The disposable income base of the UK people has been decreased by more than 800000 employees who lose jobs because of the pandemic. Most people travel to a foreign country for business, personal or leisure purposes. Research shows that the majority of people travel through the air because of leisure (Sobieralski, 2020). But the problem is what the customers will do when the customers will not have enough money in hand. That means the motivation of the people to travel from one place to another has been reduced for the pandemic. That will reduce the chance of the business to increase its revenue.
Social factors: The buying patterns of the customers has been changed in the market because of the pandemic. The customers in the airline industry do not want to take a risk and for that these customers are preferring to have a ticket and other services online. That means, the business has the ability to meet the needs of the customers in the market will be able to achieve success. British Airways has the ability to do that and that was helpful for the business to make sure that it converts its whole operation online (KİRACI, 2021). That will be a source of competitive advantage for the business.        
Technological factors: Using technology in all aspects of a business has become mandatory because of COVID-19. A business to stay in the market needs to integrate technology in marketing, operation, management etc. For example, the use of digital technology in marketing has become the demand of the customers and for that British Airways takes the decision to focus on using digital tools of marketing. It was a trend before the pandemic as well but the impact and importance of this have been increased because of the pandemic (Atay, Eroğlu and Ulusam Seçkiner, 2021). The business will be failed to focus on this aspect will not be able to ensure sustainability in the market. 
Legal factors: There are changes in the workplace safety rules and regulations because of the business. The government of the UK along with countries governments develop separate yet mostly uniformed rules on how a business can ensure the safety of the employees, passengers and other parties related to the process (Amankwah-Amoah, 2021). A business in the airline industry must have to focus on that. The business which will not be able to do that will have to face consequences which British Airways suffered in France because of inability to follow the rules. 
Environmental factors: The concern among people about saving the environment and the business which is polluting the environment by emitting carbon has been increased. It has become a demand to focus on reducing carbon emissions by using sustainable and green energy. The business which will be able to focus on that will have the ability to attract customers to the business. British Airways develop a plan to become carbon-free by 2050 and the business has been selected to get support from the government fund (Planet | BA Sustainability, Carbon Reduction & Net Zero, 2020). This action will increase the trust of the people and it will be helpful for the business to make sure that more and more customers have been attracted to the business. That means environmental factors is an opportunity for British Airways. 

Figure: PESTLE analysis
Source: (Xuan et al., 2021))
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Knowing about competition in the market is important to ensure that businesses will take actions on the basis of that for achieving competitive advantage. The competitive situation in the UK airline industry will be analysed here along with the ways in which the issues in the industry can be tackled.      
Competitive rivalry (Strong): There are competitors like EasyJet, Jet2, Ryanair, BH Air etc. in the market with home the business will have to compete (Aman and Altass, 2021). All of these businesses have the capability to attract customers toward the business and make sure that the best quality service can be provided. To deal with COVID-19 each of the businesses in the airline industry is trying to focus on new strategies so that customers can be attracted. The cost of switching for the customers in the industry is limited and that increases this threat. To achieve success in decreasing the negative impact of the pandemic on the business and to ensure competitive advantage has been achieved it is important to follow a differentiation strategy. By using this strategy, British Airways will be able to focus on differentiating its service from others which will help to attract customers.    
Threats of new entrants (Weak): Huge amount of investment is required to enter into the industry and brand name plays an important role to stay in the market. Investing a huge amount of money is not possible for most businesses. But the most important reason for which this threat is weak in the industry is the requirement of brand name (Xuan et al., 2021). Developing a brand name is not easy for a new business in the market and this is indicating that even if a new business enters the industry then it will fail. The financial capability of the people and businesses has been reduced because of the pandemic and this has reduced the risk as well. To utilise this opportunity, British Airways must use its brand name to attract customers to the business. 
Threats of substitution (Medium): There is a substitute for airline services like road service and naval ways. These can reduce the number of passengers in the airline industry. In a short distance, these are the types of services on which people look for. But in the long-distance travel airline service is one of the most effective. The time requirement for airline travel is less than other forms of travel and at the same time, it is the most comfortable way to travel (Sobieralski, 2020). Because of that, the service which has been provided by the airline companies has its specific use. But COVID-19 increases the focus of the people on the use of substitute services because there are lots of formalities that an individual will have to face while travelling using the airlines. But to use substitute services like road transportation, there are very few restrictions than the airline. British Airways needs to focus on the marketing of the comfort which the business can provide to make sure that people will be attracted to the business. 
Bargaining power of suppliers (Strong): Most of the planes of British Airways has been purchased from Boeing. There are few options available for the business to purchase its planes. That means the suppliers have an impact on the price of the main asset of an airline company. The switching cost of the business will be very high because of the lack of alternative options. That is why, it is a huge threat to the business (KİRACI, 2021). Developing an effective relationship with Boeing is one of the most effective options which British Airways has to reduce the negative impact of the problem.      
Bargaining power of the customers (Medium): The customers to whom British Airways provides service are scattered and for that these people does not have the ability to affect the pricing decision of the business (Atay, Eroğlu and Ulusam Seçkiner, 2021). But there are lots of alternative options available in the market which the customers of the industry can use. This is a threat for the business as the switching cost of customers is almost zero and for that providing the best quality service to the customers is important to make sure that customers stay loyal to the business.  
 
Figure: Porter’s five forces analysis
Source: (Sobieralski, 2020)
[bookmark: _Toc92709504]Conclusion and recommendations
The external and internal analysis of British Airways by considering COVID-19 is showing that there are both opportunities and threats for the business in the market. These have been created because of the pandemic. The SWOT analysis is showing that the strengths which the business has been affected by the pandemic and become weak. That means, there is a high chance that if the weaknesses have not been managed then they will threat. VRIO is also showing that the resources of the business are become weak because of the pandemic. Based on the PESTLE analysis it can be said that most of the external factors are not in favour of the business. The environmental and technological can work as an opportunity if it has been used with effectiveness. The airline industry of the UK is very competitive and for that British Airways must have to be careful while developing strategies. Here are some recommendations for British Airways: 
· British Airways must have to focus on differentiating the service which the business is offering to the customer. Now the types of service which British Airways is providing is homogenous and for that, there is a chance that the business will its customers base. The use of this strategy will be helpful to attract customers (Amankwah-Amoah, 2021).     
· The business should only focus on digital marketing tools. The customers in the industry like to have online information. The use of digital marketing techniques will be helpful to reach the targeted customers of the business.  
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