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Executive summary
This report is a critical analysis of marketing operations of British Airways (BA) based on the emerging environmental issues and sustainability demands that have redefined the competitive environment in the international aviation industry. The analysis indicates that although BA has a powerful brand heritage, comprehensive marketing strengths and diversified customer base, the airline is experiencing mounting strategic stress to show a plausible environmental responsibility in the light of escalating consumerism, regulatory pressure and emerging competition by sustainability leading airlines.
The analysis reveals that BA has serious weaknesses in its marketing strategy. The airline spends a lot in brand campaigns, which include the A British Original and BA Better World campaigns, but this has not been well matched in accordance with the operational realities and thus perceived gaps in environmental assertions and actual progress are therefore created. The targeting and market segmentation policies are still too specific to the high-end traveler in business, as the corporate market has been structurally declining, and there is an increasing trend toward sustainable leisure tourism. The lack of faster adoption of real-time customer service technologies and less integration of sustainability data within the various communication channels of BA is a limitation of digital performance. The measurement frameworks also do not have sound sustainability metrics which reduces the capacity of BA to evaluate the effect of environmental messaging.
The report suggests that a more powerful strategic emphasis on customer experience recovery, a greater digital transformation, and the implementation of AI-based personalisation should be used to address these challenges. BA ought to redesign its target market approach to make it more relevant to premium leisure and sustainability-focused travellers, and re-establish value propositions to corporate customers on the basis of ESG-compliant solutions. Improved media planning, clarity in sustainability reporting and combined performance boards are also suggested. Such recommendations will enhance the marketing credibility, strengthen the competitive positioning and sustainability commitments of BA to long term sustainability within viable financial and operational provisions.
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[bookmark: _Toc217508482]1. Introduction
British Airways (BA) is the flagship airline of the United Kingdom and one of the largest airlines in the world with global routes that span more than 70 countries. The airline is a member of the International Airlines Group (IAG), operating in both the premium and the mass-market segments, presenting its image as a full-service carrier that has an excellent heritage and is characterized by the sense of British identity and quality service (IAG, 2023). Nevertheless, the aviation industry has been radically uprooted over the last ten years because of increased competition, economic instability, changing customer behaviours, digital disruptive pressures, and an increased emphasis on sustainability. The following changes have made airlines like BA rethink their marketing strategies, customer value propositions, and long-term brand positioning (Deloitte, 2022).
[image: A brief history of British Airways | Flightradar24 Blog]
Figure 1: British Airways
(Source: Britishairways.com, 2025)
This report aims at critically appraising the current marketing operations of British Airways to evaluate their effectiveness in responding to organisational challenges and responding to the changing customer expectations. Using the current marketing theory and industry analysis, the report discusses the marketing resources of BA, environmental factors, segmentation decisions, media decisions and performance measurement strategies. This analysis will help pinpoint the weaknesses that are present in the existing marketing approach of the airline, especially as applied to the aspect of consistency in customer experience, online interaction, market positioning, and sustainability communication.
[bookmark: _Toc217508483]2. Task 1: Main findings 
[bookmark: _Toc217508484]2.1 The Concept and Strategic Importance of Marketing at British Airways
[bookmark: _Toc217508485]2.1.1 Role of Marketing in the Airline Industry
The airline industry is very strategic in its marketing and the service offering is more or less commoditised and carriers frequently compete over the slightest differences in price, service and brand image. Differentiation of value proposition of an airline, creating a customer perception, and establishing long-term customer loyalty are critical in such a market (Chen and Yeh, 2023). In the case of British Airways (BA) marketing has become the main vehicle towards the maintenance of its heritage based premium brand image and its ability to rationalize price differentials in a market in which low-cost based carriers are still undermining the traditional competitive envelope.
Marketing role is even more critical when there are sustainability expectations. As consumers gain greater understanding of the effects of aviation on the environment, the airlines are increasingly being pressurized to present plausible environmental policies (Gössling and Higham, 2021). BA has a strong dependency on its customer experience proposal, its Executive Club loyalty programme, which intends to generate repeat customers, create an increase in perceived value, and solid emotional brand relationships. Such loyalty programs also allow BA to further divide travellers and deliver specific sustainability messages to customer segments that are of high value (IAG, 2023). In this way, marketing acts as the differentiation mechanism, as well as a trust-building in a more environmental-friendly industry.
[bookmark: _Toc217508486]2.1.2 Marketing Resources and Investments
British Airways invests heavily in its marketing operations, including brand advertising, online platforms, loyalty platform, and communication that is dedicated to sustainability. New advertising campaigns like A British Original demonstrate that BA is trying to renew its brand story and re-establish its emotional bond with customers by telling stories and talking to individuals (CampaignLive, 2023). At the same time, BA is working on its Customer Experience Transformation Programme, which is aimed at the enhancement of digital self-service, cabin modernisation, and touchpoints improvement, which are located both as the service enhancement projects and the sustainability ones, thanks to more efficient work (PwC, 2024).
Critically, though, the correspondence between the marketing investments made by BA and its sustainability priorities is rather vague. Whereas the efforts like the platform called BA Better World present the pledges related to the use of sustainable aviation fuel (SAF) and fleet renewal, these measures are limited due to the technological and economic factors (McKinsey, 2023).
[bookmark: _Toc217508487]2.1.3 Effectiveness Commentary
Some of the strengths exhibited by British Airways in marketing are a good brand awareness, emotional heritage positioning and targeting multi-segments in business, leisure and premium markets. With the help of these strengths, BA can continue to remain relevant in a competitive environment and be able to strategically communicate its sustainability aspirations to diverse audiences.
Nonetheless, there are still significant weaknesses. In the recent years, the airline has been questioned about its operation disruptions, customer services, and perceived gaps between the promises that the brand gave and the experience actually offered. These gaps undermine the effectiveness of marketing, particularly where there is a difference between the claims of sustainability being aspirational and those that are operational. Moreover, the sustainability communication at BA is competing with more sophisticated sustainability policies used by its competitors such as KLM and Lufthansa, which implies the necessity of integrating and making marketing more transparent.
[bookmark: _Toc217508488]2.2 Macro and Micro Environmental Factors Influencing British Airways’ Marketing Strategy 
[bookmark: _Toc217508489]2.2.1 Macro Environment
The macro environment of British Airways (BA) is typified by high levels of turbulence with the most important strategic pressure being environmental sustainability. On the political front, international and national policies like the Jet Zero Strategy of the UK and the EU Emissions Trading System (EU ETS) are placing growing regulatory challenges on airlines to minimise carbon emissions (UK Government, 2022). These policies increase the cost of compliance, affect investment choice, and marketing communication priorities since BA needs to show that it meets the sustainability requirements imposed by the government to remain legitimate.
On the economic front, the aviation industry is still grappling with increasing fuel prices, inflationary forces, and sustainability solutions whose implementation is capital-intensive. Sustainable aviation fuel (SAF), which is several times more expensive at this point than a standard jet fuel, poses significant financial issues (IATA, 2023). These forces have direct impacts on the pricing of BA and make it difficult to promote the airline as a premium and an environmental friendly carrier.
There is also a great influence of social factors. Consumers are increasingly environmentally responsible, and an increasing number of them become flight shameful and insist on learning more about their carbon footprints (Gössling et al., 2023). This transition forces the BA marketing to emphasise on authentic environmental communications, customer education and behavioural engagement tactics.
The technological factors have opportunities and limitations. New technologies such as SAF, aircraft of the new generation, and emissions-monitoring technologies can be used in long-term sustainability but most of them are not commercially viable. The marketing of BA will have to take a fine line between future technological promises and the current limitations (McKinsey, 2023) [refer to appendix 1]. 
Lastly, legal conditions in the fields of consumer protection, transparency in advertising and green issues are on the rise. To prevent any claims of greenwashing, the marketing teams should be able to demonstrate that the messages of the sustainability fulfil the regulatory requirements (ASA, 2023).
[bookmark: _Toc217508490]2.2.2 Micro Environment
Customers form the most powerful force within the micro environment that will affect the marketing strategy of BA. The need in sustainable travel options has grown acutely, and customers demand to see clear information about their emissions, the ability to buy carbon offset, and a sign of a real environmental activity (Deloitte, 2023). BA will, therefore, need to develop marketing messages that appeal to these expectations within the cost and operational limitations.
Other suppliers such as aircraft producers and fuel companies also affect the marketing of BA by dictating the speed at which technology enhancement is achieved. The lack of capacity to substantially champion the sustainability claim by BA is constrained by constraints in the SAF production and lower aircraft delivery schedules (IATA, 2023).
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Figure 2: Stakeholder of British Airways
(Source: Deloitte, 2023)
There is additional influence by stakeholders like investors, airport authorities and NGOs. ESG performance is gaining more importance in the eyes of investors, so the marketing of BA has to be harmonised with the overall corporate sustainability reporting (PwC, 2024). The environmental claims of airlines are being questioned by the NGOs and environmental groups, which enhance reputational risk [refer to appendix 2].
[bookmark: _Toc217508491]2.2.3 Critical Evaluation
All in all, macro and micro environmental forces present BA with a lot of sustainability pressures that influence the marketing strategy. Whereas BA conveys a powerful environmental story, external forces, such as technological, economic, and regulatory ones restrict the extent of progress that can be realized. Marketing is thus required to strike a balance between aspiration and transparency in order to be credible. The sustainability positioning of competitors, as well as the growing consumer scepticism, highlight the importance of BA enhancing the correspondence between marketing communication and operational reality.
[bookmark: _Toc217508492]2.3 Target Market Strategy & Segmentation Effectiveness (STP)
[bookmark: _Toc217508493]2.3.1 Market Segmentation
British Airways (BA) uses a multi-dimensional segmentation approach that portrays the demographic, psychographic and behavioural characteristics. In terms of demographics, BA has distinction between premium travellers with high income and less-sensitive leisure travellers. Historically, business travellers were the main source of revenue of BA, especially in transatlantic flights, as they were willing to spend on premium seating and flexibility in buying tickets (Deloitte, 2023). 
Psychographic segmentation also discriminates customers in terms of values and motivations among lifestyle. One of them is premium flyers who want to feel comfortable, exclusive, and brand prestige, and are sensitive to the heritage positioning and the experience in a premium cabin of BA (Chen and Yeh, 2023). The second psychographic segment is concerned with affordability and usefulness, which is more influenced by transparency of convenience and sustainability (Gössling et al., 2023).
The key to BA strategy is behavioural segmentation which is achieved by the Executive Club loyalty programme. Different categories of membership (Blue, Bronze, Silver, Gold) allow customized interaction and maintain the focus on sustainability communication. The Avios rewards, cabin upgrades and exclusive benefits are sensitive to high-frequency travellers, and hence loyalty behaviour is a very important factor in determining the lifetime customer value (IAG, 2023).
[bookmark: _Toc217508494]2.3.2 Target Markets
The traditional target market of BA is made of premium cabin business travellers, especially in long-haul flights where the competitive differentiation is best established. These travellers were historically high-margin earners, and their needs have been long-term priorities to the marketing of BA. But the fact that, post-pandemic, business travel dropped by 20-30 per cent of its pre-pandemic levels poses important questions regarding the sustainability of this strategic concentration (McKinsey, 2023).
The secondary target group consists of the leisure traveller (severe both short and long-haul) who has become more and more significant due to the growth of the premium leisure travel market. These travellers are more price sensitive and are concerned about the environment and are more comfortable. There must be a balance in the marketing to this segment in terms of premium service and sustainability communication.
[image: ]
Figure 3: Target customer of British Airways
(Source: Britishairways.com, 2025)

[bookmark: _Toc217508495]2.3.3 Differentiation & Positioning
Traditionally British Airways used to position as a premium carrier with British tradition, focusing on reliability, refinement and nationalism. This positioning contrasts BA with luxury-oriented rival carriers like Emirates, which is focused on luxury and service quality, and Ryanair, which confronts the price leadership (Holloway, 2022). Virgin Atlantic, in its turn, differentiates with the help of the brand personality based on the experience, focusing on innovation and customer fun.
The recent marketing campaigns show the efforts to update the positioning of BA. A British Original applies personalised narratives in order to focus on the experiences of the individual passengers, which is designed to generate emotional appeal (CampaignLive, 2023). On the same note, the name, BA Better World, denotes a shift towards sustainability-based positioning by advancing environmental efforts as well as future commitments on cutting down emissions. These campaigns however improve differentiation but customer perceptions show that the gap in the aspirational messages and delivery of the services by BA lessens the plausibility of such positioning activities.
[bookmark: _Toc217508496]2.3.4 Marketing Mix (7Ps) – Critical Assessment
The product range at BA consists of multi-class cabin configurations (Economy, Premium Economy, Business/Club World, First), loyalty program and digital services. Although the quality of its products is high, discrepancies in service quality and old-fashioned fleet segments diminish the perceived value of the product (Deloitte, 2023).
The pricing will be through dynamic yield management. Nonetheless, the Club World premium pricing is more challenged in cases when the competitors would have a better cabin experience or a better sustainability commitment.
The place strategy focuses on Heathrow hub activities and the corporate distribution channels of BA, which are digital platforms. Digital penetration has been enhanced, but BA is still trailing those in the industry in mobile usability and real-time service recovery solutions.
Brand storytelling is a vital part of promotion, and the recent campaigns are powerful. However, the sustainability messages are prone to lose credibility unless there is real improvement.
Human factors demonstrate flexibility because they experience shortages of staff and industrial conflicts that damage brand loyalty.
Digital check-in and automated bag-drop are positive process improvements that are inconsistently provided.
On the whole, the marketing mix of BA has strong brand heritage and premium capability, but it is negated by inconsistency in the service, reputational issues, and lack of differentiation based on sustainability.
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Figure 4: Marketing Mix of British Airways
(Source: Deloitte, 2023)
[bookmark: _Toc217508497]2.4 Media Selection & Digital Marketing Performance
[bookmark: _Toc217508498]2.4.1 Key Media Channels Used
British Airways (BA) uses a wide range of digital and traditional media avenues to reach out to the customers and strengthen its brand name. Instagram, Twitter/X, and YouTube are major engagement platforms through which BA communicates updates in its service and sustainability initiatives and promotes campaigns through social media. Visual storytelling, destination highlights, fleet upgrades and premium cabin experiences are done on Instagram, whereas the latter does long-form advertising and documentary-style content on YouTube (CampaignLive, 2023).
[bookmark: _Toc217508499]2.4.2 Critical Evaluation of Channel Effectiveness
The application of emotionally motivated visual content by BA has helped it to have a great brand storytelling both online and offline. Creative and personalised campaigns like A British Original have received applause due to their innovativeness and ability to strengthen the relationship between BA and British culture (CampaignLive, 2023). Equally the campaign, BA100 Centenary, highlighted the heritage and legacy of BA by creating high-quality content and promoting across-the-board (Holloway, 2022).
Nonetheless, BA has some remarkable weak points in its digital marketing performance. BA has lagged behind technologically agile low-cost airlines, like Ryanair and other easyJet airlines, in adopting real-time digital service features, like push notifications of disruptions, automated rebooking and predictive personalisation (Deloitte, 2023). Customers are also impacted by these restrictions to impact customer satisfaction and reduce the efficacy of directing channels, particularly when there is a service anomaly.
Sustainable communications have more challenges. Though BA is actively advertising its initiative, BA Better World, on various online and social platforms, the perception of customers is still rather sceptical because of the inconsistencies with its operational activities and the lack of sustainable aviation fuel (Gössling and Higham, 2021). There are cases that marketing messages are faster than the operational ability, and this leads to greenwashing accusations and diminished effect of sustainability-related online campaigns.
[bookmark: _Toc217508500]2.4.3 Integration Across Channels (IMC)
Generally, British Airways has coherent integrated marketing communications (IMC) set-up, where visual identity, tone, and messaging are aligned across the channels. The launch of campaigns is customarily coordinated rollout on the social media, emails, web and traditional broadcast media, to achieve a high level of brand consistency. To illustrate, the themes of both digital and offline settings were united in both cases, namely, a British Original and BA100.
[bookmark: _Toc217508501]2.5 Measuring the Effectiveness of BA’s Marketing
[bookmark: _Toc217508502]2.5.1 Methods Used
The British Airways (BA) uses various quantitative and qualitative success measures to evaluate the performance of its marketing efforts. The Net Promoter Score (NPS) is one of the main metrics that bring the understanding of the customer satisfaction and intent to recommend. Being the most important indicator of brand health, NPS enables BA to evaluate the impact of marketing messages and service delivery on developing customer perceptions (Deloitte, 2023). 
The evaluation of the long-term effect of the campaign like the British original and sustainability story of BA (BA Better World) is assessed by such brand equity metrics as brand recall, emotional connection and perceived service quality. The loyalty programme performance, amounted by the growth of the Executive Club membership, Avios redemption rates and tier development, offers behavioural data regarding the customer engagement and the creation of long-term value (IAG, 2023).
[bookmark: _Toc217508503]2.5.2 Critical Evaluation
Despite having a wide range of KPIs, it is debatable that the set of metrics is not sufficient to reflect the overall success of the marketing practices at BA. NPS is not always stable in the airline industry, as it may also be affected by operational disturbances like delays and cancellations, thus it may portray operational performance and not necessarily marketing performance. This poses a problem to the isolation of the influence of marketing communications and service reality.
There is a severe disjuncture between the brand promise of BA, which is based on the idea of premium service and leadership in the field of sustainability, and the actual customer experience. The misalignment in marketing effectiveness measures fails to consider this and discredit the environmental campaigns. Sustainability KPIs are also not always included in customer-facing performance dashboards, so the environmental performance of BA is not as visible and effective in convincing environmentally-conscious travellers (Gössling and Higham, 2021).
Based on the data point of view of marketing, BA is not very mature in comparison with its industry leaders. Emirates and Lufthansa airlines take advantage of sophisticated analytics and real-time personalisation and built-in sustainability reporting to increase marketing responsiveness (McKinsey, 2023). The use of traditional measures like RASM and general engagement statistics by BA demonstrates an indication of partial digitalisation, but does not reflect on the customer lifetime value and purchase behaviour motivated by sustainability.
[bookmark: _Toc217508504]3. Task 2: Conclusion – Addressing Shortcomings
[bookmark: _Toc217508505]3.1 Summary of Key Findings
An assessment of the marketing activities at British Airways (BA) indicates that there are a number of fundamental weaknesses that have compromised the capacity of this airline to react efficiently to the emerging environmental issues and changing customer demands. To begin with, BA invests heavily in marketing, but the investments lack congruence with its sustainability interests. The campaigns like A British Original and BA Better World show creativity, but there is lack of operational support to bring about credibility needed in an ever-conscious environment. This is a mismatch of the marketing resource deployment.
Second, the process of environmental adjustment by BA is not developed to the appropriate extent. Despite the long-term sustainability goals communicated by marketing, operation development, e.g. the use of SAF, fleet renewal and emissions transparency, is behind the competitors. It creates a disconnect between aspiration and the reality which weakens the power of the sustainability story at BA.
Third, STP analysis reveals the deficiencies in the vision of the target market of BA. The airline is still focused on the high-end business traveller market even as corporate travel is structural and sustainable leisure travel accumulates traction. The segmentation used by BA does not adequately reflect the increased significance of eco-conscious clients, and it also fails to adequately respond to the new business opportunity of the so-called premium leisure. Consequently, BA risks lack of relevance in the changing market segments.
Fourth, there is discrepancy in media and digital performance. Although the brand storytelling of BA is very good, its digital transformation is lagging behind that of nimble competitors. Little real-time service communication, comparatively slow application development and uneven incorporation of sustainability data undermine customer interaction and diminishes marketing effectiveness through channels.
Finally, shortcomings in measurement limit strategic clarity. The use of conventional KPIs like NPS and RASM used by BA only gives a partial view of marketing performance. The lack of in-built sustainability indicators and little individualisation based on data limits the capacity of BA to assess the impact of marketing on environmentally predisposed consumer behaviour.
All these gaps, in sum, undermine the credibility and competitiveness of BA in a market that is increasingly influenced by the idea of sustainability.
[bookmark: _Toc217508506]3.2 Critical Statement of Problems
A number of fundamental issues arise out of the analysis. Continuous service unpredictability, caused by the disruption in operations, fluctuation of the fleet and personnel issues, serves to undermine the premium brand position of BA and minimizes the effects of the high-quality marketing programs. The airline remains excessively dependent on higher end business customers that are no longer in line with post-pandemic travel patterns and restricts BA in shifting to high growth and sustainably-aware customer groups.
[bookmark: _Toc217508507]4. Task 3: Recommendations – Future Marketing Developments
[bookmark: _Toc217508508]4.1 Strategic Marketing Recommendations
A new strategic focus on customer experience revival and viable leadership on sustainability is needed by British Airways (BA). To overcome the loss of trust due to the inequality of the service, BA must focus on the reliability of the operations as one of the key messages of its marketing story. This will need incorporation of real-time updates of services, transparent disruption control and enhanced consistency among fleets in terms of cabins. To accomplish this transition, it is necessary to make digital transformation stronger. Personalisation tools that are driven by AI and examine customer behaviour, past travels and preferences should be adopted by BA to personalise offers, sustainability information and service updates (McKinsey, 2023). An app-focused approach, such as making the app usable, push communications and self-service disruption tools, will facilitate the smooth interaction with the customers and will help to strengthen the position of the brand as high-end.
[bookmark: _Toc217508509]4.2 Re-segmentation & Target Market Strategy
Considering the changes in the consumer behaviour, BA should optimise its STP strategy. To begin with, there is a need to develop products in the high growth premium leisure segment. This segment is classifying comfort, customisation and believable sustainability endeavours but is price-sensitive. BA has the opportunity to develop packages that are custom to include flexible prices, advanced digital experiences, destination-specific content and open environmental data.
Second, although business travel is still lower than at pre-pandemic times, BA must reconstruct value propositions to those who travel business still by focusing on reliability, productivity-enhancing services and ESG-compatible travel (PwC, 2024).
Finally, the company needs to expand its attractiveness to sustainability-focused travellers by incorporating carbon transparency, optional SAF donations and bespoke sustainability recommendations into the digital platforms.
[bookmark: _Toc217508510]4.3 Enhanced Media & Communication Strategy
BA needs to rejuvenate its media approach by increasing short-form digital content on TikTok, Instagram Reels and YouTube Shorts to attract younger and sustainability-conscious customers. These platforms make it possible to do authentic and real-time storytelling about destinations, behind-the-scenes operations and sustainability efforts. Clear sustainability communication should be added to the traditional campaigns, which includes a report on SAF investments, fleet modernisation and environmental performance indicators.
[bookmark: _Toc217508511]4.4 Improved Measurement & Performance Management
In a bid to improve marketing performance, BA should combine marketing performance metrics with customer experience and sustainability indicators on a single performance dashboard. This dashboard may consist of NPS, on-time performance, digital engagement, emissions per passenger-kilometre and SAF adoption rates. By combining the data of operations and marketing, BA will be able to pinpoint the areas of service failures, personalise communication and connect the digital behaviours with the commercial performance (Deloitte, 2023). Predictive analytics has the potential to improve yield management by taking into account sustainability-oriented customer preferences when making pricing and product decisions.
[bookmark: _Toc217508512]4.5 Feasibility Considerations
The recommendations should take into account the financial and operational limitations of BA. The cost of sustainable technologies and the pressure to recover after the pandemic are barriers to the rate of changes. The investments in digital transformation should be prioritised upon the quantifiable customer impact and the cost savings in the long term. Sustainability projects should be in line with the technological viability and regulatory periods. The application of these measures within a plausible multi-year perspective, which is backed by gradual investment and interdepartmental alignment, will guarantee that BA remains capable of enhancing its marketing capacity, at the same time staying afloat in its operations.
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