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Executive Summary
This report evaluates the marketing activities of British Airways in the context of sustainability and changes in the airline industry. It focuses on how environmental pressure, customer expectations and digital development have influenced the company’s marketing strategy.
The analysis shows that British Airways has a strong marketing position as a premium full-service airline, supported by its brand image, service quality and digital communication channels. However, there are several weaknesses. Sustainability is not fully integrated into the overall marketing strategy, and marketing activities are sometimes more focused on communication than real customer value. In addition, current measurement systems mainly focus on short-term performance and do not fully reflect long-term outcomes such as customer trust.
Based on these findings, the report suggests that British Airways should improve the integration of sustainability into its marketing strategy, develop better performance measures, and strengthen feedback and control processes. These changes would help the company remain competitive and improve its long-term marketing effectiveness.
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Introduction
The airline industry has experienced significant change in recent years due to environmental pressures, changing customer expectations, digital transformation, and increased regulatory control. For British Airways (BA), these changes have created important challenges for the marketing department, as marketing is no longer limited to promoting flight services. It now also involves managing brand reputation, customer trust, service experience, and corporate credibility in a highly competitive and publicly visible industry.
Among these changes, sustainability has become one of the most important issues affecting the airline sector. Airlines are under increasing pressure to reduce their environmental impact and to communicate their sustainability commitments clearly. Customers, governments, and other stakeholders now expect greater transparency and responsibility from organisations. For BA, sustainability is therefore not only an operational issue but also a marketing issue, as it directly influences how the brand is perceived and trusted.
From a marketing perspective, organisations must continuously adapt their strategies in response to changes in the external environment. Change management theory suggests that organisations need to respond to both internal and external pressures in a structured and strategic way in order to remain competitive. In the airline industry, these changes are driven by environmental concerns, technological developments, and changing consumer behaviour, which together create new challenges for marketing activities.
This report critically evaluates the marketing activities of British Airways in the context of these changes. It examines the role and importance of marketing within the organisation, the macro and micro marketing environment, the target market and positioning strategy, the marketing mix, communication channels, and the methods used to measure marketing effectiveness. Based on these findings, the report identifies the key weaknesses in BA’s current marketing strategy and provides practical recommendations for future improvement. (Kotler and Keller, 2016; Kotter, 2009)




Main Findings
2.1 The concept and importance of marketing at British Airways
Marketing plays an important role in British Airways because it helps the company attract customers and build a strong brand image. In the airline industry, competition is very high, and customers can easily compare different airlines. Therefore, marketing is not only about selling tickets, but also about creating value for customers and building long-term relationships.
For British Airways, marketing is closely linked to service quality and customer experience. The company offers different cabin classes, loyalty programmes, and digital services, which are all part of its marketing strategy. These activities help BA to position itself as a premium full-service airline and to attract customers who are looking for higher quality and better service.
Marketing is also important for communicating with customers and other stakeholders. In recent years, sustainability has become an important issue, and customers expect airlines to show responsibility and transparency. As a result, BA needs to use marketing to communicate its environmental commitments and maintain customer trust.
Overall, marketing is a key function in British Airways because it supports both short-term sales and long-term brand development. It also helps the company respond to changes in the external environment and remain competitive in the global airline market. (Kotler and Keller, 2016)
2.2 Macro marketing environment
The macro environment has an important influence on British Airways and its marketing activities. A common way to understand this is by using PESTLE, which looks at political, economic, social, technological, legal and environmental factors. (Baines et al., 2017)
First, political and legal factors are quite important in the airline industry because it is highly regulated. Governments are now introducing more rules about carbon emissions and sustainability. Because of this, BA needs to be careful about how it communicates its environmental activities. If the information is not clear or accurate, it may damage the company’s reputation.
Economic factors also affect marketing decisions. For example, fuel prices, inflation and global travel demand can all influence ticket prices and customer behaviour. In my view, when the economy is unstable, many customers become more price sensitive. This creates pressure for BA because it is a premium airline and usually has higher prices.
Social and environmental factors are becoming more important than before. Many people are now more aware of climate change and expect companies to act responsibly. This means BA needs to show that it is taking sustainability seriously, not only in operations but also in marketing communication.
Technology is another key factor. Digital platforms, mobile apps and social media allow BA to communicate directly with customers and collect useful data. However, this also makes competition stronger, because customers can easily compare different airlines online.
In general, the macro environment creates both opportunities and challenges for BA, especially in terms of sustainability and digital marketing.
2.3 Micro marketing environment
At the micro level, British Airways operates in a very competitive market. It competes with both full-service airlines and low-cost airlines such as Ryanair and easyJet. Because of this, BA needs to clearly show why it is different, especially in terms of service quality and customer experience. (Porter, 2008)
Customers are one of the most important factors. BA serves different types of customers, such as business travellers, leisure travellers and frequent flyers. These groups do not have the same needs. For example, business travellers usually care more about time, flexibility and comfort, while leisure travellers may care more about price and convenience. This shows that BA cannot use one simple marketing strategy for all customers.
In addition, other stakeholders also influence BA’s marketing. These include investors, regulators and environmental organisations. Sustainability is especially important here. Some stakeholders may question whether BA’s environmental claims are real or not, so the company needs to communicate carefully.
These factors mean that, BA needs to balance customer needs, competition and stakeholder expectations when developing its marketing strategy.
2.4 Target market, segmentation, targeting and positioning
British Airways targets several different customer groups, but it mainly focuses on premium full-service travel. Its main customers include business travellers, international passengers and higher-income leisure travellers who are willing to pay more for better service.
Segmentation is important because different customers want different things. Business travellers often look for comfort, efficiency and flexible services. Leisure travellers may focus more on price and travel experience. Frequent flyers are usually interested in loyalty programmes and long-term benefits. Because of this, BA needs to adjust its marketing activities for different segments. (Kotler and Keller, 2016)
In terms of targeting, BA focuses more on customers who value quality and service instead of only low prices. This supports its strategy as a premium airline.
For positioning, BA is usually seen as a traditional British airline with a strong global network and good service quality. However, its sustainability positioning is not very strong. Although the company talks about environmental actions, these messages are not always clearly connected to its overall brand. In my opinion, this may reduce the impact of sustainability on customer decisions.
This suggests that while BA has a clear premium positioning, its sustainability message still needs to be better integrated into its overall brand strategy.
2.5 Marketing mix and current marketing activities
British Airways uses a range of marketing activities which can be explained by the marketing mix. As a full-service airline, BA focuses on both service quality and brand image. (Baines et al., 2017)
First, in terms of product, BA offers different services such as short-haul and long-haul flights, different cabin classes, in-flight services and loyalty programmes like the Executive Club. These are designed to give customers a better travel experience. However, sustainability is not always clearly shown in the actual service, so its impact on customers may be limited.
Price is also very important. BA uses dynamic pricing, which means prices change depending on demand, route and customer type. This helps the company increase revenue, but it can be difficult when competing with low-cost airlines, especially for customers who are sensitive to price.
Place refers to how customers buy tickets and access services. BA uses its website, mobile app, travel agents and online platforms. In my view, the strong use of digital channels is helpful because it allows BA to reach customers globally and communicate directly with them.
Promotion includes advertising, social media, digital marketing and public relations. BA also talks about sustainability through its website and reports. However, these messages are sometimes stronger in communication than in the actual service experience. This may suggest that sustainability is not fully integrated into the whole marketing strategy. (Delmas and Burbano, 2011)
Taken together, BA’s marketing mix supports its premium image, but sustainability is still not clearly embedded across all elements.
2.6 Media and communication channels
British Airways uses different communication channels to reach its customers. These include its official website, mobile application, social media platforms, email communication and online advertising.
Digital channels are very important for BA. The company uses its website and app to allow customers to search, book and manage flights. These platforms also help BA communicate directly with customers. In my view, this is effective because it supports convenience and builds a direct relationship with users. (Verhoef et al., 2021)
Social media is another key channel. BA uses platforms such as Instagram, Twitter and Facebook to promote its brand and share updates. These channels are useful for increasing visibility and engaging with customers. However, information on social media is usually short and simple, so it may not be the best way to explain more complex topics like sustainability.
BA also uses email and loyalty programmes to communicate with frequent customers. This helps the company provide personalised offers and maintain long-term relationships. At the same time, public relations and corporate reports are used to share more formal information, especially about sustainability.
However, it can be seen that sustainability messages are often shared through reports and official pages rather than everyday marketing channels. This may limit how much customers really notice or understand these messages.
Overall, BA uses a wide range of communication channels, but the way sustainability is communicated could be improved to make it more visible and relevant to customers.
2.7 Measuring success and marketing control
Measuring marketing performance is important for understanding whether marketing activities are effective. In the case of British Airways, it seems that many sustainability-related marketing objectives are quite broad and not always clearly measurable. For example, goals such as improving brand perception or sustainability image are difficult to measure in a precise way. (Kaplan and Norton, 1996)
In practice, BA appears to focus more on output measures, such as campaign visibility, communication activities and reported initiatives. While these are useful, they do not always show how customers actually respond. For example, it is not always clear whether sustainability messages change customer trust or influence their choice of airline.
Another issue is that many marketing performance indicators are still focused on short-term results, such as sales, bookings and revenue. These are important for business performance, but they may not fully reflect long-term outcomes like brand trust or credibility. This creates a gap between sustainability goals and marketing measurement.
In addition, feedback and control systems seem to be limited. Much of the feedback comes from formal reports rather than continuous monitoring. Because of this, it may be difficult for BA to adjust its marketing strategy quickly or learn from past campaigns.
Taken together, BA has some systems for measuring marketing performance, but there are still clear limitations, especially in relation to sustainability and long-term outcomes.









Conclusion
This report has examined the marketing activities of British Airways in the context of sustainability and wider changes in the airline industry. The analysis shows that BA has a strong and established marketing strategy, especially in terms of its premium positioning, service offering and use of digital channels.
However, there are several weaknesses. First, sustainability is not fully integrated into the overall marketing strategy. Although BA communicates its environmental activities, these messages are not always clearly linked to its value proposition. Second, there are limitations in how marketing performance is measured, as current indicators focus more on short-term results rather than long-term outcomes such as trust and credibility. Third, feedback and control systems are not strong enough to support continuous improvement.
Overall, while BA’s marketing strategy is effective in a traditional sense, it faces challenges in adapting to sustainability and changing customer expectations. 












Recommendations
Based on the findings, several recommendations can be made to improve British Airways’ marketing strategy.
First, BA should better integrate sustainability into its overall marketing strategy. Instead of treating sustainability mainly as communication, it should be linked more clearly to customer value. For example, BA could highlight specific actions that directly benefit customers, such as more efficient flights or carbon reduction options.
Second, BA should improve its marketing measurement system. In addition to short-term performance indicators such as sales and bookings, the company should also measure long-term factors such as customer trust, brand perception and credibility. This would give a more complete understanding of marketing effectiveness.
Third, BA should strengthen its feedback and control processes. This means collecting customer feedback more regularly and using this information to adjust marketing activities. For example, customer surveys and online data could be used to understand how people respond to sustainability messages.
These recommendations are realistic because they build on BA’s existing marketing systems and digital capabilities, rather than requiring completely new resources.













References

Adıgüzel, H. and Ergen, A. (2025) ‘Corporate sustainability reporting and brand value’, Sustainability, 17(22).
Ali, N. (2024) ‘The impact of E-CRM on customer loyalty in the airline industry’, Cogent Business & Management.
ATAG (2021) Waypoint 2050. Available at: https://aviationbenefits.org/environmental-efficiency/climate-action/waypoint-2050/ (Accessed: 19 March 2026).
Baines, P., Fill, C. and Page, K. (2017) Marketing. 4th edn. Oxford: Oxford University Press.
Bowie, D. and Buttle, F. (2011) Hospitality Marketing. London: Routledge.
British Airways (2024) BA Better World. Available at: https://www.britishairways.com/content/information/about-ba/ba-better-world (Accessed: 19 March 2026).
Burnes, B. (2014) Managing Change. 6th edn. Harlow: Pearson.
Chaffey, D. (2022) Digital Marketing. 8th edn. Harlow: Pearson.
Deloitte (2022) Sustainable consumer report. Available at: https://www2.deloitte.com/global/en/pages/consumer-business/articles/sustainable-consumer.html (Accessed: 19 March 2026).
Delmas, M. and Burbano, V. (2011) ‘The drivers of greenwashing’, California Management Review, 54(1), pp. 64–87.
Fill, C. (2013) Marketing Communications. Harlow: Pearson.
Gössling, S. (2020) ‘Tourism, transport and climate change’, Journal of Sustainable Tourism, 28(12), pp. 1942–1959.
Gössling, S., Humpe, A. and Sun, Y. (2021) ‘Aviation and climate change’, Journal of Air Transport Management, 90.
Grönroos, C. (2007) Service Management and Marketing. Chichester: Wiley.
Hagmann, C., Semeijn, J. and Vellenga, D. (2015) ‘Exploring the green image of airlines’, Journal of Air Transport Management, 43, pp. 37–45.
IAG (2024) Flightpath Net Zero. Available at: https://www.iairgroup.com/en/sustainability/flightpath-net-zero (Accessed: 19 March 2026).
IATA (2022) Fly Net Zero. Available at: https://www.iata.org/en/programs/sustainability/flynetzero/ (Accessed: 19 March 2026).
Kaplan, R.S. and Norton, D.P. (1996) The Balanced Scorecard. Boston: Harvard Business School Press.
Keller, K.L. (2013) Strategic Brand Management. 4th edn. Harlow: Pearson.
Kotler, P. and Keller, K.L. (2016) Marketing Management. 15th edn. Harlow: Pearson.
Kotter, J.P. (2009) Leading Change. Boston: Harvard Business Review Press.
Lambin, J.J. (2012) Market-Driven Management. London: Palgrave Macmillan.
Mascarenhas, M.A. and Omisakin, O.M. (2024) ‘Sustainability management practices in the airline industry’, Open Access Library Journal.
McKinsey (2023) Sustainability in aviation. Available at: https://www.mckinsey.com/industries/travel-logistics-and-infrastructure/our-insights (Accessed: 19 March 2026).
Mintel (2023) UK travel and airline market report. Available at: https://www.mintel.com (Accessed: 19 March 2026).
Paraschi, E.P. et al. (2024) ‘Sustainability challenges in airlines’, Journal of Air Transport Management.
Peattie, K. and Crane, A. (2005) ‘Green marketing’, Qualitative Market Research, 8(4), pp. 357–370.
Pineda, P. et al. (2017) ‘Improving airline performance’, Journal of Air Transport Management, 68, pp. 103–117.
Porter, M.E. (2008) ‘The five competitive forces that shape strategy’, Harvard Business Review, 86(1), pp. 78–93.
Rahmanniyaychomachaei, F., Kaffash, S. and Ertugrul, M. (2026) ‘Sustainability and financial performance in airlines’, Journal of Air Transport Management, 133.
Ryan, D. (2016) Understanding Digital Marketing. London: Kogan Page.
Shi, Y. (2023) ‘Sustainability and airline financial performance’, Financial Innovation.
Statista (2024) Airline industry statistics. Available at: https://www.statista.com (Accessed: 19 March 2026).
UNWTO (2022) Tourism and sustainability report. Available at: https://www.unwto.org (Accessed: 19 March 2026).
Verhoef, P.C. et al. (2021) ‘Digital transformation in marketing’, Journal of Marketing, 85(1), pp. 1–20.




2

image2.png




image1.png




