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[bookmark: _Toc133538976]Introduction
In this assignment, the influence of internal and external environmental factors on the performance of British Airways will be examined through different models and frameworks. The assignment will use these models to determine the company's marketing strategy and assess its strengths and weaknesses in relation to customer requirements and expectations from the businesses. Moreover, the assignment will provide recommendations based on the findings of environmental analysis.
[bookmark: _Toc133538977]Organisation's background
British Airways has been serving customers for more than 100 years now. British Airways has preserved its heritage by maintaining old uniforms and other things, such as a library of photos and important events that the company used back in the 1930s to the present. It is a global airline that aims to unite people, cultures and paces (British Airways, 2023). It emphasises serving the planet and community through every action adopted for business growth and development. The entire team of British Airways comprises talented and well-qualified staff that offer a warm welcome and trip to customers to their desired destinations. As a flag carrier of the United Kingdom, British Airways considers its environmental responsibilities, and it aims to completely eliminate carbon emissions by 2050 (British Airways, 2023).
[bookmark: _Toc133538978]PESTEL Analysis
PESTEL analysis will be used to conduct an external environmental analysis and determine the influence of political, economic, social, technological, environmental and legal factors on the performance of British Airways  (Sammut-Bonnici and Galea, 2014).
	Political
	The global political environment has witnessed various changes in recent times, from increasing internal conflicts between countries to the division of global allies due to the Russia-Ukraine war. Particularly in the UK, the political situation has fluctuated with changes in authoritative parties (Parker, 2022). The influence of these changes can be observed by British Airways in the form of new policies and restrictions on business operations in certain regions.

	Economic 
	Inflation and the negative impacts of the covid-19 pandemic on the global economy are still apparent. The UK is among those regions that, despite having a strong financial position, suffered economic loss due to political conflicts and financial restraints faced by the regions. The value of the pound has declined in the past months, which can impact the financial performance of British Airways.

	Social
	Social media is making a positive impact on people’s perception of tourism. With influencers showing off beautiful destinations in their reels, people have become more tempted to visit these places even if they have to incur heavy expenses for this. This factor can positively influence the business performance of British Airways by increasing its accessibility to potential customers worldwide.

	Technological
	The technological advancements can offer several new opportunities to British Airways by increasing the accessibility of services to customers, improving the quality of services and offering more convenience in the performance of business operations. These advancements can help the company to expand its service range and improve the overall customer experience (Morawska et al., 2018).

	Environmental
	Climate change is a growing concern for global business REF. The shift in global climate is also influencing the perceptions of customers as the new and more aware customer base prefers businesses committed to improving environmental conditions through their services. British Airways is dealing with this issue by showing its commitment to environmental health through environmental policies and strategies.

	Legal
	The conflicts between economies and new safety policies imposed during the covid-19 pandemic can create challenges for British Airways. The company can face barriers in the expansion of its services in different countries with increased expenses of licensing and permissions required for certain operations.


[bookmark: _Toc133538962]Figure 1 PESTEL Analysis
[bookmark: _Toc133538979]Porter’s five forces analysis
Porter’s five forces analysis will help in analysing the competitive strength of British Airways through the assessment of internal rivalry, the threat of newcomers and alternatives and the influence of the bargaining power of customers and suppliers on business performance (Shoeb, 2013). 
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[bookmark: _Toc133538963]Figure 2 Porters five forces (Shoeb, 2013)
	Forces
	Impact
	Description

	Threat of Newcomers
	Low
	The aviation industry requires high investment costs that are difficult to be afforded by most people (Vasigh et al., 2018). The presence of big names like British Airways also makes it difficult for new businesses to establish their market position. This is why there is a low threat of newcomers for British Airways.

	Threat of Alternatives
	Medium
	The most common alternatives for air travel are the train and road routes; in some cases, ships are used to travel from one location to another. However, these routes are unsuitable in all cases, require more time, and provide less convenience than air travel. Thus, a moderate threat of alternatives is impacting the business performance of British Airways.

	Internal Rivalry
	High
	Internal rivalry is high in the aviation industry because a lot of brands are competing to provide the best quality services to customers (Eriksson and Steenhuis, 2015). Due to the high internal rivalry, aviation brands like British Airways face challenges in setting up high prices for their services.

	Bargaining Power of Customers 
	Medium
	  Customers have moderate control over the bargaining process because even though there are multiple brands offering a range of services at reasonable rates, most customers prefer to travel through companies with good reputations. This is why customers are willing to pay even slightly higher rates to get desired services offered by reputable brands like British Airways.

	Bargaining Power of Suppliers 
	High
	  British Airways relies on the quality of services offered by suppliers for the safety and security of its staff and passengers. There are limited suppliers of aviation products, which increases their control over the bargaining process and enables them to set a high price for the material.


[bookmark: _Toc133538964]Figure 3 Porter's five forces analysis
Recommendation
British Airways is currently facing challenges related to political and economic challenges that are also leading to the implementation of new laws and policies for the company in foreign regions. Moreover, internal rivalry and high bargaining power are also impacting the ability of the brand. British Airways will need to invest more in R&D to understand and predict market changes and implement strategies to minimize the influence of external and internal environmental challenges on its performance.
[bookmark: _Toc133538980]Ansoff matrix 
The Ansoff matrix provides four possible routes for growth, including market penetration, market development, diversification, and product development (Datta Chaudhuri, 2020). The influence and risks associated with these routes vary depending on their advantages and disadvantages for brands. Ansoff matrix will be used to determine simple and effective ways of determining new strategic decisions for British Airways to deal with environmental challenges. A visual representation of this tool is provided below:
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[bookmark: _Toc133538965]Figure 4 Ansoff Matrix (Datta Chaudhuri,  2020)
British Airways is advised to rely on market penetration and product development strategies to improve its market position. The market penetration approach will help the company to increase sales through existing services in existing markets (Datta Chaudhuri, 2020). Using this strategy, British Airways is advised to apply an aggressive marketing approach in the United Kingdom and other big industries that generate a big chunk of income for the company. It will help the company promote its services and secure a dominant position in growing markets. Secondly, the market development approach will help British Airways to develop the market by focusing on new destinations, and offering facilitates on the new routes to customers. These new routes will comprise unique geographic locations that are yet to be explored by the company. Another market development approach that British Airways can use is to target new segments in existing markets. Currently, the company is targeting businesspersons, frequent travelers and middle-aged customers in its marketing plan. It can further expand the market range by focusing on young customers who like to make a living out of tourism, such as travel bloggers and vloggers (Sesar et al., 2021).
[bookmark: _Toc133538981]B2C Marketing
British Airways is focused on the B2C market. The B2C market is based on customers’ emotions and irrational aspects of purchase decisions (Rėklaitis and Pilelienė, 2019). By using this approach, the company is targeting individual customers for the sales of its services. It shows that British Airways is focused on customers and fulfilling their needs to purchase its services. The company is constantly modifying its services and integrating different aspects such as philanthropic initiatives, environmental sustainability practices, and different price ranges to attract customers and build a loyal customer base.
[bookmark: _Toc133538982]SWOT Analysis
 SWOT analysis will be used to determine the strengths and weaknesses of British Airways and assess the influence of external environmental threats and opportunities on its performance (GURL, 2017). 

[bookmark: _Toc118257306][bookmark: _Toc133538966]Figure 5 SWOT analysis (Fahim et al., 2021)

	Strengths
	Weaknesses

	· Brand image
· Scale of services 
· A loyal customer base
· Financial resources
· Access to different markets 
	· Focused on local activities 
· Involvement in scandals
· Ineffective data security practices (Reuters, 2021).

	Opportunities
	Threats

	· Globalisation
· Digital technologies
· Increasing awareness of tourism
· Increasing percentage of travel influencers 
	· Market competition
· Climate change
· Inflation (Schmitt-Grohé and Uribe, 2022)


[bookmark: _Toc133538967]Figure 6 SWOT Analysis
The SWOT analysis has shown that British Airways can maximise the influence of certain opportunities in the external environment, such as digital technologies for marketing purposes, increasing numbers of travel influencers to promote its services and globalisation to reach new markets. The company can efficiently use its financial resources and brand image to successfully enter new markets. However, the increasing marketing competition, inflation, and climate change can negatively influence its operations, which can be further impacted by the focus of the company on only local operations and its involvement in scandals.
[bookmark: _Toc133538983]Marketing Mix
A marketing mix is a tool that comprises various areas of an elaborative marketing plan (Išoraitė, 2016). The 4Ps of the marketing mix, including product, price, place and promotion, will be applied in this section to determine the marketing strategy of British Airways.

[bookmark: _Toc133538968]Figure 7 4Ps of marketing mix
[bookmark: _Toc133538984]Porter’s generic strategy
Porter’s generic strategies help businesses maximise profits and obtain a sustainable competitive advantage. These strategies include cost leadership, differentiation, cost focus and differentiation focus (Shao and Oinas-Kukkonen, 2018). The impact of these strategies depends on the requirement of the business and their application by the organisation.
[image: Porter's generic strategies [16] | Download Scientific Diagram]
[bookmark: _Toc133538969]Figure 8 Porter's Generic Strategy (Shao and Oinas-Kukkonen, 2018)
British Airways is a customer-led organisation focused on continuous improvement through employee training and implementation of development strategies to enhance customer experience. The company is using a differentiation strategy by providing a unique combination of services that are demanded by customers (Shao and Oinas-Kukkonen, 2018). British Airways has efficiently positioned its services in a way that customers are even willing to pay premium prices to only enjoy the experience of premium comfort and high-quality services that the company offers. However, British Airways has also applied the cost leadership approach in some areas by offering customers certain trips and experiences at comparatively cheaper rates without compromising the quality of services. Customers can book different classes based on their requirements and budget range (British Airways, 2023). British Airways has designed each class according to the unique requirements of customers, and while premium classes have the most expensive range of services and unique menus, the other budget-friendly classes also provide comfortable and clean seats with hygienic food and professional staff facilities to meet the needs of customers.
[bookmark: _Toc133538985]Conclusion and Recommendations
British Airways is a UK flag carrier operating in various destinations worldwide. The company has efficiently positioned itself as a high-quality premium brand offering various services and good experiences to passengers. British Airways can face negative impacts of external environmental challenges and internal market threats on its performance. To overcome these issues, the company is investing in high-quality products and a diverse range of services, maintaining the prices of products and investing in sustainable services that can help it in achieving sustainable growth and development. 
British Airways is advised to further invest in digital marketing and explore more destinations to expand the range of its services. The company can collaborate with travel bloggers to record and show their experience to customers and increase its customer base. It is also advised to invest in research and development to predict market challenges and minimise their impacts on its performance. 
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Product


Aviation services


Price


Prices vary according to the packages chosen by customers.


Promotion


Social media channels


Place


Airport


Food and comfortable seats


Professional staff to accommodate customers 


The prices are further reduced during the sales period


Company's website


Company's social media


Company's head office


Digital marketing, such as using search engines and SEO


Traditional forms, such as billboards and posters
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