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1. Introduction
British Airway is the official airline in the UK and has started on 1st September in 1974, owned by the Government but run for private companies. Known also as a BA, it is the most considered and most aged in the World. This work will discuss and analyse the marketing processes and company’s strategy using the framework of marketing models and situational analysis within BA. 
 2. Main body
Marketing is an approach to engaging customers and establishes profitable relationships with them aiming to satisfy their needs. In order to do that effectively is needed to understand the client’s demand, to create and develop products or services which provides customer value. An addition is outstanding to distribute and promote them well or in other words as P. Drucker (quoted in Kotler, 2017, p.28,29) has noted the aim of the marketing is about selling unnecessary.  
The mission statement is a way a company use to explain its purposes for being and defines its values, goals and bases. (Chein, Investopedia, 2020). British Airways’s mission statement says:’’’to ensure our customers fly confident that, together, we are acting responsibly to take care of the world we live in’’ (Mission Statement, 2020)
The Marketing process is a set of steps using selective marketing approaches aiming to achieve customers and retain them in the business. The Marketing process consists of a fife steps model which accordingly to Kotler (2017, p.30) at first have to understand the customer needs, create customer value, build a solid relationship with them and finally to make a superior customer value. 
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                             Source: Research Gate (2021)
Looking at each one of them and breaking it down into parts, they follow the stages of creating a mission statement that represents the company’s basic function in society and objectives as small steps to achieve long-term company aims. Then is the implementation part which is the selected action plan in the business followed by the control stage. The important part occupies the situational analysis of the company which is internal and external to determine how the business behaves among competitors and customers. Moreover, the company’s strategy is one of the most vital tools for effective performance and its planning components such as distribution system, prices, communicative channels, promotions and so on will be described in British Airways. 
The situational analysis within the company could be seen using off the framework such as SWOT analysis according to Kotler (2017, p.80) which define the strengths and the weaknesses in the firm which are internal and as well the opportunities and threats which are external. 
                               [image: SWOT Analysis]
                                              Source: Tallyfy (2021)
 
The Strengths of British Airways as a leader in the UK are strong because it is a highly trusted company and its brand is standing out according to much research. The huge fleet size, good IT integration and using the Heathrow give an enormous competitive edge of the company. On the other hand, its weaknesses are the risen employee issues and IT failure (The Guardian, 2017) causing delays. British Airways’ opportunities which lay down are the global operations and already started Plan to enhance customer service British Airways, 2020).
One of the noticeable threats in BA is the serious competition from Middle Eastern Airlines and in the national view the competitiveness of the high-speed rail services. 	
Porter five forces is a model that could be used to identify and analyze the major five sharping forces in the business to determine the right strategy. As a result of applying Porter’s 5 Forces as a framework for external analysis in the competitive environment this work describes  BA’s competitive rivals, potential new entries, BA’s suppliers, customers and substitute products affecting BA profitability. Work by G. Scot (2020) has shown that Michael Porter’s tool is highly effective to guide the business strategy in every business. 

          [image: British Airways Porter’s Five Forces Analysis]
                               Source: Research Methodology (2016)

Considering the existing competitors in the business relative to BA might be noted that EasyJet is the top competitor following by Jet2, TUI Airways, Flybe and Thomas Cook Airlines in the UK according to the number of passengers (Statista, 2019). Could be said that in the national view they are low on the whole, nonetheless, in the international field they are moderate because of the other brand company offer competitive prices and services. 
The threat of new entries in the airline business is low, because of the high fixed cost such as purchasing and maintaining the plane and the cost of landing at the airports. Also, it is evident that the British Airways brand is high, thus minimize competitors on the field.  
The Bargaining power of the company’s buyers is moderate because on the one hand of the intensive competition in the airline business. Despite this, for international travels from the UK is the most rapid way in a short time and establish the use of air transport as the main one. 
The Bargaining power of suppliers of British Airways is related to the two main organisations which supplying aircraft to airlines- The Boeing Company (US) and Airbus SAS ( Europe). Being full of orders there are production delays. However, the expenditures of the oil which are a third of the operating costs represent another supplier of importance and consequently, the power of suppliers is moderate. 
The threat of substitute services for the firm is not significant although the other models of transportation remain the fastest. Conversely, the incredible advance in the IT sector gives opportunities for live- conferences and might be a factor in decreasing business travels. Furthermore, the train system is as well a threat but relative to national and France travels only.  
Some of the advantages of the SWOT analysis are the possibility to process large score of data, get used to the most useful tools and use the benefits of the strengths to progress aims and manoeuvring. However, the drawbacks are the lack of objectivity and it doesn’t prioritise problems and offer solutions.  

The marketing strategy as noted by Kotler (2017, p. 211) consists of four major steps to help the business to create value for the customers. Firstly, is the selection of clients to serve, using off the segmentation and the targeting tools and after that to make a decision on a value proposition using differentiation and positioning.
Segmentation is a tool that aims to divide the market into different groups of customers with different needs and behaviours.  Market targeting is the next step to evaluate which market segment the company might enter and serve. The differentiation consists of distinction to the company’s market to create superior customer value. Moreover, the positioning consists to arrange the firm in the market in a clear, contrast and desirable position. 
The Marketing mix strategy is a tactical tool created by J. McCarthy in 1960 (Marketing Mix, 2020) which consists of the 4P’s- Place, Price, Promotions and Product and everything that the company can do to engage clients and deliver customer value (Kotler, 2017, p.77-78). 
The product is the services or the product which the firm is an offer to the target market including the brand, quality and value. In British Airways the offered high services provide for the customers are rated with 4 stars. 
 The price is the amount of money to pay for getting used to the firm services including the penetration strategy. One of the strategies which the firm makes use of is considered low priced tickets.  
 Place includes the company chosen activity to make available their services. BA has a huge network of global destinations across the World in the six continents. It runs flies from Heathrow and London Gatwick which is a huge advantage. 
Promotion is an activity to persuade the target customers to make use of the services often in a limited time. British Airways is well-known for their special vouchers and discounted coupons without compromising the customers to be their club members, however, is required a registration.  
 The marketing mix referring to 7P’s is related to the service companies and incudes the 4P’s more process, the physical environment and people. 
   [image: Marketing Mix]
                                                 Source: Marketing Mix (2020)
The physical environment includes facilities, comfort and smart options. In British Airways the client comfort is one of the most important factors such as safety. As a result, the company offers business and economic classes, special assistance, easy check-in online, seating offer, travel insurance and so on. 
 The process describes how the services are consumed. Nowadays, British Airways’ clients are the use the online services on their website to book a fly which is much easier and therefore very popular. 
 The people in the firm such as employees, culture, management and customer service and their performance are the 7th element. They claim that looking after colleagues in well-being and physical health is a very basic priority for the firm.  The need for highly professional managers and customer service staff as a whole in the leading UK firm is a strict rule. 
In addition, indisputably other strategies used by British Airways to gain and reach more customers are emails and SMS including all e-marketing tools as well. 
Recommendations
[bookmark: _GoBack]Nowadays, being in the global pandemic situation British Airways is highly affected and limited their services as never before. With large financial losses (BBC 2021) they are still the leading brand in UK and Europe, however, might be done more in particular to the management aiming to bring the company out of the crisis and gain customer loyalty. Should to be renewed and improved a strategy to be more effective as well as introduced advantages for frequent destination and regular customers. 
 Conclusion
As a whole view, after all, the role of the marketing processes and stages relating to British Airways is irrevocably and immutable to reach the company’s goals and bring more customers. Analyzing the weaknesses and the strength in the company inside may be concluded that besides the difficult times which live in, the firm manages to behave well in the UK the World and across. There is room for improvement and through the method which was applied is clearly shown that there are new opportunities in the future. To sum up, briefly, British Airways are highly made use of the marketing strategies and are remaining very competitive airline firm. 
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