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1. Introduction
British Airways is the biggest scheduled airline in the UK operating to over 160 foreign locations. The airline caters to both business and leisure travellers, facilitating commerce and investment while also boosting the UK economy. The firm's stated objective of becoming the "world's most responsible airline" has always been highlighted in British Airways annual reports. The establishment of guiding principles and deliberate strategic direction will undoubtedly help the company accomplish this ambitious goal. The following report will analyse the British Airways’ strategies management and sustainability. (British Airways, 2023). 

2. Porter's Five Forces
Porter's generic strategies explain how a business looks for a competitive edge within the parameters of the market it has selected. There exist three or four generic strategies: differentiation, concentration, and lower cost. A corporation can choose to differentiate itself along customer-valued dimensions to fetch a higher price, or it can opt to seek one of two forms of competitive advantage: lowering costs than competitors. A business also selects between two sorts of scope: industry-wide, which offers its product across several market categories, or focus, which offers its products to a limited number of market sectors. The general strategy reflects the decisions taken on the kind and extent of competitive advantage. In 1980, Michael Porter explained the idea. (Porter, 1980).
Porter's generic approach provides us with the understanding that British Airways concentrates on the whole market. The strategy employed by British Airways combines distinction and concentration. With the inclusion of their supplemental services that improve the client experience, British Airways has gained a competitive edge due to the effectiveness of their service delivery method. British Airways uses a consolidated and integrated supply chain to meet all the requirements. British Airways has a durable competitive advantage due to the quality of its customer service and the services it provides through its partnerships and alliances, which set it apart from other industry participants.
 Being a customer-led business is British Airways' main goal. It plans training sessions for staff members on continual development so they can provide customers with a distinctive travel experience. Given that business class is the most lucrative market, British Airways concentrates on providing unique services to this clientele. One example of this is the executive lounge located at Terminal 5. It focuses on diversifying services, including rail, to keep a competitive edge. 
3. Ansoff Matrix
Ansoff matrix is a strategic tool designed to help and direct companies in making decisions about their expansion. Market penetration, market development, product development, and diversification are the four strategic options that the Ansoff matrix presents to enterprises. A company or organisation may decide to use one, all four, or a combination of these strategies, depending on a range of internal and external circumstances. (Ansoff, 1957).
Through the modernization and renovation of business methods and the overall brand image, British Airways may really increase its market share in terms of market penetration. Simultaneously, enhancing environmental posture via exceeding minimum standards in environmental preservation to augment the measures would also propel market share. Because business class passengers have the highest profit margins for the airline and because budget carriers are unable to provide the services that business class passengers need, British Airways can further benefit from this strategy by implementing segment focus strategies. Technology development will be a part of British Airways' product development process.
 A value-adding service provision would be the introduction of internet connectivity aboard aeroplanes and the better integration of mobile computing devices like laptops, tablets, and smartphones. Additional services like vehicle rentals, hotel reservations, concierge services, and even smaller ones like appointment setting and route planning for visitors from overseas would be considered value-added extras for the product offering. For British Airways, diversification and market development may work together. To maintain the same level of excellence that is associated with the British Airways brand, the corporation will need to expand into other services like cruises and ferries. The breadth of services offered would also expand if there were more regular flights, primarily targeting the major Asian economies of China and India. (British airways annual report, 2022). 

4. Resources and Capabilities
British Airways may get a competitive advantage by examining various value chain operations. For example, a business can obtain important and distinctive inputs that are difficult for rivals to obtain. British Airways has two options for establishing the basis for differentiation: it may either reorganise the entire value chain or alter certain entities. To provide uniqueness, the cost drivers (such as time, relationships, links, scale, and integration) can also be changed. (Fearne et al., 2012).
Here are a few instances of distinction achieved using value chain analysis:
· To improve control over inputs, use either forward or backward integration.
· Applying new distribution channels.
· Putting new process technology into practice. 
British Airways may conduct a comprehensive analysis of its key activities from every angle and provide a basis for distinction by locating the following sources: 
· Inbound logistics: British Airways might differentiate itself based on acquisition of superior inputs will result in a superior final output, while efficient processing of incoming inputs will minimise harm. 
· Operations: British Airways may distinguish itself from the following: adaptable production method, large selection of products, enhanced look of the product, preventing premature failure of products, prompt response to special requirements, decreased failure rate and increased customer satisfaction, and increased product performance because of adhering to technical requirements.
· Outbound logistics: potential points of distinction for British Airways include reduced product damage through efficient handling and improved transportation, prompt delivery of goods, adaptable delivery features, and efficient protocol for processing orders.
· Marketing and sales: British Airways might differentiate themselves by utilising better communication with vendors and clients, improved client relations through the provision of top-notch information, broad and successful advertising has developed brand recognition, reputation, and image, efficient communication and collaboration across the marketing, research, and product teams, and increased coverage of the sales force.
· Services: Among the potential points of difference for British Airways are exceptional calibre of service, superior technical support, and prompt and dependable maintenance and repair services. (Fearne et al., 2012).
Organisations can classify their internal resources using VRIO Analysis, an internal analysis tool, according to whether they possess characteristics listed in the framework. Organisations are therefore able to determine which corporate resources give them a competitive edge thanks to this classification. VRIO is an acronym that stands for Value, Rareness, Imitation Risk, and Organisational Competence of the Resource. By using VRIO analysis, companies like British Airways may improve resource allocation and create a supply chain and value that can be defended. (Barney and Hesterly, 2019).

	Resources
	Value
	Rare 
	Imitation
	Organization
	Competitive Advantage

	Ability to Handle Legal and Regulatory Responsibilities
	Yes
	No
	Ability for rivals to copy
	Yes
	Not a crucial element

	Retail strategy of British Airways: Positioning Among Retailers and Wholesalers
	Indeed, British Airways enjoys a solid rapport with distributors and merchants
	Certainly, British Airways has partners who are specialised channels
	Not impossible, but difficult to duplicate
	Indeed, the business has effectively leveraged it throughout the years
	Long-Term Competitive Advantage

	British Airways’ Supply Chain Network Flexibility
	Yes
	Yes
	Competitors in proximity share certain suppliers and have flexible supply chains as well
	Organisational structure and competencies fully utilised by British Airways
	Maintains the operations of the business

	British Airways’ Effective Use of Digital Strategy
	Indeed, competing these days requires a well-thought-out digital strategy
	No, because most businesses are spending money to digitise their processes
	Competitors may replicate
	Among the top participants in the field
	Despite its increasing importance in the industry, digital strategy is unable to give businesses a long-term competitive advantage

	Trademarks, Copyrights, and Intellectual Property
	To impede competition, yes, they are quite beneficial to British Airways
	Yes, intellectual property rights and other rights are scarce, and it will be very difficult for British Airways' competitors to imitate them
	The likelihood of copycat is modest, yet it is considerable considering the industry disruption margins
	The company hasn't yet fully utilised all its intellectual property and other assets
	Giving a Significant Competitive Advantage

	Product and service brand awareness for British Airways
	Yes, there is a significant level of brand recognition for British Airways products
	Indeed, British Airways is among the top brands in the sector
	No
	British Airways has leveraged its dominant brand position across several categories
	Long-Term Competitive Advantage

	The leadership team's performance history at British Airways
	Yes
	Yes
	Cannot be copied by rivals
	Yes
	Offering a Significant Competitive Advantage

	Cheap Capital Availability for British Airways
	Yes, British Airways has access to inexpensive capital given its position as a leader in the sector and the state of the macroeconomy
	No
	Competitors of British Airways may replicate
	Not entirely taken advantage of
	Not important for gaining a Competitive Advantage

	Capability to Draw Skill in Diverse Local and International Markets
	Indeed, effective innovation and product localization are the cornerstones of British Airways' approach
	Yes, as a company's ability to develop is essential
	Challenging for British Airways' present rivals to replicate
	Yes, mostly
	Offering a Significant Competitive Advantage

	Performance History of Completed Projects
	Absolutely, especially in a field where cost overruns are common
	Yes, particularly in the market that British Airways serves
	No, none of the rivals have managed to replicate this level of proficiency thus far
	It's true that British Airways succeeds in it
	Offering a Significant Competitive Advantage

	Competitiveness of Distribution and Logistics Costs
	To assist British Airways, provide lower costs, the answer is yes
	No
	Rivals of British Airways can copy it, although it is challenging
	Yes
	Medium-to Long-Term Competitive Advantage in the Market

	British Airways' Loyalty and Customer Network
	Indeed, almost 84% of the sales income is generated by 23% of the clients
	Yes, the company has made investments to cultivate a solid clientele
	Has been attempted by rivals, but none of them has achieved the same level of success as British Airways
	British Airways is making effective use of its devoted client base
	Give British Airways a medium-term Competitive Advantage over competitors

	Activities in Line with the Corporate Strategy of British Airways
	Yes
	No
	Every company has a unique approach
	Indeed, the business is well-organized to get the most out of it
	There is still more room to grow on it

	British Airways’ Finances
	Yes
	No
	All rivals that are closest to you have access to financial instruments and market liquidity
	British Airways' financial situation is comparatively good
	British Airways has a competitive advantage that is mostly sustainable



To find the company's strengths and weaknesses as well as areas for improvement, a SWOT analysis (see Appendix 1) of British Airways' business operations would be a smart idea. A strategic development plan must consider British Airways’ competitive risks and possibilities in its external environment, as well as the airline's strengths and shortcomings. For British Airways to keep going in the correct path and address any shortcomings in their existing setup, it is imperative that they examine a few of the strategic possibilities identified by the SWOT analysis. For example, it is crucial that British Airways undergo a thorough brand image makeover to establish itself as a leading provider of environmentally friendly airline services, given the growing threat of environmentally conscious consumers and strict regulations that prioritise environmental protection and corporate social responsibility. 

5. SFA analysis 
Cost Leadership Strategy
Suitability
· It makes financial sense for the company to be able to provide customers with affordable rates.
· Economies of scale: A business may achieve economies of scale and truly capture the market price by establishing cheap pricing.
· Suitability from an environmental and functional standpoint: BA uses environmentally friendly, sustainable processes. It can employ cost leadership as a tactic with skill. 
Feasibility
· Finances: The business is making strong profits, as was previously indicated. Its own income must thus be utilised to provide finance.
· Human Capital: The finance department and upper management should get together to discuss how to adopt cost leadership. 
· Time: The business has time.
· Information: Prior to making any decisions, market data must be acquired. Pricing strategies of competitors should also be considered. 
Acceptability
· Increased customer base growth has the potential to yield significant returns for the organisation.
· Risk: This method has no risk.
· Reactions from stakeholders: They need to see the value of this tactic.
Calling a meeting of the board of directors to decide how best to carry out the cost leadership plan is one way to develop its implementation. (British Airways, Annual report 2023). 


6. Conclusion and Recommendations
Achieving a durable position in the market, British Airways emerges as a creative new worldwide leader in the aviation business. The marketing tactics and operational practices of British Airways are posing significant obstacles for other global carriers. However, to remain competitive in the market, British Airways might also strengthen its ties with global alliances. A long-haul, lower-cost subsidiary would enable the group to compete with other low-cost carriers without jeopardising the British best carrier brand appearance being weakened by the low-cost, no-adventures airline, which would be necessary if British Airways were to significantly compete in the global market. The airline needs to prioritise enhancing consumers' perceptions of its offerings, services, and operations by allocating resources towards complete value addition procedures. To do this, the airline needs engage in market research to have a thorough understanding of the market and identify trends. By putting new airline ideas into practice, the corporation should make an investment in technical advancement. Implementing fuel-efficient technologies and in-flight systems are some of the concerns that it should prioritise in its technical growth. The company needs to spend a lot of money on ongoing, in-depth personnel training about various operational facets, client safety, and security. These elements will support building the brand of the business.
7. References
Ansoff, H., (1957). Strategies for diversification. Harvard business review, 35(5), pp. 113-124.
Ansoff, H., (1988). Corporate strategy. 3rd edition. 
Barney, Jay B, William S. Hesterly. (2019). Strategic Management and Competitive Advantage: Concepts and Cases. 6th ed. Harlow: Pearson.
British Airways. Annual report 2023. Available at: https://basustainabilityreport2022.co.uk 
British Airways, PLC SWOT Analysis. (n.d.). Data monitor Plc.
British Airways Annual report (2022), British Airways annual report and accounts.
British Airways, About BA. (2023). Available at: https://www.britishairways.com/content/en/ca/information/about-ba 
British Airways, Press release. (2023). Available at: https://mediacentre.britishairways.com/pressrelease/details/14300  
Bui, T., 2017. British Airways – Brand strategy. [Online] Available at: https://www.slideshare.net/tubui92/british-airways-brand-strategy 
Fearne, A., Martinez, M. G., & Dent, B. (2012). Dimensions of sustainable value chains: Implications for value chain analysis. Supply Chain Management, 17(6), 575–581. 
John A. Quelch. (2018). British Airways Harvard Business Review Case Study. Published by HBR Publications.
Porter, M.E. (1980) Competitive Strategy: Techniques for Analyzing Industries and Competitors. Free Press, New York. 

8. Appendix 1
A framework for assessing a company's competitive position and creating strategic planning is SWOT analysis (strengths, weaknesses, opportunities, and threats). 
British airways SWOT Analysis
Strengths
· British Airways has a well-known and established brand name that is thought to represent air travel in the United Kingdom.
· Rich and expanding alliances with United Airlines in addition to the establishment of One World Airlines, which grows to be the third biggest airline globally.
· Largest airline in the United Kingdom in terms of stability and magnitude of its finances.
· Heathrow Airport's mobility is enhanced by the installation of Terminal 5.
Weaknesses
· There has been a history of poor employee relations, which was demonstrated by many strikes by cabin staff and poorly handled problems.
· Because of the rise in terrorist threats, safety-related issues of reliability and trust are not at their best.
· When it comes to British Airways' application, innovation and change move a little slowly.


Opportunities
· A key marketing tool that British Airways may leverage to enhance its global reputation is its ascent in the Skytrax quality system.
· Due to the difficulty of the global economy and the high cost of competing, most rivals have been compelled to leave the market.
· Most British Airways' rivals continue to struggle with reliability when it comes to service delivery.
· Rise in popularity and emergence of new markets, including low-cost travel.
Threats
· With the lifting of limitations on foreign flights for all airlines, the Open Skies agreement has increased competition and given most smaller airlines a fair chance to compete. 
· Consumers' growing knowledge of environmental issues is putting more pressure on British Airways to update its energy policy and impose stringent controls on flight schedules during off-peak periods to comply with environmental rules. 
· British Airways is finding it difficult to stick with its prior profit margin policies due to competition's reduction in operating expenses. 
Source: British Airways, data monitor.
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