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[bookmark: _Toc216553584]1. Introduction 
As with design thinking, the approach to understanding and empathising with customer needs presented in this report guides how British Airways interacts with its customers to foster strong relationships. It aims to achieve the organisation's goals in line with its vision and mission. The report provides an overview of British Airways, examining key consumer and business trends shaping the modern airline industry, including digitalisation, sustainability expectations, data-driven personalisation, and changing customer experience demands. It analyses British Airways’ approach to innovation through its Innovative Ambition Framework, focusing on how innovation is integrated across operations, technology adoption, and the entire customer journey. The study evaluates the current customer journey to identify strengths, weaknesses, and opportunities for improvement in a highly competitive and digitally advanced market. Building on this analysis, the report proposes a new digital transformation initiative designed to generate organisational value by enhancing operational efficiency, customer engagement, and service personalisation. The initiative is supported by an improved customer journey map, demonstrating how targeted digital innovation can bolster British Airways’ strategic position and long-term competitiveness.
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British Airways (BA) is the United Kingdom’s flag carrier and one of the world’s largest full-service airlines. Although the airline in its modern form was established in 1974, its origins date back to the early development of British civil aviation in the 1920s. BA was formed through the merger of the British Overseas Airways Corporation (BOAC) and British European Airways (BEA), consolidating long-haul and short-haul operations under the British Airways Board (Calder, 2016).
In the late 1990s and early 2000s, British Airways pursued strategic alliances and partnerships. A notable milestone was the establishment of the Oneworld Alliance in 1999, enabling expanded global connectivity. The airline later engaged in major mergers and acquisitions, most notably the 2011 merger with Iberia that created the parent group International Airlines Group (IAG), a move that enhanced financial stability and strategic scale (IATA, 2020).
Since 2015, British Airways has focused on modernising its fleet, improving customer service, and investing in digital transformation. The airline has introduced fuel-efficient aircraft such as the Airbus A350 and Boeing 787, and launched the ‘Club Suite’ business-class product, marking a shift towards premium market differentiation (IAG, 2021). Sustainability has become a core strategic focus, with BA committed to net-zero carbon emissions by 2050 and increasing the use of sustainable aviation fuels (BA, 2022).
British Airways, a subsidiary of International Airlines Group (IAG), is a full-service global airline company. The company provides worldwide air cargo services. The company serves more than 1000 destinations in 150 countries. In FY2019, the company carried approximately 47.7 million passengers with a passenger load factor of 83.6%. Additionally, the company recorded total revenue passenger kilometres (RPKs) of 155,580 million and available seat miles (ASMs) of 186,170 million. Moreover, it recorded cargo tonne kilometres (CTKs) of 4,211 million. 
The company conducts business activities through its subsidiary BA CityFlyer, BA CityFlyer Limited, Flyline Tele Sales & Services GmbH, and British Midland Airways Limited (aircraft leasing). The company is also a member of the oneworld alliance, which includes American Airlines, Cathay Pacific, Finnair, Iberia, Japan Airlines, Malaysia Airlines, Qantas, Qatar Airways, Royal Jordanian, S7 Airlines, and SriLankan Airlines. The company's other operations include maintenance, handling, hotel and holiday and commissions. The company also provides a loyalty scheme to customers through the acquisition of points from Avios Group (AGL) Ltd, which are then issued to Executive Club members as part of the ticket. The principal customer loyalty program awards travellers Avios points to redeem for various rewards, primarily travel redemption, including flights, hotels and car hire. In addition, British Airways Engineering provides aircraft and maintenance services such as aircraft maintenance, line maintenance, fleet support facility, avionic services, interior services, engineering IT systems and logistics. Its services portfolio includes ramp handling, baggage handling, passenger handling, managed airport supplier services, operations control, flight planning, and centralised load control. It also offers a vast portfolio of flight, cabin, engineering training products and equipment and other training courses and experiences.
Geographically, the company classifies its operations into three segments, namely the UK, the US, and the rest of the world. In FY2019, the UK accounted for 49.5% of the company's revenue, followed by the US with 20.5%, and the rest of the world with 30% (MarketLine,2021)
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Market recovery and traffic increase
Following the severe disruption caused by COVID-19, the UK aviation market has not only recovered but reached record levels of passenger traffic. The UK Civil Aviation Authority (CAA) reports that UK airports handled around 141 million passengers in the first half of 2025, with approximately 81 million passengers between April and June alone, the highest quarterly figure on record (CAA, 2025). Punctuality has also improved, with about three-quarters of flights departing on time, up eight percentage points year-on-year (International Airport Review, 2025).
This recovery is consistent with global trends. The International Air Transport Association (IATA) estimates that global air passenger traffic (measured in revenue passenger kilometres) in 2024 was 3.8% above 2019 levels, with a record 83.5% load factor (IATA, 2025a). High load factors indicate strong utilisation of capacity and can support improved unit revenues.
 UK outbound travel: holidays as a resilient priority
One of the most important demand drivers for a British airline is the UK residents’ propensity to travel abroad. ABTA’s Holiday Habits 2024–25 report shows that holidays remain a top discretionary spending priority for UK consumers, despite cost-of-living pressures (ABTA, 2024). ABTA’s Travel Trends 2025 study further highlights that UK travellers intend to continue travelling regularly, with overseas holidays forming the core of their plans (ABTA, 2025).
Media coverage of ABTA’s research reports that 87% of Britons took a holiday in the previous year and that holidays are now considered people’s most valued discretionary spend (The Guardian, 2025a). This suggests that while consumers may trade down in other categories, they are reluctant to give up travel.
 Leisure-led demand (incl. “premium leisure”) has been the main post-pandemic growth driver; corporate travel returns more slowly. IAG (BA’s parent) reports leisure travel as the strongest driver of passenger demand across cabins, while corporate travel has been slower to recover—especially shorter duration/short-haul trips. (International Consolidated Airlines Group, 2024)
 BA’s recovery metrics show rising volumes and capacity utilisation—alongside continued operational performance pressure. In its latest standalone annual report, BA reports 43.0m passengers in 2023 (+30%), ASK capacity +28.1%, and passenger load factor +3.7 percentage points (vs 2022). The same report also highlights punctuality as a tracked KPI (58% in 2023). (British Airways, 2024)
 Heathrow concentration and capacity/charging environment remain structurally important to BA’s economics and resilience. Moody’s notes BA as Heathrow’s main airline, accounting for ~40% of total traffic (2023), and discusses Heathrow’s regulated framework and charge visibility over 2024–26—all material given BA’s hub dependence. (Moody’s Ratings, 2024)
Consumer booking behaviour is shifting: price management, off-peak (“shoulder season”) travel, and social/video influence are shaping destination choice. BA Holidays’ trends work (using BA Holidays search data and YouGov survey work) highlights money-management behaviours (e.g., interest-free instalments), off-season booking strategies, and TikTok/viral content influencing destination interest. (British Airways, 2024b)
 UK market monitoring and competitive context increasingly relies on official, comparable aviation datasets. The UK Civil Aviation Authority publishes monthly airline statistics (by year) covering airline activity and market indicators, widely used to track demand patterns, capacity, and airline performance over time. (Civil Aviation Authority, 2025)
Inbound tourism and the role of the UK as a destination
British Airways is also affected by inbound tourism to the UK. VisitBritain forecasts around 43–44 million international visits to the UK in 2025, up from about 41 million in 2024, with inbound visitor spending expected to reach about £33–35 billion (VisitBritain, 2025a; VisitBritain, 2025b). Quarterly statistics indicate that inbound visits and nominal spending now exceed 2019 levels, even though real-terms spending is slightly lower once inflation is taken into account (VisitBritain, 2025b).
Cost-of-living pressures, value orientation and segmentation
Although demand is strong, UK consumers are experiencing cost-of-living pressures, which affects their behaviour. ABTA (2024) notes that consumers are operating in an environment of “change and uncertainty” but continue to prioritise holidays. Rather than simply cancelling travel, many shift toward seeking better value, for example by booking earlier, choosing off-peak dates or reducing trip length (ABTA, 2025).
Research also highlights generational differences in how people plan and book travel. A UK survey reported by The Guardian (2025a) found that nearly one in five (18%) of 25–34-year-olds do so, whereas older cohorts are more likely to rely on traditional travel agents or direct airline websites. Another article notes the growth of solo travel, particularly among women aged 45–60, who seek flexible and experiential trips abroad (The Guardian, 2025b).
Digitalisation and ancillary revenue
Digitalisation has transformed the relationship between airlines and customers. Industry analysis indicates that most passengers now prefer digital channels for booking, check-in and managing disruption, with airline mobile apps increasingly acting as an integrated platform for the journey (Branchspace, 2025). For British Airways, this means the app and website are key points of contact, not just sales channels.
At the same time, ancillary services have become an important revenue source. Liu’s (2024) review of ancillary services in the airline industry highlights that products such as checked baggage, seat selection, priority boarding and onboard retail make up a growing share of revenue. The study emphasises that travellers’ willingness to pay depends on how ancillaries are bundled, priced and communicated (Liu, 2024).
Sustainability, regulation and the Jet Zero agenda
Since the mid-2010s, environmental sustainability has become one of the most significant structural forces shaping UK aviation. The UK government’s Jet Zero Strategy sets a goal of achieving net-zero aviation emissions by 2050, with ambitions for domestic aviation and airports to be net zero by 2040 (DfT, 2022). The strategy relies on a combination of sustainable aviation fuel (SAF), more efficient aircraft, airspace modernisation and, in the longer term, zero-emission technologies.
Parliamentary scrutiny has questioned whether current policies are sufficient. The House of Commons Environmental Audit Committee (2024) stresses that meeting Jet Zero will require rapid progress in SAF and clear policy incentives. A 2025 follow-up report warns that airport expansion plans at major UK airports could put the UK’s climate and nature targets at risk without stronger policy alignment (House of Commons Environmental Audit Committee, 2025).
Industry bodies have also committed to net zero. IATA’s Fly Net Zero initiative, adopted in 2021, commits member airlines globally to net-zero carbon emissions by 2050 (IATA, 2021), while the UK industry coalition Sustainable Aviation has published a Net Zero Carbon Road-Map for UK aviation (Sustainable Aviation, 2023).
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Innovation Ambition Matrix – Framework and UK Context
The Innovation Ambition Matrix categorises innovation into core (improving existing services), adjacent (new offerings/markets built on existing capabilities), and transformational (new business models, markets or technologies). (core:adjacent: transformational)  (Pichler, 2025; Flevy, 2025).
For UK airlines, this framework sits inside three strong external pressures:
Digital transformation – airlines are under pressure to modernise IT, personalise offers and integrate data across operations (Heiets, 2022; BCG, 2025). 
Post-COVID “CoviNovation” – the pandemic accelerated touchless, health-secure and digitally mediated processes (Amankwah-Amoah, 2021).
Net-zero commitments and rising emissions – the UK aviation sector has a formal Net Zero Carbon Road-Map to 2050, but emissions are again approaching record highs, particularly for UK airlines such as British Airways, easyJet and Jet2 (Sustainable Aviation, 2023; Sustainable Aviation, 2024; The Guardian, 2024).
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Digital self-service and biometrics (British Airways & Heathrow)
BA uses biometric self-boarding gates for domestic flights at Heathrow T5, enabling customers to scan their boarding pass and walk through facial-recognition gates without manual checks (British Airways, 2019). 
BA has rolled out self-service bag-tag and bag-drop at Heathrow T5, with hosted self-service bag-drops as standard (British Airways, 2025).
In partnership with Amadeus, BA is extending biometrics across check-in, bag drop and boarding to reduce touchpoints and processing time (Amadeus, 2022).
Operational and IT performance
 positions itself as a data-driven airline, using predictive maintenance, demand forecasting and differential seat pricing to improve resilience and yields (easyJet, 2019). 
More recently, easyJet has deployed full-stack observability tools to monitor all digital services end-to-end, linking network and app performance directly to customer experience (Cisco, 2025). 
BA’s recent £7 billion investment programme includes a £750 million IT upgrade, new app features for disruption rebooking, AI-based operational forecasting, and in-flight free messaging for loyalty members—classic core CX improvements (The Guardian, 2024).
Service efficiency at airports
BA’s fast bag-drop at Heathrow in partnership with AirPortr allows passengers to drop luggage before reaching the terminal concourse, improving peak-time throughput (Future Travel Experience, 2021).
easyJet’s Twilight Bag Drop at Gatwick and Bristol lets customers drop checked baggage the evening before early flights, smoothing early-morning peaks (easyJet, 2022). 
Digital contact centre and problem resolution
A 2024 case study on BA’s contact-centre modernisation describes “faster routes to resolution” using intelligent routing and call-intent analysis, reducing wait times and improving channel matching (Sabio, 2024). 
These initiatives align with empirical work showing that digital transformation in airlines is initially concentrated on process automation, cost efficiency and incremental service upgrades (Heiets, 2022; Halpern, 2020; Poulaki, 2021).
Adjacent innovation leverages existing capabilities to move into related markets, services or business models.
Loyalty ecosystems and lifestyle partnerships (IAG / Avios)
IAG Loyalty’s Avios programme has become a major value driver, growing by 38% between 2020 and 2023 to over US$7 billion in value, partly via expansion beyond flights into everyday spending and lifestyle rewards (The Times, 2024).
Qatar Airways adopted Avios as its global rewards currency in 2022, deepening the multi-airline loyalty ecosystem and creating cross-carrier earning and redemption (IAG Loyalty, 2022).
A 2025 analysis suggests BA’s partnership, allowing Avios to be redeemed for Apple products, signals a shift from purely travel rewards to broader lifestyle ecosystems (The Fintech Times, 2025).
New customer-experience propositions
Virgin Atlantic introduced new A350 leisure-focused cabins and experiences, including redesigned social spaces and tailored leisure products (Virgin Atlantic, 2022).
In 2025, Virgin announced free Wi-Fi, an AI concierge and an upgraded app to deliver personalised experiences “from terminal to touchdown,” again moving beyond traditional seat-and-catering differentiation (Future Travel Experience, 2025).
BA’s free inflight messaging for loyalty members and upgraded lounge and seat products under its £7 billion plan can be viewed as adjacent enhancements connecting digital, loyalty and in-flight worlds (The Guardian, 2024; BCG, 2025).
Innovation programmes with external partners (IAGi, tech vendors)
Through Hangar 51 / IAGi, IAG runs accelerator cohorts that pilot start-up technologies across baggage, predictive analytics, on-board retail and sustainability, systematically exploring adjacent and sometimes transformational use-cases (L Marks, 2016; IAGi, 2025). 
easyJet’s collaborations with cloud and observability providers (Cisco, Splunk) are adjacent in the sense that they extend airline capabilities deeper into data/IT domains while still supporting the core flight product (Splunk, 2023; Cisco, 2025). 
Transformational innovation involves fundamentally new ways of creating value.
Net-zero and sustainable aviation
The UK aviation industry’s Net Zero Carbon Road-Map outlines a comprehensive strategy to reach net-zero emissions by 2050, including fleet renewal, sustainable aviation fuels (SAF), airspace modernisation and emerging technologies such as zero-emission aircraft (Sustainable Aviation, 2023, 2024).
BA’s “BA Better World” sustainability programme includes commitments to net zero by 2050 and interim carbon-reduction milestones, aligning individual airline strategies with the sector-wide roadmap (British Airways, 2024). 
Virgin Atlantic has similarly published its own net-zero mission with specific carbon intensity and SAF targets (Virgin Atlantic, 2021).
AI-driven airline management and agentic travel experiences
Recent research highlights how AI can reshape airline management by enhancing agility, data-driven decision-making and customer service (MoghadasNian, 2025; Heiets, 2022).
Industry analysis shows that airlines globally are starting to explore agentic AI to support end-to-end travel planning, disruption management and hyper-personalised service—these points toward future UK airline offerings that may move well beyond today’s apps (McKinsey, 2025a; McKinsey, 2025b).
OAG (2024) emphasises that effective AI in aviation will require high-quality, integrated operational and customer data, again pushing airlines into transformational data-platform thinking (OAG, 2024).
Crisis-driven new models
Amankwah-Amoah (2021) argues that COVID-19 created “CoviNovation”, with airlines experimenting with new health protocols, touchless travel and remote working models that may permanently alter business models and passenger expectations.
Virgin Atlantic’s early trial of biometric identity to secure COVID-19 test results for crew is one example of this kind of boundary-pushing innovation in the UK context (Biometric Update, 2020).
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Research on customer journeys emphasises looking beyond isolated touchpoints to the full, end-to-end experience, as remembered by the customer (Reitsamer, 2024).
In the UK, the journey can be described in eight stages, with specific innovations and pain points.
3.1 Stage 1 – Inspiration and Research
Airlines respond with targeted digital marketing, dynamic pricing and loyalty-linked offers.
BCG (2025) notes that modern airline retailing increasingly relies on trip-based personalisation and dynamic bundling, which shapes the earliest part of the journey (BCG, 2025).
3.2 Stage 2 – Booking and Payment
BA has iterated on its digital channels for nearly a decade, including website and app redesigns to simplify booking flows (Future Travel Experience, 2016; Marshall, 2019).
easyJet and others emphasise mobile booking and integration with loyalty/ancillary options (easyJet, 2019).
3.3 Stage 3 – Pre-Travel and Check-in
Customers receive email/app notifications, manage bookings, purchase seats/bags and check in online.
Airlines increasingly push mobile boarding passes and app-based communications.
BA’s new app (part of its £7 billion upgrade) will allow self-service disruption handling, including rebooking and hotel selection (The Guardian, 2024).
3.4 Stage 4 – Airport Arrival and Processing
BA’s self-service bag drop and tagging at T5, along with biometric boarding, are designed to reduce waiting and manual checks (British Airways, 2019; British Airways, 2025; Amadeus, 2022).
easyJet’s Twilight Bag Drop allows customers to spread the journey over two days, reducing stress for early departures (easyJet, 2022).
Heathrow’s 2027–2031 modernisation plan aims to reduce security queues to under five minutes for 95% of passengers and achieve 99% on-time baggage, which would substantially alter the airport leg of the journey if delivered (The Times, 2025).
3.5 Stage 5 – Boarding
Boarding processes combine digital gate scanning, biometric verification (for some flights) and segmented boarding groups.
BA’s biometric gates at T5 are a clear example of innovation tackling a traditional pain point—slow manual document checks (British Airways, 2019).
3.6 Stage 6 – In-Flight Experience
Airlines differentiate via cabin products, Wi-Fi, catering and crew service.
BA is rolling out free messaging over Wi-Fi for loyalty members and upgrading cabins and lounges as part of its £7 billion CX plan (The Guardian, 2024).
Virgin Atlantic has introduced new A350 experiences and is moving towards free Wi-Fi and AI concierges (Virgin Atlantic, 2022; Future Travel Experience, 2025).
3.7 Stage 7 – Arrival and Baggage
Industry innovation here includes real-time baggage tracking and improved immigration processing. UK sector-wide efforts to improve operational efficiency, including airspace modernisation, are part of the Net Zero Carbon Road-Map as they both reduce delays and emissions (Sustainable Aviation, 2023).
3.8 Stage 8 – Post-Journey and Relationship
After the trip, airlines solicit feedback, award loyalty points and handle claims and complaints.
BA’s call-intent and routing project is an example of targeted innovation to reduce friction at this stage (Sabio, 2024).
IAG Loyalty’s rapid growth shows that British airlines now view loyalty as a profit centre and continuous engagement platform rather than an ancillary back-office scheme (The Times, 2024; IAG Loyalty, 2022).
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              BRITISH Airways CUSTOMER JOURNEY
1. Inspiration & Research
   - Online search, OTAs, social media, loyalty apps
   - Airline targeting: personalised offers, dynamic fares
2. Booking & Payment
   - Website/app search -> fare selection
   - Ancillaries: seats, bags, priority, insurance
   - Payment, confirmation, add to wallet/app
3. Pre-Travel & Check-in
   - Notifications (email/app)
   - Online/mobile check-in
   - Seat changes, extra bags, disruption alerts
4. Airport Arrival & Processing
   - Bag tag & drop (self-service or hosted)
   - Security and border controls
   - Dwell time: retail, lounges, wayfinding
5. Boarding
   - Groups/zones called
   - Boarding pass scan / biometric gate
   - Stow baggage, seat settling
6. In-Flight Experience
   - Cabin comfort, Wi-Fi, IFE
   - Catering and retail
   - Crew interactions and issue handling
7. Arrival & Baggage
   - Disembarkation, immigration
   - Baggage reclaim and connections
8. Post-Trip & Relationship
   - Feedback surveys and NPS
   - Loyalty points earning and redemption
   - Customer service (claims, changes)
British Airways displays a clear bias towards core and adjacent innovation, consistent with global airline patterns (Heiets, 2022; BCG, 2025). The customer journey is increasingly digital and data-driven, particularly at booking, pre-travel, airport and post-trip stages, but structural constraints (airport capacity, regulation, emissions) limit the speed of change.
Transformational moves—notably net-zero roadmaps and AI-driven travel ecosystems—are underway but remain early-stage. Their success will depend on investment, policy support and the ability to integrate high-quality data across the entire journey (Sustainable Aviation, 2023; OAG, 2024; McKinsey, 2025a).
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Initiative:
Create an AI-enabled, end-to-end digital passenger platform that integrates:
Mobile app + website, airport self-service (kiosks, bag-drop, biometrics), real-time operations data (delays, connections, baggage), loyalty/personalisation engine
to deliver a single, seamless customer experience across the full journey.
Research on airline digital transformation shows that integrating digital technologies across the value chain improves both customer experience and financial performance when done strategically (Heiets, 2022; MoghadasNian, 2025). Airlines that focus on AI-led personalisation, operational optimisation and IT modernisation are now setting the competitive benchmark (BCG, 2025a; BCG, 2025b). AI is already being used in aviation to improve operations, disruption recovery and decision-making (OAG, 2025a; OAG, 2025b). Self-service technologies (SSTs) such as web check-in, kiosks and bag-drop are also proven to enhance perceived service quality when designed well (Wongyai et al., 2024).
For a British airline like BA, this platform would sit on a cloud-native, microservices architecture and support:
· AI chat / virtual assistant for pre- and post-trip queries
· proactive disruption management (auto-rebooking, notifications)
· biometric check-in/boarding where airport partners allow it
· real-time baggage tracking
· personalised offers (seats, ancillaries, partners) based on data and loyalty status
This aligns with wider tech trends in travel where AI is reshaping booking, operations and mobile apps (Cognizant, 2024; OAG, 2025b).
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Smoother, more predictable journey
A single app that covers planning, check-in, airport, in-flight and post-trip interactions reduces customer effort and anxiety. Evidence suggests digital tools and AI-enhanced mobile apps increase trust and satisfaction in airline services (Heiets, 2022; Cognizant, 2024).
Better disruption handling
AI-supported rebooking and personalised alerting during disruptions significantly improve perceived fairness and loyalty (MoghadasNian, 2025; OAG, 2025a).
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Higher ancillary and loyalty revenue
Personalised, data-driven retailing can raise ancillary revenue per passenger by recommending relevant extras at the right time (BCG, 2025a; BCG, 2025b).
Stronger long-term loyalty
Consistent, data-rich experiences across trips strengthen the airline’s relationship with frequent flyers, increasing lifetime value (Heiets, 2022; MoghadasNian, 2025).
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    ENHANCED DIGITAL CUSTOMER JOURNEY – BRITISH Airways
1. Inspiration & Search
   - Customer browses destinations in app/web.
   - Personalised recommendations based on history & Avios / FF data.
   - AI-driven fare alerts and best-time-to-book tips.
2. Booking & Payment
   - Simple, mobile-first booking flow.
   - Transparent bundles (seat + bag + extras).
   - Contextual ancillaries (lounge, insurance) suggested by AI.
   - Wallet integration and one-click payment.
3. Pre-Travel & Check-in
   - Push/email reminders for check-in and travel docs.
   - Mobile boarding passes stored in app/wallet.
   - AI chatbot answers questions, handles changes, and upsells upgrades.
   - Options for home bag-tag printing or airport kiosk.
4. Airport Arrival & Processing
   - App guides the customer to the terminal, security and gate.
   - Self-service kiosks for bag-tagging and automated bag-drop.
   - Biometric identity used for bag-drop and boarding where available.
   - Real-time alerts about security wait times and gate changes.
5. Boarding
   - Boarding groups are clearly displayed in the app, gate screens.
   - Biometric or mobile pass scanning at the gate.
   - AI-optimised boarding sequence reduces congestion and dwell time.
6. In-Flight Experience
   - Portal within app or seatback for Wi-Fi, IFE and food & beverage.
   - Digital menu and in-seat ordering, with personalised offers.
   - Real-time connection info and arrival updates.
7. Arrival & Baggage
   - App shows stand/gate on arrival.
   - Real-time baggage-tracking notifications and carousel info.
   - Onward travel options (rail, ride-hailing) offered via partners.
8. Post-Trip & Relationship
   - Instant loyalty points credit; trip summary in app.
   - Tailored feedback request with incentives.
   - AI-driven personalised offers for the next trip and partner redemption.
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In Suma, British Airways must be aware of all customers' needs, empathise with them, respect their feedback, and be creative and innovative according to the product and services. Use design thinking to make easy decision-making and Maximise the Profit.  
British Airways operates amid pronounced consumer and business shifts: accelerated demand for seamless self-service, real-time disruption support, personalised offers, stronger privacy expectations, and corporate pressure for measurable sustainability, cost resilience, and operational reliability. In response, BA’s innovation approach—structured through an Innovative Ambition Framework—can be understood as balancing three imperatives: customer-led experience design,data-driven operational excellence, and ecosystem-enabled delivery with partners and platforms. Its current customer journey shows strengths in digital touchpoints for search, booking, and check-in, but remains vulnerable at high-friction moments (irregular operations, baggage exceptions, service recovery), where confidence and loyalty are most influenced.
A proposed digital transformation initiative is a unified “Journey Intelligence & Recovery” layer that consolidates customer identity, operational signals, and service policies into a single orchestration engine. This would add value by reducing disruption costs, improving on-time and baggage outcomes through predictive interventions, and increasing revenue via context-aware rebooking, ancillaries, and tier-specific service. The enhanced journey map becomes proactive rather than reactive: anticipate disruption, notify with clear options, auto-protect itineraries, enable one-tap re-accommodation, and close the loop with transparent compensation and feedback. Academically, this aligns innovation investment with value creation, demonstrating how integrated data, automation, and service design can improve customer equity while strengthening organisational performance and resilience.
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