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Abstract 

Various companies all over the world do not restrict operations to local or level in the present age of competition and development and they have started trading internationally offering products and services to the population worldwide. This has increased the number of customers towards the companies and the level of competition among the organizations (both large and small) offering same products and services to the customers. The customers can choose the products or services which rightly fulfills their needs and demands. Due to cheap switching cost, customers can flip brands if they are not satisfied. The organizations fear losing customers and hence reduce the rate of sales. The organization implements various strategies to improve the satisfaction of customers. There are several challenges like changing business environment, high level of competition, managing reputation, etc. and to handle these,  such challenges aims at placing together marketing strategies put together.

Introduction
Ever company has long emphasized touch points- there are several critical moments when customers provide feedback or directly interact with the organizations regarding purchase and service. However, the picture is slightly distorted because less importance is provided to the customers’ satisfaction because companies often portray manipulated a picture of the satisfied employees than they actually are (Charter, 2017). Besides, it diverts the organization from the more important aspect of the organization like Customers’ end-to-end journey. When most of the companies are focusing on the customers’ experiences, they mostly think of the touch points. It allows customers to communicate with the organization directly, which is quite logical. It clearly reflects the accountability and transferability of the organization (Rawson and Jones, 2013). While managing an organization in the global competitive market, the organization is going to face several challenges. In order to retain the business position in challenging competitive market, a marketing manager may face challenges like the advancement of digitalization, increasing brand awareness, reputation management, communication management, and information management and changing demand of the customers (Shaw, 2016). To overcome these challenges, the organization is going to take help of various innovative marketing strategies before developing any marketing strategy; it is utmost necessary to understand micro and macro environmental factors. The paper ends with discussing the communication channel and recommendation to improve marketing strategy for retaining the position.
Overview of the organization
British Airways is one of the most the largest airlines in the west precisely U.K. it is located in at London Heathrow Airport. BA was created in 1974 after a British Airways Board, by the British government in order to handle passenger transport. The UK’s largest international carrier British Airways leads the world in terms of airlines industry serving more than 45 million customers per annum (Mills, 2017).

The Waterside near its main hub at London Heathrow Airport-based airline has completed almost accent and in January 2011, British Airways merged with Iberia resulting in the creation of International Airlines Group (IAG).

Challenges

All companies have to face a number of challenges to stand the market. some of the important factors are like the ever-changing business atmosphere that every company has to experience and be ready for, competition amongst the different companies from same sector mostly, which is often healthy, the reputation of that particular company or brand or organization (Abratt and Mingione, 2017). In order to overcome these, in most of the times,  the organization whichever sector it might be from, aims at putting together various strategies for customers end-to-end journey efficiently with the help of various communication channels to ensure that the expectations and desires of the masses who buy or use the items, needs, and demands of the company and the customers are fulfilled (Winer and Dhar, 2013). This is very necessary for the companies to survive in markets failing which they might cease to exist. These are some of the challenges to mention.

Brand Marketing strategy of British Airways

Marketing Mix

The marketing mix is primarily the primary component of marketing helping in organizing the products and services in an efficient manner to attract their customers regarding the products and services of the company.it is the process of combining different factors of marketing which includes both the buyer’s and the seller’s end (Marsden, 2016). On one hand, it looks into the desires of people who want to buy the particular commodity and on the other hand, it looks into the urge of the sellers who want to sell it. The marketing mix, which helps in strengthening the brand of British Airways, as follows:

PRODUCTS: The products offered by British Airways satisfying the needs & desires of all who buy them. It has a fleet size of about two hundred and ninety-five that provide best services to all. The British Airways satisfy requirements of customers. It provides flight tickets at a reasonable price to people. They are also connected to some of the busiest airports of the world and it provides excellent scheduled flights to all places (Tckhakaia and Rodrigues, 2015). The Airways tries to provide customers in-flight services in respect of comfortable seats, hot and fresh meals, drinks and even entertainment like movie, magazines, radio and television programs (Kotler and Costabile, 2014). The services are in three diverse executive classes.re passengers can spend some quality time relaxing and or in the gym.

Place: they are connected to important places of the world. They have their own warehouses also. Online support is also provided by the company for attracting tech-savvy generation. Online websites and the travel agents are also used by them. 

Price: prices are affordable keeping in mind the range of price of people. While keeping the price, British Airways take care of every class people; various pricing strategies have been used by the organization like Economy Pricing Strategy for retaining low priced tickets customers and Premium-pricing strategy is for those, who consider the price only. Customers often believe that paying high price means getting quality products. They are ready to pay high for availing absolute service (Balmer, 2017).

Promotions: they are constantly involved in various promotional activities. Innovative promotional strategies are used for keeping communicative lines open with the potential customers. The mobile application is invented for special customers. Offers in the name of “Christmas gift vouchers” are provided so that customers can travel at a discounted price to their tourist destination (Hassan and Shiratuddin, 2015). Offers are mainly provided at off-season. Besides, print media and electronic media is used for promotion.
BCG Matrix
This concept is very important from a sales point of view.

Here are some of the important aspects:
However, the BA also is not free from completion and faces tough competition as well. However, the healthy growth is hindered by various prevailing factors like a hike in fuel prices affecting the rate of sales, interest rates etc.

It provides the tickets at an affordable rate and also provides them in-flight services.

The company has upgraded infrastructure too. also, online services have been introduced nowadays for the airways to enable online booking. Price in the Marketing mix of British Airways offers various discounts like in times of Christmas etc are also given to enhance the number of customers buying them.

It this Age of Globalization, youth generally give more preference to various forms of mass communication and print media, The most popular means of these services are radio, television, internet that has brought the globe closer, newspaper etc. Television channels, internet, magazines help in broadcasting day-to-day updates and also about people how to use them (Buis and Thormann, 2015). Gone are the days of past when we had to stand in queues to book tickets for airlines. The British Airways inspires many, due to its varied advantages over many other airlines. They are yet to develop even further by further strategies as per the modern world.

Strategies for creation of innovative marketing strategies by BA

Analysis of the Internal and External Environment of BA- It is very much important there should be the analysis of the internal as well the external environment to be done so that the situational analysis could be able to introduce the fact. It is useful that the internal and the external analysis of the environment has been important for the development of appropriate and comprehensive marketing strategies as this will help the marketing manager of BA to have proper market research. 

Comprehensive market Research-The company BA need to be developing the comprehensive marketing research which has been based on the primary as well the secondary data .The primary and the secondary data both should be collected or gathered in order to understand the market scenario and the preferences and perception of the customer’s needs and demands as well. 

Segmentation and targeting the market- It is important that for the creation of the innovative strategies there should be the proper segmentation as well the targeting of the market to be done on the basis of the needs and demands of the customers and the type of services BA should be targeting for the target groups as well. 

Development of Financial Plan- For the development of the innovative marketing strategy, it is important that there should be cost effective financial plan to be developed which should be telling about the different types of expenses incurred for the marketing strategies to be developed for raising brand awareness for British Airways. 

Selection of the Communication Channels- For the development of the innovative marketing strategies in order to identify the customer’s end to end journey, there should be the selection and application of the best communication channel to be done by the management of British Airways as well. 

Development of Marketing Plan- It is also obvious that for raising awareness of the brand there should be comprehensive and cost effective marketing plan needs to be developed for the company to be able to sustain its competitive advantage over the other competitors operating within the airline companies. 

End-to-end customer journey

Customers are the key stakeholder in the organization; management has to identify the need for the customers. Re-purchasing behavior can only be seen among the customers when they are satisfied with the product. British Airways tries to provide complete service to the customers and for this, the organization has to follow some activities such as:
Awareness: This stage is about positioning the brand name in the mind of the customers with the help of online marketing and advertising channels like a newspaper, leaflet, hoarding, banners, and posters. Besides, social media is the best medium to attract young generation of British Airways (Copley, 2015). 
Comprehension: At this stage, customers comprehend the service of BA with other organizations. Due to the availability of the internet, customers are able to compare price and service quality. Besides, they compare positive and negative features of the service. Customers before availing service communicate with their trusted one regarding their service.
Connectivity: At this stage, organization communicates with customers; online channels are the best medium to communicate (Norton and Pine, 2013). Unlike another medium, the company can earn money through this channel like Pay-per-click. BA can able to acquire the bulk amount of money with this advertising technique. 
Desire: this step is for integrating purchase desire within customers by using the positive brand image. The high brand image is beneficial for customers to choose service. Service users often want to avail products from brand airline company rather than the small-scale company (Zurich, 2017).
Purchase: Creating brand image facilitates the organization to sell products at high rate and customers, in the name of the brand can afford the price even. 
Post-purchase: Customers can only be satisfied with the quality; BA should tempt them with their service so that they are provoked to avail service. There are several airline companies in the UK but BA has the highest turnover because of its crew members, skilled pilot, luxury journey, never delayed flights and food quality (Norton and Pine, 2013). 
Customer’s satisfaction model

AIDA Model
AIDA model is generally used for marketing and advertising the products in front of the customers; by using this model, customers can be aware of any product for the first time.  This model basically helps the marketing manager to increase organizational sales by increasing customers’ satisfaction (Copley, 2015).  The steps are:
Attention: The first step is also known as “awareness”, which is almost overlooked by the marketing manager of these days. British Airways never fails to astound people with its interesting services; and by clever advertisement, BA persuades service users (Buis and Thormann, 2015). One of the major approach used by the organization is called “disruption”. This technique literally compels the service users to pay attention to the products. Attention depends on several factors such as location, shock factor, and personalization.

Location: BA chooses to promote the ads through website or marketing campaigns; in the era o technological development, youth prefer to purchase tickets through online and BA has recently re-designed the website to make the purchase experience easier (Hassan and Shiratuddin, 2015). The appeal through the online site is competitive in the arena of online selling. Besides, digital display to promote exclusive offers for Executive Club increases customers’ satisfaction.
Shock factor: BA delivers newspaper every day to its customers in 126 different languages. Besides, it offers flatbed and breakfast to 7000 people every night and uses 415,000 cases of wine, six tons of salmon and 40 tons of chicken to its customers in a year (Buis and Thormann, 2015). This figure helps in understanding that how many customers they are serving. This is quite beneficial for the organization for attracting customers’ attention.
Personalization: BA with its quality service maintains twofold promises reassurance and reliability. Top executives personalize the sale of operations and presence in the market. The choice of destination and size of fleet reassure the value of the customers and generate customers’ satisfaction. Besides, reassurance underpinned the security and safety. 
Interest: BA is known for its safe, secure and clean service that basically raises interest among customers. Leg-space for long-haul flight is another attraction for the customers. Executive customers treated with high-class treatment (Hassan and Shiratuddin, 2015). In order to engage customers with British Airways, marketing manager conduct a survey, in which customers are asked for stating their opinion. This will help the organization to understand their problem and bring change.
Desire: Like many other companies, British Airways is trying to maintain the interest of the customers in an interesting and memorable way. Ba often mails their offer to the customers and they keep the size of the mail small and concrete and do not bore the customers by sending long messages

They also sell their products in an interesting and crisp way. British Airways never offers their flights in a cheaper way but additional service motivates the customers to book a ticket from British Airways, for instance, British Airways app. It let the customers see the availability of seats in flight arrival and departure time. Customers do not want to peep through several websites to see the timing (Hassan and Shiratuddin, 2015). Loyal customers of BA will prefer to have British Airways app Besides, it allows the customers offer a discount on bulk booking.

Action: At this stage, British Airways has integrated purchase desire among the customers. Purchase desire means provoking repeat purchase behavior among customers. Customers are fully satisfied with the products; therefore, an organization can easily overcome challenges. Ba has to take a call to action because lack of this action will erase the appeal of service from customers mind. In order to take action organization should offer any benefit or service for limited period of time only then customers will take the matter seriously

GAP Model

This model is used for maintaining service quality of the organization, which has an indirect impact on the customers’ satisfaction. Often it is found that customers are not satisfied with the service quality dues to several gaps; with the help of this model, gaps can be identified. The gaps are:

Gap 1:  managers think that customers are looking for an affordable price but the demand of customers is changing, they want food and leg space while they traveling for long distance. They are ready to pay high for the comfortable journey in case of the long haul. On the other hand, customers frequently travel for shorter distance want to keep the price low. In order to narrow the gap, management should conduct internet survey to understand the perception of the customers (Sivakumar and Dong, 2014).
Gap 2: Gap 2 is explaining the perception of the management and actual specification of service users. Managers need to understand the level of service they provide whether it is in demand or not. 
Gap 3: Marketing manager needs to do an audit for collecting feedback in order to see whether expectations of customers are fulfilled or not. BA needs to deliver service up to the expectation or mark.

Gap 4: often it is found that companies are making fake promises like company exaggerate the service but deliver exactly opposite to that. This definitely poses a negative impact on the mind of the customers. Customers often refuse to take service even at the affordable price. No organization has right to raise the expectation of customers and harm their perception.
Gap 5: Satisfaction and expectation of the customers are met by words of mouth, past experience, and fulfilling personal needs. For maintaining satisfaction level of customers, it is necessary for a marketing manager to focus on the routine transactional surveys. This will help the company to measure the experience of customers (Lee and Kim, 2014). 
Sustainable relationship with potential stakeholder

Stakeholders are mainly affected by the profit and loss of the organization; key stakeholders of BA are Customers, employees, shareholders, suppliers and governing bodies. BA ensures that employees are well paid because the success of the organization mostly depends on the employees. The company should provide employees enough training that they accomplish organizational goals; besides training, employees must be given an adequate amount of salary, rewards, and appraisals (Khan and Khan, 2014). British Airways also ensures good dividend of profit to their shareholders and organization abide by government regulations. Being the airline industry, the company has to travel from country to another and BA has to abide by regulations of those countries as well. BA often has to face environmental challenges like air pollution and noise pollution and with the help of advanced technology; the organization is trying to curb these challenges (Armstrong and Kotler, 2014). CSR activities of the organization are so strong that it suppressed the environmental disaster causing by them. 
Communication Channel
The communication channels have been very much important to developing the effective and efficient marketing strategies by which BA could be able to promote and distribute their products. It is said that BA should be using the social networking websites as the marketing tool for the promotion of the products as this is the cheapest form of promoting and raising brand awareness for the services they should be delivering it to the customers on a global basis. British Airways for the promotion of their services should be involved in direct marketing techniques and discounts to be given on their different routes they have been travelling. They should also be distributing their services through exhibitions, tour agencies providing their tickets and the tour agents who have been involved.

Recommendation
In order to mitigate these challenges and own a successful position in the organization, British Airways should focus on their operation management. BA should pay their staffs well because the salary is the key factor in BA’s endurance. Cabin crew and pilots are paid double in comparison to other companies but the company should take care of the personal associates as well because they help the customers and provide prompt service. BA charges almost double to the clients and customers are expecting king-like treatment from the crew. The crew should be well-trained and should have knowledge regarding service, only then they can deliver quality service. It is recommended that BA must follow the TQM concept religiously; this would streamline continuous development, increase customers satisfaction, employee motivation, and conduct training. This will definitely facilitate the organization to provide quality service.
Conclusion
BA uses a clever mix of demographic and Psychographic Segmentation strategies to Identify and determine the important characteristics of the market helping the company to judge its customers (Armstrong and Brennan, 2015). It uses many strategies to identify each people, their needs, demands etc. The company has positioned itself in terms of leadership in overseas markets, customer gross etc. It uses customer class based positioning strategy. This has resulted in a   global presence, in more than 82 countries with more than 300 aircrafts fleet size. It also uses numerous subsidiary units such as BA & AA Holding limited, Bealine Plc., British Airways Holdings Limited, British Midland Limited, Overseas Air travel Limited etc.
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