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[bookmark: _Toc233224896]Executive Summary
This report is a review of the strategic direction of British Airways and a discussion of how to enhance personalised customer care by means of strategic and agile business management. The goal will be to help the top management determine a strategy that enhances future resilience and develops a sustainable competitive advantage within a turbulent airline environment. British Airways is a leading full-service airline based in the UK and a member of the International Airline Group. The strategic challenge it has to face today is to enhance responsive decision-making and offer quicker, more transparent and personalised customer care. The reason is that airline customers are now demanding their service to be supported via real-time means, communicated clearly and transparently, and service based on their unique journey requirements. External analysis reveals that BA is facing intense competition due to the volatility of fuel prices, inflation, airport congestion, the scarcity of labour, sustainability pressures, online competition and geopolitical risk. These forces drive up prices and complicate service provision. They also increase customer expectations in case of delays, cancellations and other disruptions. Internally, BA has important strategic strengths. These are its high-end brand, Hub Heathrow, international network, loyalty data, online channels, operational resilience investment and trained staff. Nevertheless, weaknesses are also found in the analysis, such as the inconsistency of the services in case of disruption, legacy IT risk, high operating costs, staff pressure, and customer dissatisfaction in case of slow and unclear communication. Four strategic options are considered: AI-based personalised customer care, omnichannel service recovery and disruption management, loyalty-based premium customer experience and sustainability-based customer care. A multimodal plan is suggested, that is, ethical AI-driven personalised customer service, based on omnichannel disruption management and loyalty analytics. This alternative is more powerful than one strategy since it enhances customer experience throughout, prior to and following travelling. The anticipated result is enhanced customer loyalty, quicker disruption response, enhanced trust, greater utilisation of BA's current resources and enhanced premium differentiation. With solid ethical data governance, personnel training and rapid execution, a personalised customer service can become an influential factor of long-term competitive benefit to British Airways.


Table of Contents
Executive Summary	2
1. Introduction	4
2. Organisational Background and Strategic Challenge	5
3. External Strategic Analysis	6
4. Internal Strategic Analysis	9
5. Critical Evaluation of Strategic Options	11
6. Wider Organisational Implications	16
7. Conclusion	18
8. Recommendations	18
References	20




[bookmark: _Toc233224897]1. Introduction
This report analyses the strategic vision of the British Airways company with close attention to the way the airline may enhance personalised customer care based on the strategic management and business agility. This is to assist senior management with recognition of external and internal forces influencing the organisation and analysis of strategic choices that can enhance resilience, customer loyalty and sustainable competitive advantage. The areas covered by the report are the operating environment of the airline, the resources of the airline, the challenges in its customer care, the strategic decisions and implications to the organisation at large.
Agile and strategic management of business is very important in the airline industry since airlines operate in a complex and uncertain business environment. They deal with fuel price fluctuations, political risk, runway capacity, labour gaps, evolving customer demands and stiff competition. Safety regulation, environmental pressure and disruption by digital are also issues that impact the sector. British Airways has demonstrated the value of agility already by investing in operational resilience. British Airways airline reported investing 100 million in resilience, and 86 % of its flights at Heathrow left on time in the first quarter of the year in the year 2025 (British Airways, 2025). This demonstrates that operations and customer experience can be enhanced through the use of technology and fast decision-making.
British Airways is one of the UK’s leading airlines and is part of International Airlines Group. This is reflected in the fact that in 2025, IAG generated revenue of 33.2 billion, demonstrating the size and strategic role of the group in the global aviation industry (IAG, 2025). BA is also rivalled with full-service carriers like Virgin Atlantic, Emirates, Qatar Airways and Lufthansa and low-cost carriers like easyJet and Ryanair on short routes. This puts a strain on providing value, predictability and personalised service without compromising its premium brand identity.
The key customer-care issue is that passengers now demand quick, precise and individual support prior to, throughout and following travel. Trust can easily be ruined by delays, cancellations, baggage issues and poor communication. Customer care is thus not just an operational concern. It is a tactical problem associated with loyalty, brand reputation and competitive advantage.
The external environment is analysed in the report by applying PESTLE and Porter's Five Forces. It also uses the Resource-Based View and VRIO in analysing the internal resources and capabilities of BA. Strategic issues and possible options are linked with SWOT/TOWS. The concept of dynamism capabilities theory aids the debate on agility and adaptation to uncertain markets (Teece, 2025). It is also evaluated through the stakeholder theory and ethical AI/data governance to determine the broader effects of personalised customer care on passengers, employees, regulators and society (Brodny and Tutak, 2025).
The report has been divided into strategic analysis, strategic options evaluation, conclusions and recommendations.
[bookmark: _Toc233224898]2. Organisational Background and Strategic Challenge
British Airways is one of the UK’s most important full-service airlines. It belongs to an International Airlines Group that has other airlines like Iberia, Aer Lingus and Vueling. In 2025, IAG generated revenue of €33.2 billion, indicating the size of the group and the financial significance of its airline portfolio (IAG, 2025). British Airways has a solid base in Heathrow, and they utilize this hub to access the UK to major long-haul and short-haul destinations. This provides BA with a significant contribution to the UK global connectivity, business travel, high-end leisure travel and the UK aviation economy overall.
The strategic positioning of BA is constructed on the basis of premium service image, global routes, airport lounges, cabin classes, brand heritage, as well as its loyalty programme. Previously called the Executive Club, the British Airways Club enables customers to earn rewards like flights, hotels, holidays, access to lounges and priority services using Avios and tier points (Lynch, 2018). The significance of this loyalty platform is that it will provide BA with customer data and direct contact with frequent travellers. When used in an ethical and effective way, it can also help to support a more personalised service.
The strategic issue facing the airline is that customers are demanding quicker, more precise and personalised treatment throughout the entire experience. Price is not the only aspect that passengers compare airlines. Their other comparisons are the quality of the apps, waiting time, quickness of the refund, employee response, loyalty benefits and service recovery (Whittington et al., 2020). This proves to be challenging to BA since the operations of the airlines are affected by weather, air traffic control restrictions, airport congestion, pressure and aircraft supply among the staff. In case of disruption, derailment of communication can lead to frustration and lowered confidence, even in cases when the disruption is not completely in the hands of the airline.
BA has already made investments in operational resilience. It invested in resilience in 2025, and 86% of its flights at Heathrow were on schedule during the first quarter (British Airways, 2025). This is an improvement, but customers continue to demand real-time, joined-up, and proactive customer support. Digital-first customers desire assistance via the app, virtual store, email, airport staff, and call centres without having to replicate the same issue.
Elevated digital experience, premium service and loyalty rewards are also being enhanced by the competitors. Thus, the individual customer care has become more than operational but strategic. It is able to build loyalty, safeguard the premium positioning of BA and enhance resilience in times of disruption (Seo, 2021). It also has the ability to generate sustainable competitive advantage when backed by fast agile systems, ethical use of data and regular employee delivery.
[bookmark: _Toc233224899]3. External Strategic Analysis
British Airways is in a challenging external environment. PESTLE is valuable as it demonstrates the influence of political, economic, social, technological, legal and environmental demands on strategic decisions. Nevertheless, a list should not be the only application of PESTLE. These pressures are related in the case of BA. They are costly, disruptive and elevate customer expectations. This renders customer care, which is agile and personalised, a strategic requirement.
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Figure 1 External Pressures on British Airways
Source: (Self-Made)
Political factors: Aviation is highly influenced by the state policy, border regulations, the capacity of the airport and global relations. Brexit has made the lives of airline companies in the UK more complex since now travel, access to labour and regulatory alignment with Europe are not as easy as it was before (Ahlbäck et al., 2017). Another airport that BA relies on is Heathrow, and thus, growth is influenced by airport capacity discussions and slot restrictions. Unstable geopolitics can turn demand around in no time, particularly in long-distance routes. It results in a necessity for flexible planning of routes and a better understanding of customers in the case of flights being changed or disrupted.
Economic factors: Economic pressure is a significant threat. The rising inflation raises labour, airport, maintenance and service expenses. The fuel prices are not certain as well. In 2026, IATA estimated that fuel-cost pressure would be intense, with the price of jet fuel projected to average about 152 per barrel on average in 2026 against 90 in the year 2025 (IATA, 2026). This is important since airlines do not always have the ability to transfer the increased costs to customers without harming the demand. The passengers are also price-sensitive due to the cost-of-living pressure. BA should thus defend its premium status but exhibit obvious worth in reliability, loyalty benefits and improved service recovery.
Social factors: Passenger expectations have shifted. Customers are now demanding customised travel, mobile notifications, transparent refunds, easy access to services and quick response in times of disruption. Premium customers also desire to have recognition throughout the whole journey and not just at the management of the aircraft cabin. This poses an opportunity and a threat (De Smet, Lurie and St George, 2018). Customer insight can enable BA to provide more understanding care, yet bad personalisation can cause customers to feel disregarded. Accessibility is also necessary since elderly passengers, disabled passengers and international travellers might require assistance in different ways.
Technological factors: Airline competition has now focused on technology. The disruption management and customer support can also be enhanced with the help of AI and predictive analytics, self-service tools and mobile apps. Through the operation resilience, BA has already allocated 100 million pounds, and 86% of its flights out of Heathrow have been punctual in the first quarter of 2025 (British Airways, 2025). This demonstrates the worth of technology. Nevertheless, potential dangers of cybersecurity and system reliability are also instigated by digital dependence. In case of a disruption like failure of the app, site or database with customers, customer confidence can easily decrease.
Legal factors: BA has to adhere to passenger rights, law on safety regulation and data protection. Passenger laws in the UK imply that passengers might receive compensation in case of late arrivals (more than three hours) and the delay is in the control of the airline (British Airways, 2023).  This renders the disruption management as a customer-care and legal concern. BA should also adhere to UK GDPR when utilising customer data in personalisation. Legal challenge is not merely about compliance. It is also necessary to demonstrate to customers that their data is used in a fair and transparent way.
Environmental factors: The aviation industry is under intense pressure to cut down on emissions. The Sustainable Aviation Fuel requirement in the UK begins with a 2% UK jet fuel requirement in 2025 and increases to 10% by 2030 (Department for Transport, 2024). BA also says that it wants to achieve net zero carbon emissions by 2050 or even earlier (British Airways, 2026). This puts the pressure of explaining sustainability in a truthful manner. Customers can be open to more environmentally friendly options, but they can also censure airlines in case sustainability statements are perceived as either bait and switch or over the top.
	Factor
	Key Issue
	Impact on BA

	Political
	Brexit, airport capacity
	Operational uncertainty

	Economic
	Inflation, fuel costs
	Higher operating expenses

	Social
	Demand for personalised service
	Higher customer expectations

	Technological
	AI, digital platforms
	Improved service and efficiency

	Legal
	GDPR, passenger rights
	Compliance obligations

	Environmental
	Net-zero targets, SAF mandate
	Sustainability pressure


The five forces by Porter also indicate a high competitive intensity. Competition is intense as BA is in competition with Virgin Atlantic, Emirates, Qatar Airways, Lufthansa, easyJet and Ryanair. The buyer's power is high due to online price, route, and review comparison among customers. The power of suppliers is also high since aircraft manufacturers, airstrips, petroleum and skilled labour can hardly be substituted. There are substitutes for short route business travel in rail and video meetings. New entrants are moderate due to high capital requirements, safety and airport approval, and the necessity of high capital in the aviation industry. In general, BA is under pressure on all fronts. This pressure can be lessened through agile, personalised customer care that increases loyalty, frustrations are lessened, and the premium brand is made to appear more valuable (Denning, 2019).
	Force
	Level
	Strategic Impact

	Competitive Rivalry
	High
	Strong competition from global and low-cost carriers

	Buyer Power
	High
	Easy comparison of prices and services

	Supplier Power
	High
	Dependence on fuel, airports and aircraft manufacturers

	Threat of Substitutes
	Moderate
	Rail travel and virtual meetings

	Threat of New Entrants
	Low-Moderate
	High capital and regulatory barriers


[bookmark: _Toc233224900]4. Internal Strategic Analysis
In the Resource-Based View, sustainable advantage relies upon valuable, rare, difficult to imitate, well-organised resources and capabilities (Komakech et al., 2025). The greatest resources BA has, in the case of the company, are its brand, Heathrow hub, and loyalty data, as well as digital channels, experience in operations, and skilled staff and IAG ownership. These resources are strong, and they do not necessarily generate benefit. They should be structured in agile systems and a customer-focused culture.
A significant internal strength of BA is its brand reputation. It helps in maintaining high prices and provides the customers with an assurance of quality, safety and professionalism. This is appreciable since most of the passengers continue to associate BA with British service, worldwide connectivity and business travelling (Kern, 2018). Nevertheless, reputation may also be the source of weakness in case service delivery falls below the brand promise. Delays, ineffective refund management or inferior communication can destroy trust quicker than a low-cost carrier to a premium airline.
Another important capability is the Heathrow hub. Heathrow also opens up high-value long-haul routes, transferring passengers and business markets to BA. This cannot be imitated by competitors since the slots at the airports are scarce. Nevertheless, dependency also develops out of the same power. Any inconvenience at Heathrow will have an impact on BA (Kotter, Akhtar and Gupta, 2021). Thus, the hub advantage of BA should be buttressed with effective disruption planning and real-time customer communication.
The British Airways Club is of strategic significance in that it provides BA customers with an understanding and repeat-purchase probability. The members earn Avios and tier points and are entitled to benefits like priority services and lounges (Mason, 2018). This information can help provide tailored offers, proactive disruption support and more relevant customer care. No, however, the data of loyalty generates ethical obligations. Personalisation can be discredited by the clients who may experience the impression of injustice, encroachment, or partiality.
Digital channels are beneficial due to the increasing popularity of booking, check-in, seat selection, disruption updates and claims on digital channels among passengers. The app and site available to BA can enhance convenience, though the digital service should be dependable. Many established airlines still have a weakness in terms of legacy IT risks. A bad online experience may cause a strain on the contact centre and undermine the customer experience.
Operational resilience investment is a constructive ability. The fact that BA has been slowly gaining its punctuality performance indicates that data and technology can enhance performance (Slater, 2022). However, on-time flights alone should not be considered as operational resilience. It must also be gauged on the extent to which the airline takes care of customers in case something goes wrong. Here, agile customer care comes into the picture.
The advantage of BA is also with employees. The service experience is determined by cabin crew, airport teams, pilots and contact-centre staff. During disruption, skilled employees are able to regain trust. The consistency, however, can be undermined by the pressure on staff, workloads, and cost control. BA should then adopt digital tools to be in harmony with human service and not to supplant human care altogether.
The ownership by IAG provides BA with financial strength, collective learning and group-scale level. IAG reported a revenue of 33.2 billion in 2025 with a high group capability to invest in transformation (IAG, 2025). Group ownership may, however, bring about efficiency and shareholder returns pressure. BA has to strike a balance between profits and trust between customers.
	Resource/Capability
	Valuable?
	Rare?
	Difficult to Imitate?
	Organised?
	VRIO Judgement

	Brand reputation
	Yes
	Yes
	Partly
	Partly
	Temporary advantage unless service is consistent

	Heathrow hub
	Yes
	Yes
	Yes
	Yes
	Strong sustained advantage

	British Airways Club data
	Yes
	Partly
	Partly
	Partly
	Potential advantage if used ethically

	Digital channels
	Yes
	No
	No
	Partly
	Competitive necessity, not enough alone

	Operational resilience investment
	Yes
	Partly
	Partly
	Developing
	Potential advantage through agile use

	Skilled employees
	Yes
	Partly
	Partly
	Partly
	Advantage depends on training and culture

	IAG ownership
	Yes
	Yes
	Partly
	Yes
	Strategic support for investment


On the whole, BA possesses good internal resources, yet the VRIO analysis reveals that only a few are well-structured to create sustainable benefits. Lack of resources is not the major weakness. The necessity to unite resources by making swift decisions, ethical information management and a steady supply of services. The theory of dynamic capabilities can be applied in this case since BA needs to feel the shifts in passenger expectations, capitalise on digital opportunities and reorganise systems as soon as there is disruption (Abbad and Rowe, 2024). The stakeholder theory is also important since personalised customer care impacts the passengers, employees, regulators, shareholders and society. To that end, the internal strategy of BA ought to ensure brand, data and people are turned into a joined-up customer-care capability.
[bookmark: _Toc233224901]5. Critical Evaluation of Strategic Options
British Airways requires a customer-care strategy that enhances speed, trust and personalisation. Both the external and internal analyses reveal that BA possesses strong assets, including its brand, base at Heathrow, loyalty data and IAG support. Nonetheless, they will generate value solely when these assets are managed in a nimble and customer-focused manner. The evaluation of the following options is thus considered in terms of resilience, customer value, as well as ethical risk and sustainable competitive advantage.
	Strategic Option
	Strengths
	Limitations
	Overall Evaluation

	AI-enabled personalised customer care
	Faster support, better offers, proactive disruption updates
	Data privacy, AI bias, cyber risk, cost
	Strongest option if ethically governed

	Omnichannel disruption management
	Better communication across the app, airport, call centre and social media
	Needs system integration and staff training
	Essential for resilience

	Loyalty-led premium experience
	Builds retention and premium differentiation
	May mainly benefit high-value flyers
	Useful but too narrow alone

	Sustainability-linked customer care
	Builds trust and supports ESG aims
	Risk of greenwashing
	Important supporting strategy


Option 1: AI-enabled personalised customer care
This alternative would leverage customer information and apply AI and predictive analytics to customise offers and service updates, disruption support and loyalty benefits. To illustrate, BA might be able to detect passengers who risk missing their flight and offer real-time rebooking (Lucelib, 2022). It might also customize family, passengers with disabilities, business travellers and frequent flyers. This alternative is appealing in that BA already invests in the technology of operations. As of 2025, BA has announced that it invested in operational resilience (100 million pounds), and 86% of Heathrow flights took off punctually in the first quarter (British Airways, 2025). This implies that information-based agility has the potential to enhance performance.
The primary advantage is that AI can transform BA into a proactive service instead of a reactive service. This matters since the customers tend to pass a judgment with the strongest impact on the airlines in the event of inefficiency. AI may also facilitate dynamic capabilities as it assists BA to feel the issues, grab the chances of customer service, and redesign the answers in a briefing (Gao, Liu and Yang, 2025). Yet, there are grave ethical dangers to this option. Customer data is necessary for personalisation. When data is used without any transparency, customers would feel like being surveilled instead of appreciated. Alternative biases of AI may also have unfair effects, like improved services to high-spending clients and weaker ones to occasional travellers. As such, AI does not necessarily constitute a competitive advantage. It can only be valuable with governance, accountability and trust (Khotami, 2017).
Option 2: Omnichannel disruption management
This alternative would bring together the BA app, website, airport personnel, call centres, email, chat and social media into a single joined-up service system. The objective is to provide passengers with easy and reliable assistance throughout their delays, cancellations, baggage and missed connections. This alternative is very applicable since one of the most significant factors that lead to customer dissatisfaction in aviation is disruption. It is also of legal significance. Customers might be entitled to compensation under the UK passenger rights, and the flights are over three hours late, and the reason is in the control of the airline (Civil Aviation Authority, 2026).
The power of this alternative is that it directly addresses one of the key pain points. It would be able to minimise confusion and enhance trust. It is also beneficial to employees as the frontline teams have access to the same information as the customers do. This helps in recovering services and minimising repetitive explanations. The weakness, however, is that the omnichannel systems are not easy to execute. BA would require powerful data integration, employee education and trusted online infrastructure. When channels are poorly interconnected, this can lead to a negative customer experience (Khotami, 2017). To take an example, one app might offer a solution, and another might be provided by airport staff. This choice is thus necessary, but it should be backed up by investment and cultural transformation.
Option 3: Loyalty-led premium experience
This alternative would enhance the British Airways Club by offering more personalised rewards, upgrades, recognition and service benefits. It is suitable for the high-end positioning of BA since loyalty programs can enhance the presence of emotional bonding and repurchase. Avios, tier points, access to lounges, and priority services can be leveraged by BA to develop a better sense of value. This comes in handy since IAG had recorded a revenue of €33.2 billion in the year 2025, which means that the group has the size to make an investment in retention and premium expansion (IAG, 2025).
Its strength lies in strategy because loyalty data is a good asset. The Resource-Based View defines advantage as the occurrence of resources being valuable, rare, impossible to imitate and well organised (Utami and Alamanos, 2023). The creativity of the BA loyalty programme provides it with customer insight unattainable by many new entrants. Such an option is limited, though. A loyalty-centred approach may get too centred on high-value clients and frequent fliers. This can undermine fairness and destroy trust among leisure travellers. It can also generate resentment when there are shifts in loyalty which are perceived as decreasing benefits. Hence, loyalty must be in favour of personalisation, yet should not be the entire strategy.
Option 4: Sustainability-linked customer care
This alternative would provide customers with more transparent carbon information, sustainable travel options, and more environmentally friendly loyalty programs. It would also help link customer care with the broader environmental commitment of BA. This is strategically applicable since airlines are highly pressured to cut emissions. According to BA, its mission is to achieve net zero carbon emissions by the year 2050 or earlier (British Airways, 2025). Some of the sustainability-linked care may involve clear information on sustainable aviation fuel, carbon reductions and responsible travel choices.
The merit is that sustainability can enhance trust and brand legitimacy. According to the stakeholder theory, companies should not just give attention to the expectations of shareholders but also customers, regulators, employees, investors and society (Yoo, 2025). Nevertheless, the threat is greenwashing. Without the connection of sustainability messages to actual change in operations, customers might perceive it as marketing. Disruption, refunds and communication are also issues of immediate service that are not addressed in this option. Thus, it can be applied as a backup strategy, but not powerful enough as the primary customer-care strategy.
Recommended Strategic Option: 
[image: ]
Figure 2 Recommended Strategic Model
Source: (Self-Made)
A combined approach is the most effective solution: ethical AI-based personalised customer care with the help of omnichannel disruption management and loyalty data. This is more powerful than deciding to focus on a single course of action since the problem of BA is multifaceted. Before travel, customers require pertinent offers and instantaneous assistance when travelling, and effective post-disruption recovery. One solution would only address the issue to a certain extent.
This integrated approach enables agility since it enables BA to react fast to volatile customer requirements and business issues. It leverages the current assets, including the British Airways Club, online platforms, Heathrow business and customer information. It also enhances the differentiation of premiums as personalised support will make BA feel more trustworthy and human, rather than pricier. From the perspective of Porter, it can justify differentiation by giving the service quality, which is more difficult to imitate by competitors (Seo, 2021).
Nonetheless, the recommendation should be done in an ethical manner. BA needs to take clear consent, clarify the use of customer data, audit AI systems and secure data privacy. It must also not develop a two-level service in which the proactive care is offered only to the premium customers. The best approach is not thus AI-first but customer trust-first. Personalised customer care can lead to resilience and sustainable competitive advantage, given BA employs technology, employees and ethical governance.
[bookmark: _Toc233224902]6. Wider Organisational Implications
The entire organisation will be impacted by the recommended strategy. The use of AI as a tool of personalised customer care should not be regarded as a minor cyber enhancement. It requires coordinated change within the functions of BA.
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Figure 3 Wider Organisational Implications
Source: (Self-Made)
Marketing: Marketing shall be more data-driven. British Airways Club and booking information can be used by BA to market the upgrades, destination offers, disruption messages and loyalty rewards as personalised upgrades. This has the potential to enhance relevance and retention (Brodny and Tutak, 2025). Nevertheless, marketing should not be too personalised. Trust can go down if customers feel monitored or coerced.
Operations: The operations will require more effective forecasting and responsiveness. AI is capable of forecasting oversights, misconnections and baggage problems. It matters as BA announced that in Q1 2025, 86 % of the Heathrow flights were able to leave on time following significant resilience investment (British Airways, 2025). Nevertheless, it is not just about punctuality. The customers should also have clear assistance in case of a disruption.
Human Resources: HR will have to teach employees digital tools, empathy and service recovery. The frontline employees must be capable of simplifying AI-supported decisions and must resolve issues in a matter of seconds. Unless staff are trained, the strategy can seem robotic and aloof. Human judgement is still important in premium service.
IT: IT will require investment in AI, cybersecurity, data combination and app dependability. Personalisation is dependent on precise customer data. A faulty system may result in misguided messages, privacy at stake or service disruptions. Thus, customers' care is about cybersecurity and system resilience rather than technical issues.
Finance: The plan will involve high start-up capital. Nevertheless, the fact that in 2025, IAG will have a revenue of €33.2 billion demonstrates that the group can afford strategic transformation (International Airlines Group, 20265). BA still needs to quantify the benefits of loyalty, reduction in complaints, repeat bookings and service recovery performance.
Legal and Governance: BA should adhere to GDPR, AI transparency and passenger rights regulations. These compensation obligations can be relevant in case the flight delays are under the control of the airlines (Civil Aviation Authority, 2026). As such, individualised care should be legal and morally just.
Sustainability: Customer communication should be equal to actual environmental action. The UK SAF requirement begins with 2% of jet fuel demand in 2025 and increases to 10% in 2030 (Department for Transport, 2024). BA ought to be truthful about sustainability; it will suffer the greenwashing accusations.


[bookmark: _Toc233224903]7. Conclusion
British Airways is sensitive to a complicated and unstable external environment. Its future strategy is impacted by economic instability, fuel price pressure, regulation, competition, digital change and sustainability expectations. These pressures put more emphasis on the value of agile management since BA has to act fast on the changing conditions of its customers and operations.
BA possesses good strategic resources internally. These are its high-quality branding, Heathrow hub, global network, loyalty programme, digital channels, IAG support and skilled employees. But these strengths are not sufficient to ensure sustainable competitive advantage. BA needs to increase the service consistency, reliability on digital and customer trust.
Tailored customer service is thus a path to strength. Ethical AI and omnichannel service recovery are the best as they assist customers prior to, throughout and subsequent to the travel. This approach should be put in place using the culture, governance, staff capability and responsive decision-making. This is an indication of the necessity to feel, capture and restructure resources in unpredictable markets.
[bookmark: _Toc233224904]8. Recommendations
1. Develop ethical AI-enabled customer personalisation
British Airways Club and booking data should be utilised by BA to personalise offers, disruption updates, and service support. As an illustration, proactive rebooking options could be given to passengers with tight connections. This would enhance loyalty and satisfaction. Nonetheless, BA should employ explicit consent and not favour premium and occasional travellers.
2. Build an integrated omnichannel service recovery system
BA ought to link its app, web, airport personnel, call centres, email and social media. The information about the product should be provided to the customers via all channels. This would minimise confusion in terms of delays and cancellations. It would also assist staff to react more quickly since they will have access to the same customer journey information.
3. Strengthen data governance and cybersecurity
BA ought to use GDPR principles, AI ethics rules, regular audits, transparent consent and good cyber protection. This is necessary since individualised care requires customer information. The strategy will harm trust if data is abused or leaked. Stakeholder confidence is also achieved through good governance (Freeman, 1984).
4. Train employees for agile customer care
BA needs to educate employees on digital tools, empathy, accessibility support and real-time problem solving. Employees should be assisted by technology, rather than substituted by human service. This will enhance the consistency of services and assist BA to rebuild trust when travels go awry.
5. Link customer care with sustainability
BA ought to deliver concise carbon data, sustainable travel selections and sincere reports related to SAF and progress in emissions. This has the potential to develop a responsible brand benefit. Nonetheless, the messages of sustainability should be coupled with practical action. Otherwise, the strategy can cause reputational damage rather than trust.
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