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Task 1
[bookmark: _Toc76151393]Introduction to the Company
The selected business organisation for this report would be British Airways, this is a airlines organisation based in the UK and is one of the most popular airlines operating in the UK. British Airlines is a company which was founded in the year 1919 as Aircraft Transport and Travel and Limited and later got converted into British Airways in the year 1974 making the company almost 100 years old. British Airways is a part of the International Airlines Group and is currently headquartered in the city of London. The current CEO of this company is Sean Doyle who is also the current presiding chairman of British Airways, whereas Stephen William Lawrence Gunning. The current net worth of this organisation amounted to around £3.9 billion, has an employee count of over 37 thousand individuals, whereas the total number of airline fleets held by this group includes over 249 aircrafts (Statista, 2021). This business is renowned for being one of the best organisations in terms of customer relationship management through their British Airways Executive Club to develop and foster loyalty among their customers.
[bookmark: _Toc76151394]Overview of the Key Marketing Theories
It would be crucial for this report to discuss some of the primary theories of marketing in order to better understand the role and implications of marketing and engaging with the customers. The theories of marketing are one of the primary tools to identify, understand and efficiently evaluate the role and significance of the various internal and external factors which affect the businesses, how they market their products and how they engage with their consumers. The primary marketing theories and the relevant discussion about the same has been done below:
1. Four Ps of Marketing Mix
This theory is one of the most popular theories of marketing in the business world and was formulated in the 1960s by Jerome McCarthy. This theory comprises four elements central to marketing a product which includes, Product, Place, Price and Promotion. The product consisted of the product or service offered by the business, the place consisted of the places where the product or service would be available for the consumers and lastly promotion implies the way in which the offered product and services would be promoted or advertised to the public (Langford, 2019). Later down the lane this model was expanded into seven Ps of marketing mix as the terms, people, processes and physical evidence were later added.  
2. Porter’s Five Forces
Porter’s five forces theory is one of the most widely used industrial frameworks to identify the various kinds of forces acting upon the business mostly covering areas such as competition, buyers, new entrants and suppliers. This theory can be crucial to find the impact of these forces on the business, their marketing plan and also to some extent how they engage with their consumers (Wright, 2021). The five forces of this theory include, competitive rivalry, threat of substitution, bargaining power of buyers, threat of new entrants and bargaining power of suppliers.
3. STP
The STP is one of the other most popular models to develop highly efficient marketing strategies, the STP stands for Segmentation, Targeting and Positioning. This model has been found to be useful in efficiently segmenting the marketing for the offered products and services, the it fosters the targeting of a specific group of consumers as the primary target audience and then lastly positioning the business or brand in the market for that particular target audience (Hanlon, 2021). This allows the businesses to have better control and more opportunities of exposing their offered products and services to appropriate audiences. From a customer engagement point of view this marketing strategy ensures that the business product is offered to the individuals who would be interested in the product thereby fostering healthy and positive engagements with the current group of consumers.

4. SWOT Analysis
The SWOT analysis is a theoretical framework not directly aimed for marketing but is extremely helpful and crucial for businesses in developing and enhancing their strategic planning. This tool efficiently highlights the areas of strengths, weaknesses, opportunities and threats which essentially comprises the various internal and external factors having an impact on the businesses (M16Marketing, 2021). Having a better understanding of these factors would allow the businesses to develop better marketing strategies and customer relationship management approaches.
[bookmark: _Toc76151395]Overview of the Key Customer Relationship Management Theories
It would be crucial to also briefly introduce the key customer relationship management theories before applying the same to British Airways and find answers to the primary question raised as a purpose of this report. The key CRM theories are as follows:
1. IDIC CRM Model - The IDIC CRM is one of the newer models formulated in the year 2004 by Peppers and Rogers (Bean, 2019). This model is quite simple and comprises four actions which are aimed at bolstering the strength of the relations of the businesses with their consumers. The key actions proposed in this CRM model are as follows:
a. Identifying individual customers
b. Differentiating customers
c. Interact with customers
d. Customising for the customers
2. Buttle’s CRM Value Chain Model 
This also one of the most popular theories focussed on efficient and value driven approach to building and managing better relationships with the consumers.  This model also offers extra attention and service to specific groups of customers who are of maximum value for the businesses because of their consistency in terms of making transactions with the businesses (Lendel, 2019). The key elements of the Buttle’s CRM Value Chain Model are as follows:
a. Customer portfolio analysis
b. Customer Intimacy
c. Network Development
d. Value Proposition Development
e. Managing the Relationship
3. Payne and Frow’s Five Step Process Model
The last of the CRM models which would be used in this report is the Payne and Frow’s Five Step Process model. This model is based around the usage and incorporation of five processes to enhance and strengthen relationships with the consumers, the processes are as follows:
a. Strategy and development
b. Value creation
c. Multichannel integration
d. Performance assessment
e. Information management.


[bookmark: _poiftewvrrry][bookmark: _Toc76151396]Application of Key marketing Theories to Improve Quality and Marketing Approach for Better Customer Engagement by British Airways 
The application of the above discussed and introduced theories for the business of British Question while considering the purposeful question of this report of how internal and external factors influenced British Airway’s quality systems and controls for customers through their marketing strategies. The application of the theories in this context has been discussed below:
[bookmark: _dki0pyvzkewq][bookmark: _Toc76151397]4Ps of Marketing Mix 
The marketing mix for British Airways is as follows:
· Product - Being a service provider of transportation through their airplanes, their service offering is their primary product in their integrated marketing mix. Being one of the most popular airline businesses in the UK British Airways the way they offer their products to the consumers remains to be an integral element of their customer experience and engagement in order to build strong relationships with their customers (Bhasin, 2021).
· Place - In any marketing plan, location plays a critical and distinct function. British Airways understands this and has always been committed to merging and forming alliances with the majority of the world's major destinations. Because the organization's business base is in the United Kingdom, it conducts most of its day-to-day operations there.  
From a CRM point of view this implies that British Airways would have a better connection and relations with the consumers living in the UK in comparison to other customers from across the world. This aspect of managing CRM efficiently would be further expanded when discussing the Buttle’s CRM Value Chain Model. For example, British Airlines is offering special holiday offers to their consumers living in the UK or London to use their services for vacations. For the consumers who would be using British Airways, they would be offered seven nights at the Aspro Spiti, in which the flight tickets would cost just £359 and would also include return flights back to the city of London with up to 23 Kg of luggage facilities (Britishairways, 2021). Such offers have been aimed at improving and encouraging the people to travel and tour in the post pandemic era in the UK.
· Price - British Airways has wisely kept its price policy such that a wide range of transportation-based services offered by their business are accessible to individuals of all economic classes. They have attempted to uphold and sustain a pricing policy which is commensurate with the company's value (Pels and Rietveld, 2014). Consumers are the decision makers; therefore, they determine the overall amount to be spent, according to the business's strategy. A consumer can purchase a ticket at its original price, without any additional value-added benefits, or he can select the services he requires. 
Adopting such a flexible and consumer friendly pricing policy for their service offerings is also aimed at improving the image and perception of their business as a consumer-friendly company and not a company whose only purpose is to maximise profits of the business.  This pricing policy adopted by British Airways is one of the better ways of doing CRM by offering flexibility and maximum value to their consumers.
· Promotion - Considerable creativity has gone into creating and sustaining promotional methods. Different tactics have been developed in order to maintain the lines of communication open with all of the company's clients. For particular airline customers, a smartphone application has been developed that allows them to make reservations quickly and receive additional rewards (Hanlon, 2017). The internet has been used to market airline services since technologically knowledgeable customers can save time when ordering tickets through the internet.
Connecting and engaging with their consumers on the digital platform to keep them updated and also to market their products is also an integral element of the customer relationship management practices at British Airways. The smartphone functionalities further enhance and improve the overall experience of their consumers by making the process much more convenient, efficient and intuitive.
[bookmark: _ksxa1bpaiq86][bookmark: _Toc76151398]SWOT Analysis 
It would be beneficial for this report to use the SWOT analysis tool on British Airways to identify the internal and external factors affecting their business while considering the impacts of the Covid-19 pandemic as well. The same has been expressed in the table below:
	Internal Factors

	Strengths
	Weaknesses

	I. One of the biggest strengths for the business of British Airways is the level of their safety and quality standards, which is the reason for quite a low number of accidents. This strength and the appreciation from their consumers of being such a safe airlines company has motivated British Airways to continue to positively influence the quality and controls for better relationships with their customers.
II. One of the other key strengths is their overall increasing and enhancing technical strengths by making significant investments in making most of their processes digitised, secure and convenient for their consumers.
	I. One of the biggest weaknesses for the business of British Airways is that they have put much focus on their local market. This way of handling and engaging with their customers in the UK region has made them to depend heavily on the UK market for their revenues.
II. One of the other internal weaknesses which have influenced their quality control and customer engagement is issues and complications in managing their HR department. For example, in the year 2019 their pilots went on strike because of this issue and had an overall negative impact on the motivation level of their employees as well as their consumers.

	External Factors

	Opportunities
	Threats

	I. One of the biggest opportunities for the business of British Airlines is the expansion of their services for their consumers which would develop their relationships with their consumers as well as for increased revenue growth. Some of the key services which can be looked into include offering hospitality services for hotels and increasing the channel of their revenues whilst also offering more value to their consumers.
	I. One of the biggest threats which influenced the business of British Airlines was the happening of the Covid-19 pandemic. When the coronavirus struck, flights, particularly international flights, were among the first to be grounded. Most of the airlines' earnings, including British Airways', have taken a significant damage as a result of this. Not only has travel been curtailed, but airlines now must follow a variety of COVID-19-related Standard Operating Procedures (SOPs) in order to keep their businesses running. Consumers will only travel on airlines that they believe are safe. If the business fails to follow the SOPs, regulatory authorities may shut it down.


Table 1. SWOT Analysis for British Airlines
Source: (Momin, 2021)
[bookmark: _sb4532u8551s][bookmark: _Toc76151399]Porter’s Five Forces Analysis
It would be further crucial for this report to use Porter's five forces analysis as a tool to identify and evaluate the various external and internal forces affecting the business and their respect to their customer service and customer experience engagements. The Porter’s analysis has been expressed below:
Threat of New Entrants
British Airways is a business which belongs to the airlines industry, this has been an industry which has quite a high barrier of entry in this business, as it requires massive amounts of investments for setting up this business. Because of this nature of the industry there exists a very little scope for differentiating one’s business and developing any form of competitive edge over other business (Bergantino, 2015). Thus, the overall threat of new entrants for the business of British Airways is quite low which allows them to focus on improving and offering a consistently higher level of quality of their service to their consumers leading to better customer experience and engagement.
Threat of Substitutes
The form of air transport services is one of the expensive ways to travel for most of the consumers looking to satisfy their transportation requirements. However, being in the airline industry British Airways effectively targets the consumers who have requirements of affordably priced for their long-distance transportation needs (Morris and Airways, 2016). From this context it can be further stated that the overall threat of getting substituted is also quite low as they offer some of the best air transportation deals to their customers in the UK, in order to build a consistent and loyal consumer base with the help of their consumer driven customer experience management and pricing strategies.
Bargaining Power of Buyers
The majority of customers have been discovered to be sensitive to price changes, and customers are now well informed of their fundamental consumer rights. They also understand that when it comes to selecting an airline for their air transportation demands and requirements, they have a lot of options. Furthermore, moving airlines has a minimal total cost and impact, making the process much more accessible to buyers or consumers (Botlasso and Bruno, 2017). Thus, the overall buying power of buyers in this industry is quite high. British Airways acknowledged these factors and has efficiently managed their customer experience, marketing and pricing strategies in a way to make sure when the buyers are exercising their powers and looking for the best possible alternatives or choices in terms of pricing, quality and consistency, British Airways becomes the default choice.  
Bargaining Power of Suppliers
Suppliers for British Airways include those who provide the planes, fuel, and labourers. Airplanes are available from a variety of sources. It's a demanding task that necessitates a significant financial expenditure. When suppliers are scarce, buyers lose power. This is especially true in the case of British Airways, which cannot run without the supply of aeroplanes, necessitating the development of good long-term relationships with suppliers. The same is true of other providers; British Airways would be unable to operate without fuel or staff and maintain a high and consistent level of customer service (Delbari et al. 2016). If British Airways fails to maintain positive and strong relationships with their suppliers, they would not be able to maintain their levels of quality, as they would then have to look for alternative choices which might not be the best to offer a consistently high levels of service quality and sustain their customer experience and engagements, especially during the pandemic when the resources and raw material supplies are even lower.


Industry Rivalry 
British Airways have huge competition on different levels, including competition with their local competitors as well as competition with international airlines. The competition is however intense on an international level on different terms including price, convenience and the services that they provide so they really need to maintain their quality in order to remain in the industry and maintain their marketing value. Similar terms are required to be maintained in the local competition as well as the competition there is also quite intense. So, British Airways faces a considerably high level of industry rivalry (Marsden and Gormsen, 2015). This high level of rivalry and competition in the industry helps British Airways to stay motivated and continue to improve their service quality for their consumers and maintain their competitive position in the UK airline industry.
[bookmark: _Toc76151400]Identifying the systems which support the organisations quality processes
After extensively discussing the various theories of marketing and customer relationship management it would be crucial for this report to further also identify and discuss the quality control processes which British Airways has been using in their organization. According to the opinions of Sallis (2014), in the airline industry one of the most popular and most efficient forms of quality management is the Total Quality Management method also commonly known as the TQM method of managing quality. It has been found that British Airways strongly believes in the efficiency of the Total Quality Management method for keeping a control and upholding the quality of the services they offer to their consumers. British Airways incorporated the use of total quality management into their organisation in the year 1988, after implementing this quality management processes, they were able to significantly witness the benefits and positive impact of this quality management process by the year 1999 (Samson, 20119). When British Airways was looking to implement the best possible quality management processes and selected TQM as their primary process managing quality. The primary focus for British Airways was to shift from an engineering-based business to one that was determined by the marketplace. 

There were four major reasons that contributed to the company's success:
1. Continue to cut expenses; 
2. Focus on offering exceptional customer service at a premium price; 
3. Expand market share through alliances and partnerships; 
4. Invest in computerised reservations to maximise return on individual flights.
In 1987, the year the firm was privatised, the leadership thought that in order to be the greatest and to be a world-class organisation, they needed to implement tactics and procedures that would inspire people and earn their trust. Only by creating a TQM programme can this be attainable. It was introduced at the Technical Workshops of British Airways (Madar, 2015). British Airways' Technical Workshops (hangars) are in charge of overhauling and repairing aircraft parts. British Airways Technical Workshops' senior management team concluded that in order to be the best in the business, they wanted to score via collaboration, employee satisfaction, competitiveness, and credibility.
[bookmark: _njjwqzhqdfes][bookmark: _Toc76151401]What British Airways Can Handle and Improve their Customer Engagement by Applying CRM Models
[bookmark: _3dyt13ky5n9l][bookmark: _Toc76151402]IDIC CRM Model
The first model which can be applied for the business organisation of British Airways in managing better relationships with their consumers during the times of the pandemic is the IDIC model of customer relationship management. According to the opinions of Sarijarvi (2015), the IDIC model is one of the most efficient and renowned models for managing customer relationships developed by Peppers and Rogers Groups. This model was designed to be used and implemented for a wide range of organisational situations such as during times of high efficiency as well as for times of crisis such as the Covid-19 pandemic. British Airways can efficiently use this model of customer relationship management to better handle and manage relationships with their customers during the pandemic crisis. This model is based around the following four elements:
1. Identify
The very first step for the business administration and management of British Airways would be to efficiently identify their consumers, which may be done by gathering data such as a customer's name, address, and purchase history at each point of contact throughout the organisation (Payne, 2016). The idea is to gather as much data as possible about each consumer so that they would be able to better understand their individual needs, wants, and purchasing habits.
2. Differentiate
The next step which would be required by British Airways to execute is finding out tools and methods to differentiate their business and service offering from their competitors. After identifying their target consumers during the times of pandemic, the next step for them according to this model would be to segment or differentiate your consumers depending on their current and predicted lifetime value. Keep in mind that not all customers are equal in terms of company value (Frow, 2016). British Airways may focus their customer relationship initiatives on its most valued customers and adjust their engagements to best fit each category for maximum profitability by segmenting their customers depending on their worth to the organisation.
3. Interact
In the third phase, British Airways would have to put their CRM strategies into action by connecting with their clients. Once their consumers have been studied and classified, they can create tailored interactions for them—for example, they may give loyalty incentives or awards to valued customers to encourage retention and continuing spending during the times of Covid-19 pandemic.
4. Customise
In the last stage of the IDIC model, British Airways can effectively look into examining their consumer interactions once they have documented them in order to generate better personalised one-to-one service. The purpose would be to achieve their respective needs, requirements and preferences as per Covid-19 standards. They need to make sure they have efficiently identified and addressed the various pandemic specific factors such as safety precautions and preferences of the consumers, medical facilities being available for them, subsidies on the pricing of the air tickets etc (Urbanskienė, 2020).
[bookmark: _xvi6w0t4j7cp][bookmark: _Toc76151403]CRM Value Chain
The CRM value chain is also one of the most popular and highly relevant models of managing customer relationships for the business of Airways during the complicated times of Covid-19 pandemic. According to the opinions of Hito (2018), the Customer Relationship Management (CRM) value chain model happens to be a theoretical framework which shows firms how to build and execute CRM strategies. It was created in the year 2004 by Francis Buttle (Buttle 2004). This photographer's major goal is to connect an organization's internal and external processes in order to provide value for customers while making a profit. Additionally, the approach can be used in both B2B and B2C (business-to-customer) organisations of any size (Gummesson 2015).  The business management and administration of British Airways can use this model efficiently to better manage relationships with them consumes using the following five main processes:
1. Customer Portfolio Analysis - In this first step British Airways would have to create a customer portfolio for the audience they have targeted for their business during the pandemic just like the IDIC model of customer relationship management. These would comprise of the customers who would be eligible and capable of offering the maximum amount of value to their business.
2. Customer Intimacy - The next stage would be to interact with the consumer and expand on the data stored in the database. British Airways however should collect data on each encounter at each touchpoint in order to truly comprehend and treat the specific and changing needs as well as preferences of their consumers (Auliyaputri, 2019).
3. Network Development - In this stage British Airways would have to communicate the needs and preferences collected in the last step and communicate the same to their network comprising various functional units and other relevant departments. This would further ensure that the feedback and consumer data is addressed from all directions, this would be a major step in boosting customer experience during the times of the pandemic.
4. Value Proposition Development - In this stage British Airways may provide value to their target customers by using customer information and interaction data. The goal is to shift the attention away from the product and toward their service, while also lowering process expenses to provide greater value to the consumer.
5. Relationship Management - The management of the client lifecycle is the final stage of the value chain model. This step entails assessing British Airway's processes and organisational architecture in order to better manage client recruitment, engagement, and advancement.
[bookmark: _Toc76151404]Critical understanding of the extent to which those systems are effective in meeting customer requirements and maintaining good customer relationships in times of crisis like COVID-19
It would be further crucial for this report to conclude with the discussion on the extent to which the systems and processes adopted by British Airways for maintaining and improving their overall quality and also the role these processes might play in building stronger relationships with their customers during times of global crisis because of the Covid-19 pandemic. Because of the negative impacts of the pandemic, it has been observed that during such times of crisis the consumers are much more sensitive to the slightest of moves by the businesses in even more sensitive industries like the airlines industry and for businesses like British Airways. In such times when the consumers have much less disposable income in their hands, they would be looking to extract the best possible value from the amount they give to businesses. Further any compromises or faults in the service offered to the consumers would have a wider spectrum of negative reaction and can damage the relationship between organisations like British Airways if their preferences and strategies shift towards making profits for the business instead of offering a standard service at affordable prices considering the financial repercussions of the pandemic on the ordinary people. 
When it comes to managing quality during times of crisis, it has been observed that the TQM has been one of the most reliable and efficient processes adopted by businesses from various sectors. According to the opinions of Ajayi and Osunsanmi (2018), Total Quality Management (TQM) is critical in addressing every industrial company's quality challenge and devising solutions, thereby enriching the consumer experience. TQM is frequently viewed solely on the surface as "delighting the consumers." That is correct, but it is simply the tip of the iceberg. There's a lot of behind-the-scenes labour that goes into making clients happy. TQM principles and practises are quantifiable and standardised in their requirements, making them simple to implement in organisations. TQM practises can be tailored to meet the unique needs of different businesses, or they might follow a set of predefined guidelines. Companies can use numerous quality management systems to benchmark their quality. Additionally, certifications for quality management systems from worldwide standard-setting bodies including the ISO give the organization a lot of integrity.


[bookmark: _n1d5xxcb6kpd] 
[bookmark: _Toc76151405]Task 2
[bookmark: _Toc76151406]Introduction to the Report
The key purpose of this report is to discuss the primary subject of customer experience and being able to better understand and engage in this context under the light of practical examples and established theories of marketing and customer relationship management. The report would begin with a brief introduction to the British Airways as the project would be exploring the customer relationship management issues of this business to better understand the concept and engage in customer experience. 
It would be further crucial for this section of the report to justify why British Airways has been selected for this report to discuss the concepts of customer experience engagement and customer relationship management. According to the opinions of Binns (2021), British Airways is one of the companies which has been known as one of the prime examples of a strong efficient customer relationship management programme in the form of their British Airways Executive Club. Thus, analysing the customer engagement and customer relationship management practices of an organisation which is doing a great job in this regard would be of great help for the purpose of this report.
After providing a brief introduction to the selected business organisation the report would proceed to answer the primary question of this report which is the fact that how the internal and external factors such as Covid-19 can affect or influence the organisation’s equality systems as well as controls for customers. And to also find the answers to how organisations can deal with the new and challenging scenarios to successfully accomplish business goals and objectives while also developing and maintaining strong relationships with their customers. This would be done so using established theories of marketing and customer relationship marketing to analyse the ways in which British Airways has been handling their marketing and customer relationship marketing activities. Some of the prominent theories in this regard which would be discussed in this report includes, the ‘Seven P’s of Marketing Mix’, ‘Porter’s Five Forces Model’, ‘Market Segmentation and STP’ and ‘SWOT Analysis’. Further when it comes to customer relationship management, some of the theories which would be discussed and critically analysed include the ‘IDIC CRM Model’, ‘Buttle’s CRM Value Chain Model and Payne’ and ‘Frow’s Five Step Process Model’.
Further while addressing the above-mentioned sections and theories in the report it would be made sure that the report actively demonstrates the application of an appropriate level of critical understanding of the various quality processes in the workplace in accordance to the customer service and satisfaction. The report would further efficiently apply the above-mentioned models and theories to analyse the customer experience at British Airways. The report would also critically evaluate the individual benefits as well as challenges of developing and further maintaining good relationships with the consumers just like British Airways did.
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