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Executive Summary
This report focuses on growing a new way ahead, for creating a new progressive strategic consumer care plan, for Virgin Atlantic after the outcome of Covid-19 and Brexit transitions in 2020. The organisation has suffered appreciably and need to reshape the airline before it becomes too late to make strategic changes from the effects of the pandemic and Brexit and the losses, they have already confronted this year. The new customer care plan will be stronger and sustainable for the future success of Virgin Atlantic and the future of tourism.
Focusing on a way forward for Virgin Atlantic, they need to implement strategies such as Industry 4.0 which is the new way forward for revolutionised technologies for the 21st century which will enhance overall customer service and flight experience for customers. 
Virgin Also need to implement overall changes to the way customer service is currently delivered to customers whether this be via the call centres or at the check in desk in the arrival and departures terminals or even on board the flight all of these things is vital to the new way forward for customer service. 
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1.0 Introduction
This report looks at modern approaches, to introduce a successful way to create better customer care for Virgin Atlantic, by way of thinking about how strategic management can be incorporated into it. The following definitions of methods and strategic management provide an overview of what this report focuses on and how they relate to the chosen corporation ‘Virgin Atlantic’.
1.1 Strategic Management Definitions 
• According to Henry Mintzberg “Strategy is an intended or conscientious layout that permits the company to plan, this is carried out and observed up by using concise motion and improvement overtime. Mintzberg additionally states that there are 5 strategies in which the time technique is used, and these are referred to as the 5P’s. Plan, Ploy, Pattern, Position, Perspective, all of these can be associated once more to most companies” (Charted.com, 2011-2020)
• According to Michael Porter “Strategy is an aggressive position. He says it is about differentiating yourself in the eyes of the clients” (Nickolas, 2012).
• According to Johnson & Scholes technique is “the route and scope of a business enterprise over the prolonged period, ideally which seeks to structure its assets to its altering environment and in particular, its markets, clients or consumers so as to meet stakeholder’s expectations” (Knowladge,2018).
• According to Mintzberg strategic administration is “How groups go about designing and determining a method towards a set of strikes to be utilized and sustained for its relevance and aggressive gain. To enable ‘continuous reap’ it has commonly been the crux of the strategic administration debates between theorists, industrial economists, and practitioners” (Academia, 2015).
• According to Michael Porter “in 1980 that machine of aggressive strategy consists of consideration of four key elements: Company strengths and weaknesses; Personal values of the key implementers (i.e., administration and the board) Industry opportunities and threats; and broader societal expectations” (Jurevicius, 2013).









1.2 Company Overview
Virgin Atlantic are one of the largest aviation groups around the globe and it is easy to exhibit up, to be counted like innovative merchandise and services, glamorous destinations, and charismatic crew in vivid red uniforms, as the motives for the company’s success. But these are a phase of the story for the Virgin Atlantic company. The persona and language of the business enterprise performs a most essential position too (Atlantic, 2020).
When Virgin first began flying in 1984, the world was altering rapidly. In the UK, increase in overseas holidays had arrived, and the people of the world had greater cash to spend, with an accelerated favour to discover out the world and cease up jetsetters. The aviation world had not modified a tremendous deal at all and there was not a great deal of choice of airways in the start of aviation, every part of the world had its state-owned legacy airways which proved costly, with little focus on the needs and wants of the customer, some airways have been accused of being boring and they had to step up and make rapid changes to the services they offered. As soon as Virgin Atlantic arrived on the scene, they took that opportunity to emphasise on their customer service and focus on what customer needs and wants were.  (CNN, 2019).
With an indispensable producer that had owned a music label and a wide variety of distinctive stores during the globe. Virgin Atlantic used this risk to take charge and use the already utilized advertising, marketing, and public family benefit of the business enterprise to their advantage. They made the executive decision to fly to exquisite locations such as America, Caribbean, and many areas around the globe to entice people to fly with them. The industrial organizations further promoted the experience with cutting-edge new merchandise and selections that would make the journey more enjoyable for the customers, they employed cosy people with energetic personalities to be cabin crew and work on the desks within the airports, the outstanding efforts did not cost any extra for a flight. The airline rapidly grew and became a success and through way of them giving customers a choice. A vivid red, fun, friendly person that made aviation travel positive for everyone. Back then, their persona used to be cheeky and over the top and onboard sales were once one of their most critical priorities, but on the other hand requirements and standards were dropping and the airline that used to be respected as an organisation, began to fail.
Focusing on how consumer care for Virgin Atlantic can come to be more innovative and sustainable for the future success of the aviation giants, this will be carried out using strategic tools such as SWOT and PEST analysis and a stakeholder analysis and porters five forces, following these steps, it would be possible to determine the most strategic way ahead for the company.
Virgin Atlantic’s current customer care plan statement currently says the following: “Customer service and commitment to our passengers has been the driving force behind our brand. We strive to get it right first time, every time. Occasionally, things do not go as planned. We believe that you have the right to know what level of service you can expect from us, even in those rare moments when we fall short of the very high standards, we have set ourselves”. Below is the top 12 things that Virgin Atlantic pride themselves on for great customer service (Atlantic, 2020). 
1. Offering the lowest fare available
2. Notifying customers of known delays, cancellations, and diversions
3. Delivering baggage on time
4. Allowing reservations to be held or cancelled without penalty for 24 hours
5. Provide prompt refunds were due
6. Assisting and enabling customers with special needs
7. Meeting customers essential needs during lengthy tarmac delays
8. Handling flight oversales
9. Disclosing cancellation policies and other information
10. Notifying customers in a timely manner of changes to travel itineraries
11. Ensuring responsiveness to customer complaints
12. Minimising inconvenience resulting from flight cancellations / misconnections
(Atlantic, 2020)
















2.0 SWOT Analysis
Strengths are described as, the range of skills and traits that every commercial enterprise operate, which can provide an advantage over its competitors. Weaknesses are used to refer to areas, that the enterprise wants requires improvement. The opportunities and threats refer to the external influences that may positively or negatively impact the enterprise if they are either ignored or accepted.
	Strengths
Cool image
Industry Trendsetter
Focus on high-quality
Positioned
Multiple patron categories
Customer satisfaction
	Weaknesses
Financial challenges
Poor differentiation
Perception of being expensive


	Opportunities
Change in purchaser desire
Improve purchaser delight
Create new flight routes

	Threats
Competitors
Brexit
Covid-19 Pandemic



The evaluation of the SWOT analysis shows, there are many strengths to the organisation, which will prove useful moving forward, with a new customer care plan. Although there are many weaknesses, opportunities, and threats these are not a big problem for the organisation as these are relatively small things that can be dealt with in a timely manner, though Brexit and Covid-19 pandemic may take longer to deal with as the severity of these issues are still unknown yet. 
2.1 P.E.S.T Analysis 
	Political
Brexit caused political problems
Ambiguity for future trade deals
Government approved new runway at Heathrow airport 

	Economical
British Currency depreciation
Low fuel prices and interest rates
Virgin Atlantic’s US business bankrupted due to pandemic


	Social
Large scale air traffic control strikes to affect the airline industry
	Technological
Digital disruptions creating growth opportunities.
Tapping into the latest trends of the industry with Air4 technology


By evaluating the PEST analysis, it can be determined that there are many issues that may affect the organisation these range from Brexit, which could cause major setbacks for the aviation industry; the economic issues such as depreciation of currency within the UK and social issues such as air traffic control strikes. These can all make significant impacts on the airline. The technological findings could be good for the organisation, to be able to take hold and create new ways forward for Air4 technology within the industry. 


2.2 Stakeholder Analysis 
Virgin Atlantic has many stakeholders, all these play crucial roles within the organisation and Virgin Atlantic has a duty of care towards all of them. For the organisation to be able to manage all these successfully, Virgin must ensure they have all the correct policies and procedures in place and make sure that the stakeholders are happy with these. 
The stakeholders consist of:
· Shareholder’s
· Customers
· Employees
· Vendors
· Government Agencies
· NGOs
· Environment and the Community 
To ensure that the shareholders are completely satisfied with Virgin Atlantic Airways (VAA), the organisation must achieve their primary objectives of earning profit and ensuring that all investors receive a Good return of profit. Customers are always given world class treatment when flying with the airline, whether they fly standard, premier, business or first class the treatment is all the same for all passengers, therefore they have one of the best reputations for excellence in customer service. The employees who serve the organisation are rewarded well for their loyal service to the airline, they get seven flights per year to any destination and one free holiday per year. In addition, they receive excellent pay and company benefits. The vendors play a massive role with Virgin Atlantic and they are key to the organisation and the Virgin Atlantic Community. Virgin Atlantic have strict policies about forming long lasting relationship with vendors, but they do aim to source goods responsibly. For the environment and the community VAA are committed to reducing their carbon footprint by using technologies available to them. They also aim to have a new fleet of electric planes by 2022 to help promote sustainability within the organisation. 
2.3 Porters Five Forces
To introduce porters 5 forces in line with Virgin Atlantic, it would suffice to say that each of the 5 forces that are referred to below, range in their influence on Virgin Atlantic, as the dynamics underlying them differ and the strategic strategies utilized way of way of the airline is hassle to the fluid and the ever-changing exterior environment. Virgin Atlantic is a pioneer in the much less pricey commercial enterprise business even though in present days, many of its opponents have efficaciously covered its techniques in their operations and purchaser care plans (Charted.com, 2011-2020).
· The entry and the exit boundaries for the aviation enterprise employer are especially excessive, considering it takes a lot of capital to enter the sector. Further, airways cannot exit the place when they pick, as the regulators usually insist that they fulfil their responsibilities nearer to their stakeholders in case they decide to exit the venture. The airline organisation is characterised with the aid of strict pointers and rules, this performance that the regulators should be at with regards to the protection component, in addition to the airworthiness and the economic steadiness of the carriers.
· The airline employer is busier than ever with multiplied carriers entering the sector, in search of profits. often it is required that most airways do not seek to always make a profit, this is motivated by deterring carriers from entering the industry. Therefore, it can be stated that the enterprise opposition is excessive at present day and something that influences Virgin Atlantic. Further, the concerns for the international aviation organisation, is a race to the bottom as ever-increasing carriers leads to fare wars and cutthroat competition. Apart from this, the competition between airways is integral to greater consolidation, as the mantra of giant is higher and lack of profitability is the utilization of the airways nearer to mega mergers, as such virgin chooses to prioritise and improve their consumer care approach (Charted.com, 2011-2020).
· The suppliers for Virgin Atlantic are the plane makers like Boeing and Airbus, in addition to the aviation gas agencies and the ground beneficial aid and managing vendors. Further, the suppliers consist of those who make spare elements to the airlines. Taking into consideration the fact that the airline enterprise is characterised with the beneficial aid of a few carriers and many suppliers searching out for business. It comes as no shock that the energy of the suppliers are very low and the airways as major recreation fanatics, have the higher hand in their interactions with the suppliers. Further, even in instances such as the supply of jet fuel, the carriers like Virgin Atlantic have a great advantage, as this fuel is typically excessively priced product, resulting in few clients that produce it, but as a primary customer, Virgin Atlantic purchase the fuel at a lower price. (Academia, 2015)
· The primary cost for Virgin Atlantic, it is the electricity clients use. Due to the reality that the aviation organization is a buyers’ market, and due to the range of choices, immoderate fare wars, and the ever-looming hazard of much less highly priced carriers such as EasyJet and Jet2 advancing into the market share of competitive rivals. Virgin Atlantic is classed as a cost-effective company, resulting in many airways efficaciously imitating its commercial enterprise capability, resulting in them taking away customers from it. Further, seeing that the regulators have chosen to lean on the problem of the clients, as a desire than the airlines, Virgin Atlantic has the fliers and defer to them as in any exceptional case it, would lose out on market share (Academia, 2015).
· People in the West most travelled with the useful resource of air and hence, the hazard of substitutes is now longer excessive for Virgin Atlantic. Having stated that, it must be remembered that due to the ongoing recession, many organization fliers who used to fly many instances are now questioning about one of a type picks such as, Teleconferencing, digital meetings, and similar methods to prevent the price from reducing to the purchaser and the associate places for corporation meetings. Apart from this, every and each one-of-a-kind large style in current years has been the paring down of enjoyment day trip and substituting it with larger practical preferences like cost fluctuate cruises and gradual tourism that entail an extremely good deal with less dependency on air journey (Nickolas, 2012).
The research has highlighted the influences of the 5 forces as detailed in the Porters framework on Virgin Atlantic. The clear implications that one can draw from this is that Virgin Atlantic faces aggressive and difficult exterior surroundings that can quickly impact its operations. Requiring it to be innovative and an environment leader in its operational capacities and capabilities, if it is to survive the onslaught of opposition, after Covid-19 pandemic and be profitable in the client care techniques that they have in location (Jurevicius, 2013).
























3.0 Findings 

Research on Virgin Atlantic’s current customer care policies and customer standards has been conducted using a range of journals, newspaper articles and using the organisations website. The findings show that Virgin Atlantic have issues within the organisation due to Brexit and Covid-19 pandemic. Additionally, this has affected aviation worldwide not just Virgin Atlantic. 
The current customer care plans for Virgin, state that customer care is a main priority for them, and they want to treat their customers with the respect they deserve and make sure they feel valued as a customer. Unfortunately, due to Covid-19 the organisation has suffered massive losses and face major challenges which has caused disruption within the company and staffing issues, these issues have led to some staff being furloughed, which has put extra pressure on the staff that remain within the call centres, who face angry customers who are wanting refunds for their holidays and flights, that have been disrupted due to the current global challenges. This extra pressure is causing staff to feel disheartened and even resulting in some suffering from depression as described by some staff members on a forum for the organisation (Atlantic, 2020). These issues have result in the staff members not delivering the outstanding customer service to clients, that everyone would expect from the company. 
The company has not continued with their excellent customer care plan, that is expected within the organisation and have let their standards deteriorate and may never recover from their mistakes. Customers have reported waiting up to 12 months for refunds that were for flights due to fly out in March 2020 and one customer reported he was told that it could take months to receive a refund of £10,000 that he had paid for a holiday with Virgin Atlantic (see trip advisor reviews below) (Advisor, 2020). Unless the organisation make changes and start treating customers better, than they have done during the pandemic and Brexit, it will surely fail to recover.
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These customers loyal to the Virgin Atlantic and are shocked to be treated with little respect and poor customer service from the organisation and are sad that they have been left with the feeling that they are not valued anymore by the organisation, that was once a trusted brand, that people could rely on for excellent value for money, customer service, and staff that respected the clients. 
According to Noor Zainab Hussain and Pushkala Aripaka, Management at Virgin Atlantic announced significant losses over the past 2 years but are remaining hopeful that they will make a huge profit by the end of 2021. However, Virgin Atlantic on 23/11/2020, announced a massive pre-tax loss of 26.1 million pounds ($34.12 million) and blamed economic uncertainty and Covid-19 for the issues. The aviation industry has also been affected by the grounding of Boeing’s new 737 MAX planes, after a second fatal crash happened in the last six months, prompting profit warnings. Mr Shai Weiss the current CEO of Virgin said while Virgin Atlantic does not have any 737 MAX planes in their current fleet and had no plans to buy any. It is believed that virgin would not benefit from any added business investments, due to the grounding of these planes by competitors (Weiss, 2020).
3.1 Post Covid-19 Future
Virgin Atlantic has announced plans to reshape and resize its business to ensure that is it fit for the future. In response to the severe impact of the Covid-19 pandemic on the global economy, the British nation and the travel and aviation industry. Following the pattern of previous crises including 9/11 and the Global Financial Crisis, capacity across the aviation industry will significantly reduce, with recovery to pre-crisis levels expected to take up to 5 years. Uncertainty around when flying will resume, coupled with unprecedented market conditions brought on by the pandemic, this has severely reduced revenues for the global aviation industry and Virgin Atlantic. This means the company may never be the same again and until travel returns in a much greater sense, its survival is unknown, and they need to focus on reducing costs further and continuing to preserve what funds the business has left. The outlook for transatlantic flights is looking bleak as transatlantic flying is a major part of the business as they fly out of the UK’s major airports to many global destinations but as seen below America is one of Virgin Atlantic’s top routes for flights (Atlantic, 2020) (Shales, 2020).



























3.2 Customer Care
For Virgin Atlantic to find a way forward, they need to improve on their current customer care plan and bring it into the 21st century. There are many ways that customer care can be changed and improved for the success of the organisation post Covid-19 and Brexit which are two of the main issues affecting aviation and Virgin Atlantic now. 
The company needs some consideration on what can be carried out to improve their regular overall performance, effectivity and consumer pleasure during the Covid-19 pandemic and Brexit, consumers have reported receiving poor consumer care from Virgin with regards to refunds and flight cancellations. Some customer’s report that they have been waiting since March 2020 for refunds and have little or no hope of getting their money back due to a lack of responsiveness from virgin customer care team, although this is one of the main things that Virgin prides themselves on for their current customer care plan, that was altered in 2019 but they still currently abide by this in 2020 (Atlantic, 2020). 
Going forward, past the pandemic and Brexit, Virgin could improve the following primary customer care measures:
· Improve advertising and marketing to make customers feel assured, this could include cancellation free trips.
· Providing cheaper flights and holidays initially.
· More open range of destinations, this could include the EU as current Brexit plans for aviation have now been approved.
· Covid-19 free destinations
· Reassure passengers that safety will be priority onboard flights and during holiday.
· Free hand sanitiser and facemasks to all customers
· Improve customer call centres for faster efficient service. 
· Improve refund policies so customers are not waiting months for money back.
Secondary measures that need improvement:
· Services onboard could be improved by offering proper plug sockets for people to charge laptops and other electrical items that are allowed onboard flights.
· Diverse range of meals on-board to suit customers’ needs. 
· Improve inflight entertainment systems to include short haul flights as well as long haul.
· Know your products and services, so that customers can be better informed.
· Measure and Analyse customer feedback to be able to improve overall customer service.
· Communicate effectively and efficiently. 
· Learn to empathise with your customers.

3.3 Industry 4.0
The world is currently in a transition period, moving/adapting for industry 4.0. Following from the industry 1.0, 2.0 and 3.0, which focused on automated production, through steam and water, mass production line assembly and fast communication of information and data, respectively. Industry 4.0 focuses further on rapid communication, automated monitoring, and smart machine manufacturing, which can all be done with minimal human effort or interaction. 
For organisations to remain sustainable in the future, they also need to adapt to prevent climate change. As a result, to legislation implemented by various governments around the world, organisations need to become carbon neutral, by set dates. For the UK this is planned for the year 2030.
If an organisation is to survive and remain competitive in the future, not only does it need to recover from Brexit and Covid-19, but it also needs to adapt with industry 4.0 and become carbon neutral. Failing to adapt, could result in the closure of the organisation.
Due to the downtime caused by covid-19 and Brexit, Virgin Atlantic has used this time to implement changes, to quickly adapt to be ‘carbon neutral’ and move into industry 4.0. By 2022, Virgin Atlantic will have scrapped all its 747-400 planes and 4 of its A330-200 planes. These will be replaced with a carbon neutral fleet of A330neo planes, thus moving inline with the UK governments aims / requirements (Atlantic, 2020).
Virgin Atlantic is starting to improve its customer service inline with Industry 4.0. All new planes will have an upgraded entertainment system, which also allows passengers to order food, drinks, in flight goods, and items such as tobacco and alcohol for arrivals and departures. This will speed up the process of services, by items being ready and brought to the customer upon request. Additionally, onboard staff can then use the increased free time, to focus on improving the overall journey experience (Atlantic, 2020).










3.4 Artificial Intelligence (AI)
By introducing Artificial Intelligence into customer service and customer experience it could significantly improve overall customer service for the organisation. Artificial intelligence (AI) – the science that deals with the creation of human-like learning and reasoning capabilities – has been catapulted into the spotlight in recent years. It seems like every company in every industry wants to harness the power of AI to enhance operations and positively impact the lives of their customers. The achievement of any business organization is highly dependent on its customer relationship strategies. Client experience is exceptionally organized in any business. Consumer loyalty is profoundly impacted by the change brought about by the dynamic technologies. With the progression of technological advances, such as AI (artificial intelligence), NLP (natural language processing), Intelligent Chatbot, and ML (machine learning), intelligent automation of client care administrations has become a need for all the organizations. Here is how artificial intelligence is transforming the customer service industry (Anne Leslie, 2020) (Marco Iansiti, 2020).
· Biometrics
· Face and voice recognition 
· Revolutionization in Resolving Customer Queries
· Upgraded Customer Relationship Management (CRM)
· Utilisation of CRM data
By introducing AI into their customer care plan will allow them to enhance the services they offer to customers daily and will also allow them to build bigger and better customer relationships so customers stay loyal to Virgin in the future and this will also add to the future success of the organisation.
From comparing the current customer care plan for Virgin Atlantic and creating a new landscape for customer care at Virgin Atlantic, it is evidential that customer care could be improved on within the organisation. During the pandemic there have been a lack in communications between Virgin Atlantic and their customers, this has caused much anxiety and stress to the customers who are loyal service users of the company due to the normally trusted brand which used to be one you could rely on but since the start of the pandemic in March 2020, Virgin Atlantic have slowly deteriorated with their customer service which was once impeccable (Atlantic, 2020). 
For Virgin Atlantic to continue their success in the future they need to redeem themselves by offering excellent customer service to everyone onboard one of their prestigious flights. So, what is excellent customer service you may ask? Well it involves meeting surpassing expectations, it means showing the customer that they are important and valued to the organisation, this can be done in a range of ways such as interacting with them via a call or email or even in person in a friendly- helpful manner and positive attitude and doing this in a timely pleasant manner in order to deliver the best customer service possible, this requires staff with superb communication and problem resolution skills and empathy, this makes the customer feel special and in doing this will make them value the airline even more and become a loyal customer which will contribute to the success of the airline in the future.
 4.0 Conclusion
From the research conducted it is evidential that Virgin Atlantic are suffering massive effects from the current situation with the pandemic, it is also evidential that the aviation industry in general will suffer massive losses. The current CEO of Virgin Atlantic has said that ‘the aviation industry may never be the same again and things could go from bad to worse for the aviation industry if things with the pandemic do not improve over the coming months’ (Weiss, 2020). Focusing on Virgin Atlantic their CEO Shai Weiss has stated that once Brexit transition period is over the organisation will be focusing on new ways to improve on their current customer service strategies and find a way forward after the effects of the pandemic which caused distress to so many of their customers by ways which were out of the businesses control, but due to this so many passengers had to wait months for refunds which caused tensions as the customers felt let down by the once respected airline that promised to deliver exceptional customer service no matter what. The organisation have said that they also want to be able introduce new flight routes from the UK to new worldwide destination’s that could see passengers take to the skies with the airline and boost profit and create more jobs for people in the UK. 
Moving forward with their new strategies for customer service improvements Virgin Atlantic announced on the 31st December 2020, that they are now putting all flights on sale and aiming to deliver holidays to Covid-19 free destinations with safety for all passengers put in place and social distancing flights to commence once they get the all clear from the government to be able to resume flights out of the UK to worldwide destinations, this revelation will enable them to recover losses at a smaller rate than usual but will also allow them to rebuild trust with customers and gain that respect that they once had in 2019. 
Virgin Atlantic also announced in May 2020 that they would be following guidelines from the Government to become revolutionised for industry 4.0 by 2022, implementing industry 4.0 into their customer care will benefit the organisation and make things more up-to date for the 21st century. 










5.0 Strategic Recommendations
Short-term goals can be achieved in fewer than two months and Long-term goals require three or more years to achieve. Long-term goals may be built upon short-term goals. The strategic recommendations that could be implemented are the following:
Short term
· Sales on flights and holidays
· Build up advertising for the company to analyse and capitalise customer trends
· Focus on customer’s needs and wants
· Redesign in flight meals to cater for consumer needs
· Focus on learning more about primary competition and brainstorm on what you can offer that they do not
· Redesign customer the customer research to include questions and incentive
Long term
· Employee appreciation 
· Improve overall customer service
· Introducing more industry 4.0 technologies to improve overall flight experience
These recommendations were made from the research gathered during this report and based upon what customers needs and wants are for the organisation after the pandemic is officially over and the organisation can resume services and look at getting back too normal after many months of disruption for Virgin Atlantic. This disruption to the pandemic has seen enough profit loss and loss of other assets from the Virgin group of businesses that are based around the globe have all suffered as well. 
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@0000 Manchester-Orlando  International  Economy

They have stolen my money

As we know this has been a terrible time for the world and particularly the travel industry, we didn’t like to
ask for a full refund but with no end on sight felt we had no alternative. How ever having waited 4 months
for our money back ( £10,000) we weren’t overly worried by this as we understand it’s a very difficult time-
however they are now ignoring us when asking them to refund our extras- obviously we didn’t have the
extra as we didn’t go on holiday a holiday that Virgin canceled- | know this was out of their hand but it was
our too and so | believe we should get a FULL refund not a partial one. Customer service is now completely
ignoring me having emailed them 3 times in the past month and there is no escalation prosecute for this on
their website. | believed when | booked this holiday | was booking with one of the best holidays companies
in the world-unless this is resolved and quickly now | will never book anything with Virgin again- beware!!!

Read less a

Date of travel: May 2020

This review is the subjective opinion of a TripAdvisor member and not of TripAdvisor LLC
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@®0000 Manchester-Orlando  International  Premium Economy

Do not book with virgin

They cancelled and now only want to give us part refund, how can they get away with this, we should of
flown yesterday 2 nd nov, all we were offered was another flight sometime in the future, disgusted with the
lack of service and will never use this company again,

Read less a

Date of travel: November 2020

@®000O0 Legroom @®0O00O0 Seat comfort
@®0O0O0O0 In-flight Entertainment @0O00O0 Customer service
@®0O00O0 Value for money @®000O0 Cleanliness

@®0O00O Check-inand boarding @0OO000 Food and Beverage
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®0000 Johannesburg-London  International  Economy

Flight cancelled 24 hours after booking and still no refund 204 days later

This flight was booked on Monday 16 March. Received an email on 17 March informing me the flight is due
to be cancelled. Was phoned on 18 March to say the flight has been cancelled. 204 days later AND STILL

Read more v

Date of travel: March 2020
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