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[bookmark: _Toc179560997]Executive Summary
This report covers the need for change management at British Airways due to the changing external and internal factors: digital disruption, economic uncertainty, and more competition. The airline industry is now experiencing rapid technological development and changes in the market environment; therefore, British Airways is forced to strategically change to keep its competitive level and succeed in the long term. Other key recommendations include a comprehensive transformation program towards a digitised business environment aimed at increasing operational efficiency and customer service and taking the business into high-growth regions, including Asia and Africa, to diversify revenue. The proposed change management plan stresses the need to align organisational culture with strategic objectives, invest in staff training for digital readiness and a phased financial plan.
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[bookmark: _Toc179560998]Introduction 
This report is based on British Airways where the role of change management within a volatile environment of the airline industry has been investigated. These are factors which have altered and continue to do so at an unprecedented rate and therefore it has become not just wise, but crucial to manage change particularly in organisations. The nature of competition in the airline industry this, combined with the complicated rules and regulations particular to this industry, needs sound change management strategies (WONG, 2020). This paper will look at dissecting British Airways’ history of change management and then outline specific strategic changes that can improve its ability to recognise and respond to change in the industry and organization. By so doing, it is the intention of this analysis to proffer relevant recommendations that can point the airline to long-run competitiveness and innovation.
[image: British Airways' 12,000 Redundancies Mean Fewer Staff Than In The 1980s]
Figure 1 British airways statistics
Source: Warnock-Smith et al. (2020)
[bookmark: _Toc179560999]Current State of the Company 
[bookmark: _Toc179561000]Company Overview
British Airways (BA) is a Scotland based airline which was founded in 1974 through a fusion of the British Overseas Airways Corporation and the British European Airways. British Airways is one of the leading airline companies in the world and it is based on the London Heathrow Airport. It is one of the world’s major carriers, providing schedules for more than 160 international and domestic destinations in about 70 countries (Warnock-Smith et al., 2020). Largely British Airways is known for its large international flights connectivity including, both the long flights and short flights, for serving the business and economic class travellers.
They operate with a large number of planes  over 250; the young fleet includes the Airbus A350 and Boeing 787 Dreamliner. Some of the services offered by British airways include customers’ transport services, freight services, Engineering solutions, and flight training. As a result, the service attempt and the operational excellence which marks BA’s endeavours, the corporate commitment towards the quality and standard of service delivery, ensure that the entity retains the strategic position as the foremost airline conglomerate across the new millennium’s global marketplace, as well as maintains the best British hospitality and service quality standards across the globe (Ting, 2023).
[bookmark: _Toc179561001]Current Business Environment 
Today’s business environment of the airline industry is highly competitive and exists under several external constraints. These competitors are not only competing with each on the fare prices, service quality and route networks but are also competing with new emerging trends of customers’ preferences especially in relation to sustainable, individualized and smart traveling solutions. The entrance of the LCCs has shifted competition pressure to full service airlines, making industry leaders such as British Airways develop and expand their service portfolios.
Factors like fuel price highs and lows, exchange rates highs and lows, economic complexities of events like the Covid-19 pandemic (Singh and Ramdeo, 2020). All of these factors effect operational cost and revenues which requires swift monetary planning and changing organizational structures from the airlines. Also the trend in the environment regulation in the aviation business has been also progressive, emerging issues regarding the environmental and security concerns (Bennett Iv and Soylu, 2021).  The biggest regulatory strategies necessarily affect carbon emission footprint where airline operational dynamics and strategic development decisions are overall impacted, including investments into more fuel efficient aircraft along with explorations for other adequate fuels.
[image: British Airways fuels commitment]
Figure 2 British airways business analysis 
Source: Petrescu et al,, 2021
[bookmark: _Toc179561002]Challenges and Opportunities 
The current analysis reveals multiple operation and strategic issues of British Airways, which experiences various kinds of essential challenges in a growing, competitive, and changing airline industry. Some of the fundamental operational problems are achieving efficiency coupled with dependability with high operational costs such as maintenance, labour and fuel costs, which are volatile on the international market (Petrescu, 2020). Operationally, customer service should be escalated as a priority to respond to increased competition and higher customer demands for convenience, comfort and connectivity services. However, the existing securities and compliance to international aviation standards pose future challenges.
On the other hand, the British Airways has the biggest potential of benefiting from emerging digital change and global trends. New ICT tools hold possibilities for better satisfying the customers by providing personalized products and services, easy reservation techniques, and better in-flight leisure content (Adrienne, Budd and Ison, 2020). Further, through an evaluation of this data, other areas such as route planning and fuel management can be improved to reduce costs and increase efficiency. On the same note, growing need for air transport in newly industrializing countries offers an opportunity to expand the networks. In addition, the shift towards the sustainable travel experience throws the opportunity to British Airways to take up leadership in green aviation efforts, perhaps also appealing to innovative clients and ultimately fostering brand devotion within a fresh market (Pedersen et al., 2021).
[bookmark: _Toc179561003]Recent History and Impact of External Factors (900 words)
[bookmark: _Toc179561004]Historical Context 
British Airways has come across some of the most important stages of transformation and strategic development that has impacted the company’s position on the market and its planning strategies. On historical background one has to mention the Iberia Merger in 2011 that settled the International Airlines Group (IAG) (Abbas et al., 2024). It was strategic in the expansion programme that extended BA international coverage and increased the airline’s efficiency in world markets. Since then it developed into one of the world’s largest airline groups, providing a solid base for the global position of British Airways.
Over the years, the sizes of the airline flights too have reduced and especially during the current pandemic period where BA, like all airlines, has undergone through severest of operations (Mueller, Taylor and Mueller, 2022). The impact of the pandemic in general caused a severe decrease in passengers, some routes were closed temporarily and there had to be a rethink of services. It also increased the pace of phasing out older planes like the Boeing 747 in a more general effort to replace them with younger, better fuel-efficient planes in a bid that will help cater for environment and other regulatory requirements.
In the operational strategy, British Airways has adopted to the transformation by focusing on digital capabilities and passengers’ experience since the airline industry was steadily going digital. This entails redesigning its website and the mobile telephone application to offer a variety of travel services and solutions that are closer to the customer demand. The airline has also remodelled itself by targeting the high end market; the Club World and First Class services to separate itself from the no-frills airlines (Moore and Taylor, 2020). These strategic initiatives are still more indicative of British Airways’ ability to be bijou and to continue to safeguard its premium status afloat a parsimonious pie in a globally competitive and constantly evolving commercial aviation trade.
[bookmark: _Toc179561005]Digital Disruption 
The following are the different ways that digital technology has transformed British Airways and its relation with customers. The change in ticketing is a good example of such transformation, in that the introduction of e-ticketing has helped British Airways to change its booking system and at the same time do away with many of its operational costs. This transformation not only improves passengers’ experience since tickets are not necessary to have in paper format but also optimizes organisation of airlines’ logistics, such as check-in or boarding (Mahmutaj and Grubi, 2020).
The lobby of British Airways has delightful customer, relations services, especially when it comes to applying ICT in serving customers during ticket purchases and boarding. This way, using the example of the airline’s functionalities , traveling becomes easier and can be managed using the mobile app independently. Also, through artificial intelligence, British Airways uses effective chatbots across its platforms to ensure that travellers obtain timely and independent help in real-time concerning updates on flights or baggage rules. This not only enhance the customers’ satisfaction but also relieve the workload of staff where human agents can attend to the customers with complicated needs.
Another area of digital improvement in British Airways has been operational efficiency (Kuljanin et al., 2021). In predict and prevent maintenance on aircraft, the airline adopt data analysis to look for patterns that show that some aircraft will need fixing before they develop a problem. In addition, serious route costing application was adopted which takes real-time weather information as well as the traffic patterns of the skies to come up with the best possible routings thus helping in saving fuel costs for punctual flights.
The adoption of these digital technologies into its service delivery centers British Airways operational efficiency while at the same time placing the airline at the frontline as a visionary airline in the digital age of flight. In a quest to embrace cutting edge technology, British Airways makes sure it embraces technologies that can make a huge difference in its operations throughout the airline industry hence delivering improved services to travelers (Koske, 2021).
[bookmark: _Toc179561006]Economic Uncertainty 
The economic factors have presented British Airways with great tests, specifically via the global financial crisis and now the COVID-19 outbreak. Particularly the pandemic affected the situation greatly, which resulted in sharp disruptions of the international tourism. COVID-19 led to closed borders, travel restrictions and social distancing, which affected the numbers of passengers and left many British Airways aircraft idle, as the company cut, paused many of its routes. This led to huge revenue decreases that forced the airline to lay off thousands of its workers and beg for governmental funds to fill its coffers (Hamawandy et al., 2021). It also fast forwarded some strategic management activities like the early scrapping of old less efficient planes and increased emphasis on ensuring cargo being a major source of income given the reduced number of fliers.
In addition to the issues arising from the Covid-19 situation BAs deal with the fluctuation of oil prices and exchange rates affecting operational costs and revenues. Since fuel costs remain major line items for any airline, changes in oil prices can be major when assuming financial repercussions for the airline in question. For instance, when operating expenses go up due to steep oil prices these impact the company through hikes in sales margin until they are balanced with a fuel surcharge or hedging plans (Gallagher, 2023). On the other hand it is the airline which can adjust the oil costs to its advantages, but these advantages can be lessened by a hedging losses if the market turns in the opposite direction.
Exchange rates also assume a very important place, more so for an airline company such as British Airways which operates globally and which earns its revenues and incurs its costs in various foreign currencies. The Fluctuations of the British Pound with the other major currency also impact on the airline’s revenues from overseas market since Pound is relatively stronger than other currencies making the ticket expensive for foreign buyers while on the other hand Pound is relatively weaker than other currencies hence making its revenue value to be weak when translated (Elli̇beş and Candan, 2021). These economic factors can be well managed through the use of excellent financial instruments, which show the intricate relations between the world economy and airline business processes.
[bookmark: _Toc179561007]Evaluation of Change Management Models
[bookmark: _Toc179561008]Overview of Models
Structured frameworks for making the transition of an organisation through change processes are change management models. Lewin’s Freeze Phases, Kotter’s 8-Step Process, and ADKAR form a list of some of the most influential models. According to Zhou (2024), Kurt Lewin was the 1940s founder of one of the earliest and simplest change management models: his Freeze Phases change model. It consists of three phases: Change, Unfreeze, and Refreeze. The Unfreeze phase prepares the organisation for change by addressing resistance and creating the need for transformation. This is the Change phase, where the transition occurs, and new processes, behaviours or strategies are put into practice. The Refreeze phase finishes by solidifying these changes into the organisation’s culture so they will endure (Kankaew, 2022).
Introduced by John Kotter in 1996, the 8-Step Process of Kotter is a more detailed model designed to help organisations make it through major transformations. The 7 steps are creating urgency, forming a guiding coalition, developing a vision, communicating the vision, empowering employees, generating short-term wins, consolidating gains and anchoring new approaches into the culture (Jules, 2022). Kotter’s model is an exhaustive one and lays out a step-by-step, but it has been criticised as being too prescriptive and time-consuming, especially in fast-paced industries like aviation.
Zacharaki (2023) has identified in his research that the ADKAR Model, developed by Prosci, focuses on five key stages: Awareness, Desire, Knowledge, Ability, and Reinforcement. This model concentrates on the human side of change and individual employees’ adoption of change. This makes the ADKAR model suitable for organisations with complex employee dynamics — its focus on individual behaviour (Haktanır et al., 2022). Yet, it may disregard other organisational challenges and external factors that limit its effectiveness in industries with a fast pace of change.
[bookmark: _Toc179561009]Application to British Airways
On the back of that, British Airways (BA) has experienced several major changes over the last few decades that have been, to varying degrees, successful. Mergers, restructurings, and digital transformations are the airline’s most significant changes, which all require strategic approaches to change management (Gurcaylilar-Yenidogan and Kantarcioglu, 2022). Moreover, in 2010, IAG resulted from the 2010 merger of BA and Iberia. Ting (2023) has discussed in his study that to help the merger, Kotter’s 8-Step Process was implemented by the company by creating a sense of urgency to which the competition in the airline industry and the requirement for more operational efficiency were brought to the fore. The merger was necessary because low-cost carriers were emerging, and the company needed to expand into international markets. The merger was a financially successful one. However, challenges occurred during the consolidation of operations (Ghosh et al., 2022). 
[image: Change Management British Airways - Sample Dissertations]
Figure 3 Change Management British Airways 
Source: Jones (2016)
Although Kotter’s followers followed the steps, the empowerment of employees and communication of vision was less effective, causing a loss of employee morale,  reflected in union disputes and strikes after the merger. Another researcher, Willcocks et al. (2024), examined in his research that in 2017, BA underwent another major change; it started its digital transformation initiative to automate and simplify duties, such as the airline introducing AI-based customer service platforms and the digital booking system. Here, we used the ADKAR Model to build the employee knowledge and ability to use the new technologies. However, their transformation was not straightforward: a major IT failure saw hundreds of flights grounded, costing the airline an estimated £80m in compensation (Djavanshir, 2023). 
However, ADKAR is a limitation of the model in that it focused on individual employee readiness and didn’t consider systemic and infrastructural technical issues. While Kotter’s and ADKAR models have been helpful in guiding specific changes at BA, they may not be the best approaches in an industry as dynamic as aviation (Dini et al., 2023). By combining these models with contingency-based strategies that respond to both internal and external factors, some of BA’s challenges in these changes might have been mitigated.
[bookmark: _Toc179561010]Leadership Styles
Effective change management depends on leadership, and British Airways has experienced a mixture of leadership approaches in its major transformations. It has been anticipated in the study of Wensveen (2023) that from 2005 to 2016, BA’s CEO, Willie Walsh, led the airline using a predominantly transactional style. The merger with Iberia was characterised by a performance-based approach, focusing on performance-based rewards and penalties. While not a fan of cost-cutting and operational efficiency, Walsh was key in the financial success of the merger; however, much of his efforts in cutting costs and increasing efficiency clashed with employee interests (Datta and Kutzewski, 2024). At the time, the industrial disputes and strikes occurring could be attributable to a lack of transformational leadership, rather perhaps one that motivated and inspired employees to get on board with the change process. 
However, Taneja (2023) has argued that during BA’s digital transformation, Alex Cruz, CEO from 2016 to 2020, favoured a transformational leadership style. The airline was modernising its services, and Cruz promoted innovation, digitalisation and customer-centric strategies. Cruz’s communication efforts were highly transformational in that he attempted to articulate a future vision for BA as a more agile, tech-savvy airline. However, the 2017 IT failure revealed a blind spot in how Cruz led the coalition through gaps in risk management and employee empowerment (Cozmuta, 2024). The transformational approach helped generate a forward-looking vision but provided little practical oversight to manage the complexity of such a massive technological overhaul.
[image: 🚀 Exciting Insights from British Airways Customer Feedback Analysis! 🌟]
Figure 4 British Airways Customer Feeback 
Source: Olowoyeye (2023)
It is imperative that combining transactional and transformational leadership styles has its strengths and weaknesses in developing change at British Airways. By transacting during the integration phase, you got quick financial wins but spurned the management of employee morale (Butt et al., 2024). On the other hand, transformational leadership helped BA to modernise, but the operational risk posed a challenge. It has been determined in the research of Strome (2023) that a blended approach to leadership, employing transactional and transformational elements, might be a better, more balanced way to achieve financial and cultural outcomes in the next round of change at BA.
[bookmark: _Toc179561011]Organisational Culture and Its Impact on Change Management
[bookmark: _Toc179561012]Culture Analysis 
British Airways has significantly been in operation and as such it has established organisational cultures that include service delivery and operational safety being at the forefront considering it was the United Kingdom airline. This culture has developed over time to sharpen focus on innovation, efficiency and customer satisfaction in order to keep abreast with the airline’s business strategies in today’s competitive global environment (Disma et al., 2024). The photographic civilization of the company is based upon formal professionalism that is sufficiently epitomized in British gentlemanliness and contemporary qualities of services to achieve a unique concept of client-ship making it stand out from other carriers. One has seen culture practicing divergent dynamics than the strategic plotted line of the business. First, for example, operational efficiency has been a consideration that has at times been opposed to service quality and has been most apparent during the implementation of cost reduction strategies (Cozmuta, 2021). Special mention can be made of cases of protests due to labor disagreements and staff downsizing that have time and again created tension among staff, and hence the public. Furthermore, increasing the rate of digital transformation is vital to remain relevant in the market, albeit not without a notable process of organizational change within the employees most of whom were used to the older ways of working (Budd, Ison and Adrienne, 2020).
[bookmark: _Toc179561013]Influence on Change
British Airways (BA) has a long-standing hierarchical culture built on its legacy as a national airline. Moreover, it has been suggested in the study of Skačkauskienė et al. (2024) that this traditional and rigid culture has been a constant obstruction to change. For example, towards the end of 2010, when BA merged with Iberia, BA faced internal resistance from staff and the unions of cabin crew and ground staff, among others. BA's 2010 union strikes cost it an estimated £150 million in lost revenue and damaged integration business – showing how embedded cultural norms and intervening change can block successful strategic initiatives (Annaç Göv, 2023). 
[image: British Airways Usability Study With Millennial's | by Aalia Coovadia |  Medium]
Figure 5 Effects of Organisational Culture on Change Management
 Source: Onyango (2014)
Adapting to technological changes has also been a barrier to changing BA’s culture. The internal reluctance to fully embrace digital innovation was clear during the 2017 IT failure that ground 75,000 passengers and cost the company around £80 million in compensation (Kankaew, 2022). A siloed communication structure and bureaucratic decision-making were in place in the company that slowed the implementation of critical updates and ultimately played a role in the crisis. It has been found by Şahin (2024) that the aftermath of this incident highlighted that BA’s culture was ill-suited to rapid, responsive reactions to technological challenges, and this was made worse by the impact of external challenges like digital transformation.
[bookmark: _Toc179561014]Recommendations for Cultural Alignment
British Airways must embrace a more open and collaborative culture, which will better align its culture with upcoming changes. Second, BA should empower its workforce to feel ownership over change initiatives. It has been highlighted in the research of Rajaram (2023) that to do so, we could encourage employee participation in decision-making and build cross-functional teams to demolish the siloed communication structures. Also, priority should be given to training programs to promote digital literacy and change readiness, enabling employees across the levels to adjust better to technological advancements (Jules, 2022).
In addition to this, BA might establish a change champion network where people in each department are cross-trained and play as liaisons between the leadership and employees, facilitating better communication and less resistance (Haktanır et al., 2022). These cultural interventions would make people receptive to change and make the workforce resilient during the transition. Therefore, Pimiä (2023) has recommended in his research that if BA switched to a more flexible, innovative culture, it would better equip the airline to handle future disruption and remain competitive in a volatile airline industry. Eventually, aligning organisational culture with strategic objectives will create a more flexible and resilient workforce that will enable BA to achieve long-term success.
[bookmark: _Toc179561015]Proposed Change Management Plan
[bookmark: _Toc179561016]Proposed Change
British Airways (BA) is in a very competitive and dynamic environment, which requires a rethink of its strategic position within this sector (Gurcaylilar-Yenidogan and Kantarcioglu, 2022). The first recommended change is a full digital transformation to improve customer service, operational efficiency and sustainability. The transformation will see BA’s existing IT infrastructure upgraded, artificial intelligence (AI) applied to customer interactions, baggage handling processes automated, and the digital booking platform upgraded with further functionality. Studies, such as by Nikkarinen (2022), show that they hope these improvements will reduce the risk of operational disruptions, such as the £80m loss the company suffered in 2017 after a major IT failure. Moreover, AI-based tools will enhance the customer experience and streamline operations to offer personalised service offerings, which travellers demand more and more.
[image: Change Management Plan Template | 7,000+ Editable PPT Slides!]
Figure 6 Change Management Plan
Source: PowerSlides (2024)
The second strategic change is expansion into high-growth markets, especially in Asia and Africa. BA is well-established in Europe and North America but relatively new in emerging markets (Ghosh et al., 2022). The International Air Transport Association (IATA) projects that passenger traffic in Southeast Asia and West Africa will grow at 5.5 per cent annually by 2030. 
On the other hand, it has been argued in the study of Zhou (2024) that BA can save on initial capital expenditure by forming strategic partnerships with local airlines and capitalising on joint ventures by expanding the route network. Expanding into these markets would not only diversify a revenue stream but also serve the growing demand from the middle classes in these regions for air travel (Djavanshir, 2023). For BA to remain competitive, it is necessary to improve operations and expand the market. Such an industry is always being reshaped by technological innovations and changed market dynamics.
[bookmark: _Toc179561017]Financial Plan
	Investment Area
	Estimated Cost (£ million)
	Period
	Expected ROI Timeline
	Projected Revenue Contribution (£ million)

	Digital Transformation (IT Infrastructure, AI, Baggage Automation, Cybersecurity)
	150
	3 years
	4 years
	75

	Staff Training for Digital Transformation
	20
	3 years
	2 years
	10

	Market Expansion (Asia & Africa)
	80
	5 years
	5 years
	120

	Total Investment
	250
	5 years
	5 years
	205



[image: ]
Figure 7 Financial Plan for British Airways Proposed Changes
[bookmark: _Toc179561018]Communication Plan
It is evident that for the proposed changes to succeed, British Airways needs a well-orchestrated communication plan that will reach all stakeholders, including employees, customers, partners, and investors. It has been evaluated by Zacharaki (2023) that the communication strategy will be divided into three phases: pre-implementation, implementation, and post-implementation. Tailored messaging will be applied to each phase, so all the audiences remain aligned with the company’s objectives (Datta and Kutzewski, 2024).
In the pre-implementation phase, we will focus on increasing awareness and buy-in from internal stakeholders, mainly BA employees (Cozmuta, 2024). The changes are explained in a strategic vision and rationale, which will be communicated by senior management, such as the CEO, during town hall meetings and webinars. The forums will instil transparency and trust by allowing employees to ask questions and voice concerns. It has been analysed in Ting’s research (2023) that the leadership team will also send out regular updates through internal newsletters and the company’s intranet so that employees are always aware of what changes are coming.
In addition to this, for the implementation phase, a multi-channel communication approach will be utilised to update on the progress of both the digital transformation and market expansion initiatives in real-time (Butt et al., 2024). Monthly progress reports will be disseminated internally; departmental meetings will be held to handle particular issues and monitor the implementation of new technology. Moreover, it has been discussed in the research of Wensveen (2023) that with press releases, social media updates and quarterly financial reports, BA will interact with the externals of its customers and investors. 
Strome (2023) has asserted in this research that in the post-implementation phase, the communication strategy will change to reinforce the positive outcomes of the changes. We will share success stories and performance metrics to demonstrate how the transformation has benefited both internally and externally. Online surveys and social media will be used to collect customer feedback, and focus groups and employee satisfaction surveys will be employed to obtain employee feedback (Annaç Göv, 2023).
[bookmark: _Toc179561019]Evaluation Plan
The evaluation plan will include comprehensive quantitative and qualitative metrics to measure the success of the proposed changes to the digital transformation and market expansion, which British Airways will implement. As per Şahin (2024), it will be evaluated regularly to determine further improvements required to achieve optimal outcomes. For the digital transformation, BA will track the key performance indicators (KPIs) such as system downtime, flight delays, and customer service resolution time. Benchmarks of success will be established as a target of reducing system downtime by 15% and flight delays by 20% within the first two years (Kankaew, 2022). Also, the closely monitored customer satisfaction metrics are Net Promoter Scores (NPS) and customer reviews.
In addition to this, Rajaram (2023) claimed that BA will monitor market share, revenue growth, and passenger load factors as it evaluates the success of its entry into new regions for market expansion. Within five years, the company will aim to capture a 15% market share in Asia and Africa. Annual revenue growth from these regions is expected to reach £500 million by 2028, and financial metrics will also be important (Jules, 2022). Partnerships with local carriers will be considered, based on how they performed on each performance metric, such as on-time flight percentages and joint venture profit percentages, to determine if they truly benefit BA and will help them achieve their growth strategy.
Furthermore, within BA, employees will be tracked on their engagement and adaptation to new systems via annual employee surveys and the percentage of users on digital tools. Pimiä (2023) found that these metrics will give us insight into how much the workforce adjusts to the changes and if more interventions are required. Quarterly review checkpoints will be scheduled so senior leadership can evaluate progress and make adjustments. After five years, a final comprehensive evaluation will be made, including financial returns, operational improvements and overall market success.
[bookmark: _Toc179561020]Conclusion 
This report has highlighted the importance of effective change management at the British Airlines by demonstrating how the airline has been implementing timely and effective strategies that has helped it to maneuver within the stormy environment of the airline business. They show that while British Airways has employed digital innovations and managed the issue of business sensitivity to changes in the economy, the airline still struggles with internal and external inefficiencies. The paper also stresses that by developing organisation culture in line with strategic goals it is possible to increase organisational performance and sustainability. Based on the future strategy proposed for British Airways, the airline should maintain investment in new technologies especially those touching on customer relations within the digital frontier and green technologies within the aviation industry. Moreover, changes implemented in this context must be supported and adjusted by an appropriate organisational culture to maintain the leadership position in the global airline industry and pursue further successful development.
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