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Discussion points

•Multi Channel Strategy

•Caribbean Mix

•Growth of Direct v Indirect

• Internet Opportunities

•Social Media
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Why is BA engaged with Social Media?

• Over 50% of the world’s population is under 30-years-old and 96% 

of them have joined a social network

• Years to Reach 50 millions Users:  Radio (38 Years), TV (13 Years), 

Internet (4 Years), iPod (3 Years),

• Facebook added over 200 million users in less than a year and the 

fastest growing segment on Facebook is 55-65 year-old females

• If Facebook were a country it would be the world’s 3rd largest ahead of 

the United States and only behind China and India

• 25% of consumers who connect to brands on Facebook do so to receive 

discounts
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• There are over 200 million blogs and 34% of bloggers post 
opinions about products & brands

• People care more about how their social peers rank products 
and services than how Google ranks them 

• 78% of consumers trust peer recommendations. Only 14% 
trust advertisements

• Ashton Kutcher and Ellen Degeneres (combined) have more 
Twitter followers than the  populations of Ireland, Norway, or 
Panama

• 23% of Twitter users follow businesses to find special 
deals

• We believe that our customers will no longer search for our 
products and services, they will find us via social media 

• Social Media isn’t a fad, it’s a fundamental shift in the way 
we communicate 

Why is BA engaged with Social Media?
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BA Social Media Channels

Twitter UK

Twitter USA YouTube

Metrotwin

Great Britons

Metrotwin New York

Metrotwin Mumbai
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BA on YouTube

As at 2 October 2009
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Why YouTube?

• Our brand in front of consumers via a channel with 100 million 

users, in their space & on their time

• 1-2-1 conversations with consumers, building brand engagement & 

long-term loyalty

• The ability to recruit new fans and travellers, who previously have 

not considered BA, through conversations, & engaging, relevant 

and entertaining video content

• Instant customer feedback on campaigns & promotions

• Revenue potential via links to ba.com

• Cost reductions through hosting video content on YouTube
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BA on Twitter

UK = 22,766 followers US = 62,453 followers

807 followers 2,517 followers

Launched US Twitter stream in October 2008 and UK Twitter stream in December 2008

We have been tweeting from this conference
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Why Tweet?

• Our brand in front of consumers, and in front of the friends of 

our followers, via a global channel with over 45.5 million 

unique monthly users, in their space and on their time

• Conversations with our fans, building brand engagement and 

long-term loyalty

• The ability to recruit new fans and travellers, who previously 

have not considered BA, through conversations and 

engaging & entertaining content

• The ability to use brand advocates to promote and defend 

BA

• Instant customer feedback on products, promotions and 

services
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Flyertalk
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Why Flyertalk? 

• Our brand in front of our Executive Club members

• Conversations with our most loyal customers, building brand 

engagement and long-term loyalty

• The ability to use brand advocates to promote and defend 

BA

• Instant customer feedback on products, promotions and 

services

• Face to face time – new aircraft visits
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The Day we went to Cardiff!
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Lurking

Active monitoring of the BA brand, and sub-brands, online 

through a number of tools, allowing us to:

• Use social media tools to monitor what people are saying about the BA 

brand

• Identify places where negative stories might be starting and engage to 

turn around the sentiment

• Identify people who might become advocates for BA in the social 

media space

• See how new products or services are being accepted (nor not) by

consumers and customers
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3 Top Tips

1. Consumer opinion is expressed 24/7 and not 9 to 5 

so resource accordingly

2. Do not ignore chat threads that are negative to your 

product, get involved and win some ground

3. Give people a reason to engage with you. Offer 

them something unique to be a 'fan‘.


