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 British Airways managing 
director of brands and 
 customer experience Frank 

van der Post recalls that when he 
joined the airline back in 2011 “it 
was clear that we needed to win 
back the hearts of our customers”. 
And that is what BA has spent the 
last three years doing, spear-
headed by an advertisement cam-
paign in which BA told the world 
its purpose: “To fly. To serve.”

This mantra, says van der Post, 
“has been in the company since 
the mid-1960s, and it’s stitched 
into the fabric of the airline”. 

“It’s really about putting the 
customer back in the heart of the 
business and driving the message 
of service,” he says. 

The campaign was BA’s biggest 
in over a decade, and used its own 
staff to promote the virtues of the 
airline in a 90-second advert cele-
brating BA’s 90-year history.

The airline followed this up in 
2012, when its home city hosted 
the Olympic Games, with a cam-
paign urging UK residents not to 
fly but to stay at home instead 
and support the Olympics. 

The London games – of which 
BA was an official sponsor – 
helped the airline on its path to 
brand recovery, and van der Post 
says the carrier realised early on 
that “we can really do something 
big with this”. 

“Off the back of the Olympics, 
BA has done an incredible job 
revitalising its brand,” said one 
judge. “One of things BA has 
excelled in, compared with other 
legacy carriers, is its innovative, 
consumer-orientated pricing,” 
said another.

BA’s Olympic campaign cen-
tred on a Boeing 777 being taxied 
through the streets of London, 
and included a “huge social 
media campaign” in addition to 
traditional channels.

“A lot of the our ads over the 
last three years have launched on 
social media the day before they 
went on TV, and this has created 
excitement,” says van der Post.

Key to putting together an inte-
grated message across the various 
media has been BA’s decision to 
place its entire advertising and 
customer loyalty account in the 
hands of a single agency: Bartle 
Bogle Hegarty (BBH). “You 
shouldn’t have different messages 
on traditional and social media, 

you need the same message 
through different channels,” says 
van der Post, adding that this is 
best achieved by working with 
one agency. This single-agency 
approach is one that van der Post 
believes “more companies will 
follow”.

BA’s brand rebuilding efforts 
are already bearing fruit, and the 
carrier this year became the first 
airline or travel brand to top the 
list of UK consumer super-
brands, beating off competition 
from 1,500 other brands. 

“To end up at the top of the list 
to us is not just a compliment to 
the brand, but to the 40,000 col-
leagues who have worked hard 
rebuilding trust in the brand,” 
says van der Post.

The simultaneous introduction 
– which some would call brave – 
last year of the Airbus A380 and 
Boeing 787 was a major part of 
BA’s 2013 marketing efforts. The 
focus for this year, says van der 
Post, will be revamping its short-
haul product with a new cabin 
layout and seating configuration. 
“Whatever you’ve done today you 
need to improve on tomorrow,” he 
says, adding that “there’s still 
plenty in the tank”. 
KERRY REALS

“The ‘to fly, to serve’ 
mantra has been in 

BA since the ’60s and 
is stitched into the 

fabric of the airline”
FRANK VAN DER POST

Managing director of brands and 
customer experience, BA
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Brand reboot: van der Post
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