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Executive Summary
This report will focus on generating strategies that can be suggestively used by Ryanair with the Strategic Formulation Framework, consisting of 3 stages: the input, matching and decision. It will critically assess the internal and external influences that can make an impact on the strategies formed. Also, a comparison will be made against a previous Strategic Formulation Framework study on Ryanair in 2009 to enable an assessment on their current and previous strategic positioning with the use of tools such as EFE, CPM, IFE, SWOT, SPACE, Matrix analysis and a QSPM matrix. In addition, a brief explanation on the limitations will be provided as well as a strategic plan for the future and further recommendations based on the outcomes. 

Introduction
The purpose of this report is to use the Strategic Formulation Framework (SFF) alongside traditional strategic analysis tools (SWOT) to assess the current situation of Ryanair and report the strategic direction using the SFF matrices, such as a competitive profile matrix, I-E matrix and a SPACE matrix. I will use these results to compare their current situation and conditions to previous using the 2009 case study of Ryanair. 
Once I have gathered my results, an evaluation of the Strategic Formulation Framework and determination of its effectiveness as a strategic practical tool will be completed. As well as this, a critical review of the current research in relation to the issues from this theory for Ryanair will be discussed. 
Strategic Formulation Framework and Traditional Analysis Tools
Strategy analysis and choice is used to determine alternatives courses of actions for a firm to achieve its mission and objectives. The present strategies, objectives and missions of a firm combined with external and internal audit information provides a basis for generating and assessing alternate strategies. Strategies for Ryanair can be recognised, evaluated and selected by using David’s Strategic Formulation Framework consisting of three stages: (1) The Input Stage, (2) The Matching Stage and (3) The Decision Stage, which are portrayed in the diagram below. 
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Figure 1 
(David, 2011)

Overview of Ryanair 
Tungate (2017) states that Ryanair was initiated in 1984 by a few Irishmen including a Tony Ryan, the founder of an aircraft leasing company Guinness Peat Aviation. They started with 25 members and a 15-seater Bandeirante aircraft which flew 5,000 passengers between Waterford, Ireland and London Gatwick Airport, competing against British Airways and Aer Lingus. By 2017, Ryanair became the first European airline to have carried over 1 billion customers. In addition, they increased their recruitment level from 25 to 14,500 and are thought to be “Europe’s Number 1 airline”, carrying over 130 million customers on more than 2,000 daily flights from 86 airports, connecting 215 destinations in 37 countries as shown in figure 2 (Ryanair, 2018).
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 Figure 2
(Ryanair, 2018)


Ryanair’s strategy, mission and vision
“A business strategy is how a firm develops and sustains a competitive advantage within an industry”, Ryanair’s business strategy is cost leadership which is evident in their vision and mission which is to establish themselves as Europe’s leading low-fares airline through continuous enhancements and expanded offerings of its low-fares service by sustaining a persistent focus on cost-containment and operating efficiencies (Narraina, 2014). This has given Ryanair record profits and a competitive advantage as AC (2015) suggests the success of Ryanair “is the very effective alignment of its customer value proposition with its low-cost operating model”.
Ryanair’s 2018 strategic plan “Always Getting Better” forms the 5th year of their customer experience improvement programme, comprising of environmental, service, digital and ancillary developments through the following objectives; price promise, punctuality promise, simple bag policy, dedicated claims team, greenest airline, Ryanair rooms with travel credit, Ryanair transfers, connecting flights and “Try Somewhere New” (Ryanair, 2018).
New mission and vision
Mission – “To grow our low fare model, safely, in the best interests of our customers, our people and our shareholders.” (Bonderman, 2018)
Vision -  “The challenge for us in the future is to keep driving air fares down; I have this vision that in the next 5 to 10 years the air fares on Ryanair will be free” O’Leary, Chief Executive of Ryanair (Airline Suppliers, 2016)





Financial Highlights
[image: ][image: ]Figure 3 (Bonderman, 2018)					Figure 4 (Bonderman, 2018)

Main Findings
Stage 1:
External analysis of Ryanair 
It has been recognised that economic growth is a primary driver of demand within the aviation industry as there has been a correlation in the relationship of GDP growth to Air Travel, illustrated in figure 5. This is a benefit to Ryanair as they can use GDP predictions to aid in implementing strategies, which has clearly worked for them as in 2015 Ryanair was named one of three top airlines from Europe based on profitability and the only one operating as a Lost Cost Carrier (LCC), the other two being Full Service Carriers (FSC) (European Commission, 2016). Furthermore, Powley (2017) documented that low-cost airlines are relentlessly earing up European market share as 15 years prior, budget airlines only accounted for 9% of the market share in Europe. Yet, by 2015 they accounted for more than 40%; the gradual increase is depicted in figure 6. In addition, despite recent negative publicity Ryanair were still the industry success story based on their percentage of revenue because of their low-cost model (see figure 7).
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Figure 5
(European Commission, 2016)
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Figure 6
(Powley, 2017)
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Figure 7
(Powley, 2017)



External Factor Evaluation (EFE):
An external analysis entails looking at the opportunities and threats that exist in an organisation’s environment (Olsen, n.d.). For the purpose of this report, an evaluation and summary on the economic, social, cultural, technological, environmental, political, legal, demographic, governmental and competitive information will be completed using the EFE (Torlak & Sanal, 2007). In addition, a comparison on the results against previous data from a 2009 case study will be undertaken:
[image: ][image: ][image: ]Figure 8 (2009)					Figure 9 (2018)













The highest possible total weighted score an organisation can attain is 4.0 and the lowest of 1.0 with an average of 2.5. A high score indicates that the organisation is responding in an astonishing way to its threats and opportunities in the industry (David, 2007). Ryanair scored a total weighted rating of 2.4 when in 2009 the results came back as 2.82 which indicates that they were just over the industry average and now they are just under (see figures 6&7). This could be due to the recent strikes and insufficient customer service management Ryanair has been experiencing as part of their internal weaknesses.  
The previous case study highlighted the threat of unpredictable and uncontrollability of rising fuel costs. Although this is still considered as a threat it was not much of an issue for Ryanair during 2015 as lower air fares were driven by continuously low jet fuel prices resulting in a boost in traffic passenger growth (European Commission, 2016). It is clear that another threat highlighted in 2009; too much growth too fast; expansions in Eastern Europe also did not affect Ryanair. In fact, their model is what has supported their growth compared to the larger legacy airlines as previously suggested by Powley (2017). 
In terms of success in Ancillary services, Ryanair are still seeking opportunities in ventures with it being suggested that Ryanair has a broader vision and aims to be the “Amazon for travel”, using customer data to cross-sell extras, such as hotel rooms, on a one-stop-shop platform. Similar to eBay and Amazon, customers would be required to sign up for a MyRyanair account which saves personal preferences to offer targeted products and services (Hodgson & Waldmeir, 2018). Furthermore, Ryanair continue planning to rapidly increase its fleet growth in 2018/19 by taking advantage of opportunities created by European legacy carriers restricting (Charnock, 2017).


Competitive Profile Matrix:
The CPM will allow us to identify the areas in which Ryanair are excelling, compared to their main competitors easyJet and Jet2.com. It will also enable a comparison on the total weighted scores for this report and the scores allocated in 2009. However, British Airways has been excluded as a main competitor for the purpose of this strategic formulation as Jet2.com’s business model is more relatable to Ryanair than BA. 

[image: ][image: ]Figure 10 (2009)					Figure 11 (2018)

It is apparent that Ryanair has grown their company in beneficial ways as their score has increased by 0.32 which is a relatively significant change (see figure 11) and has surpassed their competitor easyJet unlike in figure 10. In addition, they are now strategically positioned healthier than their competitors which can be related to their ticket fare competitiveness, fleet and global expansions as they are responding to these better than easyJet and Jet2.com hence the rating of 4. Furthermore, although Ryanair scored 3.08 and easyJet 1.96 it does not mean that they are a percentage better as the numbers reveal the relative strengths of the firm, but the implied precision is an illusion (David, 2007).








Internal analysis of Ryanair: 
The process of performing an internal assessment entails determing an organisations internal strengths and weaknesses in the applicable areas: management, finance/accounting, marketing, research and development (R&D), production/operations and management information systems operations (David, 2007). This assessment can be done using a variety of tools, yet, for the purpose of this report a financial ratio analysis and an IFE will be undertaken. 
Financial Ratio Analysis:
Ratio analysis is a method used to gain insight into a company’s operational efficiency liquidity and profitability by comparing information contained from financial statements (Kenton, 2019). These can then be used against a main competitors’ to see where Ryanair currently stands compared to the figures obtained in the case study. 
[image: ][image: ]Figure 12 (2009)							Figure 13 (2018)









It is evident that Ryanair are now more paramount than their competitor easyJet which the ratio’s in the figures above definitely illustrate. However, the only ratio that easyJet are advantaged over is their asset turnover which is not a huge threat to Ryanair. In addition, the EPS for easyJet used to be 0.52 with Ryanair generating 0.25, now Ryanair generates 1.22 again exceeding easyJet as it is thought a higher EPS indicated more value because investors are more inclined to pay for a firm with higher profits (Kenton, 2019).
Internal Factor Evaluation (IFE): 
This method is similar to an EFE except its internal; the IFE evaluates the major strengths and weaknesses in certain areas of a business. Additionally, this approach is based on intuitive judgements (David, 2007).
Like with the EFE, the highest possible total weighted score an organisation can attain is 4.0 and the lowest of 1.0 with an average of 2.5; this exemplifies whether a firm is weak internally (1.0) or has a strong internal position (4.0) (David, 2007). Ryanair received a scoring of 2.46, which is extremely close to the previous score of 2.45 (see figures 14&15). This indicates an average internal position meaning they are not internally weak or strong which is always healthier than weak. 
[image: ][image: ][image: ]Figure 14 (2009)					Figure 15 (2018)







Both evaluations have demonstrated traffic growth which implies it has been a steady continuous growth since 2009 as Ryanair have gone from carrying 72 million passengers in 2011 to over 130 million in 2018 despite grounding winter aircrafts. However, it is apparent an internal weakness of Ryanair since 2009 is building their public image and it has since been stated that there are no further efforts to either (WW News, 2017). Furthermore, both also concluded that Ryanair had poor employee morale, but efforts have been made since by concluding 5-year deal plans with majority of cabin crew and pilots (Bonderman, 2018).
In addition, an improvement for Ryanair would be that their EPS (Earnings Per Share) has majorly increased from 25 cents per share to £1.22 (€1.42). As previously mentioned, this excels their competitor easyJet who were receiving 52 cents per share in 2009 and only increased to 91 pence, which works out as 31p less per share than Ryanair (see figures 12&13).



Strategy Formulation (Stage 2)

SWOT Matrix:
This is considered an important matching tool that aids managers in developing four types of strategies from the IFE and EFE: SO (strengths-opportunities); which uses internal strengths to take advantage of external opportunities, WO (weaknesses-opportunities); improves internal weaknesses using external opportunities, ST (strengths-threats); uses strengths to avoid or reduce the impact of threats and WT (weaknesses-threats); defensive tactics used to reduce internal weaknesses and avoid external threats as illustrated in both of the figures below: 
[image: ][image: ][image: ]Figure 16 (2009)					Figure 17 (2018)






Space Matrix
The SPACE matrix can be identified as an aid in strategic decision making by using two internal dimensions – FS[footnoteRef:1] and CA[footnoteRef:2], and two external dimensions – IS[footnoteRef:3] and ES[footnoteRef:4] to determine the future strategic position of a firm in a certain industry. Positioning can be classified as: aggressive, competitive, conservative or defensive (Rodder & Louw, 1998). [1:  Financial Strength]  [2:  Competitive Advantage]  [3:  Industry Strength]  [4:  Environmental Stability] 

Figure 18 (2009)					Figure 19 (2018)
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[image: ][image: ]Figure 20 (2009)					Figure 21 (2018)

The updated SPACE matrix has fallen into the same category as in the past, the competitive section; which identifies a firm to have satisfactory competitive advantages in a high-growth industry (David, 2011). This is the sector I would have expected Ryanair to be placed as they take advantage of their low-cost model to attain customers compared to legacy airlines which was discussed above. However, Ryanair are not placed far enough along the industry position axis to be identified to have major competitive advantages as shown in figure 22 which is understandable given the difficulties they have recently been experiencing with strikes and customer management issues. The strategies to implement for firms identified under the competitive quadrant entail: backward, forward and horizontal integration, market penetration, market development and product development.
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Figure 22
(David, 2011)


Grand Strategy Matrix 
The Grand Strategy Matrix is known as a popular tool for formulating alternative strategies in the SFF and is based on four quadrants. For example, those positioned in quadrant 1 can be recognised to have a strong competitive position in a rapid growth market. In addition, appropriate strategies are to be considered in sequential order of attractiveness depending on the quadrant the company is located (zkjadoon, 2016).
[image: ][image: ]Figure 23 (2009)						Figure 24 (2018)Possible strategies:
1. Backwards, forwards or horizontal integration
2. Market penetration
3. Market development
4. Product development
5. Diversification (related)


It appears Ryanair are still positioned in Quadrant 1 in figure 24 which is most likely down to their LCC model and should contemplate the following strategies in the given order: 1. market development, 2. market penetration, 3. product development, 4. forward integration, 5. backward integration, 6. horizontal integration and 7. related diversification. The acquisition of LaudaMotion is a prime example of why Ryanair should be placed in Quadrant 1, where they are identified as having a strong competitive position in a rapid market growth. The purchase was made to partner with Niki Lauda to re-launch LaudaMotion as “Austria’s No.1 low fares airline, covering markets from Austria and Germany to sun destinations predominantly, Spain which exemplifies how Ryanair attain their competitive advantages (Bonderman, 2018). 
Matrix Analysis (Stage 3)
The matrix analysis will help to identify possible strategies that could be implemented by Ryanair based on how many times they have appeared in the stage 2 tools:
[image: ][image: ]Figure 25 (2009)					Figure 26 (2018)


The results are relaying the same as in 2009 where possible intensive strategies are to be considered: market penetration, market development and product development. 

[image: ][image: ]Figure 27 (2009) 						Figure 28 (2018)


QSPM Matrix 
The final stage is based on a single technique, the Quantitative Strategic Planning Matrix (QSPM) which uses the input information from stage 1 and evaluates the feasible alternate strategies identified in stage 2 (Torlak & Sanal, 2007).

[image: ][image: ][image: ][image: ][image: ]Figure 29 (2009)					Figure 28 (2018)
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Strategic Plan for the Future 
Strategic objective – a few strategies were formed for market penetration and product development as there was only one sub-strategy for market development. The QSPM matrix in figure 28 proposes the most attractive intensive strategy for Ryanair by a fair amount would be the expansion and diversification of Ancillary Services both online and offline. In addition, this was the second most attractive intensive strategy in the 2009 SFF which implies the aviation industry is at a steady growth at least. 
Limitations of the SFF 
A limitation to the SFF is that it is impossible for any strategist to consider all feasible alternatives because there are an infinite number of possibilities and implementations. Therefore, a practicable set of the most attractive strategies must be formed based of advantages, disadvantages, costs, trade-offs and benefits of these strategies (David, 2011). Another limitation would be the fact that all decisions made are subjective therefore firms cannot guarantee these strategies are what really need to be implemented. 
Conclusion
The strategic formulation framework is evidently a useful guideline when it comes to forming intensive strategies that could be considered to strategically aid Ryanair in the future based on internal and external influences. However, it should only be used as a guideline as previously stated all answers are based on educated assumptions. 
Recommendations for Ryanair 
· Increase overall passenger traffic by a further 10% in 2019 
· Increase profit after tax by a further 10% to 1.595 billion
· Expand and diversify in Ancillary Services
· Offer customer incentives
· [bookmark: _GoBack]Review all job conditions and provide training where appropriate 
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However, it is impossible for any strategist to consider all feasible alternatives because there
are an infinite number of possibilities and implementations. Therefore, a practicable set of
the most attractive strategies must be formed based of advantages, disadvantages, costs,
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FIGURE 6-2

The Strategy-Formulation Analytical Framework

STAGE 1: THE INPUT STAGE.

External Factor Internal Factor
Evaluation (EFE) Profile Evaluation (IFE)
Matrix Matrix (CPM) Matrix
STAGE 2: THE MATCHING STAGE.
Strengths Weaknesses-  Strategic Position and  Boston Consulting ~ Internal-External Grand Strategy
(IE) Matrix Matrix

Orportmies Thrats ~Action auation ‘Group (BCG)
(SWOT) Matrix (SPACE) Matrix Matrix
STAGE 3: THE DECISION STAGE
‘Quantitative Strategic Planning Matrix (QSPM)

Al nine techniques included in the strategy-formulation framework require the inte-
gration of intition and analysis. Autonomous divisions in an organization commonly use
strategy-formulation techniques to develop strategics and objectives. Divisional analyses
provide a basis for idenifying, cvaluating, and sclecting among alternative corporate-level
stratcgics.

ratcgists themsclves, not analytic tools, are always responsible and accountable for

cisions. Lenz emphasized that the shift from a words-orienied (o a numbers.
oricnied planning process can give rise 10 a falsc sense of certainty; it can reduce dialogue
discussion, and argument as a means for exploring understandings, testing assumptions,
and fostering organizational learning, ! Strategists, therefore, must be wary of this possibil
ity and use analytical tools (o facilitate, rather than to diminish, communication. Without
objective information and analysis, personal biases, politics, emotions, personalities, and
halo error (the tendency (o put too much weight on a single factor) unfortunately may play

 dominant role in the strategy-formulation process.
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developments through the following objectives; price promise, punctuality promise, simple bag
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New mission and vision

Mission — “To grow our low fare model, safely, in the best interests of our customers, our people
and our shareholders.” (Bonderman, 2018)
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Relationship of GDP Growth to Air Travel
Amongst the drivers of air traffic demand, economic growth s the primary driver of Gemand, both as targely
explains past performance and it forms the basis of forecast continued growth. Figure 2 shows the correlation

of Gross Domestic Product (GDP) and ai traffic growth, measured in Avaiiable Seat Kilometre (ASKS) flown.
In recent years, air ravel has grown significantly more rapidly than growth in GDP.

Figure 2 - Relationship of Real GDP and Al Travel
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However, there is a fisk of overstating economic activity s a driving force to air traffic growth, especially
during a downtu, as Figure 3 ilustrates belov.. Although the air ransport indusiy is subject to occasional
market shocks, the industry’s demand is resilient. services are often seen as essential, and spending on
discretionary trips for vacations or family events is frequently high priority. Over the past 30 years, the
aviation industry has experienced recessions, oi-price shocks, near pandemics, wars, and security threats,
yet traffc has continued to grow on average at 5 percent annually.
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One of the critical problems has been the rapid consumption of market share by the
low-cost airlines over the past 30 years as they have aggressively focused on cheap fares.

Low cost airlines are relentlessly eating up European market share
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In Europe, this has seen low-cost carriers, such as Ryanair and easylet, tear chunks ot
of the short-haul market.

Just 15 years ago, budget airlines had just over 9 per cent of market share in Europe.
Today they provide more than 4o per cent of all scheduled airline capacity in western
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5.0 strategies:
22 == 1. Additional routes to further increase number of passengers and total overall traffic.
(03, 06, 53,58, 59, 57)
23 2. Expand and diversify Ancillary Services both offline and online. (01, $4, 04)
= 3. Teach aviation/engineering courses through a university that utilizes their assets to
start new business ventures. (52, 51, 02)
24— 4. Start business in primary airports. (01, 03, 05, $3, 57, 58)
. WO stiategies:

1. Start fiying nto primary European airports. (W3, O8, 05)
2. Upgrade web advertising and services that are not as publicly controversial,

= (W3,08)
3. Begin offering round trips at competitive prices. (W7, 08)
27— 4. Offer package deals on ancillary fees to increase attractiveness. (01, 08, 03, W2)
5. Hire corporate travel agents to syndicate traveling process for consumers in
need.(W2, W3, W5, W7, 01, 03, 08)
28 — 6. Incorporate marketing and HR executives to better promote company. (W1, W2,
WS, 03, 04)
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from the IFE and EFE: SO (srangehs-opportuniies); which uses internl trengths o take scvantage of
xtaral opportuniies, WO wesknesses-opporturities);improves internsl wsknessas using externsl
opportunties, ST strengtns-threats); usesstrengths o avoid o reduce the impact of threats and WT

(eaknesses-threats); defensive tactics used o reduc internal wesknesses and avoid external threats.

50 strstegies:

L. Provide adaitonal routesto increase the number of passenger rafic et and icket price
compasitivaness -3, 34,55, 53, 02, 06, 07,010

2. Expand by partnering with airins n destinatons such a5 Afrca and Asi to furthr icrease.
passenger taff, jobs and profis =52, 53, 5, 7,58, 03, 09

3. Expand snd diversity Ancilary Serices both ofine and onine ~ Ryansie “Amazon for travel” —
52,53,55,56,57,01,08

4. Continue implementing customer and smployee care plans ~S3, 56, 57, 510, 04, 05, 03

WO srstegies:

L. Use hadging to sid ith the uncersainty of currency, fuel and of costs - W, WS, W7, 05, 08,

2. Look eticallyfurthe into customer and employes care — W1, W2, W8, W10, 04, 05, 07

3. Hire an external marketing agency to bettr promte the company 3nd improve the brand
image~ W3, WS, W0,01,03,07,05

Like with the EFE,the hghest possibl totl weighted score an organisaton can attain s 4.0 and the ST sustegies

lowestof 10 with an averaga of 2.5 his exemplifes whether 2 frm s wesk ntarnaly (L0) or has 2 L. Expand outids the EU to aved higher costs— 52,53, 89,73, T4, 7
strong nternal positon (4.0] (David, 2007). Ryanai received 3 scoring of 2.46,which i extremely clse.

tothe previous score of 2.5, sgnifying an averaga internal position meaning they ar2 notinterally
ek o strang which s shisys hethierthan wesk.

2. Provide anincentie for UK shraholders sfer 3 no desl Brext 52, 52,57, T1
3. Offer customer incentives (frequent yer mies] =536, T8

WT strstegies:
Both evaluations have demonsirated trafic growth which imlies t has besn 3 steady continuous

‘growth since 2009 a5 Ryanair have gone from carrying 72 million passengers in 2011 to over 130 4. Provide the HR department and czbin crew with the appropriate isining (employee nd

million in 2018 despite grounding winter sircrafts. However, it is apparent an internal weskness of customer management] - W1, W2, W3, WS, T8

Ryanai since 2009 i bulding their public imag and it has sinca been sated that thea are no urther 2. Increase ticket prices by » ew percent to refisve unespected costs— W4, WS, W6, W7, T2, T3,

effors o sither (W News, 2017). Furthermore, both also concluded that Ryanair had poor employes. T

marsle, but efort have been mds since by concuding 5-year deslplans with majoriy of cabin crew 2. Review pilt and cabin crew b condiions ~ W2, W3, WS, W10, T2
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B
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ecaiving 52 centsper share n 2008 and only incraased o S1 pence, Which warks out 35 31p e per

share than Ryanair. -
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Grand rategy Matrix

The Grand Srategy Matixis known 25 3 popular too for formulating alternative strategis in the SFF
ndis based on four quadrants. For example,those positionad n quadrant 1 can be recognised to have.
2 strang compeciive posiion ina rapid growth market.In additon, appropristsstrategies re to be
considerad n sequentil order ofstractiveness depending on the quadrant the company s locatad
(akadoon, 2016).

Rapid Market Growth

Quadrant2 Quadrant 1 Figure 22 2003) Figure 24 (2015)

Weak strong.
Competitve Competitve
Position Position

It appears Ryanair are st posiioned in Quadrant 1 and should consider the fllowing srstagies in the
given order: 1. market cevelopment, 2. market penetration, 3. product developmers, 4. forward
integration, 5. backuard integraion, . hrizontal integration and 7. elsted dversificaton. The
acauisiton of audaMotion i 3 prime example o why Ryanair should be placed in Quadrant 1, where
they are identified a5 having 3 strong competive posiion ina rapid market grouth. The purchase was
mads to prinr with Nik Lauda tore-sunch LaudaMation s “Austris's No.1low fares sirins,
Covering markets from Austria and Germany to sun destinatons predominantly,Spain which
‘exempiiies how Ryansir ataintheir compatiive advantags (Bonderman, 2015).

Quadrant 3 Quadrant4

Slow Market Growth
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Market Penetration:

1. Provide additional routes to Increase the number of passenger traffc, fleet and
ticket price competitiveness 53, 54, 58, 58, 02, 06, 07, 010

2. Expand by partnering with airlines in destinations such as Africa and Asia to further
increase passenger traffic, jobs and profits - 52, 53, 54, 57, 58, 03, 08

3. Expand and diversify Ancillary Services both offline and online — Ryanair “Amazon
for travel” - 52, 53,55, 56, 57, 01, 08

4. Continue implementing customer and employee care plans — 53, 56, 57, 510, 03, 04,
os

5. Offer customer incentives (frequent fiyer miles) -$3, 56, T8

Market Development
1. Expand outside the EU to avoid higher costs -2, 53,59, T3, T4,T7

Product Development:

1. Provide the HR department and cabin crew with the appropriate training.
(employee and customer management) - W1, W2, W3, W9, T8

2. Look ethically further into customer and employee care ~ W1, W2, W8, W10, 04, 05,
o7

3. Rev

pilot and cabin crew job conditions - W2, W3, W9, W10, T3
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2 strong competitive position in a rapid growth market. In addition, appropriate strategies are to be
considered in sequential order of attractiveness depending on the quadrant the company is located
(zkjadoon, 2016).

Figure 23 (2009)

Figure 24 (2018)

It appears Ryanair are still positioned in Quadrant 1 and should consider the following strategies in the.
given order: 1. market development, 2. market penetration, 3. product development, 4. forward
integration, 5. backward integration, 6. horizontal integration and 7. related diversification. The
acquisition of LaudaMotion is @ prime example of why Ryanair should be placed in Quadrant 1, where
they are identified as having 2 strong competitive position in a rapid market growth. The purchase was
made to partner with Niki Lauda to re-launch LaudaMotion as “Austria’s No.1 low fares airline,
covering markets from Austria and Germany to sun destinations predominantly, Spain which
exemplifies how Ryanair attain their competitive advantages (Bonderman, 2018).
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24— = =
= Figure 25 (2009) Figure 26 (2018)
2
% — Market Penetration
=] 1. Additional routes to further increase number of passengers and total overall traffic. (03, 06, 53,
58,59,57)
21 2. Expand and diversify Ancillary Services both offine and online. (01, 54, 04)
3. Start business in primary airports. (01, 03, 05, 53, 57, 58)
28 — 4. Upgrade web advertising and services that are not as publicly controversial. (W1,04)
- 5. Begin offering round trips at competitive prices. (W7, 08)
6. Offer package deals on ancilay fees to increase attractiveness. (01, 08, 03, W2
29 — 7. Incorporate marketing and HR executives to better promote company. (W1, W2, WS, 03, 04] —
| 8. Discover new cabin layouts to seat more customers per flight. (T1, T2, T8, 52, 53, 59)
5. Offerincentive programs (frequent flyer miles etc) (53, 54, 58,73, T9)
30 = 10, Start new ethical, socilly responsible, an positve atttude advertising campaigns. (T4, T8, W,
ot Possiblestrategies
31— Market Development

1. Teach aviation/engineering courses through a university that utilizes their assets to start new business.
ventures. (52, 51, 02)
32 2. Startoffering fights outsice of Europe. (T3, T4,T6, 53,58, 59) The final stage is based on a single technique, the Quantitative Strategic Planning Matrix (QSPM) which
uses the input nformation from stage 1 and evaluates the feasible alternate trategies dentified in

QSPM Matrix (Stage 3)

Product Development

B3 = 1. Convert older planes and start new business in delivering freight & cargo. (73, T6, T8,T9, 51,57) stage 2 (Toriak & sanal, 2007
£ 2. Hire corporate travel agents to syndicate traveling process for consumers in neect (W2, W3, WS, W7, Figure 27 (2009) Figure 28 2018)
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