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Executive Summary
The purpose of this report is to analyse cultural aspects of Ryanair which has operations in several nations throughout Europe. The report analyses political and economic external factors affecting Ryanair, its cultural elements, and the ethical stance and recommends enhancing its culture.

This report was requested by Lecturer Marie Pitson in January 2022, to be submitted via Turtitin by March 2022. 

Ryanair is an airline company offering low-cost air service, regarded as Europe's first airline. The working culture of Ryanair has enabled it to have operations in several nations throughout Europe. The success of Ryanair is influenced by political and economic factors, which influenced it both negatively and positively. According to Slocum and Hellriegel's model (2007), Ryanair's working culture provides a successful and low-fares passenger airline which transformed air travel in making the budget airlines throughout Europe. The typical operation management culture in the organisation ensures speed, quality, dependability, flexibility, and cost-effective culture that contribute to positive organisational development. 

Ryanair pursues a genuine and successful cost-cutting approach that enables the corporation to restructure European airline cost structures and floors, allowing it to continually offer the lowest costs and best value to its customers. Ryanair’s operation has both ethical and unethical behaviours. The organisation's ethical behaviour includes the 'low price, no-frills airline, which operates in an ethically sound manner; Ryanair is dedicated to conducting business ethically and following regulations in the countries where the Ryanair Holdings plc group operates. Unethical behaviour in the organisation includes violation of Labour Law, sourcing revenue from outside, and undermining the customers is an unethical issue in the organisation. To address this issue, the organisation is recommended to enhance a sustainability culture, improve communication, integrate departments, and enhance incentives.
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Introduction
Corporate culture has a significant impact on workers' conduct and the overall success of an organisation. It fosters a sense of control, cooperation, service intellectualism, and open communication to an organisation. Standard culture and procedures form the firm's identity through the shared values, assumptions, and beliefs, which significantly impact people and corporate organisations (Anitha, 2016). It aids in providing suitable direction on how to dress, act, or perform tasks at different levels in an organisation (Matkó and Takács, 2017). All cultural variables must be properly evaluated to make a significant organisational decision. The general culture of the company and the frequent management of all things determines the degree of effectiveness. Each corporation adheres to its own set of values and beliefs, which contribute to society's own social and psychological identity (Awadh and Alyahya, 2013).
 
Different organisations have diverse cultures and developments, which are beneficial to the seamless operations in all departments. Multinational corporations have made modifications to their culture based on the organisation, which aids in completing various duties (Awadh and Alyahya, 2013). The culture influences the Corporate social responsibility decisions through attitudes, ethical standards, and beliefs which help an organisation exchange knowledge and build a good relationship with everyone. Employees express their opinions with one another based on the organisation's culture, which aids in the formation of solid bonds (Matkó and Takács, 2017). This research will examine several cultural aspects of Ryanair, which has operations in several nations throughout Europe, which necessitates a thorough examination of the culture before making any organisational decisions. The paper will analyse the external factors affecting Ryanair, its cultural elements, the ethical stance in the organisation and provide a recommendation that would enhance the organisation's culture.


Ryanair Holding PLC organisation
Ryanair has been an airline offering air service since its inception, and it is widely regarded as Europe's first airline. It was established in 1985 by the Ryan family in Dublin, Ireland. When Michael O'Leary, the new CEO, took over, the company became profitable and growing becoming Europe's most popular and low-cost airline (Ryanair.com, 2022). Ryanair is the parent organisation to Malta Air, Lauda, Buzz, and Ryanair DAC and is Europe's biggest airline group (Tran et al., 2015). Ryanair has employed more than 19,000 qualified flight professionals. In May 2015, the corporation employed a flight crew of more than 9,000 aviation professionals (Ryanair.com, 2022).

The Ryanair logo is concise. It shows yellow harp on a blue background. Blue has been chosen as a symbol of credibility, spiritual strength and national unity. However, the harp has been a symbol of Ireland since the 13th century. So, the Ryanair logo features the appearance of a woman in flight with her wings facing up, symbol of freedom, comfort and safety of flight. So, this shows the highest priority on customer safety.

The airline operates around 1,600 flights (Ryanair.com, 2022). Ryanair delivers 154 million customers annually in over 2,400 daily flights from 82 bases, linking about 200 destinations from 40 countries allowing businesses to reduce ticket prices and improve traffic flow per year (Ryanair.Com, 2022). Ryanair is Europe's cleanest and most affordable airline, and passengers flock to fly with them. Compared to the other international carriers in Europe, Ryanair can reduce the emission of carbon dioxide to 50%. Ryanair has constantly been expanding its operations, and in 2006 it was named the "world's most profitable airline," owing to its low-cost service, which draws passengers (Caputo et al., 2018). In 2006, it assisted in the transportation of around 34 million passengers (Ryanair.com, 2022). The organisation's culture is provided through online bookings at low cost, and it travels to a variety of nations daily, giving them a competitive advantage.

External Factors Affecting the Organisation
External factors are regarded to have the most impact on an organisation's decision-making and culture. The macroenvironment elements impact the services industry's competitive edge and overall profitability. Different external factors directly influence Ryanair (Barrett, 2017). The most significant variables impacting the organisation's well-being are political and economic.

Political Factors
Ryanair has operations in different nations exposing it to diverse political environments and systems (Harvey, and Turnbull, 2020). The political situation in various countries changes over time, influencing Ryanair's decisions and culture. Political factors have substantially impacted Ryanair's long-term profitability (Christoffer, 2019). Changes in government and fluctuations in the more significant political situation impact cultural rules and laws. The implementation of laws results in either substantial or minor modifications. Political shifts influence customer purchasing decisions linked to profit margins. The region has had a tranquil political climate, which has been beneficial to business and allowed it to continue operations (Christoffer, 2019). Tourism has been promoted politically by European nations' governments. As a result of creating accessible routes and travel schedules, Ryanair's profits have continued to rise. 

The European Union's directives prohibit direct government subsidies for airlines, putting the eurozone pressure on the airline sector. This has pressed the Governments to either decrease or promote costs (Harvey and Turnbull, 2020). Airport security has been beefed up. These modifications may result in Ryanair passing on the expense to customers. Tax regimes in different nations also dictate the pricing in each European nation where the airline operates, thus complicated operations (Christoffer, 2019). Countries worldwide have implemented travel and tourism restrictions on the recommendation of health departments to contain the spread of the virus (Harvey, and Turnbull, 2020). Many countries implemented international travel bans, which served as a significant blow to the airline. 

Economic Factors
Economic factors influence the working culture of Ryanair. Economic changes impact Ryanair's profit margins and production costs (Abatecola, 2013). Ryanair Holdings plc forecasts the growth trajectory using country economic factors such as inflation and growth rate. Air travel has become more affordable as the economy has improved (Maurice, 2020). To overcome these variables, Ryanair has implemented a flexible market response approach in all areas of operation. Ryanair needed to devise a marketing strategy to attract new customers and maintain existing ones (Maurice, 2020). The reduction in taxes and interest rates from different countries during the pandemic provided an economic boost to the airline.

Internationally, the flight industry suffers diminishing profits as air transport has decreased. Also, travellers are purchasing tickets at the last minute, and the price of tickets has dropped. Customers' spending power has been lowered due to the economic slump, with fewer individuals travelling by air (Abatecola, 2013). These financial considerations have had an impact on Ryanair's profits. The company's timetables have had to be adjusted to maximise peak-time travel while minimising waste during low-travel periods (Maurice, 2020). Visitor numbers have decreased significantly as a result of travel constraints. As a result, Ryanair had a 99-percentage drop in passengers between April and June 2020, leading to a net loss of around $217 million (Maurice, 2020). This loss's ramifications made the organisation slash wages by 20%. 
On the end of Social, the changing habit due to COVID-19 regulations affects long-distance and short-distance travel. 
Technologically, the new mobile banking system allows passengers to book tickets in advance and make payments as needed, and Ryanair is doing very well. 
Legally, in the case of Brexit, Ryanair complies fairly with both UK and EU regulations. 
On the Environmental side, Carbon footprint and CO2 emissions may interfere with the operation of the airline, but everything is working smoothly to keep Ryanair environmental friendly by reducing the emission of carbon dioxide to 50%.






Workplace Culture
Ryanair forms several organisational cultures made by higher-level management and followed by all employees. Cultural changes are implemented correctly, resulting in an acceptable corporate culture that aids in producing the most refined product (Abubakar, and Dogoji, 2015). They are continually focused on client demand, which aids in executing various sorts of marketing strategies (Tran et al., 2015). Customer satisfaction at the company is a top focus, and it has helped the company to the highest place in the European market (Abubakar, and Dogoji, 2015). Several services are available to engage the customer appropriately through ethical activities, rules of behaviour, beliefs, and an influential corporate culture which all contribute to good employee collaboration.

Ryanair is Europe's leading low-cost airline that adopted Southwest Airlines' low-cost leadership model (Ivoryresearch.com, 2019). Every organisation service is subjected to a reduced cost strategy while maintaining the most significant level of service delivery (Mack, 2013). the current relationship of the organisation management customers makes it the most contentious airline, which attracts critics from the media.

According to Slocum and Hellriegel's (2007) model, the working culture of Ryanair is to provide a profitable and dominant reduced fare in passenger airlines (Benawa et al., 2021). Working for Ryanair entails paying for everything yourself (Ivoryresearch.com, 2019). The employees must obtain pens, post-it notes, or paperclips in the organisation. Furthermore, employees cannot recharge their phones on the airline's dime or use cover sheets when sending faxes (Griffith and Roberts, 2021). Employees' relationships with the organisation are performance-based (Ivoryresearch.com, 2019). After Ryan and O'Leary's agreement, the performance-based rewards program was expanded and raised to a new level. Employees' compensation is dependent on productivity which is linked to incentives on-board duty-free products sales. 

Ryanair's working culture is critical to both the firm and its stakeholders. As a result, a new short-break phenomenon emerged, making Europe's most profitable carriers (Ivoryresearch.com, 2019). The fundamental advantage of Ryanair's working culture in comparison to other airlines, it supports company growth and provides much more opportunities for progress. The organisation's working culture does not prioritise stakeholders (Ivoryresearch.com, 2019). Workers at Ryanair are seen as a tool for achieving high efficiency, spending long shifts, and taking short holidays (Mack, 2013). Employees find Ryanair's culture, notably its customer support policy, humiliating, resulting in high worker turnover for customer support fields.

The Positive Cultural Elements
Before making any organisational choice, Ryanair company always considers all cultural elements and employee sustainability levels to improve employee performance. The existing critical cultural aspects in the organisation include quality management and the provision of cheap services (Ivoryresearch.com, 2019). 

The typical Operation Management culture in the organisation ensures speed, quality, dependability, flexibility, and cost-effective culture that contribute to positive organisational development (Efthymiou et al., 2021). These managerial performances enable the organisation to compete effectively in a competitive industry. 

Those who joined Ryanair were seen as entering a dream in the organisation's early days (Ivoryresearch.com, 2019). Because everyone had the same vision and the company was tiny, it was simple for the administration to interact and bargain with employees. Nonetheless, the youthful employees were not constrained by union requirements or work criteria. Employees were required to pitch in wherever they could during a crisis; this adaptability was critical to Ryanair's growth. 

People began to join airlines after the 1990s (Efthymiou et al., 2021). The airline's fast expansion made direct communication with employees difficult. The goal of Ryanair's cost-leadership strategy has made it surpass exceed rivals through doing all in its power to build a cost model that enables it to provide its air transport services at the lowest unit cost than competitors. The higher-level management of Ryanair company maintains different mindsets that employees must follow. They ensure that all employees adhere to the strategies and duties that contribute to achieving an organisational goal. Goals are established depending on the working abilities and culture of the employees. 

Managers and leaders design their work practices based on the culture and recommend that everyone follow them (Efthymiou et al., 2021). Employee performance and values are also improved due to the correct culture setting. Organisational culture contributes to developing a distinct corporate identity, which aids in making the best decisions. 

Ryanair pursues a genuine and successful cost-cutting approach (Kesting and Günzel-Jensen, 2015). This enables the corporation to restructure European airline cost structures and floors, continually offering its customers the lowest costs and best value (McCarthy, 2015). Ryanair's long-term profitability has a connection to the efficient application of value-based strategic pricing way based on value propositions (Lawton, 2017). Ryanair switched from a commodity pricing approach to a valuation pricing model to better meet consumers' demands and needs. Moreover, Ryanair's profits are improved by decentralising passengers' air travel components and pricing each component separately (Lawton, 2017). Ryanair's unbundling technique increased the company's per-unit revenue. 

Furthermore, Ryanair implemented efficient and effective pricing fences (McCarthy, 2015). Ryanair increased earnings by erecting invisible barriers between client categories. Ryanair's successful pricing tactics improved its market share and drove better profits in the highly competitive airline industry.

Organisation’s Ethical Stance
Businesses, like people, must make ethical decisions. Companies emphasise ethics in a more morally conscious society (Kuntz, 2013). Many large corporations strive to demonstrate that they are ethically responsible in various areas, including production, suppliers, workers, consumers, competitors, and goods. Ryanair's operation has both ethical and unethical behaviours. 

Ethical Behaviour
The organisation's ethical behaviour includes the 'low cost, no-frills airline, which operates in an ethically sound manner, taking specific moral areas such as consumers, suppliers, competition, and staff into account (Pettinger, 2013). Ryanair is committed to conducting business ethically and following all rules and regulations of the countries in which it operates (Hodges, 2012). 

On the other hand, critics of ethical codes say they are public affairs exercises instead of genuine initiatives to influence behaviour. When deciding where to spend our money, the fact that they are cheap and convenient appears to overshadow many other aspects (Hodges, 2012). Ryanair switched from a product-based pricing approach to a value-based pricing strategy to better meet the demands and needs of its customers. Moreover, Ryanair's revenues are improved by disaggregating passengers' air travel components and pricing each module separately.

Ryanair is dedicated to conducting business ethically and according to laws and regulations for countries where the Ryanair Holdings plc group operates (Ryan and Turner, 2020). Ryanair personnel and representatives examine how their activities affect the organisation's ethics and credibility using the Code of Business Conduct and Ethics principles that underpin its business practices (Pettinger, 2013). Ryanair's Group Chief Executive Officer and management are responsible for compliance with this Code. They must encourage an "open door" policy, making themselves available to anyone who has ethical issues, questions, or complaints. All problems, inquiries, and complaints will be treated seriously and addressed in a timely, discreet, and professional manner. Any significant deviations from this Code will be notified to the Audit Committee of Ryanair. 

Unethical Behaviour
Despite being one of the most lucrative airline businesses globally, Ryanair has earned the moniker "the most loathed airline in the world due to violation of Labour Law (Mason, and Simmons, 2012). In 2014, Ryanair was fined by the European Commission for hiring French staff but using Irish agreements for employment (Begg, 2022). This meant that rather than paying the customary 45 per cent social charge in France, the organisation paid the standard 10.75 per cent in Ireland (Juric et al., 2015). Ryanair attempted to argue that employees worked for an Irish registered office and spent most of their work on planes registered in Ireland. According to the Judge in the case, it was "obvious social dumping" and an issue of unfair practices against the other companies that follow national legislation (Peter et al. 2018).

Sourcing the revenue from outside the plane is an unethical issue facing the airline. Ryanair made about €602 million in earnings in 2014, but 20% of it came from sources other than actual airline tickets (Begg, 2022). This is due to exorbitant charges such as name changes on boarding passes, boarding pass fees, luggage charges per kilo, credit card payments, assigned seat service charges, heavy item fees such as wheelchair, buggies, and percussion instruments, as well as items such as water, food, and scratch cards (Juric et al., 2015). It has been determined that the organisation has been accused of concealing its ancillary fees and of providing customer care services only for a cost (Higgs and Dulewicz, 2016). This demonstrates that the corporation is not acting ethically. Ryanair is simply defrauding the public by charging hidden costs that other airlines do not.

Undermining the customers is an unethical issue in an organisation. The airline customers are being advised that they will not receive reimbursements until the lockdown measures are lifted and are handed vouchers instead of refunds for cancelled flights (Higgs, and Dulewicz, 2016). The company's latest ploy to save pennies everywhere it can has inevitably sparked fury on social media, with some disgruntled customers advocating for a boycott of Ryanair entirely (Juric et al., 2015). 



Conclusion
In conclusion, corporate culture plays a significant role in influencing workers' conduct and the overall success of an organisation. Different organisations have diverse cultures and developments, which are beneficial to the seamless operations in all departments. The working culture of Ryanair has enabled it to have procedures in several nations throughout Europe, making it Europe's most popular and largest low-cost airline. Different political and economic factors influence the success of the organisation. The European region has had a tranquil political climate, which has been beneficial to business and allowed it to continue operations. Tourism has been promoted politically by EU governments. As a result of creating accessible routes and travel schedules, Ryanair's profits have continued to rise.

On the other hand, the implemented international travel bans during the pandemic serve as a blow to the airline. Ryanair forecasts the growth trajectory using economic factors such as growth rate and inflation. Air travel has become more affordable as the economy has improved, making more customers. 

According to Slocum and Hellriegel's (2007) model, Ryanair's working culture provides a successful, low-fares passenger airline, which transformed air travel in making the budget airlines throughout Europe. The typical Operation Management culture in the organisation ensures speed, quality, dependability, flexibility, and cost-effective culture that contribute to positive organisational development. Ryanair pursues a genuine and successful cost-cutting approach that enables the corporation to restructure European airline cost structures and floors, allowing it to continually offer the lowest costs and best value to its customers. Ryanair's operation has both ethical and unethical behaviours. The organisation's ethical behaviour includes the 'low price, no-frills airline, which operates in an ethically sound manner; Ryanair is dedicated to conducting business ethically and in accordance with regulations in the countries where the Ryanair Holdings plc group operate. Unethical behaviour in the organisation includes violation of Labour Law, sourcing revenue from outside, and undermining the customers is an unethical issue in organisation. The organisation needs to enhance a culture of sustainability, improve communication, integrate departments, reassess its values, and enhance incentives to address this issue.


Recommendation
Promoting cultural diversity ensures that good cultural traditions are preserved, making it easy for everyone to follow the organisation up. And due to rising competition, Ryanair must foresee that the organisation’s performance will be rated on efficient culture more than just earnings. 



Video link: https://web.microsoftstream.com/video/b455f0e6-4617-4a7a-ad52-52c80c04db17 
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