


Executive Summary 
This report briefly explains what a business model is and its use to Ryanair when creating value. The main findings will discuss the contemporary issues in e-Business today and how they have changed the business direction of Ryanair. The main issues were identified as the characteristics that can positively or negatively influence a consumer to digitally participate with an e-business. Furthermore, the systems used by Ryanair will be discussed based on the opportunities and challenges within the aviation sector and the existing and emerging models used by Ryanair to create value. In addition, a conclusion will cover the main points highlighted throughout the report, followed by a set of recommendation based on the findings. 
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Introduction

The aim of this report is to assess the emerging opportunities and challenges of E-Business systems within the aviation sector. It will also evaluate the main issues associated with the management of contemporary E-Business systems and how they have impacted the business direction of Ryanair as well as highlighting how these systems are used for gaining a competitive advantage. To conclude, a few recommendations will be provided along with a summary based on the overall findings.
What is E-Business?
IBM defines E-Business as a process of using networking (web) technology to aid businesses in modernising processes, improving productivity and increasing efficiencies. It also enables businesses to easily communicate with customers, partners and vendors, connect back-end data systems and transact commerce in a secure manner” (IBM, 1997) cited by .
A Financial Times article declared “It’s too early for e-business to drop it’s ‘e’” which provides a further discussion of the importance of the ‘e’ in e-business cited by .

Main Findings 


										Figure 1
A business model represents how a company intends to make their profit by identifying the products and/or services the business aim to sell to a specific target market and the expenses anticipated. Furthermore, the primary component of the canvas is thought to be the ‘value proposition’ as it is a description of the goods and/or services the company offers, why they are so desirable and what differentiates them for their competitors . The business model depicted in figure 1 illustrates how Ryanair creates, delivers and captures their values which are aided through various E-Business systems that will be touched upon throughout this report. 

Contemporary Issues in E-business

Digitalisation has transformed the way eCommerce operates, by allowing transactions to be processed across multiple touchpoints giving the industry their billion-dollar value today. Therefore, understanding the individual persona of consumers if fundamental to an e-business’s marketing practice and planning. To do so, character variables have been recognised and are thought to influence a consumer’s experience online as ‘it becomes possible to analyse their future intentions to continue to use digital services and to shop online’ (Wolfinbarger and Gilly 2003) cited by . Furthermore, the antecedents to an online experience have been recognised by Arnold et al., (2005) cited by  and entail an imperative list of 8 concepts that can positively or negatively motivate or influence a consumer to participate in a digital offer:
Information Processing (IP): This concept shapes how a consumer handles the available information and data that will influence their future behaviour; to do so mental processes and senses are used for interpretation of consumer uses.
Perceived usefulness: How well a digital offers fits into a consumer’s daily life for example, online banking. This concept is the basis for how an e-business develops their pathway to consumer benefits. 
Perceived benefits: If a consumer can sense they are going to be rewarded in a positive way by interacting with a digital offer; it is more likely to generate support for an e-business’s brand. 
Perceived ease of use: The easier the website is for a consumer’s use, the more likely they will have a positive experience. 
Skill: It has been recognised that individuals learn through the internet and build their skills over time, thus this concept refers to the consumer’s ability to reach their desired goal using digital technology.  
Trust and risk: These concepts contribute to how a consumer behaves online; as inexperienced users may experience vulnerability. Thus, financial and social risks are two that need to be controlled to develop a trusted, online relationship.
Perceived control: If a consumer is considered ‘skilled’ when it comes to digital technology, then this concept will allow them to function more successfully.
Enjoyment: The result of a positive online experience. 
Ryanair were not always known for embracing the digital technology as during a period in 2012, companies were providing apps for free and using them to provide digital boarding passes, whilst Ryanair charged €3 for their app and stuck to paper copies of board passes. Their website was also considered ‘loud’, complicated to use and too forward with their services, as well as rumours of increasing costs if you did not purchase a flight the first time it was noticed . However, a number of the concepts discussed above are visible in Ryanair’s new programme “Always getting better” which was announced in 2013 as a bid to change their brand image by developing a new website and app, known as ‘MyRyanair’.  
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E-commerce can be described as the purchase and sale of goods/and or services through digital channels such as the internet. It was introduced in the 1960s through Electronic Data Interchange (EDI) on Value-added Networks (VANs) (Riviera, 2017). Organisations who are a part of this industry can now be identified by six primary types: 
1. B2B (Business-to-Business) – transactions made between two businesses
2. B2C (Business-to-Consumer) – businesses offering their goods and/or services to consumers only and an activity within this type of e-commerce includes extensive product research by the consumer to ensure satisfaction
3. C2B (Consumer-to-Business) – when consumers originate the requirements that businesses can fulfil 
4. C2C (Consumer-to-Consumer) – transactions made by consumers to other consumers which can be completed through eBay
5. B2A (Business-to-Administration) – transactions between the government and businesses regarding document and employment details
6. C2A (Consumer-to-Administration) – used by consumers to transmit payments or file tax returns with the government
(Khurana, 2019)
Ryanair operate as a B2B and B2C business as they engage with primarily consumers looking for low-cost flights, but also businesses such as a travel agent and compare the market; who are an online company that provide consumers with a comparison of airline prices.
According to Bocij, et al., (2015) e-business entails multiple activities to enhance communications, improve business processes and provide the means to securely complete business transactions by adopting three approaches:
1. Production processes such as SCM (Supply Chain Management) – comprises of procurement, stock ordering, production control, links with suppliers and payment processing
2. Customer-focused processes such as CRM (Customer Relationship Management) – comprises of marketing, customer support and processing of orders/payments and selling via the web
3. Internal management processes such as ERP (Enterprise Resource Planning) – comprises of training, internal information sharing, employee services and recruitment
As of 2016 when Ryanair launched their ‘My Ryanair’ platform, it was the airline’s push to transformation within the aviation industry by becoming a digital travel company with customer-focused technology and cutting-edge user experience (UX) design by providing passengers with new digitally disruptice services such as the ability to share taxi’s with other consumers (Kennedy, 2016).

The CRM (customer relationship management) system links the ERP system to consumers and implements the whole process in which relationships with consumers are formed and maintained. They are designed to integrate the variety of information systems which comprise of consumer information such as consumer details and preference databases, with the aim to acquire customers and increase their involvement with the organisation (Bocij, et al., 2015). According to Jacobs the CMO of Ryanair, 40% of Ryanair customers are repeat purchasers and the company is busy developing their CRM platform which works to improve their rate of retention, cited by Moth (2014). After suffering two profit warnings in 2013, something needed to change so Michael O’Leary, CEO of Ryanair used CRM to turn on their ‘charm’, which evidently worked as their earnings increased 66% compared to the previous year (Mitchell, 2015)
ERP is an application used by all organisations to manage information about organisational resources, for instance; products, raw materials, staff, and customers as part of delivery of a product or service (Chaffey, 2015). Ryanair use this system to help when reducing costs for internal information sharing by referring to an iPad and cloud software, rather than consuming the costs of ink and paper for several members of staff.
Every organisation is going to have opportunities and challenges for any activity they participate in, thus this section will discuss the emerging opportunities and challenges within the aviation industry to aid in revenue growth. Opportunities include:
· A constant increase of internet users worldwide to secure flight reservations – CRM can be used by Ryanair to ensure users benefits are going to be attained through the use of that particular website, thus increasing customer base and retention. 
· Biometric technology for check-in and baggage solutions – with the number of suitcases often ending up in the wrong destination, technology such as this can reduce the impact it has on consumer attitudes and improve the efficiency of Ryanair (Hau, 2017). 
· Artificial Intelligence – by embedding a voice assisted software into the MyRyanair app, customer satisfaction can increase.
Whereas challenges can involve:
· Increased competition through globalisation - Ryanair use their low-cost carrier (LCC) model to minimise this challenge as it is known to be surpassing companies using the FSC (full-service carrier) model as previously highlighted when doing the SFF in assignment 1.
· Pilot and cabin crew strikes – by using an online absence management software such as aCloud TeamSeer, Ryanair could avoid this challenge they face within the industry in the future and save themselves an enormous amount (Swanscott, 2017).
· Complexity of infrastructure – continuously systems will require updating otherwise you can ‘fall behind’ with the times and competition. 
[image: https://images.cdn.centreforaviation.com/stories/Airline_Leader/Issue_30/Airline_commerce/6.png]According to CAPA (2015) Ryanair are considered as a transitional e-commerce carrier as they receive a DAS[footnoteRef:1] between 100-119 (see figure 1). This suggests that they have a solid and experienced take on e-commerce, with their adoption and use being above average competitively and constantly expanding. This is evidently through the use of their LCC model and the e-business systems they adopt, primarily CRM systems such as their ‘Always Getting Better’ programme. However, they do have a challenge discussed above that they could work on with ERP systems.  [1:  Digital Airline Score] 
Figure 2

(CAPA, 2015)
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[bookmark: _GoBack]This section will highlight the model used by Ryanair to improve their value with customers, and so far throughout the report it is evident they are more CRM focused. According to Competition Commission (2013) there are a variety of business models that can by used by the aviation industry for scheduled air passenger services. The difference between the carriers mainly relate to the operating model they implement such as a point-to-point model and the level of service offered (full service or low-frills or no-frills). 
[image: Value Curve]Ryanair implements the ‘low cost/low-fares’ business model through their strategy of low fares, secondary airports, short-haul routes, low operating costs and point-to-point flights which gives them their value proposition. In addition, a value curve will help illustrate the benefits Ryanair offer over a couple of their competitors British Airways and Emirate as show in figure 2.
							Figure 3	 - (Blue Ocean Strategy , n.d.)
We can see that Ryanair consumers will receive more benefits than both British Airways and Emirates when it comes to low fares, online booking and ancillary services which is evidently the outcome of their ‘low fares, no frills’ model.
Not only this, but Michael O’Leary admitted he made a mistake by not focusing on customer service and marketing sooner as it is thought the combination of low fares and customer service has ‘revolutionised the airline industry’ as profits rise by 43% in 2016 compared to the previous year. 
There are many options to generate income, however referring back to the business model canvas for Ryanair in figure 1, we can see that they generate their income mainly through their LCC model. However, they also generate income by offering additional on-board services such as refreshments, Ryanair products and make-up/perfume. In addition, they use a Global Distribution Service (GDS) to offer extra’s such as car-hire and Ryanair rooms. 
In conclusion, the effective use of CRM will be critical for Ryanair to encourage repeat customers, however they are heavily investing in developing the systems that make it easier to attain and sell to existing customer (McGarrity, 2014). Evidence of this recently is when Ryanair scrapped their paper boarding passes and went digital, this would have definitely increased customer satisfaction as well as the reducing costs.


3.0 [bookmark: _Toc8395054]Conclusion 

To conclude, it is evident through findings that Ryanair’s LCC model has got them to where they are today, by scrapping free food and going from a ‘frills’ model to ‘no-frills’ enabled them to reduce their costs. However, this did also reduce consumer satisfaction which is why CEO Michael O’Leary noticed the importance of development with CRM, resulting in their ‘Always Getting Better’ programme. It is also apparent that Ryanair could shift a bit of their focus now away from CRM and maybe a bit more on ERP to aid in minimising future strikes, which has caused them to lose out on millions of pounds over the last couple of years. SCM does not seem to be much of an issue for Ryanair as they are known for their standardised Boeing 737’s. Therefore, Ryanair’s overall business model seems to be working spectacular within the aviation industry and they should continue to implement it. 

[bookmark: _Toc8395055]4.0 Recommendations

· Continue using CRM to focus on the ‘Always Getting Better’ programme through their ‘MyRyanair’ platform as it is evidently causing an increase in traffic growth; discovered in assignment 1 when the strategic formulation framework was completed.
· Focus on building CRM from low-cost and low-satisfaction to low-cost and higher-satisfaction to further increase growth 
· Start to focus more on ERP systems to eliminate the risks of future strikes 
· Continue with the main objective to be ‘Amazon of travel’ as the ambition is clearly aiding Ryanair’s labs


5.0 Reference List
 
Blue Ocean Strategy , n.d. Value Curves. [Online] 
Available at: https://www.marketingteacher.com/value-curves/
[Accessed 10 May 2019].
Bocij, P., Greasley, A. & Hickie, S., 2015. Business Information Systems; Technology, Development and Management for the E-Business. 5th ed. United Kingdom: Pearson.
CAPA, 2015. Airline e-commerce. [Online] 
Available at: https://centreforaviation.com/analysis/airline-leader/airline-e-commerce-245159
[Accessed 10 May 2019].
Chaffey, D., 2015. Digital Business and E-commerce Management; Strategy, Implementation and Practice. 6th ed. United Kingdom: Pearson.
Chaffey, D. & Ellis-Chadwick, F., 2016. Digital Marketing; Strategy, Implementation and Practice. 6th ed. United Kingdom: Pearson.
Competition Commission, 2013. Ryanair Holdings plc and Aer Lingus Group plc: A report on the completed acquisition by Ryanair Holdings plc of a minority shareholding in Aer Lingus Group plc. [Online] 
Available at: https://assets.publishing.service.gov.uk/media/5329ddc8ed915d0e60000189/130828_ryanair_final_report.pdf
[Accessed 10 May 2019].
Hau, P. T., 2017. Emerging Technology In The Airline Industry. [Online] 
Available at: https://www.digitalistmag.com/customer-experience/2017/08/14/emerging-technology-in-airline-industry-05226935
[Accessed 10 May 2019].
Jelassi, T., Enders, A. & Martinez-Lopez, F. J., 2014. Strategies for E-business: Creating value through electronic and mobile commerce: CONCEPTS AND CASES. 3rd ed. United Kingdom: Pearson.
Kennedy, J., 2016. Ryanair reveals strategy to be a digital business with an airline bolted on. [Online] 
Available at: https://www.siliconrepublic.com/enterprise/ryanair-digital-disruption-myryanair
[Accessed 09 May 2019].
Khurana, A., 2019. Understanding the Different Types of e-Commerce Businesses. [Online] 
Available at: https://www.thebalancesmb.com/ecommerce-businesses-understanding-types-1141595
[Accessed 09 May 2019].
Kopp, C., 2019. Business Model. [Online] 
Available at: https://www.investopedia.com/terms/b/businessmodel.asp
[Accessed 30 April 2019].
McGarrity, P., 2014. Ryanair Invest In Digital to Improve Customer Loyalty. [Online] 
Available at: http://digitalmarketingmagazine.co.uk/e-commerce-digital-marketing/ryanair-invest-in-digital-to-improve-customer-loyalty
[Accessed 10 May 2019].
Mitchell, N., 2015. Ryanair (Finally) Discovers The Benefits of Customer Service. [Online] 
Available at: https://www.mycustomer.com/community/blogs/customer-technology/ryanair-finally-discovers-the-benefits-of-customer-service
[Accessed 10 May 2019].
Moth, D., 2014. Ryanair CMO: Digital is key for improving our customer experience. [Online] 
Available at: https://econsultancy.com/ryanair-cmo-digital-is-key-for-improving-our-customer-experience/
[Accessed 09 May 2019].
O'Brien, C., 2016. Ryanair’s digital revolution makes booking easier. [Online] 
Available at: https://www.irishtimes.com/business/technology/ryanair-s-digital-revolution-makes-booking-easier-1.2651925
[Accessed 09 May 2019].
Riviera, A., 2017. What is E-Commerce?. [Online] 
Available at: https://www.businessnewsdaily.com/4872-what-is-e-commerce.html
[Accessed 09 May 2019].
Swanscott, S., 2017. How Ryanair could have avoided its absence management issues. [Online] 
Available at: https://www.theaccessgroup.com/blog/how-ryanair-could-have-avoided-its-absence-management-issues/
[Accessed 10 May 2019].
Vishnoi, L., 2019. 10 Problems That Every E-commerce Faces and Their Solutions 2019. [Online] 
Available at: https://acquire.io/blog/problems-solutions-ecommerce-faces/
[Accessed 08 May 2019].


2

image2.png
AutoSave invas for Ryanair - Saved to this

File Home Insert Design Layout References Mailings Review View Help P Tell me what you want to do & Share 3 Comments
Cx s Otind -
fﬁ 5 Calibr (Body) ~|11 ~| A° A7 Aa~ | Ao 2L 9 | aasboene| asBbeene AaBbCe Aasbcet AQB assbecr & Reploce g
Paste o ¢ A-2-A- g TNormal | TNoSpac.. Heading1 Heading2  Tile subtitle <] | n Dictate.
~ < Format Painter BIU-@&xx[A-£2-4 — P 9 9 I select - N
Gipboard B Font 5 Parsgraph 5 syies 5l atng | voiee ~
The Business Model Canvas for Ryanair
Ty P o | T T T G Reazamsiis (%) | Catonar g
Soclmedn o A g ebsie v
sites - Customer service “:HQ (call centre) L
o party travel agens | (st saiing) -AGB “Alvays Geting | _ Foquent e miles Trsvellrs o Tow
- Fuel suppliers “Maintenance of arplanes Better’ —envitommental, | - Customer service/claims team | budzet fiyers
 Joint ventures/global  Online ticket sales service, digital and  Online checkein - Advertisers (3" parties)
lances " Markeing & Sale (ow e anilary tiatives iy usinss sevie
“Locallaterutiona Prico promise
‘aviation authorities (FAA) | - Ryanair transfers - “My Ryanair’ - Amazon
Eiropean aipors Tl crd (eam) Zortavel
~Cateing food suppies | _Planming (tctics o gaina
 Clening semices. Compeiive advatage) Lo cost operating model
ity = “The lowes cost alne
- Car hire (hertz) Key Resources 5| inEurope™ Channels. r
* Ryanai ooms Pt Sight 2 Tz )
“Websitedevelopers | atendnts ndgomd | - Grenest anine Chirdpary > e
“Divreditcard it loly, compare the k)
companies (VISA) - Fleet of standardised planes - The Ryanair website.
“Webste (randing) B
Ryt e S ipors ol et Fasbock &
S Tt
- Claims team - Ryauai App
 Airports (routes) - dimerts
CoSoneine P =
Tow ied cotps pssenger Advertising on sirrsft (perfunes, aleohol, fture i)
" Low costs (staffing fuelete..) Large volume of low air fares
 Stndardisedarerafs - eShcint clesning and tumaround tzse  Additonalon Sight sevies such s fod and rick
Aircraft mantenance Excess baggase charee (hold lugeese & over-veigk)
“Tmes “Ryansirrooms
Mareting Excess charge on e change
 Customer senicecaios team, “Cartire
 Kaeilary

Pagelof1 293words [

H O Type here to search





image3.png
THE LEVEL OF AIRLINE E-COMMERCE ADVANCEMENT (SPRING 2015)

160
Advanced
E-co Carier
Score: 120 160
140 Transitional E-co Carrier
sme 00 -119
120 Emerging E-co Carrier
. Scnre 80-99
2 100 Constrained
= E-co Carrier
E Score: 40 79
80
60
40 - S
R R e N LN Y A A SR AL
Fate P e Gt WS RS ERECH EAEX WEE Y
AN AN &R ¥ S o {x\x »
S S & W S
R & RS




image4.jpeg
www.marketingteacher.com

© =Ryanair
Value Curve S = Emirates

Example - No Fris v High Velve Aines i _ gy Ainvays

o—

+

Value

o
T k4
(-4 £ E £
3 88 &< 25

Factors of Competition




image1.jpeg
|





