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1.0 Introduction
This report focuses on the reshaping of an organizations strategic direction in order to meet rising customer expectations as well as to ensure sustainable competitive advantage. A thorough strategic analysis of EasyJet will be conducted during the report and recommendations will be put forward for the implementation of innovative strategies for going forward taking into consideration the wider implications on different areas of the organization. 

1.1 [bookmark: _Toc4353629]Definition 
A Strategic analysis is a process that involves researching an organizations business environment within which it operates. A strategic analysis is essential to form strategic planning, and allows an organization to access smooth decision making. 

Lynch, (2012) gives an insight on how to create an effective strategic analysis, and explains that there are 7 steps on how to do this. These include the following:  
· Step 1: Strategic Issues. ... 
· Step 2: Conduct an Environmental Scan. ... 
· Step 3: Conduct a Competitive Analysis. ... 
· Step 4: Identify Opportunities & Threats. ... 
· Step 5: Identify Strengths and Weaknesses. ... 
· Step 6: Define Customer Segments. ... 
· Step 7: Develop Your SWOT.

Harrington, (2011) agrees with this format of creating an effective strategic analysis on an organization, and also goes on to state that the best tools used in order to create are SWOT and PESTLE as it allows all the steps listed above to be researched and commented on. 

[bookmark: _Toc4353630]1.2 EasyJet  
EasyJet is an organization that is known for its low cost airline which is based in London- Luton airport. The airline currently operates frequent services for business and leisure passengers, and serves more than 500 routes between 28 countries.  The airline company was founded by entrepreneur Greek Cypriot Stelios Haji-Ioannou, but it is now a plc listed on the London Stock Exchange and easy Group owns only a small minority stake. Today, it takes the title of being the 4th largest airline in Europe, and the company serves more than 46 million passengers each year, and employees a massive 6000 employees that include 1800 pilots and 3300 cabin crew throughout Europe. (EasyJet, 2019 [1])
[bookmark: _Toc4353631]2.0 Main findings of strategic analysis
Porter, (1986) argues that; should the strategy be one of differentiation or cost leadership? Should the scope be wide or narrow? He argues that organizations can run the risk of trying to satisfy all and end up being stuck which means that the company will give a poor performance. 

EasyJet is perusing cost leadership as their strategy within the aviation industry, and this is mainly because the company’s mission is to be the lowest fare airline in the world. EasyJet is achieving this mission currently by eliminating the unnecessary cost and frills that other Arline offers such as Wi-Fi on board, no free meals on board, and also the use of paperless tickets and operation which gives the company flexibility to work the company from anywhere in the world. (EasyJet, 2019 [1])
The biggest strategy that EasyJet use to keep their costs low is the use of internet to reduce its distribution costs: the company once sold its first seat on the internet in April 1998. Today, 95% of the company’s sales are through the internet platform, which has made EasyJet easily one of the Europe’s biggest retailers in aviation. 

[bookmark: _Toc4353632]2.1 Macro environmental analysis
In order to create a macro environmental analysis on EasyJet and its strategic management, there are many tools that can be used. This section looks at three strategic analysis tools that include, PEST, SWOT and Porters five forces. This will help identify key internal and external issues that EasyJet face and also identify any recommendations that may apply. 

[bookmark: _Toc4353633]2.1.1 PEST analysis 
A PEST analysis is an analysis of the external macro-environmental issues that effects all firms and organizations. P.E.S.T is an acronym, for the political, economic, social, and technological factors. Such external factors usually are beyond the organizations control, and sometimes present themselves more commonly as threats. 
A PEST analysis can ultimately help identify significant changes that can affect the organization in the future. 

Political
Since EasyJet uses the Air Miles scheme, this scheme is not thought as a taxable perf by the government. Due to this, EasyJet are able to compete on more of a parallel ground with the likes of high end, high costly airlines such as BA by keeping their costs down as low as possible, and offering their passengers the same routes as competitive organizations. (Stevenson, 2015)

This also gives EasyJet the opportunity too viable, new markets. Taxes and landing charges which are imposed by the national governments can be very costly, with EasyJet operating in so many countries across Europe and their persistence on creating relationships with local governments, they are enabling themselves to be able to have a reduced tax amount which again helps them offer their passengers a low fare. (EasyJet Annual Report, 2010)  

On the other hand, Wall, (2016) warns about recent BREXIT news, this could become a major issue with the low cost airline firm due to its main passenger numbers coming from the UK. If the UK are to leave with a no-BREXIT deal, there is no certainty that UK citizens will be able to travel in and out of the destinations that EasyJet offer as easily as they are used too. This could cause delays and uncertainty between the organization and its customers, and there for a loss in profit and passenger numbers. 

Economic 
Due to BREXIT, there is very much possibility that the raise in fuel costs, congestion, and other environmental restrictions could apply to EasyJet, as well as the prospect of higher security and insurance costs to reflect on the risk of terrorism etc. 

Buyck & Flottau, (2015) looks at the reality of recession, and passengers not having as much secondary spend on them as a possible concern for EasyJet due to the travel expenses having to rise in connection with other costs within the organization. On the other hand, Beaverstock & Budd, (2013) argues that globalization is at a record high, with many travelers, businesses, and travelers opting to try something new, and visit destinations as a source of relaxation and away from normality.  Due to this, although costs may rise, the reality of people stopping traveling due to it, is very low and should continue to boost traffic in the long term, especially is EasyJet are able to keep their relationship with European and new destinations post BREXIT. 

Socio-cultural 
The thought and idea to the prospect of cheap flights is generally quite friendly, although some people do feel betrayed and angry when seeing flights advertised for £10 actually costs much higher for the particular day or time that they wish to fly on.  This can put EasyJet at risk with the ASA (UK advertising regulations) and it is important that EasyJet make sure that their small print includes all aspects of price inflation dependent on date, day and times. 

Technological 
The main issues that face EasyJet within this section is the extent to which technological advantages- such as the use of internet on distribution and cost synergies from industry consolidation can offset upward pressures on their prices and costs that are then passed on to their passengers. In order to keep up with other competition in the airline field, EasyJet has to keep track of technological advantages within the e-commerce and aircraft manufacturing. (Mishra, 2018)

Although EasyJet have to keep track of technological developments, it is also important that they keep their mission statement of providing low cost fares to its passengers. It is important that they take in weather their customers want things such as WIFI on board a typical short haul flight or not, and that they do not develop their technologies that will be seen as a waste of funds. 

[bookmark: _Toc4353634]2.1.2 SWOT analysis 
A SWOT analysis is then another acronym that stands for the strengths, weaknesses, opportunities and threats that are able to occur internally of the organization. The strengths and weaknesses as seen as internal factors, whereas the opportunities and threats are then treated as external factors. (Doyle, 2011)

Pandya, (2017) explains that it ultimately helps managers think about anything that could potentially effect or disrupt the organization, and that failure to consider the key strengths, weaknesses, opportunities or threats could lead to poor business decisions and poor success rates. 

Strengths 
EasyJet has in many years developed a brand reputation for the cheapest flights in the UK and Europe, especially among young travelers and some business travelers. They have gained this reputation by offering reliable, on-time travel services with valued added extras that include online bookings, and ticketless travel as well as extra luggage allowances. EasyJet have also recently been adding new modern planes to its fleet that ensures safety, reliability and even mission reduction. They have also made sure that their website is easy to use for its customers and they make sure that their focus is on loyalty by offering online sales via email and text to their already existing customers. (Mayer, 2003)

Weaknesses 
Due to the low cost airline company being extremely competitive with a numerous number of brands fighting for the same customer base, it has led to price wars between companies and other strategies that make it difficult for EasyJet to keep up due to concern over costs involved in trying to slash priced further or stay in competition by offering extra frills. (Anon, 2012) Competition is also now at its highest with legacy carriers such as TUI altering their business models and beginning to offer lower prices with frills included for the same routes that EasyJet also offer. Another weakness is the issue of EasyJet being very popular with young adults and not being able to cater to a wider demographic such as older travelers. Due to the party atmosphere EasyJet participates in with its majority of travelers being young, and rowdy, older travelers, or travelers with family do not like this atmosphere and although may pay a little more on their flight, choose to do so due to it being more friendly and quiet. (Chen & Pawlikowski, 2015). A very specific weakness is also the fact that EasyJet only operates one kind of seating plan. This affects them in a way due to them not being able to offer a more comfortable stay for those travelling for business or with family members. If EasyJet were to operate a economy or business class, they could potentially still market to the young but also open its market further to the older generation or those who want to travel in quiet, but still at a lower cost than other airlines such as British Airways. 

Opportunities 
In order to keep up to date with the weaknesses that EasyJet face, the airline could expand its route system further into new regional markets throughout Europe and cater to specific customer segments. An example of this is the fact that EasyJet do not travel into Wales as of yet, and could potentially target a new market if they were to open this up as a new destination route. The organization could also offer packages that include tours which would ultimately attract a specific type of customer who are seeking specific type of travel experiences. This would then allow EasyJet to expand its business further than a flight operator and potentially grow in profits also. The airline could also look at ways to make its overall operating framework more efficient so that it could offer some perks. This would allow it to became more competitive. Recently, the airline has announced that it would be adding more frills, which is a significant opportunity where EasyJet could further differentiate itself. Another opportunity is that EasyJet create a different seating plan to what they currently use in order to give a more pleasurable experience for those who want it, for example business travelers. At the moment EasyJet only operate one seating plan and could potentially market to another target market if they were to provide business class or economy plus to its travelers. 

Threats 
Increased costs on things such as fuel, landing fees, taxes, and airport fees are a major threat to EasyJet and its reputation of keeping its costs as low as possible to its customers. The treat lays with weather the airline is able to compete against the cost inflations without upsetting its passengers by passing the costs onto them. The landing fees could also potentially mean that EasyJet would have to lose certain routes because of financial difficulties which could tarnish their business sustainability. (Stevenson, 2015.) Internal factors are also a threat in terms of labor and employee strikes, demanding more money or benefits, this can also add EasyJet’s cost structure and put more pressure on the airline to potentially raise their costs, especially with the legacy of other airlines becoming greater competitive as they seek to sustain themselves with a focus on service and features. 

[bookmark: _Toc4353635]2.1.3 Porters Five forces
Porters five forces is an analyzing tool that businesses use for analyzing their competition. It draws from industrial organization economics to derive five forces that determine the competition intensity. Due to this it also analyses the attractiveness of an industry in terms of its profitability. The five forces consist of the following:
· Rivalry among existing firms in the market
· Threat of new entrants
· Bargaining power of supplier
· Bargaining power of buyer 
· Threat of substitutes 
(Stonehouse, 2004.)

Makadok, Burton & Barney, (2018) also suggests that It is also useful for helping an organization to adjust their strategy to suit the competitive environment, and to improve the potential profit. 

Rivalry among exciting firms in the market 
The competition among the rivals of EasyJet are quite fierce. The main rivals are Ryanair, BMI Baby, My Travel Lite and Buzz, which are all within the low fare segment in the UK. (Alves & Barbot, 2010.) There are also other potential rivals such as Air Berlin (the big discount airline in Europe), and Air Lingus (currently moving towards the discount model). British Airways and KLM are also seen as competitors but they target different segments to what EasyJet target their market at.  

Looking at the competing and the rivalry amongst EasyJet, Ryanair are currently the only one of the airlines listed above to have succeeded and shown continuous yearly profit while maintaining a low strategy.The main reason to this is because the difference between Ryanair and Easy/jet is that Ryanair use secondary airports which are seen to be far from the cities while EasyJet target leisure and business customers and choose to use secondary airports which are relative very close to the main cities. 

Threat of new entrant 
The airline company is a capital intensive which utilizes enormous range of expensive equipment and facilities. Running an airline is unavoidably expensive and the most basic cost is the price of buying the airplanes themselves. An example of this is, a Boeing 737, a relatively small passenger jet, costs around 450 million or more. Larger jets can approach $300 million. (Boeing, 2019).  

Another expense is the hiring qualified pilots to fly the planes. A Pilot with 10 years’ experience will earn upwards of $100,000 in annual salary. First officers and other crew members make less, but this is an important factor to look at when looking at the treat of new entrants. (Payscale, 2019). 

A newly developed airline company enabling to offer low fares to its passengers like EasyJet is very low, and there for the threat of new entrants is also very low. 

Bargaining power of supplier
Within the airline industry, there are three major suppliers, the aircraft supplier, petrol supplier, and airport parking contractors. 

Due to this, the power of aircraft supplier is quite high because they are few in numbers and rely on the suppliers in order to run., EasyJet have in recent years increased their aircraft numbers from 2 to 169, while 2 are in storage and 57 and in pipeline for delivery within the next 5 years. (CAPA, 2018). The parking suppliers also have a high power rate against EasyJet, and this is mainly because EasyJet pay to park their aircrafts at the airports in which they operate. It is likely that if the parking contractors were to choose to increase the parking charge, EasyJet would have to follow, or lose its customers who would use their service for that particular airport. 

In terms of a fuel shortage, the supplier does have some control in terms of its pricing etc. but there are plenty of petrol suppliers that are available on the market that EasyJet could choose between and compete in terms of pricing. 

Bargaining power of buyer
Most of EasyJet’s customers are attracted mainly by the low fares. Customers can alternately choose to travel with revelry competition Ryanair, but Ryanair uses those secondary airports that are very far out from the main cities while EasyJet use the airports closer to the major cities and attract those business and leisure passengers that EasyJet aim to target. The promotions of EasyJet through websites and on air TV shows also attract customers strongly, and therefore due to this, the bargaining power of buyer is very low. Although EasyJet have their competition, they market themselves in a way which Ryanair cannot compete with. (EasyJet, 2019 [2])

Threat of substitute
The substitutes of travelling include rail and vehicles, which customers see as them having more control over their journey and that they don’t have to travel to an airport and check in 2 hours’ minimum prior to departure. (Jelassi, Enders, & M.Lobez., 2014). But, again these options are much more of a lengthy process for travelers, and can also become a lot costlier in comparison to EasyJet who are offering flights as little as £29 return from London to Paris. (Couasme, & Gurgey,  (2016.) The threat of substitute can be identified as very low. 
[bookmark: _Toc4353636]3.0 Conclusion 
To conclude, this report has used tools in order to analyze EasyJet’s current strategic management strategy through using a number of analyzing tools such as PEST, SWOT and Porters five forces. Each one of these tools have been used to see where EasyJet stand in terms of its stability in the industry, and whether or not the rivalry competitions have any advantage over EasyJet in any way. 

This report has identified that EasyJet’s strategy is mainly on providing their customers with low fares to popular destinations through taking rivalry competition such as Ryanair out of the equation by connecting with city based airports rather than out of city airports. The report has also identified that the EasyJet company is at risk when it comes to BREXIT and the uncertainty of what will happen between its links to Europe and the UK can be looked at as a very daunting process. It is important that EasyJet continue to keep up to date with any information regarding this and do everything they can in order to maintain their relationships with current airports and make sure that even if the current airports decide to charge extra for EasyJet to park their aircrafts, that the costs aren’t passed on to the customers too much. 

EasyJet’s current strategy is working in its favor and the strategy allows them to accomplish their mission and keep passengers happy with low fares to popular city’s within Europe. 
[bookmark: _Toc4353637]4.0 Recommendations
In order for EasyJet to continue to grow and become more successful in the aviation industry but still offering their customers what they have always offered, which is low cost fares, there are a few recommendations in order to do this successfully. 

One recommendation that has been brought to attention is that EasyJet should start flights to Asia and Africa. This will be a good idea for EasyJet because not only does it allow them to grown on an international growth, but it also allows them to create new connections with new destination in case of a hard Brexit where European countries decide to increase landing fees and potentially loose relationships with certain destinations. This will also allow EasyJet to keep up to date with major airlines such as BA because they will be able to target their fares at a new market and keep the rivalry up by offering the same service at a lower cost.  

The second recommendation is that the company should go for diversification rather than investing all of its money into one business, which is currently the aviation industry. If EasyJet were to divaricate their business more it would open new opportunities. An example of how EasyJet could do this is by creating hotels and hostels within the UK and Europe, and even outside of Europe so that they can start to create package holidays but by still keeping the fares low. This would again help with competition companies such as TUI who also have their own chain of hotels, and offer their customers packages that include the accommodation and also the flights. EasyJet could potentially also sign contracts with taxi companies and car rental companies in the destinations that they operate which could also be included in the package deal offered to customers so that it is easy for them to get around and in and out of the airports. By doing this EasyJet will be able to give local people of the destinations they operate in employment and the potential to bring more income into the country. 

If EasyJet carefully consider these options and implement them then there is no doubt the Company will be successful and profitable in future.
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