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Introduction 

EasyJet is a British low-cost airline based in Luton, London. It carries more than 96 million people nationally and internationally and its turnover is around 6.3 billion pounds. The color of the brand is orange and its values are innovation, integrity and safety.
The purpose of this assignment is to conduct an accurate analysis of the main marketing strategies of the company, taking into account the main external and external factors that can affect the market, such as globalization, technological innovation and competitiveness. The analysis of PESTE, Porters 5 Forces and the SWOT Analysis will be conducted. Finally, after studying the positioning, target and segmentation, I will analyze the main strategies adopted by the company through the Marketing Mix.

EasyJet Background and Mission

EasyJet was founded in 1995 by the Greek entrepreneur Stelios Haji-Ioannou under the name of easyJet Public Limited Company in Luton (London). Initially, the planned flights were between London to Glasgow and between London and Edinburgh. In 1996 the company bought its first aircraft and extended its routes to Amsterdam. At the end of the nineties, the website is created: easyJet is the first airline to have it but online bookings will only be possible two years later. In 2009 the company won the "Best Low-Cost Airline 2009" award. Stelios' company, easyGroup IP, owns 26% of the company, while the rest of his family only 10% of the earnings. In 2010 Stelios stepped down from the airline's board of directors in protest at the strategies easyJet was adopting at the time. Also in 2010, a process established a minimum return for the entrepreneur on the shares of easyJet.
EasyJet's primary mission is total customer satisfaction at all levels. Other key company values are innovation, integration, simplicity, passion and safety. The company appears every year as one of the best European low-cost airlines. In this period easyJet, like other large or small airlines, is facing an unprecedented crisis due to Covid-19. The effects of the pandemic have had enormous consequences on passenger traffic, on the demand for freight transport, on the airport workforce. and on revenue in general. However, the company expects to recover within three years.
















PESTE Analysis

The analysis shows the challenges that easyJet faces at the political, economic, social, technological, legal and environmental levels:

POLITIC

· Brexit negotiators have abandoned all efforts to establish travel regulators between the UK and Europe.
· The civil aviation authority is not yet able to provide regulations.
· According to the Common Travel Area (CTA), the British and Irish can travel freely.
· Terrorist attacks.
· Passengers still do not purchase tickets in advance due to Brexit and Covid - 19 and the consequent increase in prices and economic uncertainty. However, post-Brexit bookings are on the rise and the company has gotten ready by setting up a new office in Austria.

ECONOMIC

· Exit from the single market and the customs union.
· The post-Brexit agreements will affect the entire British air transport industry.
· The government is seeking to establish beneficial agreements for business services while minimizing discriminatory border barriers.
· Growing uncertainty regarding cross-border visas, exports and supply chains.
· Increased fuel costs.
· Decrease in the monetary value of the pound sterling.
· The number of passengers picked up at airports has dropped dramatically.
· Inflation fell to 1.7% and market growth slows down.
· Due to new European restrictions, airlines risk having to reduce the number of flights and supplies between countries.
· The price of airline tickets has increased which means fewer passengers.

SOCIAL

· Growth in demand for especially short air travel.
· Unions are demanding better wage conditions at airports and airlines.
· Increased demand for greater environmental sustainability and a greener modus operandi.
· Social media are increasingly promoting travel out of town and accommodation in Airbnb.
· The business market remains the longest-lasting and safest one.
· The youth market is rich but unstable.
· The multi-ethnic market is growing strongly.
· Customers don't want to pay a higher price for a service that still can't prove it's worth it.










TECHNOLOGICAL

· New electric aircraft capable of vertical take-off.
· New aircraft design to reduce fuel consumption and redesign the flight experience.
· EasyJet is currently experimenting with the creation of hybrid aircraft.
· EasyJet-sponsored start-ups aspire to create some sort of commercial air taxi.
· Use of sustainable fuel.
· New data-driven approach to increase profit.
· Better match between supply and demand.
· Development of new safety standards.


LEGAL

· Data protection.
· Compensation for delayed or canceled flights.
· New European regulation.
· Duties on British passengers flying out of the UK.

ENVIRONMENTAL

· Regarding climate change, aviation is a major source of greenhouse gas production and easyJet like other airlines is trying to reduce the problem.
· Noise level control.
· Attention of the media and customers on changes that respect the environment.
· Trains can be a viable alternative because they consume less.
· Storms and climate change.















Porters 5 Forces

Rivalry in the sector: HIGH

· Very similar performance management systems (for example Overbooking).
· Fixed costs are high.
· Some competitors have failed during this period due to Covid - 19.
· Market share is balanced and switching costs are low.
· Market growth has slowed a lot but is expected to pick up by 2022.
· The barriers such as the capital required to purchase and maintain the fleet are very high.
· EasyJet dominates the low-cost flight market, however the prices, services and the network of competitors' flights are increasingly similar. The airline must therefore focus on other competitive and sustainable travel, for example by offering unique additional services onboard, expanding flight routes and ensuring better service at every point of contact, making travel easier and more convenient.
· EasyJet's direct competitors are few but large.

Threat of new entrants: LOW

· Huge start-up capital is required to start an airline.
· The market is slowing down, competitors are fierce and social and environmental changes make this market unattractive.
· Customers always prefer to fly with the same airlines they trust.

Threat of substitutes: MEDIUM

· Technological innovations that are easily applicable to potential replacements pose a threat.
· The creation of substitutes is driven by social and environmental demands.
· Existing substitutes such as trains or ships take longer, cause inconvenience and are not cheap.

Power of suppliers: HIGH

· The sole supplier is Airbus.
· Suppliers depend on the companies and also include airport parking contractors.
· Rise in the price of oil.
· Need for suppliers and environmentally friendly materials.
· Suppliers can raise prices or change agreements.
· EasyJet must focus on managing a good supply chain, developing good relationships with suppliers, investing in research and development to find alternatives to fossil fuels.

Power of customers: HIGH

· Customers ask for low prices and evaluate the best offer among competitors.
· Low switching costs.
· Other low-cost means of transport are available such as the car.
· Eco-friendly requests from customers.
· EasyJet's mission is quality of service, but it should seek to expand the range of services it offers.
· Long-term marketing strategies need to be used to build customer loyalty and influence their decision-making.
SWOT Analysis

Strength

· Solid balance sheet, brand awareness and loyalty.
· Environmentally friendly brand.
· Innovative use of data.
· Solid six customer base.

Weaknesses

· Few routes outside Europe.
· It does not attract customers from companies or seniors.
· Differentiation is increasingly difficult with competitors for price and convenience.
· Dependence on partnerships.

Opportunity

· Customers are always looking for the cheapest rates.
· There is a possibility that larger airlines will focus more on long-haul flights.
· The short getaway market is growing strongly.
· Diversification and development of services.

Threats

· A saturated market and fierce competition.
· Suppliers like Airbus have the power of monopoly.
· Political uncertainties, social, cultural and technological changes to which the company must adapt.
· Fuel price.
· Globalization.
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Figure 1 SWOT Analysis Diagram


Segmentation, Targeting and Positioning 

EasyJet, together with its main competitor Ryanair, dominates this market. However, after the liberalization of the air sector, new companies have emerged, increasing competitiveness in the market and decreasing the price of tickets for both tourist and business travel. EasyJet's main customers are those who travel for tourism and belong to the middle class, while the number of upper-class passengers is very low among the company's customers. These middle-class travelers are the main and most profitable market segment for easyJet, as they are very careful about the cheapness of airline tickets. The destinations of these passengers are short or medium-haul and 82% of these flights have Europe as their point of arrival. These customers belong to both genders and cover an age group from 19 to 54 (while people over 55 prefer full-service airlines). The average age of passengers is 40 years. However, for travel within the UK, more young people are choosing the affordability of easyJet. Consequently, the company is trying to attract this age group with targeted marketing campaigns. Leisure travel, unlike business travel, often takes place in small groups, consisting of people who pay for the entire flight out of their own pockets and this is another reason why they choose low-cost airlines such as easyJet.
With the entry of easyJet and Ryanair into the market, travel habits have also changed. In fact, customers now prefer to spend little but take more short trips over the course of a year. This new behavior fully meets the criteria of easyJet, a low-cost airline that flies mainly in Europe.
The number of business travelers choosing to do so with easyJet is slowly increasing over time and the company aims to increase this number as much as possible. Within this category, those who choose easyJet are mainly robotic workers who have to pay for their ticket out of pocket. On the other hand, those who are financed by a company often tend to choose airlines with greater comfort. According to research, these independent travelers are mostly men aged 25 and over and belong to the upper-middle class. For these customers, the main values ​​they seek in an airline are reliability, punctuality and convenience.

In summary, this market can be segmented into four categories: long-haul leisure travelers, long-haul business travelers, short-haul leisure travelers and finally short-haul business travelers. It is clear that easyJet's target is the last two categories.

To understand the positioning of easyJet or the image that the brand wants to give of itself, it is useful to analyze the marketing campaign launched for the twentieth anniversary of the company. The title of the campaign is Generation easyJet and was launched in 2013 across all media channels, direct and indirect. The campaign is aimed directly at the main target of the company, that is, that segment of the ageless population that decides to leave without the need to plan their destination in advance. These travelers are curious, dynamic and resourceful and always ready to go.
For easyJet's second target (a quarter of the total), namely business passengers, an advertising campaign was launched in 2014 featuring the White Rabbit from Alice in Wonderland. For the first time, the company dedicated an entire campaign to this target, with a general view of no longer focusing exclusively on the emphasis on routes, destinations or prices, but on real brand campaigns, which distinguish the company from its competitors. The spot, shot at the Mallorca airport, shows business travelers frantically running in all directions. The White Rabbit, on the other hand, reads the newspaper quietly and then quietly sets off for boarding because traveling with easyJet is sure not to arrive late. The film is therefore focused on punctuality, a key point for those who travel for work and cannot waste time. In addition to punctuality, affordable fares also make easyJet ideal for this target audience.

[image: ]
Figure 2 Easyjet commercial








Marketing Mix Strategies 4Ps

Promotion

Efficiency is the clear value of easyJet's marketing and communication strategy. His promotions initially focused on price and punctuality, in a clear and simple tone. One of the company's first campaigns was an advertisement that combined the experience of buying a pair of jeans for £ 29 with that of buying a plane ticket since the price was the same. The campaign was a success. At that time easyJet mainly used the press, billboards, Internet and radio as channels of dissemination. Today his marketing campaigns focus on Social Media. Instead, in the most recent Generation easyJet and Europe by easyJet campaigns, the marketing team preferred to make massive use of TV commercials to achieve a better communicative effect and build an emotional relationship with viewers. £ 50 million was spent on these two repositioning campaigns. In Europe by easyJet campaign, spread throughout Europe, the customer could participate in the campaign by posting photos of his vacation on his social profile using the hashtag that linked to the campaign. This marketing strategy differed greatly from the previous ones, which were focused on price and in direct competition with Ryanair. Finally, in 2007 a campaign was launched to attract the business market as a new target segment.

Price

The low-price strategy allows easyJet to have a high competitive advantage over other airlines. The economic rates are supported by the low corporate cost, for example, the type of aircraft chosen allows you to save 7% on maintenance, fuel and crew costs.

Product

The strategies on the product are linked to the price, as for a low price the service offered is not qualitatively comparable with other companies. However, easyJet has also been able to take advantage of low customer expectations, in fact its strategy is to keep customer expectations low, but to surprise them, whenever possible, with above-average service. Furthermore, the service offered by easyJet is very simple and instant. The ticket booking procedure from the website or application takes place in a few clicks and payment takes place online. Passengers are advised to arrive at the airport only one hour earlier, while other airlines recommend two hours. Check-in takes place quickly and accurately.

Place

Localization strategies are meant to save costs.
EasyJet has only one national telephone number that the customer can use to request information, make reservations or complaints. The website is an online booking platform and it has become increasingly important to keep it updated as the company's young target increases. EasyJet's site is the third most searched site on the web, generating an average of 370 million visits and 85% of sales (2019). In addition, online reservations ensure great savings compared to telephone reservations. Finally, the easyJet application was launched in 2011 and downloaded by six million people, accounting for 5% of sales. Thanks to its simplicity, the app increases customer loyalty and builds their loyalty.



Conclusions and Recommendations

From the analysis conducted, it can be seen that easyJet customers can be divided into two categories according to their use of the service, their perception of the offer and demographic variables such as age and gender. The two categories are short-haul tourism travelers and short-haul self-employed workers. Given this target, the main marketing strategies are focused on influencing these two groups and retaining them. EasyJet does not want to be seen only as a low-cost airline, but also as a company that offers a punctual and reliable service to both tourists and workers. In my opinion, he should try to improve the idea that customers have of the quality of service, in fact, they often think that a low price corresponds to a low quality. Therefore, it would be effective for the company to create campaigns focused on showing good service at all its levels, from booking, to boarding the plane, to landing.
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