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[bookmark: _Toc198216622]1.0: Executive Summary 

This report reviews the effectiveness of Ryanair’s current strategies to assess whether they are suited for future growth and maintaining competitive strength. Acting in the role of CEO, I have led an internal evaluation focusing on key priorities: adapting to changing market conditions, improving the customer experience, and driving both financial success and sustainable development.
Strategic tools such as SWOT analysis and Porter’s Five Forces were applied to better understand Ryanair’s internal capabilities and the external pressures it faces. The findings show that while Ryanair holds a strong market position as Europe’s top low-cost airline, it is challenged by customer dissatisfaction, labour unrest, environmental pressures, and increased competition.
This report highlights these challenges and outlines the opportunities ahead, particularly in digital transformation and network expansion. It concludes with targeted recommendations designed to strengthen Ryanair’s leadership in the low-cost sector and build resilience for the future.
[bookmark: _Toc198216623]2:0: Introduction 

Ryanair, founded in 1984 by Tony Ryan, Christopher Ryan, and Liam Lonergan, is Europe’s largest low-cost carrier (LCC). By 2024, the airline celebrated its 40th anniversary, operating a fleet of 590 aircraft, including 410 Boeing 737-800NGs and 153 Boeing 737-8200 "Gamechangers." Ryanair flies over 3,500 daily flights, serving 184 million passengers across 235 airports in 37 countries (Peters, 2024; Ryanair, 2024).
Ryanair has played a crucial role in making air travel affordable, revolutionizing the European airline industry. Under CEO Michael O’Leary in the 1990s, Ryanair streamlined its operations by cutting unprofitable routes and bases, negotiating lower airport fees, and introducing charges for services like checked baggage (Pereira, 2025).
In 2024, Ryanair’s revenue grew by 34% to €1.92 billion, with passenger traffic increasing by 9% to 184 million, surpassing pre-COVID numbers. As of April 2025, Ryanair leads its low-cost competitors, with a market capitalization of £18.18 billion, far exceeding easyJet (£3.57 billion) and Wizz Air (£1.47 billion) (Companiesmarketcap, 2025a; 2025b).
[bookmark: _Toc198216624]3:0 Findings

Strategic management involves the continuous analysis of both internal and external environments to ensure the organization remains competitive and adapts to changing market conditions. Strategic management offers key advantages, such as identifying problems early, preparing for environmental and competitive changes, and responding effectively to shifts. It promotes realistic decision-making, seizes opportunities, minimizes negative impacts, and ensures decisions align with organizational goals. It also enhances resource efficiency, improves teamwork, strengthens internal relationships, builds competitive advantage, and fosters a forward-thinking culture among staff and managers Abou-Moghli (2018). This analysis can be effectively conducted using strategic tools such as SWOT and Porter’s Five Forces, which are applied below to assess Ryanair’s current strategic position.
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Porter’s Five Forces is a strategic framework used to assess the competitiveness and profitability of an industry. It helps organizations evaluate their potential for profit by analysing factors that influence pricing and costs. Strong competitive forces typically result in lower profitability. In addition to assessing market attractiveness, the model aids in make-or-buy decisions and negotiation strategies by examining the power dynamics between buyers and suppliers (Porter, 1980). The Five Forces framework identifies five key factors that shape industry competition: (a) rivalry among existing competitors, (b) the threat of new entrants, (c) the bargaining power of suppliers, (d) the bargaining power of buyers, and (e) the threat of substitute products or services (Porter, 1979).

Threat of New Entrants:
Mild 
Ryanair's main threats come from substitute products like trains/busses/ferries. An example of this is euro lines they are offering cheaper rates than Ryan air but aren't as comfortable and take longer to get to the destination. Ferries offer a similar rate as Ryan air but can be time consuming. The threats of these substitutes are weak currently mainly due to reliability and how time consuming they are. However, with global government's continuing to push for cleaner travel methods this could lead to fewer passenger's flying on planes.  Harry Field (2025)  
Bargaining power of suppliers 
High 
In the case of Ryanair, the bargaining power of suppliers is high because the airline relies heavily on just two major aircraft manufacturers: Boeing and Airbus. Switching suppliers would involve significant costs, including pilot and crew retraining (Shaw, 2011). Regarding airports, Ryanair tends to deal with regional airports, which typically have low bargaining power as they often depend heavily on Ryanair for their traffic. In contrast, major airports have stronger bargaining power, which is why Ryanair usually avoids them to maintain its low-cost structure (ibid). Ryanair's customers are highly price-sensitive and can easily switch to other airlines with minimal cost. At the domestic level, customers are well-informed about service costs and frequently seek the best deals, giving them some bargaining power (Uwagwuna, 2011). However, when it comes to international routes, passengers generally have fewer opportunities to negotiate fares.

[bookmark: _Toc198216626]3.2: Swot Analysis 
SWOT Analysis is a method for strategic planning and management in businesses. It is beneficial for developing organisational and competitive strategies. The System Approach defines organisations as wholes that interact with their environments and are made up of numerous subsystems. In this sense, an organisation exists in two environments: one internal and one external. It is critical to examine these ecosystems for strategic management approaches. The process of assessing an organisation and its environment is known as SWOT Analysis Gürel, Merba (2017).  



	Strengths
	Weaknesses

	
· Europe's leading low-cost airline 
· High fleet efficiency 
· Strong European network 

	
· Poor Trustpilot score
· Employee Relations
· Only does low-cost flights
· Environmental Impact


	Opportunities
	Threats

	
· Making new routes available 
· Digital transformation 
· Reduce Emissions
· Post-Covid recovery


	
· Other companies adopting low-cost flights 
· Environmental issues 
· Political issues affecting where passengers can travel to




A major strength of Ryanair is its cost leadership strategy, offering some of the cheapest fares in the market, sometimes starting as low as £14.99 (Hamilton, 2025). Additionally, fleet efficiency has played an important role in Ryanair’s success. The development of Ryanair’s active fleet shows a strong correlation with the company’s fast growth. In the early 2000s, Ryanair operated only 26 aircraft, servicing a limited number of routes. However, by 2019, the airline’s fleet had expanded to over 400 planes, largely due to growing demand, continuous network expansion, and an aggressive aircraft purchasing strategy. Ryanair made a landmark move by ordering 100 Boeing 737 aircraft (with an option for 50 more) shortly after the aviation industry crisis caused by the September 11 attacks (Tran, 2002). According to (2010) Ryanair, achieve operational efficiency through fleet standardization. By operating a single aircraft type, airlines reduce maintenance complexity, streamline training programs, and negotiate better purchasing terms, all contributing to lower operating costs.

Despite these strengths, Ryanair also faces several weaknesses. One major internal challenge is with employee relations. Recurring strikes, disputes with unions, and subsequent layoffs have created operational disruptions and harmed Ryanair’s employer brand (Martin, 2018). Resisting union demands further exacerbated tensions, resulting in job cuts across Ireland and warnings from Ryan air that if the strikes did not end that there would be more layoffs happening. In 2019, the airline issued a 90-day protective notice to over 100 pilots and 200 cabin personnel based at Dublin Airport, citing the impact of recent pilot strikes on Irish bookings and rates O’Brien, O'Halloran (2018).  Additionally, Ryanair suffers from poor customer satisfaction levels, evident in its exceptionally low Trustpilot score of 1.3/5 stars and the fact that 35% of customer reviews express negative opinions (Hoffmann, 2022; Trustpilot, 2025). Complaints regarding hidden fees, unpredictable policies, and customer service issues have undermined Ryanair’s reputation, which could erode its customer loyalty over time (Trustpilot, 2025). 
There are also significant opportunities that Ryanair can utilise to reinforce its market position. Following the COVID-19 pandemic, the airline industry has been undergoing a robust recovery. International tourism flows rose by 34% in 2023, reaching 88% of pre-pandemic levels globally, with Europe achieving 94% of its pre-pandemic levels (UN Tourism, 2024). This surge offers Ryanair a strong platform for growth, especially given its plans to expand into new markets with the launch of seven additional routes from London Stansted in 2025 (Hamilton, 2025). Furthermore, Ryanair’s expansion into underserved regional airports continues to offer significant potential, as price-sensitive travellers seek affordable alternatives to traditional carriers. According Ziedzic and Warnock-Smith (2016) highlight that Ryanair, like many low-cost carriers (LCCs), prioritizes cost, passenger demand, and operational efficiency when selecting airports. While Ryanair has increasingly moved into larger primary airports to capture more business traffic, secondary and regional airports remain central to its network strategy. These airports, offering lower fees and quicker turnaround times, are particularly well-suited to Ryanair’s low-cost operating model.



A threat that Ryanair faces is the possibility of another global pandemic. During the COVID-19 pandemic, Ryanair experienced significant impacts, losing £815 million and suffering an 81% collapse in passenger traffic, from 149 million to just 27.5 million passengers in 2020 (Ryanair, 2021). Furthermore, Ryanair’s environmental impact places it at risk of stricter regulation and reputational damage. In 2023, Ryanair was identified as Europe's top polluting airline, emitting 13.3 million tons of CO₂, directly conflicting with EU climate goals under the Climate Change Act (2008) (Transport & Environment, 2023). This goes against future government plans and policies for the airline industry, which require achieving net zero greenhouse gas emissions by 2050, a legally binding target established under the Climate Change Act of 2008 House of Commons Library. (2023)


[bookmark: _Toc198216627]4.0: Conclusion and Recommendations 

Ryanair has transformed itself from a small regional airline in the 1980s into Europe’s leading low-cost carrier. Its core strengths, fleet efficiency, cost leadership, and an extensive European network, have underpinned its growth, particularly during the post-pandemic recovery. However, Ryanair now faces challenges, as competitive pressures, environmental responsibilities, and customer expectations intensify.
The internal and external analysis shows that while Ryanair’s low-cost model remains effective, long-standing issues such as poor customer satisfaction, strained employee relations, and environmental criticism pose significant threats to its future leadership position. In addition, growing competition from carriers like Wizz Air and EasyJet, require Ryanair to rethink and refine its strategy.

As CEO, I understand that preserving a competitive advantage will need more than just keeping prices low. It will necessitate strategic evolution in customer service, sustainability, and staff involvement. 
Consequently, the following focused recommendations are proposed:
1. Improving customer service
It is extremely important that if Ryanair is to improve Ryanair must improve its negative customer sentiment shown in its low Trustpilot scores.  One of the most common grounds for Ryanair complaints is the additional fees for things that other airlines often offer in the base fare which include expenses for printing boarding passes at the airport, checking bags, and even choosing a seat, all of which cause annoyance and the impression that the final price is considerably greater than anticipated Gatius (2021). One way to improve this is by including clearer pricing polices so everyone who buys a ticket can see exactly how much it will cost. Having staff training for customer complaints are crucial so staff members know what to do when handling an angry customer.

2. Invest in Sustainability
The government has made it clear that achieving net zero emissions by 2050 is a priority, making it essential for Ryanair to align rapidly with these environmental policies. Ryanair must continue investing in greener technologies, such as exploring sustainable aviation fuels (SAFs) and expanding carbon offset programs. Sustainability is an increasing trend within the travel industry, and demonstrating a strong environmental commitment could significantly enhance Ryanair’s brand reputation and attract eco-conscious travellers. According to Moynihan (2024), Wizz Air, one of Ryanair’s main competitors, is currently recognised as the most sustainable airline globally. It is therefore crucial that Ryanair accelerates its sustainability initiatives to avoid falling further behind its rivals.


3. Improve Employee Relations
Reducing the possibility of strikes and industrial action is crucial for operational continuity. Ryanair can build a more collaborative culture with its workers by interacting constructively with unions, providing more transparent communication, and introducing efforts to improve employee satisfaction and retention. 
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