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The airline industry is one of the most sophisticated due to competitiveness and obstacles associated with it. There are always price fluctuations for fuel. Moreover, advancements in technology and product innovations have constantly proved exorbitant for airliners. 
Ryanair is a global company that got established in 1985. Through the years, Ryanair has established its position across the world with its primary mission of offering quality service to its customers. Ryanair began 25 employees and currently, the company prides itself on having 8500 employees. Dublin serves as Ryanair's headquarters.
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Political                                                                                                                                  With robust ongoing negotiations that are projected to take place for the next two years, huge uncertainties loom regarding flying as new regulations will be reinforced by the UK government which could translate to less access of UK airlines failing to facilitate restrictions free flights between Britain and EU. Moreover, the fact that Ryanair maintains a large portion of UK bases, a negative Brexit outcome could adversely impact Ryanair.
Economic                                                                                                                                The ongoing crisis in countries in the Middle East region, a potential increase in fuel prices will significantly impact Ryanair’s revenue and profits in the future. Hence, optimal financial management of fuel reserves is becoming significant by day to minimize costs. 
Social-cultural                                                                                                                         The main reason that has led to low-cost airlines dramatically expanding is the increase in the portion of disposable income by the middle class and lifestyle changes that features the generation  who can afford several multiple short trips annually. 
Technological                                                                                                                           The millennials commonly referred to as generation  highly rely on technology as they seek to be connected to their social environment compared to generation (Clow and Baack, 2013).Thus, airlines should seek ways of incorporating digital mediums into their marketing techniques and distribution and the necessity to employ various communication strategies to reach their audience. 
Environmental                                                                                                                           The current concerns regarding the airline industry are that heatwaves are becoming a common phenomenon and enterprises can no longer refer to climate change as a hoax. Hence, the airlines have to find an alternative way to adjust to climate change. Also, despite Ryanair having the most fuel-efficient fleet, there are more concerns with regards to low-cost airlines adding carbon emissions.
Legal                                                                                                                                           Despite the uncertainty surrounding political and economic affairs in Britain, information regarding the aviation legalities governing UK flights in the EU remain unknown. 
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Strengths                                                                                                                              Ryanair has an extensive network as it has the largest short-haul network across Europe with approximately 1500 routes and across 28 nations and more than 150 airports where 57 serve as the bases where Ryanair hosts its aircraft and crew (Haque, 2019). The ancillary services by Ryanair account for more than 20% of the generated revenues incorporating services such as car hire, insurance, hotels, and inflight sales.
Weaknesses                                                                                                                        Ryanair is compelled to use secondary airports to enable the airline to minimize the operational costs and these secondary airports are based outside the primary cities and this excludes many customers from using Ryanair for travel. Ryanair is also associated with offering low frequencies in most of its routes in inconvenient times a move aimed at maintaining the turnaround times and expenses low.
Opportunities                                                                                                                             Ryanair's economic outlook looks impressive bearing in mind that the airline has strived to produce the strongest financial outcomes during tough economic times via a blend of increased rate sensitivity from travelers and capacity cuts other rival airlines (Jobber and Ellis-Chadwick, 2012). Though Ryanair has open negotiations with Boeing to process aircraft order, COMAC which is a Chinese aircraft manufacturer can manufacture 199 seat aircraft that could serve as a substitute to Boeing.
Threats                                                                                                                                      The taxes imposed on air travel affect the operations of Ryanair. Thus due to price elasticity, any small increments in taxes will translate to a decline in demand as such taxes account for a greater percentage of ticker rates in short-haul compared to long-haul (Housden, 2010). Fluctuations in currency and price of fuel is another significant threat (Kotler, Armstrong, Harris and He, 2013). A substantial proportion of Ryanair's expenses compared to revenues are denoted in dollars and this makes Ryanair susceptible to the strengthening of the dollar against the Sterling Pound and the Euro. Moreover, the cost of jet fuel represents 45% of Ryanair’s expenses which compels Ryanair to institute a mandatory duty to systematically hedge its fuel price and currency risks.
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It is a custom for businesses to monitor the activity of their competitors and the use of Porter's five forces motivates them to evaluate the otter elements that can affect the business environment by outlining the five forces that constitute the competitive environment and those that can boost the profitability of the business.
Suppliers' bargaining power                                                                                Traditionally, Boeing has been the primary supplier of planes for Ryanair. However, of late it has been reported that Ryanair has shown interest in acquiring the modern C919 by COMAC which will compete the Boeing 737 and Airbus A320 due to its great capacity to accommodate more seats per plane. It is also reported that the C919 will increase efficiency with regards to the amount of fuel consumption.
Customers' bargaining power                                                                                            Buyers' bargaining power is high because the airline industry is characterized by a lack of customer loyalty. The costs incurred by buyers when switching from one airline to another is zero and the whole process is not complicated.
The threat of substitutes                                                                                                 Ryanair’s threat of substitutes for its products as low as it is argued that there is no substitute product for travel characterized by high speed as the high-speed trains are not fully established in most of the countries where the statutory infrastructure seems to be lacking(Kotler, Armstrong, Harris and He, 2013). The substitute services for the airline sector entail railway, bus, and sea transport. Due to the low-cost strategy by Ryanair, the tickets for such services are far more exorbitant compared to flight tickets by Ryanair.
The threat of new entrants                                                                                                       The threat of new entrants for the airline is low owing to substantial entry barriers for the airline industry which entails massive capital investments, access to channels of distribution, and large economies of scale. With regards to economies of scale, the larger the quantity of a commodity produced, the lower the manufacturing expense will be which is impossible for a new entrant to achieve. Moreover, huge capital investments are needed for instance physical amenities and attracting highly qualified yet talented employees. Regarding the distribution channels, local and international airports may not find open slots to accommodate their operations.
The intensity of competition in the industry                                                                      Several airlines are competing with Ryanair on common routes, for instance, Easyjet and Wizz Air. Additionally, each airline is struggling to minimize expenses by eliminating some on-board passenger amenities and outlay expenses associated with airports, the deregulation of the airline industry has led to easy entry of new entrants in Europe.
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The primary purpose of segmenting is to empower companies to focus their endeavors on pleasing one niche of individuals with identical needs as opposed to attempting to please everybody and likely translating to pleasing nobody (Holve, 2014). The profitability from a particular segment is computed by multiplying the number of individuals in the segment by the premium they can pay for (Kotler, Armstrong, Harris and He, 2013). 
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The marketing mix entails everything that a firm does to influence the demand for its commodities (Jobber and Ellis-Chadwick, 2014). Generally, the marketing mix is a group of controllable tactical marketing instruments that an enterprise employs to develop the desired feedback from its target market.
Product                                                                                                                                Ryanair runs air travel characterized by low cost with no frills across European destinations while providing air-tickets ranked as the lowest in the airline industry (Ahmed, 2015). Apart from the tickets sold by Ryanair, a substantial portion of Ryanair’s revenues originates from the ancillary services such as hotel rentals and onboard food and beverages which come at a price. The tickets by Ryanair are classed as the cheapest tickets in the airline business. Though it is imperative to note that only 70% of the seats per aircraft are offered at the cheapest fare. The remaining 30% is offered at a premium price. Moreover, Ryanair excludes all the services by travel agents saving it the hustle associated with paying agency commissions, thus, Ryanair employs direct marketing in attracting and sustaining customers.
Place                                                                                                                                    Rather than employing the conventional travel agencies, passengers can purchase tickets online and this strategy has been found to save Ryanair fees associated with commission(Kotler, Armstrong, Harris and He, 2013). Also, a large part of Ryanair’s bases is stationed at secondary airports outside the primary cities. Such a strategy enables Ryanair to drive the expenses and turnaround durations of the planes low.
Promotion                                                                                                                           Ryanair’s marketing does not employ the services of advertising agencies, rather it uses its in-house programs.Ryanair employs controversy to market its business. For instance, in 2009, Ryanair reported that the passengers would be charged £1 to use their onboard toilets.
People                                                                                                                                Ryanair pilots constitute the youngest individuals to accord them the lowest priced contract. Ryanair then trains them where such pilots get early promotions after training (Bagdanskas, 2016). Both the pilots and cabin crew not only pay for their training but also have to pay for the cleaning of their uniforms. 
Physical evidence                                                                                                            Aircraft constitute the most expensive asset that an airline can possess. Thus, Ryanair enjoys huge discounts on aircraft because they purchase them when other airlines decline offers to purchase them and a good example is a case after September 11th.
Processes                                                                                                                       Passengers do not offer check-ins and the customers can neither choose their preferred seats. The passenger only has a present passport or ID and the reference code. Hence, seats are issued on a first come first basis and this helps in speeding the process. 
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Airports                                                                                                                            Airports play a vital role in Ryanair’s business and have a great interest in Ryanair since it ferries many passengers to such airports creating huge revenue for them. Ryanair is well acquainted with its ability to fly many passengers to various airports and thus makes negotiations with them to benefits from reduced airport charges. This was successful until the EU drafted legislation crippled airports' powers to avail various deals to different airlines. 
The EU                                                                                                                                   The EU is strategically important for Ryanair as possesses the power that impacts strategic decisions made by Ryanair. This is particularly in the case of a policy that has a direct effect on Ryanair’s operations. Duty-free shopping and statutes barring airports from giving different deals to different airlines portray the power and magnitude of the EU's decision.EU's interest in the company appears to be low and as such the EU doesn’t expect anything from Ryanair.
Employee                                                                                                                           Ryanair should aim at retaining its long term staff and improve its brand as a good employer. However, trade unions have the power to raise the bargaining power of employees and this could entail salary increments and employee welfare. 
Customers                                                                                                                         Ryanair must increase the level of customer satisfaction which positively would increase the volume of passengers (Ricky, 2014). Ryanair operates a business model aimed at minimizing costs as low as possible while offering customers the value for their money. Increasing investment in customer service can have far more reaching benefits.
Competitors                                                                                                                      Building capacity to collaborate future with other competitors in the airline industry can benefit Ryanair (Fahy and Jobber, 2012). It is crucial to note that competitors will only accept such propositions if they are to accrue mutual benefits. Ryanair should reduce investment that may not be useful in such partnerships.
Government                                                                                                                             Having a positive relationship with the government is one way of building trust and rapport with the state (Kotler, Armstrong, Harris and He, 2013). This, in turn, translates to better ease of doing business for Ryanair. Ryanair will be subjected to taxes, tariffs through Ryanair may receive incentives and subsidies from the state or benefit from a good rapport.
Media                                                                                                                                  Ryanair has a duty of a positive relationship with the media as a positive image builds a reputation for the airline which is projected to all stakeholders and this plays a crucial part in benefiting Ryanair. 
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Balanced scoreboard
A balanced scoreboard is a measurement tool employed in strategic management to point and improve several internal operations of an enterprise and its resultant external results. It is employed to measure and offer feedback to companies. Also, organizations adopt the balanced scoreboard to communicate what they are attempting to achieve, to prioritize projects and products, and to evaluate and check progress towards set targets.In monitoring the financial dimension of the enterprise, Ryanair focuses on profit margins, growth of its revenue, cash flows, expenses, and particular targets to provide more routes and frequent flights. Regarding customer element of the business, Ryanair monitors customer satisfaction, seasonal sales.
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[bookmark: _Toc39827979][bookmark: _Toc39868220][bookmark: _Toc39868885]Crafting a communication plan is strategic in focusing the message and reaching the appropriate target audience. A tactical communication tool such as a blog can influence the effectiveness and simplicity of a communication channel. Thus, an appropriate communication tool is vital in raising awareness regarding an issue or a project.
Communication refers to the process of disseminating information. For a group project, it entails highlighting the nature of the task ahead, the contents of the project and how to accomplish such a task. Communication in this context assumes various forms such as a blog post, scheduled group meetings and virtual meetings. 
A blog is a vital element of content marketing that can be disregarded any further. 
Blogging is about value. Sharing more knowledge in a blog with regards to group work means that one is reliable in the eyes of group members. However, neglecting the blog will portray that one has nothing to offer, leading to reluctance from the group to place their trust on me. The blog was developed to present members as thought leaders who would share knowledge with others as well as establish reliability via posting relevant questions and progress to showcase the quality of their knowledge.
The blog was useful in bonding with group members and identified strengths and weaknesses of the group. One of the strengths was the willingness by group members to participate fully most times by commenting, sharing the blog in other social media and contributing ideas on what could be added or amended to make the blog a success. One lesson learned, it is important to listen to what others say and accommodate their ideas in the blog.
The blog was vital in learning about marketing theories such as porters 5 forces. The blog was crucial in imbuing me vital skills such as team player, I learned how to coordinate members of my group to achieve a desired outcome. I also became a problem solver where I was tasked with developing innovative solutions. 



                       
                                                                                                                                                                                                        





































[bookmark: _Toc39874983]Conclusion

In conclusion, Ryanair has the largest share of customers in the low-cost Carriers segment across the world. However, to achieve that has not been easy as Ryanair has several pending lawsuits involving preferential treatment by governments which have led it to have low-cost services. Ryanair has also had issues with its labor standards where it is accused of exploiting its employees. However, such issues have not stopped Ryanair from being successful. Ryanair’s success is due to its marketing strategies, business environment, proper market targeting, and its resources. Such factors have enabled Ryanair to establish cost leadership which translates to cheap tickets. However, the company has to solve legal battles particularly those entailing welfare of its employees if it is to build a good public image.
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