Independent Project – Element 3

1.0: Project Findings: Overview and Analysis
Aviation has always fascinated me particularly the way it connects people and places across the globe, while being shaped by engineering, technology, geopolitics, and economics. I am especially intrigued by aircraft design and engineering. The variety of aircraft types each optimized for different purposes such as high capacity, speed, or long-distance travel, is remarkable. For example, narrow-body aircraft like the Airbus A320 and Boeing 737 are ideal for short to medium-haul routes, while wide-body planes such as the Airbus A350 and Boeing 777 are typically used for long-haul international flights. What excites me most is how technological advancements continue to shape aircraft design, with growing emphasis on sustainability and fuel efficiency in response to environmental concerns.
On a personal level, with family spread across different parts of the world, I find aviation's role in connecting people especially meaningful. It fosters the exchange of cultures, supports global tourism, drives economic development, and enables humanitarian efforts and international education.
Reflecting on this project, my passion for aviation drove me to examine Ryanair's operational dynamics, which combine meticulous planning, technological innovation, and customer experience strategies. In doing so, I aimed to measure the effectiveness of their current service offerings while considering possible improvements that would allow the airline to enhance customer satisfaction without undermining its low-cost structure. This phase of the project will outline the findings and assess whether I achieved the objectives set out at the start, evaluate the effectiveness of my findings, and identify areas for improvement in both the research process and the content itself.







1.1: Overview & Analysis
The aim of this independent project was to critically evaluate how Ryanair can improve its customer experience while maintaining its cost-effective business model. In particular, the objectives were to: 
· Establish key characteristics of budget airlines and examine the unique challenges and advantages associated with this business model.
· Identify Ryanair’s current standing in customer satisfaction and address common criticisms.
· Compare competitor strategies such as easyJet and Wizz Air to understand how they balance cost management with customer satisfaction.
· Provide cost-effective solutions to improve Ryanair’s customer experience while maintaining its low-cost structure.
Findings
Aviation Economy 
The UK boasts the largest aviation network in Europe and the third largest globally, contributing over £22 billion to the UK economy (Innovate UK, 2025). According to the UK Civil Aviation Authority (2022), aviation statistics for the first quarter of 2022 show that 31.4 million passengers travelled to and from the UK between January and March, with 292,764 flights recorded.
History
Traditionally, airlines primarily served affluent and business travellers. However, as air travel became more popular, deregulation allowed for more flights and reduced fares. This increase in passenger traffic led to a decrease in the prestige of air travel, coinciding with the rise of low-cost carriers (LCCs) that further drove down ticket prices. Today, passengers often pay extra for amenities like additional legroom or a glass of wine in business or first class (Picardo, 2024).
The concept of the "low-cost carrier" originated with Pacific Southwest Airlines and was later popularized by Southwest Airlines. The 1978 Airline Deregulation Act played a pivotal role in Southwest’s rapid growth and profitability, allowing it to expand from a regional airline into a national carrier serving 30 states. Following Southwest's success, other North American airlines such as JetBlue and WestJet adopted the low-cost model in the early 1980s (Maxim, 2012). According to Picardo (2024), Southwest Airlines helped revolutionize mass air travel in the U.S. during the 1970s. The 1978 Airline Deregulation Act accelerated this shift, as it transferred control of air travel from the government to the private sector and led to the dissolution of the Civil Aeronautics Board (CAB) in 1984. 
In Europe, the low-cost carrier model began to take hold in the 1990s. Ryanair, founded in Ireland in 1985, adopted Southwest Airlines' business model and became the first airline to offer affordable flights within Europe. EasyJet followed in the UK in 1995, also leveraging a low-price strategy. These early European low-cost carriers revolutionized the market by implementing efficient operating structures and aggressive pricing strategies (Berkley Economic Review, 2024). 
The expansion of low-cost carriers in Europe is highlighted by the success of EasyJet and Ryanair. By 2024, Ryanair emerged as the world's most valuable airline, with a market capitalization of $31.63 billion, far surpassing Delta Airlines in second place, and Southwest Airlines in third (Berkley Economic Review, 2024). Other airlines, such as Buzz, Go Fly, and Debonair, also attempted to establish themselves in the market but ultimately faded after a few years, often due to financial struggles or acquisitions by larger competitors. Despite these setbacks, the low-cost airline sector in Europe remained vibrant and experienced consistent growth (Aviation Direct, 2024).
What is a low-cost airline?
A low-cost carrier (LCC) is an airline that offers affordable airfares by eliminating non-essential services, such as free in-flight entertainment (IFE) and complimentary meals, to reduce operational costs. The core principle of the low-cost carrier business model is straightforward: operate with minimal expenses and sell tickets at low prices to stimulate demand and achieve high load factors. By maximizing the number of passengers per flight, LCCs reduce unit costs, as fixed expenses are spread across a larger number of seats and travellers. Additionally, an LCC’s fleet size and structure significantly influence its operating costs. To further reduce costs, many low-cost carriers operate a fleet consisting of a single aircraft model. This practice minimizes fuel, maintenance, and staffing costs, as well as capital expenses, particularly when airlines place bulk orders for aircraft at discounted prices. LCCs typically use a fleet of young, homogeneous, medium-sized aircraft, such as the Boeing 737-700/800 or Airbus A320/321, which helps lower overall costs (Al-Habadi, 2023).


Objective 1: Establish Key Characteristics of Budget Airlines and Examine the unique challenges and advantages associated with this business model.
Point-to-point Model
Many large airlines quickly adopted the hub-and-spoke model after deregulation, where a major airport acts as the hub, with other destinations serving as spokes. However, low-cost carriers (LCCs) rejected this approach in favour of the point-to-point model.
The hub-and-spoke system consolidates passengers at the hub, from where they are then flown to smaller destinations (the spokes) on connecting flights. This model helps maximize seat occupancy and lower fares. Additionally, it increases the number of available destinations. However, it comes with drawbacks, including the high operational costs of maintaining such a complex network, longer travel times for passengers due to transfers at the hub, and the risk of cascading delays from hub congestion (Picardo, 2024; Baldanza, 2023)
In contrast, the point-to-point system connects each origin and destination directly with nonstop flights, eliminating the need for a hub stop. This results in significant cost savings, as it removes the expenses associated with developing and maintaining a hub. The point-to-point model also shortens overall travel times and improves aircraft utilization. However, its major limitation is its reduced geographical reach, as direct flights are not feasible for all city pairs (Picardo, 2024; Baldanza, 2023)
Discount Pricing
The efficiency and better fleet utilization of LCCs, combined with their lower operational costs, enable them to offer significant ticket discounts. Airfare pricing has become a major competitive factor for airlines. Consumers now prioritize speed and affordability, often willing to forgo in-flight meals and entertainment to save money (Picardo, 2024; Baldanza, 2023) 
Technology Adoption
The widespread use of ticketless travel and online ticket distribution has been a significant advantage for LCCs. It reduces the need for the complex and expensive ticketing systems used by legacy airlines to manage their intricate pricing models (Picardo, 2024; Baldanza, 2023).
Fleet Uniformity
A key advantage of the point-to-point model is that LCCs can operate a single fleet type. Since demand between major city pairs tends to be more predictable, they do not require a diverse range of aircraft. Traditional carriers often need larger planes for hub-to-hub flights and smaller ones for regional routes. By maintaining fleet uniformity, low-cost carriers reduce training and maintenance costs, leading to further savings (Picardo, 2024; Baldanza, 2023).
According to Majerova and Jirasek (2023), the business models of LCCs are characterized by numerous key attributes, including direct sales, significant outsourcing, high-density seating, high public awareness, and a focus on short-haul travel (Williams, 2001; O’connell and Williams, 2005).  LCCs typically operate on a point-to-point basis, so this system affords certain advantages, such as direct connections between airports, resulting in potential savings and convenience for passengers. However, it also has drawbacks, such as the low frequency of flights on routes, the need for a higher number of airplanes, and the need for a high-density market to operate point-to-point flights.
Majerova and Jirasek (2023), analysed the business models of low-cost airlines (LCCs) to determine which configurations lead to success. It seeks to understand how different combinations of business model components contribute to the performance of LCCs. The study concentrated on the business models of LCCs and their connection to business success. 
 Majerova and Jirasek (2023) conducted a configurational approach by utilizing Qualitative Comparative Analysis (QCA) to examine the interplay of various business model components. This method allows for the assessment of how different combinations of factors lead to successful outcomes in the low-cost airline industry (Majerova and Jirasek, 2023).
The study found that there are two main types of successful business models used by low-cost airlines.
· Pure Low-Cost Model: Characterized by a focus on cost leadership through high productivity, operational efficiency, and on-time performance, with minimal additional services.​
· The second is the Hybrid Model, which keeps costs low but adds more services to improve the overall customer experience.
The research showed that trying to mix and match the best parts of both models doesn't always work well, since some of the features collide with each other. So, in the end, successful low-cost carriers usually stick to one of these two models instead of trying to combine everything. The key takeaway is that airlines need to make clear strategic decisions about their approach, because trying to do it all can backfire (NIH, 2023).

LCC Business Strategies 
The three main budget airlines: Ryanair, EasyJet and Wizz Air, have all been able to expand significantly by pursuing several unique business strategies: 
1. Cost control: These airlines kept expenses low by running their operations efficiently and making the most out of their planes. They often fly to smaller, less busy airports that had cheaper fees, however sometimes they fly out of major airports too.
2. Fleet management: They used the same type of aircraft across their fleet, which helped cut down on maintenance costs and made it easier and cheaper to train their crew.
3. Extra services: They offered very low base ticket prices but made money by charging for extras like baggage, seat selection, and food on board.
4. Fast growth: They expanded quickly by launching new routes and adding more flights to existing ones, which helped them grab a bigger share of the market.
Due to these strategies, the airlines were able to create a large network of routes across Europe and become top players in the low-cost airline industry.
Impact on Network Carriers
The sudden rise of low-cost airlines has put network carriers under immense pressure. Airlines such as Lufthansa and British Airways have had to change their business models to remain competitive. Some of the measures they have taken include:
· Cost reduction: Network carriers reduced their operating costs by justifying their fleets, negotiating with airports and introducing low-wage companies within their own companies.
· Service adjustment: Many airlines that previously included services such as free meals and seat reservations have now stopped or offered as additional services for a fee.
· Product customization: Network airlines often adjusted their in-flight services to be more like those of low-cost carriers so they could stay competitive on price (Aviation Direct, 2024).


Objective 2: Identify Ryanair’s current standing in customer satisfaction and address common criticisms. 
According to Ryanair's corporate website, the airline achieved a record 92% CSAT score in March 2025, with passengers rating highly the friendly crew, onboard experience, and easy booking process (Ryanair Group, 2025). 
A survey reported by Euronews, emphasised from a 4,000-person survey in conducted in May 2024, which measured customer service performance across industries indicated that Ryanair scored below average in all customer service categories, with an overall satisfaction score of +28. Customers commonly complained about long wait times and difficulty contacting customer service. The survey reported that nearly half (49%) of Ryanair customers have experienced problems. Three in 10 of those surveyed reported difficulties and said they experienced prolonged waiting times on the phone. The rest indicated that they experienced very poor response times via email (Euronews, 2025).
In May 2024, Which? conducted an online survey and invited over 1,000 UK travellers to create satisfaction scores from respondents who had contacted an airline in the last 12 months. Eight customer service areas were assessed including how easy it is to find a contact number and how well issues are dealt with (Independent, 2024).
Currently, Ryanair has a Trustpilot rating of 1.5 out of 5 stars, based on over 24,000 reviews. Around 12% of reviews are positive, whilst a staggering 85% of reviews are negative.
Common Positive Feedback:
· Cheap Tickets: A lot of people like Ryanair because the prices are usually way lower than other airlines.
· On-Time Flights: Some customers mention that Ryanair is good at sticking to the schedule, which is a positive for those trying to travel on a budget.
· Destination Discovery: Ryanair flies to many places around Europe for customers to explore, and many see that as a big advantage.
Common Criticisms:
· Additional Charges: A common complaint is the extra fees for picking a seat or bringing a bag, which can make the ticket end up costing more than expected.
· Customer Service Issues: A lot of people say it's hard to get help when something goes wrong, and they’ve had trouble contacting Ryanair’s support team.
· Comfort: Some passengers complain the seats aren’t very comfortable, with not much legroom also.
· Strict Rules: Ryanair is known for being strict about things such as baggage size and check-in times, which has caused problems for some customers (Trustpilot, 2025).



Objective 3: Compare Competitor Strategies such as easyJet and Wizz Air to Understand How they Balance Cost Management with Customer Satisfaction.
EasyJet:
EasyJet is recognisable with its unmistakable orange, a symbol of accessibility and friendliness. Catering to both business and leisure travellers, EasyJet offers flexible fares and connects major business and tourist destinations across Europe. This approach not only meets the needs of various traveller types but also puts EasyJet as a reliable and cost-effective choice (Medium, 2024).
Customer-Centric Approach: easyJet emphasizes enhancing customer experience by offering services like package holidays and operating from primary airports, which are more convenient for travellers. This approach has helped boost customer satisfaction and supported the airline’s financial recovery after the pandemic (Reuters, 2024).
Operational Efficiency: The airline maintains cost efficiency through optimal aircraft utilization and advanced analytics to interpret travel patterns and customer preferences. This approach ensures affordable fares while delivering satisfactory service levels (The Business Model Analysis, 2025).
Wizz Air:
Ultra-Low-Cost Model: Wizz Air focuses on rock-bottom prices and rapid expansion. It operates primarily from secondary airports to minimize costs and offers minimal services to maintain low fares (Medium, 2024).
Wizzair’s livery is pink and purple, so it is hard to miss. This airline focuses on a price-sensitive audience, operating from Central and Eastern Europe to Western Europe and further. WizzAir’s strategy is clear: aggressive expansion and irresistible deals, appealing to travellers seeking budget-friendly adventures (Medium, 2024).


Ryanair:
Once the vibrant blue and yellow colours on the livery is spotted, Ryanair is easily identifiable pretty much straight away. It is known for symbolizing trust, energy, and affordability. Ryanair stands out for its ultra-economical business model, operating a large-scale route network that covers all of Europe and beyond, in all seasons. Ryanair’s strategy is as aggressive as WizzAir’s but with more emphasis on coverage and flight frequency, ensuring that flying with Ryanair is always a good and reliable option to take (Medium, 2024).
To summarise, Easyjet prioritises arriving at and departing out of major airports, which can lead to increased costs but also provides much better accessibility for their passengers. They also invest in customer service and aim to provide a better overall flying experience. Wizzair is known for its rapid growth who offer low airfares to their customers. Wizzair utilizes cheaper secondary airports which can reduce operational fees, and Wizzair’s newer fleet has some advantages in terms of fuel efficiency due to the new Pratt & Whitney engines that are built as part of the Airbus A321neo, that they operate with. Wizzair has wingtip devices that improve lift and reduce drag, and since they operate with Airbus A321neo’s it can carry more passengers on a flight than a normal A321 (Flying Tigers, 2018).
Ryanair's core strategy is to offer low fares and a wide network of routes, making it convenient for travellers to access many destinations. Them too are fuel efficient due to the company purchasing Boeing 737 MAX aircrafts which also has better aerodynamics due to the split-tip winglets (Gridpoint Consulting, 2020).

Objective 4: Provide cost-effective Solutions to Improve Ryanair’s Customer Experience While Maintaining its Low-cost Structure.
Some potential cost-effective solutions are as follows:
· Make bookings clearer: Update the booking system so all extra fees such as baggage or seat selection are shown right away and show a full summary of the total cost before paying.
· Add a 24/7 chatbot: Put a smart chatbot on the app and website to help with common questions, refunds, rebooking, and flight info anytime.
· Self-service: Enhance self-service features like automated rebooking, check-in reminders, and mobile boarding passes.
· Start a rewards program: Create a simple loyalty program where passengers can earn discounts, early check-in, or a free add-on for being a frequent flyer.
· Send real-time alerts: Use text messages and app notifications to keep passengers updated about delays, gate changes, or rebooking options.
Digital Transformation: Ryanair has put money into improving its digital tools, like a more user-friendly app and website, to make booking flights and handling customer needs easier. This not only makes things smoother for passengers but also helps the airline save on operating costs (Ryanair, 2025).
Feedback Integration: Utilizing tools like SurveyMonkey, Ryanair collects extensive customer feedback to identify areas for improvement, allowing for data-driven enhancements without significant expenditure (SurveyMonkey, 2025).


2.0 What I learned throughout the project process
Throughout the project process, I learned much about both the aviation industry and how to manage a research project effectively. I developed my research skills by gathering and analysing information from multiple different sources, and my organizational skills improved along the way as I planned and structured the project. I also gained a deeper understanding of how an airline business functions, including the different business strategies they use to stay competitive. Along the way, I picked up some interesting aviation facts and realized just how important customer service is in shaping the overall travel experience. Overall, the whole project gave me a very good idea on what it takes to run a successful airline.
3.0 Evaluating Success
The project can be considered a success based on how effectively it met its initial aims and objectives by using secondary research. The primary goals were to investigate Ryanair’s customer service strategies, identify key issues affecting customer satisfaction, compare Ryanair’s service approach with competitors such as easyJet and Wizz Air, and explore ways for Ryanair to remain cost-effective. These objectives were achieved through a structured analysis of accessible online sources, including customer reviews, industry reports, and factual data.
A comparative analysis was successfully conducted, evaluating Ryanair’s position against other budget airlines like Wizz Air and easyJet. This was accomplished by reviewing annual reports, customer satisfaction rankings, and third-party assessments, which provided valuable insights into the strengths and weaknesses of each airline’s service model.
Given the reliance on secondary data, the research strategy prioritized the use of reliable and relevant sources. However, one of the main limitations encountered was the scarcity of academic journal articles specifically addressing how Ryanair can improve customer experience while maintaining its low-cost model. As a result, much of the research depended on industry websites, market analyses, and Ryanair’s own reports, which offered limited depth on certain aspects.
Overall, however, the project succeeded in analysing available information and drawing meaningful insights. It demonstrated that, despite certain limitations, secondary research can be a valuable method when approached with structure and critical evaluation.
4.0 Future Adjustments
While the project achieved most of its objectives by just using secondary research, several lessons were learned that can improve the planning and execution of similar projects in the future.
Firstly, incorporating primary research methods, such as surveys or interviews with Ryanair customers, would significantly enhance the depth and originality of future studies. Using only secondary data made it harder to explore more up-to-date and detailed customer opinions.
Secondly, time management was a key lesson during this project. At the beginning, too much time was spent exploring unique topics, which left less time later for a deeper analysis of the project’s title. In future, it would be better to stick to a clear timeline with set goals for research, analysis, and writing to avoid last-minute stress.
The planning of the project was mostly sufficient, with a few bumps in the road along the way – and lots of critical thinking was involved. The timeline that was a part of Element 2 was followed quite well and stuck to the weekly schedule as best as possible, resulting in submitting the PID on time which states last in phase 7. Finally, the presentations. In my opinion I believe that the two presentations could have been a lot better and spoken with a much clearer tone, so in the future if this project was to be undertaken again then the presentation work would be completed with a much longer duration of time, ensuring that it always captures the listeners attention.


5.0 Project Limitations
Since this was a project solely based on secondary research, not enough information and academic sources were available to help underpin the research that was found. Most of the research were from normal websites, with only a few sources accessed from articles and journals. Time management was another constraint in this project, and almost ran out of time in the end, but in future, more time needs to be spent to complete it.
6.0 Conclusion & Recommendations
This project that was undertaken provided an analysis of Ryanair and its business strategies, customer experience levels and its competitiveness between other airlines. The research met its objectives and identified key operational practises throughout the project. 
Objective 1 was to establish key characteristics of budget airlines, and found that if an airline has fleet uniformity, which means to only operate with one singular fleet, then it reduces training for people such as pilots and cabin crew and it maintains costs.
Objective 2 was to identify Ryanair’s current standing in customer satisfaction, and here the research found that Ryanair had a 92% customer satisfaction score in March 2025, but had a score of 1.5 stars out of a maximum of 5 on Trustpilot. Positive feedback was addressed, examples being Ryanair has cheap tickets and usually on-time flights, whereas the negative feedback was that the airline has additional fees and customer service problems are an issue too according to some passengers.
Objective 3 states to compare competitor strategies such as easyJet and Wizzair and understand how all three airlines including Ryanair balance their cost management. Information was found on all comparing the different strategies and finding out which airline is doing the best and is the better airline for customer service.
Objective 4 was to provide cost-effective solutions to improve Ryanair’s customer experience, and the research for this found some solutions to this objective question. Some of these solutions included to make bookings clearer by showing additional fees straight away rather than at the end and to introduce an online chat centre which is operated 24/7, which would help customers who have any questions or enquiries.
Recommendations
This project was very fun overall to undertake and spend time working on, however there are some recommendations to consider if someone was to take over this project in the future. 
Since this project relied on secondary research, it was sometimes challenging to find detailed information, as some websites and articles provided only limited data. For the future, primary research would be conducted more so than secondary research, as with primary research I would be able to have interviews with people maybe on the streets, have interviews with industry leaders and undertake questionnaires which would be more reliable than using secondary data. Primary research answers also might be more directly related to my own research, whereas secondary research would be perhaps more ambiguous. 
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IP element 3 presentation script
This Independent Project explored different ways in how a well-known leading budget airline, Ryanair, could improve their customer experience as an organisation but whilst maintaining its strict cost-effective model. The projects title is “how can a budget airline improve its customer experience whilst still remaining cost effective?”, so this is trying to find out what things Ryanair can do to achieve this target whilst remaining as a cost-effective airline.
This part of the project talks about what was achieved throughout the journey, and what it can achieve in the future. 
Project goals
The goals of this project were to:
· Assess what Ryanair’s current customer experience strategy looks like, by studying how Ryanair delivers customer service. 
· Benchmark against competitors, by comparing Ryanair’s customer service against other budget airlines, such as EasyJet. 
· Identify cost-effective improvement opportunities by exploring ways that could enhance Ryanair’s customer experience without increasing operational costs. 
· Understand the relationship between low-cost models and customer experience, by investigating how budget constraints affect service quality and where improvements can be made without compromising Ryanair’s low-cost model. 
Scope 
The scope means to describe what activities or tasks are a part of the project. In other words, it outlines the specific goals, tasks, deliverables, and limits of the project to ensure everyone involved understands what the project is meant to achieve. 
Since secondary research was used, this entire project focused on finding out what cost-effective strategies Ryanair can implement into their organisation which has the potential to improve the experience for the customers and keeping costs to a minimum. The project analysed things such as existing reports and feedback from customers, and it also drew attention to service enhancements as well that correspond with the airlines low-cost model. 
What the project included: 
Analysis of customer experience factors, such as communication, booking processes, complaint resolution, seating policies, and digital interfaces (e.g., website/app usability).
Secondary research using industry reports, customer reviews (e.g., Tripadvisor), academic literature, and market analyses to gather data.
A finding and analysis of case studies which states different customer experience strategies and compared unique budget airline companies that are different to Ryanair and discovered how they keep their customer experience brand high by keeping the costs low.



Reasons for undertaking it
One of the main reasons for undertaking this rather interesting project title is due to my interest in all things aviation, and I wanted to learn more about how (and if) budget airlines keep their customers happy whilst being so low-cost, and since Ryanair is a very well-known company, especially all across Europe, that is the airline that was chosen to be studied. 
My interest in aviation started back when I was very young, and I have been very passionate about it ever since. My cousin is a pilot which adds on to the excitement of the topic, and when I saw the opportunity to undertake this project I did, whilst learning lots of information and facts about Ryanair and budget airlines in general along the way. 
The choice between a few airlines was in question, but I came to the conclusion and chose Ryanair since it is one of Europe’s biggest leading budget airlines and people know them for their major low costs but also their bumpy landings too.
Project achievements & results
This project explored different ways in which Ryanair can improve their customer experience whilst addressing the project title “how can a budget airline improve its customer experience whilst still remaining cost effective?”. 
Through in-depth secondary research, strategic analysis, and competitor benchmarking, the project achieved the following outcomes:
· Identified feasible and cost-effective strategies for customer experience improvements at Ryanair, by investigating enhancements and better ancillary products such as a seat selection and extra baggage and looked at improving the boarding process which would improve customer satisfaction. 
· Analysed current customer experience trends by reviewing secondary data such as Tripadvisor reviews and airline case studies, and highlighted issues such as hidden fees and strict policies. 
· Compared Ryanair with competitors by evaluating how rival companies manage to keep costs low and customer satisfaction high and identifying ways in which Ryanair could adopt and do the same. 
· Delivered a cost-effective research outcome which aligned with Ryanair’s cost-effective values. This was done by undertaking the project at zero cost, which works well with the low budget but also strengthens the projects thematic consistency. 
· Used a structured methodology which was backed up with credible secondary sources, which ensured findings were of a credible source and were relevant to airline operations. 
· And developed practical recommendations by outlining suggestions that correlate with Ryanair’s low-cost model.




What I have Learnt
Throughout working on this project, lots of new skills were developed and lots of things were learnt.
· Deep understanding of budget airlines – Here I developed and understood how budget airlines such as Ryanair operate efficiently, and how they manage to maintain profitability by offering very little services. 
· Understanding of customer experience improvements were made aware of and learnt that customer experience sometimes doesn’t require high spending and there are always strategic solutions that can make significant changes – such as enhancing digital check-in or by offering more services.
· Competitor benchmarking was used strategically by developing a comparison between Ryanair and other close rival budget airlines.
· I learnt and gained skills from using secondary research, and this was done by using important information from academic journals and customer reviews for example and evaluated the data in the best way possible without the need to go ahead with things such as interviews.
However, there were certain challenges that got in the way that could have been prevented to improve the project. These challenges include:
· Limited access to data – Since this project was secondary research based only, data information was limited and sometimes a challenge to find, which limited how deeply I could evaluate certain areas.
· Online sources such as customer reviews was used since primary research was excluded, and so sometimes the data can be inaccurate or biased.
· And time constraints proved to be a challenge due to the time limitations to complete the project.

What can the project achieve in the future
If Ryanair considered the recommendations included in the project in the future, then it could help improve its customer experience strategies whilst still remaining as a low-cost budget airline and become an even bigger and better budget airline than it is today.
Link
IP Element 3 powerpoint.pptx

2

