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INTRODUCTION

Wizzair is a Hungarian low costs airline that has been founded in 2003, and started operating in May 2004. Company headquarters is based in Budapest, Hungary. Within its short but successful history, company quickly expanded. Company currently has 27 bases and offers over 500 international routes within the 142 destinations to their customers in the 42 countries. Company currently has 104 operating aircrafts, and in 2018 has ordered additional 273 new aircrafts (CAPA,2018), that will be delivered between 2018 and 2026. This is the largest aircrafts order within the European airline companies, and will create a fleet of the aircrafts of almost 400. 

Current strategy that aim to ‘’reduce costs and keep fares cheap’’ (Wizzair, 2018) allows customers to online check in for the return flights only 48 hours before the departure.
It is connected with company additional fees strategy, that makes additional €10 for the online check in, and €30 for check - in at the airport.  (Wizzair.com).
When offering cheap flights, airline companies try to charge additional fees for the additional services, such as check-ins, online, or at the airport, administrations fees (usually charged during booking flights), seats fees, when you chose a seat/extra room seat fees, fly changes of the person, or flight place/flight dates), additional fees for the bigger, non - standard size or heavier baggage. Wizzair also offers services that improve comfort the passengers, offering them priority boarding, priority check-ins, or security checks, exclusive lounges, or even on time arrival guarantee fee, to charge customers who wants to be sure that they will be on time at the port of destination. Regular customers may sign up for the Wizzair club, that offers various discounts. 
Apart from that Wizzair paired/partnered with Booking.com, global company that offers the service of booking hotels through their website, and is the leading firm having contracts all around the world. (https://en.wikipedia.org/wiki/Booking.com).  
Company offers transfers form and to airports, using their own minibuses or contractors, car hire services in partnership with various car hire companies ‘’working with over 900 companies in 160 countries in the world’’(wizzair.com) Company offers travel insurance, Wizz Air airport parking services. Wizz Air credit cards, working with various banks, dependable on the geographical location of the applicants is firm’s to be involved in the financial services of their customers, who then can pay for the flights using its cards. 
The payment can be made using 20 different worldwide available currencies. 

Customers are allowed to have 10 kg fee free hand baggage, and then dependable on the low/high season – registered baggage for an additional fees, sports equipment, or music instruments. Registered, paid baggage allowances are greater than its competitors, especially Ryanair's. Company does not provide the eservice of travelling with animals, or animal transportation, apart from the guide dogs.   
Organization also target smaller cities, as their flights destinations and tis way claiming fees from the cities that are also promoted this way. 
Company recognizes the value of employees, that creates the company, providing the service the organisation offers to the customers.''Pilots can achieve rapid promotion to captain, and on to training/management pilot roles as a result of the need to fill positions through expansion. Whilst salaries may be lower than some full service carriers in the region, pilots can be promoted considerably more quickly than with traditional carriers. There are opportunities to earn a higher level of pay come much sooner. Additional benefits include the provision of Loss of License Insurance, Health and Accident Insurance, and Life Insurance (offered to all employees). Wizz Air provides the necessary operational training to its flight and cabin crews, but also provides additional transferable skills, such as sales training and customer service training for cabin crews, and people management skills for senior crew members'' (Kaberry, 2007).
Therefore the service is free of the crew strikes, so popular currently within the airline compoanies. 
Wizzair is the organization that is continuously growing. Subsidiary companies are registered in Jersey, Poland, Bosnia and Herzegovina, Moldova, and Luton United Kingdom. Company's subsidiary registered in the UK, let Wizzair to be listed on the London Stock exchange and being constituent of the FTSE250 Index.  



Strategy is in general the process, or of the processes within the organization's activity, focused on best way of using the production potential and resources in order to achieve intended goals. Strategy is concerned with the way the organization manages its competences and resources in order to fulfill its objectives and respond to the changes in the environment. It is the long- term direction of an organization that aim to win over its competitors. (Johnson, et al, 2017).

Strategic fit is used to find the degree level that the internal factors match the external environment. (Grant, 2007). It helps company to find if the company has the actual capabilities and resources to support the opportunities, executing chosen strategy. The resources can be distinguished as tangible and intangible. 
Tangible are: financial (cash, securities), and physical (physical location, plants, machinery). 
Intangible: Human resources, technology (including patents, copyrights, brand and reputation).
There are several tools to analyze the organization'sresources and capabilities. 

One of the strategic tools that can be used to analyze the capabilities and resources is Swot analysis. It is a strategic planning tool that helps to identify summaries the key issues that arise from analyzing an identifying internally related strengths and weaknesses, and environmentally related opportunities and threats. 
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Strenghts: 
· Current fleet consist 104 aircrafts, and the additional 274 new, more efficient aircrafts has been ordered, with the regular delivery of up to 2026. 
· ''Best in class technology aircrafts, maintained by one of the most reputable companies such as Lufthansa Technik'', what enables to get high maintenance service, and therefore limited number of possible faults causing disruptions. (Wizzair.com)
· Company has strong financial performance, and is continuously growing.
· Concerned about its human capital, opened own Pilots Academy with the attractive financial options for the future Wizzair pilots. 
· Thanks to business model that focus on the smaller, less busy airports, high labor productivity and high utilization of the fleet, company achieved low unit costs 
· Low fares offered to the customers allows grow its customer by the average 30% per year. 
· Additional ancillary revenue thanks to additional booking fees, additional baggage fees, selling product during the flights.
· Additional ancillary revenue thanks to cooperation with the partners – car rental firms, hotel booking firms.
· Wizzair is the 5thlargest airline company in Europe, and leading in the targeted market of the Central and Eastern Europe. 
· Additional catering on demand during the flights for the additional cost.
· Total cost per seat is very low, considering to competition. 

Weaknesses:
· Wizzair operates on fewer routes than the main competitors.
· It currently company consist fewer aircrafts than its competitors, therefore cannot operate more routes, and carry more customers.
· The great demand for the company's service is noted in summer and winter months, with the lower in other seasons. 
· As a low-cost airline does not have free of charge on board services. There is a wide choice of products, but all must be paid for.

Opportunities:
· Wizz air's target market is Europe, with the significant presence in Central and Eastern Europe. These countries although presents lower GPD, their development and growth tend to be quicker. 
· Lots of Eastern Europeans fly regularly between the countries they reside due to work related factors, and their host countries. 
· In some countries, such as Romania, or Bulgaria rail infrastructure is underdeveloped and it is quicker and cheaper to travel by the plane (Forbes, 2016).
· Globalization, and market integration caused more workers work abroad in their working week, and coming back home for a weekend. 
· The orders of the new, bigger and more efficient new aircrafts that will offer up to 30% more seats per flights will lower the operating costs per seat.  
· Wizz Discount Club and the opportunity of option to fully allocate seats gives additional ancillary income. 
· Promotions and direct redirections from the Wizzair.com website to the partners during booking causes further ancillary revenue.  
· Further liberalization of the markets between EU and the other countries gives the opportunity to expand to new markets.
· Opportunity to take over competitor’s customers as competitors operations are hit by the crew strikes.


Threats:
· External environment. As the company is an air travel carrier, may be vulnerable to any geographical, or natural hazards, such as earthquakes, storms, volcanic eruptions, climate changes, and others. Although Wizzair, support European routes that are usually free from most of the natural disasters, some exposure may be relevant.
· The new fleet of bigger aircrafts may cause the issue of filing the greater number of seats perflight. 
· Company's main competitor – Ryanair. Started in 1984, currently operating 400 aircrafts, between 37 countries, is targeting same market and the same customers. With its new order of new more efficient and bigger aircrafts may offer cheaper service, but currently hit by the chain of strikes of its crews.
· UK operations may be at risk, as due to current result of the unsolved Brexit negotiations regulating free movement of people, goods, and business tariffs.
· Post Brexit business environment may cause significant changes to the people's travel destinations.


Company has strong resources, confirmed good financial data, and investment in human capital. Continuous growth, low overheads let to offer competitiveprices to its customers. The order of new fleet of the more innovative, comfortable and fuel efficient aircrafts will let company to expand to the new markets and destinations. 
Although company is smaller than main competitors and currently does operate on fewer routes, it continuously expand, and the new fleet will only make this expansion quicker. 
Additional services are paid, but to keep prices low company offers only essential service - transport passengers, and anything extra is paid. 
There are lots of opportunities, as the number of the passengers who travel through the air continuously grows, making possible to order great number of the new aircrafts and open new routes. There is also opportunityto take over customers from competitors, as they are struggling with chains of strikes. 
There are environmental and geographical risks, present for the airline companies, and also current politically – economical factors connected with Brexit.




SOAR Model, apart from the similar options such as described in Swot analysis (strengths and opportunities), analyse aspirations and results, what gives us additional information and more subjective analysis of the company and what it can achieved, without repeating some of the components already analyzed in SWOT. 
Aspirations describe and analyses company values and aspirations, what company care about and what should company focus about in the future:

Aspirations:

· To become an airline of choice in Central and Eastern Europe.
· Continuouslyoffering low costs fares accessible to increasing customer base.
· Offer new economic, eco – efficient aircrafts that thanks to its adaptability will promote passenger's comfort. 
· Adding more destinations and routes to Wizzair's portfolio.
· To triple its fleet over the decade.

Results let us insights how the company is succeeding, and what resources are needed and how it can be supported to achieve further goals. 

Results:

· Rapid expansion of the customers using Wizzair on the average level of 31% per year.
· More routes and countries where Wizzair operate and have their bases.
· Company noted growth in revenue in the first quarter of the 2018 in comparison to the first quarter of 2017, by the 17.9%, and its profits by 14%. The increased number of passengers by 20%. (Wizzair.com)
· Recruitment processes are fair, across many countries of destinations, and there are various benefit packages offered to the new employees, and their relatives. 
· Thanks to its successful and rapid expansion Wizzair was able to order new fleet of aircrafts worth £17.2 billion, that will be regularly delivered up to 2026. 
· Great cooperation with the business partners, such as car rental companies, bookig.com - hotel and travel booking company.  

Wizzair has aspirations to become the ''airline of choice'', offering people what they looking for – cheap, comfortable air transport, to various destination around the Europe, and middle East, together with the additional services such as car rentals, car parks, hotel bookings through its business partners. 
Financial data shows continuous increase in revenue and profit. Intensive investment in the fleet of the airplanes, would make the company even stronger player within the low cost airlines. 
It's main competitor - Ryanair, although offering greater fleet, is struggling to compete with Wizzair in the Central/Est Europe, and even currently hit by the high number of the cancellations due to staffing issues, what is putting Wizzair as the first choice when customers looking for the flights.  


The generic strategies, created by M.Porter, (1985) describe how an organization can pursue the competitive advantage across the markets it operates. 
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Competitive advantage, (Johnson, 2017) or simply the way that the organization compete with its product within the industry, is the strategy that the organization achieve higher profits than the competitors on the market. 
Company in order to create the competitive advantage can pursue one or two options, either to offer lower prices than the competitors, or to differentiate themselves from others offering something unique for the customers less cost - sensitive.
Cost leadership is a business strategy that can establish competitive advantage offering the similar product or service on the market but for the lower cost. 
Differentiation strategy is offering customers something different and more attractive to the customers who want it, and are willing to pay more for what they want to get. 
Cost focus strategy, similarly to Cost leadership strategy is focused on the costs, but targeting customers who are price sensitive, offering them just the basic products or services. 
Differentiation focuses usually offering something extra, often unique to the niche market customers are looking for, and want to pay for. 



Wizzairachieved its competitive advantage through the cost leadership, offering its services for the lower costs than the competitors offeringsimilar services, what let the company to expand quickly, capture more customers, and therefore to gain higher profit.  



Strategy Clock, developed by Bowman and Faulkner in 1996, presents variation of price and the perceived value presented to the customers, and which helps to analyze the competitive position of the company on the market in comparison to the competitors. It expands Porter's three generic strategies (cost leadership, differentiation and focus) into eight, what ''It focuses on prices to the customers, rather than the costs to the organization: prices are more visible than costs.''(Johnson et al, 2014, pp.202).   
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Position 1 means low price and low added value, called ''no frills''. The products or services are not different form the competitors, but keeping price low company creates competitive advantage.  
Position 2 – low price, is often associates with cheap and fast production in large quantities. High volume can generate profit, but is also vulnerable to the price wars, as competitor may offer cheap similar products.
Position 3 – Hybrid. Companies use differentiation, adding some value to its products or services, but still keeping price low.
Position 4 –Organisation is concerned about offering highest possible quality within the average price. This is often associated with well-known brand, for which products customers are willing to pay more.
Position 5 is focused on differentiation, attracting customers who want high quality, often exclusive products for the high price.
Position 6 – Risky high margin. Company offers products or services for the price that does not reflect on its value. This strategy risks losing customers if the realize that can find better quality product or services, or cheaper one offering the same values.
Position 7 Monolpoly pricing is when company offers its goods in the market where there is imperfect competition. Therefore customers have the choice to buy it, or not, and there is not similar substitute. Oligopoly is associated with the small number of competitors, offering slightly different products. 
Postion 8 – Loss of the market share means that goods are offered for too high prices, or present no value to the customers, and the company is losing its market position. This presents risk to the companies and can cause liquidation of the companies that offers single, or few products.

Wizzair compete in the sector of the low - cost flights, called ''no frills'', what means the only essential services are offered. Any additional products or services must be paid additionally. This strategy keeps the overheads low. therefore prices of the fares offered to the customers are also low. Despite the tough competition from its main competitor – Ryanair, Wizzair tries to offer a bit more, in order to attract more customers, through the membership to Wizzclub, offering free additional services, and cheaper flights in offer. Some services offered in partnership with its partners giving an extra options to customize and plan travel easier and more effective. Therefore, together with order of the new fleet of bigger aircrafts and aspiration to offer more comfortable seats,it position company at the points 1 and 3 on our strategy clock. 


Centrality Distinctiveness Map is a toll that links the customer’s perception and the actual performance of the particular brand. It is positioning a brand within the competitive market. (Dawar, 2015).                                                                                    Each of the quadrants consist a strategic implications, considering sales, pricing, risk and profitability.  
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Unconventional brand is the one that offers something unconventional, unique. 
Aspirational is highly individual, but appears to the wider number of customers.
Peripheral is not distinctive and has limited number of customers.
Mainsteram. Brand is not distinctive, but appeal to the wide number of customers. 

Considering above, Wizzair is within the Mainsteram quadrant, on the upper side, being perceived as one of the low fares airlines, offering cheap flights to the wide number of customers, but also aspiring to be the best, offering additional services, such as credit cards, options to book hotel, car, car park, or to ‘secure the flight price for a period of time’. This result in great number of customers and good, strong financial data. (Wizzair.com).  


ANSOFF's MATRIX

Ansoff's Matrix is a strategic planning model that helps to determine organization product and market growth strategy.(Scott, 2015). This model, created by Igor Ansoff, distinguishes 4 growth strategies that organization can follow.

1. Market penetration.
Company grows offering its existing products or services in the existing market. To grow it tries to increase its market share, sell more products to the existing customers, and attracting new customers within the existing market. 

2. Market Development.
Organisation try to expand offering its existing products or services into new markets (geographies, locations, etc.). 

3. Product Development.
Firm is developing new products and services that are offered in the existing market that the company operates.

4. Diversification.
In this strategy company offers new products and services in the new markets. It is the riskiest strategy, as the new and unknown product is offered in the unknown market. 


Market penetration seems to be the main existing Wizzair's strategy, as it is focused on selling more products/services to already established customers. Low prices and the wide portfolio of the destinations is attracting new customers on the existing European market. Wizzair is also trying to expand into the new locations. In 2018, itself company has expanded to Italy and becomes the 2nd largest airline company in Austria. Additional services such as Wizz credits cards, car parks, car rentals, or the option of booking hotels, with the cooperation with its partners, offered in the markets that the company operates, fulfill the product development strategy. 






Wizzairnew management that is focused on the development and growth, clearly follows the Staircases to growth strategy (Baghai, 1996), that distinguish seven elements within this process This strategy identifies the opportunities for expansion and improvements.  

1. Maximizing existing customers. Company mostly operate in Central and Eastern Europe, and started operate in 2004, when some new countries have joined European Union, making people movement easier, and cheaper. The successful expansion on these markets, offering more routes, offering new, additional products and services, loyalty club rewards and recent order of the new aircrafts, as well as offering good prices will let company to keep and maximize experience of the existing customers.

2. Attracting new customers. Wizzair continuously grow the number of routes and the number of bigger and more comfortable aircrafts. Cooperation with partners, such as car parks, car rental companies, and the hotel booking company, would attract more customers. Adding previous and current crew staff problems of the direct competitor – Ryanair, that caused many disruptions of the people who travelled to work, holidays, or fun, and the company position of refusal to pay any compensation would probably cause Wizzair to be as a company of the first choice, when it comes to travel from many European destinations.

3. Innovation of products and services.  Wizzair has improved its website and mobile app, what let customers easier to navigate and book flights. As the new innovative option company introduced 'Fare Lock',that secure best fare for the 48 hours without purchase. This can help customers to plan the other elements of the travel. Order of the new aircrafts will improve comfort of the passengers who use this economy class air travel provider with 18-inch wide more comfortable seats as standard. (Airbus.com)

4. Innovation of the value delivery system. As stated by Chief Commercial Officer, George Machalopoulus, company is providing commitment to find innovative ways to enhance customers’ experience. Company also established own Wizz Air Pilot Academy, where company provides attractive financial options for its cadets and future Wizzair pilots. 

5. Wizzair is creating new industry structure, offering additional services as options through the cooperation with business partners, such as car parks, car rental. Company also offers Wizz credit cards with cooperation with various banks across the countries of the company destinations, what can help people to spread its travel fees over the period of time. 

6. Moving into new geographical location. Company is continuously expanding, offering more fares, not only within the courtiers they currently operate, but also to the new destinations. In 2018 new routes to Bratislava (Slovakia) and Bari (Italy) has been established. 

7. Stepping into new business areas –there is no clear strategy to step into new business areas, but thanks to partnership with banks, car rental companies, biggest hotel booking company (Booking.com), and its own PilotAcademy, company fills the gaps, to make sure they can offer more to its own portfolio, and make a bit more profit. 


As a successfully growing organisation, Wizzair has adopted both, long-term and short-term tactics and visions. Company is concerned on attracting the existing and potential customers, and continuously looking for the ways to improve and expand its offers. Investing in the innovative products and services, helps customers to plan and customize their travel easier, and cheaper.  Order of the new aircrafts which will be systematically delivered to up to 2026, will let company to compete with the biggest competitors on the European market. New airplanes will offer more seat space, and more seats, what can result in bigger profits, but also will create a challenge to fill the larger numbers of the seats per flight.     



Conclusion.


Headquarter in Hungary and registration in Switzerland for the tax purposes, let significantly cut the overhead costs, and become more competitive in the cheap flights airline industry, making Wizzair's costs ultra-low. (Financial Times, 17 November, 2017).
There is no one strategy that could fit to the company's requirements, visions and aspirations. Company is targeting European market, especially focusing on Central and Eastern Europe, where Wizzair has spotted the opportunity and lack of cheap airline company that would connect new European Union countries to the West Europe, where the new member’s citizens would like to travel. Since 2004 we could observe the significant rise of the people movement between Eastern and Western Europe, for the economic reasons. Cheap travel was very important, considering between the salaries in mostly Eastern European countries, such as Poland, Czech Republic, Slovakia, Latvia, Estonia, Lithuania, and then since 2007 Bulgaria and Romania. 
Implemented strategy of the ''no frills'' cheap flies succeed, and company is leading airway firm in Central Europe, 5th in the whole Europe, and continuously expanding. The financial data showing rising profits, and decision of order of the large number (286) of new, more innovative, comfortable and fuel-efficient aircrafts, that will be successively delivered up to 2026, only prove the growing strategies the company follow.   

Staff strikes in the industry that hit competitors: Ryanair, Lufthansa, British Airlines, Airberlin, Airitalia, Monarch, has caused significant interruption to their customers, and some walk away remembering the chaos, delays, and cancellations.  Current set of strategies positioned Wizzair in very convenient position, giving the opportunity to raise prices for flights. Good employment structure, together with employees benefits result that employees feel valued, and all returns in overall company performance, no strikes, small number of flights cancellations, and more flights reaching its destinations on time. ''In airline industry, especially for low – cost carriers, human resource is considered as a valuable capital. In order for an airline to be successful in its strategy and maintain the highest standards, is to invest heavily in the people who will carry out this strategy.'' (Hosseini et al, 2011, pp.172). 

There are not many recommendations to the Wizzair strategies, as the company is doing well, continuously and successfully growing, establishing new routes and destinations. The order of new machines only confirms the strategy of the successive growth. 
One of the strategies company might consider in the future, after becoming one of the biggest in the European market – would be moving further into new geographies, offering relatively cheap flights to Asia, China, or United States, as in response to success of Virgin Atlantics. But it would be a long term plan, which could be implemented follow the current European expansion and improvements, considering great distance between Europe and USA, requiring bigger aircrafts, and meeting all the international travel regulations, especially in the USA.   
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