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Introduction:

The report provides an in-depth evaluation of Ryanair's customer value strategy, focusing on the airline's efforts to provide the most reasonably priced Business-class tickets in the competitive travel industry. Ryanair has carefully positioned itself by providing the 'Business Plus' package, which emphasises a no-frills approach with services tailored to the specific needs of business visitors. Customer segmentation, reputation management, service culture and standards, market strategy, and long-term customer relationships are all important subjects covered in the analysis. Ryanair has displayed a reasonable objective strategy for acquiring a particular market segment by providing the cheapest business flight tickets. The study addresses the strategy's problems and successes, emphasising how tough it is to maintain a positive public image in the face of previous defeats. The lack of loyalty programs raises concerns about the sustainability of long-term consumer relationships, highlighting the need for a more efficient strategy that goes beyond cost-cutting techniques.
In the intensely competitive airline industry, it is impossible to emphasise the essential importance of adding value for customers. The ability of a company to attract and retain customers is determined by its ability to meet and exceed their expectations (Corselli, 2023. This report examines Ryanair's approaches to hospitality and guest services to determine how well the company's products and services suit the diverse needs of its customers (Bagdan, 2019). The investigation also seeks to critically assess Ryanair's reputation management strategies, standards, and service culture. Finally, the research intends to understand how Ryanair tackles the challenge of providing value to its customers and the implications of these approaches on the company's market standing and long-term profitability.







Background:
Ryanair has devised a good target strategy that prioritises providing clients with the most cost-effective Business airline tickets as part of its hunt for strategic market positioning. In order to distinguish itself from its rivals, Ryanair has launched a new product called "Business Plus" on the market (Edwards, 2011). This new solution deviates from the conventional business-class model by prioritising a direct and practical approach, catering to business travellers who desire enhanced flexibility throughout their journeys. "Business Plus" presents itself as a viable option to rival companies' business class tickets, catering specifically to the requirements of business travellers. It offers many advantages, including the flexibility of ticketing, a wide selection of same-day return flights, expedited security procedures, priority boarding, and the availability of seats with extra legroom (Baker, 2013). Ryanair aims to enhance its appeal to 25% of its customers who self-identify as business travellers by carefully positioning itself in the market. The study will evaluate the feasibility and drawbacks of this approach, considering factors such as customer allegiance, market dynamics, and the overall competitive landscape.
Main findings:
Ryanair's market strategy is focused on pursuing a rational target strategy by offering the cheapest Business flight tickets and introducing the Business Plus product to distinguish itself in the market. The strategy aligns with customer needs by providing greater flexibility in travel for business customers, addressing their desires for comfort and tailored priority-based services (Gittell and Bamber, 2010). Despite emphasising short-term performance through product innovation, challenges arise in differentiating between the primary and Business Plus segments, as increased prices may only be justifiable with similar services. The analysis considers competitive factors, such as market growth rate and size, revealing the potential difficulties in achieving a sustainable competitive advantage (Belton, 2017). The discussion emphasises the need for Ryanair to carefully navigate the balance between catering to specific customer segments and maintaining a competitive edge in a dynamic market.





Service Culture and Standards:
A simple approach characterises Ryanair's service culture, emphasising cost efficiency and budget-friendly travel. One strength lies in its ability to maintain low operating costs, a critical factor in attracting budget-conscious travellers. However, this approach has areas for improvement, particularly in customer relations (Malighetti et al., 2019). The airline's past criticisms and negative public image have impacted its service culture, leading to customer reluctance to fly with them. Despite efforts to improve by introducing Business Plus, Ryanair needs help building a positive service culture perception. Regarding service standards, the basic model may work well with price-sensitive customers. However, it might need to meet the increasing expectations of those seeking better services, particularly in the business class segment (Graham, 2013). To improve customer satisfaction, Ryanair should consider improving its service culture by addressing past issues, building customer relations and improving service standards to align with the preferences of its target market, thereby fostering a positive and appealing service environment.
Reputation Management:
Ryanair's reputation management strategies have faced considerable challenges due to a history of negative public perception. The airline has grappled with criticisms related to customer treatment, leading to a reluctance among potential passengers to choose Ryanair for their travels. Despite efforts to introduce the Business Plus product to improve service and attract a more favourable reputation, the negative public image persists (Buhalis and Sinarta, 2019). The impact of this tarnished reputation extends beyond customer reluctance, affecting the airline's ability to expand, increase shareholder value, and foster long-term relationships with its clientele. To address these challenges, Ryanair needs a comprehensive reputation management plan that focuses on product enhancements and actively engages with its audience, communicates transparently, and implements measures to rectify past issues, thereby restoring trust and reshaping its overall public perception (Peppard and Ward, 2016).





Customer Reputation:
In evaluating Ryanair's customer segmentation and product/service offering, the airline mainly targets diverse demographic budget-conscious travellers, but with a distinct focus on business customers by introducing the "Business Plus" product. This service is designed to cater to the unique needs of business travellers, offering amenities such as flexible tickets, multiple same-day return flights, fast-track security, priority boarding, and seats with enhanced legroom. The analysis examines Ryanair's target market selection criteria, identifying critical demographic and behavioural characteristics (Edwards, 2011). The evaluation also explores how Ryanair strategically tailors the Business Plus offering to meet the specific preferences and requirements of different customer segments, particularly business travellers seeking both cost-effectiveness and enhanced services. This section underscores the airline's approach to providing a tailored and competitive product suite that aligns with the diverse expectations of its customer base (Peppard and Ward, 2016).
Long term Customer Relationships:
Ryanair's approach to attract long-term customer relationships reveals a improved balance between challenges and opportunities. Despite their continued  effort to attract business travellers with a new business-class offering, the absence of loyalty or reward programs poses a significant challenge (Prichinet, 2020). The company needs help with customer loyalty, as established competitors in the business class segment already boast reputable and well-known loyalty programs. Such incentives may help Ryanair retain and expand its clientele in the long run (Baker, 2013). However, opportunities emerge in personalising the customer experience and creating tailored programs that align closely with the needs and preferences of their target market. To build more relationships, Ryanair should consider innovative loyalty initiatives that address the specific demands of business travellers and distinguish the airline in a highly competitive market, fostering a sense of loyalty and satisfaction that goes beyond short-term performance metrics.





Conclusion:
In conclusion, this report examines Ryanair's customer value strategy, highlighting the airline's attempts to provide the most affordable Business flight tickets. The investigation has highlighted various aspects of the company's strategy, revealing difficulties and successes. Ryanair's deliberate targeting of business passengers and creating the 'Business Plus' service reflect an attempt to carve out a market niche. Examining Ryanair's reputation management strategies and service culture and standards reveals how tough it is to maintain a positive public image in the face of past criticism. The research also thoroughly investigated Ryanair's customer segmentation strategy and its ability to meet the diverse demands of various consumer segments. In particular, the need for loyalty programs raises the question of how long-term client relationships can be maintained. While navigating these difficulties, Ryanair must control negative perceptions while also maintaining the appeal of its low-cost business strategy. The study concludes that, while Ryanair has experienced short-term success as a result of its logical target strategy and creative product offerings, the long-term viability of its customer value strategy may be dependent on how well it handles reputational issues and encourage strong bonds with its diverse customer base. Maintaining a balance between catering to the needs of business travellers and the demands of cost-conscious customers entails ongoing adaptation to industry developments and client expectations. Ryanair must carefully manage the intricacies of customer pleasure, loyalty, and public opinion as it evolves to maintain a sustainable position in the highly competitive airline business.










Recommendations:
Ryanair should consider a more complex strategy beyond cost-cutting efforts to strengthen its value proposition. Establishing loyalty programs tailored to frequent passengers, especially those in business class, can foster long-term client connections and drive repeat business (Samunderu and Farrugia, 2022). Furthermore, expanding service offerings may attract a wider audience while maintaining cost-effectiveness. In order to strengthen long-term customer ties, Ryanair should prioritise customer engagement initiatives, personalized services, and feedback mechanisms. Increasing passenger interaction channels can help them have a better overall travel experience and build a more favourable image of the airline (Bagdan, 2019). In order to address reputation management issues, Ryanair must take strong measures to publicise its attempts to improve customer service and correct earlier criticisms. Rebuilding trust requires honesty and a commitment to continuous improvement. Participating in social responsibility programs can help the airline's reputation as well. Maintaining a solid reputation in the airline industry necessitates balancing cost-cutting and customer-focused strategies.
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