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Ryanair describe itself on the company’s website as the Europe’s largest and greenest airline group, who proudly carry 154 million customers on more than 2000 daily flights (Ryanair, 2022). Additionally, the company is describing itself by being the Europe’s most efficient company with 19000 employees that help the company achieve its targets (Ryanair, 2022). Tungate (2017) described Ryanair as being the head of the low-cost revolution, which made the travellers comfortable on paying less for airplane travel, with no additional comfort or extra facilities while travelling, which was the reason why Ryanair became successful in the first place. Additionally, Tungate (2017) argued the fact that Ryanair also revolutionised the market by being one of the first company that promotes the user accessibility on their website, by giving the customers access to book flights, add any additional services available, select their seat, book their mail and every other option apart from the extra luggage check, which represented a revolution in the industry, and endured the company’s success. 

The purpose of the report is looking to provide a critical analysis over the current situation of Ryanair. The first analysis will be over two external factors that are currently affecting the company in a negative or positive way. Then, the report will offer a critical analysis over the workplace culture by using a cultural model to reach appropriate conclusions over how Ryanair is operating internally. The report will then look at analysing the positive factors that helped Ryanair become successful and how those factors helped the company navigate the most recent pandemic. The report will then look at providing a critical analysis of the ethical stance of Ryanair, by looking at both ethical and unethical behaviour. Lastly, apart from the appropriate conclusions over Ryanair’s workplace culture, a recommendation will able be provided on how Ryanair can improve its culture. 
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The first external factors that affected Ryanair in the last years has been the legal factors, as the company has been involved in a significant number of lawsuits, against multiple individual person or companies, and the company also lost, but gained lawsuit as well (BBC, 2021). A first example of lost legal battle was from 2017, when Ryanair lost the legal battle in Ireland, regarding to the cabin crew contracts, where the company tried to not operate under the company’s own terms and conditions from the employee’s contract, which brough Ryanair in front of the union to be held accountable (Hollinger, Khan, 2017). Moreover, the company has lost the battle against the Irish Government over the COVID-19 travel restrictions which have been ignored by the airline company, putting the passenger at risk of being infected and not respecting the safety measures imposed by the governments all around the world (Liverpool Business News, 2020). However, the airline low-cost company has also managed to gain an important legal battle against the European Court for the fact that the court has financially helped multiple airlines companies such as KLM or TAP during pandemic, while Ryanair did not receive any financial help to get through the difficult period, and the company managed to win this legal battle (Chee, 2021). Additionally, the low-cost airline company has managed to win another important legal battle to avoid the payments of the passengers’ delays compensations as the flights were delayed due to employees’ strike, which helped the company save more money (Davies, 2020).
Another external factor that is currently affecting Ryanair, this time in a negative way, is the social factors, which refers at the customer’s attitudes and beliefs towards the company and how the brand’s image can have an impact over the company’s profitability (Rastogi, Trivedi, 2016). In Ryanair’s situation, the social factor is now at a critical point due to the company’s CEO comments and actions during the pandemic (Davies, 2020). Michael O’Leary, the CEO of Ryanair, made public comments about the fact that Ryanair will not operate under the COVID-19 restrictions, as he considered the social distancing rules to be ‘idiotic’ and he said that if the company will be forced to operate with empty seats just to be compliant with the new regulations, they will stop the activity (Davies, 2020). These arguments and actions from the Ryanair’s CEO did not sit well with the customers, as the company failed to comply to the safety regulations in the middle of a global pandemic and they put a massive number of customers at risk of taking the COVID-19 virus and getting sick (Davies, 2020). This also showed the fact that the company is not putting the customers’ safety first, and the company is only focusing on the financial benefits of the business (Davies, 2020). Despite the fact that customers across the world complained on social media about the airline company’s behaviour in a crisis situation, as Ryanair did not offer any type of support to the customers in the emerging crisis that happened around the world (Neagle, 2017).  The social aspect impacted the company’s image as well as its profits, due to multiple complaints, compensations, cancelled flights and angry customers (Neagle, 2017).
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Even though there are multiple ways to analyse the culture of a company, the most efficient way is by applying the cultural web model to the company that needs to be analysed, as it provides an in-depth analysis of different elements and provides a clear overview over the positive and the negative aspects of the company, as well as it can identify potential aspects to work ok or different recommendations to improve the workplace culture (MindTools, 2022). In the case of Ryanair, the cultural web will be applied to identify the company’s culture and how is the company using its own values in every aspect. 
The cultural web analysis starts with the stories, which are told by people inside and outside of the company, in regard to the company’s overall behaviour with the employees, passengers and shareholders (MindTools, 2022). In this stage, the stories that came from Ryanair’s employees are revealing a toxic workplace culture, where employees are treated poorly in every part of the business. For example, in 2018, six members of staff revealed that they had to spend a night sleeping on the airport’s floors as the company did not arrange a place for them to sleep (BBC, 2018). All the participants have been dismissed from their job for gross misconduct as the company considered the viral photo to be inappropriate and can affect the company’s image (BBC, 2018). Another story can from a stewardess which accused the management of Ryanair of not treating cabin crews as humans, as they are not being paid for the entire hours worked, or paid half of the minimum wage per hours, and being forced to act happy and always available for flights (Boyle, Keoghs, Bentley, 2017). Moreover, every member of the staff accuses the company of malpractice, as they are forced to sell different products on board to the passengers and if a certain number in not achiever, the staff will face disciplinary action where a percentage of their salary will be kept by the company to make up the loss from the sales targets not achieved (Farhoud, 2017). The staff also complains by the fact that they have to pay for their own uniforms, and that the company maintains the same low-cost principle in every aspect of the business, especially in the staff payments (Farhoud, 2017). On the other side, the customer’s stories are not too pleasant as well, as the company have failed them multiple times by having to pay excessive taxes over luggage or by having the company insult the Italian passengers by saying that Bari is the mafia city (Thistlethwaite, 2015). As a general response to all these stories, the company is using the principle that every bad advertising is still advertising, and the company’s representants are saying that Ryanair is the customers’ favourite company to hate (Zsurzsan, 2013). By looking at all the stories about Ryanair, it looks like the company is not having a positive impact over any of the stakeholders, and the low-cost company is not trying to please anyone, as they are mostly focus on increasing the profit of the company by any means. 
Another aspect that the cultural web is focusing on is exemplified by the rituals and routines of a company, which are often determined by the daily actions of the staff that are considered to be acceptable within the company by the management and they are used as potential guidelines in case of unexpected situations (MindTools, 2022). Given this, Ryanair revealed that the company focuses on providing excellent service to the customer, offer growth opportunities to every member of the staff, and operate under a waste-free approach (Ryanair, 2017). The company is also committed to ensure a fair payment for every staff and to create job opportunities every year, with a focus on hiring young people so they can ear experience and start a career within the airline company (Ryanair, 2017). The company also has implemented a ‘Ryanair Bible’, which is essentially a set of rules that must be followed by every member of the staff in order to provide excellent customer service to the customers (Ryanair, 2017). Moreover, the company is saying that they have implemented an Employee Representative Committee, which is responsible to ensure that every member of the staff is happy with the work conditions, and the committee is responsible to negotiate with the management new work conditions to improve the employee satisfaction (Ryanair, 2017). The major ritual of Ryanair seems to be the fact that the company operates under a low cost policy in every aspect of the business, as the company is trying to improve the profitability of the company and keep the necessary costs at minimum (Caputo, Borbely, Dabic, 2018). 
The following aspect of the cultural web is looking to analyse the symbols of a company, which are usually represented by the logo of the company, office environment design or even the accepted dress code (MindTools, 2022).  Ryanair’s logo in using primary colours such as yellow and blue, and the company used these colours to focus on the fact that the company is offering low-cost prices and services (Smith, 2015). In regard to the accepted dress code, the company has strict uniforms for the cabin crew staff, and the company imposed a dress code to the customers as well, as the passengers are not allowed to come onboard with offensive clothing, dirty items, or flip-flops (Dayus, Delahaye, 2021). 
The next aspect that the cultural web is focusing on is the organisational structure of a company, which is usually determined by the organisation chart (MindTools, 2022). Because Ryanair employs more than 15000 aviation professionals, it was mandatory for the company to organise the company in a way that can help the information circulate effectively, all the processes to be completed carefully and every staff to be directly supervised to ensure the good operation of the business and an excellent care for customer experience (Ryanair, 2021). To ensure the optimum business operation, Ryanair has appointed directors to take care of the staff from every department, and the directors have a set of managers, team leaders and supervisors that are ensuring that the policies of Ryanair are respected by every employee and that the business is completed in accordance with the standards of practice imposed by the company (Ryanair, 2021).
The succeeding element of the cultural web is represented by the control systems, and this refers to any systems used by the company to ensure the proper function of the business (Mindtools, 2022). In Ryanair’s case, because the company is dealing with a significant amount of personal and sensitive data, for both employees as well as customers, the company must ensure that they keep the data safe under the GDPR regulations (Biz Community, 2017). For this, the company purchased a cloud-based software, Ideagen Coruson, to ensure that the data is safe and always protected (Biz Community, 2017). Moreover, this system also allows Ryanair to process and analyse the data in a safe manner (Biz Community, 2017). 
Lastly, the final element of the cultural web is the power structure, which refers to the individual or group of individuals that have the greatest influence and power over business decisions, operations and give strategic direction to the company (MindTools, 2022). Without doubt, the most influential person within Ryanair is Michael O’Leary, which is seen as the face of the company, and it is known that the entire company works to please him and works under his direct policies which involves low costs strategies to keep the company working (Spero, 2019). O’Leary is the main person that takes every important decision within the company, and he is known for his interviews which affects the company’s image and relation with the customers (Spero, 2019).
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From the critical analysis of the Ryanair’s culture, it was revealed the fact that the company operates under a low-cost strategy in every aspect of the business, not only when providing travel services to its customers. Ryanair’s low-cost strategy helped the company become truly successful as it was seen by the customers as more approachable and suitable for their needs, and the company’s prices are representing the entire culture of Ryanair (Diaconu, 2012). Moreover, the company is successfully applying cost saving strategies in different parts of the business, with a focus on the equipment used and the staff spending which is known to be the most expensive aspect of any business (Diaconu, 2012). Another positive aspect of Ryanair’s culture is the attitude towards marketing, as the CEO, Michael O’Leary has engaged in multiple marketing strategies with the purpose of growing the brand awareness (Schroder, 2019). Even though sometimes the marketing has been really bad, as the CEO’s interviews in regard to the pandemic restrictions, the company did not lose its ability to make itself visible on social media or traditional press, and it is known to always be in the spotlight (Schroder, 2019).
Even though the pandemic affected the airline company in a negative way, with loss of income, lost legal battles as the company did not respect the COVID-19 rules imposed by the government and multiple issues with employees and customer, the harsh period is almost over, and Ryanair has big plans prepared for the company’s recovery (Topham, 2021). The company is very focused on taking advantage from the devastating effects of the pandemic over its direct competitors, as Ryanair plans to expand its business and create more than 5000 jobs within the next five years, while increasing the number of passengers by 26 million people in the same space of time (Walsh, 2021).
In addition to creating more jobs and expanding the company, Ryanair implemented a plan to become a more sustainable business and improve its public image in order to attract more customers, by reducing its fuel consumption by 16% (Valentine, 2021).
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In the company’s Code of Business Conduct and Ethics, Ryanair is claiming that the company operates in an ethical fashion and show exceptional care to the work environment, staff, customers, and planet (Ryanair Holdings PLC, 2019). Within the pages of its code of business conduct and ethics, Ryanair engages in saying that the company puts customers’ experience and safety above everything else, while showing respect and consideration for every member of the staff’s efforts and while caring for the trace that the company is leaving in the nature (Ryanair Holdings PLC, 2019).
The reality is in fact very different from what Ryanair wrote in the code of conduct, as the customers and the members of the staff are constantly complaining about the poor conduct of Ryanair, and the media accused the company of not being as sustainable as they claim as well (Sweney, 2020). The airline company was at the bottom of ethical ranking for multiple years now, as it was first reported in 2010 (McDonald, 2010). The airline company has been accused multiple times of taking advantage of the customer, with unjustified extra charges, cancelled flights or forced sales (Hickman, 2009). The staff also accused Ryanair of major pay cuts, underpayment, or different types of modern slavery as the company operates under the low-cost strategy (Hickman, 2009).
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Taking into consideration Ryanair’s current tense situation, as the company faced an extreme loss of income, it was also involved in multiple legal battles, and has been accused of unethical behaviour, especially during the pandemic, when people needed the company’s support, the best recommendation would be to listen to the customers and to the staff and apply what the company is preaching in its code of conduct. By acknowledging the customers’ requests, the company will be more likely to repair its public image of a company that does not care about the customers but only cares about the profit. At the same time, by treating the employees with more respect, the company could avoid further defamation and legal battles, and can increase its productivity and reduce the costs by not being forced to pay court settlements.
Moreover, the airline company can focus on delivering on their values and keep their promises, for example on being a more sustainable business and invest in new equipment, as well as taking proper care of its employees. 
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The report provided a critical analysis over the culture of Ryanair and of the company’s practices. The analysis showed the fact that the company is true to its mission of providing low-cost travel solution for customer, which is a positive aspect. On the other side, the fact that the company is using the same strategy for cutting staff costs has been damaging the company’s image for years, as there are multiple testimonials from employees that are revealing what is actually happening inside the company. 
Ryanair is not considered ethical by the general public, and this is further aggravating their position on the market. The company did not help the customers during the pandemic, and they refused to adhere to the government’s regulations during the difficult time, putting the customer at a major risk only to gain more profit. 
The company has proved to not be sustainable as well, and only using sustainability as a way of increasing its public image, however it ended to be more damaged than before as many sources proved that the company’s claims were not true. 
The fact that the pandemic impacted so badly the company’s finances was unfortunate, however the company is prepared of leaving this situation behind and it is constantly planning the next steps towards recovery. 
In conclusion, Ryanair is operating low-cost in every aspect of the business, and this is damaging the company’s image and it makes it be unethical. The best solution will be for the company to start listening to the customer and staff to rebuild the public image of Ryanair. 
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