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Executive Summary
Customer experience greatly matter for every successful business as resolving and meeting demands of customer is the primordial factor for building strong relationship. Ryanair has offered low fares or charges, which provides efficiency towards consumers. Ryanair was deregulated which led to the sudden expansion of other airline companies. However, Ryanair is not able to develop a strong image in the mind of customer, which makes it worst customer service provider. The present study contains the stakeholder analysis of Ryanairs. It can be gathered from this report that customer experiences play an important role in the development of the company. Therefore, issues identification will help in enhancing marketing management based on competitive market condition. The study provided the analysis of the strategies implemented by the company using PEST analysis, Porter’s Five Forces, and SWOT.
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[bookmark: _Toc140831734]Introduction
Communication is an essential tool for every organisation for making strong relationships with customers.  During the initial shock of covid-19, every organisation was forced to shut down its shop and needed to maintain governmental guidelines like social distancing. In such a situation, most of the customers are moving towards digital channels, however, personalization contributed to being central to the customer experience. Personalization has become an integral part of outstanding customer experience, which is not only applicable to e-commerce channels but all customer interactions also (Mckinsey, 2023). However many companies have failed to provide a better customer experience whether it is by overcharging customers or bad quality of product services. Ryanair is a leading airline that provides lost cost service to its employees. However, its fame continuously decreases for proving the detrimental quality of service. In the following section, different strategic tools like PEST, Porter’s 5 Forces and SWOT would be used from a helicopter view on customer care. In addition, Different strategic tools like Stakeholder analysis fort identifying power and interest and “Bowman strategy clock” going to be used for comprehension of global market competing strategy. Ansoff matrix would also be used to increase its business worldwide through bringing improvement in four factors. Lastly, this report would be framed with the innovative approach required for reshaping customer care service.
[bookmark: _Toc140831735]Background of the company
Ryanair Holdings is the cheapest airline service provider in the UK, which was established in 1984. Ryanair is the largest airline group in the UK, which claims to be the greenest, cleanest, and planning to achieve its sustainability goal by 2030. In addition, this airline company is providing service to 240 destinations and provides service to 40 countries (Ryanair, 2023). Ryanair managed daily 3000 flights and it reported a strong CSAT of 84%. Ryanair has provided almost 17 million people in May and it has surged up to 17.4 million in June. Over 22,000 people over 70 nationalities are connected with Ryanair for providing service its customer. Company has invested 22 billion dollar for greener aircraft and planni8ng to achieve “Net zero carbon-emission” by 2030.
[bookmark: _Toc140831736]Issue related to customer care service in Ryanair
The general meaning of customer care is to develop a strong relationship between the customer and the company in terms of customer service. Customer care plays a pivotal role in making customers happy and satisfied with the organisation's products or services by solving the queries of customers. Developing a good relationship with the customer rather than just over viewing them as a tool of profit can provide a fruitful result to top organisations. However many companies are still not aware of the customer care factor which restricts their growth and reduces profit percentage.
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Figure 1: Best and Worst customer service provider companies in the UK 
(Source: Statista, 2019)
Ryanair is a renowned airline company for providing budget friendly service over 40 countries. However, Ryanair is not providing quality services to its customers despite being a reputed company in the airline industry. Budget airline service Ryanair is being criticised by passengers for not providing greater satisfaction to customers and is only able to care for 45% in 2019 (BBC, 2019). Such score carries significance for Ryanair customer service as it becomes last on the list for the last sixth year. When respondents provided 50 terms to employees to describe Ryanair Airlines, most of them used terms like “Arrogant”, “Sneaky‘, and “Greedy”.  A report by Statista has explained Ryanair falls in the list of worst5 service providers in the UK. Poor customer service has affected the organisation tremendously; it faces a loss of 355 million pounds in 2022, which is why the company needs to reshape its customer care plan in order to better its customer care service. 
[bookmark: _Toc140831737]Strategic analysis of organisation
[bookmark: _Toc140831738]PEST analysis
	Political
	· The political stability of UK reported at 77.36% in 2021
· The corruption index in the UK portrays a average 81.30 points from 1995-2022 (Tradingeconomics, 2023) 
· Corporate tax rate of UK is 25% (Gov, 2023)

	Economic
	· GDP growth rate of UK portrays 7.3% (Theguardian, 2021)
· Inflation rate of UK is recorded as 7.9%  in 2023 (ons.gov, 2023)
·  The unemployment rate of UK is 4% which denotes an increase of 0.2% in 2023

	Social
	· The total population of the UK approximately 6.73 crores supports the growth of the airline industry (Globaldata.com, 2023).
· Approximately 15% of the UK population are held responsible for around 70% of the flights (Büchs and Mattioli, 2021).   
· The increased interest for tourism and individualist socio-culture of the UK also tends significantly affects the progress of the aviation industry.

	Technological
	· The emergence of the industry 5.0 majorly supports the growth of the airline industry. 
· Cloud-based computer systems majorly help the aviation industry to bring revolutionary changes.
· The biometric technology in the airline industry also helps in attracting more consumers to the industry in supporting the growth of it.  



Table 1: PEST analysis
(Source: Self-created)
Analysis
The political stability index provides a greater understanding of the global political environment, for instance, a higher rate of stability denotes a better environment for business and vice versa. The political stability of 77% and corruption index of 81.30% denotes a better business environment for Ryanair. The airline operation does not have to face much instability for the implementation of new strategies.  However, its 25% corporate tax makes it hard to generate a high profit margin. A GDP growth rate of 7.3% signifies better economic conditions for that region and businesses can operate in a streamlined manner (Theguardian, 2021). However, a 7.9% inflation rate might carry a negative impact on the organisation. Hence, Ryanair provides airline services at the cheapest possible prices, high inflation rate might affect its pricing strategy and the customer experience can deteriorate. Henceforth it is expected to create a developing sustainable business UK market where high political stability greatly helps. 
The increasing population of the UK majorly supports the growth and developmental aspects of the airline industry. The emergence of the 5.0 industry and the revolutionary changes through implementation of the cloud-based programs in the aviation industry can help in the growth aspects of the company Ryanair. Biometric technology is also an essential advancement that helps in attracting more consumers in the airline industry. Thus, it can be depicted that the external environmental factors majorly help in the growth of the company. 
[bookmark: _Toc140831739]Porter’s Five Forces
	Forces
	Description 
	Impact

	Bargaining power of buyers
	· As per the CEO of Ryanair, a combination of low-price airline services is provided to customers to have high retention rate (Corporate.ryanair.com, 2023)
· Ryanair has a high tendency of product innovation to attract consumers
	High

	Bargaining power of suppliers
	· Duopoly of Ryanair charges high for the manufacturers or suppliers
· Boeing is the supplier of Ryanair, which provides nearly 150 numbers of 737 max planes (Marketingweek.com, 2023). 
	High

	Threat of substitute
	· As per other substitutes like train, buses and others frequent point-to-point short-haul flight services are provided by Ryanair by committing to the safety and quality of journey of customers (Ijrar.org, 2019). 
	Low

	Threat of new entrants
	· The operating costs of Ryanair are low compared to other airline companies, which ensure better customer services (Ijrar.org, 2019). 
	Low

	Competitive rivalry
	· Several numbers of low cost airlines are available similar to Ryanair
· This includes Deutsche Lufthansa AG, easy jet plc, and British Airways (Globaldata.com, 2023). 
	High


Table 2: Porter’s Five Forces Analysis
(Source: Self-Created)
The first force identified in the above table is the bargaining power of buyers or customers, which has a higher impact on Ryanair's business. Hence, it leads to zero switching costs to customers, as the company is able to reduce the operating expenses and provides greater facilities to passengers. Another force has been identified, which is the bargaining power of suppliers, which is also high for Ryanair. Boeing and Airbus are the only two manufacturers of aircraft in Dublin, among which, Ryanair purchases aircraft from Boeing. Ryanair is considered as the highest purchasing company of Boeing, which provides less than the standard market rates of products to Ryanair (Cnbc.com, 2023). It provides nearly 150 numbers of 737 max planes to the company. All the other suppliers provide jet fuel to the company, whose prices are governed by world trade influencing Ryanair to bargain on fuel prices. Hence, the bargaining power of suppliers is high for the company. 
The threat of substitutes in Ryanair is low, which is considered as a positive aspect of the growth for the airline business. There are several other types of transportation system available such as buses, trains, and cars, used for the shorter routes, availing, which, passengers need to pay a large amount of fare. This allows the people to access the service of Ryanair, over those non-flying transportation systems, such as, Deutsche Lufthansa AG, easy jet plc, and British Airways (Corporate.ryanair.com, 2023). For this reason, Ryanair has a low threat from the substitute, which helps to expand the business by reaching more passengers easily. Threat of new entrants in the company Ryanair is also low, which indicates an advantage for the business. Huge costs regarding marketing need to be incurred by the airline's companies in order to generate awareness along with an inventory of spares (Ijrar.org, 2019). It also required the airline's staff, such as pilots, air hostesses, and stewardesses, which are also expensive. Airlines companies like Ryanair have developed low costs of operation in order to make low-fare flights profitable. Thus it is clear that Ryanair has a low threat from the new entrants in the aviation industry.
Competitive rivalry is high for Ryanair, as there are other low cost airline companies, which operate in the similar routes to Ryanair. Therefore the competition in covering maximum routes at a low cost is intense in the aviation industry. All the companies are striving to minimise the cost by reducing the facilities of onboard passengers along with the outlay costs of the airport. The aviation industry is currently focusing on the short-haul routes, for managing the costs of business. 
[bookmark: _Toc140831740]SWOT 
	Strengths
· The total revenue of Ryanair is nearly 4801, as per the survey of the year 2022 (Corporate.ryanair.com, 2023).
· The company is able to provide nearly 3000 daily flights to customers.
· More than 19000 skilled employees are associated with the company (Corporate.ryanair.com, 2023). 
· As per the survey of the year 2022, the total assets of the company are high, compared to previous years (Corporate.ryanair.com, 2023). 
	Weakness
· Covid 19 impacted on the financial operation along with liquidity of Ryanair’s business (Corporate.ryanair.com, 2023).
· Russia’s illegal invasion of Ukraine, caused loss of nearly 2 m passengers over the next 12 months (Corporate.ryanair.com, 2023). 

	Opportunity
· The five year growth of the company is accelerated to 225 mpa by FY26. 
· It has been able to welcome nearly 165 m more guests in the year 2022 (Ryanair.com, 2023).
· It is providing the airline services which have started consuming 16 % less fuels and co2, along with 40 % less emissions of noise (Ryanair.com, 2023). 
· Nearly 50% customers have switched to Ryanair from the EU legacy airlines, for providing the best airline services.
· The company has a growth plan of creating nearly 6000, more employment through highly skilled employees by the year 2026.
	Threat
· Restrictions of the pandemic have caused threat to Ryanair, as it might be inconsistent to handle the crisis related to pandemic (Corporate.ryanair.com, 2023).
· There is a threat, which is faced by the company, which is emerging from another variant of pandemic.


Table 3: SWOT Analysis
(Source: Self-Created)
Analysis
A large number of international passengers are carried out by this company compared to other airline services. Ryanair was deregulated which led to the sudden expansion of other airline companies. The company Ryanair also has expanded their business which currently operates with nearly 150 of Boeing 737 aircraft. It provides a low cost model of business that flies to nearly 225 destinations across 90 of the airport base, along with Africa and countries of the Middle East. The company has nearly 19000 employees who are working in various locations across the operating countries of Ryanair (Ryanair.com, 2023). Total revenue of Ryanair is nearly 4801, as per the survey of the year 2022, which indicates that the company is in a good position in the business.  There is also weakness in Ryanair, which causes obstacles to business growth, such as the impact of Covid 19 on the financial operation along with liquidity of the company. 
It is providing the airline services which has started consuming 16 % less fuels and co2, along with 40 % less emissions of noise, has enabled the company to serve nearly 165 m more guests in the year 2022 (Ryanair.com, 2023). The company has also targeted to make a growth plan of creating nearly 6000, more employment through highly skilled employees by the year 2026. This indicates that the airline's service is going to be better and has already attracted nearly 50 % of passengers from other airlines companies, which is a great opportunity for Ryanair to improve and expand the business (Ryanair.com, 2023). More employees indicate there is more talent which could help Ryanair to innovate and improve the airline services in the best way to attract more customers and indicates opportunity for the company. The company has also faced a threat, related to the emergence of another variant of Covid 19, which creates uncertainty to airlines services. 

[bookmark: _Toc140831741]Critical evaluation of the strategic option for personalised customer care
[bookmark: _Toc140831742]Stakeholder Analysis
The stakeholders of Ryanair include the inverters, creditors, the government, employees, customers, competitors as well as investors. As per the report of Chmielewska et al. (2021), the employee, consumer, supplier, and distributor are the internal stakeholder on the other hand the government policies, media, social pressures and local communities are the external stakeholders. 
	Keep satisfied
The Ryans 
Employees
Michael O'Leary
David Bonderman
Investors 
Customers 
	Manage closely
Government policies 
Competitors 

	Monitor
Irish air
Airport
Suppliers  
Trade union 
	Keep informed
Travel agencies 
Airline ticket booking website 




Table 4: Stakeholder matrix
(Source: Self-created)
Ryan is the founder of the Ryanairs who built this airline from a small full-service carrier to a larger service carrier. They have a good position in the company as they keep the cost under control and manage the budget plan of the company (Prichinet and Le, 2020). Michael O'Leary is the managing herd of Ryanairs, he has a share in the development of the companies. David Bonderman is the chairman and leader of Irish Airways. He has a major role in the profitability of the company. 
The customers are the key stakeholder so the company. The customer of the company in the financial year of 2022 was 142 million. The company has reported 84% CSAT with a flying record of 17.4 million customers (Ryanair, 2023). Irish Air provided equity and loan to the company as a result they hold a strong position in the business of Ryanair. The company manages the policies of the government. For example, the European Union plays a vital role in influencing the strategies of the company. The major competitors of Ryanair are Deutsche Lufthansa which generates revenue of 34.5 billion Euros (Global Data, 2023). British Airway is another competitor of Ryanair with annual revenue of 5.1 billion dollars. The supplier plays a vital role in the better of the service provided by the company. 
Travel agents of Ryanair make the profits by adding their own commission to flights of Ryanair. It indicates that the customers have to pay more compared to booking directly with the company. The company serves in nearly 36 countries by providing 90% on time performance (Corporate.ryanair.com, 2023). Travel agents need to be informed by the company to provide accurate data about the details such as fare, time, and availability of flights.  Airline ticket booking websites also need to stay informed about the offerings, pricing standards, and availability of flights to a specific destination. 
[bookmark: _Toc140831743]Bowman’s Strategy Clock
Bowman’s Strategy Clock is a simple and comprehensive model which is used for analysing the position of a company in the market by choosing a favourable market strategy.  Bowman’s Strategy Clock is used for the strategic planning along with the identification of strategic actions taken by a company (Mihajlović and Miletić, 2022). Bowman’s Strategy Clock consists of eight positions, throughout the clock which indicates different strategies, by aiming to determine the position of products or services in the most competitive environment of the market. 
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Figure 2: Bowman’s Strategy Clock 
(Source: Mihajlović and Miletić, 2022)
It is able to provide comprehensive ways in order to compare the strengths and weaknesses of different strategies. The position is discussed and analysed following, 
Low price and low value-added
This position indicates that both the value and price of the product are low, which is probably the least competitive strategy of this clock. For the chosen company, Ryanair, it has been observed they are using the low price strategy but the values of their airline services, which are provided to a large number of customers, are highly valued. They provide the best services to their customers or passengers at a low price compared to other airline companies. 
Low Price
Strategy of low price shows that a company is providing products or services to customers at a lower price than the price of the competition. This also focuses on quantity more specifically. Ryanair is providing the airline's service to a huge number of passengers consistently by aiming to reduce the production costs (Corporate.ryanair.com, 2023). This strategy is followed by the company. 
Hybrid
Hybrid strategy combines low price along with differentiation of products, to make the product or services highly valued in the market. Ryanair uses a low pricing strategy but there are other companies which also provide airline services such as Deutsche Lufthansa AG, easy jet plc, British Airways. Hence, product differentiation is not possible for the company. 
Differentiation
It is the strategy which is used by the companies to make the products or services different from the other competitors. Ryanair is able to provide best services to their passengers through their innovation of more than 19000 highly skilled employees, in order to attract more customers (Corporate.ryanair.com, 2023). 
Focused differentiation
High value and high prices are combined in this strategy, in order to distinguish the products at the possible highest price. Ryanair is focused on providing high-quality service to passengers. They have planned to recruit 6000 employees in the coming year along with a high amount of assets. 
Risky high margins
High prices and low value of products or services are combined in this strategy. Businesses with strong brand names usually use this, but in the case of Ryanair, they offer high quality services at a comparatively low price to passengers. 
Monopoly pricing
This indicates that only one company controls the products and services, with no competition. But Ryanair is not the only airline company, several companies are there, so it can be said this strategy is not favourable for Ryanair.
Loss of market share
This strategy is used by companies when there is a chance for losing customers and forced lowering of prices. Ryanair is increasing the number of customers by 50%, so this strategy is not suitable according to the current condition of the company (Corporate.ryanair.com, 2023).
[bookmark: _Toc140831744]The wider implication of the proposed strategy in different areas of the organisation
[bookmark: _Toc140831745]Ansoff’s Matrix
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Figure 3: Ansoff’s Matrix 
(Source: Clarissia, 2020)
Ryanair Holdings is a successful global business that believes in strategic growth by implementing strategic and effective decision-making. The growth of the organisation is based on external as well as internal factors at different points in time. As per the view of Clarissa (2020), Ansoff’s Matrix consists of the strategic framework that helps the business in the growth of the business. The strategies implemented by the business operation of Ryanair to gain profits are discussed below which is based on the Ansoff matrix. 
Market development
The business operation of Ryanair helps in the betterment of the growth of the business by introducing existing products in the new market. As per the view of Harvey and Turnbull (2020), the market research of the firm helps them to identify the areas of development in the new potential market. The implementation of these strategies helps the company to identify the culture of the market, purchasing behavior of the customers, and current market trends in the existing markets. The regional as well as international expansion of the company allows the company to increase its overall sales. 
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Figure 4: Ryanair hit by lockdowns
(Source: Finance Time, 2023)
The strike of the global pandemic affected the business of aviation companies. The business of Ryanair also got a massive hit in the year 2020. But as soon as the world business recovered, the business of the company improved massively. The flight schedules were cut by the biggest competitors like British Airways and EasyJet (Finance time, 2023). As per the view of Efthymiou and Christidis (2023), the flight frequency and increase in the aircraft capacity help in the low-cost network development of the organisation. The company has also increased its profit by educating new customers which leads to the overall development of the company.  
Market penetration
Market penetration is used by of Ryanair to grow in the competitive market. The increase in productivity allows the company to reach its potential customers within the existing market. As per the views of Caputo et al. (2019), the core strategy of the company is to have market dominance through its key values. This helps them to gain more customer networks in the existing market. As per the views of Páscoa (2022), the penetration strategies help the company to explore the potential changes even in the presence of the existing product in the established market. The market share of Ryanair has increased up to 16% in the new market of Spain and Italy. Italy became their largest market share suppressing the Spanish aviation market by implementing the low pricing strategy (Air Service One, 2023). The company reached its new customers by enhancing the distribution channel. 
The improvement of the supply chain as well as the betterment of the distribution system helps the company to improve its accessibility in the competitive market. As per the opinion of Numanoğlu (2020), the development and implementation of value-based strategic pricing strategies help the company to switch from a product-based company to a value-based company. The competitive prodding of the company increased the sale of the company in the European market. The reduction of the operational cost helps the company to increase the consumption rate in the competitive market. 
Diversification
The diversification of the business refers to the growth of the company due to the development of new products. Ryanair is focused on the betterment of its customer services by developing new products and services. The company has taken initiatives to develop travel app assistants, Digital Self-Service Hub and myRyanair Wallet (Ryanair, 2023). These initiatives help the passenger by giving easy access to the information related to the company. 
The initiative taken by the company helps them to increase their profit in the competitive market. The income of the company has increased over the years. In 2019, the annual profit of the company was 1024 million Euros in the third quarter (Ryanair, 2023). The engagement of the new products helps the company to create a new chain of customers. The development of the new product will help the company to gain profit even in the presence of strong competitors. The estimated market size of the UK is USD 15.20 billion in the year 2023 (IATA, 2023). As the competition is very high the company needs to develop new strategies and innovative products to hold a good position. 
Product development
The growth of the company is highly dependent on the service or the product developed by them. The main service provided by the company is accommodation services and travel insurance services (Global Data, 2023). The development of the new product is highly dependent on the proper research of the market. As per the view of Abdul-Kadir et al. (2020), the company developed and promoted its products depending on the demand of the customers. The company works with the manufacturers such as OMEs to ensure that the overall process presents any sort of maintenance errors (Ryanair, 2023). The development of new products by implementing technological innovation like my Ryanair Wallet which is based on market research always helps the company to create a strong customer network in the competitive market.
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Figure 5: Number of passengers travelling with Ryanair 
(Source: Statista, 2023)
Ryanair has been growing its business for the past few years. The customer engagement of this company is increasing at a rapid rate. After the strike of covid pandemic, the company has shown massive growth in the European aviation industry. As per the above graph, before the strike of the covid, the company had 14.9 million passengers in the year 2019. On the other hand in the year 2021 to 2022, the company has recovered from the impact of the global pandemic by increasing to 97 million passengers. The strategic partnership of the company helps the company to gain profit. The number of passengers in the company had increased from last year by 74% to 168.8 million passengers (BBC, 2023). The business operation of Ryanair has experienced a 10% increase in sales due to the launch of a few new services. 
[bookmark: _Toc140831746]Porter’s Generic Strategies
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Figure 6: Porter’s Generic Strategies 
(Source: Islami, 2020)
Cost Leadership
The Porter’s Generic Strategies help the organisation in identifying the competitive advantage of the company. This is important for the organisation to increase the productivity of the company by implementing different cost strategies (Islami, 2020).Cost leadership is used to define the strategies to enhance the profitability of the company by implementing different cost strategies. The cost leadership of strategies of Ryanair is based on the performance of the competitors present in the market (IJRAR, 2019). The cost leadership style of the company helps to become a low-cost carrier (LCC) in Europe. 
The company falls under the category of low-cost airline in the UK along with other airline companies like Wizz Air and Vueling. The low-cost airline companies gained a profit of 4.8% approximately and the total revenue earned by the industry in the year 2022 was 4.4 billion Euros (IBIS, 2023). As added by Lauer (2019), the Strategic Leadership style helps the company to develop the business to gain long-term success. The company studies the cost structure of its competitors present in air travel services. The company has the value-based approach to have effective strategic pricing that will help the company (SRCE, 2023). The strategies related to cost leadership are associated with the leaders of the low-cost market. This helps in gaining an advantage over the deals offered by the other companies. 
Cost Focus
The cost focus may not be profitable for the business. The cost focus of the organisation attracts potential customers which are based on the proposing of the products. As per the report of Barrows (2019), the company mainly focuses on the low pricing the service may bring the value of the products. The U.S. airline Southwest is also a profitable low-cost carrier in the world, with a net profit of 2.3 billion U.S. dollars in 2019 (Ryanair, 2023). The company is mainly focused on the demand of the customers while pricing the products. The cost strategies of Ryanair examine the pricing strategies of the competitive companies. The no-frills policy of the company helps in the creative expansion of the company. However, this airline company has emphasized competition in cost strategies. 
Differentiation 
The differentiation of the goods and services mainly focused on the satisfaction of the customers. The aviation firm is mainly focused on quality services by generating higher revenue which is 1.4 billion euro profit in the year 2021 (Ryanair, 2023). The business operation of Ryanair mainly deals with its pricing strategies which include low-cost strategies. [image: ]
Figure 7: Profit of Ryanair from 2012 to 2019
(Source: Statista, 2023)
The company is determined to improve its secure quality to meet the demand of the customers. The improvements in the service help the company to gain profit in the competitive market of the United Kingdom. As per the above graph, the net profit of the company in the year 2016 was 1315.7 million Euros (Statista, 2023). On the other hand, it increased to 1450.2 million Euros in 2018. This helps the company to expand its business in the competitive aviation market of the UK as well as globally. 
Differentiation focuses
The strategy of the company is mainly focused on the satisfaction of the customer with the services provided by them. The improvement in customer services helped the organisation to gain the attention of the passenger. In the year 2020, the overall passenger of the company was 148.6 million passengers after the strike of the global pandemic the company faces a huge loss as its total passenger was 27.5 million in the year 2021 (Ryanair, 2023). The company is forced on the betterment of their services by having punctuality. As per the report of Association of European Airlines, fewer cancellations of flights help the company to gain a good brand image among potential customers. However, the company faced certain hardships so they decided to change the model based on American Southwest Airlines. Thus, the low cost helps them to sustain themselves in the competitive market. 
[bookmark: _Toc140831747]Conclusion
It can be concluded from the above report regarding the scheduled flow of passengers, Ryanair is considered as one of the largest airline companies in Europe. Low fare airline industry has loyalty in customers as they are providing low fares. In order to get a large number of customers, Ryanair has offered low fares or charges, which provides efficiency towards consumers.. The company Ryanair also has expanded their business which currently operates with a nearly large number of aircraft. It provides a low cost model of business that flies to nearly 225 destinations across 90 of the airport base, along with Africa and countries of the Middle East. It has also been seen that stakeholder analysis is important for the company to evaluate strategic operations. 
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