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Like any other sector, today’s marketing management in the aviation industry revolves around establishing a strong relationship with the customers, engaging or valuating and maintaining them, and ensuring the stakeholders’ expectations are met. This case study will analyse the Irish Airline company Ryanair.
This report will first indicate the importance of communication in the marketing role at any organisation and the component of the Shannon and weaver communication model, explaining the concept of Integrated Marketing Communication IMC and all the online and offline communication channels that the company can use to ensure the customer received the message and is aware of the service. Furthermore, the report will appraise Ryanair for creating innovative marketing strategies to defend its market share in a very competitive market, how the company built the brand by implementing Keller’s brand equity model and achieving customer loyalty, and how substantial the brand equity is. After creating a customer journey map for Ryanair, discussing and evaluating the touchpoints implemented over the five stages of the journey, and applying the total engagement model to Ryanair, in the end, the report will include recommendations for Ryanair about new promotions and new touchpoints.

[bookmark: _Toc101521888][bookmark: _Toc101522242][bookmark: _Toc101621370]Ryanair Airline Company
Ryanair Holdings plc, Europe’s largest airline group, is the parent company of Buzz, Lauda, Malta Air & Ryanair DAC. The group connect over 200 destinations in 40 countries on a fleet of 470 aircraft, transporting 154 million passengers annually on over 2400 daily flights from 82 terminals.
Ryanair employs nearly 19,000 highly qualified aviation professionals responsible for Europe's best on-time performance and a 34-year safety record. About us (ryanair.com)
History of Ryanair	
Ryanair was founded in July 1985 by the Ryan family; the company began its mission in Waterford with only 25 employees and a single 15-seat Bandeirante turboprop operating between London and Waterford. 
1986 Ryanair received regulatory approval to start flying four flights a day on the Dublin-London route. Initially, the company’s competitive strategy was to offer half-price fares by challenging the monopoly of British Airway and Aer Lingus. Ryanair operates additional routes by the late 80s. 
1990 the Ryan family reinvest 10 million to restructure the company after suffering a 20 million loss. Despite the deterioration in the airline traffic caused by the Gulf war in 1991, Ryanair made a profit of £ 293 000 and carried 651000 guests with 477of staff. In May 1991, Ryanair changed its London base from Luton to Stansted. By 1999 Ryanair replace the aircraft fleet with Boing 737s to expand into multiple European destinations and transport 5 million passengers.
At the beginning of 2000, Ryanair launched Europe’s most prominent website www.ryanair.com. The website had 500 000 bookings per week in fewer than three months; the website also provided travel insurance, hotel reservations, and car rentals on a low budget. The same year the company constructed its business model composed of:
· Using only Boeing 737-800 aircraft
· No complimentary food or drinks
· Seatbacks without recline
· Quick flight turnarounds- 45 minutes on average
· Inflight catalogue that provides payable foods, drinks and some duty-free products
· Minimum baggage allowance 
With time, Ryanair continued to grow up speedily and now is considered the largest low budget airline company in Europe, operating more than 200 destinations and succeeding as a vital competitor same for monopolies and new entrants in the aviation industry. (Box, 2007)

[bookmark: _Toc101521889][bookmark: _Toc101522243][bookmark: _Toc101621371]Definition of communication
Communication is terminology used to describe how to transmit information from a group in the form of a message to another group. In other words, it is the procedure of production, transmission and consumption of meaning.
 Many models described the communication procedure from basic sense to more complicated. The most traditional theory is a compound of three components: Sender, Message, and Receiver, linked linearly, ignoring different factors that can disturb the smoothness of transferring the information to the receiver. One of the fundamental theories representing effective communication is the Shannon and Weaver model. This model is implemented by businesses in the marketing communication process to promote the product to the customers and convince them to purchase it by using different communication channels. (Wood, 2006) 
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Figure1: Shannon and Weaver Communication Model
Source: (Kotller, et al., 2009)
The sender: is the first component of this model, and he is the source of information, represented by the advertiser.
The message is verbal or nonverbal encoded content composed by the sender and transmitted through different communication channels to transfer the meaning to the recipient and create awareness about the product.
The receiver: he is located at the end of this communication channel; he is the party who receives and understands the message after decoding the meaning; after that, the customer makes a response and communicates back to the sender by feedback. 
 During this process, the organisation may afford interruption, which is an essential factor that marketers should consider before sending the message to ensure efficient communication.
[bookmark: _Toc101521890][bookmark: _Toc101522244][bookmark: _Toc101621372]Integrated Marketing Communication
Integrated marketing communication is gathering all communicational messages together and connecting them carefully to ensure the delivery of a clear message to the customer.
[bookmark: _Toc101521891]Effective customer communication and engagement are based on a specific blend of online and offline promotions tools, using them as a well-coordinated mass under the concept of integrated marketing communication by producing a consistent message to build strong and lasting customer relationships and enormous sales impact and brand equity. (Kotler, et al., 2020)
Online promotions
The online advertisement allows the company to communicate directly to the customer by using the internet and mobile phones like: 
·  Company Websites 
· Sending direct emails to the customers who have already used the product or service 
· Advertising through social media 
· Phone apps
· Blogs 
[bookmark: _Toc101521892]Offline promotion
· Newspaper and magazines
· Television and radio advertising
· Personal communication: leaflets, catalogue distribution, promotional letters
· Sponsorship by providing funds to the sponsors in exchange for promoting brand awareness, like sports, media, education….
· Public relations and publicity: build a strong image and good reputation using press releases and conferences. Publicity can have a negative impression of the company as journalists write articles without paying them 
[bookmark: _Toc101521893][bookmark: _Toc101522245][bookmark: _Toc101621373]New promotional strategies for Ryanair
Ryanair is known as Europe’s low coast airline company; it operates in the UK and Ireland and connects numerous countries in the European Union. The company practice the cost leadership strategy and choose to target the price and present itself as an alternative to the traditional ones. The company promotion strategy is cheap and focuses on the internet communication (Kotller, et al., 2009) 
Defence Strategy for pioneer
increasing the customer satisfaction and loyalty by straitening the pricing strategy that the company is adopting, they can use its competitive advantage represented as cost leadership in the industry to defend the market share and prevent the customer from switching to the rivals, encourage and simplify repeated purchases for previous customers and make offer advantages for them by creating a club card to collect points whenever using the service in favour to receive discounts in future purchases. Moreover, involving more direct marketing on social media like Facebook, Instagram, tweeter, YouTube ads or even TikTok to interact directly with the customers and promote the brand image. Also, Ryanair can make a strategic agreement with comparative flight websites such as Skyscanner and Kiwi, Jet2… etc.
[bookmark: _Toc101621374]Offline strategies:
Advertising: 
It is a non-personal and paid communication channel; advertising through mass media using the radio and the television could be expensive; however, the message transmitted is more powerful and influential as it is addressed to a large audience. Other advertisements like newspapers or train stations and coaches advising are considered less expensive than the visual ones, and they could be a good alternative for Ryanair, which always focus on minimising the costs.
Public Relation: 
To achieve excellent public relations and favourable publicity, Ryanair needs to build a perfect collaborative image and get rid of the unfavourable news by maintaining a good connection with the various public relation externally as media, community, and authorities and internally with their employees. (Kotler, et al., 2020)

Events:
Involving more in local and international events besides sports events, arts and musical events, entertainment, and charity contributions will create more interaction with the community and the customer and help to build a good relationship with the public and improve the company’s reputation.

Contract with Advertising agencies:
Contracting communication company that assesses the company strategy and works to improve the communication with the customer through its journey. Those agencies work on improving the effectiveness of the company’s promotion and implementing adequate communicational channels. One general service company was more rentable to many companies by having more integrated communication and at less than the total communication cost (Kotller, et al., 2009)

[bookmark: _Toc101521894][bookmark: _Toc101522246][bookmark: _Toc101621375]Definition of brand and brand equity

 According to (Kotler, et al., 2020) a brand is a company asset defined as the image and the value of the product in the customer’s mind. It constructs the perception and feeling of the customer about consuming the product; the brand has an immense value for any company.
Brand name builds a relationship between the firm and the customer, and brand equity measures how powerful the customer’s reaction or response after consuming the product. A brand has good brand equity if people think positively of it. Negative brand equity occurs when a brand regularly under-delivers and disappoints to the point where consumers advise others to avoid it. 
[bookmark: _Toc101521895][bookmark: _Toc101522247][bookmark: _Toc101621376]Keller’s brand equity model
Keller’s brand equity model, known as the customer-based brand equity (CBBE) developed by Kevin Lane Keller. This model is based on a basic idea: to create a Successful brand, the company must influence the thinking and feeling of the customers about this brand. The CBBE model specifies four processes for developing a powerful brand. Each stage in this branding pyramid is based on the preceding one being successful - from brand identity through brand meaning, response, and relationship. These processes are followed by six brand development blocks: salience, performance, imagery, judgements, feelings, and resonance. The goal is to achieve the top of the pyramid, resonance, where buyers and the company have a perfectly compatible connection.
(Kuhn, et al., 2008)
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Figure2: KELLER’S Brand Equity Model
Identity: Ryanair airline is the low-cost leader company in Europe that provides airline itinerary travel, operating in the UK, Ireland, and Europe to make the trip more affordable for most people.
Meaning: Ryanair differentiate itself from other competitors by offering low fares travel with the on-time flights and much less environmental impact; it has the youngest fleet, the highest load factor, and an efficient point-to-point model, which results in only 66 grammes of CO2 emissions per passenger/km. (Anon., 2021).
Response:  according to many customers’ comments on Ryanair’s Facebook page, they express a lot of positivity and satisfaction about the service, especially the price.
Resonance (Relationship): Ryanair fulfils creating a community on social media, so the customer can discuss the brand, give feedback, and express their impression about the brand and their loyalty. 
[bookmark: _Toc101521896][bookmark: _Toc101522248][bookmark: _Toc101621377]Advantages and disadvantages of Keller’s brand equity model (Remy, 2013)
Advantages:
· The pyramid model examines and tracks how marketing communication develops an engaged and strong customer loyalty (Keller,2009)
· CBBE model is perfect for identifying the current stage the company is in.
· According to (Keller,2001), by building the pyramid through the six blocks, the brand will be strong and successful.
· Brands that can generate customer resonance and loyalty receive plenty of advantages, including higher price premiums and more effective promotion
Disadvantages:
· Feelings did not play a significant role in the industrial marketing setting, according to Kuhn et al. (2008), and resonance may need to be modified to be more applicable.
· As well, he suggests the company’s representative plays a role in making the brand equity.
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The basic concept behind the customer journey map is straightforward. It is a pictorial display of the sequence of events that customers may encounter when interacting with a service organisation throughout a buying journey. CJM gather all possible organisational touchpoints that the customer may face during the process of service exchange; the purpose of this map is to understand the accurate journey map; the senior manager and his team need to understand well the customer touchpoint and work with his team to implement techniques that develop and improve customer experience in association with every touchpoint and enhance the customer service provider interaction (Rosenbaum, et al., 2017)
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1. Awareness is the first stage on the map when the organisation aims to get the targeted customer’s attention. Here the customer is looking for information about a specific product or service to satisfy his needs.
2. Consideration: at this stage, the customer is aware of the availability of the product and is evaluating and comparing it with other products by doing further research 
3. Decision: by this stage, the customer is well informed and has gathered all the information needed and is about to decide and choose the product he believes is adequate for him.
4. Retention: stage number four and most important when the company has formed its competitive advantage and gained customer loyalty by maintaining and retaining the customer over a while.
5. Advocacy: at this point, the customer converts to an advocate and supports the company or the brand by sharing positive feedback 
Customer touchpoint: The customer's earliest point of contact and experience with a firm or brand, from beginning to end of a buying process; this operation can take place online and offline and in a variable time. Prepurchase, purchase and post-purchase. (Doyle, 2016)
Prepurchase touchpoint: it refers to the interaction with the customer before the service begins, and it could happen through different channels: digital marketing, social media, sending email, radio or TV advertisements, company events, leaflets, station adverts, newspaper and magazine, peer referral.
Ryanair does not spend a big budget on advertising, and they are involved more in digital marketing; they use their website and YouTube channel and other social media accounts. Last year they shared a video, “Jab and Go”, in parallel with the vaccine campaign to encourage people to get jabbed and inform them that they are back to operate.
Purchase touchpoint: it is when the customer is buying a product or service, such as conversation agent, product catalogue, point of sale, website.
Ryanair primarily engaged with their customer through the website and the new app; however, the customer can buy their ticket from travel agents.
Post-purchase touchpoint: it refers to the client experience that occurs after the service has been provided by receiving a thank you letter or email, subscription, filling in a feedback survey, or incentive to encourage repurchase.
Ryanair interacts with customers who have already used their service by sending them offers via email and getting a 10% discount when they subscribe, as shown on the website.
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Figure3: Customer Journey Map
The person is already a Ryanair customer and already using the service. He received an email about new offers and new destinations; he visited the company website to check the available dates. Also, he compared their price with the travel agent ones as well as other companies’ prices; once he found that it was the most economical one, he purchased a ticket through the company website; after that, he checked additional services Ryanair is offering such as extra luggage and car rent. In the end, he talked to his friends and relatives about the experience and wrote feedback on the Facebook page of Ryanair.
[bookmark: _Toc101521900][bookmark: _Toc101522252][bookmark: _Toc101621381]Strengths and weaknesses of Ryanair’s Customer |Journey Map
Strengths
· The journey map is simple and easy for the customer, either using their website or the new phone app.
·  most touchpoints with the company are direct and digital through the website and the phone application without any intermediate.

Weaknesses
· Ryanair uses fewer third-party sites than its competitors like Expedia, Lastminute and GotGate.
· This customer journey map only focuses on existing customers and doesn’t mention how to create awareness about the company to attract new customers.
· Ryanair is avoiding using advertisements using traditional media channels like TV or radio advertising
· Also, they don’t use any post-service survey to be filled up from the customer for a reason to make their service better and satisfy them.
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Figure 4: Total Engagement Model
The main objective of this model is to create engaged customers to reassure the repeated selling of the product to the same customer and gain its loyalty to meet the target of increasing sales and growth. According to this concept, crucial aspects must be created to produce engaged clients. Most companies include these aspects, and the individual advantages of each are widely proven (Roberts & Alpert, 2010). They are as follows:
 customer value proposition: the value the company gives to the customer and why it chooses this company over its adversaries. To achieve that, the company should have deep customer knowledge and understanding.
- brand: it is the company identity and image in the customer’s mind and using a promotion mix to advertise it continuously to the customer.
- internal cultural elements: it refers to the company culture such as values, goals and interior environment where the employees deliver the company service to the customer.
Customer experience is when the customer interacts directly with the organisation. In other words, it is the act of consuming the products and services. 
The company must recognise that to offer a unique customer value proposition and customer experience, to develop engaged customers, the company must also combine two other critical factors. The first is the brand, which should consistently express its business model. The second factor to consider is a company's internal culture, which is a significant facilitator in delivering a unique value offer and a well-planned customer experience through motivated personnel.
For Ryanair, the customer value proposition is based on the image of offering the lowest flights tickets. Every time the customer wants to buy a ticket, he visits the company website to check the prices. Ryanair always promotes its brand image as the lowest airline company and the least damaging to the environment. Ryanair is improving its relationship with the employees who complained about long working times and undervalued, especially the cabin crew. They were feeling tired, which reflects negatively on the customer service. To keep them engaged, Ryanair recognised their union in 2018 and negotiated with them the improvement in the working conditions.
[bookmark: _Toc101521902][bookmark: _Toc101522254][bookmark: _Toc101621383]Recommendation
· Create a new business model that understands the modern traveller's needs and what he is seeking from air travel and how to enhance efficiency by innovating its customer service and aircraft. Although consumers consider the price a priority when choosing their airline, they also desire comfort.
· Combine affordability and better quality of service; the company could provide more training to the staff to offer good customer service; additionally, investing in a modern aeroplane that has more space for legroom, free inflight Wi-Fi, especially for the young travellers, can make a significant improvement on the company reputation, market share and profitability.
· Working more on the company’s image, as recently, many journal articles talked about customer dissatisfaction regarding poor customer service, travel insurance policies, and refunds problems. A survey was made by BBC Ryanair and was ranked the last for the sixth year with 45% of customer satisfaction (Anon., 2019).  
· Ryanair needs to gain positive publicity; it can sponsor local events and fund charities to expose its financial aid to society.
· work together with a third party to enhance the company profile on the internet and social media.
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In summery, the organisation’s marketing role is crucial to guarantee the viability of the organisation in the local and global market. At present, with the technological changes, the customers can easily choose where to find the information using a variety of sources, quite the contrary, before the internet age, only the traditional media could transmit the information. Regarding those changes, the marketing role currently needs to concentrate more on creating innovative communicational strategies and deciding which promotional channels would be effective in order to transmit the message and create awareness about the product or service.
 Today’s trend is implementing the Integrated Marketing Communication (IMC) concept that implements the homogeneous mix of all the online and offline promotional communication to strengthen the effectiveness of the promotion mix and create resistant brand equity. Efforts must be made to evaluate the actual customer journey map and assess the communication channels involved at every single touchpoint over the five steps of the journey, beginning from awareness, consideration, decision, retention, and advocacy. This evaluation ensures the durability of fulfilling the customer expectation and working through creating new touchpoints to enhance customer satisfaction. All this process needs to be practised in collaboration with the organisation, employees, and customers by engaging them in the constriction of the brand and the brand equity.
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