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Executive Summary
At the request of their Senior Management Team, Ryanair must implement new methods to foster innovation for the long-term sustainability and resilience of customer care.
[bookmark: _Int_ZJVvpnGU]Strategic management, argued by Lamb Robert (1984), is an ongoing process that evaluates and controls the company's business and industries; assesses its competitors and sets goals and strategies to meet all existing and potential competitors; and then reassesses each strategy annually or quarterly (i.e., regularly) to determine how it has been implemented and whether it has succeeded or needs replacement by a new strategy to meet changed conditions. 
To assess Ryanair's position in the post-pandemic market environment, tools and approaches were applied to this definition and contrasted with others offered by other authors.
To identify areas for improvement for greater future resilience and sustainability, the Strategic Process Model, SWOT, PESTEL, and Porter's Five Forces analysis were used as the tools in the report.
Customer care has been clarified in-depth, and suggestions have been given for future consideration of the word and understanding by front-line staff, as there is still some uncertainty among people regarding customer service-customer experience and customer care. The report has clarified, however, that customer care affects everyone in the company, from the lowest-ranking employee to the highest-ranking Senior Management Team member.
A study has shown that customer care should be considered as a future indicator owing to a lack of understanding between the word, even though Ryanair continues to be among the top airline businesses in terms of cost and daily flight volume.
The knowledge that immigration regulations have changed and will be influenced by Brexit has also demonstrated that Ryanair employs knowledgeable personnel.
The Senior Management Team should be able to fully understand the various requirements of the aviation industry, where customers are valued for fostering trust, loyalty, and long-term engagement with employees who are emotionally aware and able to adapt to any change or behavioural characters. This should be possible with the help of adaptability to change, customer behaviours, and regular training.















1.0 Introduction
To find a new strategy for providing innovative customer care while assuring long-term resilience and sustainable competitive advantage in the event of a post-pandemic, the top management of Ryanair Group commissioned the investigation that led to the creation of this report.
Before anything else, it's critical to realise that corporate management has radically changed over time, moving from a focus on products and profits to one on customers. 
This is in line with Deloitte's 2019 Global Contact Survey results that businesses emphasise upgrading the human experience to set themselves apart from rivals. Customer experience (85%) and service development (78%) were cited as the top investment drivers by businesses in the Deloitte poll. In real terms, this entails focusing on the needs of the customer and providing better customer service.
According to Doctor Jan Louise Janes (2014), the term "customer care" refers to a method of interacting with customers when they link with your brand, products, or services to keep them happy and satisfied, even though it is frequently confused with other terms like "customer service," "customer experience," or "customer relations." Because it focuses on creating emotional relationships between customers and brands, customer care extends beyond customer service and support.
In addition, McKinsey & Company (2018) asserted that consumers today are increasingly choosing to buy into a notion and experience of the care they have been delivered rather than only purchasing goods or services.
It is the responsibility of leaders to develop strategies and carry them out in a way that will better support the business in the implementation of customer care for long-term sustainability, Ryanair included. 
This is because environmental forces have a significant impact on the market environment as well. To provide regular customer care and its relevance to customers, as well as to adapt to change brought about by internal and external forces, all stakeholders should be involved in this process.  
Strategic management tools like Swot, Pestel, and Five Forces Analysis will be analysed and applied to the chosen organisation, Ryanair, to better compile this report. The aviation industry continues to be the best testing ground for customer care, where customers also care about their lives considering all the resources, articles, reports, journals, books, and so forth that are readily available.
2.0 Understanding Strategic Management 
2.1 Strategy
An organisation can share a single, distinct vision, identify biases by probing the motivations behind goals, and monitor performance using quantifiable key performance indicators by developing an effective plan (KPIs) (Landa, 2021).
This helps the organization to understand its strengths and weaknesses and what they are good at and improve its weaknesses aspects at every stage for more effectiveness and efficiency. However, there is no strategy for each type of business, but a strategy applied should match the purpose of the organisation and managers should be able to adapt to change whenever businesses are affected by internal or external forces.

2.1.1 Definition of Strategy
Several definitions of strategy from various authors are provided below, including:
Peter L. Wright, Mark Kroll, and John Parnell's definition in 1997 is, strategy is the collection of goals that top management sets to accomplish the mission and goals of the organisation. 
While Mintzberg and Quinn (1991) describe strategy as the purposeful search for an action plan to develop and adjust the competitive advantage of an organisation. The contrasts between the organisation and its competitors are the basis of its competitive advantage.
However, the concept put forth by Von Neumann, J., and Morgenstern, O. in 1947 was more pertinent to modern business, where managers must be adaptive to any situation that might arise. They described strategy as a set of actions made by a business in response to a specific circumstance.
For instance, snow delays a planned flight by Ryanair, which has additional negative effects in other airports where passengers were waiting for the flight at a specific time. However, Ryanair should quickly adapt by being flexible with refunds for future flights that customers will take or by compensating them with another flight that is ready to maintain its reputation.
David Garvin, a professor at Harvard Business School, asserted that implementing and carrying out strategy well entails providing what is planned or promised on schedule, within budget, with high quality, and with slight variation—even in the face of unforeseen circumstances (Garvin, 1993).



2.1.2 Strategic Management 
The current business world still faces challenges with the environment, technology, and politics; it is more important that top management get fully involved by dealing with long-term issues, offering competitive advantages, positively affecting operationally long-term challenges, and being future-oriented to provide value to customers. 
[bookmark: _Hlk122104988]In doing so, Strategic management was defined by Lamb Robert (1984) as an ongoing process that analyses and manages the company's business and industries; review its competitors; develops goals and strategies to compete with all current and potential competitors; and then reassesses each plan annually or quarterly (i.e., periodically) to see how it has been executed and whether it has been successful or needs to be replaced by a new strategy to address changing conditions.
[bookmark: _Int_67SorsIm]Similarly, Teece (1990) has defined strategic management as the formulation, implementation, and evaluation of managerial actions that enhance the value of a business enterprise.
Moreover, Fred David (2020) suggested that the art and science of analysis and formulation might be used to define strategic management. putting into action and assessing any cross-functional choices that help a company achieve its objectives. Obtaining and sustaining a competitive advantage is everything.
2.1.3 Importance
The development and implementation of practical and effective management strategies are the main concerns of strategic management. A management strategy's viability is determined by how well it makes a company more able to adapt to its external environment and how well it accomplishes its strategic goals, rated according to preferences for success (Kotler & Armstrong, 2016).
The external environment of a corporation is likely to change after a certain amount of time, thus a company periodically updates its management strategies to be able to handle the evolving trends of that environment. Notwithstanding these changes, the fundamental objectives of a management strategy, which are connected to the concepts of building competencies, collaboration, and cost value for consumers, have not changed.
2.1.4 The three levels of strategy
The following diagram represents the three levels of strategy (Cook, 2022):
Corporate strategy: is an organization's highest level of strategy. It outlines the organization's overarching goals, detailed plans for implementing the strategy, and the distribution of resources. The Strategic Plan often contains this information. Typically, the board and top management figures develop the firm strategy.
Business Strategy: describes the approach that each business unit will take to support the broader corporate strategy and direct its success while sitting underneath corporate strategy. Within each business unit, middle managers often develop the business unit strategy.
Functional Strategy: is effectively the day-to-day strategies and activities being carried out to achieve the broader corporate and business unit strategies. It comes beneath business unit strategy (Cook, 2022).




Fig.1: The three Levels of Strategy
[image: The three levels of strategy]
It is crucial to first comprehend the organisation to better deploy management tools in the chosen organisation, Ryanair, and to create strategies for improved customer service implementations within Ryanair.
2.1.5 Strategic Management Process
Strategic Management as defined above by Lamb Robert is an ongoing process that also has been adopted by other authors and studies can be illustrated by the Strategic Management Model in the figure below developed by two Spanish Authors Navas- Lopez, and Guerras- Martin in their fifth edition of the book entitled Fundamentals of Strategic Management published in 2015.
Setting corporate goals for a company is just one of the responsibilities of senior managers; nevertheless, achieving those goals requires continual monitoring because internal and external factors as well as people-related issues can have an impact on the market environment.
Furthermore, forming alliances with local businesses, as well as having skilled employees who participate in various training and soft skills such as emotional intelligence, will contribute to future orientation with the creation of values for customers.
As was already mentioned, strategic management has many benefits for the firm because it helps with determining corporate objectives, enhancing brand management, defining SWOT, exhibiting a solid labour supply, boosting stability, fulfilling board member obligations, offering an organisational viewpoint, and creating frameworks for decision-making.
However, there are some disadvantages to strategic management, including time requirements, difficulty adapting to global changes, difficult processes, unexpected results, and a lack of immediate rewards.
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2.2 Application of Strategic Management Tools for Ryanair
2.2.1 Background of RYANAIR
Ryanair, an Irish airline founded in 1984, has its headquarters in Dublin, Ireland. It is Europe's busiest airline by passenger volume, and it is notable for its effective use of the low-cost business model (Ryanair annual report, 2022).
Ryanair has developed a reputation for having the lowest fares in the business as a pioneer in providing low fares to its customers on short European routes, making it the toughest competition for up-and-coming airlines (Business strategy of Ryanair, 2022).
Ryanair operated as a short-haul, point-to-point airline in Europe during the 1990s. Later it entered the Dublin-London route hitting the market with its attractive strategy of lowest fares and increased routes between Ireland and the UK.
Ryanair gradually expanded into new markets while adhering to a simple business model centered on offering the lowest fares with increased frequency to destinations and emphasising customer safety and security (Ryanair Business Strategy, 2022).
Ryanair managed to be a low-cost carrier and became the first European airline to fly with more than 1 billion passengers in 2017, despite dealing with several internal and external issues. In recognition of its ongoing efforts to develop innovative supplementary revenue sources, Ryanair received the Future Travel Experience Ancillary Silver medal at the 2018 FTE Europe and FTE Ancillary awards (Ryanair- annual report, 2022).
Ryanair achieved a record load factor and profit of 95% and €1.45 billion, respectively, in 2018. This was the consequence of strategic capacity expansion over the previous few years, ultra-low operational costs supported by growth in passenger volumes, and an overhaul of the customer experience (
Ryanair's stock prices have reached all-time highs because of these challenges. By 2020, Ryanair employed approximately 16,000 people that have increased to 19,000 highly skilled aviation professionals by the end of March 2022 with post covid decrease in passengers from 149 million pre-covid to 97 million post-covid. However, they are planning to increase the number to 225 million by 2026. 
Ryanair's USP, or unique selling proposition, is to provide the cheapest rates in the aviation industry with higher frequencies for quick point-to-point travel.
It is Ryanair's objective to "provide low fares that promote passenger volume while consistently focusing on cost reduction and efficient operation," according to the airline's mission statement.
To "firmly establish themselves as Europe's foremost low-cost scheduled passenger airline by continual improvements and extended offerings of their low-fares service," as stated in Ryanair's mission statement.
2.2.2 SWOT Analysis of Ryanair
· Strengths
The Ryanair SWOT analysis provides a framework for analysing the variables that have an impact on the airline sector as a whole and how they may affect Ryanair. Ryanair's internal and external variables, specifically its strengths, weaknesses, opportunities, and threats, are discussed in detail in the SWOT analysis.

Strategic analysis of Ryanair's internal elements reveals strengths that are also important success factors. 
Some of the features are low prices, affordable fares, innovative leadership and business practices, and more routes and frequency to destinations. operating only with Boeing 737-800 aircraft (Business strategy of Ryanair, 2022).
These elements provide Ryanair with a competitive edge and maintain it in front of its rivals and competitors in the fiercely competitive and ever-evolving aviation sector, where airlines fight for the tiniest market shares (Business Strategy of Ryanair, 2022).
Even though Ryanair's business strategy is clear-cut and places a priority on low prices, on-time service, and passenger safety, passengers give the airline poor reviews because of things like poor customer service, hidden surcharges, ambiguous agreements, incorrect fare advertisements (Ryanair, 2022).
These are undoubtedly some of the main limitations of all low-cost airlines. Ryanair has observed along its journey that, despite all the difficulties, some fantastic chances will support its growth.
The acquisition and merger of other airlines, code sharing, industry consolidation, a sharp rise in the number of short-haul travellers paired with a swelling market share, and market expansion are a few examples of aspects in Ryanair's macroenvironment that operate as genuine opportunities. Among the many external issues Ryanair must deal with are rising fuel costs, fluctuating exchange rates, competition from regional airlines, and natural disasters.
Weaknesses
The company Ryanair could be impacted by changes to labour laws and employee compensation plans; because Ryanair's planes are registered in Ireland, Irish employment rules mandate that all of its employees in Europe, excluding the United Kingdom, work under Irish employment contracts.
These contracts have been challenged by numerous nations, and if Ryanair is compelled to give up, this might lead to higher remuneration, insurance premiums, and other perks. In the middle of 2018, Ryanair's pilots also went on strike in support of improved pay and working conditions, which led to the cancellation of hundreds of flights and had an impact on thousands of passengers.
In addition, the airline suffered significant financial losses as well as a loss of trust and reputation in the face of a challenging operational climate and high oil prices. After the Brexit vote, the U.K. will be leaving the EU, which could amend employment contracts under different jurisdictions, as necessary. As a result, it is believed that Ryanair needs to focus on improving its labor relations as a top priority.
Overcapacity may soon become a problem as a result of aggressive fleet expansion: Ryanair expects its annual passenger volume to exceed 225 million by 2026 and has planned fleet expansion accordingly.
But Ryanair's finances could suffer if growth in passenger volumes slows owing to competition or other political or economic issues. Also, it is unknown how Covid-19 may affect the pandemic as it develops, but it is anticipated to have a major influence on the aviation sector, particularly Ryanair, and could jeopardise its expansion ambitions. 
Opportunities
Ryanair has a good opportunity to boost ancillary revenue through My Ryanair the redesigned my Ryanair app includes a smoother booking process and more pertinent content. By using these digital channels to advertise supplementary services, Ryanair may boost its segment revenue.
An increase of flights 225 flights to and from with around 97 M Passengers during the year ending March 2022.
Ryanair has the potential to expand further in this segment due to its strong digitalization and innovative offerings.
The Always Getting Better (AGB) initiative should give the client experience priority. The entirety of Ryanair's business is covered by its strategic efforts under the "Always Going Better" ("AGB") program. In the two years since the initiative's launch, Ryanair has reduced ex-fuel unit costs by more than 2%. Via digital channels, the customer experience has also been substantially enhanced, and the airline has continued to offer the most affordable prices.
The airline boasts one of the highest punctuality percentages in the industry, according to information from its website as of February 2022 (90% excluding ATC delays). The AGB drive's emphasis on further enhancing customer satisfaction in areas like dependability, safety, and a fun experience has the potential to increase Ryanair's market share and boost its overall reputation.
Despite this, Ryanair, with its extensive fleet infrastructure and affordable prices, is well-positioned to take advantage of the situation and buck the trend. This objective motivated the April 2018 launch of Ryanair Sun, a new Polish charter airline. It runs 5 aircraft at the moment and has a Polish Air Operator Certificate ("AOC"). 
It began providing travel services to and from Poland during the 2018 summer vacation period, and it is in a good position to overtake another airline as Poland's leading charter provider. Ryanair can expand this market in other European countries as well.
· Threats
Prices will be pressured downward by a weaker GBP following Brexit: The GBP has declined dramatically since the Brexit referendum in 2016, by 20% by 2020. A significant amount of Ryanair's yearly sales are earned in GBP, and it is predicted that every 1p fluctuation in the GBP/USD exchange rate will have an impact on the airline's earnings of up to €7 million in FY2020. Therefore, major changes in the value of the GBP will significantly affect Ryanair's operations and financial situation.
A change in Jet pricing could have an impact on the company's business strategy and profitability; low fuel prices, a factor over which Ryanair has no influence, are crucial to the low-cost airline's ability to remain in business. Ryanair has been able to control costs since fuel prices have stayed low for the past two years. Ryanair's low-cost business approach and profitability, however, may be threatened by an increase in fuel prices brought on by global geopolitical or economic circumstances.
Ryanair is experiencing escalating competition from other state-owned and regional carriers that offer cheap flights. Ryanair is facing tougher competition from Wizz Air, a low-cost airline based in Hungary. Another significant rival to Ryanair is the UK-based low-cost carrier EasyJet.
Additional low-cost airlines include Alitalia and Air Berlin, which are owned in part by Etihad Airways of Abu Dhabi. Due to the coronavirus issue, certain EU governments have begun to flood their former flag carriers, including unlawful State Assistance to Air France/KLM, Alitalia, Lufthansa, SAS, and TAP. 
The Covid-19 pandemic's effects on the aviation sector: Aviation has never seen something like COVID-19, and even Ryanair had a horrific existential crisis in 2020. The stringent imposition of numerous flying restrictions and/or travel bans by the European Union caused Ryanair's flights and operations to be abruptly halted beginning in mid-March.
Discussion:
Swot analysis used on Ryanair has demonstrated how competitive the businesses are in a microenvironment aspect, but it is crucial to emphasise that additional customer care improvements will be required in the future because customers should be valued throughout every step of their trip.
Tall people will not feel comfortable on flights lasting longer than 2.5 hours when social demographic characteristics are considered. This is because all low-cost airlines shorten the space between seats to add more seats, hence limiting the number of passengers who can travel comfortably.
As it is argued in marketing, "it is difficult to create loyalty to a single passenger but easy to lose a hundred passengers." This can lead passengers to select their future flights, losing the fact customers.
2.2.3 PESTEL Analysis of Ryanair
Given that Ryanair operates in over 225 airports across Europe, with 90 base airports and up to 3,000 daily flights, they are subject to other external forces that can have a negative or positive impact on their business, and it is worthwhile to examine those forces in a macro-environment. The following table will represent some of the areas of PESTEL analysis without being exhaustive.  
	Political 
	Economic

	1. The new business climate regulation has added to the uncertainty surrounding Brexit.

2. Frequent terrorist incidents in Europe will have a negative influence on the demand for air travel, which will hurt Ryanair.

3. The conflict between Russia and Ukraine has had a global impact on business.
	1. Oil prices are anticipated to stay at around $50 per barrel, helping operational margins

2. Brexit-related weaker GBP to increase pressure on ticket pricing.
3. Inflation

4. Effect of the COVID-19 epidemic on aviation and the economy

	Social
	Technical

	1. Short-haul high-speed rail is preferred by consumers overflying. 

2. If tickets are less expensive, consumers will spend more on ancillaries.
	1. improvements to mobile and online platforms to enhance the user experience.

2. Customer experience

3. Cybersecurity, data privacy threats

	Legal
	Environmental

	1. The European Commission is suing Ryanair for getting state aid at specific European airports. 

2. Brexit might make it necessary for Ryanair to adhere to both UK and EU laws.

3. Requirements on Civil Aviation laws and (IATA-ICAO)
	1. EU emission regulations for airlines may increase Ryanair's costs.

2. Runs a young fleet of Boeing 737-800NG aircraft with the lowest emissions intensity among peers. 

3. Significant emphasis on environmental initiatives



Comments
Political
Brexit has created uncertainty in some political areas where laws and policies have been altered. A decline in customers for Ryanair was brought on by the need for personnel to undergo rapid training to comply with new standards for an aviation firm operating in Europe. Different Covid-19 limitations between nations have given travellers more reason to be afraid over time.
Economic
The war and conflict between Russia and Ukraine have had a detrimental effect on Europe and the rest of the world, leading to inflation where customers avoid traveling because of the speed but still consider the average cost of travel. Several online businesses that were started during the pandemic and offer more comfort services for less money, such as Blablacar and coaches where private persons use their means for long distances, have been formed, even though Ryanair continues to be a low-cost company. Moreover, the impact of the post-pandemic on the economy, the populace, and the suppliers in Jet A1, where costs have soared.
Social
Political actions and the implementation of security procedures because of Brexit have had an impact on consumer behaviour. In addition to the previously listed concerns, other important ones include the requirement for visas for non-European citizens, along with the long waiting lists for appointments.
Traveling in a group or with a family is still expensive despite Ryanair's low prices because many extra expenses help the airline make more money, such as meals, luggage, and packed flights. Traditional competitors like British Airlines, Air France, or SN, allow a minimum of 46 kgs per passenger plus 10 kgs for hand luggage in contrast to Ryanair, where a passenger is only allowed to have a small bag and pay for all additional luggage, the low cost is more advantageous to people traveling alone or for workers who do not need much luggage.

Technological
As the business world is moving quickly with technology, digitalization should be constantly upgraded to keep customers informed. Customers are informed of any flight reminders, delays, or cancellations thanks to Ryanair, which was established three years ago. However, there is still room for improvement as front-line staff members are still ignorant of the diverse types of travel documents that people have depending on their nationality or background, which causes frustration, delays, and fear while detracting from the future clientele requirements for business success.
Legal
As a result of Brexit and new regulations, legal requirements for handling, checking, and security checks must be adapted in different airports, resulting in inflated costs for Ryanair as employees must be trained globally. To avoid penalties in other countries, senior management should become proficient in standards in a fleeting period. Hiring locally may be preferable but finding appropriate people who can easily adhere to the business vision may be difficult. Furthermore, because of Brexit, Ryanair must adhere to various regulations across the EU and the UK. Furthermore, the UK-EU open skies agreement may be terminated, causing Ryanair to suspend its UK flights.
Environmental 
Ryanair may incur increased costs as a result of the EU's regulation of aircraft emissions. Airlines must take part in the Emissions Trading System as a result of legislation adopted by the EU. Ryanair must make up the difference through market transactions or government agency auctions if it exceeds the permitted CO2 limitations.
Fortunately, Ryanair has the newest Boeing 737-800 fleet among its rivals and consistently has the lowest emissions. Therefore, Ryanair is also willing to become Carbon Neutral by 2050 with its decarbonisation strategy.
2.2.4 Analysis of Porter’s Five Forces on Ryanair
Fig.3 Ryanair positioning- Adapted from M.E Porter (1979)- The influence of Competitive forces on Ryanair strategy
[image: ]

From a microeconomic perspective, Porter's Five Forces framework will give a detailed insight into Ryanair and its appeal. It analyses five key factors: the threat of entry, the threat of alternatives, the bargaining power of suppliers, the bargaining power of customers, and the competitive rivalry (Porter, 1979). Following is a summary of this:
Ryanair works in a challenging climate that is both extremely competitive and complex, so they must be cautious and adapt their approach as needed. 
To begin with, the rivalry will remain intense as rivals introduce new lines and provide reasonable pricing on the one hand and persistent fear of alternatives brought on by a surge in demand for environmentally friendly transportation options such as high-speed electric trains on the other. Additionally, the company needs to consider bargaining power, especially for the suppliers, where the main concerns are labour unions and fuel suppliers. Last but not least, Ryanair needs to be aware of its new rivals and any potential market impacts. Fortunately for Ryanair, the high start-up costs and lack of airport space make it difficult for new airlines to be profitable.
	Force
	Factors
	Impact

	The threat of New Entrants
	Capital needs, a shortage of airport spaces, and loyalty schemes
	Medium

	Treat of Substitutes
	A rise in the demand for environmentally friendly transportation, fast trains, Blablacar, and loyalty schemes.
	High

	Bargaining Power of Suppliers
	-Boeing-Fuel Suppliers-Unions-Catering Suppliers-Air bus
	Medium-High

	Bargaining of Customers
	Leisure travellers who are price-conscious.
	Medium

	Rivalry amongst Existing firms
	New routes are constantly being launched - Flight over the lowest fares
	High



However, a specific question about the viability of customer care at Ryanair remains unanswered, especially given the significant ambiguity between the terms used by their employees in customer service and their applications. As previously stated, customer care extends beyond staff members' empathy in dealing with customer challenges. For example, a Ryanair flight delay may have harmed a customer who had to change flights in transit but will not be reimbursed and will not receive the care required of an informed passenger, resulting in frustration and anger. This demonstrates sufficiently that the filling of passengers observed at Ryanair is due to its flexibility in low prices rather than loyalty due to customer care. Although Its feedback system called Hotjar surveys (Pereira, 2022) is used to see how satisfied customers are with their products but also how customers interact with their products, it does not allow them to understand how care is provided to their customers by their staff members. As competitors are constantly looking for ways to increase their market shares, it is up to leaders to put in the effort for more tailored hands-on training and practical understanding to differentiate customer service, customer experience, and customer care for future performance that would reflect real values and positively improve customers' behaviours.



3.0 Conclusion
Considering everything that has been developed above, as well as the Ryanair Senior Management Team's strategy, it has been discovered that Ryanair is not getting full passengers because of the Customer Care that they provide, but rather because of the low-cost tariff strategy that the Senior Management Team has implemented.
Additionally, studies have revealed that Ryanair employees continue to conflate the ideas of customer service, customer experience, and customer care. Even though their flights are always finished, they should continually solicit input because they have a long way to go before providing future customers with the care that depends on their viability.
Easy Jet, one of its main rivals, is having difficulties due to a lack of specific understanding of certain immigration rules, which is another advantage for Ryanair.
However, given that word-of-mouth advertising is more effective and spreads quickly, providing excellent customer service should be carefully considered. 
Additionally, when communicating with their clients, they should consider cultural differences and passenger behaviour. They are continually improving, as evidenced by numerous indications and facts, and their planes are built to fly in the air with a variety of connections, which adds value and increases their profitability. However, they must also consider all the services that are related to the consumer, including service, experience, and most importantly, caring that goes beyond emotions, in addition to profit. In addition, its agreement with Shell has committed to them and helped Raynair to set itself ambitious targets of 12.5 percent Sustainable aviation fuel (SAF) by 2030 and net-zero emissions by 2050.
In conclusion, as they continue to use the same model of aircraft, the Boeing 737-800, they have been able to increase both their tangible and intangible assets. This is due to the established strategy. They have also earned the loyalty of their supplier, which they should pass along to their customers by offering excellent customer care.
4.0 Recommendations
Despite being one of the first Europe Airlines and the second Global Airlines, retaining their place should be one of the Senior Management team's top responsibilities by repairing and adjusting as rapidly as possible to every change, regardless of what it is.
Given the rising cost of living, they need constantly push their employees to prevent further strikes, but they should also make sure that they feel valued and could deliver excellent customer service to their customers.
Increase the technological advancements already being made to fully engage passengers and establish a loyalty program after a certain number of flights to build a community of customers who will subsequently serve as constant brand ambassadors for the company because loyalty will foster lived experiences among them.
Maintain your commitment to sustainable practices so that, by 2050, you can achieve the goal of 0 carbonisation. 
Finally, inculcate a feeling of accountability in all employees so they may offer consumers the best service and experience while also continually considering the company's long-term viability and establishing a new benchmark for compassion in the aviation sector.
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