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Executive Summary 
On the March 4, 2015 during the ITB international tourism fair in Berlin, the management 

board of directors of Lufthansa presented the “new” German low-cost, long-haul carrier 

“Eurowings”, which would be operated by SunExpress Deutschland. The “new” 

Eurowings marked the first low-cost carrier in the history of Lufthansa to start its 

operations for long-haul destinations from Cologne Bonn Airport. The last long-haul 

destination from Cologne Bonn Airport was offered at the end of 1980s, between Cologne 

Bonn and New York – Newark. Decreasing flight demand and financial crisis in the last 

20 years forced Lufthansa Group to stop all long-haul connections from Cologne Bonn 

Airport. At the present time, Cologne Bonn is again the airport where Eurowings starts 

its long-haul flights to major tourist and business cities. Today, Eurowings is a subsidiary 

company of Lufthansa, with headquarters in Dusseldorf and offers flights from Germany 

and Austria to different cities in Europe and around the world. What is more, Eurowings 

has received four wide-body aircrafts from Lufthansa for their long-haul destinations such 

as Dubai, Bangkok, Phuket and tourist destinations in the Caribbean. After first successful 

marketing campaigns and sold out aircrafts, Eurowings started its first long-haul flights 

in company history to the Caribbean and Asia-Pacific regions. Nevertheless, Eurowings 

ran into problems with respect to flight cancellations and unpunctuality. In this 

connection, Eurowings has rapidly encountered image problems and was often criticised 

by travel journals and German press. For Eurowings, a delay in flight or general flight 

cancellations are connected with an increase in costs. 

 

Above, the commercial aviation industry and its development is positively influenced by 

external factors such as political, social, economic and technological developments. In 

this connection, airlines are forced to adjust their business models to the external factors 

and new market requirements, as well as to introduce new business concepts with the 

objective to gain more market shares and competitive advantages. The European market 

is divided into different low-cost carriers, which are fighting for more customers, image 

and profits. What is more, the “new” Eurowings is a new player in this low-cost business, 

in particular in the market for long-haul destinations, which could become an opportunity 

to be the first successful low-cost German airline and the third biggest low-cost carrier in 

Europe. Whether this opportunity works in reality will be shown in this paper. 
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1  

1 Introduction 
 

We have a strategic plan. It’s called doing things. 
 

— Herb Kelleher (2005), CEO Southwest Airlines. 
 

The aviation industry in the 21th century has been changing continuously. Thus, airlines 

have been offering their customers more flexibility, destinations and services. According 

to the International Air Transport Association (IATA), in 2015 all the airlines worldwide 

transported more than 3.5 billion passengers (IATA, 2015), which means that with respect 

to the world’s population of 7.3 billion people in 2015 (PRB, 2015), over 47 per cent of 

the world population used the air transport services for whatever purposes. 

 

The low-cost carrier (LCC) business model has revolutionised the commercial air 

transport industry, first in the USA, followed by Europe and then the rest part of the world 

(Maertens, 2015, p. 3). LCCs such as Ryanair, EasyJet, Norwegian, Air Asia, JetBlue, as 

well as Air Asia and Scoot carry a growing number of passengers each year. However, in 

2013, LCCs carried worldwide over 3.1 billion passengers on 33 million scheduled 

departures. The market shares of LCC in comparison to the full service carriers (FSC) are 

shown in the next figure (IATA - Air Transport , 2015).  

 

 
Figure 1: Market shares LCC vs. FSC (Airlineprofiler, 2015) 

With respect to figure 1, LCCs account for 23 per cent of market shares (worldwide, by 

departures), while 77 per cent are FSC. In the European realm, LCCs have a market share 

of 28 per cent (DLR, 2016, p. 8).   

 


