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Abstract 

The main purpose of this study is to investigate how Public Relations are currently used as a 

communication tool within the UK budget airline industry, and how the student segment in 

the UK corresponds to these measures. To gain a holistic understanding of the topic, facts on 

the UK air transport market are introduced briefly, with a special regard to the two leading 

budget airlines, Ryanair and EasyJet. Furthermore, the importance of PR for the airline 

industry is addressed by the defined research aims.  

To provide the theoretical background for the conducted research, chapter two focuses on 

scientific theory, highlighting the areas of Public Relations, Consumer Behaviour and Budget 

Airlines in particular. By choosing the deductive research approach, nine hypotheses could be 

developed to contribute to the overall aims and build a basis for the primary research. The 

latter is an online survey, using the convenient sampling method among the student body of 

Edinburgh Napier University. Results of the primary research are analysed using SPSS 

statistical software, conducting frequency distributions, descriptive statistics and chi-square 

tests. 

With regards to the main findings it may be said that price is the most crucial decision factor 

and thus the strongest communication tool. In addition, there is a shift of recognized commu-

nication efforts, away from classic channels as TV or direct mail and towards the corporate 

homepage and E-Mails, which may be used in a low frequency as to not be perceived as 

disturbing. All in all, price seems to be more important than service, at least within the student 

segment. Beside that, the reputation of an airline seems to be important to the respondents, 

which underlines the need for proper communication efforts. In respect of the limitations and 

options for further research, there is room to repeat the study with a larger group of partici-

pants who are all born and raised in the UK to gain more detailed results. The use of E-Mail 

in terms of content and frequency might be the most interesting field for future research, as 

the Internet will be the communication tool of the future. 
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1. Introduction 

This chapter will outline the overall background of the topic. A brief introduction to the UK 

air transportation business will be given subsequently, to generate a basic understanding of 

the market at which this paper is aiming. Following this, two leading airlines, namely EasyJet 

and Ryanair, will be presented as examples of key players in the UK budget carrier market. 

Then, a brief description of the topic will be given, illustrating the link of PR and the aviation 

business. Lastly, the aims of this paper are introduced with a concise outlook on the research 

process. 

1.1 The UK Air Transport Market 

Mason and Alamdari (2007) divide the travel market into two main segments: the leisure and 

the business markets. Interestingly, the latter changed significantly as the sale of business 

tickets started to decline from the year 2000, when many business travellers downgraded to 

budget airlines. Trends in the leisure market point to splitting up the annual holidays to a 

number of short trips, increasing the demand for valuable flights. But airline statistics show 

(BATA, 2010), that after a peak in 2005, the general passenger numbers in the UK are 

declining to currently level out at 23.3 million in 2010. Davison and Ryley (2010) state that in 

2006, 69.5 million visits abroad from the UK had been made, of which 65% were holiday 

related, plus 17% to visit friends and family. Of the overall number of visits, 81% utilised air 

travel, which underlines the importance of this way of travel. 79% of all journeys targeted 

European destinations, using short-haul flights, which is the domain of budget airlines. To 

sum up the above, the air travel market in the UK is strongly related to leisure travels, which 

is a growing segment, as holiday and therefore travelling behaviour is changing, creating 

demand for short-haul flights. Consequently, the following chapters will focus on the two 

main budget airlines in the UK (Euromonitor, 2009), namely Ryanair (RA), which is Eu-

rope’s number one low cost carrier (LCC), and EasyJet (EJ), its strongest local competitor. 

1.1.1 Ryanair 

Euromonitor International (2011) provides very actual and comprehensive information about 

the Ryanair Holdings Plc. While based in Dublin, Ireland, the company offers its air transpor-

tation services in Western and Eastern Europe, with a world air value share of 0,8% in 2010. 

To keep ticket prices low, RA predominantly operates from secondary airports in Europe. 

Furthermore, the company secures ancillary revenues with e.g. in-flight sales or car rental 

agreements. With the acquisition of 29,8% of AerLingus in 2006, RA set its direction to grow 

strategically, whereas hostile bids in 2006 and 2008 have been cancelled by the European 


