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1. Introduction

Low cost airlines such as EasyJet, and Ryanair have developed quickly in the European market in the last five years.  The UK market has seen the most dramatic development where by the summer of 2001, these carriers accounted for over 22% of the short haul capacity from London and were present in 58% of the 128 short haul routes operated from this city (source: OAG, 2001).  During a five-year period from 1997, the seat capacity offered from London has risen by 17%, and virtually all of this rise (95.4%) was attributable to the low cost carriers.   

The low cost carriers have both penetrated and grown these markets, principally by garnering a consumer perception that the fares offered are very low.  This perception has been developed in no small part by extensive advertising and effective use of public relations.  For example, Ryanair has offered fares as low as one penny (plus taxes), and therefore it is not surprising that there is great media coverage of these carriers, which in turn generates more interest in the services.   Both Ryanair and EasyJet have been very effective in using media coverage of their legal wrangles with traditional carriers such as British Airways and Lufthansa to promote their services and low fares.   

While the media has helped these airlines communicate their message of low fares to the public it has also focused on the availability of these very low fares.   Some reports offer anecdotal evidence of limited availability of very low fares.  Some reports have also demonstrated the range of prices that a group of travellers may have paid for their ticket, arguing implicitly that these airlines should only be called “low fares” airlines if all their fares are low.   This research investigates the availability of low fares in various markets under different purchasing scenarios.

It is clear that the average fares attained by the low cost airlines are significantly higher than some advertised “lead-in” fares with EasyJet’s attaining an average one-way fare in 2001 of £49 while Ryanair’s got £48 per paying passenger (source: EasyJet and Ryanair company reports, 2001).    However, the anecdotal evidence in the media does not consider the different purposes that people are using the services.  Some travellers may indeed be newly generated leisure travellers, while others travellers attracted away from other modes.  Business travellers have embraced low cost airlines in Europe
, and while there is clear evidence of price elasticity in this market, business travellers are more likely to accept higher fares than their leisure compatriots.   This research seeks to assess these issues by examining the pricing strategies adopted by three low cost airlines; Ryanair, EasyJet, and Go.  

The table below shows the activities of these three low cost airlines and that of the KLM uk low cost brand buzz in the London market in the summer of 2001.  Ryanair is active in 35 routes, easyJet in just 14, Go participate in 20 markets and buzz 16.  The average weekly frequency is shown as is the average share of the markets serve (measured by capacity).  EasyJet is shown to have the highest frequency on all their routes while Ryanair generally has a larger share of the markets in which they operate.  The table shows that Ryanair and buzz chose markets that tend to have less competition while easyJet and Go with their focus on developing business oriented markets face a much higher number of competitors in the markets they serve.

Table 1: Low cost airline activity from London, Summer 2001
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2. Research Objectives
This study aims to investigate the availability of low fares, and the range of the fares offered, and the evolution of fares during the booking process.  Having consideration of different situations in which people would purchase air travel, the research investigates the lowest available return air fares by the three airlines in three different purchase scenarios. 

Three purchasing scenarios were considered:

1) A price conscious business traveller looking for a Monday morning one day return to the required destination.  In short haul markets, the ability of an airline to provide services that allow a business traveller to reach the required destination in good time to allow a full days business and return in the same day are considered to be essential to serve the market.  

2) A weekend leisure/VFR traveller.  The availability of low fares to popular short break destinations has developed this type of holiday maker.  Popular city destinations include Edinburgh, and Glasgow in Scotland, Dublin in Ireland and Majorca, Madrid and Barcelona in Spain.  In this scenario, price was considered more important than timing and travellers were decided to look for the cheapest prices that would enable them to spend Friday and Saturday nights out in the destination and return in sufficient time to get back to work on Monday.

3) The mid-week leisure traveller.  The trough flights for low cost airlines tend to be in the middle of the day, during the middle of the week.  Consequently those travellers that have freedom to travel at any time and seek out the cheapest fares were considered in this scenario.  These travellers sought a Tuesday afternoon departure to a destination for a two day break at the lowest fare.

This study also aims to examine the revenue management techniques adopted by these European low cost airlines, and the way in which pricing strategies have been used to generate new traffic in a market while winning customers away from traditional carriers.  

The terrorist attacks of the 11th September 2001 occurred during the collection of the data and therefore the impact of these attacks on the air fares offered will also be considered.

3. Methodology

The low cost carriers chosen for investigation are all distributed directly, without use of travel agents or GDSs.  The airlines are also keen to ensure that as many travellers book using their cheapest form of distribution; the internet (all three airlines record about 90% of their bookings through this channel).  Therefore the lowest fares offered by these carriers can be recorded by visiting each airline’s website.  

Following discussions with a revenue manager from easyJet it was decided that a six week booking period would be sufficient to identify the normal fare evolutions during the booking process.   The airline has promoted the concept that the cheapest fares it offers are the furthest away from the date of departure and prices rise as the day of departure nears as available capacity is taken up.  However he indicated that most travellers book within this six weeks period, and therefore this was deemed to be an appropriate period through which prices were checked.  

Rather than checking prices on particular flight numbers it was decided to behave like price conscious consumers seeking lowest return fares, therefore, if a cheaper flight was available at a different time (within pre-determined time ranges) this fare was recorded.   The rules for the three scenarios were as follows.

1) The price conscious business traveller.  Schedule timing was considered first and then pricing.  For example if a very low fare was available at 11:00 this was ignored in favour of a higher fare at 06:45 as the 11:00 flight was considered too late in the morning for a business traveller to fit in sufficient working time at the destination.  The time of arrival at the destination and the ability to fit at least 6 hours working before the return flight (including surface transport to the city centre) were considered paramount.  Once these criteria had been met, the traveller opted for the lowest fares available.

2) The weekend leisure traveller.  Here the outward flight time would depend on the ability of the traveller to travel to the airport after at least half a days work at their notional workplace.  It was felt that a leisure traveller would be able to leave work at some time in the afternoon (due to flexi-working, or kind bosses) to take a weekend away.  Consequently outward flights after 15:00 were considered possible.  Also it was felt that a leisure traveller would prefer to arrive at the destination in time to enjoy some free time on the evening of arrival, and therefore flights that arrived at the destination after 22:00 were not considered.  Within this time frame the lowest fare was chosen.  It was felt that travellers would consider the cheapest fare after 14:00 on the Sunday to return home, and this criteria was adopted.

3) The mid-week leisure traveller.  This traveller, without work considerations was considered to be the most price sensitive and therefore the lowest fare after mid-day on the Tuesday outbound flight options, and on Thursday inbound were chosen.

The following destinations from London Luton (for easyJet) or Stansted (for Ryanair and Go) were selected to be a suitable mix of business and leisure destinations with one, two or three low cost carriers operating in the market:

	Destination
	EasyJet
	Go
	Ryanair

	Barcelona
	*
	*
	

	Belfast
	*
	*
	

	Copenhagen
	
	*
	

	Brussels (Charleroi)
	
	
	*

	Dublin
	
	
	*

	Glasgow
	*
	*
	*

	Madrid
	*
	
	

	Nice
	*
	*
	

	Palma de Majorca
	*
	*
	

	Shannon
	
	
	*

	Venice (Treviso)
	
	
	*


The data were collected over two periods; spring, and autumn 2001.  The first collection period started six weeks before the first sets of departure on 30th March 2001, and covered seven weeks of flights.  The second period started six weeks before the second sets of departure on 5th November 2001 and covered six weeks of flights.  Prices were checked six weeks prior departure and then at weekly intervals until one week prior to departure. The prices were then finally checked on the day before departure, collecting prices at seven different times for each flight scenario. Fares were collected to include all taxes and departure charges, and any credit card fee charged, and therefore represents complete charges for the traveller.  In all, prices for 3150 return flights were collected, evenly divided between the three scenarios.  

4. Results
4.1 Low cost carrier ticketing philosophy

The data collection process highlighted two ticketing philosophies.  Since the outset of its operations easyJet has always had a one-way ticketing policy.  The airline has only one price in the market for any one flight at any one time.  The lowest fare is offered into the market first and then prices rise as the departure draws closer and the seats are sold.  The general policy would seem to be to sell a number of seats (perhaps 10) at the lowest fare and then increase the price by £10.  A similar number of seats are then made available at the next price point, this sales policy is then continued, with fares rising perhaps some £150 (one way) above the lead in fare.  If sales on a particular flight are deemed to being taken up too quickly then the price rises are increased above the normal £10 level or fewer seats are offered at each price bracket, or a combination of both these strategies.  If sales are slower than planned, more seats are released at the lower fares to increase sales, and prices rises are below the normal level.   

This ticketing philosophy it transparent to consumers.  There is a “value for money” offering, which is easily understood by consumers.  By offering only one price in the market, the consumer is confident that “shopping around” using other channels or making greater ticketing restrictions will not reap the reward of lower fares.  As the airline educates their consumers that the cheapest fares are sold first, consumers checking prices are more likely to purchase straightaway as they will have confidence that lower prices are not likely to appear later.   

The airline only sells tickets on a one-way basis and therefore if a passenger wants a return ticket they must buy two one-way tickets.  The advantage of this for passengers is that they can book short stay trips without having to pay flexible return ticket prices.

For business travellers the availability of flexible tickets is usually considered important.  If a business meeting runs over the traveller needs to be able to change their ticket and take a later flight.  This depends on two things.   Firstly the ability to change the ticket, and secondly the availability of a later flight to change on to.  EasyJet has been targeting business travellers and therefore they have addressed these issues by increasing the number of daily flights to key business destinations and by introducing a method of changing tickets.  For a fee of £10 easyJet passengers can change their ticket to a different flight as long as there is an available seat on the desired flight To reflect the current market price, the traveller will have to pay the difference between the price they originally paid for the ticket and the current price for a seat on the required flight.  The airline can then release the seat no longer required on the original flight and sell this seat again.  

The airline now needs to plan a booking profile that ensures a satisfactory load factor at a satisfactory average fare.  This average fare can then be set on a simple cost-plus pricing basis.  Revenue management at its most basic level becomes a simple task of management by exception.

The second ticketing philosophy much more similar to the traditional pricing strategies adopted by network carriers.  Go, during the spring 2001 data collection practised a five class ticketing structure.  Their fully-flexible ticket had no minimum stay requirement, was available on a one way or return basis, allowed name changes, and if cancelled would the holder would be entitled to 100% rebate.  The airline also had an advanced purchase flexible ticket, requiring purchase at least five day prior to departure.  The rebate available with this ticket was only 50% and name changes were not allowed.  The airline also offered a two night stay ticket, a saver ticket and a super saver ticket.  All these tickets were only available on a return only basis, were only changeable for an upgrade fee.  The saver and supersaver tickets were only available for people willing to stay a Saturday night.  Consequently these tickets would be less attractive to business travellers (Source: Go, 2001).   This pricing structure requires a complex revenue management system to manage inventory and pricing, and a team of well practised revenue managers to control the system.  In contrast easyJet’s system is easy to understand by customers, easy to manage and does not require a large team of revenue managers.  During the summer of 2001 Go switched their pricing strategy to mirror easyJet’s.  So by the autumn data collection all three airlines had a one way ticketing policy.  

4.2 Overview of the prices collected
The table below shows the average return prices (including all taxes and merchant fees) for the entire data set for the three scenarios.  It shows that the cheapest fares six weeks prior to departure is a Tuesday departing two night trip at £81.56.  It was expected that this scenario would be the lowest yielding.   

Table 2: Average low cost airline fares, from six week prior to departure

	Scenario
	6 weeks
	5 weeks
	4 weeks
	3 weeks
	2 weeks
	1 weeks
	1 day

	Monday Day Return
	£     140.01
	£ 143.84
	£ 137.74
	£   130.48
	£ 131.85
	£   138.11
	£   185.06

	Tuesday two night Return
	£      81.56
	£   77.44
	£   78.97
	£     77.33
	£   83.30
	£     96.80
	£   145.57

	Friday two night Return
	£     115.51
	£ 124.27
	£ 129.11
	£   130.67
	£ 139.32
	£   149.24
	£   183.88


Source: Author calculated from easyJet, Ryanair and Go air fare websites
While this mid week trip is the cheapest, it can be seen that, on average, prices do not rise throughout the booking process with the cheapest average fare found three weeks prior to departure, with fares rising afterwards.  A similar marginal fall in average fares was also found in the Monday day return scenario, again finding that the cheapest time to book tickets was three weeks prior to departure.  It is only the Friday weekend trip scenario in which fares rise throughout the booking process, with the average fare a day prior to departure some 59% higher than the average fares offered six week before the flight.  

The greatest rise in fares was found in the mid week trip, with fares rising 78% during the booking process, and the Monday day return having the smallest rise, at just 32%.  It can be seen that in the last week fares rise dramatically.  The policy here is that travellers booking very close to departure are likely to be less price sensitive and therefore prepared to pay higher fares.    Therefore, customers seeking low fares at the last minute for trips whether they be mid-week, at the weekend or for an Monday morning business trip are likely to be disappointed with two scenarios charging over £90 per sector and the mid week trip charging over £70 each way the day prior to departure.

Table 3: Low cost airline fares from London

	Destination
	6 weeks
	5 weeks
	4 weeks
	3 weeks
	2 weeks
	1 weeks
	1 day

	Barcelona
	 £     142.33 
	 £ 157.07 
	 £ 156.56 
	 £   150.98 
	 £ 160.18 
	 £   170.17 
	 £   226.16 

	Belfast
	 £      79.39 
	 £   81.17 
	 £   79.28 
	 £     79.95 
	 £   86.01 
	 £     98.56 
	 £   132.52 

	Copenhagen
	 £     174.42 
	 £ 181.00 
	 £ 181.00 
	 £   181.00 
	 £ 181.00 
	 £   182.54 
	 £   251.00 

	Brussels
	 £      79.78 
	 £   79.83 
	 £   81.60 
	 £     75.00 
	 £   78.94 
	 £   101.56 
	 £   143.56 

	Dublin
	 £      96.11 
	 £   96.75 
	 £   87.00 
	 £     85.89 
	 £   88.78 
	 £   105.76 
	 £   162.73 

	Glasgow
	 £      69.22 
	 £   68.77 
	 £   70.28 
	 £     72.04 
	 £   76.14 
	 £     89.82 
	 £   126.20 

	Madrid
	 £     111.88 
	 £ 125.03 
	 £ 129.57 
	 £   126.14 
	 £ 137.68 
	 £   148.82 
	 £   223.77 

	Nice
	 £     105.61 
	 £ 107.08 
	 £ 102.10 
	 £     96.58 
	 £ 103.19 
	 £   115.67 
	 £   154.31 

	Palma
	 £     186.92 
	 £ 194.89 
	 £ 204.70 
	 £   199.11 
	 £ 204.46 
	 £   201.96 
	 £   256.09 

	Shannon
	 £     120.66 
	 £ 119.56 
	 £ 116.18 
	 £   121.94 
	 £ 121.82 
	 £   122.67 
	 £   128.42 

	Venice
	 £     147.84 
	 £ 144.30 
	 £ 139.84 
	 £   145.63 
	 £ 142.59 
	 £   142.95 
	 £   147.81 


 Source: Author calculated from easyJet, Ryanair and Go air fare websites
The table above details the average fares attained for the various markets selected for analysis.  The lowest fares are found in the highly competitive domestic markets of Belfast and Glasgow, with passengers paying as little as £35 each way six weeks prior to departure.  The highest fares are found in popular leisure destinations Palma de Majorca, Barcelona, and Copenhagen, undermining the view that low cost airlines offer exceedingly low fares to leisure destinations.   

To investigate the pricing strategies of the three airlines in more details four routes have been picked for further analysis; Glasgow where all three airlines operate; Barcelona where easyJet and Go operate; Madrid where easyJet is the only low cost operator; and Dublin where Ryanair is the only low cost carrier.  In the Appendix there are a number of fare charts for each of these markets.    These fares are averages of both data collection periods.

4.3 Glasgow
Glasgow is large domestic market and it is the only route surveyed that has all three carriers active.  EasyJet and Go operate to Glasgow International airport, while Ryanair operates to the smaller and more remote Prestwick airport.  

Examining the first chart for the day return shows that easyJet follows its pricing strategy of increasing its price through the sales period, however it is clear that the prices remain fairly low (at around £60 return) and stable until two weeks prior to departure.  In the last two weeks the fares increase dramatically to £160 on the day prior to departure.  It would seem that business travellers entering the market in the last two weeks enable the airline to push the fares up during this period.  In contrast Go’s fares remain fairly static throughout the entire booking process at around £130, increasing in the last week to £140.  This result demonstrates the airline’s traditional revenue management strategy.  As the scenario requires the passenger to return on the same day as departure, passengers are not able to take advantage of cheaper tickets available that have minimum stay requirements.  What is not clear is the number of seats that Go would be able to sell at this fare while easyJet offers the same itinerary at significantly lower fares (until the last week).Ryanair fares start a little higher than easyJet’s at £80 and fall to £50 two weeks prior to departure, before rising again to £80 on the day before the flight.  The results would suggest that Ryanair offers the best value from four weeks prior to departure throughout the rest of the booking period.   Prestwick airport, located some 30 miles outside Glasgow and connected to the city by a rail service means that business travellers using this service would reduce their working periods and increase travelling times and transport connections.  Therefore the airline, by choosing to serve this secondary airport may be less able to extract higher fares from business travellers in this market than its competitors.  

For the weekend leisure break, Ryanair offers the lowest prices starting at just over £50 return six weeks prior to departure, but in the last two weeks fares rise above those offered by Go.  Again Go have a much flatter pricing schedule than its competitors, starting at £75 and rising to £110.  The flatter profile would suggest that the airline has spare capacity closer to departure than its competitors and therefore do not extract the higher fares achieved by easyJet and Ryanair. EasyJet offers the worst value for money in this scenario.  Its fares are above those that it was charging for the business trip scenario, starting at £90 and raising to over £180 the day before departure.  The airline is charging higher fares for this scenario than the charged for the one-day business trip. In pricing strategies both easyJet and Ryanair have fares rising to the day of departure, although there seems to be a £40 cost advantage with choosing Ryanair and flying to the less well situated airport.

It is in the mid-week leisure market that the lowest fares can be found.  Ryanair again is the cheapest with fares starting at little over £20 return and only rising significantly in the last week to £80.  Go and easyJet are more expensive.  Here easyJet’s fare are static at around £45 until the last two weeks when fares raise to over £100.  

The three scenarios show that while similar pricing strategies are adopted by the three airlines, Ryanair’s use of a secondary airport at its destination means that the fares that they can achieve tend to be less than those using the main Glasgow airport.  Go’s use of traditional pricing strategies has shown, particularly in the first scenario, that the airline was offering significantly higher fares than its competitors.  In a market where consumers can easily compare fares it is likely that fares are normalise.  In the table below we can see that following Go’s move to one-way pricing its fares were more similar to its principal competitor, easyJet.

Table 4: Glasgow average fares, Spring and Autumn 2001

	
	 6 weeks
	 5 weeks
	4 weeks
	3 weeks
	2 weeks
	1 week
	oneday

	Spring 
	
	
	
	
	
	
	

	EasyJet
	 £      63.65 
	 £   68.94 
	 £   74.02 
	 £     73.55 
	 £   80.93 
	 £     95.21 
	 £   143.55 

	Go
	 £      96.17 
	 £   93.72 
	 £   99.19 
	 £     99.19 
	 £ 100.38 
	 £     96.19 
	 £   124.81 

	Ryanair
	 £      60.56 
	 £   54.89 
	 £   51.48 
	 £     58.81 
	 £   58.48 
	 £     62.86 
	 £     77.75 

	
	
	
	
	
	
	
	

	Autumn 
	
	
	
	
	
	
	

	EasyJet
	 £      63.89 
	 £   64.58 
	 £   68.00 
	 £     71.11 
	 £   77.22 
	 £   101.94 
	 £   158.24 

	Go
	 £      87.33 
	 £   88.83 
	 £   81.60 
	 £     83.39 
	 £   84.94 
	 £   103.72 
	 £   128.11 

	Ryanair
	 £      31.00 
	 £   36.00 
	 £   41.87 
	 £     43.61 
	 £   53.00 
	 £     81.56 
	 £   129.28 


4.4 Barcelona
In the Barcelona market easyJet and Go are the two low cost carriers operating.   In the first two scenarios two points are immediately obvious.  Firstly the fares are higher than in the more competitive Glaswegian market, with return fares rising from £150 to £250 in periods not considered high season in this holiday destination.  Secondly, there seems to be little difference in the prices for a weekend trip as for a one day business trip.  

For both scenarios the fares seem more static for the first four weeks of bookings than fares in the Glasgow market.  It is in the last two weeks where price activity clearly has the most impact.  It is possible that a significant number of people taking short weekend breaks do not plan these trips until fairly close to departure, and this is also true for business travellers and it is then that the airlines starting seeing significantly booking activity and thus start to be more active in manipulating fares.  

The mid-week trip fares are cheaper than either of the first two scenarios by some degree.  In this scenario the fare levels are static until the last two weeks, but unlike the other scenarios the price rises are not as dramatic.  This result is taken to indicate less buoyant demand.

4.5 Madrid and Dublin
In the last two markets; Madrid and Dublin, only one low cost airline was present.  Madrid is served by easyJet and Dublin is the largest market served by Ryanair.  Two conclusions can be drawn from the charts in the appendix for these markets.  Firstly, those for both markets fares are fairly static until the last week of booking.  The clear difference in the fares are between the scenarios.  For Madrid the most expensive scenario is the weekend leisure break starting at £150 and raising to £250. Given that business travellers represent only 17% of easyJet’s customers in this market (source: CAA, 2002) it is not surprising that the business trip scenario is less expensive. This scenario is some £50 cheaper than the weekend trip scenario throughout the booking profile.  The mid-week break is some £50 cheaper than the business trip.  

The second point is that the lack of other low cost airline competition in these markets means that the fares extracted tends to be higher than markets where low cost carrier competition exists.  In table 1 we can see that Ryanair from the London market has the least amount of competitors on the routes it serves.  This strategy suggests that the fares that it extracts on the routes where it is the only low cost carrier may reap strong financial rewards.  Certainly Ryanair’s success is in no small part due to its domination of the London - Dublin market.  This is now the largest international route in the world with over 4 million passengers annually and Ryanair is the major  carrier on this route.  The charts in the appendix show that with the exception of the mid-week leisure oriented scenario, the fares recovered in this market are fairly strong, with the business trip scenario gaining fares around £150 and the weekend trip starting at £100 and rising to nearly £200.  

4.5 Impact of September 11th terrorist attacks on prices
In the days after the terrorist attacks of September 11th 2001, some UK newspapers were predicting the demise of the low cost carriers, which until this time had been growing quickly in the market.  They indicated that the fear of flying would reduce the leisure market and the thus decimate the passenger figures.  Since these reports the low cost carriers have grown substantially, reported high profits and made further inroads into traditional carriers markets.  It would seem that leisure travellers have been encouraged back to flying by low fares and promotions, while business travellers have continued to switch to low cost carriers to save their company’s budgets.  These hypotheses are partially supported by the results shown in the charts in the appendix.  The charts show the difference in average fares collected for all scenarios between spring 2001 and Autumn 2001.  In two leisure markets; Madrid and Barcelona there are clearly lower fares in the post September 11th market fare profiles than prior to the terrorist attacks.  

This would support the view that pricing has been used to encourage leisure travellers back into the market.  This difference is perhaps made larger by the fact that these destinations are less popular in November as opposed to March or April. Two business oriented routes; Belfast and Glasgow show a different pattern.  In the second two charts the prices charts the fares are virtually identical in the pre and post terrorist attack periods.   

Conclusion
This paper has tried to explain the low cost pricing mechanism used firstly by easyJet and now adopted by Ryanair and Go.  This pricing strategy can be used to draw passengers into the market with very low fares, while offering reasonable fares to most customers throughout the booking period, and retaining some capacity for some high yielding fares in the last few days of booking.  The data has shown that reasonably low fares are available until the last two weeks prior to departure.   The customers can now make reasoned trade-offs between schedule and timing as all fares are freely available.  The price sensitive business traveller can opt for a better schedule, but will perhaps have to pay a higher fare, a price sensitive traveller will make the opposite decision.

The results of the Glasgow market showed that an airline practising a traditional revenue management system in a market where there is virtually perfect information (as the prices all available on the internet) might seem dramatically overpriced when a customer makes his/her comparison.  As the low cost airlines have introduced a degree of flexibility into their product the restrictions placed on consumers to enable them to take advantage of cheaper fares is harder to justify.  As Go found they had to switch their pricing strategy to adopt the easyJet model, network carriers operating in these markets have also found it necessary to change their pricing models.  Single cabin, low cost carriers that are not involved in interline agreements and through ticketing for multi-sector itineraries can easily adopt the easyJet pricing model, however by the Summer of 2002 both British Airways and bmi British Midland switched their pricing strategies in their short haul domestic and European markets to copy the pricing models used by the low cost airlines
.  Some would suggest a success for consumer welfare over perhaps outmoded business practices.   
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Appendix: Fares by destination and scenario








� Based on survey data 33% of EasyJet passengers travelling from Luton in 2000 were travelling for business purposes (CAA, 2001)


� The author would like to acknowledge the data collection suuport provided by Carlos Lopez, a Socrates student from Universidad Polytechnica Madrid attending Cranfield University.


� However the traditional carriers still need to ensure that the average fares gained will be sufficient to cover their cost structures.   These newer fares are offered only on the internet and these carriers will need to strive to reduce costs to a level closer to the low cost competitiors.  





