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Abstrakt:  
Po delší době, kdy se letecké společnosti  potýkaly se silným poklesem počtu cestujících a nákladu se 
zdá, že některé z nich, jako v Maďarsku založený WizzAir,  začaly se zotavováním,nebo  dokonce s 
expanzí. Některé z aerolinií snížily náklady, jiné se snaží najít různé způsoby, jak přitáhnout nové 
cestující. Ředitel společnosti Ryanair Michael O’Leary slibuje bezplatné letenky při udržení výše 
nákladů aerolinií nebo dokonce jejich snížení. Otázkou je, jak budou bezplatné letenky aeroliniím 
kompenzovány a zda je tato strategie proveditelná. V této studii se zaměřujeme na dodatečné příjmy z 
reklamy na palubě jako potenciálního zdroje kompenzace bezplatného jízdného. Příjmy z reklamy na 
palubě jsou v současnosti považovány za významný zdroj příjmů pro aerolinie na celém světě. Letečtí 
dopravci inspirovaní veřejnou dopravou začínají využívat velký potenciál marketingu a reklamy na 
palubě. Reklama na palubě poskytuje inteligentní a efektivnější způsob komunikace se zákazníkem a je 
jednou z nových metod informování potenciálních zákazníků o produktech a službách, jak je získat a 
užívat. Nicméně ve srovnání s jinými způsoby dopravy se zdá, že potenciál reklamy na palubě letadel je 
nevyužitý. Je nezbytné využít tyto příjmy z reklamy na palubě ke zvýšení konkurenceschopnosti 
aerolinií. I přes kolísání cen paliva budou aerolinie schopné udržet konstantní jízdné díky příjmům z 
reklamy. Hlavní cíl této studie je analyzovat reálný potenciál reklamy na palubě. Studie se zaměřuje 
především na nízkonákladové dopravce, které tohoto dosahují vysokým sjednocením flotily a vysokým 
vytížením. Tyto skutečnosti vytvářejí z nízkonákladových dopravců ideální trh pro reklamu na palubě. 
Prostřednictvím této studie bychom rádi odpověděli na otázku, zda sny Michael O’Learyho o 
bezplatných aeroliniích se mohou v blízké budoucnosti splnit, nebo jsou jen utopií.   

Abstract: 
After quite some time when airlines were struggling through strong passenger and cargo downturn it 
seems that some of them like Hungarian-based WizzAir start to recover and even expand. Some other 
airlines cut their costs and others try to find different ways of attracting new passengers. Ryanair CEO 
Michael O’Leary promises offering free flight tickets while keeping his airline’s costs the same or even 
lower. The question is how no-fares will be compensated to an airline and if this strategy is feasible. In 
this study, we are focussing on ancillary revenues from on-board advertising as a potential source of no-
fares compensation. On-board advertising revenues are nowadays considered to be a significant source 
of revenues for airlines all over the world. Inspired by ground public transport, air carriers have started to 
explore a great potential of on-board marketing and advertising. Advertising on-board provides smarter 
and cost-effective way of communicating with the customer and it is one of the new methods to inform 
potential customers about products and services and how to obtain and use them. However, compared 
to other means of transport, the potential of advertising on-board of aircraft seems to be untapped. It is 
necessary to realise that revenues from on-board advertising can help airlines to keep their 
competitiveness. Despite the fluctuation of fuel price, airlines will be able to maintain constant fare 
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thanks to revenues from advertising. The main objective of our study is to analyse a real potential of on-
board advertising. The study is mainly focused on low-fare airlines as these reach both high fleet 
utilisation and high load factors. These facts make low-fare carriers being an ideal market for on-board 
advertising. By means of this study, we would like to answer the question, if Michael O’Leary’s dream of 
no-fare airline can come true in near future or if it is just utopia.…   
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1 Introduction 

S Public transport is generally considered to be very valuable marketplace for advertising. In big 
cities, there are thousands of people using public transport services every day. In London, over 3 million 
passenger journeys are made across the underground network every day and London Tube earns 
billions of Euros every year from its advertising space [1]  

Commercial advertising is an indispensable source of revenue for many coach and railway 
operators, providing services on the regional, national, and international level. In the field of passenger 
transportation, advertising becomes a very efficient tool for being competitive.  

Compared to other means of transport, air transport seems to be behind in the on-board 
advertising development. Many airlines have already started to use the advertising space in aircraft 
cabins for the promotion of hotel chains or car rental companies but the market is by far untapped. 
Moreover, the development in the field of on-board services and on-board entertainment will definitely 
lead to an increase of the on-board commercial advertising potential. 

 

2 Methodology 

The main aim of this article is to perform an analysis of the on-board advertising potential and 
find out if further development in this field can provide airlines with sufficient financial resources and 
thus lead to deployment of the no-fare business model. In our opinion, a good concept of on-board 
advertising can bring a significant competitive advantage for many airlines regardless of their business 
model. The advertising revenues can partly compensate growing fuel prices, and traditional airlines do 
not need to collect fuel surcharges. On-board advertising in combination with latest on-board 
technologies could also lead to transformation of low-fare airlines to no-fare airlines. Currently, no-fare 
flights are used as very efficient marketing tool, but in the future the on-board marketing and advertising 
may be used for reducing or covering the cost of travel.  

The possibilities of on-board marketing and advertising are almost unlimited.  It does not need 
to be used only for the promotion of hotel chains or car rental firms. The whole air transportation 
process provides a great resource of advertising channels and opportunities. The following list presents 
a fraction of possible advertising and marketing spots which are not exclusively on-board the aircraft:  

Menu card; 
Window application; 
In-flight announcements; 
Headrest covers; 
Product sampling; 
Air sickness bag; 
In-flight magazine; 
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Exterior aircraft branding; 
Meal tray table back; 
Overhead bins; 
Cabin crew uniforms; 
Boarding pass; 
Promotional leaflets; 
Happy Snack Bags; 
Drink Tumblers; 
Napkins; 
On-board testing (e.g. wine, perfumes); 
In-flight entertainment (IFE) systems. 

 

3 Psychology of on-bord advertising 

In general, passengers perceiving advertisements on-board an aircraft are considered 
to be a good target for marketers. The reason is simple. The aircraft cabin is a closed space restricting 
the movement of passengers. Remaining seated for several hours at one particular place a passenger 
would start reading an in-flight magazine, pay attention to headrest covers and read all the booklets. 
Another reason that marketers are interested in the passenger is free time that he/she has to perceive 
an advertising message. 

Psychological condition of passenger plays an important role. As passenger does not assume 
huge advertising campaigns as it is seen on TV he will perceive messages from in-flight magazine more 
quietly. Moreover, there is an opportunity of repeated contact with the advertising message. Having 
looked through all products offered the passenger may turn once again to the booklet or journal which 
was liked. According to statistics, 20 % of air passengers take a magazine with them after the flight [16]. 
Although in-flight magazines can be found in each aircraft (no matter of what kind of airline an aircraft 
belongs to) the concept of magazine as well as whole on-board marketing and advertising needs 
to be different for each airline, depending on its business model and taking into account requirements 
and needs of its passengers, considering that the passengers’ needs and requirements can be specific 
regarding particular city pairs. 

It is also necessary to point out that current marketing and advertising opportunities will multiply 
once the passenger is connected to Internet or is allowed to use his/her Blackberries or phones during 
the flight. 

4 Different business models 

4.1    Traditional Airlines 

The operational model of most traditional airlines is based on hub-and-spoke operations. Their 
networks usually consist of short-haul and long-haul routes. The flight schedule is set in order to offer 
passengers the most attractive times and to ensure the connectivity between short-haul and long-haul 
flights. In other words, during the day there is a time when short-haul flights feed the long-haul flights 
and there is also a time when long-haul flights feed short-haul connecting flights. Thanks to this feature, 
the operation of traditional airlines at major airports form typical arrival and departure peaks. 

Traditional airlines form alliances (e.g. Star Alliance, One World, and Sky Team). Thanks to 
membership in alliances, the traditional air carriers are able to take passengers seamlessly from 
anywhere to everywhere. 

Nowadays, the traditional airlines have a monopoly in the long-haul market. Long-haul operation 
generates an indispensable number of passengers for connecting short-haul flights. 

Advertising in the cabin of long-haul aircraft can have disadvantages due to several reasons. 
Although long-haul aircraft have huge seat capacity, these are able to carry only limited passengers per 
day. Due to long legs, the aircraft can be operated only on one or two flights per day. It means that only 
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a limited number of people will see the advertisement. Moreover, taking into account a flight lasting  
10 – 15 hours the cabin full of posters could be disturbing and could reduce the level of passenger’s 
comfort.  

On the other hand, the cabin of long-haul aircraft could be a great place for on-board marketing 
(e.g. tasting of wine). Wide-body aircraft are also usually equipped with excellent in-flight entertainment 
systems. Once the in-flight connectivity is introduced, these systems will become a virtual store 
of unlimited possibilities.  

Considering the short-haul flights operated by traditional airlines, these provide more space for 
on-board advertising. The requirements posed on the level of comfort in the cabins of short-haul aircraft 
are much less demanding compared to long-haul aircraft. Although daily utilisations of these aircraft are 
significantly lower, they are able to fly about 6 legs per day. As a result of this, more passengers could 
be carried during each day. 

4.2     Charter airlines 

The charter airline business model is based on selling whole seat capacity of the aircraft to tour 
operators. Once the contract between airline and tour operator is signed, marketing and consequently 
the load factor is tour operator’s responsibility. 

The charter airline operation and business model is currently the most efficient in the market as 
all flights are profitable for the air carrier. The tour operator bears the risk of financial loss. 

Charter airlines usually have very high fleet utilisation. The fleet utilisation can reach as much 
as 17 hours per day. These carriers operate short- to medium- haul point-to-point flights. Their flights 
are not scheduled. Time and destination of each flight depends on the requirements of the tour operator.  

These airlines usually operate single aisle aircraft, with high density seating configuration. 
Depending on route lengths, the aircraft can fly 6 to 8 legs per day. Moreover, most of their passengers 
are holidaymakers. Charter airlines are therefore a huge and very specific market that is considerably 
easy to address by properly selected advertisement. 

4.3   Low-fare airlines 

The low-fare business model is based on reducing operating costs with a view to offer 
passengers a very competitive fare. The air ticket price usually include only air transportation and all 
additional services like airport check-in, priority boarding and on-board services are charged extra.  

Low-fare airlines operate scheduled, short-haul, point-to-point passenger services serving 
usually regional or secondary airports. In order to reduce operating costs, these carriers operate single 
type fleet and cabins of their aircraft have very high density seating configuration. Average fleet 
utilisation usually reaches more than 12 hours per day and each aircraft flies about 8 legs per day 
(based on own observation of flight schedules of Ryanair, easyJet and other low-fare airlines). 

As these airlines usually offer the lowest possible fare, they are able to achieve average load 
factor of more than 80 %. Thanks to these features, the aircraft operated by low-fare airline can carry 
more than 1,200 passengers per day. It means that low-fare market has very good potential regarding 
on-board marketing and advertising as it hits relatively high number of potential customers.  

It is also possible that growing revenues from advertising will sooner or later lead some low-fare 
carriers to introducing no-fare business model. Advertising and additional services will become primary 
source of profit for such airlines and air transportation will be provided to passengers for free. Of course, 
the transformation from low-fare to no-fare business model will be feasible only for the biggest in the 
market (e.g. Ryanair). The advertising revenues directly relate to fleet size, aircraft utilisation and load 
factors. Taking into account Ryanair’s performance in recent years, its aircraft are very attractive 
and very efficient advertising channels.  

For our further analysis, we have selected low-fare business and operational model as it seems 
that high aircraft utilisation and high load factors make low-fare airlines be a good marketplace  
for on-board advertising and its further development. Moreover, thanks to low operating costs these 
airlines are very close to deploy no-fare business model. 
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4.4  Analys of low-fare airlines ancilary revenues 

Revenues from non-ticket sources (ancillary revenues) are of vital importance for many airlines 
worldwide, especially for those running low-fare business models. These revenues are generated 
mostly by the services that passengers are to buy before or during their travel experience. Legacy 
airlines bundle these services into the price of air ticket while low-fare airlines charge them extra. 
TABLE I shows potential sources of non-ticket revenues for airlines. 

TABLE I.  : POTENTIAL SOURCE OF ANCILLARY REVENUES FOR AIRLINES 

Ancillary 
Revenues 

On-board sales of food and beverages 

Baggage check-in charges 

Excess baggage charges 

Seat assignments charges 

Fee charged for purchases made with credit cards 

Commissions from the sales performed via airline website (e.g. hotels, car rentals, 
transportation from/to airport) 

Commissions from the sale of travel insurance 

Commissions from the sale of airport lounge access 

On-board advertising 

 
Some legacy carriers use other sources of non-ticket revenues. For example: miles or points 

sold to banks issuing co-branded credit cards, travel partners such as hotel chains and car rental 
companies and other partners such as online malls, retailers and communication services. These 
services refer to frequent flyer ancillary revenues and we will exclude them from our analysis as we are 
focusing on low-fare airlines’ business model. 

To introduce no-fare operational model, low-fare airlines will rely strongly on ancillary revenues 
and on-board advertising revenues. Even now, many airlines try to attract their passengers to buy as 
many non-ticket services as possible. Aircraft cabins full of on-board advertisements can be widely seen 
as well. 

This is happening because non-ticket services and on-board advertising revenues 
are becoming of high value for low-fare airlines. Considering major European low-fare airline Ryanair, 
its non-ticket services and on-board advertising generated as much as € 11,69 per passenger in 2011 
[2]. Other examples of specific ancillary revenue amounts including on-board advertising revenues can 
be seen on the following figures. Fig. 1 shows ancillary revenue amounts per passenger for two well-
known European low-fare airlines in 2010 and 2011. Fig. 2 shows ancillary revenues per aircraft per 
month for the same carriers.  
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Fig. 1: Ancillary revenues per passenger (€)a 

 

 

 
Fig. 2: Ancillary revenues per aircraft per month (€)a 

 
a. Aircraft types and numbers used for the analysis: 

Ryanair: 2010 272 B  737-800 (189 seats) 

2011: 294 B 737-800 (189 seats) 

EasyJet: 2010:  167 A 319 (156 seats) 

35 A320   

32 B 737 – 700 (149 seats)    

2011: 188 A 329  

 8 B 737 – 700 (149 seats) 

 

Ryanair and other carriers offer many of their flights for less than € 10 (when booked 
in advance). It is interesting that (according to the Fig. I) ancillary revenues per passenger collected by 
either Ryanair or EasyJet in 2011 are even higher (€ 11,69 and €14,28) [2]. Average annual growth 
(2010-2011) of ancillary revenues (5% for Ryanair and almost 13% for EasyJet) shows potential 
of further increase in number of air tickets given to passengers for free. on-board advertising revenues 
as a significant source of airlines’ profit 
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Some airlines provide exact figures regarding on-board advertising revenues in their annual 
reports. For example Air Berlin generated revenue of €1,500,000 (€ 0.11 per passenger) from 
advertising in its in-flight magazine in 2005. This revenue was slightly less than revenues  
from trip-insurance (€ 0.12 per passenger) and pre-assigned seats (€ 0.12 per passenger) [5]. 

EasyJet quantified its on-board advertising revenues up to £ 49, 8 (€ 61,58) million in 2010 [3]. 
The revenue of £ 0,89 (€ 1.1) per seat from on-board advertising makes this airline much more 
successful than Air Berlin. These figures give EasyJet a potential for further development and reflect the 
fact that airline’s high revenues from on-board advertising and non-ticket services are not a utopia. 
However, there is still the question if Ryanair and other low-fare carriers will be able to introduce no-fare 
business model in near future. 

It is clear that Air Berlin, EasyJet and Ryanair already offer free fares to its customers. One 
quarter of Ryanair’s passengers travel “for free”. It is marketing policy that says: “We are offering you 
the lowest possible fare and you don’t need to look for better value for your money.” 

But Ryanair’s chief executive officer Michael O’Leary goes even further and promises making all 
the flights free in the future. He might be slightly optimistic because his company generated the biggest 
ancillary revenues per passenger in the market ([2]) although it currently uses only four on-board 
advertising channels. As shown in TABLE III, there are some other channels (including prices) that are 
not used by Ryanair but remain interesting for other carriers. 

4.5  Operating costs per aircraft per month 

For further analysis we had to estimate monthly operating costs of aircraft operated by low-cost 
carrier. As our further analysis is focused mainly on Ryanair’s business models, our estimation 
of operating costs is based on Ryanair’s annual costs breakdowns and considers B737-800 aircraft. 

In our calculation, we assume that proportion of particular cost items in single year time horizon 
(as published in airlines’ annual reports) is same as the proportion of particular cost items per block 
hour. If we know the proportion of particular cost items and value of at least one cost item, we are able 
to calculate other cost items (see TABLE II). In our calculation, the fuel costs were used as a baseline, 
as we were able to calculate these for Ryanair’s aircraft type using Eurocontrol BADA’s Aircraft 
Performance Summary Tables [10]. 

 

TABLE II.  ANNUAL COSTS PROPORTIONS [IN THOUSANDS OF €] 

 

Operating costs 
Ryanair [2] 

Costs Proportion 

Aircraft fuel 693331 39.28% 

Sales and marketing 23795 1.35% 

Maintenance, material 
and repairs 

42046 2.38% 

Staff costs 226580 12.84% 

Navigation charges 199240 11.29% 

Airport and handling 
charges 

273613 15.50% 

Depreciation and 
amortisation 

104859 5.94% 

Aircraft rental 143503 8.13% 

Other 58183 3.30% 

Total 1765150 100.00% 
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TABLE III.  : ON-BOARD ADVERTISING REVENUES ACCORDING TO CHANNELS USED BY DIFFERENT LOW-FARE 

AIRLINES (€) 

 

Channel RYR [6] b GWI [7] b WZZ [8] b Generic Airline 

Menu card    360 

Window application    1,500 

In-flight announcements  29,900  29,900 

Headrest covers  29,900 7,200 29,900 

Product sampling  4,000  4,000 

Air sickness bag    2,750 

In-flight magazine Ink Publishingc UHURAc Ink Publishingc n/a 

Exterior aircraft branding 16,700 12,500  16,700 

Meal tray table back 13,700 12,600 5,000 13,700 

Overhead bins 19,500  8,000 19,500 

Cabin crew uniforms   880 880 

Boarding pass  24,900  24,900 

Promotional leaflets  1,750  1,750 

Happy Snack Bags  6,250  6,250 

Drink Tumblers  6,250  6,250 

Napkins  6,300  6,300 

E-ticket bannerd    8,000 

Newsletter bannerd  1,100  40,000 

Booking engine bannerd  280  280 

Booking confirmation bannerd  1,080  1,080 

Potential advertising revenue 
per aircraft per month 

49,900 136,810 21,080 191,300 

 

b. Acronyms (according to ICAO):  RYR – Ryanair; GWI – Germanwings; WZZ – Wizz Air 

c. Airlines usually use services of specialised publishers to produce their in-flight magazines. The very competitive 
business of these specialised publishers (e.g. Ink Publishing, UHURA) is based on production of in-flight magazines for 
airlines all over the world. Both production costs and profit of the publisher are covered by advertising in these 
magazines. Each airline has its own in-flight magazine which is adapted to its specific needs and requirements. 
Magazines are provided to airlines for free and usually do not generate air carriers any direct revenues.  The main 
purpose of in-flight magazines from airlines’ point of view is promotion of airlines’ services and destinations. The articles 
in these magazines should motivate passengers to travel with a particular airline. Production of in-flight magazines is 
based on „Reason to fly“ policy. 

The advertising revenues of in-flight magazines relates to number of passengers that can potentially read the 
magazines. Therefore the in-flight magazines are provided to airlines for free but airlines have to guarantee certain fleet 
size, aircraft utilisation and load factors. In the case when airlines have operational or financial problems leading to 
reduction of fleet size or significant decrease of load factor, the publishers can withdraw the contract. 

d. These channels are not considered to be on-board advertising channels however they directly relate to flying 
passengers. Passengers receive their e-tickets and booking confirmations after the online booking reservation (using 
booking engine) of their flights have been made. Newsletter is also of wide passengers’ attention.   

 

According to last Ryanair’s annual report [2], average daily utilisation of its aircraft was 
13.56 block hours. Assuming that an average month has 30 days, the average monthly utilisation of one 
aircraft is 406.8 block hours. 

Using Eurocontrol BADA’s Aircraft Performance Summary Tables [10], we have estimated 
an average fuel consumption of aircraft type considered. According to our estimations, fuel consumption 
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of B737-800 is 690 US gallons per block hour. According to IATA Fuel Monitor website [11], the average 
fuel price in 2011 was € 3.34 per US gallon.  

It means that monthly fuel costs per per Ryanair’s B737-800 are € 591,138. 
Further calculations are based on operating cost breakdown as stated in the latest Ryanair’s [2] 

annual reports. Other operation costs were calculated considering the ratio of fuel costs and particular 
operating cost items.    

Following TABLE IV shows Ryanair’s monthly operating costs per one aircraft. 
 

TABLE IV.  : CALCULATION OF MONTHLY OPERATING COSTS PER AIRCRAFT IN 2011 (€) 

 
Operating costs Ryanair [2] 

Aircraft fuel 591,138 

Sales and marketing 20,2878 

Maintenance, material and repairs 35,850 

Staff costs 193,184 

Navigation charges 167,873 

Airport and handling charges 233,284 

Depreciation and amortisation 122,352 

Aircraft rental 49,607 

Other 8940375 

Total 1,504,975 

 

According to figures from the latest annual reports [2] and [4], Ryanair carried 75,800,000 
passengers in the financial year ending Mar 31, 2012. Considering these figures, one Ryanair’s aircraft 
carried 21485 passengers in an average per month. It means that operating costs per passenger 
amount € 70.05 in case of Ryanair. 

The following TABLE V. shows potential advertising revenues per passenger calculated 
according to number of passengers carried by particular airlines. Analysis in TABLE V. refers to 
maximum potential of on-board advertising revenues but does not reflect current figures of advertising 
revenues.  

As shown in the table, there are big differences between potential advertising revenues per 
passenger as they are directly connected to number of passengers carried, fleet size and daily 
utilisation. There are still some advertising channels that are not used by particular airlines but remain 
interesting for others. In order to achieve the maximum potential of on-board advertising; revenue 
airlines could preferably use all the available advertising channels. This is met in our model of Generic 
Airline that virtually uses all the above listed channels. We have defined Generic Airline with a view to 
analyse the maximum potential of all currently known advertising channels taking into account that 
these would be used by one airline. As channels are considered to be sold at their maximum market 
prices (according to the analysed air carriers’ price lists), the highest possible advertising revenues can 
be achieved.  

Taking into account the available data, number of passengers per month per aircraft  
for the Generic Airline was calculated as an average of Ryanair’s, Wizz Air’s and Germanwing’s figures. 
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TABLE V.  : ESTIMATION OF POTENTIAL ADVERTISING REVENUES PER PASSENGER (€) 

 

 RYR [2] 
as for 2011 

GWI [7] 
as for 2007 

WZZ [8] 
as for 2007 

Generic Airline 

Number of passengers  75,800000 7,090000 3,000000 n/a 

Fleet (number of aircraft)  294 27 15 n/a 

Number of passengers per aircraft per month 21485 21,883 16,667 21,224 

Potential advertising revenue per aircraft per month  49,900 136,810 21,080 191,300 

Potential advertising revenue per passenger   2.32 6.25 1.27 9.01 

 

5 Conclusions and  Observations Diskuze 

5.1   Generic airline potential 

The aim of our analysis was to assess current situation in advertising revenues that 
are generated by airlines. We also put emphasis on potential advertising revenues estimation.  

Based on our calculations (see TABLE II.), operating costs per passenger amount € 70.05 
in case of Ryanair. TABLE IV shows that our Generic Airline (using all advertising channels sold for the 
maximum market prices) generates slightly more than € 9 potential revenue per passenger. This means 
that advertising revenues of Generic Airline could possibly cover up to 13% of current Ryanair´s 
operating costs per passenger (as referred in TABLE II.).  

Although it seems that our Generic Airline does not have a potential to generate advertising 
revenues big enough to cover the total operating costs of typical low-fare airline, there are at least two 
more sources of airlines’ revenues. These sources relate to on-board marketing and airlines qualify 
them as listing and marketing fees for goods sold on-board aircraft. There are also some airlines selling 
their flight timetables for advertising purposes. 

5.2   Risk analysis 

From our point of view we have identified two main risks resulting from airline’s business being 
dependant on revenues from advertising. Once the model of no-fare airline is introduced airline may 
possibly face the rapidly changing demographic and social structure of its passengers. This can lead 
to the fact that price sensitive airline customers will no more be attractive market for advertisers.  

There is one more risk that we have identified. Once the airline is dependent on revenues from 
on-board advertising the airline has to guarantee certain fleet utilisation as well as certain load factors. 
If there is a crisis in the air transport market (as the one after September 2001), the airline won’t be able 
to fulfil the above mentioned conditions that are usually specified in the contract between carrier and 
advertisers. This can finally lead to loss of advertising revenues and consequently to worse airline’s 
financial situation. 

6 Future of on-board advertising 

Nowadays, 22 % of Ryanair´s operating costs per passenger can be covered by existing 
advertising channels used by Ryanair (Ryanair uses 4 advertising channels as shown in the TABLE III. 
If airline like Ryanair used more channels of advertising and revenues in near future then it would have 
much higher revenue generating potential. 

One channel which could help airlines to cover the operating costs from the advertising 
revenues is the in-flight entertainment (IFE) system. IFE is considered to be the future channel for 
advertising. IFE with personal LCD screens at every seat has always been a domain of long-haul wide-
body aircraft. The passengers on single-aisle aircraft had to be satisfied with drop-down LCD screens 
or ceiling mounted CRT (Cathode Ray Tube) screens. However, the development of IFE systems goes 
further and some airlines, such as West Jet and Delta Airlines have already equipped their narrow body 
aircraft with personal screens on every seat. It is anticipated that development of new technologies like 
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Electronic Paper Display (very light, very thin, flexible paper-like display with ultra-low power 
consumption) will make personal IFE systems very attractive for single-aisle aircraft [12]. 

Finally, it can be admitted that transformation of low-fare airlines to the no-fare business model 
is possible; partly thanks to on-board advertising revenues as well as increased prices of non-ticket 
services (including e.g. checked baggage fees, check-in fees and priority boarding fees). Such kind 
of transformation can only be expected in case of having a large fleet airline with sufficient aircraft 
utilisation and load factor. On the other hand, we are aware that utilisation of all the available ancillary 
revenues sources would generate significant investment costs as well as would lead to an increase 
of the operating costs. However, we anticipate that investments in future advertising channels will bring 
airlines continuous income. 

Nevertheless, the introduction of the no-fare business model can lead to a significant change 
in airlines passenger demographic mix, which can potentially have a very negative impact on airlines 
attractiveness for the advertising market. 

There are certainly many different scenarios how the LCC market strategy will evolve. We don’t 
pretend that on-board advertisement will turn round the market and bring free flying. However, 
the income from on-board advertisement can be a contribution to further reduction of cost of travel and 
can expand the air travel market to new potential passenger who would not fly at all.  

As already mentioned till this time the airline companies focused on additional financial sources 
closely related to the air travel (insurance, car rental, hotel accommodation etc.). The reason why the 
income form adverts was not used in larger extent yet is that it is completely different business and 
airlines don’t have necessary know – how. With respect to this most airlines can sell the on-board advert 
capacity to specialised companies. However, to be able to maximise their profit they must be able 
to specify the advertising potential. Our paper could contribute to this.  

7 Future work 

Our initial research revealed both, the great potential of on-board advertising and several issues 
that will be addressed in our future research.  

To be able to proceed further we will develop economical model that should allow us to perform 
demand sensitivity analysis as well as detailed what-if analysis. Our current work is focussing on various 
simulation scenarios that define various levels of airline’s business dependency on on-board advertising 
revenues. The main aim of our research is to find ideal equilibrium between on-board advertising 
revenues and other sources of income considering various airline business models. Sem vložte text 
diskuze 
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