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1. Introduction

Before you you have the research report for Airport Weeze. In this report you can find an advice for a marketing strategy in the Netherlands.

At the moment Airport Weeze has not enough knowledge of their popularity in the Netherlands. They would like to increase the Dutch passenger count from 40 to 60%. The problem they are coping with is how to establish this growth.

Mission statement

As a regional airport Weeze wants to contribute to enlarging the reach ability of the region. They want to achieve this by operating a profitable airport that provides a direct or indirect line for passengers to reach their destination throughout the world.

1.1 Situation sketch airport Weeze

1.1.1 Activities at airport Weeze

From 2003 on airport Weeze welcomes civil airlines. On February 6 2007 Ryan air published the message that they were going to use Weeze as their 19th base. Next to the standard Ryan air flights other airlines also showed interest in Weeze, the first foreign airline Sky Wings, Cargo airlines, flew on November 12 2007 with cargo from Weeze to the English Coventry. 

The airport is also actively renting office space. The other product that they are offering is an active sales policy in the terminal by providing a tax-free zone and several catering zones. To determine the product you have to look at a variety of branches with the same aim, to provide the client/ passenger and sales of goods (flights, perfume, cigarettes and even renting office space)

1.1.2 Size of Airport Weeze

Airport Weeze is a small regional airport with fast growing potential. In 2007 the airport served 848.852 passengers and 42 tons of freight. Weeze is located at the border region near Nijmegen, eleven million people can reach the airport within the hour and 35,5 million people can reach the airport within two hours. 

1.1.3 Organizational structure of Airport Weeze

Airport Weeze has a very simple organizational structure
. At this moment it is a flat structure with two owners. There are four managers for four different departments. Weeze is growing very fast at the moment. They are very busy doubling their destinations and attracting more airlines. From November Correndon and Ryan air will continue flying from Weeze to more different destinations and Transavia has also decided to start flying from Airport Weeze. With this fast growth the organization will grow too and this will keep on getting more complex the bigger the airport gets. 

In the future the managers will need more people to keep them up to date and do their research or else the work will grow over their heads. Every manager will need one or two assistants who will do research and run the daily business. The decisions have to stay with the managers.

1.1.4 Organization marketing

Head of the marketing department is Sir Holger Terhorst. As I have discussed above there is no real department behind Sir Terhorst. All contact, press releases, promotion and advertising is coming by Herr Terhorst. In this situation when the airport is growing very fast Herr Terhorst can not know every article that is published about Weeze. But this is very important so you know how big the brand recognition of Weeze in other parts of the country and Europe is. In due time this department needs to be expanded so that it is focused on new trends, possibilities and an around the clock occupation of brand recognition. Because it is not only attracting new companies but also keeping them in the future.
1.2 Problem situation

1.2.1 Research method

I started my internship at Airport Weeze. I was going write my theses for the marketing department. There was one main question I had to examine. How well do the Dutch know Airport Weeze? To answer this question I decided to do my research in several steps. First I have worked at the airport so I could do my internal analysis and the competition analysis. After four weeks I started the market research. I have spread fifteen hundred questionnaires. I thought this was enough to get figures that could indicate how well the Dutch know Airport Weeze. After receiving 500 replies, I have entered al the data into SPSS and created graphs and tables from which I could draw the necessary conclusions. 

The market research existed out qualitative and quantitatively data. I needed both these ways of research because I needed personal opinions of the persons I have interrogated. 

With the conclusion I could draw from the market research I could give an advice for a marketing strategy and a way to raise more recognition in the Netherlands.

1.2.2 Cause of research

Because airport Weeze is expecting a fast growth, coming from the Netherlands in 2008 due to the extra ticket tax that passengers have to pay from July 2008 in the Netherlands, Herr Terhorst wants to know what the brand recognition of the airport in the Netherlands is. He wants to know how far the brand recognition stretches, how people know about the airport and what the airport can do to increase the brand recognition and as a result the passenger count.

1.2.3 What is the situation?

At this moment Airport Weeze has no clear vision on their brand recognition in the Netherlands. They would like to expand the amount of Dutch passengers traveling from Weeze. At this moment 40% of the travelers are Dutch and 60% of the travelers are German. With the fast growth of the airport and the joining of several different airlines the number of Dutch travelers will increase rapidly and the Dutch airlines that will start flying from Weeze will also participate in the increasing brand recognition in the Netherlands. Still Weeze also has to start building brand recognition by advertising in the Netherlands.

1.2.4 Relevance answer research question

In the answer to my research question I will give advice on how to enlarge brand recognition in the Netherlands and explain what kind of pitfalls there are, for example I strongly recommend to take notice of cultural differences between Germany and the Netherlands
. In paragraph 4.3.4 you can find recommendations for ads with which you can reach the Dutch. 

The second part of the final advice will include an organizational warning. There are several organizational areas where conflicts will occur when the airport is growing as fast as Weeze is. Keep in mind that with a growing success also affects the complexity of the company’s growth. 

1.2.5 Knowledge areas 

The main area I have focused on in my research is marketing. This was my main assignment. But during my internship at airport Weeze I also observed several things that could cause complications in the future so I have also made an effort to give  organizational advice. I also noticed some pitfalls in the personnel department for example, language skills of the employees and the social conditions. 

1.2.6 Relation between knowledge area and marketing goals

The main marketing goal of my research has become to increase the brand recognition of airport Weeze in the Netherlands. This is where the marketing department has to start. After doing research in the Netherlands I could conclude that most of the people who know about airport Weeze have read about the airport recently in newspaper articles and they all live within a span of 80 km of the airport. So at this moment all people know about airport Weeze is what they are reading in the newspapers. This free publicity is always very valuable but to set this trend forward airport Weeze has to start with their own promotion campaign in the Netherlands
. 

1.3 Question Phrase

1.3.1 Final Product

This research will result in a final advice. This management summary is a small but important part of my research. I will portray the most important points in these pages for more in-depth information you have to read the following pages. I have tried to be as clear as possible to create a logical defense. In paragraph five you can find all the tables and graphs reflecting the results of the questionnaires I have spread. I drew most of my conclusions from these tables and graphs. 

The final advice is focused on marketing and organization. There is a clear outline on how to advertise in the Netherlands and what pitfalls to reckon with. The organizational advice is a warning regarding the rapid growth of the airport.

1.3.2 Exact question phrase

Which marketing means can airport Weeze use in the Netherlands to attract more Dutch travelers to the airport?

1.3.3 Question phrase in relation to marketing goals

By answering the question phrase you automatically cross with the marketing goal.

I have written a marketing communications plan in paragraph four. In this plan I answer the question phrase and I also advise how to reach the marketing goal. The one can not do without the other. When you are going to use marketing means to attract more people to airport Weeze you are automatically trying to increase the brand recognition of the company.

1.4  Participating questions

1. How well known is airport Weeze in the Netherlands?

2. Which distance from the airport do people know about airport Weeze?

3. Which impression do the Dutch have of the airport?

4. Which adjustments does the airport have to make to make the airport more attractive for the Dutch?

5. Which competition position does airport Weeze take in, in comparison to other airports?

6. What are the marketing goals and what does the airport eventually want to reach with the advised marketing means?

7. Which new buyer groups with the same needs as our existing buyer groups do we not yet reach?

8. Which needs with our existing buyer groups do we not yet for fill?

9. What is the mission/ vision of Airport Weeze?

1.5 Theories

To prove my final advice I have used the following theories and models:

· SWOT analysis

· Confrontation matrix

· Ansoff matrix

· Growth stages of Churchill and Lewis 

· Porter’s five forces model

· AIDA model

· Model of Abell

In the management summary I will explain the outcome of these theories and models and the relation between the separate theories and models. 

2. Management summary

First I would like to mention that the statistical defense of this thesis is added in chapter five. This summary will contain an advice towards Airport Weeze and its Marketing department. And a report of the outcome and relation between the used models in this theses that will support my advice.

2.1 Advice according to research

When you compare Airport Weeze to its competition you can notice several things. 

· Differences

· Competition

· Organization

· Airlines

Differences 

All airports I have discussed are a base for a certain airline, this increases the stability of the airports. Because they are all located in the border area of Germany and the Netherlands they are all easily accessible to the Dutch. Eindhoven airport is located in the Netherlands so this would be the easiest choice for the Dutch. All have reasonably good to good facilities for the business traveler and the size of the airports are minimal differences. 

Competition

In the mean time the competition is growing. The airports with the possibility to grow, grow the fastest. For example airport Weeze has the accommodation and the possibility to grow. The direct competiting airports (Eindhoven airport, Dortmund and Flughafen Munster-Osnabruck) are limited one way or the other to expand. This will result in a positive competitive position for Airport Weeze.

The distances between Weeze and Eindhoven are minimal. For the majority of people flying from Eindhoven it does not matter, either they drive to Eindhoven Airport or Airport Weeze. At this moment Weeze is the largest competitor for Eindhoven Airport. Weeze expects to see a fast movement of airlines and passengers from Eindhoven Airport to Airport Weeze, due to increasing prices in the Netherlands. In the north of Germany there is another competitor in the market Airport Munster-Osnabruck. This airport mainly transports passenger form the north of Germany and the Netherlands because the distances from the south of the Netherlands are too big. A very constant amount of passengers fly from FMO (Flughafen Munster-Osnabruck). Because they offer a large variation of flights a lot of passengers are drawn to FMO. FMO will start focusing on a different aspect than the other airports. FMO will make a shift from low-cost flights to more expensive airlines with more service, so the competition for Airport Weeze will decrease. This is a chance for Weeze to move in on the low-cost segment and conquer a good position compared to its three competitors. On the other hand it is very important to watch the growth of the Airport. 

Organization

Weeze is a small airport with a small organizational system. When they will start growing very fast, the management has to secure its base and attract more personnel to keep the information flow under control. When a company is expanding very rapidly it is important to keep control. When a company is growing in time and revenue the organization automatically will get more complex. For example a marketing manager has to know about every development in the marketing business and every small publishing. He will need people who monitor the marketing business and who are doing research for him. Personnel is a very important aspect of the growing process. Airport Weeze is located a growing phase and they will need more personnel in every department to keep control on the developments. A pitfall for Airport Weeze are the social conditions which are offered to the employees. 

Weeze wants to attract more Dutch travelers. To accomplish this you will also need more Dutch employees. But the social conditions at the airport are not quite good in comparison to the general social conditions in the Netherlands. The Dutch are used to very good social conditions and that is the reason why it is hard to find Dutch employees who want to work at Airport Weeze. 

They also have to calculate their possibilities in expanding the airport. How many passengers can they welcome at this moment and what is the limit. When the rapid growth of Weeze keeps up the Apron has to be expanded so more planes can park at a time. With more planes there are also more passengers these passengers also have to have some room to wait until the plane leaves.

Airlines

At this moment there are several airlines interested to start flying from Airport Weeze.

The advantage of welcoming more airlines on the airport is the variety of destinations. Weeze already offers twenty-two destinations at this moment but when they can offer more it will attract more people. Transavia airlines decided to start flying from Airport Weeze this will attract more Dutch travelers because the fares outside of the Netherlands are a lot lower. With more Dutch travelers another problem arises.

At this moment 40% of the people who travel from Airport Weeze is Dutch. When this number increases it will make it more attractive for the Dutch to keep on flying from Weeze, when the language barrier decreases. So it would be sensible to have some Dutch speaking employees. When Airport Weeze wants to attract more Dutch employees as I have mentioned earlier they have to take their salaries and the social system under the loop. 

Weeze has a positive position in the market. The main points they can exploid are:

· parking possibilities
· opening hours
· space to expand 
· shorter waiting times.
In the marketing these are the things you can offer the potential travelers and to add on to these strengths you can create opportunities by adding reduced daily parking rates.
I have discussed the main problems that can arise in the near future and the key points to tackle these problems. I do not have an insight on Airport Weezes budget so these points are only advisements and remarks towards the management team.

In the following chapter I will discuss a marketing communications strategy while as a result of the research I have done I concluded that Airport Weeze has limited brand recognition in The Netherlands. In the border region people know of the airport by hearsay and lately the airport is regularly mentioned in the newspapers because the ticket tax is a hot item and they are directly competing with Eindhoven Airport.

2.2 Marketing strategy advice

· Airport Weeze has a very large target group 

But the group they mainly serve and which travels the most are the age groups between 26-35 and 36-45. These groups are regularly traveling while they are looking at their budget. For an airport that focuses on low-cost flights, research (paragraph 5) shows that, this is the most attractive group to approach. 

· To reach this group you have to enlarge your brand recognition.

You will need a communications message to reach your target group. Airport Weeze wants to spread a message towards its target group, this message has to contain the possibility to fly cheaper. The main competitive advantage Airport Weeze has is to offer cheaper flights. There is no ticket tax in Germany and the distance to the airport is neglectible for most Dutch travelers. For people who live in the south of the Netherlands it does not matter either they drive to Zaventem Brussel, Eindhoven Airport or Airport Weeze. In other parts of the Netherlands distance also does not matter. When you fly from Schiphol you have to check in three hours before departure and you are always queuing to get there. The main thing that will work with the Dutch are the possibilities to fly cheaper, park cheaper and shorter waiting times. You have to show the public the advantages they want. Because the Dutch public is eager to fly from airports outside of the Netherlands they are an easier target group. When you make a statement the consumer is more willing to believe your message.

· A strong design will support a message. 

In your design you have to take in account that every country has a different culture and the people are attracted by different things. The Dutch are feminine, have low uncertainty avoidance, are low on power distance and the Dutch have an individualistic culture. By knowing these things you can create an advertisement that will attract the Dutch. In advertising this means that you can reach the Dutch with more feminine commercials. Independent images and images that portray the dream ideals. An airport as Weeze can portray itself as the starting location for the perfect Holiday. The main focus point could be, a perfect holiday for less money. Because the Dutch are low on power distance you have to focus on equality. By taking this aspect in consideration you can challenge the Dutch to start flying from Weeze airport. Humor is also a very important aspect in Dutch advertising. When you use humor people will remember the add. 

· It all depends on your focus group. 

The group Airport Weeze could focus on is the age group between 26-45; this group is willing to travel for the lowest rate possible. You can attract this target group by showing the possibilities Airport Weeze has in store for them. For example flying for less, enough parking space, limited waiting times and decent facilities at the airport. When you wrap this in a dream package you have used all the possible tools to run a successful advertisement campaign in the Netherlands.

2.3 Supporting theories

To back my findings I have used several theories during the research process:

· SWOT analysis
· Confrontation matrix
· Ansoff matrix
· Growth stages of Churchill and Lewis
· Porter’s five forces
· AIDA Model
· Model of Bell
The outcome of all these models relates to each other. I will try to explain this relation between the models and my conclusions.

The SWOT analysis gives me all the strong and the weak points of Airport Weeze. When I know these points I put them in the confrontation matrix and compared them with each other. The outcome of the confrontation matrix was very positive. Weeze has a positive position in the market. The main points they can exploit are their parking possibilities, opening hours, the space to expand and shorter waiting times.

In the marketing these are the things you can offer the potential passengers and to add on these strengths of the airport you can create opportunities by adding reduced daily parking rates and promote this.

The main threat is that the airport is growing to fast and that the organization is growing out of its jacket. Also a big threat is that there are a lot of things which are handled by external companies, this way these companies have to much control over the airport. The Porter’s five forces model supports this second threat. The main points Weeze has to focus on are the competition and the suppliers. While the competition in this field is very strong. Airlines can place their business anywhere. Airports are regularly depending on the airlines (suppliers). When a supplier is not satisfied he will move his business elsewhere. There are more then enough competitors in this market that are more than ready to take on your suppliers. The main message I would like to give Airport Weeze is to keep their suppliers satisfied so the competition does not get the chance.

The first threat is supported by the growth stages of Churchill and Lewis and the Model of Abell. According to Churchill and Lewis Weeze has started a quick growing phase and will continue growing until they are at optimal relation. The expectation will be that Weeze will grow for the next five years and after that period they will have expanded maximally. At this moment they have space and possibilities enough to expand and start welcoming more airlines and broading their offer of destinations. Within five years they have to have reached their maximum capacity. With this growing stage they will grow in experience and complexity. 

This will mean that not only the airport itself will grow but also the management level has to grow and the organigram will be more complex. The result of this growth will be the development of different layers in the organigram
. At this moment you can not speak of real departments, in the future more people will be needed to sustain a well oiled machine.

The model of Abell proves the findings of the growth stages of Churchill and Lewis. When a company is growing it will turn out to be more complex. As we can see in the figure 14, at this moment Airport Weeze is a flat organization and after the expansion of the market and attracting more airlines Weeze will become a three dimensional organization. The Ansoff matrix also supports this development. By extending the target market into the Netherlands Airport Weeze is starting with entering a market they only partially know. You can say they are entering a new market. In November Transavia is starting flight from Airport Weeze. You can say that attracting new airlines is entering the market with a new product. 

With these theories in mind I can finally give Airport Weeze a strategic marketing advice which I support. 
2.4 Marketing strategy

I have concluded after doing research that you want to reach the provinces of Noord-Brabant, Limburg and Gelderland. When you start introducing Weeze airport in these three provinces you can spread the news further after the airport is settled in the minds of the travelers in these regions. I would advise to give more attention to the express bus in the whole country while this is a possibility to easily raise the attention in the middle and western part of the Netherlands. You could think of large signs at the bigger train stations.

It is very helpful to look at the competition. In this case you can look at the biggest competitor in the Netherlands the Schiphol Group. In appendix five you can see the promotional campaign that is set up for Eindhoven, Rotterdam and Maastricht airport.

Because we are talking about another kind of product we have to reckon with another marketing approach then the approach we would use for touchable products.

To reach the set goals successfully Airport Weeze does not only have to work on the external marketing but they also have to work on internal marketing. A good service minded company starts from inside. When the internal marketing is in order you create a strong base for success. 

Because Weeze is starting its marketing campaign in a foreign country, it has to be different from the rest. You have to stand out and be daring. What is different at Weeze airport, why do people want to fly from Weeze and not from Eindhoven. These two airports have about the same facilities but what can Weeze offer the Dutch that Eindhoven can not? The easiest answer is the Ticket-Tax. 

Your marketing in the Netherlands has to be build around price. Why would I fly from Weeze? Because I get the same service, the same waiting times and the same facilities at the Weeze as I do at Eindhoven but I do fly a lot cheaper.

The Ticket-tax is the best marketing approach you can have because people are sensitive about money, namely the Dutch, the less it costs the more interested they are.

To promote Weeze airport in the Netherlands it is best to start with advertisement.

· Place billboards at strategic places (next to the main highways, on the main central train stations and at the main bus stations).
· Focus on the three provinces mentioned above. 
· Keep your target group in mind.
· Television ads (on local TV-stations).  
· Select TV- station/ programs that attract your target group. 
· Advertise in local travel programs.(This will cost less than national TV but it will reach the target group effectively)
· Public relations (work on the relationship with newspapers in the Netherlands. This is how you get free publicity and avoid bad publicity or bad rumors).
· Direct marketing (In the Netherlands you have a travel agent named VAYA.NL they mention the airports they fly from in their television add. If you can connect the name of a travel agent to the name of Weeze airport, you can raise the recognition of the airport in the minds of the travelers).
3. Internal analysis

3.1 Problem definition

Which marketing means can Airport Weeze use to attract more Dutch passengers?

3.2 Company analysis

3.2.1 General information

From 1954 Airport Weeze was a British military airport known as Laarbruch. In May 2003 the airport reopened as Flughafen Niederrhein but not for military flights but civilian flights. The airport has a runway of 2440 meters. The new terminal has been built in roughly a year. Like Brussels South Charleroi and Frankfurt-Hahn is Niederrhein mainly used by low-cost airlines, like Ryan air?

To let the people know where airport Niederrhein was they changed the name of the airport to airport Weeze on the 30th of November 2003.

In the future there are plans to exploit an interregional train from Nijmegen to Düsseldorf during this time the city region of Nijmegen-Arnhem wants to develop

Into the second economical centre of the Netherlands behind the Randstad. In the structure plan of this region there is also a section about the meaning of Airport Weeze in this development.

In 2007 the airport served 848.852 passengers and 42 tons of freight. Direct competition of the airport are the airports Münster-Osnabruck, Dortmund and Eindhoven. Between 14 und 27th of May the airport was closed to renovate their runway. During this renovation the ILS system was installed, this helps airplanes land.

Weeze airport is the youngest airport of Europe, this airport is specialized in low-cost and holiday flights. In 2004 only more than one million passengers flew with one of six offered European business- or holiday flights from Weeze.

Mission statement

As a regional airport Weeze wants to contribute to enlarging the reach ability of the region. They want to achieve this by operating an airport profitably provide a direct or indirect line for passengers to reach their destination throughout the world.

Low-cost flights

While Airport Weeze mainly welcomes Ryan air flights they are number one player on the low-cost field. This section is in this time very important for the flight industry. The demand of low-cost flight is rising; you can draw this conclusion if you look at the number of travelers that increase every year. You see the largest passenger growth on small airports with mainly low cost flights. 

Weeze has a large catchment area and they can turn around aircrafts within 25 minutes. This is one of the reasons why low-cost airlines want to fly on small airports because a quick turnaround saves a lot of money. 

Ryan air is one of the largest prizefighters in Europe and because airport Weeze is a Ryan airbase the low-cost segment is very important to them. Not only Ryan air flies on Weeze but in the holiday season they also welcome several charter flights. Mostly these are also low-cost airlines like corendon, this airline moved two of their flights from Eindhoven Airport to Weeze Airport because of the Dutch governmental tax system. At the first of July the Dutch passengers have to pay 12 euro’s extra tax on flights within Europe and 45 euro tax on flights outside of Europe. Because of these Dutch tax regulations the expectations are that several low-cost airlines are going to move their flights from Holland to Germany or Belgium.

Because the low-cost airlines depend on their low prices, they do not have a choice than to move their flights from the Netherlands to countries where less tax has to be paid to keep their prices low.

When you look at the second edition of a study about European Air traffic. You can see that up to 80% of travelers fly with a low-cost airline. 

Spectacular growth

Airport Weeze is expecting spectacular growth the upcoming year. As I have mentioned earlier the ticket prices in Holland are rapidly increasing because of the added flight tax. The expectation is that a large percentage of the Dutch who normally fly from Eindhoven, Rotterdam or Schiphol will now look for alternative airports outside of the Netherlands. Because low-cost airlines will do the same, the possibilities on airport Weeze will grow because the variety of flights will increase.

The second opportunity that can arise for airport Weeze is that one of the biggest competitors for Weeze can not grow anymore. Airport Eindhoven can not expand anymor due to a contract they signed with the community around the airport. According to this contract Eindhoven is allowed 80.000 flight movements a year. They already have 80.000 movements so they can not take in more flights and the demand still rises so the passengers have to fly from somewhere else. Also see paragraph 4.34 Eindhoven Airport. To guarantee growth Airport Weeze is working hard to get the airport ready for rapid growth. At the beginning of May the new luggage hall has been finished, now they not only have one luggage band but there are three so the luggage handling can go quicker. On top of the luggage hall they are building a panorama terrace where you can sit as near to the airplanes as possible.

There are rumors spreading that Weeze is to expand their runway in the future so they can also welcome intercontinental flights.

And this year they will expand the Apron from 9 parking places to 24 parking places so more flights can land after each other.

Choosing for security and continuity

Ryan air has put Weeze on the map and at the moment Weeze is working hard to attract new airlines to broaden their selection of flights. Corendon will start flying from Weeze in July and also Hamburg International and Sky-airlines has charters flying from Weeze. Weeze is a Ryan air base, this airline is offering 20 different destinations from Weeze with the possibility of expending this selection with more regular flights.

This improves the continuity of the airport. When Ryan air is satisfied they will not move away easily.

Non-aviation

Airport Weeze is expanding the transportation network at the airport. They want to improve the reach ability of the airport, there are several bus- and train lines available to several cities in Germany and the Netherlands. From the Netherlands there is a bus express from Amsterdam, Arnhem, Nijmegen, Utrecht and Venray to Weeze. 

This strategy to reach Weeze from every corner of the Netherlands is not only leading to growth of the Airport but also to raised resistibility. The airport is also working on its retail activities in the terminal.

At the moment there are limited possibilities and the airport does not maximally exploit the possibilities in the Terminal. They could raise their non-aviation revenue by expanding their tax-free zone or placing empty offices for rent.

Making Europe reachable

You can fly to 20 different destinations from Weeze. These destinations are spread all over Europe. The most popular destination from Weeze is the South of Europe. With the airline Corendon coming the flights to Turkey will be expanded with Alanya and Marmaris. You can also fly to upcoming destinations in Eastern Europe for example to Wroclaw and Bydgoszcz in Poland. You can also fly on the northern of Europe with Smaland in Finland and Stockholm in Sweden.

Business Park

The Business park is very well located for the business market. Business park ‘Airport city Weeze’ is located in western Germany in the province of Nordrhein Westfalen. This located directly at the border with the Netherlands. ‘Airport city Weeze ‘is centrally focused between the two most important economical regions, Eastern Netherlands, the Ruhrregion and the Rijnland. The industrial region has its own airport with international flights. From the airport you can be at the highway A57 within 10 minutes or at the train station Weeze and the harbors of the Rijn and the Maas. 

The former Royal Air force base where the youngest European airport Weeze is located is 620 acres and it contains 500 linving and utility buildings. Investors who are interested in this location will find that this location will provide you with the opportunity to broaden your business with several different commercial aims.

This business park is located in an arm length of Airport Weeze and is therefore very suitable for companies who are directly related to the airtrafic sector and transportation companies.
 
Advocacy

Airport Weeze has a noise code. To keep the wants and needs of the surroundings in view they work with a noise board. This noise board monitors if the regulations for sound barriers are met. When there are complaints from people living near the airport coming in the noise board will handle them with care and will see to it that the regulations will be met, they will also be a mediator when there is a problem.

3.2.2Statistics

Fig.1 monthly passenger count 
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Fig. 2 Flight movements 2003-2008
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3.2.3 Ansoff matrix

Fig. 3






Fig. 4
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According to the Ansoff matrix there are four possible growing strategies’s to increase revenue :

1. Market penetration

2. Market development

3. Product development

4. Diversification

By extending the target market into the Netherlands Airport Weeze is starting with entering a market they already know. You can say they are entering an existing  market. Because Airport Weeze already does business with Dutch travellers. They do not want to enter a new market, they are extending the existing market.

In November Transavia is going to start flying from Airport Weeze. So the Airport is extending an existing market with a product they already have. Offering transportation to people has always been their business so the Transavia flights are existing products.

When I look at the options the Ansoff matrix offers, I see that Airport Weeze has chosen the market strategy, market penetration. Because they are partially entering a known market and they already offer their services to Dutch travelers. A new airline is not entering a market with a new product. I concluded Airport Weeze is expanding its market into the Netherlands so this would be market penetration.
3.2.4 Growth stages of Churchill and Lewis 

Fig. 5. Growth model of Churchill and Lewis

· 5 Growth stages
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When you look at Fig. 3 and the quick growth airport Weeze is going through we can conclude they are entering the success phase. According to Churchill and Lewis Weeze has started a quick growing phase and will continue growing until they are at optimal relation. The expectation will be that Weeze will grow for the next five years and after that period they will have expanded maximally. At this moment they have space and possibilities enough to expand and start welcoming more airlines and broading their offer of destinations. Within five years they have to have reached their maximum capacity. With this growing stage they will grow in experience and complexity. This will mean that not only the airport itself will grow but also the management level has to grow and the organigram will be more complex. 

The result of this growth will be the development of different layers in the organigram
. At this moment you can not speak of real departments, in the future more people will be needed to sustain a well oiled machine. 

3.2.5 Organization

Fig. 6. Organization overview


Fig.7. Organigram Airport Weeze





3.3 Product

From 2003 on airport Weeze welcomes civil airlines. On February 6 2007 Ryan air published the message that they were going to use Weeze as their 19th base. The airport expanded enormously sinds 2003, not only the number of flights landing and departing increased but also all cargo activity has started to make a leap. Next to the standard Ryan air flights other airlines also showed interest in Weeze, the first foreign airline Sky Wings, Cargo airlines, flew on November 12 2007 with cargo from Weeze to the English Coventry. 

The airport is also actively renting office space. The other product their offering is an active sales policy in the terminal by providing a tax-free zone and several catering zones. To determine the product you have to look at a variety of branches with the same aim, to provide the client/ passenger and sales of goods (flights, perfume, cigarettes and even renting office space)

3.4 Price

 Airport Weeze is a Ryan air base. This pricefighter has chosen for Airport Weeze while the flight taxes are low and the turnaround time of 25 minutes can be met at smaller airports. You can compare airport Weeze to Eindhoven airport. Because flying at Weeze is cheaper for Ryan air they can keep the ticket prices low. Weeze uses the good worth strategy as a pricing strategy. On the airport they are trying to reach the highest quality as possible with the lowest cost. This is the binder for prizefighters like Ryan air. Another word for this strategy is a penetration strategy. Airport Weeze tries to keep the ticket prices low to penetrate the market quickly and deeply. With this strategy they are trying to attract more airlines and automatically more passengers.

By working this strategy from 2003 on they can now compete with airports like airport Münster-Osnabrück, airport Dortmund and Eindhoven Airport. And maybe in the future they can even compete with Airport Düsseldorf and Schiphol Amsterdam. 

3.5 Place

For travelers from the Netherlands and Germany airport Weeze has the ideal location. The advantage for this airport is its position in the middle of the rijnland, the Ruhrgebied and the Netherlands. Economical regions as Düsseldorf, Essen, Duisburg. 
Krefeld, Mönchengladbach, Eindhoven, Nijmegen, Arnhem and Venlo are in the radius of 80 km. The distance to Keulen and Dortmund is about a hundred kilometers and to Maastricht it is just 115 km. The highway is 12 km from the airport.

In a radius of 60 minutes from Weeze there are living 10 million Germans and Dutch, in a radius of 120 minutes there are living 35,5 million people. ²

3.6 Promotion

To achieve it is marketing- and promotional goals airport Weeze uses promotional ads and Public Relations. This way of promoting the airport resulted in an increasing number of passengers and an increasing number of airlines flying from Weeze. 

Airport Weeze does not use all the possible marketing channels as efficiently as possible. You do not see any promotion for the airport over the border. When they want to reach the Dutch they have to promote the airport on this side of the border.

They do have dutch banners and billboards at the airport and they do work with a company called express bus but this is on the airport itself. Express buss brings you directly to Amsterdam or Utrecht but if the people living in Amsterdam in Utrecht do not know this they will keep on flying from Amsterdam. If Weeze wants to reach other consumers they will have to start promoting over the border and not just in-house.

In the marketing plan there will be described which tools may be used for an efficient marketing campaign in the Netherlands.

3.7 Micro surroundings of the airport

The marketing manager is responsible for the client relationships. He has to build a relationship with them by keeping a client satisfied and for filling all his wants and needs. The success of  a marketing manager not only depends on one person, it also depends on suppliers, contacts, clients, competition and the surroundings of the airport. 

3.7.1 Suppliers

A very important part of the quality system are the suppliers. Suppliers can enforce their power on the company in several ways. It all depends on the 1. amount of suppliers, 2. the amount of substitutes 3. How important the sector is for the suppliers 4. changing cost 5. standardization of the product 6. possibility of vertical integration. Weeze uses the following suppliers:

· Serve2Fly, Handling services(Logistics supplier, Serve2Fly is responsible for       

                             all ground activity at the airport. For example, check in, luggage   

                             handling, loading the airplanes and leading the airplanes in and  

                             out of the airport.) 

· RAS, Rheinland Air service (Technical support, checking the airplanes, gas                

                                                  and air)

These are the main suppliers on the ground, they handle the luggage, fueling, cleaning the aircraft, check in etc.

There are also many more suppliers, for the catering they mainly use Sligro(Dutch wholesale supplier).

There are suppliers of schooling, the schooling of the personnel is mainly done by GAETAN this company is located within the airport.

There are also many small suppliers but these do not have influence on quality system.

3.7.2 Agents

These companies help Weeze with promotions, distribution, sales and finances.

At Weeze they do everything themselves, while the export product is the airport itself. 

They have several managers who are responsible for the different departments. 

There is one company who does all the ground handling but this is not a contact.

Serve2Fly is hired by the airport to do this work so Serve2Fly is a supplier

3.7.3 Passengers and Clients

When clients have a lot of power they can put pressure on the price by playing the competition. The power of the client depends on
: 

1. The part of the total market revenue each client has 

2. the importance of the product for every client 

3. standardization of the product 

4. changing cost 

5. profits of the clients 

6. the threat of the vertical integration 

7. the importance of the product for the quality of the product for the client 

8. How is the client informed about the market prices and costs

The clients can be divided in three different groups:

1. The passengers who fly from Weeze to their destination (consumer market)

2. The airlines that fly passengers or cargo to the wanted destination. (Buyers market)

3. The airport has also non-aviation activity. The sale of goods, renting office space, catering (Business market)

These three groups are two different clients with three different wants and needs.

3.7.4 Competition

To be successful airport Weeze has to compete with other airports, they are going to have to satisfy the wants and needs better than the competition. The direct competition at the moment are the following airports:

· airport Münster-Osnabrück 

· airport Dortmund
· Eindhoven Airport
Airport Weeze is growing very rapidly at this moment when they can hold this growth it is possible that we can add Schiphol Amsterdam and Düsseldorf Airport to this list.

But at this moment this is to far fedged because these two airports are playing in another league. But who knows in the future.

3.7.5 Surroundings

Also airport Weeze has to take notice of their surroundings. There are different groups you have reckon with:

· Lärmschutzkommission
· Kreis Kleve
· Weeze
· Bergen 

· Dutch government 

· Deutsche Kreigstag
· CDU-fraction
· Ryan air
All these parties decide upon the existence of the airport. With Kreis Kleve airport Weeze has a loan for this loan Kreis Kleve received 1% ownership of the airport. This 1% loan should be extended until the end of 2010, when the contract with Kreis Kleve and Weeze ends. The Kreigstag decides on the extension of the loan. The CDU fraction which has a majority in the Kreigstag does not have a problem with the extension. 

Germany and the Netherlands have made commitments to each other about using the airspace.

3.8 SWOT Weeze

Strengths

· In 2007 newly renovated Runway

· Location in the middle of industry, the Maas and Rijn, two Highways and in the middle of three train stations

· Cheaper parking possibilities in comparison to other airports

· Efficient use of space on and outside the airport (office space)
· Transport to and from Amsterdam by bus.

· Shorter waiting times

· Ryan air base

· Female friendly company
· Possibility to turnaround airplanes in 25 minutes
· Enough parking spaces
· Possibility to expand ( enough room around the airport)
· ILS system (Instrument Landing System)
· Less limited opening hours than other regional airports
Weaknesses

· Entrance of the airport territory ( old English air force base) 
· Not many Dutch speaking personnel in Terminal
· Due to limited space they can not park more than four planes at a time
· There is a very individual mentality within the company
· Minimal brand recognition in the Netherlands
· After five years their brand recognition in the Netherlands is still minimal
Opportunities

· Possibility to drive to the airport without any delay
· interregional train line from Nijmegen to Düsseldorf
· The city region Arnhem Nijmegen (KAN) wants to develop to the second largest economic centre in Holland and Weeze has a part in this plan
· Cheaper tickets because of the tax regulations in Germany
· Ticket-tax in Holland starts at July 1 2008 ( €12 for flight within Europe/ >2000 km and €45 for flights outside of Europe/<2000 km)
· Using parking facilities for instance introduce a reduced daily parking rate
· Research the possibility for overnight possibilities on your own ground.
Threats
· The airport is going to grow to quick and they can not manage this growth

· Many tasks are handled by external companies.
· Regional airports like FMO with several different airlines and destinations are
       serious threats.

3.9 Confrontation matrix
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In this confrontation matrix you can see that there is a very positive result. Weeze has a positive position in the market. The main points they can exploit are their parking possibilities, opening hours, the space to expand and shorter waiting times.

In the marketing these are the things you can offer the potential passengers and to add on these strengths of the airport you can create opportunities by adding reduced daily parking rates and promote this.

The main threat is that the airport is growing to fast and that the organization is growing out of its jacket. Also a big threat is that there are a lot of things which are handled by external companies, this way these companies have to much control over the airport.

3.10 Conclusion

I have tried to give an impression of the company Airport Weeze. The overall impression the SWOT leaves behind is very positive. Airport Weeze has many things that are very promising. They have the space and the possibility to grow very quickly. When Airport Weeze starts with a good publicity campaign in the Netherlands they can draw the attention to the airport. They have arranged a transportation program from Amsterdam and Utrecht to Weeze but they have to promote this in the Netherlands. The biggest problem at the moment is that people who do not live in the border region, do not know about airport Weeze. So the first step would be promotion. When the publicity campaign has started people will come.

A great push to attract Dutch people is of course the ticket tax that will start from July 1st 2008. People have to pay €12 for flight within Europe/ >2000 km and €45 for flights outside of Europe/<2000 km. People who want to fly as cheap as possible will not pay these extra tax. They are going to look for other alternatives. This is a great opportunity for Weeze to grow. Also a great opportunity is that one of Weezes biggest competitors can not grow anymore. Eindhoven airport has reached its maximum capacity due to a contract they signed with the people living in the near of Eindhoven Airport. Eindhoven Airport may only have 80.000 flight movements a year.

In 2007 they have reached this maximum so it is not possible for them to welcome more airplanes. 

These are all very positive developments for Weeze airport but can they manage this rapid growth? A pitfall for the management is that the airport is growing to fast and that they can not keep up with the growth. When we look at the space for example, airport Weeze has the space to expand but do they have the finances? 

There is no real publicity outside of the airport, at the moment they are profiting of the free publicity they get in Dutch newspapers and Dutch local television stations.

For example on Omroep Brabant (television station in the south of Holland) they got a lot of free publicity due to the marketing manager of Eindhoven airport who was giving a statement at the news that Weeze airport would be the lucky winner between them. The marketing team has to know everything, they have to know what is going on outside the airport how they are brought in the news. When this airport grows to fast there is a risk that this overall view will disappear and that some departments will lose control.

 4. External Analysis

4.1 Market orientation

4.1.1 General information

 Air traffic is getting more important in Germany. In 2005 there were over 145 million people who traveled by air. Like the year before over half of the German passengers traveled over the borders. In 2005 traveling over the border by air increased by 7.9 %. The most popular destination is Spain with 20.5 million passengers from Germany, this is an increase of 7.3% compared to past years. The main airport in Germany is Frankfurt- Hahn, they transport 52.2 million people and 1.96 million tons cargo a year. 

Larger, more efficient, quicker, further: This is how you can describe the development of the flighttechnics in the recent years. To formulate it differently with every flight more people have to be transported and the cost have to less.

Also the airlines have changed. In the nineties there were smaller, slower planes where only 80 persons could fit in, now a days the big Boeings can seat about 189 persons. In the future there will be over 215 seats within a plane.  

Times have changed, now a days you can fly to New York from Germany for only €250. This is possible because the planes are bigger and cheaper. Airports are focusing on Low-budget flying. The turnaround time on smaller airports is shorter compared to larger airports, the shorter the turnaround the cheaper the airlines can make their tickets.  

Everything is changing, tickets are cheaper, service on short flights is minimal ( you have to pay for everything, there are no drinks or meals included) people have to get on their destination faster. It all comes down to a faster pase in the world. 

Due to the changes in this department, we have seen a rise of low budget airlines from 2000 up to 2008. The airlines predict this demand of low budget flight will only grow. This will result in a growth of smaller airports because airplanes will be handled faster and the costs are lower. 

At July 1st 2008 the Dutch Government will start with the ticket tax. This is a positive development for the airports near the Dutch border. They expect to see a shift from passengers and airlines from Eindhoven airport and even Schiphol Amsterdam to for example Weeze or Brussels (Zaventem). At this moment you see prizefighters like Corendon looking for other alternatives over the border. They can only keep up the low pricing of their tickets if they can fly on cheaper airports. If the airlines look for other alternatives it is only a matter of time until the people are going to look for other alternatives. The distances to German or Belgian airports are practically equal to the airports within the Netherlands. 

4.2 Competition analysis

By looking at strategical groups with comparable strong points and equal strategies this will result in a competition analysis based on which a competitive advantage will result.

By mentioning the direct competition of Weeze airport I will put the weak and strong points of every competitor in a SWOT analysis, Porter’s five forces and end this with a conclusion.

4.2.1 Airport Münster-Osnabrück 

General info

Airport Münster-Osnabrück is the 16th largest airport in Germany. It is located about 28 m north of the city of Münster, Nordrhein Westfalen and about 40 km south of Osnabrück, Nedersaksen. The airport is located at the border of these two states. This airport does not have opening hours and there 35 daily departures and landings. You can fly to 52 destinations from this airport with 17 airlines. The destinations lie mainly in Europe and a few flights are destined for Africa. The main destinations from this airport are London, Frankfurt and Zürich. The most popular destination is Antalya.

The main airlines that fly from FMO:

· Air Berlin

· Air Europe

· Air France

· Air Via

· Blue Wings

· Bulgarian Air charter

· Cirrus Airlines

· Condor

· Hamburg International

· Inter Airlines

· Intersky

· Lufthansa

· Nouvelair

· Onurair

· Pegasus Airlines

· Sky Airlines

· Spanair

· Sun Express

· TUI fly

· Tunisair

Mission statement

The main goal is: relaxation for the passenger. What can airport Münster- Osnabrück improve to serve its passengers better?

Safety is always first, followed by friendly and schooled personnel and an attractive flight program. FMO updates it flight program regularly. 

Low-cost segment

The fasted increasing flights at FMO are the low-cost flights. This trend will continue in the near future because of switching low-cost airlines to airports outside of the Netherlands. The airports that profit from this development are mainly the smaller airports that are located near the Dutch border. Because of the extra tax on flights from the Netherlands, airlines expect a high number of shifting airlines. It is expected that a big part of the low-cost airlines who fly from the Netherlands will look for a base somewhere else outside of the Netherlands to serve the Dutch market for low prices.

Spectacular growth

To guarantee the growth of FMO in the future it is necessary to expand the airport. At the moment FMO has started with lengthening the runway. This will be lengthened from 2170 m to 3000 m. By doing this it is possible to welcome intercontinental flights. They are also working on a direct exit at the highway so the reach ability of the airport will increase. This will mean, no queuing before getting to the airport.

Choosing for certainty and continuity

At the beginning of 2002 the terminal opened for airline Air Berlin. In 2005 1.540.656 passengers passed through the terminal. On the airport there are permanently standing five Air Berlin airplanes. This guarantees the certainty and continuity of the airport. 

Non aviation

The activities in the terminal are the non-aviation activities of the airport. There are two restaurants, these have the disadvantage of having limited opening hours. The airport is open 24 hours 7 days a week but the restaurants are not. There is a reasonable tax-free zone, passengers have the possibility to look at internet, to go to the hairdresser, and there is a bookstore and a regular market for groceries and luxury articles.

There is also a possibility for business travelers to have meetings at the airport. There is a conference room with all facilities needed for example a beamer, all conexions for a computer etc. At FMO they also organized a transportation network. There are three central stations at which there are busses waiting to bring you to FMO. All these activities increase the airports revenue. You can also get tours of the airport of 90 minutes
. Also event planning is a part of the package at FMO.

Making Europe reachable

From FMO people can fly to 52 destinations. Southern and Western Europe and a small part of Africa are in the package of the FMO flights. When people want to fly to the Eastern part of Europe the options are limited. The possibilities are Hungary, Bulgary and Russia.

By lengthening the runway FMO is intending to welcome intercontinental flights in the future.

Business park

FMO opened a new business park in 2005, Airport Park FMO. FMO expects to develop their business park into a A-location for international business. The business park is located in the midst of an industrial area, many products have to be shipped from here. The Münsterland is a modern innovative industrial region. A large part of the population is jung and well educated. The airport and business park are located between two university cities. This is very profitable for the businessadmosfere in this area.

4.211 SWOT Flughafen Münster-Osnabrück

Strengths

· Attractive and varied selection of destinations

· Good business activities at the airport

· Good location between two states

· Attractive and varied flight offer

· Good transportation network

· Open 24 hours a day 7 days a week

· The lengthened runway

· Possibility to welcome intercontinental flights

Weaknesses

· Opening times of bars and restaurants
· Limited possibility to fly to eastern Europe
Opportunities

· A direct exit from the highway

· No queues before getting to the airport
· Five airplanes that standing permanently at the airport
· Fast increasing Low-cost flights
· Economic booming environment
· Ticket-tax in the Netherlands
Threats 

Increasing competition from local airports in the border region

· 4.2.2 Airport Dortmund
General info

Airport Dortmund is Germany’s main airport. The airport has developed from a small regional airport into one of the main airports in Nordrhein-Westfalen.

Dortmunds first airport rose in a part of the city named Dortmund-Brackel. The first commercial flight leaving Dortmund was in the year 1925. In 1928 Dortmund counted  about 8000 flight movements a year and grew out to the second biggest airport in Western Germany. Because of the second world war Airport Dortmund was not used for commercial purposes anymore. In 1979 they started commercial flight from another city part of Dortmund (wickede).

Airport Dortmund is located in the hart of the Ruhr area. The airport is centrally located with direct links to the highways A40, A44, A1. 

Airport Dortmund has grown 6,7 % in 2007, the amount of travelers that passed through pass control was 2.15 million. Dortmund is a very popular airport with visitors. They won a price as most popular airport resulted from the questionnaire at the magazine ‘Touristik-magazines “Reise & Preise”.

The following airports are flying from Airport Dortmund:

· Air Berlin

· Blue Wings

· Bulgarian Air Charter

· Easy jet 

· German Wings

· LGW

· Lufthansa

· OLT

· Sky Airlines

· Sterling

· Sun Express

· Wizzair

Mission statement

By developing more space at the airport, Dortmund wants to make the passengers more comfortable during the waiting  time before their flight.

Low-cost segment

The explosive growth of Dortmund is mainly on the account of Easy jet. Easy jet has stationed airplanes on Airport Dortmund this is one of the main reasons why Dortmund has grown extensively in the past years. At Dortmund the low-cost concept is also very important. The percentages are divided in 80% private travelers and 20% business travelers. The main part of their revenue is low budget flying. 

When you look at the airline list above you can conclude the main part are low-cost airlines. Dortmund can only grow when you look in the future while the low-cost business is only going to grow and the airport has enough facilities and room to grow. 

Spectacular growth

Dortmund grew spectacularly in the last years, to keep on growing Dortmund is working on three projects. In the summer of 2008 airport Dortmund will start expanding the terminal. There are going to be more waiting rooms and more gates so you can also reach parking places 0 and 2. The car rental companies in the terminal are going move to another location so they will be more noticeable. And they are building a new parking place with 1600 extra parking spaces. When they realize this they will be able to manage the expected growth of the airport.

Choosing for certainty and continuity

In the year 2005 over 1.7 million passengers passed through airport Dortmund. The airport kept on growing due to the upcoming popularity of the Low-cost airlines like Easy jet. This airline has stationed four aircrafts on this airport now a days.

Non-aviation

Aviation is not the only activity on airport Dortmund. There is a restaurant and a few bars on the airport. There is also a reasonable Duty Free zone at the beginning of the gates and there are a few shops with luxury goods at gates 4 and 8.

The shops are opened until 8 P.M. this is a disadvantage for the passengers who fly at a late flight. 

The airport also has business facilities. There are three conference rooms available in which there are fax machines, vcr equipment and telephones installed. 

Also public transportation has been carefully handled at this airport. There are express busses going to the nearby train stations. These things will guarantee the non-aviation revenue.

Making Europe reachable

People can fly to 61 destinations from Dortmund. Dortmund has a range of destinations in the East of Europe. This is an upcoming region, so this is a positive position to be in. From Dortmund you can also fly on southern Europe. Northern Europe is very difficult to reach from Dortmund. 

Airport Dortmund misses flights to Northern Europe, Northern Africa, Greece and the popular Destination Italy. Without these flights Dortmund has a weak spot because these are wanted destinations.

Company profile and strategy

Airport Dortmund has done research how they can establish further growth of the airport. They have spread a questionnaire under all the parties needed. Dortmund wants to expand their airport and by doing this grow out to the largest airport in Germany. The goals they have set for the near future are written in the master plan of airport infrastructure

To keep competing with other airports, airport Dortmund has to keep on developing the airport. In the future they want to:

· Broaden the opening times of the terminal

· Even more direct traffic ways to the airport

· Lengthen the runway

· Expand the terminals

Dortmund has already made a start with these goals. 
By making these changes it will be possible for airport Dortmund to compeed with other regional airports.

Business park

Airport Dortmund does not have their own businesspark,they use the nearby located Westfalenhallen.

Advocacy

Airport Dortmund has developed a sound program. Airplanes can not produce more then 55dB sound when flying over an inhabited area. Airport Dortmund will pay for all renovating and changing necessities on the houses nearby and there is also a complaints number people can call when they have complaints. 

Interest groups

There are several interest groups airport Dortmund has to reckon with:

· Neighbors

· The city of Dortmund

· Airlines

4.2.2.1 SWOT Airport Dortmund

Strengths

· Location in the hart of the Ruhrgebied

· 2.15 million passengers pass through pascontrol each year

· Enough parking possibility

· Growth percentage of 6,7 % in 2007

· Expanding the terminal

· Many options for destinations in Eastern Europe

Weaknesses

· Limited opening times
· No business park of their own 
Opportunities

· Dortmund is the is the most popular airport in Germany
· Low-cost airlines’ popularity is increasing.
· Ticket- tax in the Netherlands
Threats

· The airport is to small for quick growth
· Increasing competition due to the growing popularity of low-cost flights 
· A lot of expanding plans in the near future, this means a lot of work in progress and a lot of discomfort for the passengers
· Location compared to the other airports in the border region it lies further from any border. 
4.2.3 Eindhoven Airport
General info

Eindhoven military base/ Eindhoven Airport is located at the westside of Eindhoven, between Best and Veldhoven. Originally Eindhoven is a civil airport, but after the war the airport has been taken over by the Dutch Royal Air force. The airport is partly in use of the air force and partly in use for commercial purposes. Eindhoven Airport is the largest regional airport in the Netherlands with an amount of 1.143.557 passengers a year. There work about 1200 civilians and military at the airport. 

Eindhoven airport is centrally located and easy to reach. The perfect location to welcome your guests. The business centre is on the first floor and contains a reception and waiting room and 6 different rooms. From December 2006 there is a business room. People can use the wireless T-mobile network at the airport, and there are  different places where you can use the internet. 

The civil part of the airport is in use by the following airlines: 

· Transavia       

· Ryan air
· KLM City hopper
· Wizzair
· Corendon Airlines
· Iceland Express
· Airliner  

· VLM. 

Eindhoven Airport, the civil user op Air force base Eindhoven, has a passenger increase in 2007 of 34%. The amount of civil flights made an increase through the support of base personnel with 21%
.

Mission Statement 

Eindhoven Airport wants to make an effort to increase the availability of the region. They want to reach this goal by profitable and durable exploitation of the airport which provides directly or indirectly entrance to a destination all over the world.


Low cost segment

Eindhoven Airport has everything a low-cost airport needs. Eindhoven airport has a large catchments area and can handle a turn around of a plane within 25 minutes. Because the low-cost flights are fast growing an airport like Eindhoven airport is also fast growing because they can keep the cost low for the airlines by quick turn around and reasonable size. 

Spectacular growth

Eindhoven Airports spectacular growth started when Ryan air started to use this airport in 2002. Eindhoven airport is less attractive for intercontinental flights, in the future Eindhoven airports growth will mainly depend on the low-cost airlines. A main aspect of this airports growth is business travel. Research shows that in 2006 23% of the passengers fly with a business ground.

Eindhoven airport has set a goal of transporting 3 million passengers in the year 2011. This growth is necessary to guarantee the rend ability of the new terminal they have build.

Choosing for certainty and continuity

Ryan air has made Eindhoven Airport to what it is now. The airport is building on a more varied client portfolio by attracting companies like Wizz Air and Transavia.com. Transavia.com not only departs with three regular flights from Eindhoven but also has stationed one plane at the airport during the week. This contributes to the continuity of the airport. When an airline stations planes at an airport they do not easily switch airports. 

Non-aviation

In 2006 the management has decided to further develop the retail activity in the terminal. This will contribute to the non-aviation revenue. They also benefit from the partnership with airport media. In 2006 they found a solution for 850 m2 empty office space and the transportation system has also been continued and expanded. Four bus lines are using Eindhoven airports facilities. This strategy has led in 2006 to an explosive growth of the airport and an increasing resistibility of the airport.

Making Europe reachable

There is a wide variety of destination available at Eindhoven airport, almost all European regions are reachable. Up to 2005 it was only possible to fly from Eindhoven to destinations in western and southern Europe. In 2006 however they expanded this with destinations to central and eastern Europe with airlines Wizz Air. They are flying on Hungary and Poland. With Iceland Express Eindhoven reached an agreement for the flight Eindhoven Reykjavik. They are only looking for an airline that can expand the destinations further into northern Europe. Ryan air has also added six new destinations in 2006. This brings it to a total of 26 different destinations which are reachable from Eindhoven Airport. 

Company profile and strategy

The aim op Weeze Airport is developing a profitable and high quality airport in the mitts of a business, recreative centre in use of businesses, visitors and passengers in the Southeast of the Netherlands and the German an Belgian border regions. To reach this goal they have formulated the following sub goals:

· Having a financially and economically healthy operation 

· Creating a route network providing all the travelers in their wishes 

· Broadening company activity through further development of business and creative service 

· Creating a safe, professional and service minded operation 
· Getting a self-reliant aim as a civil airport
Business park Eindhoven Airport

At the nearby located business park of 57 acres have mainly air traffic depended, light industrial and supplier companies established itself. The business park offers a total of 4000 vacancies. By expanding the flight forum another business park has been created which is about 85 acres and will render about 5000 vacancies.


Advocacy

In 1996 the airport grew faster than expected, mainly the flight movements concerning larger airplanes increased fast. In 1997 the airport threatened to exceed its maximum allowed flight movements. As a result of this rapid growth airlines as well as the regional government as well as the people living in the surroundings of the airport went to court to defend their rights.


The regional agreement 2000

As a result the airport decided to hire a mediator of the Hague’s advisory agency Awareness. After a lot of meetings where mainly basic information was exchanged, everyone had more understanding and insight in the situation. At June 22nd 1999 they reached an agreement. At August 24th 2000 this agreement was signed. The main points of this agreement are:                                                                                                                                                      
· Eindhoven airport is not allowed more than 18.050 flight movements a year.

· A Route surveillance system is installed to monitor the flight routes

· When the set arrangements are not followed a set fine has to be paid to the environment fund by the one who has not followed the rules

· The opening times for the civil flights stays unchanged

· Not the amount of flight movements have to be monitored but the sound limit has to be monitored. 

· To ensure the set regulations are met a board has been started named GLOBE (The airport surroundings board at Eindhoven Airport)

Adjustment on the regional agreement

After research and meetings with the ones concerning they reached an agreement for adjusting the regional agreement on the following points:


· A sound contour will be determined from the year 2003 until 2015 and the real difference between light and heavy flight movements comes to decay. 

· Eindhoven Airport will install sound poles which will measure the exact amount of yearly produced sound.

· As a result of more silent planes the sound profit will be divided between the concerning parties. 

Bart de Boer, General director of Eindhoven Airport says: Eindhoven airport is the only airport in the Netherlands that has succeeded to make rules with their surroundings which results in continuity of the airport.

Interest groups                                                                                                                                                                      

Also Eindhoven Airport has to deal with interest groups: 

· Commissie Overleg en Voorlichting Milieuhygiëne (COVM)                     environmental hygenic commission                                

· Gezamenlijk Luchthaven Omwonenden Beraad Eindhoven (GLOBE)
                 Neighbour counsil

· Belangenbehartiging Omwonenden Welschap (BOW)  

Neighbour welbeing                                                    

· PNL Platform Nederlandse Luchtvaart 
Dutch Platform airfair                                                                             
· Brabantse Milieufederatie (BMF)
Environmental federation Brabant

4.2.3.1 SWOT Eindhoven Airport

Strengths

· Easy accessible and centrally located
· The largest regional airport in the Netherlands
· Part of the Schiphol group
· Short waiting times
· Enough parking space
· Enough train- and bus lines to and from the airport (good transportation system)
· Enough business facilities
Weaknesses

· Opening times are limited (appendix III)
Opportunities

· The amount of passengers increased in 2007 with 34%
· The amount of civil flights increased in 2007 with 21%
Threats

· Limited amount of flight movements a year (18.050)
· Planned tax on ticket from July 1st 2008

· Te veel belangengroepen die erg veel inspraak hebben in het reilen en zeilen van de luchthaven, dit werkt beperkend voor het functioneren.

· To many government rules concerning environment and the bother of sound

4.2.4 Porter’s five forces

When you look at the five forces of Porter in paragraph 4.4 you can see the strongest forces airports have to take notice of. Because all the airports have about the same conditions, competion, suppliers, substitutes, new entries and clients. The porter’s model will look the same for all these airports. They all have to keep the suppliers happy and when they do that they will keep their competition at a distance.

4.2.5 Conclusion

When you compare airport Weeze to its competition you can notice several things. I shall start with the agreements. All airports I have discussed are a base for a certain airline this increases the stability of the airports. Because they are all located in the border area of Germany and the Netherlands they are all easily accessible to the Dutch. Eindhoven airport is located in the Netherlands so this would be the easiest choice for the Dutch. All have reasonably good to good facilities for the business traveler and the size of the airports is a minimal difference. 

Fig. 10 comparison between passenger counts
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Fig 11. German airport passengers
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As you can see in fig. 7 all passenger amounts from all four airports are compared. As you can see Airport Dortmund has grown very fast in a short time. This airport has to expand drastically in the near future when they want to keep on growing. 

Dortmund is experience by passenger as the most pleasant airport to fly from in Germany. To keep this standard high Dortmund has to invest a lot to keep their growth. As a result that they will not be as easy to reach and as accessible as possible.

In the mean time the competition is growing. The airports with the possibility to grow, grow the fastest. For example airport Weeze has the accommodation and the possibility to grow. The other three airports are limited one way or the other to expand. This results in a positive competitive position.

The distances between Weeze and Eindhoven is minimal. For the majority of the people flying from Eindhoven it does not matter if they drive to Eindhoven Airport or Airport Weeze. At this moment Weeze is the biggest competitor for Eindhoven. The airport expects to see a fast movement of airlines and passengers from Eindhoven to Weeze due to the increasing prices in the Netherlands.

In the north of Germany there is another competitor in the market. Airport Munster-Osnabruck mainly transports passenger form the north of Germany and the Netherlands because the distances from the south of the Netherlands are to big. This airport has a very constant amount of passengers flying from FMO (Flughafen Munster-Osnabruck). It appears that FMO has grown rapidly in 2001 and after that stayed at a constant amount of passengers. To get this airport to start growing FMO wants to lengthen its runway so they can welcome intercontinental flights. Because they offer a large variation of flights it will draw more passengers.  

FMO will start focusing on a different aspect than the low-cost flights so the competition for airport Weeze will decrease. This is a change for Weeze to move in on the low-cost segment and conquer a good position compared  to its three competitors. Airport Weeze has expanded its luggage hall this year so they could handle the luggage faster and they are planning to expand the apron so they can welcome more planes at the same time. This will increase the possibilities for the airport. On the other hand it is very important to watch the growth of the Airport. 

Weeze is a small airport with a small organizational system. When they will start growing very fast the management has to secure its base and attract more personnel to keep the information flow under control. When a company is expanding very rapidly it is important to keep control over all small things. For example a marketing manager has to know about every development in the market and every small publishing he needs people who monitor this. A logistics manager needs to keep control over everything that is happening at the airport and developments at other airports. When Weeze grows to fast you can not keep up with these things on your own so it is sensible to reckon with these developments so you do not grow out of your jacket. Personnel is a very important aspect of the growing process. Airport Weeze is in the growing phase and they will need more personell in every department to keep control over the developments. 

They also have to calculate the possibilities they have in expanding the airport. How many passengers can they welcome at this moment and what is the limit. When the rapid growth of Weeze keeps up the Apron has to be expanded so more planes can arrive in one day. With more planes there are also more passengers these passengers also have to have some room to wait until the plane leaves.

At this moment there are several airlines interested to start flying from Weeze Airport.

The advantage of welcoming more airlines on the airport is the variety of destinations. Weeze already offers twenty-two destinations at this moment but when they can offer more it will attract more people. When a Dutch airline decides to start flying from Weeze Airport this will attract more Dutch because the fares outside of the Netherlands are a lot lower. With more Dutch travelers another problem rises.

At this moment 40% of the travelers is Dutch when this number increases it will make it more attractive for the Dutch to keep on flying from Weeze if there is a limited language barrier. So it would be sensible to have Dutch speaking personnel. 

When Airport Weeze wants to attract more Dutch personnel they have to take their salaries and the social system under the loop. We are talking about ground personnel. A lot of these 

I have discussed the main problems that can arise in the near future at the key points to tackle these problems. I do not have an insight on Airport Weezes budget so these points are only advisements and remarks towards the management team.

In the following chapter I will discuss a marketing communications strategy while as a result of the research I have done I concluded that Airport Weeze has limited brand recognition in The Netherlands. In the border region people know of the airport by hearsay and lately the airport is regularly mentioned in the newspapers because the ticket tax is a hot item and they are directly competing with Eindhoven Airport. To attract more Dutch passengers I will set up a marketing communications plan in the following chapter. 

4.3  Marketing communication analyses

4.3.1 Communications target group

To effectively communicate a message to a group you have to have a clear bordered target group. For Airport Weeze the target group is very broad. Looking at the research results I can say that the most successful group to approach is the age group 26-35 and 36-45 these two groups are traveling regularly but they also look at their budget. For an airport that mainly offers low-cost flights this group is ideal. They do not have high expectations concerning comfort and they fly regularly.

4.3.2 Communications goal

What kind of reaction do you want from your target group?

You want the travelers in your target group to start and keep on flying from Weeze airport. There are different phases before you can reach your goal. These phases all depend on the willingness of the traveler. Before a traveler will actually fly from Weeze Airport he will go through several phases
: Awareness, knowledge, appreciation, preference, persuasion and the buy. 

Weeze has to go through all these phases before a consumer will start flying from this airport. This can be a very quick process because the changes in the Dutch law are stimulating the Dutch to fly from airports outside of the Netherlands. 

Awareness is the main point for Weeze airport. They practically only known in the border region with a span of 80 km. People only know airport Weeze from hearsay and a few paper articles. So they have to start working on brand recognition. When people know about the airport and its facilities they will be more eager to fly from Weeze especially when it is a lot cheaper then flying from airports in the Netherlands. 

At this moment there is limited knowledge about airport Weeze while there is no brand recognition. It is no use to discuss the rest of the phases while the marketing department has to start with the first fase to have success in the following phases. 

4.3.3 Communications message

The communications message towards the target group has to contain the possibility to fly cheaper. The main competitive advantage Airport Weeze has is to offer cheaper flights. There is no ticket tax in Germany and the distance to the airport for most people is neglectible. For people in the south of the Netherlands it does not matter if they drive to Zaventem Brussel, Eindhoven Airport or Airport Weeze. 

In other parts of the Netherlands it also does not matter because when you fly from Schiphol you have to check in three hours before departure and you’re always queuing to get there. The main thing that works with the Dutch are the possibilities to fly cheaper, park cheaper and there are no long waiting times. This is called a rational communication message. You have to show the public the advantages they want. 

Because the Dutch public is eager to fly from airports outside of the Netherlands it is easy to reach them. Research
 shows when the consumer is eager to buy the product you mainly have to ask him questions this way you involve the consumer in you product. Just make a statement in your message ( by using questions or not). When you make a statement the consumer is more willing to believe your message. 

4.3.4 Design

A strong design will support a message. In your design you have to take in account that every country has a different culture and the people are attracted by different things. For example in German advertisements you see a lot of text. The Dutch advertisements are the same only without the big parts of text. So when you want to start advertising in the Netherlands you have to keep in mind that they are drawn by other things than Germans.
 An advertisement has to attract the attention of the consumer, you can reach this by using flashing colors and a clear message. 

The Dutch are feminine, have low uncertainty avoidance, low on power distance and the Dutch have an individualistic culture. By knowing these things you can create an advertisement that will attract the Dutch. In advertising this means that you can reach the Dutch with more feminine commercials. Independent images and images that portray the dream ideals. An airport as Weeze can portray itself as the starting location for the perfect Holiday. The main focus point could be, a perfect holiday for less money. Because the Dutch are low on power distance you have to focus on equality. Everyone is the same. By taking this aspect in consideration you can challenge the Dutch to start flying from Weeze airport. Humor is also a very important aspect in Dutch advertising. When you use humor people will remember the add. It all depends on your focus group. The group Airport Weeze could focus on is the age group between 26-45, this group is willing to travel for the lowest rate possible. You can attract this age group by showing the possibilities Airport Weeze has in store for them for example flying for less, enough parking space, limited waiting times and decent facilities at the airport when you wrap this in a dream package you have used all the possible tools to run a successful advertisement campaign in the Netherlands. 

4.3.5 Market Choice

So I have concluded after doing research that you want to reach the provinces of Noord-Brabant, Limburg and Gelderland. When you start introducing Weeze airport in these three provinces you can spread the news further after the airport is settled in the minds of these regions. I would advise to give more attention to the express bus in the whole country while this is a possibility to easily raise the attention in the middle and western part of the Netherlands. You could think of large signs at the bigger train stations.

4.3.6 Entrance strategy

Before you just start your marketing campaign in the Netherlands you have to know something about the culture. You have to know what attracts the Dutch, what they like and what they do not like. It is very helpful to look at the competition. In this case you can look at the biggest competitor in the Netherlands the Schiphol Group. In appendix five you can see the promotional campaign that is set up for Eindhoven, Rotterdam and Maastricht airport. See also appendix seven for Hofstedes vision on the Dutch. Hofstede is a culture expert, in this article you can find what the Dutch do and do not like. When you are aware of all these aspects it is best to use the pragmatic approach. I would choose to use this approach while every culture is different.

4.3.7 Market approach

Because we are talking about another kind of product we have to reckon with another marketing approach then the approach we would use for touchable products. An airport delivers services, when you deliver services you have to reckon with the following five recognitions: untouchability, non-devidability, variety, dependability and no ownership. 

Just like production companies, service companies use marketing to position itself powerfully on the chosen aim market. For example easy jet positions itself as a transporter who transports the consumer to their destination without anything added. 

To reach the set goals successfully Airport Weeze does not only have to work on the external marketing but they also have to work on internal marketing. A good service minded company starts from inside. When the internal marketing is in order you create a strong base for success. 

Because Weeze is starting its marketing campaign in a foreign country, it has to be different from the rest. You have to stand out and be daring. What is different at Weeze airport, why do people want to fly from Weeze and not from Eindhoven. These two airports have about the same facilities but what can Weeze offer the Dutch that Eindhoven can not? The easiest answer is the Ticket-Tax. 

Your marketing in the Netherlands has to be build around price. Why would I fly from Weeze? Because I get the same service, the same waiting times and the same facilities at the airport as I do at Eindhoven but I do fly a lot cheaper.

The Ticket-tax is the best marketing approach you can have because people are sensitive about money, namely the Dutch, the less it costs the more interested they are.

4.3.8 Promotions mix

In the promotions mix the selection of the best marketing tools finds place. 

These are the tools we can use:

· Advertisement

· Personal Sales

· Sales promotion

· Public Relations

· Direct Marketing

To promote Weeze airport in the Netherlands it is best to start with advertisement.

Do this at strategic places, next to the main highways, on the main central train stations and at the main bus stations.

Television ads for example on local TV-stations. Focused on the four provinces mentioned above. Keep your target group in mind. Select TV- station/ programs that attract your target group. Also try to advertise in local travel programs. This will cost less than national TV but it will reach the target group effectively.

Public relations is very important work on the relationship with newspapers in the Netherlands. This is how you get free publicity and avoid bad publicity or bad rumors. A very important part is also direct marketing, this is mainly focused on travel agents. In Holland you have a travel agent named VAYA.NL they mention the airports they fly from in their television add. If you can connect the name of a travel agent to the name of Weeze airport, you can raise the recognition of the airport in the minds of the people.

4.4 Theories

4.4.1 Porters five forces model

Fig. 12.
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In chapter 3.7 I have already discussed the different participants of this model. I will explain the model and draw my conclusions from it in the following section.                                       To start with the suppliers. There are several large suppliers at Weeze Airport. The main supplier is Serve2Fly they do all the ground handling. Because they are the only one that supplies this service to the airport they have a lot of power. Weeze Airport is totally depended on Serve2Fly and Ryan air for all their ground handling services. There are not a lot other companies who do the ground handling for airports the airports mainly control the ground handling themselves. The possibility for vertical integration exists but this is a big financial investment. It will mean that Weeze Airport will take over the ground handling itself and they have to educate personnel, buy all the necessary equipment and take full responsibility for the everything that happens on the ground. We can say in this case that the supplier has a lot of power.

Consumer (3 medium) The power of the consumer is medium in this business. The consumers are the passengers. There are no lines and short periods of waiting time. Because of the central location of the airport near the Dutch border, Weeze is the ideal place to fly from. Because it is cheaper than the Netherlands and nearby for a big part of Holland it is a logical choice instead of Eindhoven. The main competitors for Weeze could be Düsseldorf or Zaventem but these two airports are larger so there are longer waiting periods between checking in and flying. Every passenger is well informed about prices now a days. We have internet and everyone can book a flight through the internet. The ticket tax in The Netherlands is a big advantage for Weeze Airport because the consumer is very willing to drive to Weeze when they can fly up to € 300 cheaper. 

Substitutes (1 low)                                                                                                  There are a minimum of substitutes for Airport Weeze. An airport is a very expensive facility. Nobody will just start an airport because very few people have the funds and backing to do so. 

Potential entry’s (1 low)                                                                                                 There is a minimal threat of new players at this market because there are a lot of barriers. The main barrier is the cost of starting an airport. You do not easily buy ground and build an airport. There is a lot of capital needed to do this and the second barrier is governmental policy. You can not buy ground and put an airport somewhere. Mainly old military airports are changed into commercial airports but a local government has to give its agreement and there are a lot of official lines that have to be followed very important things like sound barriers and the environment have to be reckoned with. This is a very long and hard procedure so there are not lot newcomers in the market only if it is initiated by the government itself.   

Competition (5 high)                                                                                                      There is a lot of internal competition within this market. The exit barriers are very high while there is a lot of capital going around in this business and the government is a big player in this business. There is also a lot of equal competition many airports have about the same capacity and service and they are all expanding the same way. Airport Weeze has to stay active to stay informed about everything that is happening in the market.  
Suppliers (5 high)                                                                                                                 Weeze is a main base for Ryan air. This low-cost airline bases its selling point on getting at your destination for a low price. There are a lot of airlines in the market for low-cost airlines but they have to offer the ability to turn around an airplane in twenty-five minutes. The shorter an airplane is on an airport the less it costs. Because flying is a normal way of transportation now days there are a lot of competitors in the market. The consumer wants to fly quick, cheap and without any service. As a result the low-cost airlines are booming. This is a positive step for Weeze Airport, they are able to turn around an airport in 25 minutes and they can provide a service to the supplier. The supplier in the porter model is a high force because Weeze in totally dependent on Ryan air. When Ryan air is dissatisfied and decides to leave the airport they loose 75% of their business. It is very important to keep Ryan air satisfied.                                                                                                                                 Weeze airport has a very good position in the market at this moment. They can profit a great deal from everything that is happening in the Netherlands right now. Due to the ticket tax many consumers are looking for another possibility to fly from. The first possibility for the Dutch is to fly from Düsseldorf, Zaventem or Luik because they do not know about Weeze Airport. The location of the airport is very good while is lies right at the border of the Netherlands. The only thing that rests to have a good positioning in this market is a good marketing approach in the Netherlands to increase the brand recognition in the Netherlands. 

According to Porter’s five forces the main points Weeze has to focus on are the competition and the suppliers. While the competition in this field is very strong. Airlines can place their business anywhere. Airports are regularly depending on the airlines (suppliers). When a supplier is not satisfied he will move his business elsewhere. There are more then enough competitors in this market that are more than ready to take on your suppliers. The main message I would like to give Airport Weeze is to keep their suppliers satisfied so the competition does not get the chance. 

4.4.2 AIDA model

Fig. 13
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To write a good marketing plan to increase the brand recognition of Weeze Airport in the Netherlands you have to know what steps to take to get people to really take action. Through the AIDA model we will work through four important steps. 

1. Attention: You have to raise the attention for Airport Weeze in the Netherlands. You can do this through a commercial, posters near main highways or radio spots. My advice would be to start regionally and gradually move up to the west of the country. When you want to start with regional attention a commercial on regional television to limit the cost and I would place posters/ billboards near all main highways and at all main train- and bus stations. It is about brand recognition so you have to show your name and logo as many times as possible. The often people see something, the bigger the chance it will stick.

2. Interest: You have to draw the attention of the Dutch. They have to feel this message is relevant for them. With what do you draw the Dutch? First point out the possibility to fly cheap from Weeze to 26 destinations. Also mention short waiting time, enough parking space and cheap parking, no queuing on the way to the airport and no extra tax. Point out the financial advantage of flying from Weeze. 

3. Desire: Following up the interest to fly from Weeze the Dutch also have to get the desire to fly from Weeze airport. This desire will commence when the financial advantage is pointed out regularly. Show them the math. When you can give them the comparison between flying from the Netherlands and flying from Weeze people will get the desire to fly from Weeze. The Dutch will want to know that they are not cheated into flying from Weeze so you have to assure that there are no unplanned costs at the airport. 

4. Action: This is the last Phase. When your message has come across the Dutch will start flying from Weeze and your goal is achieved in the selected area which I have advised to enter first. When You have reached your goal in Noord-Brabant, Limburg and Gelderland You can start at step 1. again by raising interest in the rest of the Netherlands.

4.4.3 Goals and attention points

Like every company also Airport Weeze has set its goals for the upcoming five years and when goals are set you’re going to work on them until they are met. 

The goals that are set by the management team of airport Weeze are as following:

· Create more name recognition in the Netherlands and resulting in an increase of Dutch passengers by 10%.

· Expanding the platform and the runway before 2013

· Expanding the terminal to make the airport more attractive and increase the non-aviation revenue

· They want to transport 3 million passengers by 2013

To reach these goals there are also allot of attention points for Weeze. Weeze has started out as a small airport with limited facilities. In five years time they have managed to build on a stable company that is growing. When you look at the statistics you can see that this airport is in its growing phase from 2006. Business was booming in 2007 and they expect 2008 to be a year where all records will be broken. 

Because of this fast growth, there are a few pitfalls. The main problem is, can the airport handle the fast growth or it going to grow out its jacket? 

There is a small management team at the airport and one person is responsible for a big part of the company but this person also has to know what is happening outside of  the airport. 

A marketing manager does not only have to know what is happening inside the airport but it is just as important that he knows what is happening in the whole flight sector over the whole world. He has to know about every newscliping and every article that has been published and is discussing his company. This is a lot to handle certainly when you also have the task to attract new airlines and all the civil matters at the airport.

Many companies will lose control over all these factors when they start growing explosively. This is the main attention point I have discovered at Weeze. One man can not know everything, when the airport is growing into an airport that is welcoming 3 million passengers by 2013.

4.4.4 Model of Abell

By using the Abell model you can see with which technologies and products a company is active on the market and on which group they want to focus. 

De business definition

The Abell model
The Abell model knows three dimensions: 

· Clients 

· Needs

· Technologies 

Clients

When clients have a lot of power they can put pressure on the price by playing the competition. The power of the client depends on 1. The part of the total market revenue each client has 2. the importance of the product for every client 3. standardization of the product 4. changing cost 5. profits of the clients 6. the threat of the vertical integration 7. the importance of the product for the quality of the product for the client 8. How is the client informed about the market prices and costs

The clients can be divided in three different groups:

4 The passengers who fly from Weeze to their destination (consumer market)

5 The airlines that fly passengers or cargo to the wanted destination. (Buyers market)

6 The airport has also non-aviation activity. The sale of goods, renting office space, catering (Business market)

These three groups are two different clients with three different wants and needs.


Needs 
The needs of the client determine the product. The client is searching for service. 

What kind of service depends on the focus group. Weeze airport focuses on low-cost airlines. The clients here are looking for the cheapest way to fly. Because Weeze is a small airport they can meet these needs. With a turn around capacity of twenty five minutes a low-cost airline can fly from here because when they want to keep the prices low they have to fly from airports that can meet their time schedules. 

Weeze can provide this service. For the passengers it is another story. Passengers who fly with low-cost airlines want to get to their destination as cheap and quick as possible. These needs can be met by no queuing on the way to the airport, enough and cheap parking spaces, limited waiting times between checking in and flying and no extra taxes at the airport. The passengers needs can also be met at Weeze airport. 


Technologies
This is also an important dimension, the technologies are used to meet the needs of the clients. By training the personnel  on the airport and working with an experienced company Weeze airport can meet the needs of the airlines. 

Due to the experience of the ground handling company low-cost companies choose for Weeze airport to depart from. When this machine works and the airlines needs are met they will increase their destinations from this airport. When the offer of destination is more variety the passengers will follow.

Product-market combination

The combination of cheap flying and airport Weeze can be made very easily.

Because there are no extra flying taxes in Germany and they can meet the needs of the clients. This combination can be easily made.  

Fig. 14
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As you can see in figure 14 Airport Weeze is going to expand. They want to expand into the Netherlands to draw more Dutch travelers to Weeze and they are very busy expanding the amount of airlines that fly from Weeze. Figure 14 proves the findings of the growth stages of Churchill and Lewis. When a company is growing it will turn out to be more complex. As we can see above at this moment Airport Weeze is a flat organization and after the expansion of the market and attracting more airlines Weeze will become a three dimensional organization. 

4.4.5 The drawbacks of applying the Hofstede Model
The Hofstede Model of Cultural Dimensions can be of great use when it comes to analyzing a country’s culture. There are however a few things one has to keep in mind. 

Firstly, the averages of a country do not relate to individuals of that country. Even though this model has proven to be quite often correct when applied to the general population, one must be aware that not all individuals or even regions with subcultures fit into the mould. It is to be used as a guide to understanding the difference in culture between countries, not as law set in stone. As always, there are exceptions to the rule. 

Secondly, how accurate is the data? The data has been collected through questionnaires, which have their own limitations. Not only that, but in some cultures the context of the question asked is as important as its content. Especially in group-oriented cultures, individuals might tend to answer questions as if they were addressed to the group he/she belongs to. While on the other hand in the United States, which is an individualistic culture, the answers will most likely be answered and perceived through the eyes of that individual.

Lastly, is the data up to date? How much does the culture of a country change over time, either by internal or external influences? 

PDI= Power Distance Index

IDV= Individualism

MAS= Masculinity

UAI= Uncertainty avoidance

LTO= Long term orientation 

	Country
	PDI
	IDV
	MAS
	UAI
	LTO

	Netherlands
	38
	80
	14
	53
	44


As you can see the Dutch are low on power distance, high on individualism, low on masculinity and average on uncertainty avoidance and long term orientation.

In advertising this means that you can reach the Dutch with more feminine commercials. Independent images and images that portray the dream ideal.

Fig. 15[image: image10.jpg]Dit wintergevoel, inclusief special effects,
wordt u aangeboden door Unox.




5. Research Results

Appendice

Het grote gelijk van de low cost carriers

BRIEFING

LUCHTVAART

Sabena is een hopeloos geval, maar dochter DAT heeft alle kansen. Dat toont een studie van BAE Systems, in opdracht van de Europese Commissie. Heeft een 'Sabena light' dan toch een toekomst?

Het Britse luchtvaartconglomeraat BAE Systems serveerde aan de Europese commissaris voor Verkeer Loyola de Palacio de tweede editie van een studie over de Europese luchtvaart (1). De analyse fungeert als waakhond voor de evolutie van de prijzen van vliegtickets, in hoofdzaak binnen de Europese Unie, waar het luchtruim in 1993 werd geliberaliseerd. BAE Systems onderzocht voorts de prijsevolutie in andere Europese landen, en op de Noord-Atlantische bestemmingen. Met de studie wil de Commissie (overdreven) prijsstijgingen vermijden. 

De vrijmaking van het Europese luchtruim biedt een ambivalent beeld (zie grafiek: De prijs van een reis). De gemiddelde prijs van een ticket in business class klom sinds 1992 met 47%, een zitje in economy met gemiddeld 38%. De concurrentie speelde wel voluit op de markt van de promotionele tarieven, die met 41% zakten. "De promotionele tarieven worden het meest toegepast. Tot 80% van de passagiers reist met goedkopere tickets," beklemtoont Ben Van Houtte, hoofd luchtverkeersleiding op het kabinet-De Palacio. "Neem je het gewogen gemiddelde, dan merk je wel degelijk een daling." 

Sabena als rode lantaarn

Voor de consument is de daling een goede zaak, voor de rentabiliteit van de luchtvaartmaatschappijen minder. Want laat het duidelijk zijn: het is knokken voor een beetje geld. De gemiddelde operationele ratio bedroeg in 1999 1,01. Die operationele ratio krijg je door de operationele inkomsten te delen door de operationele kosten. Dus voor elke 100 frank die een carrier uitgeeft, komt er 101 frank binnen. Sabena haalt zelfs die schamele frank niet: de operationele ratio van Sabena bedroeg eind 1999 0,98 (zie grafiek: Sabena is de laatste). De • ow cost carrier Ryanair was de beste uit de klas, met een cijfer van 1,29. Kortom, per briefje van 100 frank dat Ryanair in 1999 aan kosten besteedde, verdiende het 129 frank. 

Berekeningen van Trends leren dat Sabena's score er in 2000 verder op achteruit ging, met een ratio van 0,92. Of in cijfers: een bedrijfsverlies van 198 miljoen euro (8 miljard frank) op een omzet van 2,08 miljoen euro (84 miljard frank). Vergelijk: Ryanair zag zijn ratio klimmen naar 1,3 in het boekjaar 2000-2001. Een omzet van 485,87 miljoen euro (19,6 miljard frank) en een bedrijfswinst van 114,011 miljoen euro (4,6 miljard frank). De studaxen van BAE Systems noemen dat resultaat "indrukwekkend en een bevestiging van het winstpotentieel van low cost carriers." 

Schijnbaar de grootste

De studie wordt helemaal pijnlijk wanneer ze aantoont dat Sabena tussen 1992 en 1999 de snelste groeier was in het hele Europese peloton voor de opbrengst per passagier in kilometers (de revenue passenger kilometer, of rpk). Die kilometers gingen er met 185% op vooruit naar 17,7 miljard kilometer. Vergelijk: de revenue passenger kilometer bij de topdrie _ British Airways, Lufthansa en Air France _ klom met respectievelijk 47%, 41% en 51%. 

Maar schijn bedriegt. Het is alleen een groei in volume: Sabena lanceerde massaal capaciteit op de markt, tegen sterk verlaagde prijzen. De tweede helft van het voorbije decennium werd gekenmerkt door een ongebreidelde expansie, waarbij het aantal passagiers explodeerde van 4 miljoen in 1993 naar bijna 11 miljoen in 1999. Brussel werd een aanvoerluchthaven die vooral de 60% transferpassagiers zou bedienen. 

Maar die transfers waren duur, en gaven ontnuchterende resultaten: extra berekeningen van Trends leren dat een passagier Sabena in 2000 een vijfde meer kostte dan hij opbracht. De revenue passenger kilometer leverde in 2000 4,2 frank op, maar hij kostte wel 5,2 frank _ een frank is een frank. Nog maar eens een cijfer dat aantoont hoe slecht Sabena in een internationale vergelijking scoort. Want de gemiddelde kost per kilometer bedroeg volgens de studie van BAE Systems 4,8 frank per kilometer. Sabena kon via zijn driftige expansiebeleid dus niet eens de gemiddelde kostprijs die wereldwijd geldt, op zijn passagiers verhalen. 

DAT kan het

Stoppen dus, die ongebreidelde expansie. Chief executive officer Christoph Müller heeft dat al lang begrepen. Via Sabena-dochter DAT _ die in 2000 een positief bedrijfsresultaat haalde van 3,02 miljoen euro (122 miljoen frank) _ wil de Duitser zich terugplooien op Europa. Met kleinere toestellen en minder bestemmingen. 

Afgaand op de studie van BAE Systems, zou dat voor de rentabiliteit van de nieuwe maatschappij _ onder welke benaming ook _ wel eens de juiste strategie kunnen zijn. Want acht jaar na de liberalisering van het Europese luchtruim, blijft het leeuwendeel van de bestemmingen duopolies of monopolies. Op een totaal van 4700 bestemmingen wordt zowat driekwart door slechts één carrier gevlogen, 22% door twee spelers. Slechts 205 bestemmingen worden door drie of meer maatschappijen gevlogen.

Het heeft er dus alle schijn van dat alleen in die luttele 5% de concurrentie volop speelt. Dat vertaalt zich vooral in het zetelaanbod. Van de 8,8 miljoen zetels die in juli 2000 per week in Europa werden aangeboden, behoorden er bijna 1,2 miljoen tot de categorie "drie of meer carriers". Dus: op slechts 5% van de bestemmingen woedt de concurrentie volop, maar die 5% is wel goed voor 14% van het aantal zetels op de markt.

Dat vier op de tien stoelen worden aangeboden op een monopolistische bestemming, wijst niet noodzakelijk op een nefaste marktwerking, nuanceert BAE Systems. Het merendeel van die routes genereert nu eenmaal te weinig verkeer om diverse spelers toe te laten. Leefbaarheid kan dus alleen als de lijn door één speler wordt gevlogen. Bovendien klom het aantal zetels in duopolie van 1999 naar 2000 met een half miljoen, naar een marktaandeel van 45,2%. Toch leiden duopolies tot wederzijdse bescherming en dus prijsafspraken, aldus Robert Tasiaux, luchtvaartanalist bij AT Kearney. 

Ook Sabena kan bogen op een resem duopolies en monopolies vanuit Zaventem: respectievelijk 17 en 30 bestemmingen binnen Europa. Dat geldt dan tenminste voor de routes die nog overblijven, want bestemmingen worden in sneltreinvaart bij het grof vuil geplaatst. Op 1 november vloog Sabena nog naar 60 bestemmingen. DAT neemt er daarvan 40 voor zijn rekening. Twee derde van de bestemmingen dus, terwijl DAT eind 2000 goed was voor 39% van de vluchten van Sabena. De herijking van de Belgische flag carrier rond de nucleus DAT is dus de facto al gebeurd. Het is nu alleen nog wachten op de resultaten. Die zien er bij DAT alvast beter uit, want de operationele ratio in het boekjaar 2000 bedroeg 1,02. Voor elke 100 frank onkosten verdiende DAT dus 102 frank. Rekent u even mee: dat is het dubbele van één frank. En meteen het dubbele van het Europees gemiddelde. De toekomst ziet er dus toch nog mooi uit voor een Sabena light. 

Wolfgang Riepl

wriepl@trends.be

SABENA Het wachten is afgelopen. 

DAT Tegenover elke 100 frank onkosten verdiende DAT 102 frank. Dat is het dubbele van het Europees gemiddelde. 

(1) Updating and Development of Economic and Fares Data Regarding the European Air Travel Industry, 2000 Annual Report, BAE Systems.

Aantal vakanties in 2040 verdubbeld

Nederlanders gaan in de toekomst steeds vaker en verder op vakantie. Het aantal vakanties zal in 2040 verdubbeld zijn, blijkt uit onderzoek van TNS Nipo.

Momenteel zijn Nederlanders goed voor 20 miljoen reizen per jaar; in 2040 is dat 40 miljoen. Dat schrijft TNS Nipo in zijn trendrapportage ‘lange vakantiereizen 1969-2040’. 

Het onderzoeksbureau bekeek het reisgedrag van de Nederlanders in de afgelopen zestig jaar en trok die lijn door tot 2040. Niet alleen de frequentie maar ook het aantal kilometers neemt toe. Reisden Nederlanders in 1969 nog 8 miljard kilometer per jaar, in 2040 wordt dit geschat op 160 miljard.

‘Er komt steeds meer budget voor luxe, de bevolking stijgt en het aanbod wordt steeds goedkoper. Door de komst van lowcosters is vliegen voor de massa toegankelijk geworden’, zegt Sibolt Mulder van TNS Nipo.

 Het reisgedrag van Nederlanders laat zich volgens Mulder nauwelijks beïnvloeden door zaken als stijgende brandstofprijzen of economische recessies, zoals in 1982/1983. Zelfs na de aanslagen in New York in 2001 werd weer gewoon gereisd.

 Bron: Reisrevue
European Tourism insights 2006 report
Appendice II

Algemene info luchthaven Weeze

	Luchthavenareaal
	 

	Totale grootte:
	620ha

	Gebouwen: 
	meer dan 650 woon- en utiliteitsgebouwen

	 
	 

	Luchthavenbedrijf
	 

	Runway:
	2.440 meter x 45 meter, met elk 275 m stoppunten

	Taxiways:
	2 x parallel

	Landingsmogelijkheid:
	CAT IIIb

	Openingstijden::
	05.00 - 24.00 uur lokale tijd / 
06.00 - 23.00 uur lokale tijd voor vluchten van en naar Nederlands 

	Opstartcapaciteit vliegtuigen:
	9

	Brandveiligheidklasse:
	ICAO CAT 7 (CAT 8 op aanvraag)

	Vertrek vliegtuigen:
	Serve2fly Heico Losch Airport Service GmbH

	Tankdiensten:
	Rheinland Air Service (RAS)

	Verkeersleiding:
	Hoofd van het district Düsseldorf

	 
	 

	Terminal
	 

	Opening:
	1 augustus 2003

	Exploitatieoppervlakte:
	12.795 qm

	Basisafmetingen:
	130 x 50 meter

	Capaciteit:
	ca. 2,5 miljoen passagiers per jaar

	Incheckbalies:
	16

	Vertrekgates:
	5

	Reisbureaus:
	16

	Parkeerplaatsen passagiers:
	1.000 + 3.000

	
	


Overzicht afstanden naar Flughafen Weeze

11 miljoen mensen kunnen Airport Weeze binnen een uur met de auto bereiken.
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35,5 miljoen mensen kunnen Airport Weeze binnen twee uur met de auto bereiken.
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Transavia vliegt vanaf Airport Weeze in Duitsland

Geplaatst op vrijdag 25 juli 2008 om 15:23 

AMSTERDAM (ANP) - De luchtvaartmaatschappij Transavia.com, een dochter van KLM, vliegt vanaf november wekelijks naar Gran Canaria vanaf de Duitse luchthaven Airport Weeze. Dat heeft de luchthaven, waar de Ierse prijsvechter Ryanair de belangrijkste klant is, vrijdag bekendgemaakt. 

Veel Duitse en Belgische luchthavens in het grensgebied met Nederland zien momenteel het aantal Nederlandse reizigers sterk toenemen als gevolg van de vliegtaks die sinds 1 juli wordt geheven op alle vluchten vanuit Nederland. Ook de bereikbaarheid en ruimere parkeernogelijkheden spelen daarbij een rol. Airport Weeze verwacht in 2008 meer dan 1,5 miljoen passagiers, waarvan circa de helft uit Nederland komt. 

Het besluit om vanaf Weeze te gaan vliegen is volgens een woordvoerster van Transavia.com genomen naar aanleiding van de vraag van de kant van reisbureaus. Die zoeken om verschillende redenen, waarvan de veel gehekelde vliegtaks er een is, naar vertrekmogelijkheden over de grens, aldus de zegsvrouw. Zij zei niet uit te sluiten dat Transavia.com meer nieuwe routes opent vanaf luchthavens net buiten Nederland. ,,Wij kijken naar alle mogelijkheden.''

Statistieken Weeze

Luchthavenkrant Weeze Zomer 2008

Vluchtplan Luchthaven Weeze
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Advertising Weeze Airport

Air express Bus


    Air Express Bus, your choice?

Air Express Bus provides an airport shuttle service from ‘Airport to City & City to Airport’. Our safe and convenient touring cars bring you to your destination, without switching vehicles. 

All baggage is stored in the luggage compartment and our passengers can sit back and relax. 
Every day we bring hundreds of tourists and business people from Eindhoven Airport to Utrecht and Amsterdam. Our other shuttle service goes from Amsterdam through Utrecht to Airport Weeze (Germany). 

If you are interested in our airport shuttle service, feel free to browse our website. Tickets for the Air Express Bus can be bought online or with one of our ticket resellers. 

We look forward to welcoming you as our passenger! 
Tickets to and from Eindhoven Airport can be booked up to 1 day before departure. 
Tickets to and from Airport Weeze (Germany) can be booked up to 4 days before departure. 
If you cannot book your ticket online anymore, please contact us to find out if we have any last-minute seats available on the bus; we can add you to the passengers list. 

IMPORTANT: due to road construction the Prins Hendrikkade will not be accessible from June 25th till August 25th. During these two months, Air Express Bus will use an alternate bus stop: train and bus station Diemen (address: Ouddiemerlaan, in the North of Diemen).

Starting April 11th 2008 Air express bus uses a new bus stop in Utrecht: Transferium Westraven. 
There is a waiting room, toilets, information desk and a food and beverage stand. 
For more information about Transferium Westraven, please visit their website:

www.transferiumwestraven.nl


Weeze tops German airport growth table;
five of top 20 airports see passenger numbers fall in 2008
1st August 2008 | Market Trends | No Comments » 
Passenger numbers have risen by around 4.5% at German airports during the second quarter of 2008, down slightly from the first quarter when growth was around 5.4% (but which had an extra day in February).
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	Source: ADV
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	It is clear that June growth rates are lower than in May - even Berlin Tegel’s growth fell to ‘just’ 10%. Photo: Günter Wicker “Berlin Airports”


Among Germany’s top 10 airports, seven are reporting first half growth of between 1% and 6%. Berlin Tegel has been the star performer with growth of over 15% while Cologne/Bonn and Stuttgart are marginally below last year’s figures.
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	Source: ADV


A look at individual monthly growth rates highlights the extra day in February and the shift of Easter from April to March. What is also clear is that (with the exception of Cologne/Bonn) June growth rates are lower than in May. Even Berlin Tegel’s growth fell to ‘just’ 10%.
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	Source: ADV


Looking at Germany’s top 20 airports for the first half of 2008, reveals that five airports have experienced a downturn in demand. Growth has been highest at Weeze (Ryanair’s latest German base which is around 50 kilometres from Dűsseldorf) but other airports such as Dortmund, Bremen and Karlsruhe/Baden have all reported passenger numbers up at least 25%.

Germany’s biggest airport, Frankfurt Main, has seen traffic grow by a modest 2.2% in the first half of 2008 but its low-cost ‘partner’ Frankfurt Hahn, used almost exclusively by Ryanair, saw traffic fall almost 6%.

Appendice III

Flughafen Münster-Osnabrück

[image: image18.png]



We are one of the three international airports in Northrhine-Westfalia, the most populated area in Germany. We are located between Bremen (north from here), Hannover (east from here), Düsseldorf (south from here) and Amsterdam (west from here). 
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In our catchment area are living 7 million inhabitants in a one hour circle distance by car and 17 million inhabitants in a two hour distance by car.
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The catchment area of Münster/Osnabrück is a strong area with several companies with relationship to foreign markets. In this location you find one of the regions with the lowest unemployment statistics in Germany. Almost 80% of the homes are using the internet. Münster and Osnabrück are university cities with lots of students bringing additional potential.

The passenger figures are growing continiously. In 2006 Münster/Osnabrück had 1.557.965 passengers. This figure is to be splitted into 1/3 business and 2/3 leisure and low cost traffic. 
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The most frequent schedule destination is currently Munich (MUC) the most frequent leisure destination is Palma (PMI). There are actually some gaps in the FMO Network with a high potential. Especially the eastern european and northern european markets are currently uncovered. Also France has a high demand and is not served yet. 
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Umweltbericht 2007 Flughafen Münster-Osnabrück

Flyer Besucher FMO

Sommerflugplan 2008 FMO 

Appendice IV

Feiten en Cijfers Luchthaven Dortmund

	ID
	2002
	2003
	2004 
	2005
	2006
	2007

	Take-off/ Landing figures
	41.690
	37.879
	33.429
	38.918
	43.514  
	40.436  

	Passengers
	994.508
	1.023.339
	1.179.278
	1.742.891
	2.019.666  
	2.155.064 

	Air Freight (t)
	5.550
	5.267
	6.680
	7.289
	8.388  
	9.060  

	Employees
	1.581
	1.338
	1.367
	1.528
	1.561  
	1.679

	Of which employed by Dortmund Airport
	259
	274
	334
	328
	372  
	400  


Dortmund Airport by comparison

	  1. Frankfurt 
	52.810.683  

	  2. München 
	30.757.978

	  3. Düsseldorf
	16.590.055

	  4. Hamburg
	11.954.117

	  5. Berlin - Tegel
	11.812.625

	  6. Stuttgart
	10.104.958

	  7. Köln/ Bonn
	  9.904.236

	  8. Berlin - Schönefeld
	  6.059.343

	  9. Hannover 
	  5.699.299

	10. Nürnberg
	  3.961.458

	11. Hahn
	  3.704.633

	12. Leipzig/Halle
	  2.339.989

	13. Dortmund
	  2.019.666

	14. Dresden
	  1.836.068

	15. Bremen
	  1.697.883

	16. Münster/Osnabrück
	  1.551.173

	17. Paderborn/Lippstadt
	  1.342.615*

	18. Berlin – Tempelhof
	     634.538

	19. Saarbrücken
	     420.221

	20. Erfurt
	     356.378


Passenger Volume in 2006
Source: ADV, Dortmund Airport
* data 2005

Numbers and Facts

Code: DTM
Geographic location:  51° 31,10' N / 07° 36,73' E
Operation Portfolio: 13 Parking positions, 10 Gates, 3  baggage reclaim belts, 28 Check In-desks
Runway information: 2000 meters long, 45 meters wide, 60° / 240°, TORA 2060, TODA 2000, LDA 1700, asphalt surface, anti-skid
Capacity: 2.5 million passengers per year
Operating times: 6:00 am to 10:00 pm local time
Business hours terminal: 3:30 am to 12:00 pm local time
Ground area: 12000 square meters, 400 meters long, 20 meters high 

Destinations (March 2008)

Agadir, Alicante, Almeria, Ankara, Antalya, Arrecife/Lanzarote, Barcelona, Bastia/Korsika, Berlin-Tegel, Bilbao, Breslau, Budapest, Bukarest-Banesa, Catania, Cluj-Napoca, Danzig, Djerba, Edinburgh, Faro, Fuerteventura, Funchal/Madeira, Helsinki, Heringsdorf/Usedom, Hurghada, Ibiza, Istanbul-Atatürk, Istanbul-Sabiha, Jerez de la Frontera, Kattowitz, Kopenhagen, Krakau, Las Palmas/Gran Canaria, Lissabon, London-Luton, Luxor, Madrid, Mahon/Menorca, Mailand-Bergamo, Malaga, Malta, Marsa Alam, Monastir, Moskau-Domodedovo, München, Murcia, Nürnberg, Oviedo-Asturias, Palma de Mallorca, Posen, Prag, Rom-Ciampino, Rom-Fiumicino, Santa Cruz/La Palma, Santiago de Compostela, Sevilla, Sharm el Sheikh, Sofia, Split, St. Petersburg, Stockholm-Arlanda, Stuttgart, Teneriffa-Nord, Teneriffa-Süd, Thessaloniki, Valencia, Varna, Warschau, Wien, Zadar, Zagreb 

 „Dortmund Airport is the most popular airport in Germany“
the result of a poll by the tourism magazine „Reise & Preise“ with a survey group consisting of over 3 000 frequent flyers. 
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Special services for passengers                                                                                                   Car service: Your car can be left with us before departure and during your trip will be repaired, have its oil changed or be inspected, so that when you land you can quickly and comfortably drive home in your own vehicle.

Conference Service: three conference rooms for up to 80 people can be rented out complete with the necessary conference equipment and technology.

WLAN: Pre-paid-cards allowing access to WLAN can be bought from the information desk in the terminal.

Appendice V

Plattegrond Eindhoven Airport







Eindhoven Airport Feiten & cijfers

PASSAGIERSGEGEVENS
Totaal aantal passagiers 1997-2006
	Year
	Scheduled
	Holiday
	Other
	Total

	1997
	206.346
	46.886
	18.053
	271.285

	1998
	209.757
	61.053
	17.245
	288.055

	1999
	232.300
	43.549
	21.152
	296.911

	2000
	256.484
	62.092
	18.977
	337.553

	2001
	200.703
	64.405
	17.098
	282.233

	2002
	256.404
	93.118
	16.974
	366.496

	2003
	261.562
	142.820
	18.353
	422.735

	2004
	450.015
	223.072
	21.364
	694.451

	2005
	705.016
	222.365
	18.837
	946.218

	2006
	883.055
	224.239
	36.263
	1.143.557


Totaal aantal vliegbewegingen 
(>6.000 kg max. startgewicht)
	Year
	Total

	1997
	15.286

	1998
	14.555

	1999
	16.992

	2000
	18.085

	2001
	13.231

	2002
	12.612

	2003
	11.693

	2004
	13.488

	2005
	13.151

	2006
	13.979


Organisatie & Management Einhoven Airport

Organisatiestructuur

Eindhoven Airport NV staat onder leiding van een éénhoofdige statutaire directie. De directie wordt bijgestaan door een aantal stafafdelingen en geeft leiding aan het Management Team, dat bestaat uit een hoofd operationele zaken, een hoofd financiële zaken & ICT en een hoofd commerciële zaken & PR.
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Aandeelhouders

De aandelen van Eindhoven Airport NV zijn in handen van Schiphol Nederland B.V., de Provincie Noord-Brabant en de Gemeente Eindhoven. 
Het maatschappelijk aandelenkapitaal van Eindhoven Airport NV bedraagt EUR 9 miljoen. Het kapitaal is verdeeld in 20 miljoen aandelen van EUR 0,45 (oorspronkelijk HFL 1,00), en wel 10 miljoen gewone aandelen en 10 miljoen cumulatief preferente aandelen. Er zijn in totaal 5 miljoen gewone aandelen uitgegeven en 5 miljoen cumulatief preferente aandelen. Het totaal geplaatst kapitaal bedraagt EUR 4.537.802,-, waarvan EUR 2.291.590,- is gestort. Het houderschap van deze aandelen is momenteel als volgt verdeeld:
Aandeelhouder cum. preferente aandelen gewone aandelen Percentage
Schiphol Nederland B.V. 5.000.000 100.000 51
Provincie Noord-Brabant 2.450.000 24,5
Gemeente Eindhoven 2.450.000 24,5
Totaal 5.000.000 5.000.000 100

Directie

De Algemeen Directeur van Eindhoven Airport NV is sinds 2000 drs. B. de Boer (1951). Per 1 juni 2008 is de heer De Boer niet meer in dienst van Eindhoven Airport N.V. in verband met het aanvaarden van een functie elders. De heer De Boer treedt af als statutair directeur per 26 april 2008.
Per 1 april 2008 is J.E. Meijs toegetreden tot de directie van Eindhoven Airport N.V. in de functie van adjunct-directeur.
Openingstijden Terminal

Maandag t/m vrijdag : 05.45 – 23.00 uur
Woensdag : 05.30 – 23.00 uur
Zaterdag : 06.45 – 20.00 uur
Zondag : 10.00 – 22.00 uur 
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Media presentatie Eindhoven Airport

Jaarverslagen Eindhoven Airport 2006

Bedrijfsmilieuplan Eindhoven Airport

Appendice VII

DESTEP

Kern 
DESTEP is een tool die ingezet wordt om een systeem en haar omgeving in kaart te brengen, aan de hand van zes domeinen. DESTEP is een acroniem voor Demografie, Economie, Sociaal-maatschappelijk, Technologie, Ecologie, Politiek-Juridisch. Door systematisch deze aspecten na te gaan wordt een omgevinganalyse gemaakt van een organisatie, sector, productieproces of probleemgebied. 

Doel en toepassingen 
Het doel van DESTEP is om zo veel mogelijk relevante kennis verzamelen en structureren naar perspectief om een indruk te krijgen van de omgevingsfactoren van een systeem. De verschillende omgevingsfactoren die van invloed zijn op het systeem worden geïnventariseerd. Zo kan hiermee rekening gehouden worden in de te vormen strategie en het te vormen beleid. Ook kunnen de omgevingsfactoren worden gebruikt ter controle van de robuustheid van de gevormde strategie of beleid. 

Meerwaarde 
· De DESTEP methodiek leidt de omgevinganalyse via systematische wijze langs zes duidelijk gedefinieerde aspecten. 

· DESTEP kan als tool een waardevol onderdeel zijn voor een SWOT-analyse, of als voorbereiding daarop. 

· De doelgerichtheid van een systeem hangt af van haar omgeving. De DESTEP-analyse brengt deze omgeving systematisch in kaart, zodat sterkten en zwakten van het huidige systeem in kaart gebracht wordt of om een doelgericht systeem te ontwerpen. 

Achtergrond en toelichting 
Systematisch wordt vanuit meerdere perspectieven de omgeving in kaart gebracht om afzonderlijk en in z’n geheel het effect op het systeem te doorgronden: 

· Demografie (kenmerken stakeholders, leeftijdsopbouw, emigratie, immigratie, vergrijzing, vergroening, concentraties) geeft een beter idee waar het om draait in het systeem. Demografische factoren en trends zijn vaak goed te kwantificeren. 

· Ecologie (milieu effecten, klimaat, grondstoffen, grondstofbereikbaarheid) geven vaak de randvoorwaarden en externe factoren aan. Ecologische factoren kunnen geleidelijk maar ook abrupt het systeem beïnvloeden. Een kwantificering is mogelijk, maar vaak een kostbare activiteit. 

· Sociaal-maatschappelijke factoren (opvattingen, normen en waarden, gevoelens in de samenleving, cultuur, religie, drijfveren, doelstellingen, motieven) geven de krachten aan binnen een systeem. Sociale factoren zijn vaak met interactieve en creatieve sessies te achterhalen. 

· Technologie (wetenschap, kennis, innovativiteit, technische vooruitgang, technische mogelijkheden) geven de mogelijkheden aan, die soms abrupt een systeem ingrijpend kunnen veranderen. 

· Economie (concurrentie, economisch klimaat, marktontwikkeling, valuta, rente, inflatie, financiering, marktmechanismen) speelt vaak een dominante rol. 

· Politiek (wetgeving, handhaving, politiek klimaat, mate van overheidsbemoeienis, beleid) heeft vaak een grote invloed op het systeemontwerp. 

Vervolgens kan eventueel de impact (gewicht) per factor worden bepaald. Daarnaast is het van belang om mogelijke kruisbestuivingen van factoren (interacties) te bepalen omdat factoren die individueel een kleine impact hebben bij een combinatie van factoren een grotere impact kunnen hebben. 







Voorbeeld DESTEP-analyse

Uitvoering 
De inventarisatie van externe factoren komt bij voldoende kennis binnen het projectteam tot stand door middel van een interne brainstormsessie aangevuld met kerncijfers. Een andere mogelijkheid is dat de kennis bij deskundigen wordt gehaald via interviews of uit de literatuur en/of door desk research (internet). Geef aan wat relevantie is van deze ontwikkelingen voor het systeem (met betrekking tot de aard van de invloed op het systeem, de intensiteit van de invloed en de waarschijnlijkheid). Tracht patronen te ontdekken in deze ontwikkelingen en formuleer conclusies voor het systeem. 

Resultaat 
Het resultaat van de methodiek is inzicht in en een karakterisering van de omgeving van het systeem. Dit inzicht is gebaseerd op de zes perspectieven en een combinatie hiervan. 

Aandachtspunten 
· De omgevingsfactoren DESTEP zijn factoren in de maatschappij als geheel en die liggen meestal buiten de invloedssfeer van het systeem. Aanvullend op de DESTEP-analyse wordt vaak een systeeminterne analyse gedaan om een beeld te krijgen van de factoren die je over het algemeen wel kan beïnvloeden. Wanneer een organisatie het systeem is, worden bijvoorbeeld klanten, distributeurs, leveranciers, concurrenten, financiers en overheid geanalyseerd. 

· Bij de bepaling van de huidige strategie of beleid, hangt de effectiviteit ook af van toekomstige ontwikkelingen. Een trendanalyse van de verschillende DESTEP-factoren wordt bij voorkeur eveneens meegenomen. 

· De SWOT-analyse is een bekend en breed toegepaste methodiek. Ter uitdieping van de kansen en bedreigingen (Opportunities en Threats) wordt vaak aanvullend een DESTEP-analyse gedaan. 

· Naast DESTEP-analyse bestaan ook omgevinganalysemethodieken onder de naam DEPEST (zelfde omgevingsfactoren in een andere volgorde), STEEP (zonder Demografie) en PESTLIED (incl. Wetgeving –Legal– en Internationaal). De DESTEP analyse is ook bekend onder de naam PEST analyse en PESTEL analyse. 

· Gevaar van categoriseren. Voorbeeld: een belangrijk ecologie issue kan minder belangrijk lijken wanneer het verdeeld wordt over de zes typen. 

· Geeft als alleenstaande analyse weinig prioriteit aan concurrentie en daarom kan het wijselijk zijn om ook een ‘competatieve omgeving’-perspectief toe te voegen. Dit kan uiteraard in mindere mate een probleem zijn wanneer DESTEP gebruikt wordt als onderdeel van uitgebreidere omgevingsanalyse. 

· Beschikbaarheid en betrouwbaarheid van secondaire bronnen (bijvoorbeeld demografische gegevens uit overheidsrapporten) en de kosten van het verkrijgen van primaire data (bijvoorbeeld survey’s). 

· Mogelijke dynamische omgeving (vluchtigheid): de analyse kan alweer out of date zijn voordat het is afgerond. 

Sources 
· Igor Ansoff, H., Corporate strategy, Penquin Books, 1987, ISBN 0140091122 , meer informatie(internationaal) (nationaal) 

· Botter, C.H., Industrie en Organisatie, Kluwer, 1994, ISBN 9026720335, meer informatie(internationaal) (nationaal) 

· Grant,R.M., Moderne strategische analyse, concepten, technieken, toepassingen, Academic Service, 1995 

· Kotler, P. (1994) Marketing management: Analysis, planning, implementation and control, 8th edition, Englewood Cliffs, NJ: Prentice-Hall, Chapter 6, pp., ISBN 0131457578, meer informatie (internationaal) (nationaal) 

· http://www.businessballs.com/pestanalysisfreetemplate.htm (EN) 

Model van Porter

Porter’s Competitve-forces model

Het vijfkrachtenmodel (competitive-forces model) is een model ontwikkeld door Michael Porter. Het model heeft als doel het winstpotentieel van een markt, oftewel bedrijfstak, te bepalen. In elke bedrijfstak wordt, volgens Porter, dit potentieel beïnvloed door vijf factoren die hij 'krachten' noemt. De gezamenlijke kracht van deze vijf krachten bepaalt het uiteindelijke winstpotentieel van de bedrijfstak. De krachten en daarmee de kans op winsten lopen per bedrijfstak sterk uiteen.

De vijf krachten zijn:

1. De macht van leveranciers; 

2. De macht van afnemers; 

3. De mate waarin substituten en complementaire goederen verkrijgbaar zijn;
4. De dreiging van nieuwe toetreders tot de markt; 

5. De interne concurrentie van spelers op de markt.

Appendice VIII

Hofstedes vision on the Dutch




Geert Hofstede cultural dimensions

Geert Hofstede’s Cultural Dimensions
National cultures can be described according to the analysis of Geert Hofstede. These ideas were first based on a large research project into national culture differences across subsidiaries of a multinational corporation (IBM) in 64 countries. Subsequent studies by others covered students in 23 countries, elites in 19 countries, commercial airline pilots in 23 countries, up-market consumers in 15 countries, and civil service managers in 14 countries. Together these studies identified and validated four independent dimensions of national culture differences, with a fifth dimension added later. 

• Power Distance
• Individualism
• Masculinity
• Uncertainty Avoidance
• Long-Term Orientation
The drawbacks of applying the Hofstede Model
The Hofstede Model of Cultural Dimensions can be of great use when it comes to analyzing a country’s culture. There are however a few things one has to keep in mind. 

Firstly, the averages of a country do not relate to individuals of that country. Even though this model has proven to be quite often correct when applied to the general population, one must be aware that not all individuals or even regions with subcultures fit into the mould. It is to be used as a guide to understanding the difference in culture between countries, not as law set in stone. As always, there are exceptions to the rule. 

Secondly, how accurate is the data? The data has been collected through questionniares, which have their own limitations. Not only that, but in some cultures the context of the question asked is as important as its content. Especially in group-oriented cultures, individuals might tend to answer questions as if they were addressed to the group he/she belongs to. While on the other hand in the United States, which is an individualistic culture, the answers will most likely be answered and perceived through the eyes of that individual.

Lastly, is the data up to date? How much does the culture of a country change over time, either by internal or external influences? 

PDI= Power Distance Index

IDV= Individualism

MAS= Masculinity

UAI= Uncertainty avoidance

LTO= Long term orientation 

	Country
	PDI
	IDV
	MAS
	UAI
	LTO

	Netherlands
	38
	80
	14
	53
	44


As you can see the Dutch are low on power distance, high on individualism, low on masculinity and average on uncertainty avoidance and long term orientation.

In advertising this means that you can reach the Dutch with more feminine commercials. Independent images and images that portray the dream ideal.
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Appendice X

Enquête

Wanneer u op vakantie gaat verdiept u zich in de bestemming en de tijd van het jaar, maar denkt u ook na over met welke maatschappij u wilt vliegen en vanaf welk vliegveld u gaat vliegen? Om antwoord te krijgen op deze vragen is deze enquête van belang.

Deze enquête zal niet meer dan vijf minuten in beslag nemen. Uw antwoorden zullen discreet behandeld worden. 

Ik wil u namens de Hogeschool Utrecht alvast bedanken voor uw medewerking.

1. In welke provincie woont u?

a. Friesland

b. Groningen

c. Drenthe

d. Flevoland

e. Overijssel

f. Gelderland

g. Limburg

h. Noord-Brabant

i. Utrecht

j. Zeeland

k. Zuid-Holland

l. Noord-Holland

2. Wat is uw leeftijd?  

a. >15

b. 16-25

c. 26-35

d. 36-45

e. 46-55

f. 56-65

g. 66<

3. Wat is uw opleiding?

a. Middelbare school

b. LBO

c. MBO

d. HBO

e. Universiteit

f. Anders nl…………………………………………………………………..

4. Hoe vaak gaat u per jaar op vakantie?

a. 0-2

b. 2-4

c. 4<

5. Hoe gaat u meestal op vakantie?

a. Auto

b. Bus

c. Trein

d. Vliegtuig

e. Boot

6. Aan wat voor soort vakantie geeft u de voorkeur?

a. Zonvakantie

b. Wintersport

c. Actieve vakantie

d. Rondreizen

e. Verre bestemmingen

f. Campingvakanties

g. Low cost reizen

7. Hoe boekt u een reis?

a. via een reisbureau

b. via internet

c. telefonisch

d. Ik boek niets ik ga gewoon

8. Wanneer u een reis boekt, boekt u dan alle onderdelen apart of georganiseerd?

a. Georganiseerd (vlucht, hotel, transfer)

b. Alle onderdelen apart

c. Anders, nl………………………………………………………………..

9. Wanneer u met het vliegtuig op reis gaat heeft u dan een voorkeur voor de vliegmaatschappij? 

a. Nee, maakt niet uit

b. Ja, KLM

c. Ja, Martinair

d. Ja, Transavia

e. Ja, Ryanair

f. Ja, Easyjet

g. Ja, andere

10. Heeft u een voorkeur om vanaf een bepaald vliegveld te vliegen? Zo ja, welke?

a. Nee, maakt niet uit

b. Ja, Schiphol

c. Ja, Eindhoven

d. Ja, Rotterdam

e. Ja, Maastricht

f. Ja, Zaventem Brussel

g. Ja, Dusseldorf

h. Ja, Weeze

i. Ja, Luik

j. Ja, Dortmund

k. Ja, Münster-Osnabruck

11. Welke eisen stelt u minimaal aan een vliegveld wanneer u ervandaan vertrekt?

      ………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

12. Heeft u ooit van Vliegveld Weeze gehoord?

a. ja

b. nee (U bent klaar met deze enquete)

13. Hoe kent u vliegveld Weeze, kunt u de naam van de site/ reclamemiddel vermelden?

a. Internet,nl ……………………………………………………………………

b. Billboards, nl………………………………………………………………….

c. Tijdschriften, nl…………………………………………………………………

d. TV, nl………………………………………………………………

e. Advertentie,nl…………………………………………………………………..

f. Krant, nl………………………………………………………………………..

g. Reisbureau,nl…………………………………………………………………..

h. Mond op mond reclame, nl…………………………………………………...

14. Heeft u ooit vanaf Weeze gevlogen?*

a. ja

b. nee (U bent klaar met deze enquete)

15. Wat was de rede dat u vanaf Vliegveld Weeze gevlogen heeft?

………………………………………………………………………………………..

16. Wat vind u de voordelen van vliegen vanaf Vliegveld Weeze?

………………………………………………………………………………………..       ………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

17. Wat vind u de nadelen van vliegen vanaf Vliegveld Weeze?

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

18. Wat zou u graag anders zien op Vliegveld Weeze? 

a. Meer Nederlands sprekend personeel

b. Meer reclame in het Nederlands

c. Andere consumptie goederen in het cafetaria

d. Het uiterlijk van het vliegveld (kleuren etc)

e. Veranderingen in de indeling van het vliegveld

f. Meer parkeer gelegenheid

g. Anders, nl………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

19. Wat zou een vliegveld als Weeze kunnen doen om meer bekendheid in Nederland te creëren?

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………

Dit was de enquête en wij willen u hartelijk bedanken voor uw medewerking en uw tijd.
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· Principles van marketing, Philip Kotler, derde editie, 2003 Pearson education benelux

· Exportmanagement, J. Veldman, vijfde druk, 2004 Wolters Noordhoff, The Netherlands

Internet:

· www.wikipedia.nl

· www.weeze.de

· http://tutor2u.net/business/strategy/ansoff_matrix.htm
· http://nl.wikipedia.org/wiki/Vijfkrachtenmodel
· http://nl.wikipedia.org/wiki/AIDA-model
· http://www.freewebs.com/mintells/Abell.pdf
· factsnarrowcasting.web-log.nl/narrowcasting/files/home_dinner.doc
· www.eindhovenairport.nl
· www.fmo.de
· www.fmo-event.de
· www.avd.de
· http://www.clearlycultural.com/geert-hofstede-cultural-dimensions/
· http://www.kenniscentrumtransities.nl/tnowiki/index.php/Afbeelding:Destep.jpg
· http://www.marketingportaal.nl/pagina/99/aida
· http://123management.nl/0/010_strategie/a120_strategie_09_porter.html
· http://www.hansonexperience.com/my_weblog/files/de_culturele_dimensies_volgens_hofstede.pdf
· http://ets.freetranslation.com/
· https://www.webmail.hogeschoolutrecht.nl/exchange/serlina.simons@student.hu.nl/Inbox/Diplomarbeit%20Frau%20Ullenboom.EML/1_multipart_xF8FF_2_Diplomarbeit_Sabine_Ullenboom.pdf/C58EA28C-18C0-4a97-9AF2-036E93DDAFB3/Diplomarbeit_Sabine_Ullenboom.pdf?attach=1
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This is a typical Dutch add. They draw a dream ideal. The perfect Dutch winter. When you want to experience this feeling you have to prepare the dish that is in the picture. This was one of the best ads in 2006. 


The Dutch react on feelings when you try to create a feeling in an add people will react on this. 
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