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Abstract: 
Purpose: This study aims to compare the management strategies of leading European airlines by examining their responses to dynamic market conditions and environmental challenges. By analyzing publicly available reports and briefing materials, the research explores key aspects of strategic management, including corporate goals, missions, visions, and core initiatives shaping operational and developmental plans.
Design/Methodology/Approach: A case study which explores specific phenomena in-depth within their real-life contexts. By focusing on cases it provides rich, contextualized insights that may not be captured through quantitative methods. 

Findings:  The analysis shows that all carriers prioritize market leadership, with many focusing on fleet renewal, employee skill development, and customer service improvements. Several carriers also address environmental goals, cost reduction, and operational efficiency. The strategies vary across carriers, reflecting diverse business models and priorities.

Practical Implications: The findings highlight the key economic, environmental, and social measures currently implemented by airlines, providing a comparative perspective on their sustainability strategies. The results indicate that airlines and consortia prioritize economic objectives to strengthen their market position. This insight can help industry stakeholders, including policymakers and airline executives, develop more balanced strategies that integrate sustainability with competitive business goal 

Originality/Value: There is a lack of studies that focus directly on the strategies of air carriers, whether in the global or European market. Such an analysis is carried out within the framework of this article and to some extent fills the existing literature gap.
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1. Introduction

Strategy is the basis for the existence, operation and management of an enterprise. It determines the directions of development of the enterprise and the ways of using resources to achieve the set goals, although authors define strategy in different ways and highlight different elements of it (Table 1).

Table 1. Overview of selected strategy definitions
	R. W. Griffin
	(...) is a comprehensive plan for achieving the organization's goals.

	S. Certo, P. Peter
	(...) a pattern of organizational activities and management approaches used to achieve the organization's goals and accomplish the organization's mission.

	H. Mintzberg, B. Ahlstrand, J. Lampel
	A strategy is a plan or something equivalent - a direction, a guide or future-oriented course of action, a path from here to there. (...) Strategy is a pattern, that is, a consequence of action over time.

	K. Obłój.
	Strategy is something that has a fundamental impact on life or death, on the success or failure of a company.


Source: Own elaboration based on: Griffin, W.R. (2004); Certo, C.S., Peter, J.P. (1988);   Mintzberg, H., Ahlstrand, B., Lampel, J. (2008); Obłój, K. (2014); Balsalobre-Lorente, D., Driha, O.M., Bekun, F.V., Adedoyin, F.F. (2021).  
All authors agree on one point - strategy is aimed at ensuring the development of the enterprise, the other points differ them considerably. Some point to the management's responsibility to implement the strategy, others that the strategy reflects the best practices in the field, and still others that the strategy is a set of compatible and logical actions over time. The company's strategy consists of four basic elements that remain in a closed relationship with each other which are domain of operation, strategic advantage, strategic goals and company’s relations with the environment (Filipiak-Dylewska and Szewczuk, 2000). 
However, it should be noted that the strategy is based only on certain assumptions, which are true at the time of its development, but may change in the future. And this dynamic environment makes it essential that at each stage of implementation and execution, the strategy should be monitored and adapted to current needs and trends in the environment.

Translating the theory of strategy to the activities of air carriers, it can be considered that:
· the domain of operation is to whom the airline offers services and in what geographic area,

· the strategic advantage is composed of the diversification of the transport portfolio, expressed in the available classes of service (economy, premium economy, business, first), as well as the diversity and quality of additional services provided,

· strategic goals are reflected in the carriers' efforts to achieve a leading position in the market, often while providing the best possible level of customer service and caring for the environment, 

· relations with the environment are all activities aimed at implementing the strategy.

Given the above, it can be concluded that the strategy of an air carrier should focus on providing the highest possible quality of service, tailored to the needs of users, but also ensuring economic efficiency for the company, while maintaining high standards of customer service, caring for the environment and maintaining the best possible relations with the environment.

The purpose of the article is to analyze the elements of strategies implemented by European air carriers. Based on the available documents and information provided by the carriers, specific elements (mission, vision, goals) and activities to implement the strategy were extracted. In the further part of the work, all the extracted elements of the strategy were compared with each other, and a comparative analysis of these elements was carried out, which made it possible to identify common and specific elements of each strategy.

2. Literature Review

Air transport is the fastest-growing branch of transportation, so it is the subject of numerous scientific studies discussing a variety of issues related to its operations. Numerous studies analyze the links between air transport and the economic growth of countries and regions (Zhang and Graham, 2020;  Balsalobre-Lorente et al., 2021; Niedzielski, et al., 2021). Others discuss the situation of the aviation sector during and after the COVID-19 pandemic (Sun et al., 2021; Nižetić, 2020). The activities of air carriers are also analyzed from the point of view of the pandemic. 
On the one hand, there are issues directly related to the management of air transport companies (Albers and Rundshagen, 2020; Amankwah-Amoah, 2020), and on the other hand, behavior on the part of governments to provide support to carriers (Abate et al., 2020.). In the literature we can also find studies describing the activities of airlines from the point of view of the concept of sustainable development in the broadest sense, including, among others:
· waste management (Salesa et al., 2023),

· taxation of aviation fuels (Sobieralski and Hubbard, 2020)
· social responsibility (Streimikiene et al., 2021; Han et al., 2020),

· ticket taxation (Bernardo et al., 2024).

You can also find studies describing carrier operations in specific countries and regions of the world, such as China (Li and Alexander, 2021; Zhan, 2024), India (Agrawal, 2021), Ethiopia (Mtigwe, 2023), the US (Parast and Golmohammadi, 2020), Europe (Zámková et al., 2022) or even globally (Migdadi, 2022).

It is also important to analyze what issues appear in the literature with regard to European carriers. These issues range from social issues, such as the impact of social responsibility (Streimikiene et al., 2021) or service quality (Durmaz et al., 2020) on perceptions of the company, through environmental issues (Kim and Son, 2021) to economic efficiency (Sarıgül et al., 2023).

The analysis of the literature has identified a theoretical gap, as there are no studies that analyze and compare the strategies of specific carriers. This article, by analyzing the strategies of specific European carriers and juxtaposing the different elements of the strategies, allows such a comparison to be made, thus filling the existing gap. 

3. Strategies of European Passenger Air Carriers

As previously mentioned, a company's strategy is a document that defines activities to achieve a specific, set goal, using resources and considering the external and internal conditions of the company. Usually, it is a dozen to several dozen pages in length, and there are specified in it the mission, vision, objectives, resources and ways to achieve the objectives using these resources. 

The leading European carriers with the highest results in terms of the number of passengers carried were selected for analysis. It can be seen that most of the analyzed carriers were characterized by an upward trend in 2018 and 2019, then we see two years (2020; 2021) of significant regression due to the COVID-19 pandemic, which entailed the closure of borders and significant travel restrictions, finally after the end of the pandemic the market recovered, which can also be seen in the breakdown of shipments for 2022 and 2023. A summary of the number of passengers carried in each year is presented in Figure 2. 
Lufthansa Group:

The Lufthansa Group's mission is: "connecting people, cultures and economies in a sustainable way" (31). The Lufthansa Group's main strategic objective is the ongoing adaptation of its services, business models and organizational structures to a complex and dynamic market environment. Key success factors are customer focus, cost-consciousness and responsible, sustainable business practices. The group's other strategic goals include becoming Europe's leading carrier group, achieving long-term economic success, continued focus on the most important aspects for success, strong customer orientation, focus on sustainability and social responsibility, and tailoring services to the needs of the entire consortium. 
(http://investor-relations.lufthansagroup.com)
Figure 2. Number of passengers carried by leading European carriers from 2018 to 2023

[image: image1.png]W s i L

Ryanair Group Easylet  LufthansaGroup AirFrance - KLM IAG* Turkish Airlines

2018 m2019 m2020 w2021 m2022 w2023




Note: *International Airlines Group - the airline group of Iberia and British Airways.

Source: Own elaboration based on https://www.statista.com/
The holding company's structure, which includes traditional, low-cost and charter carriers, maximizes cooperation between business segments and enables simultaneous growth in external markets. Under the two business models - network and direct - the services offered by the carriers differ in quality and address different market segments. 
To maintain a high market position, the Lufthansa Group's route network is being transformed into a system consisting of hubs, direct connections and intermodal services. The total number of flight operations is being reduced to reduce the complexity of the system and increase its flexibility to better balance market fluctuations and seasonality of demand.

The dynamically changing environment makes passenger orientation one of the Group's strategic objectives. The goal is to attract a steady group of customers by implementing activities that bring direct and tangible benefits to customers (such as frequent flyer programs). At the same time, the consortium aims to make the transportation service as uncomplicated as possible, but at the same time flexible and individualized. To this end, the Lufthansa Group is taking advantage of the opportunities presented by innovation and digitization. 
This makes it possible to create products that are more tailored to customers' needs, which in turn benefits operational efficiency. Focusing on products and services, which directly determine customers' purchasing decisions and willingness to spend, makes it possible to reconcile customer care with reduced operating costs. Products will continue to become increasingly modular, for example, in the form of different types of seats in business class or the introduction of high-quality catering sold in economy class on short and medium-haul flights. The modular nature of services also contributes to reducing investment risks. 

The Lufthansa Group uses outsourcing in areas where it is more cost-effective than providing services or manufacturing products on its own. In terms of environmental policy, the Lufthansa Group aims to halve carbon emissions by 2030 compared to 2019 and is working toward the goal of making aviation carbon neutral by 2050. To that end, it is replacing its fleet, while increasing airline operational efficiency, offsetting carbon emissions and developing intermodal transport. 
The Lufthansa Group, together with regulators and industry partners, is leading efforts to support the production and use of sustainable fuels. In addition, the consortium is applying sustainability principles to the design of its products and services, which takes the form of reducing consumption, recycling, reusing and replacing. The goal is to replace single-use products made of plastic with environmentally friendly products wherever possible.

In terms of responsibility for its employees, the Lufthansa Group strives to create a friendly working environment for its employees. These measures take the form of simplifying structures and procedures and offering financial and material support. In terms of social responsibility, it seeks to level the playing field through education and training for employees.

Air France – KLM: 

Air France - KLM's mission is: "to provide customers with high-quality services that are tailored to their evolving needs." (AirFrance, 2021). The Group's vision is: "to become the world's largest and leading airline company" (http://airfranceklm.com).

The Air France - KLM Group is made up of brands with high market positions, each pursuing its own distinct operating model, but all operating under a common "Flying Blue" loyalty program. The carriers that make up the holding company serve different market segments, and the services they offer are tailored to customer expectations. The group continuously improves the quality of customer service through personalized digital offers and the best operational performance in its comparison group. Customer satisfaction resulting from the services provided is reflected in financial inflows, which are a key factor in increasing market share and revenue growth.

Air France - KLM Group currently operates one of the largest route networks between Europe and the rest of the world. It is centered around two intercontinental hubs - Paris-Charles de Gaulle and Amsterdam-Schiphol - which are two of the four largest connecting airports in Europe. The group diversifies its offerings by serving all significant market segments, but no single segment generates more than one-third of revenue, a natural hedge against risk. 

The Air France - KLM Group's employees are its main asset, as they are the ones who directly represent the company to customers around the world. The consortium therefore invests in training to ensure employees have the highest level of skills, and supports them using digital tools, making it easier to meet customer expectations. 

Air France - KLM is also working closely with its major partners around the world to offer additional services and innovative solutions while strengthening its position in the market. Working with stakeholders enables us to identify emerging issues, address emerging challenges and better understand their expectations.

The consortium aims to continuously improve all aspects of its operations to reduce its environmental footprint, particularly contributing to the creation of a sustainable aviation biofuel industry. The group intends to continue its efforts to reduce its environmental footprint by streamlining procedures and processes, partnering and innovating in the supply chain, and activating its employees and the industry. This is to be achieved by modernizing the fleet, developing cost-effective production of green aviation fuels, optimizing fuel consumption and offsetting CO2 emissions in a voluntary and compliant manner.

Air France - KLM's future competitive position, focus on sustainability and capital investment are largely linked to network and fleet decisions. The principles of the Group's fleet strategy are to retire aircraft as planned to avoid incurring capital expenditures due to extended service life; to optimize the utilization of the current fleet (for example, through seat density or cabin reconfiguration); and to introduce new aircraft, in accordance with the plan in place.

By developing cutting-edge technologies, investing in R&D and innovation, and working with stakeholders, the Group aims to optimize the use of its various forms of capital and resources. 

IAG:
IAG's vision is: "to be the world's leading carrier group, creating the greatest possible added value for its shareholders and customers" (http://airfranceklm.com). IAG's operations are based on the following strategic objectives (International Airlines Group, 2020):

· having world-class brand and service offerings, through operations-oriented companies, a diverse customer base, complementary networks, distinct brands, and employees as a key part of each company's identity;

· gaining and maintaining a global leadership position, through majority revenue share of home-port connections, leading position in transatlantic traffic and leading position in intra-European traffic, major player in airline market consolidation, talent acquisition and promotion;

A common integrated structure including:
· Cost efficiency, continuous focus on total costs, effective restructuring during crises;

· innovation: a dynamic and creative workforce, leadership in digital innovation in the airline industry, a digital platform that generates revenue streams, enhances customer loyalty and increases cost efficiency.

IAG is the holding company's parent company and actively engages in cooperation with its subsidiaries to achieve synergies and maximize efficiency. IAG's independence from affiliates allows for objective, flexible and rapid decision-making and enables the Group to implement strategies to achieve its long-term vision. 
Subordinate companies, in turn, can focus their activities on serving their target customer groups, the competitive environment and their employees. All holding companies operate as a common, integrated structure, which increases efficiency and simplifies the management process, while allowing each company to achieve its individual performance goals and maintain its unique identity. 
IAG connects leading airlines in Ireland, the UK and Spain with key companies outside the aviation industry, enabling them to increase their presence in the aviation market while maintaining each company's individual identity. The airlines' operations target specific markets and geographic regions, giving customers the opportunity to choose from a wide range of services tailored to their needs and capabilities. 
Airline customers have access to a larger, integrated network of both passenger and cargo routes, and carriers collaborate and enter alliances to increase their global reach. The scale of the Group's operations also enables it to innovate more effectively and develop new products and services to enhance customer satisfaction.

The Group's first strategic objective is to strengthen its existing portfolio of world-class brands. This is to be achieved by providing products and services that stand out from the competition within each IAG entity. At the same time, each brand's offerings are to be addressed to specific market segments and geographic markets. Key to this goal is ensuring cooperation and support from suppliers, who also have a stake in the development. 
In addition, airline operations depend on the punctuality of transport, as well as on the adequate performance of engines and the reliability of aircraft for the purpose, which directly translates into the efficiency of operations and eliminates disruptions in the transport process. Aircraft and engine performance is also crucial to the sustainability program, which gives great importance to cooperation with aircraft and engine manufacturers. The pursuit of sustainability is part of the Group's vision and the basis for all its strategic goals.

A second strategic objective for IAG is to strengthen its leadership position, including, among other things, by actively participating in the consolidation of companies in the aviation sector. IAG advocates further market deregulation and cooperation within the sector and strengthens its individual market position through cooperation with stakeholders such as industry associations, governments and regulators. As the parent company, IAG is responsible for capital allocation decisions in line with the Group's strategic goals and long-term vision. 
IAG is responsible for maintaining contact with shareholders, key suppliers and major financial counterparties. In dealing with government and regulatory authorities, as well as partner airlines and industry associations, the leading role is taken by the Group or its subsidiaries, depending on the impact and importance of the stakeholder and related issues. Customer relations, on the other hand, are undertaken by subsidiary companies. IAG strives to learn about customer needs using various customer satisfaction surveys and market research and expert groups. 
Feedback is analyzed by dedicated teams of experts and used to develop new product and service solutions that carry more value for the customer. Numerous communication channels are used to contact customers, including websites, call centers, social media accounts, email and traditional mail. Similar principles apply to employee relations, for which each subsidiary is directly responsible. Throughout the holding company, employees play an important role in service delivery. 
Communication with employees is carried out through formal and informal channels, which include performance appraisals, consultations, employee forums, internal social networks, local consultation meetings, newsletters, workshops, surveys and phone lines.

The third strategic objective is to strengthen the common structure within the Group, improve overall operational efficiency, and focus on the introduction of digital technologies and innovation.

IAG depends on the performance of key suppliers that provide services to passengers and the Group itself, including aircraft and engine maintenance providers, airport operators and catering companies. The integrity of the supply chain is crucial, as suppliers help meet customer needs and ensure quality service. 
The Group's goal is to ensure the security of the supply chain, and when risks are identified at key suppliers, a timely analysis of the situation is conducted to take the necessary preventive measures. Aircraft manufacturers are also considered suppliers. In this case, IAG works with both Airbus and Boeing, whose aircraft make up the bulk of the Group's fleet. Access to the latest, energy-efficient aircraft, at competitive prices, makes it possible to meet the Group's development and operational needs and has a fundamental impact on the implementation of its strategy.

Financial institutions, particularly those providing loans, are crucial in supporting the Group's operational and investment needs in the short and long term. More than half of IAG's fleet consists of aircraft under operating leases. Collaboration with lending and leasing institutions takes place at the IAG level to ensure a strategic and consistent approach across the holding company.

Turkish Airlines:
Turkish Airlines' mission is to become a leading European airline with global reach through strict adherence to flight safety, reliability, extensive offerings, quality service and competitiveness, while maintaining the identity of Turkey's flagship carrier in the civil air transport sector (Turkish Airlines, 2020).

The company's vision is to become an air carrier characterized by: a steady growth trend above the industry average, zero serious accidents and crashes, the most desirable level of service in the world, unit costs comparable to low-cost carriers, sales and distribution costs below the industry average, a loyal group of customers who purchase their own ticket and check-in, personnel who are constantly upgrading their skills with an awareness of the close connection between the benefits to the company and the added value derived from their skills, an entrepreneurial spirit that creates business opportunities for other Star Alliance members and takes advantage of their business potential, employees who are well-suited to using modern management methods and who look out for the best interests of not only shareholders but all stakeholders.

Turkish Airlines' strategic goals are sustainable growth and profitability, operational efficiency and effectiveness, brand recognition and preference, customer focus, enhancing employee value, social responsibility, innovative living (http://investor.turkishairlines.com). 
Turkish Airlines' strategy considers customer sensitivities of price, time, service quality and hygiene. Aiming to improve the quality of service for its customers, who are always at the center of all activities and investments, it flexibly adapts to new conditions and fully meets customers' expectations by proactively acting. The carrier carries out transport, putting quality of service, safety, health and customer satisfaction first, regardless of market conditions. It plans to further expand its services with high dynamics and efficiency and take steps to develop other areas such as information technology, cargo transportation, new business models and sustainability. 
Turkish Airlines is strengthening its organizational structure, streamlining business processes, and enhancing operational and commercial efficiency through the effective and efficient use of resources, with a customer satisfaction-oriented approach, innovation, and meeting domestic and international requirements at the highest level. Sustainable management is achieved by investing in infrastructure and upgrading information and communication technologies, expanding the fleet, and effectively managing processes.

Turkish Airlines aims to provide passengers with services that exceed their expectations. Continuous efforts are being made to better know and understand passengers and conduct effective marketing activities. To this end, Turkish Airlines has implemented customer segmentation and analytical modeling projects. 

The customer segmentation project is the first step to personalizing marketing efforts. This allows Turkish Airlines to differentiate products and services by customer at customer touchpoints and prioritize customers who choose higher classes of travel. Strengthening the brand is also being done through the purchase of new, energy-efficient and environmentally friendly aircraft, equipped with the latest technology with passenger comfort and safety in mind, to meet the growing demand for transportation and satisfy the diverse needs of customers.

Turkish Airlines operates with the understanding that employees are the link that has direct contact with customers. In this regard, the company has made it a priority to raise the motivation and satisfaction of its employees through a friendly working environment, access to social and transportation offerings, and training organized in conjunction with local and foreign institutions. 
Taking the necessary preventive and protective measures, Turkish Airlines strives to provide its employees with healthy, peaceful and prosperous working conditions and guarantee their due rights, so employee satisfaction is subjected to periodic surveys.

Reinforcing its global brand identity to become a global leader in the airline industry through its top-notch, experienced staff and extensive structure, Turkish Airlines has a total of 18 subsidiaries and affiliates. These enable flexibility, quality and efficiency, while reducing costs. The company works with all its stakeholders, and its success depends on the satisfaction of its stakeholders and the added value it creates for them. 
The company conducts training and control activities to raise the awareness and knowledge of its stakeholders in the areas of health and safety, data security, technical expertise and business process improvement. In the future, cooperation with stakeholders will be intensified and improved through the implementation of new projects in line with the company's vision.

Turkish Airlines, as one of the global leaders in air transportation, strives to implement innovation in every area of its business, from business culture to marketing, from customer relations to production processes. To this end, it is carrying out project activities in areas such as artificial intelligence, the Internet of Things, virtual reality and augmented reality. In addition to streamlining internal processes as part of its digital transformation and innovation activities, Turkish Airlines will continue to carry out projects that improve the satisfaction of customers and internal and external stakeholders.

In line with the accepted principles of transparency, fairness, accountability and credibility, Turkish Airlines' sustainability program, based on four basic pillars: management, economics, environment and society. Its design stems from the integration of the entire company's strategy with the sustainability strategy, social expectations and the operation of the supply chain. 
To achieve its goal of reducing carbon emissions in the fight against climate change, Turkish Airlines is working with research centers to produce biofuel as an alternative to jet fuel. This involves constantly monitoring, calculating and reporting the levels of greenhouse gas emissions generated by aviation and ground activities carried out at major bases. Another way to reduce emission levels is through fleet activities. Turkish Airlines is taking steps to rejuvenate and upgrade its fleet. 
At the end of each year, it updates its fleet forecasts in accordance with its strategy, based on seizing emerging market opportunities, managing risks, implementing sustainability principles, dynamic capacity planning and expanding its route network. As part of its zero-waste policy, Turkish Airlines conducts waste management activities in accordance with the waste hierarchy. Putting environmental protection first, the paper products used on board are produced only from sustainably grown trees, and product packaging, instead of plastic, is made from biodegradable, compostable or recyclable materials.

Ryanair:
Ryanair's mission is: "to offer low-cost travel that contributes to the growth of passenger traffic, while continuously focusing on reducing costs and operating efficiencies" (Ryanair Group, 2021). Ryanair's strategic goal is to gain a leading position in Europe as the largest scheduled air carrier. This is to be achieved through continuous improvement and expansion of its low-cost services. The carrier offers low fare services, which generates increased passenger traffic, while continuously reducing costs and improving operational efficiency. Key elements of Ryanair's long-term strategy are:
· low freight rates,

· customer service,

· Frequent direct flights on short routes,

· low operating costs:

· aircraft equipment and running costs,

· personnel costs,

· customer service costs,

· Airport fees and ground handling,

· Harnessing the potential of the Internet,

· High level of safety and maintaining quality,

· Increasing operational performance and providing additional services,

· specific growth criteria,

· Flexibility and responsiveness to market challenges.

Safety is a top priority for Ryanair. Its commitment to this area begins with the training of pilots, cabin crew and maintenance personnel, and includes a maintenance policy in accordance with the highest European standards. While Ryanair focuses on optimizing fleet maintenance costs, this does not come at the expense of safety, aircraft maintenance, training or quality control.

Ryanair's low carriage rates are designed to stimulate demand, especially among price-sensitive users, i.e. tourists and some business travelers who might otherwise use alternative forms of transportation or abandon their trips altogether. At the same time, freight fares are set based on the amount of demand for routes and the period prior to the departure date. Higher carriage rates usually apply to routes with higher demand and to bookings made closer to the departure date. Ryanair also periodically conducts special promotional campaigns, selling tickets for selected connections at very low prices.

One of Ryanair's goals is to achieve the highest level of customer service in its peer group. According to statistics, Ryanair has the highest punctuality in the industry, the lowest number of lost bags and the longest period of accident-free operation (34 years), among European low-cost carriers. This is achieved by working with ground staff at each base airport. This provides an opportunity to discuss and document in detail the causes of disruptions that arise, so that they can be eliminated in the future.

Ryanair is constantly implementing new initiatives to improve customer service. This is reflected in a program called "Always Getting Better," which includes an easy-to-use website, mobile app, lower fees (e.g., for excess baggage), seat assignments, fast-track check-in at select airports, and a more customer-friendly baggage allowance and rebooking policy. 
In addition, the customer service initiatives include increased connections to major airports, ticket sales through travel agents, increased marketing expenditures, and adapting management strategies to changes in the environment to increase fill rates and thus profits. Customer satisfaction is surveyed through regular online surveys of travel taken, "mystery passenger" surveys and "by passenger" surveys.

Ryanair's route network is mainly based on direct flights on short-haul routes. Such an arrangement allows for low-price, high-frequency services, thus reducing the range of ancillary services, such as free in-flight catering and entertainment programs. From an operational point of view, on the other hand, direct connections eliminate the costs associated with passenger transit services, including baggage transfers, at intermediate ports. 

Ryanair's business model is based on a continuous effort to minimize costs, which can be divided into four groups related to its operations:
· Aircraft equipment and running costs - Ryanair currently uses only new-generation Boeing 737-800 aircraft. Operating a single aircraft type enables Ryanair to reduce costs associated with personnel training, maintenance, and the purchase and storage of spare parts, while providing greater flexibility in scheduling crews and equipment. A stable financial balance sheet and cash flow also make it possible to lease aircraft at attractive rates.

· Personnel costs - control of personnel costs is achieved by increasing staff productivity. Salaries are based on performance, and incentives used include bonuses:

· For cabin crew for selling products on board,

· for pilots and cabin crew for the number of hours spent in the air, subject to limits strictly set by industry standards or regulations establishing maximum working hours. 

· Customer service costs - At some airports, Ryanair outsources ticketing, passenger and aircraft handling and other services that can be provided more cost-effectively by third parties. Entering multi-year contracts and setting a fixed price allows Ryanair to achieve more competitive rates. The establishment of an in-house online booking system has eliminated commissions to intermediaries. The main source of revenue from regular passenger services is direct sales through the website and mobile application.

· Airport fees and ground handling - Ryanair prioritizes those airports that offer competitive prices. To date, the high volume of passenger traffic at many airports has allowed Ryanair to obtain favorable terms of cooperation. Ryanair aims to reduce airport fees, opting for cheaper check-in counters (located in peripheral parts of the terminal) and external stairs instead of sleeves, where possible. However, the company's modified strategy also involves using major airports, which tend to have higher airport fees, more competition and slot restrictions. Ryanair forces passengers to check in online (airport check-in is an additional fee), which reduces waiting times at airports and speeds up the passenger's journey from arrival at the airport to boarding the plane, as well as significantly reducing passenger handling costs. Ryanair also charges an additional fee for checked baggage, which must be purchased online at the time of booking or after booking. 

Ryanair's booking system allows passengers to make and pay for reservations in real time through the Ryanair.com website. The company also has a mobile app that facilitates the booking process and provides access to information on purchased services. The website and app also offer the ability to purchase additional services (e.g., additional baggage, priority boarding, seat selection and priority boarding). All this leads to a maximum reduction in the scope of services provided, minimizing the use of the company's human resources and, as a result, reducing costs.

Additional services provided include the sale of lodging and travel insurance through its website. Ryanair has agreements with third-party suppliers to sell hotel services and other accommodation options, which can be purchased during and after the airline ticketing process. Ryanair also offers the option to purchase airport transfers and parking services, as well as car rental options through its website and on board the aircraft.

EasyJet:
EasyJet's mission is to provide seamless connections in European traffic while maintaining a high standard of service on board. The mission is carried out based on a set of values, which include safety and accountability, customer focus, working together, maintaining efficiency and forward thinking (http://corporate.easyjet.com). easyJet's strategic goal is to make travel easy, enjoyable and affordable for both individual and business customers (EasyJet, 2020). Achieving the company's goal is possible through:

· Protecting a key position in the market:

· Revenue maximization,

· Protecting major markets, investing in major destinations and establishing central ports;

· offerings for customers:

· Delivering unique added value to customers, 

· basing the business model on simplicity, value and reliable current experience;

· People:

· Achieving success through people's commitment,

· Ensuring conditions for the best possible performance of their duties,

· fishing out talent;

· Improving the cost position - reducing the cost of operations to maintain a favorable cost position in the industry;

· focus on the balance sheet - top priority to ensure resilience to future market changes.

EasyJet prioritizes airports with a limited number of slots. These are the ones that generate the main traffic streams, allowing the company to achieve a cost advantage and maintain a broad scale of operations that enables it to be at the forefront of network size and schedules. EasyJet has built a strong route network, taking first and second positions at major airports, which has proven to be one of the most profitable models in the market. 
The scale of operations and flexibility of the network allows it to take advantage of changes in the competitive environment, acquiring attractive slots when the opportunity arises. easyJet's operations remain focused on a network of routes that generate a positive balance sheet. The company typically reduces the frequency of routes during the winter period and plans to do so on an increasing scale.

EasyJet's low-cost business model is dedicated mainly to short-haul travelers, offering good value for money and a customer-focused approach. Thanks to its high cost flexibility, easyJet adjusts costs to the level of demand in the market and is prepared to capture a significant portion of business traffic. A commitment to providing seamless and digital customer service at every stage of the journey is part of easyJet's business model:
· Pre-travel - a strategy based on direct customer outreach is being implemented using digital channels with a particular focus on the app and mobile devices. Activities in this regard include the creation of a web-based booking interface, encouraging the use of the app and improving the overall experience, streamlining the self-booking process, improving online booking management, developing prepaid ordering capabilities for onboard sales, and payment innovations.

· At the airport - guiding passengers from the moment they arrive at the airport to boarding their flight without human interaction. The scope of activities includes streamlining the boarding process to improve the CSAT rate and reduce queues, improving the process of automatic boarding, moving toward full digitization of boarding passes, virtual boarding and reducing the number of check-ins at the airport.

· In-flight - easyJet is striving to improve its on-time performance by managing deliveries, improving crew competence, planning and strategizing air traffic control, collecting customer data to prepare dedicated offers.

· Support - providing customers with tools to help solve problems or to engage after the journey. 

Together, these initiatives are improving the convenience, quality and reliability of customer service by providing a core product and digitizing processes.

As part of a major restructuring program, easyJet has embarked on a process to reduce its workforce by up to 30%, optimize its network and bases, improve productivity and promote more efficient work practices. The large-scale restructuring program is expected to put the company in an even more competitive position in the long term.

As part of a program to improve cost efficiency, staffing costs are to be reduced by 30%. To reduce fuel costs, easyJet has taken steps to shorten flight routes, reduce travel speeds to save fuel, and reduce the use of ground power units. These measures are positively stimulating the company's sustainability, reducing noise emissions and fuel costs. EasyJet's cost discipline in ground handling has increased thanks to less complex contracts that ensure better efficiency and punctuality. EasyJet conducts maintenance in-house, resulting in lower costs and higher quality.

The sustainability strategy aims to achieve zero net emissions while having a positive impact of aviation on communities and human individuals. To this end, easyJet:
· monitors carbon emissions - was the first major airline in the world to completely offset carbon emissions from fuel combustion and flight operations across its network, and continues to minimize carbon emissions in all operations;

· stimulates innovation in reducing carbon emissions and supports the development of new technologies;

· Takes sustainable development measures beyond carbon emissions;

· improves its capacity - initiatives in this regard include: establishing a sustainability team, increasing environmental reporting, developing an ISO-14001-compliant environmental management system, and additional oversight through membership in committees and working groups. 

EasyJet describes itself as the first and only major carrier globally to be carbon neutral and is constantly working to minimize emissions from all its operations. One of the ways it achieves this goal is by using modern, energy-efficient aircraft and constantly looking for new ways to reduce fuel consumption and cut emissions. 
EasyJet supports the development of new technologies, and views emissions offsetting as an interim solution while zero-emission technologies are being developed. To this end, it is working with Wright Electric and has entered a strategic partnership with Airbus to develop a zero-emission commercial aircraft by 2035. 
The company also seeks to be an active user of sustainable aviation fuels and advanced carbon sequestration technologies, provided their implementation is available and cost-effective. In addition to its efforts to increase energy efficiency, the company is implementing other solutions to combat the effects of climate change. 
In 2019, easyJet became the first carrier to offset its CO2 emissions by implementing tree planting programs or avoiding the release of additional greenhouse gases into the atmosphere. easyJet is also a proponent of implementing smart regulations for aviation, rewarding companies for climate neutrality. EasyJet continues to look for new opportunities for environmental action, beyond reducing carbon emissions. These actions include, among others, reducing the number of plastics used in onboard service. and throughout the supply chain. Sustainability efforts also extend to the social sphere - a long-standing partnership with UNICEF has contributed to the eradication of polio in Africa.

4. Discussion

Based on the analysis of the strategies implemented by the seven largest European passenger air carriers, the relevant elements and activities in the areas of economics, management and sustainability were identified. Table 2 presents a comparative analysis of strategy elements by economic, social, management and environmental factors. Elements appearing in the strategies of individual carriers are marked with an "X" in the corresponding boxes.

Table 2. Comparative analysis of elements included in the strategies of selected European passenger air carriers
	
	Ryanair
	easyJet
	Lufthansa Group
	Air France - KLM
	IAG
	Turkish Airlines

	ECONOMIC FACTORS

	Gain a leading position in the market
	X
	X
	X
	X
	X
	X

	Diversify business to maximize profit
	
	
	
	X
	X
	X

	Close cooperation with external companies
	
	
	
	
	X
	

	Stimulate demand through low freight rates
	X
	X
	
	
	
	

	Maximize profit through cooperation
	
	
	X
	
	X
	

	Reducing running costs 
	X
	
	X
	X
	
	

	Reducing personnel costs 
	X
	X
	X
	X
	
	

	Reducing customer service costs
	X
	
	X
	
	
	

	Reducing ground handling costs
	X
	X
	
	
	
	

	Reducing non-core investments
	
	
	
	X
	
	

	Provision of additional services
	
	
	
	
	
	X

	Outsourcing of additional services
	X
	
	
	X
	X
	

	SOCIAL FACTORS

	Survey of passenger expectations
	
	
	
	
	X
	

	More added value after joining a loyalty program
	
	X
	
	X
	
	

	Attention to the level of customer service
	X
	
	X
	X
	X
	X

	Measures to improve the well-being of the world's population
	
	X
	
	
	
	X

	Social programs and equalization of opportunities for employees
	
	
	X
	
	
	X


	ORGANIZATIONAL FACTORS

	Cooperation with stakeholders
	
	
	
	X
	X
	X

	Digitalization of the customer service process
	X
	X
	
	
	
	

	Diversify passengers to provide more personalized offerings
	
	
	
	
	
	X

	Adapting to a changing environment
	
	
	X
	
	
	

	Improving the skills of employees 
	X
	
	X
	X
	X
	X

	Taking care of working conditions
	
	X
	X
	
	X
	X

	Dialogue with employees
	
	
	
	
	X
	X

	Downsizing
	
	X
	X
	X
	
	

	Fleet rejuvenation
	
	X
	X
	X
	X
	X

	Fleet size reduction
	
	
	X
	
	X
	

	Engaging in outside ventures as a form of advertising
	
	
	
	
	
	X

	Investing in innovation
	
	
	
	X
	X
	X

	ENVIRONMENTAL FACTORS

	Reducing carbon emissions 
	
	X
	X
	X
	X
	X

	Actively seeking alternatives to aviation fuels
	
	X
	X
	
	
	

	Other measures to improve environmental quality
	
	X
	
	
	
	

	Reduce the amount of plastic used
	
	X
	X
	
	
	X


Source: Own elaboration.
As the analysis shows, only one action is being taken by all the analyzed carriers - gaining a leading position in the market. Measures to rejuvenate the fleet and improve the skills of employees are implemented by six of the seven carriers analyzed. Taking care of working conditions and attention to customer service levels are included in the strategies of five of the analyzed carriers. 
Four carriers included in their strategies issues related to reducing carbon emissions, reducing personnel costs and diversifying operations to maximize profit. 
Actions included by three of the seven carriers analyzed were: Reducing the amount of plastic used, investing in innovation, reducing headcount, implementing protective measures in response to a pandemic, changing the business model in response to a pandemic, digitizing the customer service process, collaborating with stakeholders, working to improve the well-being of the world's population, reducing running costs, stimulating demand through low freight rates and outsourcing ancillary services. 
Other actions to improve the quality of the environment, actively seeking alternatives to aviation fuels, reducing fleet size, social programs and leveling the playing field for employees, dialogue with employees, greater added value after joining a loyalty program, reducing ground handling costs, reducing customer service costs, maximizing profit through cooperation and working closely with third-party companies are actions that were included in the strategies of two of the seven carriers analyzed. 
Other activities, namely engaging in third-party ventures as a form of advertising, changing travel patterns in response to pandemics, adapting to a changing environment, diversifying passengers to provide a more personalized offering, surveying passenger expectations, providing ancillary services and reducing non-core investments, were included in only one of the seven carriers analyzed.

5. Applications

Air transportation is developing rapidly, and this development is precisely what makes it an interesting object of analysis. However, there is a lack of studies that focus directly on the strategies of air carriers, whether in the global or European market. Such an analysis is carried out within the framework of this article and to some extent fills the existing literature gap.

The subject of the study was the strategies implemented by Europe's largest passenger air carriers and freight consortia. The analysis made it possible to identify the economic, environmental and social measures currently being implemented and then compare the measures implemented by each airline. 
The research showed that the overriding goal of each of the analyzed companies/carriage consortia is to gain a leading position in the market, and therefore to realize economic demands. Other elements in many cases are typical of a single carrier, which may be due to differing business models.

The main limitation of the research conducted was the lack of direct access to strategy documents developed by the companies, so that the identification of individual activities was based on annual reports and information available on the carriers' websites. Nevertheless, despite the rather limited access to information, the analysis considers many of the activities implemented by the carriers. 

Further research will continue to focus on the operations of air carriers with particular attention to the environmental requirements facing the air transport sector and the social requirements reflected in passengers' expectations of air transport service. 
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