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The paper considers theoretical and practical approaches to analysing the potential of the airline's service complex
diversification in the context of increased competition. It is emphasised that the main characteristics of aviation services
and methods of their improvement and diversification should be developed in accordance with the needs of the target
audience, ensuring customer satisfaction and loyalty to a particular airline. It is concluded that by understanding
and taking into account the specific needs and expectations of their passengers, airlines can effectively stand out in
a competitive market, gaining new opportunities and channels for generating additional income. The paper analyses
regional distribution of revenues from passenger and freight transportations of the "Turkish Airlines". It is argued that
diversification of services is a strategic step to strengthen the market position of the airline, its financial stability and
long-term sustainability. On the basis of a study of secondary sources of information and the use of the author's survey,
practical recommendations on ways to diversify the range of services of Turkish Airlines have been proposed.

Keywords: marketing, airline, services, diversification, integrated services, post-pandemic period, globalisation,

aviation sector.
JEL classification: F6, F23, M31

Statement of the problem. As airlines face constant
pressure to improve profitability and customer satisfac-
tion, understanding the potential for service diversification
becomes crucial. This research delves into how airlines can
leverage their existing assets, capabilities, and market posi-
tions to introduce new services, thereby enhancing their
value proposition and ensuring long-term sustainability.

The airline industry is characterized by intense com-
petition, fluctuating demand, and regulatory challenges.
Diversification of services can provide airlines with new
revenue streams and mitigate risks associated with mar-
ket volatility. By analyzing the service complex potential,
the research highlights opportunities for airlines to expand
beyond traditional passenger and cargo transport. This
could include areas such as travel-related services, partner-
ships with hospitality and tourism sectors, and innovative
offerings like premium customer experiences or loyalty
programs. Understanding these dynamics is essential for
airlines to remain agile and responsive to market changes.

The research on analyzing the airline's service com-
plex potential for diversification is of great significance.
It provides a comprehensive framework for airlines to
explore and capitalize on new service opportunities,
thereby enhancing their competitiveness and resilience.
As the aviation industry continues to evolve, the insights
from this research can guide airlines in making informed
decisions about service diversification, ultimately leading
to sustained growth and success in a challenging market
environment.

Analysis of recent research and publications. Prob-
lems of continued functioning of the aviation market
in general and airlines as it's separate component, both
nationally and globally, related to the practice of a number

of Ukrainian and foreign scientific researchers. So, Khara-
zishvili Yu.M., Buhaiko D.O., Liashenko V.I. [6] study
strategic scenarios and institutional support for the sustain-
able development of air transport in Ukraine. The authors
Radchenko O., Sabirova 1., Khaidarova T. [5] in their
works pay attention to the research of marketing pricing in
the aviation services market, while Mykhalchenko O. [2]
reveals a direction dedicated to the study of the business
activity of passenger airlines of Ukraine and the ways of
increasing their institutional competitiveness. In the works
of Sushchenko O., Pohuda O. [13], Mykhalchenko I.H. [4],
Bohomol K.S. [3], Polous O. V., Heiets 1., Krapko O. [11],
Kniazieva T.V. [1] we can find research on the various fac-
tors affecting the competitiveness of air transport services
in the world economic system, as well as consideration of
various marketing tools that can be directed to maintaining
the competitiveness of these services in crisis conditions
and after it. The study of the problems of economic activ-
ities of airlines, as well as the formation and improvement
of certain types of their services, is devoted to the works of
such foreign authors as O’Connell J.F., Williams G. [10],
Tepeciklioglu A.O. [15], Shaw S. [12], Jennings Ch. L. [8].

Objectives of the article. The purpose of the paper is
to explore and evaluate the various opportunities for air-
lines to expand their service offerings beyond traditional
passenger and cargo transport by identifying and analyzing
potential areas for diversification, such as travel-related
services, technological innovations, and strategic partner-
ships etc.

Summary of the main research material. The main
characteristics of air services refer to the offers of air-
lines to meet the needs of their target audience. The first
such characteristic is passenger transportation. The avi-
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ation industry offers transportation of passengers from
one place to another by means of air transport. Therefore,
there are both regular flights with a structured schedule
and charter flights.

Airlines also provide cargo transportation service. Air-
lines transport complex or non-standard cargo, mail and
carry out specific delivery of goods. This happens accord-
ing to a special schedule with the use of cargo space on
passenger transport. This service is necessary for enter-
prises that expect fast transportation of goods.

Another feature of the aviation industry is airport ser-
vices. A passenger's journey begins not with an airplane,
but with an airport. Therefore, airlines try to meet the needs
of passengers even at a distance from the runway. Such ser-
vices are: ticket counters, flight check-in counters, baggage
processing, assistance to passengers with special needs,
other. Providing the services described above ensures a
comfortable journey for all passengers without exception
(Figure 1) [10].

Turkish Airlines (Turkish: Tirk Hava Yollar1t Anonim
Ortakligi, THY) is an airline company that is the main
air carrier of Turkey. Currently, Turkish Airlines has
118 domestic and 37 international flights. The airline is
based in Istanbul, Turkey. The main destinations of air
transport are Europe, Asia, America and Africa (Figure 2)
[7]. Thanks to the extensive network of air transportation,
the company “Turkish Airlines” provided itself with a geo-
graphically diversified income. This natural mechanism
helps to reduce the occurrence of risks.

Applications for the lifting of pandemic restrictions
on trips to Europe, Turkish Airlines exceeded revenue by
46%. The result of this was the growth of revenues in the

Far East (by 31%) and in Africa (by 27%). In addition, rev-
enue in the Middle East region grew by 16% [7].

Turkish Airlines attempted to maintain a high level of
passenger traffic through strategic capacity management in
the destinations to which flights were made. The analyzed
data refer to financial indicators of past years, but Turkish
Airlines has a planned strategy for the period 2023-2033.
The main goal for Turkish Airlines is to achieve a consol-
idated revenue of more than 50 billion US dollars, it was
determined in accordance with the vision of the compa-
ny's development during the period of 2023-2033. It will
also be important to increase the EBITDAR margin to 25%
from the current 20% within 10 years [9].

Turkish Airlines is famous for its commitment to
passengers. Therefore, it is planned to improve the inter-
action of customers with the company's brand. One of
the goals to achieve is the transformation of the aircraft
cabin. This is necessary to provide passengers with qual-
ity service and improve their experience when flying
with Turkish Airlines. It is also worth paying attention
to the expansion of the Miles&Smiles loyalty program
and the attraction of more active participants. With the
methods described above, Turkish Airlines will strive
to become one of the top three airlines in the world. In
addition, this path will include the digital experience of
passengers before and during the flight and the imple-
mentation of new digital transformation projects in the
period 2023-2033.

In general, diversification of services is a strategic step
to strengthen the company's market position, financial sta-
bility and long-term sustainability. Diversification is usu-
ally divided into horizontal, vertical, concentric and con-
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Figure 1 — Scheme of aviation services at each stage of the passenger's journey

Source: [10]
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Figure 2 — Regional distribution of passenger and cargo revenues, Turkish Airlines, 2023, %
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Source: [9]

glomerate. Turkish Airlines combines all diversification
strategies.

Horizontal diversification includes a new service or
product outside the existing range of offerings. Usually,
the new service or product is related to existing offer-
ings. For Turkish Airlines, horizontal diversification
consists in expanding the route network and acquiring
new aircraft. Turkish Airlines has significantly enriched
its route network, making it one of the most extensive in
the world. However, the constant renewal and expansion
of the fleet helps to expand the routes and increase the
frequency of flights. The implementation of these meth-
ods also affects the services provided by the company.
Thanks to the expansion of the route network, passengers
can travel more.

Vertical diversification is an opportunity for a com-
pany to expand by moving up the production cycle. Ver-
tical diversification includes Turkish Technic and Turkish
DO&CO. Turkish Technic is a subsidiary of Turkish Air-
lines, providing maintenance, repair and overhaul services
not only for Turkish Airlines, but also for other airlines.
Turkish Technic provides high-standard fleet maintenance
and thus generates additional income for the company.

Turkish DO&CO, which is a joint venture, provides cater-
ing services and offers in-flight meals to Turkish Airlines
and other carriers. This service contributes to diversified
income (Figure 4).

The next approach is concentric diversification. Con-
centric diversification is the expansion of offerings with
the help of products or services that are additional to the
main product and/or service. Usually, a position is chosen
that identifies the company and uses the same production
and technological tools as for the main product or service.
Turkish Airlines has created the Miles&Smiles loyalty
program. Membership in this program guarantees frequent
flyer rewards, upgrades and exclusive benefits. Implemen-
tation of this idea improves interaction with customers and
attracts potential consumers (Figure 5) [14].

Turkish Airlines Holidays offers comprehensive travel
packages that include flights, hotel bookings and tours,
catering to tourists looking for a one-stop solution. There-
fore, the main service for Turkish Airlines is the provi-
sion of air transportation offers. It also includes improved
in-flight service with a variety of dining options, state-
of-the-art entertainment systems and comfortable seating
in economy, business and first class cabins. The aviation
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Figure 4 — Consumer survey data on wiliness to pay more for better services, Turkish Airlines, 2023, %

Source: compiled by the authors
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Figure 5 — Consumer survey data on the Miles & Smiles loyalty program, Turkish Airlines, 2023, %

Source: compiled by the authors
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industry is competitive, so companies try to stand out with
custom services. For example, the provision of specialized
cargo services through Turkish Cargo, including transpor-
tation of perishable goods, live animals and bulky items

(Figure 6).

So, expanding the range of services offered by Turk-
ish Airlines can significantly increase its appeal to a wider
range of travelers. Therefore, the main recommendations
of the Turkish Airlines company for improving the range

of services are described below (Table 1).
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Table 1 — Recommendations on ways of airline's service complex diversification for “Turkish Airlines”

Reasons

Recommendations

Limited frequency of flights

Expansion of directions

Offer of standard cargo transportation

Providing cargo transportation for perishable goods,
pharmaceuticals, high-value items

Insufficient interaction with partners

Improving interaction with partners

Unoriginal style of passenger flights

Cultural experience

The menu is too European

Culinary experiences

Charter flights only as a premium service

Charter flights as a regular flight

Outdated check-in and passenger verification system

Interaction of technologies

Company doesn’t have enough environmental initiatives

Environmental initiatives

Source: compiled by the authors

Therefore, Turkish Airlines should increase investment
in economy aircraft, carbon offset programs and waste
reduction initiatives to minimize environmental affect and
attract environmentally conscious travelers. By diversify-
ing its range of services in these areas, Turkish Airlines
can strengthen its competitiveness in the global aviation
industry and attract a wider customer base.

Conclusions. The aviation industry is one of the most
important components of the global economy, ensuring the
rapid movement of people and cargo around the world. It
has a great influence on the development of tourism, interna-
tional trade and cultural exchanges. With the growth of the
world economy, the number of passengers and cargo trans-
ported by air transport increases. According to forecasts,
demand for air transport will continue to grow, especially in
developing countries. Low-cost airlines continue to expand
their presence in the market, offering passengers affordable
prices and minimal services. This forces traditional carriers
to adapt and find new ways to attract customers.

Turkish Airlines offers a variety of service classes,
including economy, business and premium economy. The

company is famous for its high-quality cuisine, offering
passengers a wide variety of dishes, including traditional
Turkish dishes and international cuisine. Turkish Air-
lines provides passengers with modern entertainment
systems with a wide selection of movies, TV shows,
music and games. In addition, Wi-Fi is available on some
flights. Miles&Smiles is a loyalty program from Turk-
ish Airlines that allows passengers to accumulate miles
for flights and spend them on various privileges, such as
free tickets, upgrades and access to lounge areas. Turk-
ish Airlines pays great attention to flight safety and ser-
vice quality. The company constantly improves its safety
procedures, undergoes regular inspections and certifica-
tions to meet the highest international standards. Turk-
ish Airlines, as one of the leading players in this market,
demonstrates a high level of professionalism, innovation
and service quality. Thanks to the constant improvement
of its services and expansion of the route network, the
company continues to strengthen its position and provide
comfortable and safe travel for millions of passengers
around the world.
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Hayionanvuuii asiayitinui yHisepcumem

AHAJII3 TOTEHIIAJIY JUBEPCU®IKAIIL
KOMIJEKCY HOCJYT ABIAKOMIIAHII

Y emammi posensnymo meopemuxo-npakmuyni nioxoou 00 ananizy nomeHyiary ousepcuikayii KomMniekcy nociye
aglakoMnawuii  yM0o8ax nocuiexHst KoHKypenyii. ITiokpecieHo, wo OCHOBHI XapaKmepucmuKku asiayilhux nociye ma
Memoou ix 600CKOHANEeHHS ma ousepcuqpikayii Maroms po3poonsmucs y 8i0no8iOHOCMI i3 3anumamu Yiibosoi ayoumopii,
3abe3neuyioul 3a00601eHICMb KIIEHMI68 ma iX J0SIbHICMb 00 KOHKpemHoi asiakomnanii. Iliocymoeano, wo posymirouu
ma 6paxo8yloui KOHKpemHi nompeou ma o4iky8aHHs C80IX nacadicupis, agiakoMnanii Mojicyms epekmusHo 8UOLIUMUCS
Ha KOHKYPEHMHOMY PUHKY, OMPUMYIOYU HOBL MONCIUBOCTI MA KAHAIU OMPUMAHHA 000AMKO8UX Npudbymkis. Ycgioomiro-
104U WO NOOOPOIHC NACANCUPA NOYUHAEMBCS 8 AePONOPMY, 0e NOYAMKO8UL 00C8I0 KOHMAKMY i3 NOCY2aMU a8IAKOMNAHIT
«3a0a€ MoHy YCil NOOANLUIN NOOOPOIICE, ABIAKOMNAHIL NPAZHYMb 3A0080JIbHUMU ROMPedU NACAICUPIE 3 OONOMO20K
be3nepeditiHux npoyedyp peecmpayii, KOMQOPMHUX 3a1i6 BIONOYUHKY MA eheKMUBHOT 0OpOOKU 6a2aicy, wo MONCIUBO
Juute npu 06panHi HaudiIbuwl 6U2iOH020 aeponopmy dasyeanns. Ilpoananizosano pe2ionHanvhull po3noodil 00xodis 8io
NAcadcupcoKux i GAaHMadicHux nepesesens asiakomnaii « Turkish Airlinesy. Busgneno, wo nicis 3uamms oomedicennp, siKi
oisnu nio wac nanoemii COVID-19 na noizoku 0o €sponu agiakomnanis « Turkish Airlines» niosuwuna céor supyuxy na
46%, 30kpema, 3a805Ku 3pocmantio 0oxodis na Jarexomy Cxodi (na 31%), ¢ Agppuyi (na 27%) ma 6 pezioni bauzbkoeo
Cxo0y (16%,). Asiaxomnanis « Turkish Airlines» idoma c80€10 NpuUXUIbHICMIO 00 NACANCUPIB, WO NIOMBEPOACYEMbCS
DO32ATYHCEHOIO MEPENHCer0 Mapupymie ma 6UCOKOAKICHUM 00cayeogysantam. Aeiaxomnanis « Turkish Airlines» nama-
2aemvbcs nNIOMpuUMy8amuy 8UCOKULL PiBeHb NACANCUPONOMOKY 3d OONOMO20I0 CMPAMe2iyHo20 YNPAaGIiHHA NPONYCKHONO
30AMHICMIO 30 6CIMA HANPSAMKAMU CE0IX Pelici8, W0 JI02IYHO 8NUCYEMbCA Y 1T OaueHHs: po36umK)y KOMNAHII Ha nepioo
2023-2033 pokis, 20108HOI MeMOI0 K020 € 00CAMU KOHCONIO08AH020 00X00)y noHad 50 minvapdie donapie CLLIA. Apey-
MEHMOBAHO, W0 OusepCuiKayiss nociye € CmpameiyHum KpPOKOM Oisl 3MIYHEHHs PUHKOSUX NO3UYIU a8iakomMnanii, it
@inancosoi cmabinbnocmi ma 0oezocmporosoi cmitikocmi. Ha ocrhosi npogedents 00CHiodNCeHHsT 6MOPUHHUX 0diceper
iHGhopmayii ma BUKOPUCIAHHA ABIMOPCLKO20 ONUMYBAHHS 010 3ANPONOHOBAHO NPAKMUYHI peKOMeHOayii o000 uiisaxie
ougepcudghixayii komnnexcy nociye agiakomnanii « Turkish Airlinesy.

Knouosi cnosa: mapkemune, agiakomMnauis, nociyau, Oueepcupirayis, KOMIiIeKCHe 00CIy208Y8alH s, NOCIAAHOeMIY-
HUll nepioo, enobanizayis, asiayiiHull cekmop.




