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Scenario approach to the management of the airline’s brand

The need and importance of application of the scenario approach in the management in the sphere of the air-transport services aren't called in question however it is practically not used in the process of management of the airline’s brand. This circumstance, together with the orientation of development to one scenario which is carried out by the compulsory strategic planning doesn't allow use fully a brand as one of the factors of economic stability. In this article the methodological aspects of application of scenario approach in the management of a brand in the sphere of the air-transport services are considered and the main motives of its use are revealed. The values of application of scenario approach in the management of the airline’s brand are also determined. Preference of the two-sector approach to the development of scenarios of the development of the airline’s brand which have to be guided by the scenarios of the airline development is proved.

Необходимость и значимость применения сценарного подхода в управлении в сфере авиатранспортных услуг не подвергаются сомнению, однако, он практически не используется в процессе управления брендом авиакомпании. Данное обстоятельство, вкупе с ориентацией развития на один сценарий, осуществляемый принудительным стратегическим планированием, не позволяет в полной мере использовать бренд как один из факторов экономической устойчивости. В статье рассмотрены методологические аспекты применения сценарного подхода в управлении брендом в сфере авиатранспортных услуг и выявлены основные мотивы его использования. Так же определены ценности применения сценарного подхода в управлении брендом авиакомпании. Обоснована предпочтительность двухсекторного подхода к разработке сценариев развития бренда авиакомпании, которые должны опираться на сценарии развития авиакомпании. 
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Now the civil aviation plays an important role in the transport complex of the country. In the conditions of globalization its importance for the population will only grow. Development of the civil aviation leads to an aggravation of the competition between the participants of the market. Strengthening of the competitive fight pushes the participants of the air-transport market to use all available instruments for an increase of the competitiveness. One of such instruments is the brand. There is a lot of works devoted to a brand in scientific literature. The brand is the central theme in D. Aaker, E. Yokhimshtayler, J. Miller, V. N. Domnin, S. A. Starov's works and the others. However it is, not enough, works devoted to the problems of formation and use of a brand by the airlines and the works affecting the application of scenario approach in the management of the airline’s brand are practically absent. In this connection there was a need of research of the questions concerning the use of scenario approach in the management of a brand.

The purpose of this article is a research of scenario approach as one of the methods of management of the airline’s brand.

Realization of the goal predetermined the need of solution of the following tasks:

 identification of the main motives of use of the scenario approach in the management;

 determination of the value of application of the scenario approach in the management of the airline’s brand;

 justification of application of the two-sector approach in development of the scenarios of development of the airline’s brand.

Aspiration, desire, intention to reach in the future a successful state is the cornerstone of scenario approach. Because of the aspiration positively to influence succession of the events there is a need of creation of the scenarios of future development. For forecasting of the development of difficult systems by the first Herman Kan in the 50th of the XX century began to use scenarios [2, p. 85]. Scenario approach can be characterized as a strategic planning with several scenarios of development which act as the most probable pictures of the future.
"… Scenario is the dynamic existential structure consisting of the events which are connected among themselves by a set of connections (purposes). The set of purposes can be determined as a set of alternatives both of separate stages, and for the all scenario in general. Besides, the scenario is one of the ways of removal of that uncertainty which accompanies the process of forecasting and decision-making, and also the way to reform uncertainty of the future in the partially operated from the person making the decision (further – the decision-maker), process [4, 1, page 65]. Scenario approach increases the value and suspension of the made decisions, improving, thus competitive positions of the company.

The value of application of the scenario approach is in the management of the airline’s brand that this approach allows the airlines use more effectively all opportunities of development of their brand. As the main functions of a brand are identification and differentiation of goods and (or) services of one seller from another, brands of the airlines first of all have to care that their brands have to be correctly identified (in the sphere of air-transport services, owing to specifics of the branch, this function is reached quite easily because of natural restriction of the participants of the market) and are classified in relation to other participants of the market. Differentiation means classification of participants of the market on various categories. Possible classification of the airlines is presented in the table 1.

Table 1
Classification of the airlines
	On the nature of performance of flights
	Traditional
	Budgetary

	International
	Airline A
	Airline B

	Internal
	Airline C
	Airline D


Source: it is made by the author

Consumers of services of the airlines have to classify correctly a brand of the airline, and then the range a brand of this airline favorably for the owner of a brand. As the airlines strongly depend on the market condition, and also on the dynamics of macroeconomic indicators, they have to provide all possible options of influence of the all-economic risks on differentiation of brands in the sphere of the air-transport services.

Definition of a position of this or that brand is positioning of a brand. Positioning directly influences the demand. Scenario approach in the management of the airline’s brand has to assume the development of scenarios of demand for the services of the airline. By drawing up the scenarios of demand for the services of the airline all possible factors influencing its size have to be considered (both negative, and positive). Drawing up the scenarios of demand isn't the final act of the development of scenarios of development of the airline yet. Scenarios of the demand need to be correlated to the scenarios of the offer of the airline. Only in this case it is possible to speak about the full strategic planning of development of the airline’s brand with the application of scenario approach.

Thus, the scenario approach has to contain two-sector approach to the development of scenarios of the development of the airline’s brand in the management of the airline’s brand. It is necessary to develop scenarios for the each separate sector, and eventually, – to correlate and group the most probable scenarios of development of the supply and demand. As the main difference of development of scenarios for these two sectors the subject of scenario will act. In the first case it will be the demand, and in the second – the offer.
It is necessary to develop the operational, short-term, medium-term and long-term scenarios for the offer.

Operational scenarios are developed by the deficiency of time which is characteristic for decision-making in the emergency situations. They help to facilitate the decision-making process, having formalized the options of development of the situation. As the scenario in these cases the offer of the airline directed on the achievement of specific goals acts. The purposes can be various, but pursue one mission – transportation of passengers and freights. As a rule, operational scenarios are developed while integrity of the offer of the airline for different reasons is broken (technical malfunction of the aircrafts or the land terminals of service of the aircrafts, arrest of the assets of the airline for debts, including aircrafts etc.). On the basis of operational scenarios it is possible to reach the current problems of positioning.

Short-term scenarios pay off on prospect throughout which it isn't expected essential quantitative changes of the offer of the airline. High-quality change of the offer in a short-term outlook can threaten economic and financial stability of the airline. Key indicators in the scenarios of this type are commercial loading of chairs and a cost of fuels and lubricants.

In the medium-term prospect scenarios of quantitative and high-quality change of the offer are developed.

Long-term scenarios are directed on the conceptual description of development of the airline. All previous scenarios have to be connected with the long-term. Detailed description of the development leading to this or that scenario is in that case provided.
Scenarios of the development of demand also should be subdivided on quick, short-term, medium-term and long-term.

Division into two sectors still can be justified with that in the sector of demand is more expedient to apply the search forecast. And in the offer sector more pertinently to apply the standard forecast. Thus, already at an initial stage of development of the scenarios of development of the airline’s brand the problem of application of search or the standard forecasting is fixed.

By the scenario approach it is very important to find a point of bifurcation after which there is a sharp change of parameters of the system and the new direction of development is determined. In the sector of supply and demand of a point of bifurcation can not coincide. Because of it the all picture of the future will be distorted.

By the means of the offered approach of management of a brand (at various options of development of the future) the airline will increase the economic stability. It will allow depart from the orientation of development to one scenario which is carried out by the compulsory strategic planning.
By the scenario approach of management of a brand it is necessary to be guided, at least, by two alternative scenarios of development of the airline: inertial and strategic. We will submit the table of the possible qualitative characteristic of the main scenario conditions of development of the airline (tab. 2).

Table 2
Qualitative characteristics of the main scenario conditions of development 
of the airline
	Scenario condition
	Inertial scenario
	Strategic scenario

	All-economic
	Inertial social and economic dynamics
	Active modernization of economy

	
	Average growth rates (decrease) of GDP
	High growth rates (decrease) of GDP

	
	Stabilization of an employment rate of the population
	Fluctuations of an employment rate

	
	Moderate fluctuations of a rate of refinancing
	Fluctuations of a rate of refinancing

	
	Moderate growth rate (decrease) of inflation
	Sharp growth rate (decrease) of inflation

	All-economic
	Stable level of prices for fuels and lubricants
	Fluctuations of the level of prices for fuels and lubricants

	Branch
	Average growth rates (decrease) of volume of transportations
	High growth rates (decrease) of the volume of transportations

	
	Moderate (traditional) consolidation of transportations
	Strong consolidation of transportations

	
	Limited access to modern technologies
	Free access to the most advanced technologies

	Internal
	Average growth rates of operational efficiency
	High growth rate of operational efficiency

	
	Extensive expansion of a route network
	Intensive expansion of a route network

	
	Passive investment policy
	Active investment policy


Source: it is made by the author.
"… Considering versions of the future, acting as its "rehearsal", scenarios allow avoid surprises, promote adaptations to the situation in the conditions of uncertainty " [3, p. 167].

In general, it should be noted that scenario approach reduces the level of entropy (uncertainty), reduces risks by the development of the plans of action in a case of approach of this or that scenario.

Summarizing all aforesaid, we will note that the scenario approach increases stability of the airline as the basic opportunities of this or that scenario are put in a development strategy. The airline becomes ready to the approach of this or that scenario. 
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