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Abstract 

As a result of globalization and developing welfare levels, it is seen that the demand for air travel is 
increasing among transportation preferences. Airline companies, like organizations operating in other 
sectors, strive in various fields to gain an advantage in a tough competitive environment. Surviving 
despite many negative and shocking events, from pandemics to financial crises, from protests to social 
media movements, is a matter of "reputation". Considering that reputation is one of the most valuable 
assets of an organization, this issue requires professional and sensitive management for organizations. 
In today's world where people are more sensitive to environmental problems and there are 
disadvantaged groups such as disabled people and social problems such as poverty; organizations that 
want to have a positive and strong reputation are expected to implement social responsibility beyond 
providing quality products and services. This expectation shows itself in internationally accepted 
reputation reports such as RepTrak, and social responsibility activities appear as one of the reputation 
criteria. In this study, reputation management will be mentioned, a conceptual framework will be drawn 
on the issue of social responsibility activities as a corporate reputation tool in the aviation sector, and 
the most reputable and best airline companies will be examined in terms of social responsibility 
practices according to the research made by RepTrak and Skytrax. 

Keywords: corporate reputation, social responsibility, aviation industry  

 

INTRODUCTION 

The aviation industry is among the most used service industries in the world. According to the data of 
the International Air Transport Association, as of 2019, the number of passengers who prefer airlines 
has increased almost three times compared to 2000 and exceeded 4.5 billion (Walsh, 2021:5). In addition 
to these inspiring figures, the share of the aviation industry in the country's reputation is an indisputable 
fact today, where borders are gradually disappearing and intercultural interaction has reached its peak. 
For example, airports are one of the symbols of reputation that give an idea about the development levels 
of the cities and countries they are located in (Çiçek, 2019: 20). In addition to airports, the airline service 
process, which basically takes place in three stages, from the performance of the flight crew to the 
ground services, including pre-flight, flight process and post-flight actions (Canöz, 2015: 83), is the first 
contact of foreign passengers with the country and culture. For this reason, effective and successful 
management of reputation has a special importance in the civil aviation industry, which is a service 
sector. Increasing demand for air travel has also increased competition among airlines. To be preferred, 
airlines must offer more than quality as passengers with alternative options have become sophisticated 
consumers with better value for money. When the literature was searched, the only reason for preference 
was not the price; there are studies showing that factors such as service quality, crisis management, 
financial soundness, responsible leadership, image and finally corporate reputation emerge as factors 
that provide competitive advantage (Cocis et al., 2021:2150; Song et al., 2019:3302; Kijpanjasub and 
Jitkuekul), 2019: 205; Varma, 2021: 29; Koçoğlu, 2018:109; Graham and Bansal, 2007:189; 
Canöz,2015:87; Samsunlu, 2019:87). 

Corporate reputation, which is a global impression that reflects the perception of a collective stakeholder 
group such as customers, employees and investors, is one of the most important antecedents of firm 
success in competitive markets, including various service areas (Keh and Xie, 2009:733). The concept 
of reputation, which is the focus of this study, is a value that attracts more and more attention with each 
passing day, on which many studies have been conducted in academic circles. 
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A firm's reputation does not accumulate over time, but it requires special efforts to maintain its existence. 
From this point of view, airline companies actively engage in efforts to build, maintain and manage their 
reputations. Although there are studies on the reputation of airlines used by billions of people on an 
annual basis, they have not reached a sufficient level yet. For this reason, in order to contribute to the 
field, after focusing on the concept and management of reputation in this study, reputation management 
in the aviation sector was explained and then, 3 airlines that are among the 100 most reputable companies 
according to the RepTrak 2021 reputation report, and the top 4 airline companies in the world for 2021 
determined by Skytrax were investigated in terms of corporate social responsibility. Web sites of Qatar 
Airways, Singapore Airlines, ANA All Nippon Airways, Emirates and Lufthansa and their annual 
reports were analyzed in order to determine social responsibility activities. 

 

1. AVIATION INDUSTRY AND CORPORATE REPUTATION MANAGEMENT 

Corporate reputation has become an important communication issue with the examination of 
stakeholders and their perceptions towards the institution. Corporate reputation is generally known as 
an intangible asset and is perceived as closely related to the survival and sustainability of an organization 
(Tay, Chan and Hasan, 2020:758). Corporate reputation is the counterpart of the trust created by an 
organization in the sector (Kadıbeşegil,2018:59), the general evaluation of its position among other 
companies in the eyes of key stakeholders (Fombrun and Shanley, 1990:233). To be liked and 
appreciated by the target audience. Peltekoğlu (2016:419) defines reputation as an intangible value that 
occurs as a result of the reflections of an organization's products and services, including concepts such 
as corporate image and brand equity. Wiedman and Buxel (2005:146); corporate reputation, all relevant 
stakeholders, a company's performance, products, services, people, organizations, etc. They define it as 
the sum of their perceptions and evaluations about the company and the respect for the company arising 
from each of these factors. To summarize, based on these and similar definitions, corporate reputation 
is the sum of the general perception created by an institution in the society as a result of all its past 
actions, products and services, and the intangible values that society imposes on the institution. 
Reputation management, on the other hand, is the examination and measurement of this intangible 
equivalent of the institution in the society, strengthening it by using various strategies and directing it in 
line with the objectives of the institution. Griffin (2008:11) defines reputation management as the 
regulation and use of public relations practices for the promotion and protection of the sole brand owned 
and equates reputation with the concept of being a "brand". Academics and administrators believe that 
a good reputation is the most valuable intangible resource of an organization for the following reasons 
(Gök and Özkaya, 2011:53): 

strengthens stakeholders' belief that the organization will survive, 

- provides a competitive advantage, 

- supports the target audience to develop trust. 

It maximizes its ability to offer products and services with high added value. Corporate reputation 
emerges as a response to all corporate activities, including products and services, and in this respect, it 
is expressed in the general corporate appearance (corporate design), in all communication activities 
(corporate communication) and in the behavior of all members of the company (corporate behavior). 
reflects the identity. 

Corporate efforts to build reputation can produce desirable stakeholder-based results, motivate 
consumers to purchase the company's products, attract high-quality employees, encourage outside 
investors, win the praise of local communities, and help retain key transaction partners such as suppliers 
and distributors. Cohen, 2007:280; Fombrun, 1996). The relevant literature indicates that a company's 
reputation should be managed professionally in line with these goals in order to become a force that will 
create a sustainable advantage in a fierce competitive atmosphere and to fully realize its potential to add 
value to or increase the value of the institution (Fombrun, 1996; Fombrun & van Riel, 2004; van Riel, 
1995).  This task includes sourcing, production, distribution, financing, human resources, etc. It requires 
the existence of more or less integrative and long-term concepts within the framework of integrative 
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reputation management, which should cover all areas of management, including (Wiedmann and Buxel, 
2005:146). 

Planning, implementation and control of a corporate image mix (corporate behavior, communication 
and design) consisting of a combination of internal and external image in relation to creating and 
maintaining a sustainable corporate reputation is the focal point of reputation management (Wiedmann 
and Buxel, 2005:148). 

Although being economically strong with the products and services offered is important for gaining 
reputation, it is not enough on its own. To comply with ethical rules, to be sensitive to the needs of the 
society and the environment and to be socially responsible (Solmaz, 2011:89), to find permanent 
solutions to problems, to take into account customer satisfaction by adopting an innovative approach, 
and to ensure that all these proceed in a consistent line with each other is a positive and permanent 
solution. It is very important for corporate reputation. When firms successfully manage reputation-
related factors, such as ethical behavior, integrity, environmentally friendly practices, and attention to 
consumer demand, they have a strong competitive advantage and suffer when they fail to manage these 
factors (Caudron, 1997:13).When we look at the world's leading reputation researches and criteria, the 
criteria of the Financial Times and Fortune magazine, which draw attention to acting responsibly and 
staying positive no matter what, come to the fore. 

The Financial Times lists its reputation criteria as being the most respected company in its sector and in 
the world, providing the highest value to its shareholders, offering the most creative/innovative products 
and services, performing the most effective corporate governance, and having the highest level of social 
responsibility (Kadıbeşegil, 2018). :117). 

 

Fortune Magazine Reputation Criteria 

• Management quality 

• Product and service quality 

• Financial calm and soundness 

• Long-term investment value 

• Use of institutional resources 

• Creativity and development 

• Human resources quality and continuity 

• Social responsibility 

• Global vision and integration with international markets 

 

According to the RepTrak 2021 report, there are 7 main areas that shape corporate reputation; 

-Products and Services, 

-Innovation, 

-Workplace, 

-Management, 

-Citizenship (social responsibility, sponsorship, etc.) 

-Leadership 

-Performance perception. 
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According to the RepTrak 2021 reputation report, the airlines that are among the 100 most reputable 
companies are as follows (Global Rep Trak 2021); 

 

 
 

It is very important to establish a good reputation and find ways to protect it so that the corporate 
reputation of airline companies can directly affect the brand image, price, perceived service quality 
and brand preference. 

 

2. CORPORATE SOCIAL RESPONSIBILITY 

Just like in other industries, companies are affected when the differentiation factor between companies 
competing in the same industry disappears in the aviation industry. Social activities of airlines can affect 
consumers' purchasing decisions. When airlines offer equal opportunities in many other areas, 
consumers can choose an airline that strives to contribute to society. In this respect, positive corporate 
reputation management returns to the company as profit. Airlines, which both create a healthier society 
and do not want to be left behind in economic terms under these conditions, have to engage in CSR 
activities in order to build their reputation or protect their existing reputations (Seo and Park, 2017: 66). 
Whether an organization is viewed as a global citizen is critical to its corporate reputation. RepTrak 
defines citizenship as acting responsibly to protect the environment, having a positive impact on society 
and supporting good causes (Global RepTrak2021). Today, the airline industry has significant impacts 
on the social, economic and natural environments. With the significant growth and development in the 
airline industry, companies and organizations operating in the sector were asked to minimize the 
negative effects they cause and increase their positive effects on society. This trend has brought with it 
an increase in CSR activities carried out by airline companies and organizations (Chen et al., 2012:49; 
Park, 2019:216). Chen et al. developed a scale that they define as ASR (Airline Social Responsibility) 
as “an airline's responsibility to its stakeholders as a social citizen”. The responsibility of an airline 
company to its stakeholders as a social citizen can be listed as follows  

(Chen et al., 2012); 
• An airline must provide a safe and reliable transportation service. 

• An airline must provide a safe working and business environment to ensure the safety of its 
employees and customers. 

• An airline's advertisements or promotions must not be deceptive. 

• An airline should establish a complaints system to resolve consumer issues. 

• An airline must volunteer in times of disaster, such as rescue, transportation and supply. 

• An airline should strive to reduce pollution from its business operations. 

• An airline must conduct its business activities in accordance with legally established environmental 
policies. 

• An airline should use renewable energy and reduce the amount of energy consumed for ground 
handling. 

• An airline must spend a fixed amount of profits on philanthropic activities. 

• An airline should encourage its employees to participate in voluntary services and involve them in 
their personal responsibilities. 
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3. ANALYSIS 

3 airlines that are among the 100 most reputable companies according to the RepTrak 2021 reputation 
report,  and the top 4 airline companies in the world for 2021 determined by Skytrax were investigated 
in terms of corporate social responsibility. Web sites of Qatar Airways, Singapore Airlines, ANA All 
Nippon Airways, Emirates and Lufthansa and their annual reports were analyzied in order to determine 
social responsibility activities. 

3.1. Qatar Airways 

Qatar Airways is a Qatar-based airline founded in 1997. Social responsibility activities determined in 
the study as follows. 

-Qatar Airways supports the "Educate A Child" program, which aims to significantly reduce the number 
of children deprived of their basic right to education worldwide. 

- Qatar Airways supports the Children's Brain Tumor Foundation (CBTF) in research and education to 
treat children with brain and spinal cord tumors and to improve their long-term quality of life. 

- Qatar Airways has been named Official Airline of Orbis UK, a global blindness prevention charity, for 
a period of two years from September 2015. 

- Save the Dream (International Center for Sports Safety), a globally recognized not-for-profit 
organization for sports safety sponsored by Qatar Airways, plays an increasingly integral role in the 
addressing critical issues in sports such as corruption, betting fraud and transparency, as well as event 
safety and venue security issues.  

3.2. Singapore Airlines 

- Singapore Airlines supports the Singapore Children's Association in terms of corporate finance and 
employee volunteering. 

-With the Flying High with Singapore Airlines program, Singapore Airlines pilots motivated children 
to take an interest in aviation by holding a 2-hour "flying" course for the Singapore Children's 
Association at the Avenue Sports Hub. 

-Singapore Airlines, with the support of local staff, not only taught bowling techniques to children, but 
also aimed to improve their collaborative skills with the bowling day event they organized for the 
Singapore Children's Community. 

- Singapore Airlines is part of the SIA Charity Run, held on November 2, 2014 at the F1 Pit Building. 
The SIA Charity Run has raised a total of $1.22 million, with the SIA Charity Gala raising a total of 
$2.5 million for the SIA group Community Chest. 

- Singapore Airlines partners with international humanitarian organizations, corporations and generous 
donors to support disaster relief efforts by transporting critical aid shipments such as food supplies, 
tents, blankets and medicines to victims in disaster areas. 

3.3. Ana All Nippon Airways 

- Acclaimed for its corporate stance emphasizing environmental initiatives and social contributions, 
ANA Group is the first airline to be recognized as an Eco-First Company under the Eco-First Program 
established by the Airline Ministry of Environment. It was also the first company to receive the Eco-
First Company title in the airline and transportation sectors. 

- ANA became the first Japanese company to participate in the Blue Number initiative, a project aimed 
at creating ethical and transparent food supply chains and protecting employees, due to the growing 
global concern for food safety and traceability. By participating in this event, ANA aims to provide its 
passengers with reliable food products and further strengthen the management of the supply chain for 
all food-related services. 

 - ANA is focused on promoting diversity and inclusion to improve both customer service and the 
workplace environment for employees. Taking another step to highlight this effort, ANA expanded the 
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benefits of the frequent flyer program to the LGBT community in 2016 and also established a new 
counseling service for LGBT employees. 

3.4. Emirates 

- As part of the Emirates Group, Emirates airlines have emphasized their responsibility to the society 
and environment they serve. 

Emirates have always been involved in larger scale businesses, whether it's building schools in emerging 
markets, doing philanthropy or reducing their carbon footprint in the air cargo industry to improve the 
quality of life for future generations. 

- They state that they understand the importance of benefiting communities as much as they are in the 
business of facilitating trade. They also assist the industry in tackling the supply chain of the illegal 
wildlife trade, recognizing the threat posed by the illegal wildlife trade to ecosystems and endangered 
species. To this end, the Emirates Group partners with governments and global companies under the 
“United for Wildlife” programme. 

- The Emirates Airline Foundation focuses specifically on children trapped in extreme poverty, with a 
focus on providing basic needs such as food, medicine, shelter and education to disadvantaged children. 

3.5. Lufthansa 

In a social context, “diversity” is one of the keywords for Lufthansa. According to Lufthansa, employees 
with their wide range of competencies and their daily performance at work make a decisive contribution 
to the success of the company. It is therefore of the utmost importance to Lufthansa that all employees 
are appreciated, regardless of gender, origin, age or physical ability. Intercultural competence plays a 
key role in the Lufthansa system. Founded by Lufthansa employees, the HelpAlliance organization has 
carried out 14 development aid projects in various countries around the world since 1999. HelpAlliance 
supports projects around the world, from bush hospitals in Kenya and Nigeria to an educational and 
entertainment project for children in the “Smoky Mountain” dumps, from orphanages in Nigeria and 
Brazil to street children projects in Thailand, India, Germany. 

In the area of environmental care for its operations, in the context of environmental protection, Lufthansa 
has noticeably reduced its noise and pollutant emissions. In the field of nature protection, it cooperated 
with national and international NGOs and contributed to intensifying the dialogue between economy 
and ecology. 

 

CONCLUSION 

Reputation, which is the result of many factors, from the communication behaviors of organizations in 
crisis situations to the extent to which they behave responsibly towards the environment and society, 
from treating their employees equally to sponsorship activities, emerges as a basis for the continuation 
of the institutions. In particular, companies operating in the aviation industry, which is a high-budget 
sector, need to make great efforts to strengthen and protect their reputation on the way to becoming a 
brand. Although providing quality products and services is one of the cornerstones needed for positive 
reputation, social responsibility studies should be integrated into reputation management processes with 
an innovative perspective in line with the changing needs and expectations of today's consumers. Like 
RepTrak, annual metrics that identify the most reputable companies, such as RepMan, also emerge as a 
driving force in reputation competition, emphasizing the importance given to corporate reputation 
around the world. In the light of these examples, it can be said that as in the other industries, corporate 
social responsibility is important in aviation industry. Of course, there are lots of advantages of social 
responsibility for societies, but it is vital also for companies in order to have a strong corporate 
reputation. As a result of the analysis, it is seen that the most reputable and successful airlines are 
companies that are closely related to social responsibility and have a high sensitivity to social issues. 
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