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Режим инфляционного таргетирования предоставляет большую сво-
боду и гибкость действий центрального банка для достижения целевых 
ориентиров по инфляции. Данный режим более прозрачен для общест-
венности и эффективен в снижении волатильности и инерционности ин-
фляции, а также стабилизации темпов долгосрочного экономического 
роста, что всегда актуально. 
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This paper is a case study reporting of the strengths, weaknesses, opportunities and 
threats (SWOT) analysis technique. The paper provides qualitative data to evaluate alterna-
tive competitive strategies in order to determine the best one for given business setting. 
The proposed SWOT methodology was implemented for «Belavia – Belarusian Airlines». 
Particularly for national air carrier the development of a competitive strategy is currently 
indispensable. Being a monopoly on the national market «Belavia» nonetheless faces a 
fierce competition from European airlines, which surpass it both in the amount of opera-
tions performed and the quality of services provided. This study aims at providing evi-
dence of how successful implementing of such a strategic tool as SWOT analysis can help 
to analytically determine key priorities that a company should pay special attention to. As a 
result the most suitable competitive strategy for «Belavia» was determined and specific 
measures that can improve the firm’s performance were proposed. The results showed that 
the SWOT analysis is a viable and highly capable methodology that provides invaluable 
insights for strategic management decisions, and can also be used as an effective tool for 
other complex decision making processes. 
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The competition of airlines concerning an effective use of their assets, the 
quality of services provided and prices makes companies search for new ap-
proaches to strategy development. Regarding «Belavia», development of 
measures aimed at creating competitive advantages and contributing to the ef-
fective development of the air transportation industry in Belarus is becoming 
urgent. 

An irreplaceable and powerful tool for an assessment of a company's com-
petitive position in the industry is SWOT analysis. It is often used by top-
managers to design a development strategy and formulate specific directions 
for its implementation. 

SWOT analysis allows to identify external threats and opportunities for the 
company as well as to detect its strengths and weaknesses. When formulating 
a competitive strategy the firm tries to win on its strengths and eliminate the 
weaknesses. Experience shows that the results of such an analysis make it 
possible to conduct a full-scale and – what is very important– rather objective 
assessment of the company's competitive position in the industry. 

To make the most of SWOT analysis it is recommended to follow 3 basic 
rules: 

• Rule 1. It is vital to understand the difference between SWOT 
elements. Strengths and weaknesses are internal features of the company, 
therefore, controlled ones. Opportunities and threats are the characteristics of 
the market environment meaning they are not subject to the influence of the 
organization; 

• Rule 2. Strengths and weaknesses have to be perceivedas advantages 
and vulnerabilities by the external environment, not the company’s 
management; 

• Rule 3. It is necessary to be impartial and use a variety of input 
information. SWOT analysis is not just an enumeration of managerial 
suspicions – it should be based as much as possible on objective facts and 
reliable research data [0, p.118]. 

In autumn of 2017 «Belavia» carried out a survey among its passengers 
and those of its competitors to collect quantitative data with following proc-
essing and analysis. Average respondents’ assessments for each item under 
research were obtained, which helped to identify the factors influencing the 
opinion of airservice consumers most strongly. Afterwards it became possible 
to identify strengths and weaknesses of the airline. Adding the results of ex-
ploring the industry and the external environment of the organization we can 
create a matrix of SWOT analysis highlighting the most significant factors of 
influence (Table 1). 
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Table 1 
The SWOT matrix of «Belavia» 

Internal 
factors 

Strengths 
S1 Punctuality in meeting the 

timetable 
S2 Safety (reliability) 
S3 Cabin crew work 

S4 Professional flight crew 
S5 Safety of luggage 

Weaknesses 
W1 Comfortable passenger compartment 
W2 Ticket prices & discounts and special 

offers 
W3 Baggage allowance policy 

W4 Focus on people 
W5 Service according to international 

standards 
W6 Check-in procedure 

W7 Service on board 
W8 Ease of e-booking 

W9 Loyalty system 

External 
factors 

Opportunities 
О1 Absence of the direct com-

petitors in Belarus 
O2 Limited entry into the industry 
O3 Consumers’ attitude to com-

fort during flights 
O4 Reliable aircraft supplier 

(Boeing, Embraer) 
O5 The increasing role of the Inter-

net in consumers’ everyday life 
O6 Increase in surface transport 

prices 

Threats 
T1 Growth in the popularity of low-cost 

airlines 
T2 Low customer solvency 

T3 Decrease in the market price of air 
transportation 

T4 Increase in aviation kerosene prices 
T5 Presence of indirect competitors 

(cheaper modes of transport: railways 
and motor transport) 
T6 Market volatility 

 

According to M. Porter, every company can choose one of three competi-
tive strategies: leadership in costs, differentiation and leadership in the niche [2]. 

Speaking of the air transportation industry we can see that the low-cost op-
erators have decided to reduce their expenses to a minimum amount and offer 
the lowest ticket prices, which helps them to ensure maximum loading of the 
aircraft and leads to the desired profit. On the other hand, premium-class air-
lines focus their efforts on the highest quality service for a lot of money, 
thereby covering high costs of the service. Meanwhile, small airlines are try-
ing to make the most of detailed knowledge of several routes to provide 
cheaper services than the ones offered by their large international competitors 
[3]. Some firms do not use any of the above strategies– needless to say that 
such companies get low profits and will not stay long on the market: a clear 
competitive strategy is the key factor distinguishing winners from losers. 

After a close look at «Belavia» it is not difficult to determine that its main 
orientation goes on a consumer with rather low sensitivity to price. Therefore, 
target segment is represented by consumers with an income level above aver-
age, preferring to travel with comfort. Positioning in this case should be for-
mulated as following: a relatively expensive airline with high standards of 
service, adhering to the policy of keeping passengers loyal as long as possible. 
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Therefore, the most appropriate strategy for «Belavia» is a focus strategy with 
product differentiation. 

During the survey among customers it was revealed that the main factor 
determining the choice of an airline made by passengers insensitive to the 
price is quality of service. In many ways «Belavia» lags far behind European 
standards. Therefore, the main emphasis should be made on improving the 
quality of service both on board and on the ground in order to maintain cus-
tomer loyalty, placing quality, comfort and flight safety above the price. 

As for competing with other modes of transport, it is advisable to adhere to 
the strategy of cost leadership which can bear fruit given one of the com-
pany's possibilities – the rise in prices of surface transport. For short flights 
(to nearby countries) «Belavia» should find the opportunity to reduce prices 
to such an extent that they can compete with prices of bus and railway trans-
port. For example, the allocation of certain flights to inexpensive airports with 
low airport fees is appropriate for attracting passengers more sensitive to price 
rather than to the time of flight. 

Taking into account the SWOT matrix of «Belavia» as well as all feed-
backs, suggestions and comments made by the airline's clients, the following 
specific measures can be proposed to strengthen the competitive position of 
the organization (Table 2). 

Table 2 
Strategic measures recommended for «Belavia» 

S W

O 

Introduce new directions of flights 
Maintain flight safety at the highest 

level 
Improve loyalty system «Belavia-

Leader» by introducing more flexi-
ble policy of premium points accu-

mulation 

Improve such client-oriented values as «focus 
on people», «sense of comfort» (training for 

flight attendants) 
Increase the overall comfort of flights (pro-
vide children during the flight with pencils, 
paper, etc., increase the number of rugs and 

pillows on board) 
Increase gradually the perception of such 

brand characteristic as «service according to 
international standards» using technology 

«the mystery passenger» on flights of com-
peting airlines with high service indicators 

Make the process of online registration easier, 
develop a mobile version of the website with 

the possibility of mobile registration 

T 

Build a complex of communication 
with the consumer basing upon an 
emotional linkage to the brand. For 
example, selling of souvenirs with 

the company logo «Belavia». 
Introduce more of low-cost routes 

for a low-income segment 

Increase the number of promotions, system of 
bonuses 

Improve baggage allowance policy 
Implement a strategic planning system 

Provide an opportunity to exchange tickets 
and make a refund on one’s own 

Implement a currency risk hedging and fuel 
hedging policy 
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All proposed measures are designed to attract more passengers and regular 
customers in particular, to stabilize the economic development of the airline 
and to ensure the effective development of the industry as a whole. 
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В современном развивающемся мире, с непрерывно увеличивающей-
ся ролью торговли все большее значение играет и логистика. С каждым 
годом роль этой отрасли становится все более ощутимой. Одни страны 
являются лидерами в развитии логистики, в то время как в других о та-
ком явлении еще рано говорить в принципе. Для оценки уровня развития 
логистической сферы отдельных стран Всемирным банком совместно с 
университетом г. Турку в Финляндии в 2007 г. была разработана система 
определения степени развития логистики [1]. 

В основе этой системы лежит понятие индекса LPI – Logistics Per-
formance Index (индекс эффективности логистики). Данный показатель 
рассчитывается на основе опросов разного уровня логистических опера-
торов, а также транспортно-экспедиционных компаний. Анализ в значи-
тельной степени зависит от количества и структуры выбранных респон-
дентов. Опрос включает в себя две части. В первой части участники оп-
роса оценивают эффективность логистической системы страны по пяти-
балльной шкале в отношении восьми стран, с которыми они сотрудни-


