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Abstract

Press releases are frequently utilized tools, typically prepared by public relations departments to notify the
public and the press about important developments. Press releases are essential in public relations for announcing
newsworthy items, such as product launches, quarterly earnings, mergers, or important updates. As in various fields,
digitalization has changed and transformed some tools and methods in public relations. However, press releases, one
of the oldest public relations tools, are still used by organizations' communication departments for the same purposes.
Due to digitalization, press releases are now posted on businesses' websites and social media pages. This study
analyzed the press releases published by the four airlines on their corporate websites. The primary purpose of the
research is to determine the type of press releases and how they align with public relations objectives. For this purpose,
all press releases issued by four airline companies in 2023 were analyzed using content analysis. In this context, it was
determined that airline companies issued press releases in nine different categories. These categories are press releases
named public announcement, new route, corporate social responsibility, financial - earnings, innovation and
technology, new partnership, award announcement, product-service launch, and sponsorship. As a result, in addition
to informing the public, it has been determined that these press releases serve various purposes, including marketing-
oriented public relations, investor relations, fostering a positive image and reputation, and corporate social
responsibility.
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DIiJITAL HALKLA ILISKILERDE ONLINE BASIN BULTENLERI:
HAVAYOLLARININ BASIN BULTENLERINE DAIR BIR INCELEME

Oz

Genellikle halkla iliskiler departmanlar1 tarafindan kamuoyunu ve basini 6nemli gelismelerden haberdar
etmek amaciyla hazirlanan basim biiltenleri siklikla kullanilan araglardan biridir. Uriin lansmanlari, sirketlerin kazang
ve kayiplari, birlesmeler veya 6nemli glincellemeler gibi haber degeri tasiyan konular1 duyurmak i¢in hazirlanan basin
biiltenleri, etkili bir halkla iligkiler aracidir. Dijitallesme, bir¢ok alanda oldugu gibi halkla iligkilerde de baz1 arac ve
yontemleri doniistiirmiistiir. Bununla birlikte en eski halkla iliskiler araglarindan biri olan basin biiltenleri, kuruluslarin

iletisim birimleri tarafindan halen ayni1 amaglarla kullanilmaktadir. Dijitallesmeye bagl olarak basin biiltenleri artik
isletmelerin web sitelerinde ve sosyal medya sayfalarinda yayilanmaktadir. Bu ¢alismada dort havayolu sirketinin
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kendi kurumsal web sitelerinde yayinladiklari basin biiltenleri ele almmistir. Aragtirmanin temel amaci basin
biiltenlerinin tiiriinii ve bunun halkla iligkiler hedefleriyle nasil ortiistiigiinii belirlemektir. Bu amag¢ dogrultusunda,
dort havayolu girketinin 2023 yilinda hazirladigi tiim basin biiltenleri i¢erik analizi kullanilarak incelenmistir. Yapilan
analiz sonucunda havayolu sirketlerinin toplam 9 farkl: kategoride basin biilteni yayinladig: tespit edilmistir. Bunlar
kamu duyurusu, yeni rota, kurumsal sosyal sorumluluk, finansal-kazang, yeni ortaklik, inovasyon ve teknoloji, 6diil
duyurusu, iiriin - hizmet lansmani ve sponsorluk isimli basmn biilteni kategorileridir. Sonu¢ olarak bu basin
biiltenlerinin kamuoyunu bilgilendirmenin yani sira, pazarlama odakli halkla iliskiler, yatirimer iliskileri, olumlu imaj
ve itibar olusturma, kurumsal sosyal sorumluluk gibi ¢esitli amaglara hizmet ettigi belirlenmistir.

Anahtar Kelimeler: Dijital halkla iliskiler, basin biiltenleri, havayolu
Introduction

The Public Relations Society of America (PRSA) defines public relations (PR) as "a
strategic communication process that builds mutually beneficial relationships between
organizations and their publics” (2024). Regarding public relations, the word "Public" defines a
community of people with common expectations that the organization needs to consider; that is,
subgroups with a direct or indirect connection to the organization (Peltekoglu, 2016, p. 178). The
publics of PR in this context are target audiences like environmental relations, employees, potential
employees, suppliers, service providers, investors, distributors, consumers, and opinion leaders
(Okay and Okay, 2016, pp. 286-289). PR includes activities like maintaining a positive reputation,
enhancing brand awareness, managing crises, and fostering relationships with key audiences. In
this regard, public relations experts must build strong rapport with the media, serve as content
sources, and keep them updated on the campaigns they are working on (Rodsevich, 2022). Thus,
press releases are an indispensable tool for building solid relationships with the media and
achieving desired goals. Whether launching a new product, announcing a significant milestone, or
sharing important news, a well-crafted press release can help an organization capture the attention
of journalists and get its message out to a broader audience. So, it is thought that if an organization
wants to impact and reach its target audience, it shouldn’t underestimate the power of a well-
written press release. It's an investment that can pay off big in terms of media coverage, brand
visibility, and overall success.

Public relations (PR), which has a much older history, became a significant profession in
the 1900s. Various techniques and tools have been used since then. J. E. Grunig and L. A. Grunig
(1989, 1992, as cited in Grunig et al. 1995, p.164) identified four typical models of public relations
practice. Press agentry and public information are two types of craft public relations. They form a
continuum that ranges from propaganda (press agentry) to journalism (public information). The
other two types of public relations are professional. They are called two-way models and range
from persuasion (two-way asymmetrical) to conflict management (two-way symmetrical). The
public information model, in which press releases gain importance, includes lvy Lee's public
relations techniques. lvy Lee, a prominent public relations practitioner of his time, believed in
informing the public and demonstrated this belief with the following statement:

“This is not a secret press bureau. All of our work is done in the open. We aim
to supply news. .... In brief, our plan is frankly, and openly, on behalf of business
concerns and public institutions, to supply the press and public of the United States
prompt and accurate information concerning subjects which it is of value and interest
to the public to know about.” (Morris, 2014).

As inferred from the statement above, Ivy Lee's fundamental philosophy is to inform the
public. Therefore, he prepared informative content for the public by using press releases in his
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public relations practices. Since Ivy Lee, press releases have been the most preferred
communication tool in public relations (Peltekoglu, 2016, p. 231). When a railroad accident
occurred, Ivy Lee wrote and distributed the first press release to guide the story and explain the
incident to journalists. The press release received significant media attention and was then
published by The New York Times (Gavin, 2016). In the past, journalists used to create stories
based on the facts they gathered themselves. However, lvy's version of the story was published as
written without any modifications. Since then, the press release has evolved into a standard tool
used by every global communications team (Rodsevich, 2022). Thus, press releases remain a
significant public relations strategy in today's world of press relations.

The evolution of press releases has occurred in tandem with the changes in mass media
from the 1900s to the present. During the period spanning from the 1920s to the 1940s, press
releases were distributed to newspapers and radio stations via mail or telegraph. However, with
the emergence of television in the 1950s and 1960s, press releases underwent an evolution to
include more visual elements, such as photographs and graphics, in order to engage with this new
and exciting medium. As technology continued to advance, the introduction of computers and the
internet in the 1980s and 1990s revolutionized the process of creating, distributing, and publishing
press releases. Electronic distribution enabled news to be disseminated more rapidly and to a
broader audience, making it more convenient than ever for organizations to connect with their
target audience. In the 21st century, the landscape of press releases underwent another
transformation with the rise of social media and online platforms. Today, releases can be instantly
shared with a global audience, often incorporating engaging multimedia elements such as videos
and interactive links (E-releases, 2024). In this regard, changes have occurred in both the
distribution channels and the content of press releases over time.

The importance of digital tools in the field of communication is increasing day by day.
New communication tools have changed and transformed every area where communication is
needed. One of these areas is public relations, and it has been significantly impacted by the
introduction of new communication technologies. In the last two decades, the rise of websites,
blogs, and social media platforms such as Facebook, Instagram, YouTube, and Twitter has
significantly impacted public relations (PR). These digital channels have become increasingly
important in our lives and PR activities. This has been noted by several studies, including those
conducted by Vercic et al. (2015), Wright and Hinson (2017, p.1), Wang et al. (2021), Bernhard
and Russman (2023, p. 1), and Najatu et al. (2024). In this regard, new communication
technologies are influencing public relations activities and leading to the emergence of new areas
of expertise in digital public relations.

In the realm of digital public relations, there is a growing emphasis on specialized areas
such as search engine optimization (SEO) (Chaffey and Chadwick, 2016, p. 502), data analytics,
big data management (Sapience, 2024), and social media monitoring (Prowly, 2024). A 2023
survey revealed that 78% of respondents consider measurement and evaluation to be the most
crucial emerging skills for the future of public relations and communications. Data science and
analytics closely followed, with 71% of respondents deeming it important. Behavioral insights are
also highly valued, with 69% of respondents acknowledging its significance (Global Commtech
Report, 2023). The expertise areas and skills required for digital public relations are also crucial
for creating effective online press releases. In this regard, utilizing SEO can significantly improve
the visibility of press releases on online platforms and make them more appealing to a specific
target audience (Cision, 2024). Press release content can be more reliable by utilizing big data and
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data analytics (Businesswire, 2024). The impact of press releases on digital platforms can be
analyzed by monitoring social media. In this regard, these new areas of expertise are also crucial
for more effective use of press releases.

Digital Public Relations and Press Releases

For more than twenty years, digitalization has influenced public relations (PR) (Vercic et
al., 2015; Wang et al., 2021; as cited in Bernhard and Russman, 2023, p. 1). This is due to the
growing significance of websites, blogs, and social media platforms like Facebook, Twitter,
YouTube, and Instagram. Social media platforms are becoming increasingly prevalent in all areas
of our lives. From sharing news, opinions, and experiences to connecting with people in real time,
these platforms have revolutionized the way we communicate. These platforms have transformed
not only the daily lives of people but also various fields of activity. That’s why various tools and
techniques are now utilized in digital public relations to execute diverse activities for the targeted
audience.

Digital public relations refers to the use of information and communication technologies
(ICT) for cost-effective PR activities in computer-based environments (Herbert, 2005, p. 135). The
aim of digital public relations (PR) is to use online platforms to increase brand awareness and
visibility. Like traditional PR, digital public relations enables an organization to reach a wider
audience in a more targeted and measurable way (Digital Marketing Institute, 2024). Gifford
(2010, p. 63) defines digital public relations as a range of actions that include using journalism
networks, creating an online newsletter to update stakeholders on the organization's activities, and
distributing information via the internet. Therefore, digital public relations refers to PR efforts
conducted through digital channels.

Digital public relations tools include various resources and techniques such as business
blogs, websites, search engine optimization (SEO), online newsletters, instant messaging
applications, and social media platforms (Cataldas and Ozgen, 2023, p. 87). In addition, many of
the classic PR tools from the past, including radio, television, books, newspapers, magazines,
brochures, handbooks, posters, flyers, newsletters, and meetings, can still be used today. Due to
digitalization, some of these tools have changed and are now used as digital PR tools. One of these
tools is online press releases, which remain significant in digital public relations activities.

Based on an investigation of America's most reputable media outlets, press releases are
seen as the most reliable sources of information (Blagojevic, 2024). The research revealed that
people place 42% trust in press releases, 29% trust in spokespersons, 29% trust in business
websites, 4% trust in blogs, and 4% in social media. This highlights the potential for institutions
and organizations to utilize press releases as an effective tool in shaping public opinion through
public relations.

Companies or organizations commonly use several types of press releases to inform the
public. These include new hire press releases, new product press releases, event press releases,
research finding press releases, new venture press releases, award press releases, book publication
press releases, crisis management press releases, product update press releases, acquisition and
merger press releases, product launch press releases, blog post press releases, video news press
releases, rebranding press releases, new partnership press releases, and breaking news press
releases (Advicescout, 2024; Zaremba, 2022). In this context, press releases can be used to inform
the target audience about various topics, depending on the institution or organization's field of
activity.
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Press releases have been used since public relations became a profession. However,
developments in information and communication technologies have transformed press releases.
Due to digitalization, online press releases differ from traditional press releases in several ways.
Unlike traditional press releases, online press releases are prepared and distributed in a format
suitable for digital media environments. These releases are supported by SEO (Search Engine
Optimization) strategies, aiming to rank higher in search engines and reach a wider audience. In
addition, social media integration increases the potential for releases to go viral, allowing messages
to spread quickly (PRweb, 2024). In digital PR, online press releases are used to reach not only
media representatives but also target audiences directly. After submitting a press release, it
becomes accessible to the public through the submission site. This allows companies and
organizations to communicate directly with their audience members rather than depending on
journalists to decide which information is significant enough to share with the public (Mindscape,
2021). Online press releases are usually supported by rich media elements such as interactive
content, videos, infographics, and social media links to attract the attention of readers and
encourage more engagement (Lorenz, 2024). Online press releases are also more cost-effective
than traditional press releases (PRweb, 2024). In this regard, online press releases offer distinct
advantages in terms of distribution medium, interaction, content type, and cost.

Press releases are also important for reputation management since they are controlled and
prepared by the organization or company. While traditional press releases are controlled by editors,
online press releases directly inform both the media and the public about the organization’s
structure, activities, products, and services (Kiling et al., 2018, p. 186). Thus, online press releases
have made the relationship between public relations professionals and journalists ambiguous in
the digital age. Another difference between online press releases and traditional press releases is
that online press releases can be utilized not only in newsrooms but also in social media platforms
(Onat, 2014, p. 67, as cited in Sancar, 2016, p. 89). Despite the limited distribution capacity of
traditional press releases, online press releases can reach a global audience. Because press releases
can be made available to the public online on various digital platforms, especially on institutions'
own websites, they can be accessed from anywhere in the world.

Online press releases have the same purpose as traditional press releases: to make an
announcement. They are also believed to offer various benefits to institutions and organizations
regarding digital public relations, similar to traditional press releases. Digital public relations
involves issuing news releases to inform stakeholders about an organization’s services or updates,
using journalism networks, and disseminating information online (Gifford, 2010, p. 63). In this
way, online press releases in digital public relations continue to serve as a communication tool for
institutions or organizations to inform their target audience. In a nutshell, an online press release
can enhance brand image, help in crisis management, promote products and services, prevent
misunderstandings, attract investors, improve investor relations, increase media coverage, support
B2B marketing, offer global reach, facilitate partnerships, reach niche markets, support corporate
social responsibility initiatives, support digital footprint, etc... (E-releases, 2024). A well-crafted
online press release can help a company or organization enhance its brand image and build
relationships with the media. At this point, SEO, web-appropriate format, the right keyword,
contact persons, and accessibility of the content are the issues to be considered in terms of online
press releases (Ryan and Jones, 2009, pp. 179-181). If the suitability of press releases for digital
platforms is optimized, it may be possible for these contents to be discovered by more people.
Press releases that become discoverable by more people in digital environments can also positively
impact the brand image of companies.
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In times of crisis, online press releases are crucial in quickly informing the public. They
can be used to address any threat to an institution or organization (Prlab, 2024). Since online press
releases are typically published on the websites of organizations and companies, they can be
instantly shared with the public during crisis situations. Additionally, online press releases are also
used to promote corporate social responsibility projects and raise public awareness of these
initiatives. In this respect, organizations inform the public through press releases about their
voluntary activities toward society. Thus, such press releases can positively impact an
organization's image and reputation. Online press releases also help companies establish a long-
term digital presence and expand their brand's online footprint. Businesses prepare their press
releases by considering their own brands. In this context, press releases, which are prepared using
SEO and various other technical formats and thus can be easily discovered by people on digital
platforms, create a digital footprint for brands and companies. As a result, online press releases are
effectively used in digital public relations as an important component of the communication
strategies of institutions and organizations.

1. Research Design
1.1.  Subject of The Research

This research focuses on airline press releases. Press releases have been utilized extensively
by people and organizations ever since public relations became a recognized profession. As a result
of digitalization, press releases are now distributed to the public via digital platforms. In this
context, this study discusses the use of online press releases in digital public relations.

1.2.  Purpose of The Research

The primary focus of this study is to examine how airline companies use press releases in
digital public relations. For this reason, the press releases of Turkish Airlines, Pegasus, Lufthansa,
and Eurowings were analyzed in this study. Due to digitalization, press releases no longer need to
be sent as printed brochures. Instead, institutions and organizations usually make press releases
available to the public online through their corporate websites. Therefore, this study addresses the
role of press releases in digital public relations.

2.3. Research Questions

The following are the research questions: Which subjects are covered in news releases? In
terms of digital public relations, what are the functions of online press releases? What are the
similarities and differences between all the companies' press releases?

2.4. Methodology

A qualitative research methodology was applied in this study. Qualitative research is
defined as research in which qualitative data collection methods such as observation, interview,
and document analysis are used, and a qualitative process is followed to reveal perceptions and
events realistically and holistically in a natural environment (Y1ildirim and Simsek, 2021 p. 37). In
this context, the document analysis data collection technique was used to gather news releases
from the airlines' websites, which were subsequently subjected to content analysis. The airlines
identified under the study's purview are Turkish Airlines, Pegasus Airlines, Lufthansa Airlines,
and Eurowings Airlines. The research sample consists of press releases published by these
companies on their corporate websites. During the sampling phase, specific standards were set to
ensure that the sample was representative of the population. For this reason, criterion sampling
was used in the research. In criterion sampling, the researcher can create the criterion or use a list
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of previously prepared criteria (Marshall and Rossman, 2014, as cited in Baltaci, 2018, p. 214).
The criteria determined in this context are as follows:

1) All airlines should include their press releases online on their corporate websites.
2) Inclusion of airlines from different countries
3) Including airline companies with different business models

All four airlines included in the study publish their press releases online through their
corporate websites, in accordance with the first criteria. Following the second criterion, the
research included airlines from two different countries, and following the third criterion, the
research included airlines operating in different business models. In this respect, Lufthansa, the
flag carrier of Germany, and Turkish Airlines, the flag carrier of Turkey, were selected. The
research also aims to include airline companies that operate with different business models. For
this reason, the study involved Eurowings Airlines and Pegasus Airlines since they are budget
carriers. The scope of the research is limited to the press releases issued by four airline companies
to the public in 2023. In this context, four airlines published 196 press releases in 2023, all analyzed
within the research's scope.

2. Findings

The types of press releases four airlines released in 2023 are displayed in the table below.
It is observed that these airlines issue press releases in various categories to keep the public
informed. In this context, airlines have prepared press releases in 9 categories: public
announcement, new route, corporate social responsibility, innovation and technology, financial-
earnings, new partnership, award announcement, product-service launch, and sponsorship. While
all airlines in the sample issued press releases in the first five categories, only some released press
releases in the remaining four categories.

Table 1. Types of Press Releases

Turkish Airlines | Lufthansa | Pegasus | Eurowings
Public Announcement v v v v
New Route v v v v
Corporate Social Responsibility v v v v
Financial - Earnings v v v v
New Partnership v v v v
Award Announcement v X v \/
Product- Service Launch v v X V
Sponsorship v X X X
Innovation and Technology X v X X

As the table above indicates, Turkish Airlines has eight distinct categories for press releases
in 2023. Lufthansa and Eurowings Airlines have seven categories, while Pegasus Airlines has six.
The category of Public Announcement includes the highest quantity of press releases. It
encompasses bulletins regarding significant developments and organizational changes within a
company. Some press releases in this category address misleading news and company updates.
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Therefore, public announcements serve not only to inform the public about significant
developments and changes within the organization but also to guide them in the right direction
during times of crisis and misinformation.

The New Routes category includes press releases that provide information about airlines'
new travel routes. Airlines use press releases to inform the public about new flight destinations
and to conduct marketing-oriented public relations activities. In this regard, press releases are
crucial in the marketing process of products and services. These news releases also serve
marketing-oriented public relations goals. Another topic that airlines include in their press releases
is corporate social responsibility. This category includes press releases that provide information
on companies' non-profit activities. Thus, the public is informed about the activities carried out by
airlines for the benefit of society.

Airlines' press releases also cover financial news about companies' profits and losses.
Airlines usually provide quarterly financial performance updates to the public through press
releases, which are important for obtaining information about companies' financial situations. The
new partnership category includes press announcements on joint ventures involving the goods and
services provided by airlines. Many processes are involved in the products and services that
airlines offer. Not all these processes are handled by airline firms on their own; rather, they
collaborate with other companies and organizations. Because of this, airlines use these press
releases to inform the public about their new partnerships.

Awards received by airlines are another area where press releases are used. Airlines may
receive awards from various institutions and organizations. Such awards are also announced to the
public through press releases. In this regard, three of the four airlines in the study's sample utilized
press releases to publicize the accolades they were given in 2023.

Airlines sometimes begin to offer new products and services to their customers and their
existing ones. Such new products and services are also announced through product-service launch
press releases. In this context, the three airlines in the research sample published press releases in
2023 regarding the new products or services they offered. In addition to these press releases, one
airline used press releases about its sponsorships, and another utilized press releases to highlight
its technological and innovative advances.
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Table 2. Total Distribution of Press Releases by Month
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The table above shows the monthly distribution of total press releases shared by four
airlines in 2023. Lufthansa shared 69 press releases in 2023, followed by Turkish Airlines with 64,
Eurowings with 41, and Pegasus with 22. It is generally observed that low-cost carriers Eurowings
and Pegasus share fewer press releases than flag carriers Turkish Airlines and Lufthansa. In
addition, the distribution of press releases in terms of quantity by month may also vary for each
airline. In this regard, no continuous trend has been observed in the number of press releases from
month to month. Alternatively, it may be claimed that the quantity of press releases fluctuates
based on changes in the airlines' business practices.

Table 3. Distribution of Turkish Airlines Press Releases in 2023

Product- Corporate Financial .

Sponsorship Parzfé:vrvship ISJ:L‘;:EE Ann(;Alvl‘:lacre(:nent RespS(?rf:?ll)ili ty Ean;ings Anml::l?cl::cment RNoeilvre
January 1 1 1
February 2 1 1
March 1 2 2
April 1 2 1 1 4
May 2 1 2 1 2
June 4 1 5 1
July 2 1
August 1 1 1 1
September 1 1 2
October 1
November 1 1 1 1
December 2 4
Total 7 16 4 5 1 3 22 6

The above table for 2023 displays the distribution of Turkish Airlines' press releases by
month and category. In 2023, Turkish Airlines shared 64 press releases with the public. Turkish
Airlines attaches importance to press releases regarding company developments and cooperation.
In this context, it is observed that there are more press releases in the public announcement and
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new partnership categories than in other categories. Turkish Airlines included sponsorship
activities in its press releases, unlike other airlines in the research. Sponsorship practices can
impact the image and reputation of institutions and organizations. Publicizing such activities
through press releases may positively impact the company's image and reputation.

Table 4. Distribution of Lufthansa Airlines Press Releases in 2023

Product- New Corporate Financial- Public New Innovation
Service Partnership Social Earnings | Announcement | Route &
Launch Responsibility Technology
January 1 2
February 2 1 2 3 1
March 2 1 1 1 3
April 2 1 1 1
May 1 1 1 4 1 2
June 1 1 1
July 1 1 2 1
August 1 2 1
September 1 1 1 1
October 1 2
November 3 1 1 1 1
December 2 3
Total 12 6 16 8 18 4 5

The above table for 2023 displays the distribution of Lufthansa Airlines' press releases by
month and category. Among the research sample, Lufthansa Airlines had the highest number of
press releases, totaling 69. Like Turkish Airlines, Lufthansa Airlines' most press releases fall under
the public announcement category. In contrast to other airlines in the research sample, Lufthansa
Airlines has made press releases highlighting the advancements and technologies it has integrated
into its operations. Besides, although all airlines provide press releases on corporate social
responsibility, Lufthansa Airlines' press releases in this category are higher than those of others.

Table 5. Distribution of Pegasus Airlines Press Releases in 2023

New Route Public Corporate Financial- New Award
Announcement Social Earnings | Partnership | Announcement
Responsibility
January 1 1
February 1
March 1 2 1 1
April 1
May 1
June 1 1 1
July 1 1
August 1
September 1
October 1 1
November 1 1
December
Total 3 8 3 4 1 3

The press releases published by Pegasus Airlines in 2023 are listed in the table above.
Regarding the total number of press releases issued throughout the year and the category of press
releases published, Pegasus Airlines has the lowest number of releases compared to other airlines.
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airlines.
Table 6. Distribution of Eurowings Airlines Press Releases in 2023
Award Product- New Corporate Financial Public New
Announcement | Service | Partnership Social - Announcement | Route
Launch Responsibility | Earnings
January 1 1 1
February 1
March 1 3 3
April 1 1 1
May 1 1 1 1
June 1 2 1
July 1 2
August 1 1 1 2
September 2 1
October 1 1
November 1 1 1 2
December
Total 1 5 5 2 2 14 13

As the table above illustrates, Eurowings issued press releases in 7 categories in 2023.
Although Eurowings and Pegasus are low-cost airlines, Eurowings published almost twice as many
press releases as Pegasus in 2023. In terms of new routes, it's possible to conclude that Eurowings
Airlines had a very good year in 2023. As can be seen from the table above, Eurowings published
13 press releases about new route. That means the company started flying to 13 new routes in
2023. Eurowings expanded its travel network more in 2023 than other airlines in the research
sample. However, the public announcement category has the highest press releases, like the other
airlines in the sample.

The press releases from airlines offer valuable insights into these companies’ marketing
and public relations activities. While public relations lacks a universally accepted definition, 65
experts collaborated to define it as "a privileged management function that helps create and
maintain mutual communication and understanding between an institution and its target audience”
(Peltekoglu, 2016, pp. 3-4). Whether digital or traditional, communication exists at the core of
public relations, facilitating mutual understanding between the target audience and the
organization. Public relations practices encompass various concepts, such as reputation
management, crisis management, sponsorship, social responsibility, brand identity, media
relations, marketing communication, public diplomacy, lobbying, etc... (Okay and Okay, pp. 355-
659). In this respect, this study, which examines the online press releases on airlines’ websites,
shows that these press releases are effectively used as a public relations tool.

First and foremost, press releases serve as an important communication channel between
airlines and their target audiences, functioning as an official information tool. According to the
findings, airline companies issue press releases across nine distinct categories: public
announcements, new routes, corporate social responsibility, financial earnings, innovation and
technology, new partnerships, award announcements, product-service launches, and sponsorship.
Although these companies operate within the same sector, their use of press releases varies. In this
regard, each airline prioritizes different issues in its activities. For instance, Lufthansa Airlines
released 16 press releases in 2023 regarding its corporate social responsibility activities. In the
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same category, Turkish Airlines issued 1 press release, Pegasus Airlines issued 3 press releases,
and Eurowings Airlines issued 2. This suggests that Lufthansa Airlines prioritizes corporate social
responsibility activities more than the other airlines in the study's sample. On the other hand,
Turkish Airlines issued 7 press releases about its sponsorship activities, while the other airlines
did not issue any press releases about sponsorship. Therefore, sponsorship activities are a preferred
strategy for Turkish Airlines compared to other airlines. As mentioned, corporate social
responsibility and sponsorship practices are integral to public relations activities. Accordingly, it
is stated that all dimensions of CSR (economic, ethical, legal, and philanthropic) positively affect
corporate image and customer citizenship behaviors (Kim et al., 2020, p. 1). In addition, making
decisions about an institution's sponsorship activities is among the responsibilities of the public
relations unit (Peltekoglu, 2016, p. 164). Sponsorship and corporate social responsibility (CSR)
are nonprofit activities that benefit society and positively impact the company's image and
reputation. Therefore, it is evident that press releases about sponsorship and CSR activities play a
crucial role in shaping airlines' long-term image and reputation.

The public announcement category consistently receives the highest number of press
releases among all the airlines included in the study. These press releases inform the public about
company developments, covering various issues such as crisis situations, organizational changes,
and disinformation on digital platforms. In this regard, the press releases in this category also serve
a public relations function. It is evident that press releases cater to different groups of stakeholders.
In this regard, in addition to informing the public about financial earnings, award announcements,
and new partnerships, investor relations are also considered in the related categories. Finance and
public relations are expressed as the components of investor relations (Penning, 2011, p. 615).
Communication between the institution and investors is important in investor relations, and press
releases regarding financial matters are effective tools at this point. Marketing-oriented public
relations can be found in new routes and product-service launches. Unlike advertising or
marketing, the goal here is not to directly persuade customers to buy a product or service but to
inform the target audience about the company's offerings through online press releases. In these
cases, marketing-oriented public relations play a significant role.

The press releases examined in this research were posted online on the company’s websites.
In some ways, these press releases differ from traditional ones. In this respect, some releases were
created solely on text, while others included content such as text, visuals, and videos. Another
issue that should be emphasized regarding airline online press releases is the contact information
provided for those who want to receive information about these releases. In this regard, Turkish
Airlines and Lufthansa Airlines specify the Media Relations department in their press releases for
contact, while Eurowings Airlines includes the contact information of the media relations and
corporate communications departments in a separate section of its website from the press releases.
However, it is seen that no representative is specified on the Pegasus Airlines website for contact.

The study examined press releases from four airlines, two of which are based in Germany
(Lufthansa and Eurowings) and the other two in Turkey (Turkish Airlines and Pegasus Airlines).
Lufthansa and Eurowings posted their press releases in both English and German, while Turkish
Airlines and Pegasus Airlines shared theirs in Turkish and English. This approach enables the
airlines to reach both local and global audiences. All four airlines operate both domestic and
international flights, indicating that they have domestic and international passengers, investors,
and stakeholders. Therefore, it is important for the airlines to craft press releases that cater to these
various international audiences.
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Turkish Airlines and Lufthansa specify the Media Relations department as the point of
contact in their press releases. On the other hand, Eurowings Airlines introduces contact
information for the media relations and corporate communications departments in a separate
section of its website from the press releases. However, no authorized unit has been specified for
contact purposes at Pegasus Airlines. In this respect, it can be assumed that press releases are
managed under the responsibility of public relations as a communication activity, whether the
unit's name is media relations or corporate communications.

Conclusion

Digitalization's opportunities and challenges have further increased the importance of
online press releases in public relations. Digitalization, a key driver of globalization, has led many
companies to adopt an international approach, aligning their communication strategies with the
needs of a globalized and digitally savvy audience. Consequently, the digital transformation of
target audiences has made it essential for companies to use digital tools that effectively engage a
worldwide demographic. In this context, online press releases serve as a powerful digital public
relations tool, enabling brands and organizations to swiftly and efficiently disseminate their
messages across the globe.

The use of press releases as a communication tool has remained essential since the
beginning of public relations and continues to hold a significant role in public relations practices
today. Despite the evolution of many tools and methods in the field of public relations, press
releases have maintained their effectiveness as an enduring tool in the industry. They have been a
crucial means of communication for individuals, institutions, and organizations, covering many
topics such as public announcements, collaborations, new product or service launches, awards,
institutional developments, crisis management, sponsorships, recruitment, and corporate social
responsibility.

Previously disseminated in print, press releases are now being shared on institutions'
websites and social media platforms. Despite the shift in dissemination methods, the primary goal
of press releases remains consistent: to inform the public. Just as press releases were instrumental
for public information in traditional public relations, online press releases play a crucial role in
digital public relations, informing and engaging broader audiences. However, while the
fundamental purpose remains unaltered, there are distinctions between digital and traditional press
releases. With digitalization, press releases can now reach a wider audience without the necessity
of journalist coverage. They can be directly distributed to the target audience through websites,
email, and social media platforms. Consequently, electronically created press releases can reach
numerous users within seconds.

This study on airline press releases observes that they serve various purposes and can
include various topics. In this context, they can inform the public on many issues, such as
organizations' financial status, new collaborations, awards, CSR activities, sponsorships, and new
travel routes. Flag carriers Lufthansa Airlines (69) and Turkish Airlines (64) issued more press
releases in 2023 compared to low-cost airlines Eurowings (41) and Pegasus (22). However,
regardless of the number of press releases, some airlines seem more prominent in some areas. In
this respect, Turkish Airlines is more prominent in sponsorship and new partnerships, Lufthansa
Airlines in corporate social responsibility, and Eurowings Airlines in new routes. This suggests
that companies have different priorities, although they operate in the same sector. A study
conducted on press releases stated that there may be differences between the stakeholder groups
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addressed by organizations operating in different sectors and that this may affect the companies'
press releases (Giil Unlii, 2016, pp. 109-110). This finding supports the present study. As seen in
this study, airlines’ press releases differ in number and subject. This highlights that companies
may have different priorities despite operating in the same sector, showing that press releases can
vary based on their goals, mission, vision, and business model.

Although companies may issue varying numbers and types of press releases, their
fundamental objective remains consistent: to shape public opinion and influence the attitudes of
their target audiences. However, within each press release category, there are specific objectives.
Marketing-focused public relations takes precedence in the new routes category, while press
releases concerning corporate social responsibility and sponsorship are crucial for building a
favorable image and reputation. Press releases in the public announcement category aim to deliver
accurate information, whereas those in the new partnership and financial earnings categories
prioritize investor relations. Regardless of the category, all press releases underscore the
communication efforts undertaken by companies to earn the trust and support of their target
audience. Public relations plays a pivotal role in online press releases, whether the goal is to
enhance a positive image, inform stakeholders or the public, or introduce a new product or service.
Therefore, it can be inferred that online press releases are predominantly crafted and disseminated
for the public relations purposes of organizations.

The scope of public relations, intertwined with marketing, advertising, finance, and other
related areas, continually expands. A previous study on online press releases found that, unlike
traditional press releases, they are also used for marketing purposes by marketing experts and that
public relations experts also play an active role in this process (Vorvoreanu, 2008, p. 3). The
findings of this research also support this. Airline online press releases analyzed in this study
included announcements such as new product and service presentations and new flight routes. It
can be said that airlines use such announcements to influence the purchasing behavior of their
target audience, ensuring they buy the products and services offered. Thus, the marketing purpose
of online press releases has increased more through digitalization.

In public relations, press releases serve as a vital tool for facilitating communication
between an organization and its target audience. While they remain an effective PR strategy, it's
important to recognize that they have evolved in the digital age. When publishing press releases
on digital platforms, it's crucial to consider certain factors to ensure they reach a wider audience.
Factors such as keywords, formatting, and structure are crucial for improving the discoverability
of press releases on search engines. In addition, selecting the appropriate distribution and utilizing
SEO strategies is essential for maximizing online press release effectiveness (Widjaya, 2024). This
way, press releases can become more visible in search engines and be viewed by more people. The
study examines the use of online press releases in digital public relations. In future research, online
press releases from companies across different sectors can be compared; how these releases are
shared on digital media platforms beyond corporate websites can be analyzed, as can the level of
interaction they generate and the extent to which these contents are featured in traditional media.

Genisletilmis Ozet

Dijitallesmenin iletisim alanindaki etkisi her gegen gilin artmaktadir. Bilgi ve iletisim
teknolojilerinde meydana gelen gelismeler iletisim faaliyetinin yiiriitiildiigli her alani
doniistiirmistiir. Sosyal medya, web siteleri, online forumlar, bloglar, haber siteleri ve arama
motorlart gibi dijital platformlarin yayginlagsmasi, dijital bir hedef kitleyi meydana getirmistir.
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Dolayisiyla bu durum halkla iligkiler faaliyetlerinin de dijital platformlar tizerinden yiiriitiilmesini
ve bu siirecte yeni iletisim araglarinin kullanilmasini zorunlu kilmistir. Bu kapsamda geleneksel
basin biiltenlerinin dijital platformlardaki uzantisi olarak online basin biiltenleri, dijital halkla
iligkilerde kullanilan yeni bir ara¢ olarak 6ne ¢ikmaktadir.

Giliniimiizde her alanda oldugu gibi halkla iliskiler alaninda da dijitallesme doniistiiriicii bir
giic haline gelmistir. Bu doniistiiriicii giice bagl olarak halkla iligskiler ara¢ ve yontemlerinden
bazilar1 zaman igerisinde gelenekselden dijitale kayarak dijital halkla iligkileri meydana
getirmigtir. Dijital halkla iliskiler, bilgisayar tabanli ortamlarda uygun maliyetli halkla iliskiler
faaliyetleri i¢in bilgi iletisim teknolojilerinin kullanilmasini ifade etmektedir (Herbert, 2005, s.
135). Dijjital halkla iligkilerin amact marka bilinirligini ve goriiniirligiinii artirmak i¢in ¢evrimigi
platformlar1 kullanmaktir. Geleneksel halkla iligkilerde oldugu gibi dijital halkla iliskiler de bir
kurulusun daha genis bir kitleye daha hedefli ve Olciilebilir bir sekilde ulagmasi amact
bulunmaktadir (Digital Marketing Institute, 2024). Gifford (2010, s. 63) dijital halkla iliskileri
gazetecilik aglarim1 kullanmay1, paydaslart kurulusun faaliyetleri hakkinda bilgilendirmek i¢in
cevrimici bir haber biilteni olusturmay1 ve internet araciligiyla bilgi dagitmayi igeren bir dizi eylem
olarak tanimlamaktadir. Dolayisiyla dijital platformlara yonelik olarak hazirlanan online basin
biiltenleri dijital halkla iliskiler calismalarinda 6nemli bir yer tutmaktadir.

Geleneksel basin biiltenlerinde oldugu gibi online basin biiltenlerinde de bir duyuru yapma
amaci bulunmaktadir. Bununla birlikte online basin biiltenleri bazi hususlarda geleneksel basin
biiltenlerinden farklilasmaktadir. Geleneksel basin biiltenleri, editorler tarafindan kontrol edilirken
online basin biiltenleri hem medyay1 hem de kamuoyunu kurulusun yapisi, faaliyetleri, liriinleri ve
hizmetleri hakkinda dogrudan bilgilendirebilmektedir (Kiling vd., 2018, s. 186). Dijital halkla
iligkilerde online basin biiltenleri sadece medya temsilcilerine degil ayni1 zamanda hedef kitlelere
de dogrudan ulagmak i¢in kullanilir. Bu yoniiyle online basin biiltenleri yalnizca haber
merkezlerinde degil sosyal medya platformlarinda da paylasilabilmektedir (Onat, 2014, s. 67'den
aktaran Sancar, 2016, s. 89). Bu acgidan sirketler veya kuruluslar hazirlamis olduklar1 basin
biiltenlerinin kamuoyuna duyurulmasi i¢in gazetecilerle temasta bulunmak yerine hedef
kitleleriyle dogrudan iletisim kurabilmektedir (Mindscape, 2021). Geleneksel basin biiltenlerinin
siirlt dagitim kapasitesine karsin, online basin biiltenleri kiiresel bir kitleye ulasabilmektedir.
Basin biiltenleri, basta kurumlarin kendi internet siteleri olmak tizere ¢esitli dijital platformlarda
cevrimigi olarak kamuoyuna sunulabildigi i¢in bu platformlarda yer alan biiltenlere diinyanin her
yerinden anlik olarak erisilebilmektedir.

Online basin biiltenleri dijital platformlara yonelik olarak hazirlandigi i¢in hazirlanma
format1 bakimindan da birtakim farkliliklar gdsterebilmektedir. Online basin biiltenleri, arama
motorlarinda daha iist siralarda yer almay1 ve bdylece daha genis bir kitleye ulasmay1 amaclayan
SEO (Arama Motoru Optimizasyonu) stratejileriyle desteklenmektedir (PRweb, 2024). Bu acidan
online basin biiltenlerinin hazirlanma formati dijital platformlara uygun hale getirilmekte ve
boylece s6z konusu igeriklerin viral olma potansiyeli artmaktadir. Online basin biiltenleri
genellikle okuyucularin dikkatini ¢ekmek ve daha fazla etkilesimi tesvik etmek icin etkilesimli
icerik, videolar, infografikler ve sosyal medya baglantilar1 gibi zengin medya oOgeleriyle
desteklenmektedir (Lorenz, 2024). Buna ek olarak online basin biiltenleri geleneksel basin
biiltenlerine gore daha az maliyetlidir (PRweb, 2024). Bu baglamda online basin biiltenleri dagitim
ortami, etkilesim, icerik tiirii ve maliyet agisindan geleneksel basin biiltenlerine gore belirgin
avantajlar sunmaktadir.
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Online basin biiltenlerinin bir kurumun marka imajin gelistirebilecegi, kriz yonetimine
yardimci olabilecegi, {iriin ve hizmetlerini tanitabilecegi, yatirimer iliskilerini gelistirebilecegi,
pazarlama ve kurumsal sosyal sorumluluk girisimlerini destekleyebilecegi belirtilmektedir (E-
releases, 2024). Bu noktada SEO, web'e uygun format, dogru anahtar kelime, iletisim kurulacak
kisiler ve igerigin erisilebilirligi online basin biiltenleri agisindan dikkat edilmesi gereken
hususlardir (Ryan ve Jones, 2009, s. 179-181). Boylece basin biiltenleri dijital platformlarda ve
arama motorlarinda daha {ist siralarda yer alarak daha genis kitlelere ulasabilir.

Glinlimiizde kurum ve organizasyonlar tarafindan gesitli konulara yonelik olarak basin
biiltenleri hazirlanabilmektedir. Bunlar arasinda yeni ise alim basin biiltenleri, yeni {iriin basin
biiltenleri, etkinlik basin biiltenleri, arastirma bulgu basin biiltenleri, yeni girisim basin biiltenleri,
0diil basin biiltenleri, kriz yonetimi basin biiltenleri, iiriin giincelleme basin biiltenleri, satin alma
ve birlesme basin biiltenleri, iiriin lansmani basin biiltenleri, blog yazis1 basin biiltenleri, video
haber basin biiltenleri, yeniden markalasma basin biiltenleri, yeni ortaklik basin biiltenleri ve son
dakika haber basin biiltenleri sayilabilir (Advicescout, 2024; Zaremba, 2022). Bu ag¢idan
dijitallesmeyle birlikte basin biiltenlerinin ¢esitlendigini ve daha genis bir kitleye yonelik olarak
hazirlandigini sdylemek miimkiindiir.

Yapilmis olan bu c¢alismanin arastirma kisminda havayolu sirketlerinin kendi kurumsal
web siteleri araciligiyla yayinlamis olduklar1 basin biiltenlerine odaklanilmistir. Dijitallesmenin
bir sonucu olarak basin biiltenleri artik dijital platformlar araciligiyla kamuoyuna
sunulabilmektedir. Bu baglamda ¢alismada dijital halkla iliskiler alaninda basin biiltenlerinin
kullanimi ele alinmaktadir. Bu ¢alismanin oncelikli amaci havayolu sirketlerinin dijital halkla
iligkilerde basin biiltenlerini nasil kullandigini incelemektir. Bu kapsamda bayrak tasiyict
havayolu sirketleri olan Tiirk Hava Yollar1 ve Lufthansa ile diisiik maliyetli havayolu
kategorisinde yer alan Pegasus ve Eurowings sirketlerinin basin biiltenleri analiz edilmistir. Bu
nedenle bu calisma, basin biiltenlerinin dijital halkla iliskilerdeki roliinii ele almay1
amaclamaktadir. Bu amag¢ dogrultusunda “Haber biiltenlerinde hangi konular ele alinmaktadir?”,
“Dijital halkla iligkiler agisindan ¢evrimigi basin biiltenlerinin islevleri nelerdir?” “Tiim sirketlerin
basin biiltenleri arasindaki benzerlikler ve farkliliklar nelerdir?” sorulari cevaplanmaya
calisilmistir. Bu calismada nitel arastirma yontemi uygulanmistir. Nitel arastirma, gozlem,
goriisme ve dokiiman analizi gibi nitel veri toplama yontemlerinin kullanildigi, algilarin ve
olaylarin dogal ortamda gercekei ve biitiinciil bir sekilde ortaya ¢ikarilmasi i¢in nitel bir siirecin
takip edildigi arastirma olarak tanimlanmaktadir (Yildirim ve Simsek, 2021 s. 37). Bu kapsamda
havayolu sirketlerinin web sitelerinde yer alan haber biiltenlerinin toplanmas1 amaciyla dokiiman
analizi veri toplama teknigi kullanilmis ve daha sonra elde edilen veriler icerik analizine tabi
tutulmustur. Ornekleme asamasinda o&lgiit Ornekleme kullamlmustir.  Olgiit  drneklemede
arastirmaci, Ol¢iitli olusturabilir veya Onceden hazirlanmig Olgiitlerin bir listesini kullanabilir
(Marshall ve Rossman, 2014, aktaran Baltaci, 2018, s. 214). Bu kapsamda belirlenen kriterler
asagidaki gibidir:

1) Tiim sirketlerin basin biiltenlerine kurumsal web sitelerinde online olarak yer vermesi
2) Farkli iilkelerden havayollarinin dahil edilmesi
3) Farkli i modellerine sahip havayolu sirketlerinin dahil edilmesi

Yukarida belirtilen Olgiitler dogrultusunda arastirmaya dahil edilen havayollar1 Tiirkiye
merkezli olan Tiirk Hava Yollar1 ve Pegasus ile Almanya merkezli olan Lufthansa ve Eurowings
sirketleridir. Arastirmanin 6rneklemini bu firmalarin kurumsal internet sitelerinde yer alan basin
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biiltenleri olusturmaktadir. Aragtirmaya farkli is modelleriyle faaliyet gdsteren havayolu
sirketlerinin dahil edilmesi amag¢lanmstir. Tiirk Hava Yollar1 ve Lufthansa bayrak tasiyici sirketler
iken Eurowings ve Pegasus diisiik maliyetli havayollar1 kategorisinde yer alan sirketlerdir. Bu
bakimdan s6z konusu sirketler farkli is modelleriyle faaliyetlerini stirdiirmektedir.

Aragtirmaya dahil edilen havayollarimin kamuoyunu bilgilendirmek amaciyla cesitli
kategorilerde basin biiltenleri yaymladigr goriilmektedir. Bu kapsamda havayollarinin kamu
duyurusu, yeni rota, kurumsal sosyal sorumluluk, finansal - kazang, yeni ortaklik, inovasyon ve
teknoloji, 6diil duyurusu, iiriin - hizmet lansman1 ve sponsorluk alanlarinda olmak tizere toplam 9
farkli kategoride basin biilteni hazirladigi gézlemlenmistir. Sirasiyla yukarida belirtilen ilk beg
kategoriye orneklemde yer alan biitiin havayollar: tarafindan yer verilirken son dort kategoriye
sadece bazi havayolu sirketleri tarafindan yer verilmistir.

Arastirmada yer alan havayollar1 ayn1 sektorde faaliyet gostermekle birlikte sirketlerin
farkli sayilarda ve tiirlerde basin biiltenleri yayimladigi gézlemlenmistir. Havayolu sirketleri
tarafindan yayimlanan basin biiltenlerinin tamaminda kamuoyunu bilgilendirme amacinin
bulundugunu sdylemek miimkiindiir. Bu amacin disinda farkli kategorilerde yer alan biiltenlerle
degisik amaclarin gozetildigi goriilmektedir. Bu kapsamda havayollarinin yeni rotalara iligkin
olarak hazirlamis oldugu basin biiltenlerinde pazarlama odakli halkla iliskiler 6n plana ¢ikarken
kurumsal sosyal sorumluluk ve sponsorluk ile ilgili olan basin biiltenlerinde olumlu bir imaj ve
itibar yOnetiminin amaclandig1 goriilmektedir. Kamuoyu duyurular1 kategorisindeki basin
biiltenleri ile kamuoyunun dogru bir sekilde bilgilendirilmesi amaglanirken yeni ortakliklar ve
finansal kazanclar kategorilerindeki basin biiltenlerinde yatirimci iligkilerinin gelistirilmesi
amaglanmaktadir. Arastirmada yer alan basin biiltenlerinin tamaminda hedef kitlenin giivenini ve
destegini elde etmeye yonelik yiiriitiilen stratejik iletisim cabalar1 yer almaktadir. Bu yoniiyle
olumlu bir imaj gelistirmek, paydaslari ya da kamuoyunu bilgilendirmek, yeni bir {iriin ya da
hizmeti tanitmak hedeflerinden hangisi olursa olsun s6z konusu basin biiltenlerinin tamami
sirketlerin halkla iligkiler amaglarin1 desteklemektedir.

Bu basin biiltenlerinin analizi, havayolu sirketlerinin temel faaliyetlerinin &tesinde
kurumsal sosyal sorumluluk ve sponsorluk gibi girisimler i¢in halkla iliskilerden nasil
yararlandigini ortaya koymaktadir. Ayni zamanda, yeni ortakliklar, rotalar ve tekliflerle ilgili basin
duyurular1 da pazarlama hedefleriyle agik¢ca uyumludur. Bu durum, sirketler agisindan, 6zellikle
de havayolu sirketlerinin pazarlama ve halkla iliskiler cabalarin1 desteklemek bakimindan basin
biiltenlerinin 6nemli bir iletisim arac1 oldugunu gostermektedir. Bundan sonraki ¢aligmalarda
farkli sektorlerdeki sirketlerin online basin biiltenleri karsilagtirilabilir, bu biiltenlerin kurumsal
web siteleri disinda hangi dijital mecralarda paylasildigi ve ne kadar etkilesim aldig1 ele alinabilir
ve bu iceriklerin geleneksel medyada ne 6l¢iide yer aldig1 gibi hususlar arastirilabilir.
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