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FlightStats On-Time Performance Service awards ceremony

FlightStats award trophies

 As outlined in its Course of Action, the ANA Group 
is thoroughly “customer oriented” and aims to generate 
maximum value for its customers. To do so, we meet 
diversifying customer needs with a multi-brand strategy for 
the ANA brand and our LCC brands. The ANA brand will 
continue to be the core of the Group, providing unique 
value such as high-quality service and a convenient network 
as a full-service carrier. By further improving our Japanese-
style omotenashi (hospitality), we will strengthen our brand 
as an airline representing Japan in the global market.

 In March 2013, the ANA Group achieved its objective 
of earning a 5-Star Airline rating, the highest level given by 
SKYTRAX, an aviation industry evaluation and rating firm 
based in the United Kingdom. This rating represents an 
evaluation of our world-class quality and level of customer 
satisfaction. Currently, six companies worldwide have 
5-Star ratings, and ANA is the first Japanese airline to 
receive the honor.
 The airline star rating program gives its highest honor to 
airlines that consistently provide 5-Star service to passen-
gers, based on a survey of more than 800 categories 
ranging from airports to onboard services. The rankings 
place importance on not only the quality of each airline’s 
latest products but also the service provided by frontline 
staff. Consequently, this 5-Star award is a testament to the 
consistently high level of service provided by the ANA 
Group’s frontline staff from the airport to the cabin, as well 
as the Group’s efforts to review and improve its service to 
meet the needs of non-Japanese passengers. 

 ANA was also voted 2013 Airline of the Year by Air 
Transport World magazine of the United States. In addition, 
we were recognized by FlightStats as world number one for 
On-Time Performance Service in the two categories of 
Network-Global Airlines and Lowest Global Cancellations. 
ANA has received recognition in a comprehensive evalua-
tion covering its financial performance and management 
capability in the increasingly competitive Japanese market, 
and has been named number one in a global survey of 
on-time performance, reflecting our commitment to our 
customers even after they arrive at their destination. In the 
future, we will continue to work to maintain these world-
class standards and further raise the basic level of quality.

Group Brand Strategy

Management Targets and Achievements

SKYTRAX World Airline awards ceremony

Airline of the Year awards 
ceremony
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 With its goal of being the world’s leading airline group in 
customer satisfaction and value creation, the ANA Group, 
in conducting its business activities, encourages taking its 
customers’ perspectives at all times. We have also 
established a cycle of accurately assessing the current 

status of quality linked to specific improvement measures, 
and regularly ascertain our progress through the CS 
Promotion Committee, which is composed of officers from 
each division under the supervision of the President. 

Enhanced Activities to Meet Targets

Formulating Product Strategies Providing Products 
and Services

Customer Satisfaction Survey

• Internet surveys

Quality Check

• Various quality checks
• Monitoring surveys

Closed Loop

• Analysis of feedback from customers
• Reports from service frontline

CS Promotion Committee

Defi ning Quality Quality Assurance at Divisions

Improvement Activities 
in the Workplace

▶ Overview of Service Quality Management

Plan Do Check Action

 One such method of assessment involves collecting more 
than 20,000 comments and requests directly from customers 
and more than 50,000 reports prepared by employees from 
customer interactions in airports, on flights, via call centers and 
during sales activities each year. The data is then used to make 
improvements in a process we call the “Closed Loop.” Operating 
a cycle of improvements based on opinions received directly 
from customers and the impressions of the employees who 
deal with them allows a more flexible response to constantly 
changing customer expectations and desires, and leads to the 
planning of new services and the development of products.
 To offer customer satisfaction at a higher level, the ANA 
Group aims to develop personnel who can accurately observe 
individual customer’s situations to provide service with speed 
and flexibility. In doing so, we prize a quality we call “positive 
variation,” where employees make the most of their spontaneity 
and individuality. This approach empowers employees working 
on the front line and works to promote a thoroughgoing 
customer orientation throughout the Group, extending to 
communication with managers and supervisors as well as the 
attitudes of employees who support the front line.

▶ The Closed Loop

Solutions are formulated 
and implemented at 
each division and 
department, or through 
ad-hoc subcommittees. 
Important issues are 
tabled at CS Promotion 
Committee meetings.

From among the many comments
received from customers and observations 
from employees, constructive points are 
selected and analyzed.

Comments received directly from customers 
and problems noted by frontline staff are 
systematically reported.

The Closed Loop

Be customer-
oriented

Report
Collection of 

feedback

Action
Formulation and
implementation
of improvement 

measures

Analysis
Selection and 

analysis
of issues

A scheme to systematically collect and 
analyze comments from customers 
and observations from employees, and 
make use of them in improving and 
planning products and services.

We aim to be a group of 
companies that responds 
dynamically to ever-changing 
customer needs and makes 
continuous improvements. 
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Enhancing Cabin and Ground Services
 Based on its Inspiration 
of Japan concept, ANA 
develops and offers products 
and services that give a 
feeling of novelty and 
Japanese-style omotenashi. 
In Premium Class on 
domestic routes, we have 
installed leather seats 
equipped with large trays 
and dividers and prepared 
a food service menu 
supervised by up-and-coming chefs. In regular seats, we are 
responding to customer needs with improvements including 
seats with more legroom than previously and a wider range 
of free beverages. In Business Class on long-haul interna-
tional flights, we are working to strengthen services 
exclusive to ANA, including an in-flight menu developed in 
collaboration with renowned hotels and restaurants. To 
enable our passengers to relax in comfort before boarding, 
we have refurbished and standardized our lounges at all 14 
domestic airports under the name ANA LOUNGE, while 
measures in the fiscal year ended March 2013 included 
cooperating with local companies to offer products unique 
to their region and the start of a service that allows passen-
gers to enjoy content such as electronic books, magazines 
and news on their personal electronic devices.

Dealing with Passengers from Overseas
 We are working to incorporate services that appeal to 
non-Japanese passengers with a view to attracting more 
customers worldwide. To deal with a wider range of 
languages and cultures, we have begun service using cabin 

crews from South Korea and Taiwan to supplement our 
previous non-Japanese cabin crews based in London and 
Shanghai. In addition to offering multi-language audio and 
video for in-flight entertainment, we have increased our 
range of popular Hollywood movies. For in-flight meals, we 
are proactively introducing services tailored to the needs of 
passengers from outside Japan. These have included 
incorporating some aspects of the serving styles of U.S. and 
European carriers and 
developing an original 
dessert menu under the 
supervision of the 
world-renowned Pierre 
Hermé Paris brand. We 
will continue to improve 
our services to increase 
recognition of the ANA 
brand outside Japan.

Valued Communication with Each Customer
 The ANA Group is strengthening customer communica-
tion by actively using social networking services (SNS) as 
a useful tool for conveying a variety of information to its 
customers. The Group has been using Twitter to provide 
timely flight information since 2011, and in October 2012 
we became the first airline in Japan to provide “active 
support.” This expands our use of Twitter from only sending 
messages to also responding directly to individual customer 
inquiries and tweets, thus helping to resolve their anxieties 
and questions about flights. We have also enhanced our 
services for customers using smartphones by sending 
notifications about flights together with reservation informa-
tion for detailed services that meet customer needs.

Our Initiatives to Improve Brand Value

The lounge in Itami Airport, which 
reopened in 2012 after renovations

A menu for Japanese food supervised 
by Yugawara Sekiyou, a Michelin-
starred traditional Japanese inn  

Desserts served in First Class on interna-
tional flights, created under the supervision 
of Pierre Hermé Paris

Premium Class seats installed on 
domestic routes from 2012

Providing flight information via Twitter

Image of a smartphone 
screen with a flight 
information announcement

ANA HOLDINGS INC.
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Activities to Improve On-Time Performance

 In 2002, the ANA Group stated its determination to be 
an airline that places great importance on its customers’ 
time under the slogan “ANA On-Time.” With maintaining 
safe flight operations as a basic premise, since then we 
have aimed for on-time departures and arrivals out of a 
Groupwide commitment to our customers even after they 
arrive at their destination.

Passenger Services staff at Haneda Airport

“To Your Destination and Beyond” image logo, our watchword for 
promoting on-time performance

  Understanding, 
empathy

ANA Customers

Achieving On-Time Operations 
in Collaboration with Customers

Offer readily understandable guidance

Organize the scheme for on-time fl ights 
(facilities, setup, etc.)

“To Your Destination and Beyond”

 Mindful of the various plans our customers have after 
they arrive, we have been carrying out activities under 
a policy centered on on-time arrival. On-time operations 
require not only efforts on our side but also the coopera-
tion of our customers. Consequently, in the fiscal year 
ended March 2013, we worked to make customer 
announcements in plain language and reviewed our 
procedures and rules for smooth boarding in addition to 
our focus on improving facilities and equipment. For 
example, to alleviate congestion at pre-boarding security 
at Haneda Airport, we installed monitors before each 
checkpoint and changed to a glass wall in front of the 
security checkpoint so that customers can see the degree 

of congestion 
beforehand.

Activities at Airports

 We promote activities that incorporate the opinions 
of frontline staff at airports.  
 In the fiscal year ended March 2013, we held “On-Time 
Forums” at 15 airports to discuss on-time performance. 
Every staff member has seriously considered quality 
improvements under the theme “the importance and value 
of one minute gained by working together.” Opportunities 
such as these help staff members learn more about each 
other’s duties and lead to stronger cooperation.
 To ensure that our customers at the vast Haneda 
Airport arrive at the boarding gate ahead of time, ground 
staff wear armbands showing the time customers must 
pass through security. The ground staff also demonstrate 
the method for passing through the boarding gate and 
other measures to promote smooth boarding. 
 Staff at each 
airport will 
continue to 
work together 
to improve our 
rate of on-time 
departures and 
arrivals.

On-Time Forum at Chubu Airport

Security checkpoint at 
Haneda Airport

Relationship with Customers

Results of Our Project to Improve On-Time Performance
— Groupwide Improvement Activities Focused on the Value of Time—

Annual Report 2013



72

 Customer feedback submitted to ANA’s Opinion/
Suggestion Desk and matters noticed by frontline 
employees are compiled into reports, shared internally and 
put to good use. In this section, we provide an overview of 
reports prepared in the fiscal year ended March 2013.

Improvements Based on Customer Feedback

●  The number of customer feedback reports increased 
3% compared with the previous fiscal year, and 
remained above 70,000.

●  The types of reports and their percentages were 
similar to the previous fiscal year.

●  By type of feedback, the percentage of compliments 
rose 2 percentage points from the previous year to 
reach the highest level in five years. The percentage 
of complaints decreased by 5 percentage points.

●  By domestic and international flights, comments 
concerning international flights increased 3 percentage 
points, reflecting the increase in users of international 
routes.

●  By topic, the number of “flight crew-related” reports 
was the highest in five years, and exceeded 5,000. 
Many reports were received on the top four topics, the 
order of which remained unchanged from the previous 
fiscal year.

Overview — Number of Customer 
Feedback Reports

(Year ended March 31, 2013)

 Total Reports for Fiscal  
 Year Ended March 2013

 1 Cabin Attendants 5,149 

 2 Ticketing/Check-In 2,952 

 3 Flight Irregularity 1,644 

 4 In-Flight Meals/Drinks 1,077 

 5 Reservations Center 979 

 6 Seats/Cabin Facility-Related 967 

 7 Checked Luggage Accident, Loss 920 

 8 Check-In to Boarding 862 

 9 Cabin Entertainment/Equipment/
  In-Flight Sales 825 

 10 ANA Mileage Club-Related 739 

 11 Lounge 699 

Number of Reports by Topic (Top 11) 
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 Other examples of improvements from customer feedback are introduced on the following website (Japanese only) and in 
our Wingspan in-flight magazine.
http://www.ana.co.jp/ana-info/blettine/

  Improvement

　From October 31, 2012, a Certificate of Delay/Cancellation/Diversion, which 
was previously issued at airport counters, can be downloaded from ANA SKY 
WEB for all domestic and international flights operated by the ANA Group.

 For details, see the following web page  (Japanese only)
http://www.ana.co.jp/ana-info/blettine/12-12/index.html

Example of Improvement from Customer Feedback

Customer Feedback

“I would like to be able to download a ‘certifi cate of delay’ from the website.”

 “I think it would be convenient if a certificate of delay was available for download from the website when a flight is 
delayed or cancelled, because the certificate would already be approved without spending time on issuance procedures at 
the airport.”

Annual Report 2013
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ANA Disability Desk Exhibited at the Fourth 
International Conference for Universal Design 2012

 At the International Conference for Universal Design held in October 2012, ANA 

introduced its methods to assist passengers with illnesses or disabilities when boarding. 

Display items included upper body holding aid equipment such as assist seats and sup-

port belts that ANA makes available at no additional cost for use in airports and aircraft 

cabins to help people in wheelchairs or those who have trouble maintaining a sitting 

position, and panels were used to explain items such as aisle stretchers for use on 

boarding ramps, which we introduced in 2012 for narrow-body aircraft service at airports 

nationwide. We received a large volume of feedback from attendees including comments 

to the effect that disabilities had made people hesitant to travel by plane, but they defi-

nitely wanted to fly with their families now that these services are available. ANA will 

 conduct activities to broaden awareness of its services so that as many customers as 

possible can enjoy barrier-free air travel with confidence and comfort.

Seminar to deepen understanding regarding 
guide dogs

ANA “RAKUNORI” (Easy Travel) Service
      The ANA Group wants all its 
passengers to enjoy safe, reliable air 
travel. For all passengers who require 
assistance on international flights, 
including elderly passengers, passen-
gers with an infant, children traveling 

unaccompanied, and passengers traveling with pets, we 
provide the ANA “RAKUNORI” (Easy Travel) service to help 
provide comfort at every stage of travel, from reservations 
to the airport and the aircraft cabin.

Accommodating Customers with Disabilities
      The ANA Disability Desk handles 
advance requests from customers to 
provide individualized assistance. In 
addition, Telecommunication Relay 
Services for ANA facilitate consulta-
tion with customers with hearing and 

speech disabilities. ANA Sales Co., Ltd. also promotes 
universal tourism* through methods such as establishing a 
consultation desk and indicating walking times and 
pavement conditions in schedules.

*  Tourism that aims to be secure and enjoyable for all, regardless of factors 
such as disability status, age or gender

Enhancing In-House Training
 We are enhancing in-house training to meet various 
demands from passengers who require assistance. All 
cabin attendants receive training about barrier-free access, 

and we also held an internal seminar during the fiscal year 
ended March 2013 on new medical equipment (CPAP*) and 
guide dogs in response to our customers’ suggestions. We 
also proactively conduct the “Virtual Aging Experience,” 
in which employees move through an airport wearing 
special goggles, weights and other equipment to learn how 
elderly passengers feel and the assistance they need. We 
will continue strengthening training of employees who can 
conduct detailed interaction that is closely in tune with the 
feelings of each of our customers.

*  CPAP (Continuous Positive Airway Pressure) is a device that relieves the 
symptoms of people with sleep apnea syndrome.

For Passengers Who Require Assistance

Learning about transfer 
methods for people with 
physical disabilities

Virtual aging experience 
seminar at an airport

A staff member explains a panel at the event

ANA HOLDINGS INC.
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Universal Design Course of Action for 
Creating Text Media

❶ Provide accurate information.

❷  Offer large, easy-to-read text in easy-to-understand 
formats.

❸ Use easily understood expressions.

❹ Use colors and contrast for easy viewing.

❺  Make the target, purpose, and usage scenarios of 
information clear.

 With the diversification of customers in a rapidly aging 
society, the services offered by the ANA Group are also 
becoming more complex. The types and volume of text 
media we provide to customers are increasing accordingly, 
as are the comments from customers asking us to make 
these text media easier to understand, read and use.
 In response, the ANA Group has established a course 
of action and guidelines concerning text media. These are 
shared among all employees of the Group so that we can 
provide trustworthy, high-quality information to all 
customers regardless of factors such as age, gender, 
degree of knowledge and experience, and environment.
 In addition, we conduct group education for managers 
of all departments and e-learning for all employees to 
promote understanding of the need for universal design. 

In creating text media, we use check sheets and conduct 
regular sampling analysis through a professional firm to 
review our performance.

 In the ANA Group’s operations, personal information 
about customers is indispensable for providing satisfactory 
service. We consider the information we receive from 
customers to be a valuable asset and handle it with 
utmost care.
 We make maximum effort to properly manage and 
appropriately use customers’ personal information, 
educating officers and employees thoroughly about laws 
and internal rules concerning personal information, and 
maintaining internal systems to protect it. We will work 
diligently to ensure that personal information is managed 
properly and used appropriately.

 ANA Sales Co., Ltd., which operates the travel services 
business, and ANA Business Solutions Co., Ltd., which 
operates the temporary staffing and employee education 
and training businesses, have acquired the Privacy Mark 
from the Japan Institute for Promotion of Digital Economy 
and Community.
 The ANA Group as a whole will continue its initiatives 
to further strengthen its system for protecting personal 
information.

 See the website below for details 
of our approach to managing 
customer information.

http://www.ana.co.jp/wws/

japan/e/local/common/aboutana/

legal/ana-privacy-policy_e.pdf

Universal Design

Customer Information Management

Specific Measures

●  We introduced a self-check system of the status of 
compliance with information security rules, imple-
mented annually and covering all Group companies.

●  To impart knowledge on information security and 
ensure it is reliably implemented, we regularly provide 
education in an easy-to-understand format using 
e-learning.

Annual Report 2013




