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Rated as a 5-Star Airline by SKYTRAX for the Second Consecutive Year

The ANA Group has been expanding its international network at 

Haneda Airport since the end of March 2014. Fy2014–16 ANA 

Group Corporate Strategy shows expansion on the international 

network as a future growth driver. Demand for inbound tourism 

to Japan is expected to grow going forward with Tokyo to host 

the 2020 Olympic and Paralympic Games. To capture that 

demand, it is important to advance a multi-brand strategy for 

providing appropriate value through networks, products and 

services tailored to the features of customer needs. Working to 

broaden LCC business and continually increasing the value of 

the ANA brand that has been built as a full-service carrier are 

imperative to achieving our goals. Specifically, this involves 

enhancing the competitiveness of our airline operations and 

improving profitability, while coming closer to realizing growth as 

set out in our current Corporate Strategy.

In 2013, ANA was certified as the first 5-Star Japanese 

 airline, which is the highest ranking in the world currently issued 

by SKyTrAX. This was the result of our efforts to enhance ser-

vices by front line staff and it was recognition of ANA’s high 

quality products including seating and in-flight meals. Thereafter, 

ANA keeps accommodating needs and wants in products and 

services from customers at a global level. This made us worthy 

of the 5-Star rating for the second consecutive year. We were 

also	awarded	the	World’s	Best	Airport	Services	and	Best	Trans-

pacific Airline of the World Airline Awards in July 2014.

This feature is going to explain the growth strategies to 

strengthen the ANA brand, as a driving force in winning the 

5-Star rating, from the viewpoints of Hospitality, Products & 

Services and Marketing Strategy.

About SKYTRAX
Established in 1989, SKYTRAX is a rating company for the airline industry and is based in 
London. Its Airline Star Ranking awards airlines between 1 and 7 Stars. SKYTRAX also holds 
the World Airline Awards, recognizing the best of over 200 airline companies based on inde-
pendent online questionnaires and other customer surveys.
 The Airline Star Ranking covers over 800 items spanning airport to in-flight services. ANA is 
one of the seven airlines worldwide holding a 5-Star rating (as of July 2014), which is the 
highest rating currently.

Business Model for a Full-Service Carrier

Hospitality products & 
services

Marketing 
strategy

strengthening the ana Brand for Growth strategies
—To be a highly evaluated airline in the global market—

World’s Best 
Airport Services

Best Transpacific 
Airline

•   Enhance the ANA 
Brand value

•   Sustainable Growth

Annual Report 201436 37ANA HOLDINGS INC.



Our Business 

enhancing the quality of our services and 
responding to our customer expectations with 
the spirit of Japanese-style “oMotenasHi” 
(hospitality) are essential for ana to continue 
growth as a full-service carrier.

Key Factor 1 

Responding to Customer Needs

To aim for enhanced quality as a full-service carrier, we held a 

Customer Service Skills competition with separate divisions for 

cabin attendants and ground staff. This competition is 

designed to generate role models among those in these 

respective positions. Such initiatives definitely encourage cus-

tomer satisfaction, get employees applying themselves regard-

less of the divisions they belong to and are instrumental in 

developing seamless service.

With a mind to making careful responses to customer 

requirements, we have firmly established a system of suggesting 

improvements mindful of the PDCA (Plan-Do-Check-Act) cycle, 

and quickly share various information received from customers 

and employees with relevant business units in our drive to 

improve further. ANA’s service quality is improved with the accu-

mulation of these small considerations by applying them on a 

daily basis while carrying out duties.

“Human Resources” Development to Realize Competitiveness of the ANA Brand

We resumed recruiting cabin attendants as permanent 

employee in the fiscal year ending March 2015 (company 

entrance basis), seeking to strengthen service quality, essential 

to	develop	ANA’s	Brand,	through	enhanced	human	values.	By	

expanding younger employees’ growth opportunities and pro-

viding an arena where staff can maximize their abilities, we will 

cultivate human resources who can take an active role in opera-

tions and encourage their high performance including by helping 

to come up with services that are hard to emulate in an increas-

ingly competitive climate.

Improving service quality requires a foundation wherein each 

employee’s aim to advance their career while building experi-

ence leads to the organization’s overall growth. On the front 

lines where there are many female employees, we recognize 

and support establishing an environment where such valuable 

human resources can stay with the company for a long time, 

and it is one of the responsibilities for management to keep 

such an environment.

The Newly Established “Global Promotion Division” will Strengthen our Response to Global Customers

The ANA Group has approximately 7,300 cabin attendants. Our division’s primary role is 

to enhance the qualification to respond to global customers including training overseas-

based cabin attendants and developing new bases abroad. Currently, we have around 

400	non-Japanese	cabin	attendants	from	China,	South	Korea,	Taiwan	and	15	Euro-

pean-based countries. Some attendants have over 10,000 hours of on-duty flight expe-

rience, and offer services with an understanding of the Japanese-style “OMOTENASHI” 

that has been well evaluated by Japanese and foreign customers alike.

Eriko Muramatsu
Leader, Overseas Section, Global Promotion, Inflight Service Center,  

All Nippon Airways Co., Ltd.

Members of the Global Promotion. Ms. Muramatsu 
is in the front row, second from left.

hoSpitality

Hiroko Kawamoto
Member of the Board of Directors, Executive Vice President 

All Nippon Airways Co., Ltd.
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The Driving Force behind the SKYTRAX 5-Star Airline Rating and Visible Tasks

receiving 5-Star Airline rating by SKyTrAX has led to our great 

confidence as a form of recognition of our efforts because it 

means ANA’s service is superior at a global level. We see our 

rating as an evaluation of our outstanding development of ser-

vices, which is given thorough consideration to respond to 

various customers’ requirements. Our service skills are catching 

up with advanced levels to respond to each customer’s needs.

One driving force behind that is diversity of background. 

Our cabin attendants and ground staff are diverse in terms of 

nationality, age, employment type, and more. These ideas 

and suggestions proposed from a variety of angles reflect to 

the service with regard to those views. Moreover, manage-

ment’s endorsement of staff’s experiences, decisions, and 

actions has created a work environment marked by organiza-

tion-wide support where failure is not feared. This empowers 

each and every employee to have confidence in their judg-

ment and take customer service a step further. We believe 

this embodiment of Japanese-style “OMOTENASHI” is tied to 

our global acclaim.

However, analysis on our 5-Star rating also sheds light on 

tasks we should do. For instance, we still need to work on our 

foreign language abilities and other aspects of service for cus-

tomers worldwide. Language skills require bolstering and ongo-

ing improvement efforts. We also need to be better able to 

handle irregularities. Any airline can offer a certain level of ser-

vice under normal operation. It is when there is bad weather, 

some other irregularities, or customers are in trouble that our 

true ability as a full-service carrier and the real value of that is 

put to the test.

ANA Brand Ambassador Supporting the Growth Strategy

We feel the customers on International Passengers Operations 

are growing thanks to economic recovery. Inbound travelers to 

Japan are growing and the number of non-Japanese customers 

flying with ANA is also steadily increasing.

We boast the greatest market share for Domestic Passenger 

Operations. At the same time, we are an airline group seeking 

growth opportunities in the global market mainly in Asia. To 

realize growth while leveraging business opportunities, we must 

always keep up and improve our service quality’s competitive 

edge and capture air traffic demand expanding globally going 

forward. Along with this, we need to pursue efficiency and pro-

ductivity gains and get Cost restructuring Initiatives underway at 

all group companies.

Goals like this cannot be achieved on the front lines alone. 

rather, we believe it is necessary to pull together all of our 

strengths, including in product strategy, hardware & product 

planning, marketing power and network building.

As ANA brand ambassador, we will continue to make our 

efforts to help to ensure safe, comfortable flights and strengthen 

airline business profitability.

FeaTure:  strengthening the ana Brand and Growth strategies 
—To be a highly evaluated airline in the global market—

Scenes after winning SKyTrAX awards in 2013. 
(ANA	was	awarded	the	Best	Aircraft	Cabin	Cleanliness	and	World’s	Best	Airport	Services)
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Our Business seGM
enTs

as a division in charge of product and service 
strategy, we are working with front line staff 
who provide non-measurable values of service 
exemplified by “oMotenasHi” to enhance the 
ana brand to be appreciated globally.

Key Factor 2

Product Strategy as a Full-Service Carrier

Together with cabin attendants and ground staff, the Product 

and Service Strategy Department is entrusted with an extremely 

important role in terms of realizing high-quality service.

While considering the direction of future product and service 

development is a tough task, we need to constantly seek a 

“change.” To ensure that customers have a comfortable flight, 

we must devise strategies based on forward-thinking discus-

sions about matters from seating, in-flight meals and entertain-

ment to amenity goods.

What we are attempting to do is to lead the formation of an 

ideal ANA brand by thinking outside the box. When we actually 

provide customers in aircraft or in airports with the products we 

have created, it is important to get that concept across and give 

it traction within and outside the group.

Products Supporting the Growth of the Air Transportation Business

One of the products ANA can market with pride is business 

class products on international services. From 2010, we began 

successively introducing business class seats that are staggered 

and lie fully flat for long-haul international flights. All of these 

seats offer direct access to aisles, and have been a hit with 

customers since their launch. Nearly all aircraft used for trans-

Pacific	and	European	routes	will	be	equipped	with	these	seats	

by the end of March 2015. Further, we have long worked to 

upgrade in-flight meals and raise the quality of amenity goods. 

Additionally, we started providing in-flight Wi-Fi service in March 

2014 and plan to gradually expand this to aircraft for interna-

tional services.

These kinds of high-quality products and services are major 

strengths that underpin ANA’s growing international business. At 

present, we are seeing steady growth in passenger traffic on 

international flights in step with the ongoing expansion in the 

scale of our operations. This growth is being driven by both 

ANA’s superior products services and improved air travel 

demand supported by economic recovery.

Meanwhile, we have been promoting the installation of light-

weight, low-profile seating on aircraft for domestic services since 

2012.	By	reducing	the	weight	of	aircraft	and	making	preparations	

for departure more efficient (improving punctuality) without dete-

riorating onboard comfort, we are also contributing to the Cost 

restructuring Initiatives being advanced by all group companies.

Toshitaka Watanabe
Senior Vice President  

All Nippon Airways Co., Ltd.

produCtS and ServiCeS

The “Papa Mama Chef Team” developing  
in-flight meals for children

ANA Catering Service Co., Ltd. has formed a “Papa Mama Chef 

Team” whose members have small children themselves and to 

develop in-flight meals for kids.

 These in-flight meals are designed to delight children with garnishing 

magic while keeping overall nutritional balance in mind. We will con-

tinue to provide such original products which only ANA can produce.

FeaTure:  strengthening the ana Brand and Growth strategies 
—To be a highly evaluated airline in the global market—
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Key Factor 3 MarKetinG StrateGy

Taking Action to Address Various Needs of Customers

Considering that customers have a myriad of requests for in-flight 

services, ANA continues to embrace challenges in a multitude of 

fields in order to become the preferred airline of more customers. 

In in-flight meal services, for example, ANA is working to provide 

collaboration menus with world-renowned chefs, along with 

taking steps to address the worldwide popularity of Japanese 

cuisine in recent years. With an increasing number of customers 

choosing Japanese meals on ANA flights, ANA Catering Service 

Co., Ltd. is now providing overseas catering companies with 

operational guidance to enhance the quality of Japanese meals 

served on flights departing from overseas locations. We believe 

that these measures will help to make ANA the preferred airline of 

many more foreign travelers visiting Japan, who will only continue 

to increase in number going forward.

Moreover, in March 2014, we opened the “DINING h” restaurant 

inside	the	“ANA	SUITE	LOUNGE”	at	Haneda	Airport	for	customers	

on late-night international flights. The restaurant allows customers 

to enjoy a full-course meal before departure so that they are able to 

rest comfortably during their flights. From the standpoint of improv-

ing	the	level	of	“Customer	Experience,”	we	are	pursuing	a	new	

concept that integrates airport and in-flight services, considering 

the total experience of customers at all points of contact with ANA, 

from before boarding to after their trips.

ANA has the strength of possessing the largest international 

route network at Haneda Airport. To tie this strength into growth, 

we think it is important to continue providing choices responding 

to various needs in a way only ANA is capable of doing.

To Maintain and Improve the ANA Brand Value into the Future

We must always keep in mind a medium- to long-term perspective 

to develop services and products for the future. In March 2014, we 

decided to purchase 70 aircraft to be delivered by the fiscal year 

ending March 2028. This large-scale, unprecedented strategic 

aircraft order will form the basis of our medium- to long-term 

growth, which leads to our next-generation in-flight products and 

services that we have already started taking into consideration. 

Furthermore, we are also preparing to acquire halal certification to 

expand and strengthen our in-flight meal services for customers 

from the Islamic world, said to comprise a population of 1.6 billion. 

We also plan to expand our in-flight entertainment selections includ-

ing movies and music, in addition to promoting multilingual support 

for these.

Going forward, supported by the advantages of the expanding 

network, we here at product development will present the highest 

quality products tied in with the efforts of front line staff aiming to 

provide the highest quality of services.

As a result, we are convinced that we can maintain a steady 

presence heading into the future to show that the ANA brand is 

worthy of the 5-Star rating.

Raising ANA Brand Recognition by Promoting a Dual-Hub Network for International Passenger Operations

With the expansion of slots at Haneda Airport from the end of 

March 2014, ANA became the airline with the largest international 

network at Haneda. Mainly targeting business travel demand for 

the Tokyo metropolitan area, the move aims to capture interna-

tional flight demand for which growth continues and to increase 

unit price and yield. The ANA Group is also leveraging its robust 

one of our missions is to leverage our highly 
acclaimed services and products in building 
networks to keep up with the global market, 
and effectively utilize our customer foundation, 
an asset, to expand our business horizons.

FeaTure:  strengthening the ana Brand and Growth strategies 
—To be a highly evaluated airline in the global market—

Takashi Shiki
Member of the Board of Directors, Executive Vice President  

All Nippon Airways Co., Ltd.
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Our Business seGM
enTs

domestic route network to bolster steps to develop demand for 

connections to international flights from local cities in Japan.

Meanwhile, ANA launched services on new routes at Narita 

Airport and adjusted flight schedules for routes that overlap with 

those at Haneda Airport to meet the various needs of customers. 

We plan to make transit flight schedules more convenient and 

work with joint venture partners to accommodate customers 

between Asia and Pacific routes where growth is expected to 

remain strong.

We will offer increased opportunities for customers to choose 

to fly ANA by developing a dual-hub network in the greater Tokyo 

metropolitan area capitalizing on the respective strengths of 

Haneda	and	Narita	airports.	By	supporting	even	more	customers’	

business and travel in this way, we believe ANA’s globally 

renowned services and products will gain wider recognition and 

our brand’s value will rise both in Japan and overseas.

Combining Service & Products with Marketing Power

The Japanese government targets 20 million inbound tourists 

annually in 2020. The ANA Group’s current Corporate Strategy 

targets expanding available seat-kilometers in International Pas-

senger Operations by around 45% by the fiscal year ending March 

2017 compared to the fiscal year ended March 2014. We are not 

only focusing on demand for flights in and out of Japan but also 

global passenger traffic, and aim to capture growing demand for 

travel to Japan.

We also intend to proactively work on Domestic Passenger 

Operations, including by enhancing domestic airfare lineups to 

capture demand from inbound travelers for tourism within Japan 

and planning domestic travel packages.

To capture a greater share of global demand while actively 

utilizing various alluring destinations within Japan for people 

abroad, we, the marketing division, need to make efforts on sales 

initiatives. In addition, the excellent service quality provided by our 

frontline staff and the ANA brand supported by product develop-

ment will be invaluable tools to achieve this goal.

Deploying a New Marketing Strategy through our Customer Foundation

ANA’s frequent flyer program, ANA Mileage Club (AMC), has 

around 26 million members. Until now, we have positioned AMC 

as a scheme to increase airline user’s loyalty only. However, we 

plan to utilize AMC as a customer-related business foundation to 

expand our earnings domain.

By	placing	various	services	offered	by	group	companies	within	

the ANA Group’s economic realm, we will use the customer foun-

dation developed by AMC to promote cross selling. For example, 

we will strive to encourage AMC members to use airport shops 

and online stores. At the same time, we will also consider sales for 

our	own	media,	“ANA	SKY	WEB,”	as	an	online	advertising	media	

that capitalize on ANA’s brand power. Utilizing the customer foun-

dation will enable business expansion not only in the business-to-

consumer but also in the business-to-business market.

recognition of our service quality as 5-Star by SKyTrAX does 

more than simply contribute to the further growth of air transporta-

tion	business.	By	effectively	using	our	customer	foundation	built	

on that service quality and our brand value, as assets, potential 

exists to contribute to the ANA Group’s overall operations.

While strengthening ties between the front line, product devel-

opment divisions and marketing divisions from all group compa-

nies, we will polish the ANA brand and pursue the growth of 

entire group.

Contributing to Enhance a Business Platform by the ANA Card Business

The ANA Card, with credit card functionality, celebrates its 30th anniversary in 2014 and it is a 

stable revenue source for ANA, because about ¥2.3 trillion transactions were recorded in the 

year ended March 2014. Also, various fees including annual fees and mile charges are con-

tributed to the revenues. It is highly accepted mainly by ANA’s frequent flyers and is used by 

around 70% of ANA Premium Members. In addition, over 80% of the total transaction value 

settled by ANA Cards is for items other than airline ticket purchasing which means many 

customers who have an ANA Card use it regularly in their daily life. Moving ahead, we will 

keep working to enhance our services to customers with the ANA Card over the long term.

Yukiko Watanabe
Deputy	Director,	Business	Strategy	Team,	Loyalty	Marketing,	Marketing,	 

All Nippon Airways Co., Ltd.

A Loyalty Marketing Division meeting.
Ms. Watanabe is on the far right.
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