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We will create sustainable value by implementing growth strategies  
based on the ANA brand we have developed over the years,  
and share this value with all of our stakeholders  
as we seek to be the world’s leading airline group.

1. Group Management Policy Under the Holding Company Structure

It is my honor and pleasure to greet you as the new 
President and Chief Executive Officer of ANA HOLDINGS 
INC. I am Shinya Katanozaka, and I was appointed to 
my new post on April 1, 2015. I would like to take this 
opportunity to express my sincere appreciation for all of our 
stakeholders’ continued interest in and support for the ANA 
Group. We will boldly work to improve our performance while 
enhancing our standards of quality to retain the support of 
our customers. These efforts will be built on a foundation of 
security and trust, as we firmly believe that “Safety” is the 
foundation of our business as our utmost priority. We look 
forward to your unwavering support.
 Ever since we transitioned to a holding company 
structure in April 2013, we have pursued three key themes: 
(1) Expedite management speed by delegating authority and 
responsibilities, (2) Ensure fair and equitable group manage-
ment, and (3) Advance a multi-brand strategy. Mindful 
of these themes, we are promoting a business portfolio 
strategy as an airline group focused on the Air Transportation 
Business.
 In the fiscal year ended March 2015, we significantly 
expanded our international network mainly at Haneda Airport 
while we started to control capacity on domestic routes for 
further optimization on demand and supply. As a result, the 
Air Transportation Business contributed immensely to rev-
enue growth. We achieved increased profits that exceeded 
plans with the highest operating revenues ever. We made 
a steady start for the first fiscal year of the FY2014–16 ANA 
Group Corporate Strategy.
 In the fiscal year ending March 2016, we implement our 

annual plan based on the current strategy. In International 
Passenger Operations, a core growth driver of the group, 
we will spur earnings growth by expanding our network 
around the Narita routes. In Domestic Passenger Operations, 
earnings will be firmly maintained by strategic optimization on 
demand and supply. In the LCC business, new demand is 
being generated and we seek to turn to a surplus during this 
fiscal year by improving the unit price through yield manage-
ment and establishing low-cost operations. Moreover, in the 
Travel Services Business, we plan to step up our efforts to 
capture more demand for inbound travelers to Japan. In the 
Trade and Retail Business, planned initiatives include launch-
ing new businesses in Asia.
 The ANA Group has continued to implement Cost 
Restructuring Initiatives since the fiscal year ended March 
2012. These initiatives have generated cost reductions 
totaling ¥87.0 billion in the past four years leading up to 
March 2015. With an addition of ¥25.0 billion for the fiscal 
year ending March 2016, we will also enhance our cost 
competitiveness by improving productivity. Overall, our goal 
is to achieve the highest profits level ever.
 In January 2015, we announced a Long-term Strategic 
Vision to guide our future growth. Long-term value creation 
targets were set for the fiscal year ending March 2026, 10 years 
into the future. Setting these targets has identified our outlook 
for operating revenues and strategies for each business field. 
We will effectively allocate management resources, taking 
favorable external environments for our growth as a tailwind. 
(For details on the Long-term Strategic Vision, please see pages 
17–22.)
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To Be the World’s 
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The ANA Group currently* operates with approximately 
900 domestic flights per day and approximately 1,400 
international flights per week with a fleet of around 260. The 
group has 35,000 employees who are working day and night 
to fulfill our first priority of safety. Our initiatives are highly 
evaluated by external organizations; for example, ANA was 
certified as a 5-Star airline for the third consecutive year 
since 2013 in the World Airline Rating issued by SKYTRAX.
 More than 60 years have passed since our founding. I 
believe that the main driving force behind our outstanding 
growth to date has been our ambitious spirit, which has been 
fostered with our hope to continuously grow together with 
society. Looking back, we have constantly attempted to spur 
our own growth and the advancement of society. For example, 
we decided to expand to an international network rather than 
be satisfied with only a domestic network. Another ambitious 
step was becoming the launch customer for the Boeing 787 
ahead of any other airline in the world.
 In our next stage of advancement, we believe that the 

ANA Group has a role to bring the international community 
closer together by facilitating the global movement of people 
and products. That is why we intend to connect the expan-
sive opportunities ahead of us with the group’s earnings, as 
we establish a solid position as a leading airline in Asia and 
expand our activities on a global scale.
 One example is our multi-brand strategy. This ambitious 
undertaking will ensure that the ANA Group continues to be 
chosen by customers as it meets the needs of society. Under 
the strategy, ANA will provide an outstanding network cover-
ing the entire world with the highest level of service, whereas 
Vanilla Air and Peach Aviation will provide simple service 
with low prices that will generate a demand in the market for 
inbound travelers to Japan, as well as in Japan’s domestic 
market. In these and other ways, we aim to increase the 
value of the entire group by having each business build its 
own network and driving the evolution of their products and 
services based on their unique attributes. Our current efforts 
are also focused on fostering the pilot training business and 

2. Direction of Long-term Growth Strategies

 In Japan, the domestic air travel market is maturing due 
to the low birth rate and aging society. In contrast, the Asian 
market we are targeting continues to grow more momentum. 
To increase the group’s revenues by capturing growth in 
overseas markets, we have to develop the ANA Group’s 
competitive products and services, high-quality operations, 
and brand power including the notion of Japanese-style 
hospitality “OMOTENASHI.”
 Peach Aviation Limited, which started services in March 
2012 as Japan’s first LCC, is a case in point. Peach Aviation 
has established a position with a company vision of “Bridging 
Japan and Asia as a Japanese air carrier.” Vanilla Air Inc. 
is also seeking to be a new Japanese LCC that provides 

satisfaction more than the price based on the concept of 
“Simple, Excellent, New Basic.” Although these two LCCs 
target different sources of demand than ANA targets as a 
full service carrier, the origins of the brand concepts of both 
companies focus on strong “customer orientation,” the 
ANA Group’s DNA. Advancing a multi-brand strategy will 
expand the entire group’s business scale and ensure that we 
continuously meet the expectations of society. This, in turn, 
will enable us to achieve value creation across the entire ANA 
Group. 
 We will work to attain sustainable growth based on our 
Long-term Strategic Vision and our medium-term corporate 
strategy, which is designed to realize the vision.
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Until now, we have expanded the scale of our business 
by promoting the ANA brand in markets worldwide along 
with the ANA Group’s Mission Statement. In the course of 
advancing our growth strategies, with nurturing LCC brands, 
we must establish a sustainable value creation cycle based on 
the brand power we have developed over the years.
 The ANA Group’s value creation cycle is presented on 
pages 3 to 6 of this report. In the Air Transportation Business 
and every other business, our group companies will formu-
late business strategies by addressing key themes such as 
safety, human resources, the environment and society to 
create values. This undertaking will also help to enhance the 
ANA brand. Through a range of initiatives, including fostering 
new businesses, developing new markets, and making 
external investments that expand the reach of its businesses, 
the ANA Group will create economic and social value that 
will be shared with all stakeholders and reinvested for future 
growth. We are confident that this process will help to ensure 
sustainable growth.
 Corporate governance will serve as a foundation for 
continuously implementing this value creation cycle. As a 
holding company, ANA HOLDINGS is responsible for setting 
the group’s overall management policies and targets, as well 
as supervising business at each operating company. ANA 
HOLDINGS ensures that business process is efficient and 
effective by assigning highly experienced and specialized 
personnel as directors and other key figures to each operat-
ing company, and delegating management authority. In the 
process, management will ensure that the group’s gover-
nance, the cornerstone of its growth, functions effectively. 
Management is committed to fulfilling its “accountability” to 
stakeholders and maintaining its “visibility.”

 Meanwhile, our human resources are directly responsible 
for promoting the value creation cycle. In the past, we have 
faced various challenges. In every situation, all of our group 
companies and divisions have gathered their knowledge 
and resources to overcome difficulties. As we expand our 
International Operations, it is necessary to reinforce our 
capability to accommodate multiple languages and cultures. 
This is the reason why we vigorously push ahead with the 
globalization of our human resources.
 The ANA Group kicked off a Diversity and Inclusion 
Declaration for the start of the fiscal year ending March 2016. 
The purpose of this declaration is to create an organization 

3. Our Value Creation Cycle for Sustainable Growth

the aircraft maintenance, repair and overhaul (MRO) business, 
from which we can expect effective synergies within the Air 
Transportation Business. We will establish new sources of 
future earnings as a part of our business portfolio strategy, 
while taking into the consideration of volatility caused by 
business fluctuations.
 The Long-term Strategic Vision sets forth key financial 
targets for 10 years in the future. We plan to announce a 
new medium-term corporate strategy during the year ending 

March 2016 to serve as a specific roadmap for attaining our 
operating income and return on equity (ROE) targets. The 
group’s financial position has improved significantly as a result 
of our strong business performance in the past few years. 
By taking over the current corporate strategy, accelerating 
management speed and value creation, we intend to provide 
stable and strong shareholder returns in the years ahead.
* As of July 1, 2015 including Vanilla Air Inc. and Peach Aviation Limited
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that generates unique innovation by leveraging diversity and 
individuality. We would like the ANA Group to be a corporate 
group that boldly rises above global competition and adver-
sity while flexibly adapting to changing environments. Our 
expanding business scale will provide group employees with 
a broader range of opportunities to succeed and sharpen 
their abilities. Without becoming complacent with the current 

status, we will continue to build an environment where every 
group employee can reach their full potential and stay true to 
our motto of “Trustworthy, Heartwarming, Energetic!”
 We would like to be chosen by customers from among 
many airline groups and to continue to lead the global airline 
industry while growing together with society. Based on the 
ANA brand we have developed over the years, we will share 
economic and social value with all of our stakeholders by 
having all group employees pull together to pursue an even 
higher level of quality. We hope that you will share in our 
excitement for the ANA Group as we continuously endeavor 
to be the world’s leading airline group in customer satisfac-
tion and value creation.

July 2015
President & Chief Executive Officer
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