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◎ Thank you for participating in today's teleconference regarding the ANA 

 Group Medium-term Corporate Strategy. 

 

◎ Over the three years of the COVID-19 pandemic, we conducted large-scale 

 funds procurement and engaged in Business Structure Reform, all while 

 protecting the jobs of our employees. Now, for the first time in five years, 

 we have been able to formulate a corporate strategy from a medium- to 

 long-term perspective.  

 We have worked together with our employees to overcome these 

 challenging times, and we intend to return to growth post-COVID. 

 We look forward to the continued support of our investors and analysts. 

 

◎ Now I’ll explain the content. Please turn to page 4. 
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◎ First, allow me to discuss how we place this strategy in the value creation 

 process. 

 

◎ The source of ANA Group value is (1) the power of our people, who 

 practice  ANA‘s Way fueled by the support of our founding spirit, and 

 (2)  the power of our comprehensive capabilities that transcend 

 organizational boundaries. 

 Under this strategy, we intend to strengthen our footing for sustainable 

 value creation by maximizing the power of our people and organization. 

  

◎ To this end, we identified human resources as a materiality at the core of 

 our ESG management. We also created a new management vision for the 

 first time in 10 years, envisioning an ideal state for which we will strive by 

 the year 2030. 

 

◎ Uniting the World in Wonder. This statement expresses our desire to   

 become an indispensable presence in society. We will accomplish this 

 through group employees who work energetically toward a bright future 

 and provide value that bring smiles to customer faces. 

 

◎ Please turn to page 5. 
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◎ I would like to explain what we are aiming for in this strategy. 

 

◎ At the beginning of fiscal 2022, the Japanese government lifted restrictions 

 on activity in Japan. We are now firmly in the with-COVID-19, and we see 

 this strategic period as three years in which we will pursue change to realize 

 vision for 2030. 

 

◎ The period following fiscal 2026 will be a phase in which we will return to 

 full-scale growth. 

 We pursue a new management vision, aiming to create profit at even 

 greater levels than pre-COVID and supported by a firm financial foundation. 

 In this way, we will create social value and increase shareholder value. 

 

◎ Please turn to page 6. 
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◎ This is an overview of management topics and strategies. 

 The second is the overall picture for realizing the management Theme. 

 

◎ In the Air Transportation Business, we will optimize multi-brand operations, 

 while we expand the cargo business under ANA to maximize profits. 

 Our Non-Air Business   will grow non-air revenue domains through resource 

 allocation along business models. 

 Further, we intend to expand the ANA Economic Zone for sustainable 

 growth, as we execute a platform strategy leveraging our entire customer 

 base. 

 

◎ Please turn to page 7. 
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◎ Next, I will address our business strategy. 

 This slide is about the Air Transportation Business portfolio. 

  

◎ We intend to maximize profits in the airline business through an optimized 

 portfolio of three brands, responding to changed needs and behaviors in the 

 wake of the COVID-19 pandemic. 

 

◎ The second shows positioning by brand. 

 Each brand will play a role according to differences in fares, product lineup, 

 and route distances, while we execute the brand concept of each company 

 in a way that covers global-level demand. 

 Each company will coordinate marketing and sales to improve the 

 interconnectivity among brands, facilitating collaboration and functional 

 integration to increase market share and expand profits. 

 

◎ Please turn to page 8. 

 



◎ This is the outlook for passenger demand over the medium term.  

 

◎ In Domestic Passenger Business, passenger demand is expected to 

 increase, mainly in leisure and inbound travel. 

 We assume that the pace of recovery in business demand will be slower 

 than in the past. But we also expect passenger volume in fiscal 2023 will 

 average 95% to 100% of pre-COVID levels. 

 

◎Leisure travel from Japan should recover gradually to increase international 

 passenger demand, while we expect overall demand, including trilateral 

 traffic, to rise above pre-COVID levels. 

 

◎ Throughout this stage of recovery, we will seek to increase market share, 

 which is superior to that of our competitors. 

 

◎ Please turn to page 9. 
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◎ This is responses by business field. First, I would like to explain the 

 International Passenger Business. 

 

◎ Over the medium to long term, we will recover capacity and meet a wide 

 range of demand, organizing and strengthening our route network to place 

 our international business on a growth trajectory. 

 

◎ The graph labeled No.2   shows ASK. Indexing ASK results in fiscal 2019 to 

 100, we plan to raise ASK  to about 80 by the end of fiscal 2023 and  about 

 105 by the end of fiscal 2025. 

 

◎ No.3 is the target area by brand. 

 ANA will resume and increase flights, mainly on trunk routes, to restore its 

 global route network. 

 Peach will improve profitability by specializing in short- and mid-range 

 routes, as well as by improving aircraft and crew utilization. 

 AirJapan will be launched during the second half of the fiscal 2023 as a new 

 brand, and we will secure a new revenue source in visitors to Japan on mid-

 range routes to/from Narita. 

 

◎ Please turn to page 10. 
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◎ This slide shows the Domestic Passenger Business. 

 

◎ ANA and Peach will continue to work cooperatively in developing optimized 

 flight schedules, helping build a stable business foundation for the group. 

 During this strategic period, we plan to maintain ASK at roughly pre-COVID 

 level. 

 

◎ For its part, ANA will capture a broad range of customers, including  

 business demand, focusing on trunk routes. 

 ANA will also expand the availability of ANA Smart Travel to improve 

 customer service and employee productivity. 

 Peach will concentrate resources on highly profitable routes, mainly to/from 

 Kansai and Narita. The brand will adjust capacity flexibly as international 

 business recovers. 

  

◎ Please turn to page 11. 
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◎ This slide shows the International Cargo Business.  

 

◎ To maintain the high profitability established during the COVID-19 

 pandemic, we will move forward with structural reform to secure the 

 earnings capacity of the cargo business, while leveraging the strengths of 

 ANA as a combination carrier to maximize profits. 

 

◎ Specific measures here include consolidating freighters to routes to/from 

 Narita, operating wide-body freighters to capacity, concluding multi-year 

 contracts, and improving operational efficiencies. 

 In addition, we will strive to optimize the balance of supply among service 

 areas, incorporate commercial product transport to take advantage of the 

 unique characteristics of both passenger aircraft and freighters. 

 

◎ Please turn to page 12. 
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◎ I will discuss the fleet strategy. 

 

◎ As shown in graph 1, during the COVID-19 pandemic, we reduced our fleet 

 temporarily, mainly in wide-body aircraft. Beginning with the upcoming 

 fiscal year, we will increase our fleet gradually as an important resource 

 supporting growth. 

 We plan to have more than 290 aircraft in our fleet by fiscal 2025, and 

 exceed the number of aircraft pre-COVID-19 by fiscal 2030.  

 

◎ No.2 is the direction we are aiming for in our fleet strategy. 

 The ratio of mid- and narrow-body aircraft will rise, and we expect to have 

 more than 100 Boeing 787 series aircraft in service by fiscal 2030. 

 As we strengthen resource allocation to international routes, which 

 represents an area of growth, we will also pursue economic and social value 

 simultaneously through our fleet strategy, increasing the share of fuel-

 efficient aircraft and seeking to employ other environmental measures. 

 

◎Please turn to page 13. 
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◎ I will discuss the Non-Air Business. 

 

◎ To expand revenue domains in our Non-Air Business, we intend to allocate 

 management resources appropriately and by business model for Non-Air 

 businesses developed by group companies. At the same time, we continue 

 to develop a framework for business expansion. 

 

◎ The second is categorization and orientation. Travel, Trade and Retail, and 

 other core businesses are targets for expansion and designation as earnings 

 drivers. On the other hand, we are pursuing structural reform in regional 

 revitalization and real estate businesses to generate stable profits. 

 We will also create new businesses that respond to changes in society. 

 By allocating resources optimally throughout the Non-Air Business, we plan 

 to target 400 billion yen in net sales and 24 billion yen in operating income 

 among our seven major companies in fiscal 2025. 

 

◎ Please turn to page 14. 
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◎ This slide shows the initiative related to the ANA Economic Zone. 

 We will create the world living in a mileage-based ecosystem.     

 

◎ The first point is the maintenance of the system. 

 We redesigned of the ANA Mileage Club application process last October. 

 The app will continue to evolve into a super app with a lineup of enhanced 

 mini-apps. 

 We will also release the new ANA Pay in April this year to diversify 

 recharging and payment methods. 

 

◎ The second point is the enhancement of content. 

 The ANA Mall, opened at the end of January, offers an attractive assortment 

 of goods from the Group's own merchandise, as well as merchandise from 

 external partners. 

 We will continue to increase the number of shops and products offered, 

 expanding opportunities for customers to use miles and developing an  

  e-commerce mall that drives growth of the ANA Economic Zone. 

 

◎ Utilizing the unique strengths of the airline group to the fullest, we aim to 

 increase revenues approximately 40.0 billion yen by fiscal 2025. 

 

◎ Please turn to page 15. 

 



15 

◎ From here, I will discuss our ESG management initiatives.  

 

◎ Through our business, the ANA Group pursues ESG management to 

 contribute solutions for social issues, continuing to create value as a 

 company perceived as an indispensable part of society.  

 

◎ Please turn to page 16. 
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◎ This slide shows our transition scenario formulated in August last year.  

 

◎ We plan to update our transition scenario before the end of fiscal 2023, 

 reflecting changes in the CORSIA baseline emissions decided at the ICAO 

 General Assembly last October. 

 

◎ At the same time, our efforts to achieve net zero CO2 emissions by the 

 year 2050 include SAF procurement and the use of negative emissions 

 technologies. 

 

◎ Please turn to page 17. 
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◎ This slide shows our group human resources strategy.  

 

◎ The source of ANA Group value comes from the power of our people and 

 our team. By  maximizing these resources, we strive to improve corporate 

 value and enrich the lives of our employees and their families. 

 

◎ As shown in No.2, we will further strengthen investment in human capital 

 going forward. 

 We strive to improve foundations for work, to evolve the culture that is the 

 unique ANA Group identity, and to engage in other measures that 

 encourage all employees to work with energy and to bring their strengths to 

 bear. 

 

◎ Please turn to page 18. 
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◎ This slide shows our digital transformation(DX) strategy.  

 

◎ We intend to use digital technologies and data to transform our businesses 

 and create new value across the group. 

 

◎ No.2 is the transformation process and key initiatives.  

 As we bolster the foundations of DX, we aim to provide smart work style for 

 employees and new experience value for customers. 

 

◎ Please turn to page 19. 
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◎ From here, I will explain our financial strategy and profit targets.  

 

◎ No.1 is trends in consolidated operating revenues. 

 We plan to achieve operating revenues of 2,320.0 billion yen in fiscal 2025. 

 

◎  No.2 is operating income by segment. 

 In the Air Transportation Business, we plan to generate 181.0 billion yen in 

 fiscal 2025, 1.9 times the figure of this fiscal year. 

 

◎ Please turn to page 20. 
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◎ I would like to explain the Air Transportation Business.  

 

◎ No.1 is operating revenues by business field. 

 We aim to expand the top line, mainly in International Passenger, and 

 achieve operating revenues of more than 2 trillion yen in the Air 

 Transportation Business in fiscal 2025. 

 

◎ No.2 is operating income. 

 For fiscal 2025, ANA plans 170.0 billion yen, and Peach and AirJapan plan 

 11.0 billion yen in total. 

 

◎ Please turn to page 21. 

 

 



◎ While we defined unit cost (cost per ASK) as a primary KPI, we will also 

 begin focusing on unit profit (profit per ASK)  as an indicator of business 

 profitability.  

 

◎ The first graph is the transition of the unit indexes. 

 Our unit profit target for fiscal 2025 is 1.4 yen, an improvement of 0.9 yen 

 from fiscal 2019 before COVID-19. 

 

◎ Unit costs continue to rise due to fuel cost hikes, price increases, 

 investments in human capital, etc. We will continue measures to improve 

 productivity and engage in cost management to curb increases in fixed 

 costs. 

 At the same time, we plan to achieve record-high unit profit by fiscal 2025. 

 Here, we will raise unit revenues steadily through optimal use of aircraft 

 and stronger yield management. 

 

◎ By expanding the scale of our business while improving profitability per 

 capacity, we will seek to expand both the amount of profit and the profit 

 margin. 

 

◎ Please turn to page 22. 
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◎ I would like to explain cash flow and capital expenditure.   

 

◎ Regarding the cash flow, No.1, we plan to steadily generate profits during 

 the period of this strategy and secure a total of 220.0 billion yen in free 

 cash flow over the three years. 

 

◎ No.2 is capital expenditure. 

 During the period covered by this strategy, we plan to make capital 

 expenditures at an annual average of roughly 270.0 billion yen. 

 We will continue to focus on financial discipline and execute investments 

 necessary for a stage of full-scale growth. We define necessary investments 

 as investments in aircraft, digital transformation  , environmental measures, 

 etc. 

 

◎ Please turn to page 23. 
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◎ This slide shows management resource allocation and the balance sheet.  

 

◎ During the period of this strategy, we will engage in management resource 

 allocation related to investments essential for future growth, improvements 

 in our financial footing, and a resumption of dividends. 

 Our first priority is restoring wages to employees. But we also intend to 

 increase shareholder returns as we strive for a net positive balance in 

 consolidated retained earnings and a stronger credit rating. 

 

◎ The second is the balance sheet management policy. 

 We will continue to repay interest-bearing debt to streamline our balance 

 sheet. At the same time, we will accumulate profit steadily and bolster our 

 financial footing with respect to shareholders' equity. 

 

◎ Over the medium term, we will establish a strong financial base capable of 

 withstanding risk events. To this end, we plan to decrease liquidity on hand 

 to 500.0 billion yen and raise our shareholders' equity ratio to the 45% 

 level. 

 

◎ Please turn to page 24. 

 

 

 



◎ Finally, this slide discusses our value-creation goals.  

 

◎ In fiscal 2025, we aim to achieve record-high operating income of 200.0 

 billion yen and net income of 122.0 billion yen by recovering capacity to 

 roughly the pre-COVID level. 

 

◎ Fiscal 2030 is the target year for achieving our new management vision. 

 Leading up to this target year, we intend to shift back to a stage of full-

 scale growth, aiming to be a global top-tier in terms of profitability and 

 financial strength. 

 

◎ I will continue in my commitment to drive the ANA Group on a path 

 returning to growth, responding agilely to changes in the business 

 environment. 

 

◎ That is all for my explanation. Thank you or your attention. 
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◎ I will discuss the numerical management targets of the ANA Group 

 Medium-Term Corporate Strategy.  

 

◎Please turn to page 28.  
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◎ This slide shows consolidated profit plan.  

 

◎ As we increase sales and profit steadily throughout the period of this 

 strategy, our aim for fiscal 2025 is to reach sales of 2,320.0 billion yen, 

 consolidated operating income of 200.0 billion yen, net income attributable 

 to owners of the parent of 122.0 billion yen, and an operating margin of 

 8.6%. 

 

◎ Please turn to page 29. 
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◎ This is the profit plan by segment.  

 

◎ We aim to increase revenue and profit in all segments, including Non-Air 

 Business, with a focus on Air Transportation Business. 

 

◎ Next, please turn to page 31. 
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◎ This slide shows the changes in profit plan  in the Air Transportation 

 Business.  

 

◎ ANA expects a significant increase in International Passenger revenues and 

 a solid recovery in Domestic Passenger revenues. 

 Increased sales from Peach and AirJapan will also contribute, and we plan 

 to achieve operating revenues of 2,053.0 billion yen in fiscal 2025. 

 

◎ Expenses will increase, mainly for fuel and flight operation-linked expenses, 

 but we will continue cost management measures and control fixed cost 

 increases as we seek to hold expenses to 1,872.0 billion yen in fiscal 2025. 

 

◎ Through these efforts, we aim to achieve operating income of 181.0 billion 

 yen in the Air Transportation Business in fiscal 2025, which is 1.9 times the 

 forecast for the current year. 

 

◎ On page 32, you can see the changes in capacity by business. 

 

◎ Please turn to page 33. 
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◎ This is the trend of ANA Brand unit indexes. 

 The bottom shows the market assumptions for each fiscal year.  

 

◎ We plan total ASK for domestic and international flights in fiscal 2025 to be 

 the same level as fiscal 2019. But we expect unit revenues to increase 

 roughly 1.2 times to 11.9 yen, mainly in response to stronger yield 

 management. 

 

◎ At the same time, we intend to hold unit cost to 10.5 yen in fiscal 2025, 

 curbing the increase in expenses even in the face of rising fuel and foreign 

 exchange market conditions as compared with fiscal 2019. 

 

◎ As a result, the unit profit for fiscal 2025 is expected to be 1.4 yen. 

 

◎ That is all for my explanation. Thank you for your attention. 
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