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Food Safety & Product Quality
In 2016, we embarked on a Food Safety & 
Product Quality project to defi ne a Global Quality 
Policy and to develop a Corporate Quality Chain 
Management System (QCMS) for food safety and 
product quality across the region, encompassing the 
entire value chain from product development and 
procurement, to operations and distribution. This 
will help us develop the highest quality food and 
beverage for infl ight consumption. 

We also aim for all food handling units across 
our Group to be ISO 22000 (World Food Safety 
Guidelines for Airline Catering) certifi ed. Currently, 
only AirAsia’s warehouse and kitchen have the 
certifi cation. To achieve this, we would need to 
supplement the QCMS with:

• Monthly consumer complaint analysis 
• Internal audits for full scope of quality policies
• Supplier audits and hazard analysis for any 

changes in food product or process development
• Sharing of best practices within the Group

STAKEHOLDER ENGAGEMENT

Different stakeholder groups, such as the public, 
our Allstars, investors, the government and all of 
our business partners, play an important role in our 
continuing success as a low-cost airline. Accordingly, 
we invest considerable resources to develop and 
maintain strong relationships with these groups. 

As the AirAsia Group has been expanding, the 
communication of one vision and one message 
across all stakeholders has become of great 
importance to ensure consistency in the different 
markets we operate in. Thus, in February 2017, we 
established a new division, Group Global Affairs 
and Development, comprising Group Corporate 
Development, Group Government Affairs and Policy, 
Group Investor Relations, Group Communications 
and Group Branding.

Group Corporate Development and Group 
Government Affairs and Policy work together to 
develop an accurate and clear corporate vision 
as well as strategy and messages which are 
communicated to governments, international and 
local institutions and regulators. They collaborate 
with government entities, global organisations (eg 
World Economic Forum, World Travel & Tourism 
Council, ASEAN, ASEANTA), associations, think 
tanks and academics to develop the most feasible 
solutions for ASEAN aviation and other markets. 
Such solutions address issues such as airline 
ownership restrictions, and a fragmented aviation 
regulatory framework, while seeking to fi nalise the 
ASEAN Open Skies and provide the opportunity to 

develop an integrated ASEAN visa as well as trusted 
traveller programmes for seamless travel based on 
safety and security.

Group Investor Relations, Group Communications and 
Group Branding translate the above messages to their 
respective stakeholders, where appropriate.

In Malaysia, the Government Relations Department 
serves as the main focal point for all communication 
and engagement with the government and relevant 
agencies. The department  contributes actively to the 
development of national and international aviation 
policy. Our Guest Service department oversees the 
functions of all Allstars who front the airline. Contact 
centres and other entities engaging with the public are 
managed by the Customer Experience department. 
Our Communications team is responsible for messages 

broadcast to the public (such as our press releases). 
It also takes the lead in community programmes that 
allow us to work with the public on issues that are 
meaningful to society. We have a Corporate Culture 
team, part of the People department, that organises 
company events, complementing the constant 
interaction that takes place on a daily basis between 
Allstars at all levels. Our Investor Relations (IR) team 
manages our investing community. Finally, it is the 
responsibility of everyone to ensure we maintain 
strong, mutually respectful ties with our business 
partners.

Our stakeholder engagement is guided by a high 
level of corporate governance which ensures 
we maintain an open, transparent and ethical 
environment in our dealings with our internal and 
external stakeholders. 

S
U

S
T

A
IN

A
B

IL
IT

Y
 S

T
A

T
E

M
E

N
T



S
U

S
T

A
IN

A
B

IL
IT

Y

AirAsia Berhad
Annual Report 2016 147

S
U

S
T

A
IN

A
B

IL
IT

Y

AirAsia Berhad
Annual Report 2016 147

STAKEHOLDER 
GROUP 

WHY IT IS IMPORTANT TO 
ENGAGE WITH THEM

TYPE OF 
ENGAGEMENT FREQUENCY/AVAILABILITY

GOVERNMENT To ensure alignment of best interests of the government, 
aviation industry and the company. 

To highlight issues and hurdles in the aviation industry for 
the government to look into and raise at the international 
level when needed.

Face-to-face meetings

Parliamentary sessions

Formal meetings with government 
offi cials initiated by AirAsia

Tours and familiarisation visits to 
AirAsia and our operating units

 Ad hoc

3 times in 2016

66 in 2016

25 in 2016

GUESTS Our guests are the prime reason we operate. Without 
them, we would have no role to play.

Guest feedback through:
Online survey

Call Centres

Online submissions

Live Chat

Twitter (Ask AirAsia)

AirAsia Sales Offi ces

AirAsia Travel & Service Centres

Sent out to the fi rst fl own guests listed in each booking number 
one day after their return fl ight (excluding employees, travel 
agents and complimentary fl ights)

Available across all associates.  Operating hours according to 
respective countries, as published on airasia.com  

Available Monday-Friday, 9am-6pm according to respective 
AOC 

Available daily 24/7 (English only) 

Available daily, 8am–8pm (English)

Location and addresses are available and updated 
on airasia.com 

Location and addresses are available and updated 
on airasia.com

THE PUBLIC/
COMMUNITY

The public is our community. Their support is important to 
our brand reputation and long-term sustainability.

#AirAsiaMAKNA events

#Green24 events

At least 15 times a year

At least 10 times a year 

ALLSTARS Our Allstars form the backbone of the Company. Without 
them, we could not function.

Open offi ce layout promotes constant 
conversation 

Personal announcements by leadership

Workplace by Facebook

Cultural, sports, well-being, 
appreciation events

24/7

Ad hoc

24/7

- 4 cultural celebrations in 2016
- Weekly sports events
- 11 other major events involving all Allstars in 2016

INVESTORS Investors provide us with critical funds that support our 
business operations and growth. It is important to provide 
our shareholders and the investment community clear 
indication of the Company’s performance and strategy.

Analyst and investor briefi ngs by senior 
management

Non-deal roadshows (NDR), investor 
conferences, corporate forums

Investor meetings and conference calls 
(excluding NDR and conferences)

Annual General Meetings & 
Extraordinary General Meetings

Investor Relations website and app

Number of research houses covering 
AirAsia Berhad

Quarterly
Please refer to the 2016 Investor Calendar, on pages 26 to 27

Please refer to the 2016 Investor Calendar, on pages 26 to 27

All formal requests for investor/ analyst meetings and 
conference calls were met. A total of 55 meetings (excluding 
NDRs, conferences and forums) were recorded in 2016 and 
reported to senior management via daily and weekly Investor 
Relations reports.

Please refer to the 2016 Investor Calendar, on pages 26 to 27

24/7

23 at the end of 2016

BUSINESS 
PARTNERS

We depend on fi nancing facilities from fi nancial 
institutions and operating lessors to support our fl eet 
expansion. Our aim is to secure competitive, mixed 
fi nancing. Engagement with fi nancial institutions, banks 
and operating lessors starts a year before the anticipated 
aircraft deliveries to ensure we meet our fi nancing 
objectives for our large aircraft orders.

We also collaborate with business partners such as Airbus 
and GE on fuel-effi ciency initiatives.

Financial institutions and aircraft 
investor credit roadshows

Global aviation fi nance conferences

Face-to-face meetings, phone calls, 
workshops, seminars with banks, 
aircraft operating lessors and the 
manufacturers, Airbus, GE and CFM 

Technical Support, based in RedQ 

Commercial Support, with GE based in 
KL and Airbus based in Singapore

Twice a year to selected key markets of fi nancial institutions

At least once every quarter

Ongoing

Daily, available 24/7

24/7
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STEPS TOWARDS A 
GREENER WORLD 
We believe everyone has a responsibility towards protecting the 
environment, and seek to create greater awareness of climate change 
issues among Allstars and the pubic via #GREEN24. Starting in 
November 2015 with green efforts within our headquarters (then Red 
Fort), the initiative escalated into a 24-hour wave of green initiatives 
from 29-30 January during which all our global offi ces took on various 
climate change challenges. This generated a lot of hype on social 
media, with #GREEN24 trending on Twitter. Also on 30 January, we 
ran a community event/marketplace in Bangsar where members of the 
public were encouraged to deposit their recyclables, and pick up tips 
on how to live green from environmental organisations that came ready 
to share their knowledge.

HOPE FOR PATIENTS & 
FAMILIES WITH CANCER
Continuing with efforts made in 2015 to support the work of the 
National Cancer Council Malaysia (MAKNA), in 2016 we contributed 
a total of RM350,000 to the organisation by channelling 10 cents from 
each fl ight booking made online from 15 August - 16 September 2016 
as well as sponsoring the MAKNA Klimb Kinabalu 2016 expedition. 
More than raise funds, our objective is to create greater conversation 
on cancer so that Malaysians are more aware of the disease, and of the 
help available to patients and their families. That we have been at least 
partially successful was refl ected in the programme receiving a Silver for 
Best CSR Communications at the Marketing PR Awards 2017 on 
24 March 2017. The awards recognise communication and public 
relations efforts across Asean.

Conducting a reef clean-
up activity at Talim Bay in 
Batangas, the Philippines.

OTHER ENVIRONMENTAL EFFORTS DURING THE YEAR INCLUDED: 

Supporting the Pattaya City 
Council in a beach and reef 

clean-up in Pattaya, Thailand 
together with NGO Project 

AWARE, established by scuba 
divers focused on ocean 

protection.
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Planting 400 seedlings and 
building a rainwater harvester 

in Bangsar, Kuala Lumpur 
together with NGO, Free Tree 

Society, in conjunction with 
Earth Hour day on 19 March.




