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Connect to
ourSELVES

Connect to JOB itself
OTHERS




The Breakthrough Proposal

3+Q-®
Story
Strategy

#1: Physiology State
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Sustainability

TRAINING, PLANNING INNOVATIVE, EFFICIENCY
o DANG, ﬁog WORTHINESS, ATTRACTIVENESS
CRM, SKILLSET

INVESTMENT SUFFICIENCY, PROFTABILITY
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ECOLOGICAL, RESPONSIBILITY
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HEALTHY, RESILIENCE




SUSTAINABILITY
FROM WITHIN IS @
A FOR ALL

SUSTAINABILITY
FOR GREATER GOOD
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A JAPANESE CONCEPT MEANING “A REASON FOR BEING*
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Unleash the Master Within

the Art of
EMOTIONAL i g

Have a Conversation
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Paint 8 Mentsl Picture with Multisensory Experiences

TED |y 8=

CARMINE GALLO
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Stay In Your Lane

Book (Amazon); bitp:Awwe amazon com/Talk-Like-TED-Public-Soeating-Secrets (o1 250061539/
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What do you stand for?
What are you made of?
What is your WHY?

Know Yol
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Reference link
https./ / www.tonyrobbins.com/mind-meaning/ do-you-need-to-feel-significant/







ACHANAN

ACHIEVER

ARRANGER

CONSISTENCY

DELIBERATIVE
DISCIPLINE
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Know who




Way to targeted

DEMOGRAPHIC GEOGRAPHIC BEHAVIOR PSYCHOGRAPHIC

WHO THEY ARE? WHERE THEY ARE? HOW THEY ACT? | HOW THEY THINK?
Age, earning Location, Type of users Belief, needs, fears,
media landscape values, lifestyle




Our customers
aka stakeholders

B ot TP

misus:guaniygiioRuusziiu 25 IMamEwD
i - s S R POChs
UsUn 10188 315U 910 (UKIBU) &s]ﬁu,cy Ghave Forward=—
A 22 nsngnu 2563 5 { i 1




CUSTOMER Marketing & PARTNER/
BRAND communication COMMUNITY

*HR Policies «Visual identity
«Structure +Brand
«Delivery & Architecture

Focus

BRAND
REPUTATION

organisational Business
Culture . Opertations 0uﬂook &

: - Structure
| -Delivery & Strafegy
EMPLOYEE __ e

BRAND

INVESTOR
BRAND
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Unique Selling Point
Brand story

Segmentation
Audience Persona

Sustainable Content

® Export data ® 1Y ® Past post dovlvaliaue @ Surprise

® Page to watch ® O Tudue:nndnamsuaviku ®Trend

® Facebook Analytic ® I ® Past performance MiUAU engage 19: @ ISvUuQnAlR
® Insight ® FAU 92019 sample target THis? @ NWADY )

P 1 - & — -
® THidon e u1sn (Ian, AQD)



Sustainable Content

Reach or Like means NOTHING!



Know YOU

® Strength
® Value Proposition

® Purpose

“Know WHO

® Customer Journey
® Customer Persona
® Place

® Platform

m Delivery | Dream | Transformation

-xKHOW HOW Storyline and Presentation Skill

F: A:

Fact and Feature Aspiration
R: M: S:
Relevance Memorable Statistic
Reason to believe Sensible
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COIN Model for Feedback

B N

® Connect
® Objective
e Impact

® Next Step
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The AirAsia Story




Maintaining No.1 Market Share in Thailand

Thai VietJet

15%

) 5% RETN .

Bangkok Air 4% 10% Thai AirAsia
() (3

7%

Thai Airways

9%, PASSENGER
MARKET

SHARE

Thai Smile

9%

Q3/20

Thai Lion

Q3/19

Note: 1 Data From July - September of 2019 and 2020
(source: AAV, AOT and Department of Airport)
2 Data as of 9 November 2020 (Source; OAG)




Airline industry is very fragile
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Itis not the first time
We are flying through turbulence

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020
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China Effect /

Fuel price up

COVID-19
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COVID-19
and Aviation Industry
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WORLD CHANGE

jal Environment

SUSTAINABILITY

How to
Maintain
NO.1 AIRLINE

INVESTORS

35 take sustainability issue account
7 3 o/ in their investment analysis
© ond decision

—
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' What We Can Do @

Economic

Cost | - . Revenue
Risk Social Environment Brand

t
SUSTAINABILITY A

W




The marketing belief of AirAsia

Our care is in the details, Local
because everyone matters.
M arketing

E mployee P artnership
. AL/
Employees First. M arketing M arketing X
Happy employees
make happy

customers.

We care for our
stakeholders.
Partnerships
towards goals.







' We are a major player in this industry

it is our goal to fortify the value chain by creating responsible tourism

®
@ '.@
m| ®
Connectivity Emissions
Economic i-"
growth Consumption
and waste
R @ 265 aircrafts, in 8 airlines onze;;::em;::::"c”m A y
100 million passengers flown annually i hube ~ YY) A
Tourism »SOO million total passengers flown 9 LARGEST ° : )
rowth 152 destinati LCC in Asia vertourism
g © mds:su COou‘:tries over 10,000 flights per week i tarms of passangors

carried
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LOW COST?

e Connectivity and Variety

e Convenience and Standards
e Low fares ‘

X



" WHAT C

MAKES PEOPLE

i~
o I

LOW COST?

Connectivity and variety I




Connectivity and variety

Connecting people to destinations

ON-TIME

PERFORMANCE
& EFFICIENT SERVICES



The marketing belief of AirAsia

Our care is in the details, Local Towards sustainable
because everyone matters. . M . " @ tourism, addressing
arketing ' =& allour business impacts.

E mployee P artnership ;
; : v, We care for our
.. Employees First. M arketing M arketing y stakeholders.
w Happy employees Partnerships
I make happy towards goals.

customers.
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AirAsia AllStars Community Journey D
Leaders CBT Network

Grow the Extra Mile

Mindsets — Wheel of life — Goal setting — Peak state — BE Being and Beliefs — At cause/effect — 5 success principles
Massive action list — Gratitude — 6 core needs — 3 universal fears — active listening

Promlok
Nakorn sri thammarat

i r,: T



0 ‘@D Pha Mhee : CEI

Bang Pong : CNX @D

THAILAND
9 9 J URNEY|D

i
————— CBT networking in Kok Muang

Q

new areas




Top 7 Most Popular Thai Foods

1. 1 Tom Yum Goong (Spicy Shrimp Soup) The
quintessential Thai aroma! ...

. 2 Som Tum (Spicy Green Papaya Salad) ...

. 3 Tom Kha Kai (Chicken in Coconut Soup) ...
.4 Gaeng Daeng (Red Curry) ...

. 5 Pad Thai (Thai style Fried Noodles) ...

. 6 Khao Pad (Fried Rice) ...

. 7 Pad Krapow Moo Saap (Fried Basil and Pork)

~N OO O A W N

Feb 9, 2020

www.flowermoundyummythai.com » top-7-most-popular...

Top 7 Most Popular Thai Foods | Yummy Thai Flower Mound ...

Was thisuseful? ) Yes X No

&) About Featured Snippets




Professional chefs elevated cuisine presentation without

altering local sensations







We helped self-actualize locals, facilitating their own chefs
tables so they could provide a fine dining experience to customers
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Convenience and Standards

INTERNAL
- CUSTOMERS
~ COME FIRST

Passionate People Make Change




The Essence of AirAsia

® \We invite our employees to take

E mployee part in every marketing campaign

M arketing

® Our people can make the changes
that make a better world
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Journey D Happy AMBASSADORS

ENGLISH ON AIR, SERVICES

STRUCTURE
REBUILD AND RENOVATE
TEST
TRIPS
SALEAND SALES AND DISTRIBUTION
PRODUCTS - DISTRIVUTION
SALES PROMOTION
SUSTAINABILITY
7 FIRST AID
DEVELOPMENT PROGRAM, COMMUNICATIONS HEALH/GHEECKS
PARTNERSHIPS,
il LEADERSHIP
TEST TRIPS
PROMOTIONS

SAFETY
PROCEDURE




Have Fun While
You Learn
English




Pilots and cabin crew with medical experience
provide first-aid knowledge to communities.

J@urney)D
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Our engineering team surveyed and
J@urney|D planned design improvements to enhance
the safety of a traditional Akha swing



2 Ayuningtias . Syaful Hadi Septiarisani i e ited in Kn jang. LI Wei Lee (0 Mourrey B
il Pathum Thani, Thailand R

Koh Kiang®e Using natural dyes (o create tie-dye
Kionglu Beach - Sunset moment and Short briefieng progress of Journey'D Akng
by P-Man. So happy to heard about this sustainability project by Air Asia,
—-— shared the stories, culture exchange and positive mindset

0@ In Kraty

Photo Taken by Gerrae Joshua a Pritha Ayuningtias, Kadek Dian
Kumalasari and Me. & boomerangs,

. ‘ E " ™ - Koh Kiang, Krabi See More

GRS

.
e -

10% of staff have been to the communities f By



http://../VTR/Tony visits Journey D PhaMhee 1 min_Tong.mp4

7 Service wonder

Seven

~

Service ;" >
Wonders 2




Journey D Camp 2020




The Essence of AirAsia

® We care for our stakeholders

P artnership

® We believe in the power of
collaboration to innovate M arketing

® Partnerships towards goals




Journey D collaborates
with communities to
improve the standards
of their local facilities

3 years ago =

o -~




We bring international hospitality standards and superlative
experiences to the communities by working with our hotel partners
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LOW COST?

'S

Low fares and shopping



Great Deals!
The lead reason for flying a low cost carrier is

Low Fares

BIG -

3 MILLION PROMO SEATS P FOR GRABS

AirAsia offers promotional
fares, weekly promos and
BIG sales

*4 Vacations are
even better Les

a S | on weekdays
A Gels = “'""
off

oNSALE! [

Widest Network, Lowest Fares

Make your weekday
Pack n Go extraordinal’y

Nan + Chw Mai~ Cm Ral*ROIEL* SCRMMIMM

Trang - s«mlml wmmm vamon shnmp
Ho Chi Minh City + Harol « Ball « Penang »- ey

BOoK Now W1 | November 2015
Travel now 10129 February 206




The Essence of AirAsia

® We believe in understanding
the local market

Local

M arketing ® Responding to local insights
to entertain market needs

Differentiation starts here...




Product Development with Communities

Khokmuang
Natural Dye Fabric
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Product
Development
with
Community

Akha Teddy Bear
ATH 20 & 10 e 12 e 600 1

Loeal Patterned Hairband

TE 4% 5 Mo 290 niw/es
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Laos

W Vietnam Journey D is ready

NIIMAHUNTANS

3 urney) 5 2P0 to scale up regionally

Ho Chi

Minh City

land Palawan

baaysia

Kuala léumpur J {5 URNEY | D

Negros

Mindanao

Basilan Island

Singapore

J (&) URNEY |D

Bands Sea

Jakarta
@®




AirAsia as a Truly |
ASEAN airline, - R 09_

We continuously expand
our ASEAN network to
connect travelers across the
region. Now we wish to _— o=
educate our passengers on R — ———— =
traveling with responsibility

and and awareness of &
Sustainable ASEAN ! 1 s ]

Tourism "O:.
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SUSTAINABLE TRAVEL

E-Pledge

(hosted on WeChat, accessible via mobile only)

darynne
RAFOI0SB2(THHEA

A

£ RFiE
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S DR, RTH
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BRRIE
LHRDESEFTU
WHRAATH A

TEBWR, RIRELE

WeChat

FRE
‘ EHHaveH HERAER

N——————

*Wechat pushes notifications with the pledge a CTA for users to create a personalized pledge letter for

sharing in their Wechat Friends Circle

¢

H1TXER

Practise Good Travel Behavior

| pledge

To be patient and be well-prepared for all circumstances,
To lower my voice in public so as to not disturb others,
And to avoid touching, writing and drawing on any artifact
or attraction

| pledge

To obey local regulations,

To only take photos or record video where permitted,
And to ask permission before taking photos of people

Encouraging Wechat users to engage with the e-
pledge and share it through the platform




' RETURN ON INVESTMENT @

Environment Social Economy
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COVID-19
and Aviation Industry
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ster @) REIMAGINATION

ster @) RESOLVE
el ¢ @ AND REFORM

MARKETPLACE LOGISTICS

o

teleport

airasia.com

Now Everyone Can Fly

DIGITAL BANK & LIFESTYLE &
INSURANCE ENTERTAINMENT
.q
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“Restart Thailand”
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http://drive.google.com/file/d/1TT2cpHXXUWOxO5xea7NBxFdoIQ3zmlTl/view

I EMBRACE THE TURBULENCE @

What doesn't kill you makes you stronger !




