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Air New Zealand at a glance

1Includes Seoul route which commences late November 2019. 

Operational

79
years in operation

32
international destinations1

20
domestic destinations

Pacific 
Rim
focused network driven by 
alliance relationships

~12,500
Air New Zealand employees 
based globally

Financial

Baa2
investment grade credit rating 
from Moody’s

15%
annualised shareholder return 
over the past 10 years

8%
average dividend yield 
over the past 10 years 

14
years of consecutive 
dividend distributions

16
years of consecutive 
profitability
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Community

#1
corporate reputation in New Zealand 
for 5 consecutive years

#1
corporate reputation in Australia 
for 3 consecutive years

#1
New Zealand’s most attractive 
employer for the third 
consecutive year

Winner
2019 Eco-Airline of the year

Gender, Accessibility and Rainbow 
tick accreditation achieved
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Letter from the Chairman

As we all know, the airline industry 
can change at pace.

Earlier this year, Air New Zealand highlighted that we 
were observing a slowdown in the rate of demand growth, 
particularly in our domestic leisure segment and to a lesser 
extent in inbound tourism growth to New Zealand. This 
news followed a challenging first half, which saw the impact 
of substantially higher fuel prices and network disruption 
related to the global Rolls-Royce engine issues that power the 
majority of our Boeing 787-9 fleet.

Our airline is incredibly agile and nimble, with an outstanding 
Executive team as well as a strong investment grade balance 
sheet, which means that we have the resources to quickly 
adapt to these challenges and turn these into opportunities 
for the future.

Following the revised outlook that we provided due to the 
change in demand environment, we immediately set ourselves 
on a path to review our network, fleet and cost base to ensure 
that our business is well positioned to be profitable and resilient 
in this new, lower growth environment.

As a result of this review, we announced in late March that we 
would be moderating our medium-term capacity growth outlook 
to three to five percent per annum (from a prior growth plan of 
five to seven percent), deferring $750 million of fleet investments 
and implementing a two-year cost reduction programme. 

To demonstrate our continued commitment to ensuring an 
industry-leading customer proposition, we have announced 
additional investment in our long-haul inflight product over the 
next twelve months, such as an enhanced Business Premier™ 
experience and introduction of a new and more spacious 
Economy product. In March we also began offering free Wi-Fi 
on all enabled international aircraft to keep our customers 
better connected while they travel.

These actions will set us up well for the future, and you can 
expect both the Board and the Executive team will continue to 
focus on opportunities to improve returns, while ensuring we stay 
true to our culture and our commitment to provide a world-class 
travel experience for our customers. 

We know this year has been difficult at times and that a huge part 
of the reason we were able to navigate the challenges presented 
is due to our incredible people and the fact that they are always 
willing to go the extra mile to deliver for our customers. This has 
never been more true than in the past 18 months and I would like 
to thank our team of over 12,500 Air New Zealanders for their 
commitment and dedication.

Turning to the 2019 financial result, earnings before taxation 
were $374 million for the year, representing a decline of 31 
percent from the prior year. High levels of passenger revenue 
growth in the first half of the year moderated into the second 
half, driving annual operating revenue growth of five percent. 
Growth came from our launch into exciting new markets 
such as Chicago and Taipei, the expansion of our trans-
Tasman capacity following the end of an alliance partnership, 
additional frequency into Singapore and overall growth in our 
domestic market. 

Operating costs increased at a faster rate than revenue growth, 
driven by a 19 percent rise in fuel price as well as additional 
costs associated with providing operational resiliency across 
our network. Ownership costs also grew seven percent, 
reflecting our continued acquisition of modern and fuel-
efficient aircraft. Air New Zealand continues to focus on 
reducing operating costs in a sustainable manner. This year 
efficiencies from cost saving initiatives and economies of scale 
contributed $113 million to the result.

The Company’s balance sheet remains strong with gearing of 
54.6 percent, which is within the target range of 45 to 55 percent 
despite a year with substantial aircraft investment. Air New 
Zealand also continues to maintain a stable investment grade 
credit rating of Baa2 from Moody’s. 

The Board’s intention is to consistently pay a sustainable level 
of ordinary dividend and we are very proud of the fact that 
we have been able to pay over $2.3 billion in dividends over 
the past 14 years. Despite the current slowdown in demand 
growth, after considering the Company’s balance sheet 

$5.8
billion
Operating 
revenue

$374
million
Earnings 
before taxation

$986
million
Operating 
cash flow

11.0
cents per share
Final ordinary 
dividend
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strength, future capital commitments and expectations of 
future financial performance, the Board is pleased to declare a 
fully imputed final dividend of 11.0 cents per share. This brings 
the total ordinary dividend for the 2019 financial year to 22.0 
cents per share, consistent with the prior year. 

Also reflecting the underlying strength of our business, 
operating cash flow performance was robust at $986 million 
and cash at hand at the end of the year was $1.1 billion.

Based upon current market conditions and assuming an 
average jet fuel price of US$75 per barrel, the airline is 
targeting earnings before taxation to be in the range of 
$350 million to $450 million. This outlook excludes the 
impact of the new accounting standard for leases.

This is the last results announcement for our Chief Executive 
Officer Christopher Luxon before he departs at the end of 
September and I would like to take this opportunity to thank 
him for the significant contribution he has made and the 
achievements he has had during his tenure. 

Not only has the airline experienced a period of enhanced 
profitability and strong dividends, but we have also launched 
several exciting new routes and had record customer 
satisfaction and staff engagement over this time. I would 
also like to call out the profound impact that Christopher 
has had on Air New Zealand’s culture, including bringing 
together a world-class Executive Team, introducing 
leadership development programmes, driving High 
Performance Engagement with our union partners and 
lifting our commitment to diversity and inclusion. All of this 
has seen Air New Zealand regularly voted as the best place 
to work in the country and I have no doubt that this is due 
to Christopher’s drive and passion for people.

As the outgoing Chairman of your Board of Directors, 
I feel very privileged to have served this exceptional and 
truly iconic New Zealand company for the past nine years. 
At next month’s 2019 Annual Shareholders’ Meeting 
and with your support, Dame Therese Walsh will succeed 
me as Air New Zealand’s Chairman. As I mentioned in my 
letter last year, Dame Therese is a highly experienced 
and incredibly commercial leader and will be our first 
female Chairman. I have no doubt that she will be an 
outstanding Chairman and that alongside the rest of our 
highly skilled Board, the future of Air New Zealand is in 
very capable hands.

I am immensely proud of all that we have managed to 
achieve, and I wish Dame Therese, the Board and the more 
than 12,500 Air New Zealanders that make our company so 
unique, all the very best for the future.

 

Tony Carter 
Chairman 

22 August 2019

Note from Dame Therese Walsh, Chairman elect

Air New Zealand is such a unique company in that it touches the 
lives of so many New Zealanders and its fortunes are so deeply 
intertwined with that of our nation’s.

This is one of the reasons why it is humbling for me to be seeking 
shareholder support for my re-election in September, to take on the 
role of Chairman. The role has been exceptionally stewarded by Tony 
Carter for the past six years, and I look forward to acknowledging 
his leadership at the 2019 Annual Shareholders’ Meeting.

Having held Executive and Board roles with a range of companies 
and institutions, one thing that my experience has taught me is that 
to succeed over the long-term you need to be hugely customer-
centric, incredibly agile and not afraid to be a leader in the areas 
that matter most. Air New Zealand is certainly a company that 
embodies this philosophy.

Our business is built on a strong foundation of key competitive 
advantages that will continue to serve us well in the coming 
years. We have an iconic brand, supported by a uniquely Kiwi 
service culture. Our domestic network and customer offering are 
unmatched, driving extremely high levels of loyalty. Deep revenue-
sharing alliances help support our international offering, which is 
based on strong growth markets across the Pacific Rim. Finally, 
our simplified and fuel-efficient fleet provides us with the ideal cost 
structure for the New Zealand market. 

While these advantages have allowed us to deliver strong results 
across key financial, customer, employee and social metrics over 
the years, as we approach the 80th anniversary of our airline I am 
reminded that we cannot be complacent. Our ongoing success will 
require us to continually future proof those advantages to reflect 
the changing landscape. 

We know that we operate in an industry that is dynamic, from next 
generation aircraft technologies, to connecting with customers in 
new and different ways, and evolving thought leadership on reducing 
carbon emissions. Change is not something that we should shy away 
from or be fearful of. It challenges us to be agile, to be innovative and 
most importantly to be extremely customer focused. 

Speaking on behalf of the Board of Directors and our Executive team, 
we do not take our position as one of the world’s leading airlines 
for granted. We will continue to pursue profitable opportunities, 
invest in our products and our culture, and defend our competitive 
advantages to secure the best possible outcome for our customers, 
our people, our investors and our nation.

I look forward to seeking your support for my re-election in 
September, serving as your Chairman and taking this iconic 
Kiwi company to new heights. 

Ngā mihi.

Dame Therese Walsh 
Chairman elect 

22 August 2019

11.0
cents per share
Final ordinary 
dividend
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Letter from the Chief 
Executive Officer

Air New Zealand is truly unlike any 
other company I have ever worked for.
Our customer centricity, commercial 
focus, operational integrity and 
social ethos make us one of the most 
inspirational airlines in the world and 
I could not be prouder to have been 
at the helm of this iconic company for 
the last seven years.

I have often remarked that what differentiates Air New Zealand 
from many of our airline peers is our ability to be nimble and 
adjust quickly to changing external dynamics. As we navigated 
a more challenging business environment in 2019 and enter into 
a new financial year, that sentiment has proven true yet again.

The 2019 financial result of $374 million in earnings before 
taxation reflects a significant fuel price headwind of $191 
million, the temporary impact of the global Rolls-Royce engine 
issues on some of our operational costs and as we observed 
in the second half of the financial year, slowing demand growth. 

While these issues are certainly challenging and reflect some 
of the uncontrollable factors that make aviation so dynamic, 
our people are extremely skilled at responding to these factors 
by adjusting various levers within our business. The dedication, 
ingenuity and drive of our team truly sets us apart from other 
companies and is a key reason why our customer satisfaction 
levels continue to be at all-time highs. 

For example, our response to the global Rolls-Royce engine 
issues was decisive – our priority was to ensure as much 
schedule resilience as possible for our customers. We were able 
to quickly procure leased aircraft, which was hugely important 
as this issue has impacted approximately 40 percent of the 
global Boeing 787-9 fleet. We also increased staffing at the 
airports and at our call centres to help manage the higher level 
of customer enquiries. Although we are still managing the issue 
today, we expect to be operating all of our Boeing 787-9 aircraft 
later this year, thereby reducing some of the inefficiencies we 
saw in our 2019 cost base. 

Turning to the demand environment, in January our forward 
bookings data indicated that a moderation of growth from 
both a slower inbound tourism market, as well as domestic 
leisure travel would impact our expected revenue performance. 
To put this into context, in recent years Air New Zealand has 
experienced strong demand growth across our network, which 
combined with growth into new and existing markets, drove 
revenue growth of up to 10 percent per annum. Although we are 
still anticipating solid growth as we look to the year ahead, we 
expect it will be at a lower level than in prior years. 

While we were one of the first New Zealand companies to 
describe the slowing growth environment, in subsequent 
months a number of other businesses have echoed our 
sentiments and the Reserve Bank of New Zealand lowered the 
official cash rate in May and again in August. 

Our business is uniquely positioned to observe changing 
demand trends due to our forward bookings profile, and while 
we have not seen any further downward shift, we are taking the 
necessary steps to adjust our business. 

Those changes were announced as part of a broader business 
review in late March and includes network adjustments, fleet 
deferrals, initiatives to sustainably reduce our cost base and 
continued investment into the customer experience. We 
also overhauled our domestic network fares, to make travel 
more affordable and further supercharge domestic tourism, 
specifically to regional New Zealand. 

Following the outcome of that business review, we are focused 
on ensuring Air New Zealand’s cost structure is well positioned 
to support a strong earnings profile in a lower growth 
environment. We are well-known for our strong approach to 
costs, but I believe that we can always consider different ways 
of working to drive continuous improvement. While that work 
is still in progress, we expect to communicate outcomes in the 
coming months. 

Being able to adapt does not mean that we are changing our 
strategy or the core priorities that make Air New Zealand a 
truly iconic company. While both the Board and the Executive 
team continue to drive opportunities that will return Air New 
Zealand to sustainable earnings growth, we remain vigilant 
in protecting our strong culture and further enhancing the 
customer travel experience.

We have an incredibly strong brand, our core domestic 
business has unrivalled market share and our alliance driven 
Pacific Rim network has allowed us to effectively grow and 
diversify our revenue across a number of key markets. Our 
powerful Airpoints™ loyalty programme has over 3.2 million 
members and continues to drive customer engagement. 
Importantly, we also believe that there are still profitable 
network growth opportunities for us to pursue.

Ensuring our competitive advantages are sustained for the 
future requires commitment and we have not shied away from 
investing in our long-term customer proposition. 

For example, we made the incredibly exciting announcement 
earlier in June that we would replace our current fleet of Boeing 
777-200 aircraft with the Boeing 787-10 Dreamliner powered 
by GE Aviation GEnx-1B engines, which will start to be delivered 
from the 2023 financial year, subject to shareholder approval 
in September. This multi-billion dollar investment will 
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be a game changer for our airline, offering a 25 percent 
improvement in fuel efficiency. This creates a really exciting 
platform for our future strategic direction and opens up new 
opportunities for profitable network growth. 

We also expect to announce some exciting developments in 
the coming year regarding the product development being 
undertaken at Hangar 22, our top secret innovation centre. 
Every aspect of our Business Premier™, Premium Economy 
and Economy experience has been under the microscope 
and we have invested considerable time and effort in 
understanding emerging trends in consumer behaviour and 
technology across the international markets where we operate.

I am extremely proud that our customers and the New Zealand 
public continue to put their faith in us. We have held the number 
one corporate reputation in New Zealand for five years now and in 
Australia for three years. This means that despite the challenges 
we faced this year, we have maintained our world-class 
reputation, and this ultimately comes down to our amazing 
team of over 12,500 staff who go above and beyond every day 
to offer our customers a truly exceptional travel experience.

Part of ensuring a superior customer experience is to support a 
strong sense of culture and inclusiveness across our workforce. 
We are working tirelessly to drive diversity and inclusion and to 
create a workforce that is proudly representative of Aotearoa. 

We are actively building greater cultural competency, 
particularly within our Senior Leadership Team, and have 
committed to increasing our representation of Māori and 
Pasifika employees in leadership roles to 20 percent by 2022. 
Gender equality and greater female representation on our 
Senior Leadership Team remains a key priority, and we are 
on track to achieve our updated target of 50 percent female 
representation by 2020.

Forming the foundation of our commitment to customers and 
culture is our unwavering focus on health and safety. Simply 
put, investing in health and safety processes and programmes 
to ensure compliance with regulations is not enough. We are 
constantly working to improve our operations, safety protocols 

and tools that our people can deploy each day to ensure a safe 
environment for both our team and the customers they serve. 

One of the things that I am most proud of, is how we have 
embedded sustainability into the very fabric of our organisation, 
and it is now deeply rooted in our processes, our people and 
our strategic priorities. 

This year, we have further progressed our Project Green 
initiatives, which have enabled us to reclassify and reuse 
40 on-board products that previously went to landfill due 
to biosecurity rules. Although this was initially just for flights 
into Auckland, we have now rolled this out to Wellington, 
Queenstown, Christchurch and Los Angeles.
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Letter from the Chief 
Executive Officer (continued)

Jennifer Sepull 
Chief Digital Officer

Executive Role

Jennifer Sepull joined Air New Zealand 
in May 2019 as Chief Digital Officer. 
Jennifer and her team are focused on 
delivering a five-year strategic roadmap 
that will embed digital excellence at the 
heart of Air New Zealand and empower 
our customers, our people and help 
deliver revenue growth. The team have 
also been driving greater investment 
into cybersecurity and improving 
the resilience of our systems and 
infrastructure, so that Air New Zealand 
is set up for future digital success. 

Before joining Air New Zealand

Jennifer has more than 20 years of digital 
and technology leadership experience 
from a range of diverse and innovative 
companies, including Kimberly-Clark, 
Honda Motor Corporation, IBM, as well as 
various start-up technology organisations. 
She is also on several customer advisory 
boards, including with IBM and Gartner 
and currently serves as a member of the 
technical advisory group for the London 
Stock Exchange.

Balancing life and work

Outside of work, Jennifer is a keen runner 
and loves to do a morning run along the 
Auckland Viaduct Harbour. She also loves 
travelling and exploring the great variety 
of cuisine on offer in Auckland. 

and honour to have worked alongside this team knowing that 
together we have achieved incredible things for our airline and 
for our nation.

I leave confident that the airline is in great shape with strong 
leadership to rise to the constantly evolving and inevitable 
commercial, customer and cultural challenges and opportunities.

Finally, I would like to thank Tony Carter and the Air New Zealand 
Board of Directors, who have stood behind me and the Executive 
team as we have taken the airline to the next level.

 

Christopher Luxon 
Chief Executive Officer 

22 August 2019

Most recently we committed to more than double the number of 
single-use plastic items that we will remove from our operation 
from 24 million to 55 million items in 2020. Plastic waste is 
a highly topical and visible issue for us and our increasingly 
sustainability-conscious customers, so we are pleased to be 
making significant progress in this space. 

This year we also partnered with Z Energy, Contact and Genesis 
to create a partnership called Drylandcarbon, which will 
establish a forestry portfolio for the purpose of sequestering 
carbon and providing a stable, long-term supply of quality 
New Zealand carbon credits. 

This is all really positive, but there is still so much more to 
be done. Sustainability is a vitally important topic for 
Air New Zealand, and we risk losing our social licence to 
operate if we do not genuinely address climate change. 

Finally, after eight years with the airline and seven years as 
Chief Executive Officer, I will be stepping down from the day 
to day leadership of Air New Zealand at this year’s Annual 
Shareholders’ Meeting in September. I would like to first thank 
and acknowledge the Air New Zealander whānau – it has been 
an amazing journey to say the least and it is my great privilege 

3.1x

Air New Zealand’s 
10 year TSR has 
exceeded the 
Bloomberg World 
Airline Index by

 AIR NEW ZEALAND  BLOOMBERG WORLD AIRLINE INDEX

Meet our newest 
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is the most popular female 
name among Airpoints loyalty 
programme members

Susan
inflight meals served globally

6.3 million

cups of coffee served onboard

5.8 million

of camembert cheese served 
aboard Koru Hour flights

10.4 tonnes

Air New Zealand lollies munched

15.5 million

appetisers served featuring 
Ngāti Porou’s Ahia Smoked Fish

45,000+

views of Bohemian Rhapsody 
in the air

162,215

is the most popular food item 
purchased onboard using 
Airpoints Dollars™

Cheese toastie

the most selected Economy 
seat on our Boeing 787-9 
Dreamliner aircraft

35H

bottles of New Zealand 
wine poured

963,232

flights booked by Airpoints™ 
members using Airpoints Dollars

968,123

flights operated by 
Air New Zealand

190,000+

tonnes of CO2-e offset

60,000
More than
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Safety as a Shared Value

Our number one priority is ensuring that our customers get to and from their 
destinations safely and that the health, safety and wellbeing of our people is 
always at the forefront of everything we do.

That’s why we are continuing to invest in new technologies to 
ensure our operational integrity remains second to none.

For example, we are currently adding new weather radar 
tracking enhancements to our Boeing 777 fleet and Airbus 
A320 domestic fleet that provide pilots with predicative 
information about potentially disruptive weather in their flight 
path. Our team is finding it extremely beneficial to help avoid 
lightning storms or severe turbulence, making the journey 
smoother for our customers. 

The commitment to a world-class safety culture is set from 
the top, with the Board Health, Safety and Security Committee 
providing strong governance and three members of the 
Executive Team driving core safety across the airline. 

Chief Operations Integrity & Standards Officer Captain David 
Morgan is accountable for operational safety for the airline. 
He also serves as Chairman of IATA’s Safety, Flight and Group 
Operations Advisory Council.

Chief Ground Operations Officer Carrie Hurihanganui holds 
responsibility for engineering air worthiness as part of her 
mandate, which has included the task of managing the impact 
of the global Rolls-Royce engine issues on the airline’s Boeing 
787-9 fleet. 

Chief Air Operations & People Safety Officer John Whittaker 
has long been a champion of driving marked improvement in 
workplace safety, with the airline working towards year-on-year 
reduction in the reported rate of injuries by Air New Zealanders. 
In 2019, the team was proud to see an eight percent reduction 
in the total recordable injuries from the prior year. 

Safety first



Taking workplace safety to the next level

We are implementing ‘safety in design’ principles to eliminate 
or reduce manual handling risks. For example, installing bag 
drop conveyors at check-in means customers can safely and 
easily upload their bags. We have installed self-bag drops at 
a number of our domestic ports. 

While we are always striving to improve workplace safety, it was 
wonderful to be acknowledged as the supreme winner at the 
New Zealand Workplace Health and Safety Awards this year.  
Even more exciting was having one of our Health and Safety 
Representatives (HSRs), Brent Armitage, named as edenfx 
HSE Recruitment Health & Safety Representative of the Year.

Brent truly exemplifies what we strive to achieve at Air New 
Zealand – inspiring our people to look after their safety, health, 
wellbeing and environment. Brent started working for Air New 
Zealand at our Auckland Domestic Ramp three years ago.

The team is responsible for moving and sorting baggage, 
loading and unloading aircraft, and making tarmac crossings safe 
for our customers. On average, people in this team can lift more 
than 1 tonne of baggage and walk over 10 kilometres a day.

After becoming a Health and Safety Representative (HSR) for his 
team, Brent saw an opportunity as an HSR to make a real difference 
to the safety of his team. He quickly became the go-to person for 
safety on the ramp and organised safety content to be displayed 
on unused screens in the break room, making updates, alerts and 
general safety information easily accessible to the whole team.

Presenting his perspective of people safety to the Board of 
Directors earlier this year, Brent also led the Board on a Ramp 
‘walkaround’ to show them the challenges first-hand and talk 
directly about improvements that could be made. 

S A FE T Y A S A S H A R ED VA LU E

A I R N E W ZE A L A N D G R O U P

11

20192016 2017 2018

17.9
15.2

11.2 10.3

Total Recordable Rate (TRR) of injuries Total 
recordable 

injuries
Most reported injuries this year resulted 

from manual handling activities, slips, trips 
and falls, and contact with objects.

The majority of these occurred while handling 
baggage, stowing cabin bags and during meal 

service. We are focused on reducing the 
total reported rate of injuries through a 

combination of investment in equipment 
and staff education.



12

A I R N E W ZE A L A N D A N N UA L S H A R E H O L D E R R E V I E W  2 0 1 9

Keeping our customers at the core

Challenging ourselves 
daily to be great
One of the first exposures that many visitors 
have to New Zealand is when they step on 
board one of our aircraft. Our mission is to 
provide customers with a uniquely “Air New 
Zealand” experience and we take great pride 
in setting a high expectation for the rest of 
their journey around our incredible country. 

Customers know that when they choose to fly 
with us, they are getting a world-class product 
and service offering, but we know that we need 
to adopt a continuous improvement mindset 
to give our customers the best and most 
innovative flying experience in the world. 

This doesn’t necessarily mean that we always 
need to be working on big-ticket innovations 
like the new Business Premier™ seat development 
that is currently being undertaken at our top-
secret innovation centre, Hangar 22. There is 
so much more to our quest for greatness.

The philosophy behind our approach to 
customer experience is to truly listen to 
what our customers have to say, apply that 
understanding to our design concepts and 
then invest in the areas that matter most to 
our customers. We apply our deep knowledge 
of the travel experience and all of its potential 
pain points to make iterative adjustments 
every day.

Test flights
As we continue to challenge ourselves to think a little 
differently and adopt a continuous improvement mindset, 
we have developed the concept of the ‘Test Flight’, using our 
aircraft as a live laboratory - a place to test potential new 
products and designs. We choose a sector and an innovative 
product or experience to trial and we ask our customers and 
crew to give us honest feedback about their experience. 
Our Crew Customer Engagement Team are pivotal to 
bringing these ideas and innovations to life. Made up of 
select cabin crew members, this team act as champions 
of change, helping to test the new concepts and 
communicate the changes and rationale to our customers.

Surviving dry July

From early July, we put New Zealand’s first artisan distilled, 
alcohol free gin onboard select long-haul flights to support dry 
July and the increasing number of customers who prefer non-
alcoholic drinks. Our extensive customer research has told us 
that around 13 percent of our customers don’t drink alcohol 
at all and 25 percent would like a zero alcohol spirit option. 
We paired this knowledge with the goal of supercharging New 
Zealand’s success and partnered with local Devonport company 
Ecology and Co to deliver bespoke cocktails during dry July.

Would you like some crackers with that cheese?

We recently swapped out the crackers we serve during Koru 
Hour, from two large wheat crackers to four smaller rice 
crackers. Is it the most ground-breaking idea in the world? No – 
but it is listening to the resounding feedback we have received 
from customers, who have long debated what the appropriate 
cheese to cracker ratio should be. It also caters to our gluten free 
friends so that everyone can enjoy our premium cheeses. 

Plastic, not so fantastic

Earlier this year we began the process of removing single-use 
water bottles from our premium cabins as part of Air New 
Zealand’s broader sustainability initiatives. We wanted to ensure 
our customers clearly understood the rationale behind this 
change, so decided to trial this initiative on 10 different routes. 
The Crew Customer Engagement Team took special care to 
explain the change on these test flights, and asked customers 
for their views and feedback. As a result of these interactions 
we determined that many customers didn’t realise that our crew 
are happy to fill personal water bottles – a simple but significant 
learning in our quest for plastic reduction.
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Innovation is alive and well 
at Hangar 22
Our product development team continue 
to work hard at Hangar 22, our top-
secret innovation centre, as we develop 
the future aircraft cabin experience for 
long-haul travellers. Every aspect of our 
Business Premier™, Premium Economy 
and Economy experience has been under 
the microscope over the past year as we 
look to apply the considerable knowledge 
and data we have collected regarding 
emerging trends in consumer behaviour 
and technology requirements.

The airline has conducted 11 rounds of 
product and experience testing so far, 
with 165 customers and 35 cabin crew. 
Our customers along with our staff 
who deliver the experiences on-board 
everyday, have given us some great 
perspectives on the hundreds of ideas 
that were generated in a series of design 
workshops last year. We are now in the 
phase of final evaluation on a couple of 
potentially game changing ideas but 
there is still a bit of work to be done….
watch this space! High 

customer and 
crew satisfaction 

scores in 2019

Winner of the

Passenger 
Experience 

Achievement
ATW Airline 

Industry Awards

Best 
Airline Alliance 

Lounge
Skytrax 

World Airline Awards

POSITIONAL

Best 
Premium 

Economy Class 
in the World

TripAdvisor’s Travellers’ 
Choice Awards

“The moments of personal engagement that we create by employing 
thoughtful design and truly understanding the travel journey allow us 
to continuously evolve what a great customer experience can be.” 
Nikki Goodman 
General Manager, Customer Experience
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A truly New Zealand company

Diversity and inclusion
Since we first articulated our commitment to creating a diverse and inclusive 
workforce that is proudly representative of Aotearoa, we have made significant 
strides in our journey. 
We have increased representation of women on our 
Senior Leadership team from 16 percent in January 2013 to 
44 percent in 2019 with a target of 50 percent by 2020. 

Māori and Pasifika employees now make up 15 percent 
of our leadership team, with a clear target to further grow 
representation in leadership roles to 20 percent by 2022.

Making a difference to the lives of 
Air New Zealanders
Our people are one of the key ways that we differentiate 
ourselves from our competition, and one of our competitive 
advantages. That is why we are always listening to their 
feedback and updating our policies to create an environment 
where everyone feels valued and supported. This year we 
have introduced a number of initiatives that support our 
diversity and inclusion strategy:  

Announced exciting changes to the 
Parental Leave package we offer to new 
mums and dads
Kate Johnston, an Air New Zealander and new mum to baby 
Sam gives her insight into the policy change. 

“My partner Bruce and I both work for Air New Zealand – he 
as a First Officer on the A320 fleet and I as a Senior Manager 
in our Customer Experience team. When the new policy was 
announced with both maternity and paternity benefits it 
was like a weight lifted. Bruce would no longer have to take 

unpaid leave to support me in the initial weeks and I would 
be able to enjoy time with my infant and my family without 
any financial concerns. I feel that I am coming back to work 
for a company that has demonstrated that they value and 
support working mothers.”

Introduced a new tattoo policy, allowing all 
employees irrespective of where they work 
to be able to proudly display non-offensive 
tattoos at work
Gabriella Tohiariki, one of our short-haul A320 cabin crew team 
says, “as a crew member with tā moko I am so excited about the 
change – it feels like a massive part of my culture has finally been 
accepted. Tā moko represents who I am and where I whakapapa 
back to – it is elegant and staunch and an honour to have. I feel 
like Air New Zealand is really listening to what employees have to 
say and changing things for the better.”

Winner of the 
inaugural IATA 
Diversity and 
Inclusion Team award

Achieved Gender, 
Accessibility and 
Rainbow tick 
accreditation

Introduced Te Ara Nui, 
a new graduation 
ceremony to welcome 
cabin crew and ground 
employees into the 
Air New Zealand whānau
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Sustainability
As we approach our 80th anniversary, we recognise that it is more important 
than ever that we continue to step up to the very real challenge that global 
climate change presents. We know that if we want to be around for another 
80 years, we have a pivotal role to play in driving broader social change.

This year we have rolled out a number of exciting initiatives 
that support our carbon reduction programme and our wider 
sustainability strategy.

Doubling-down on our commitment 
to waste reduction
We recently announced our commitment to increase the number of 
single use plastic items we remove from our operations from 24 million 
to nearly 55 million items a year. This will involve removing: 

individual plastic water bottles

460,000

individual plastic sauce sachets

200,000

plastic coffee and water cups

44.5 million

The Drylandcarbon partnership
This year we partnered with Z Energy, Contact and Genesis 
to create the Drylandcarbon partnership, which will produce 
a stable supply of quality New Zealand carbon credits. 

trees will be planted by the partnership 
over the next five years

20 million
More than

Supporting customers to offset 
their flying footprint
Our FlyNeutral programme was extended to our Corporate 
and Government customers this year. FlyNeutral allows 
a customer to elect to voluntarily offset the emissions 
associated with their flight by adding the cost of carbon 
offset credits to the total cost of their ticket.

In the past year, Air New Zealand customers from around 
the world have elected to ‘fly neutral’ and have contributed:

to permanent New Zealand native 
forestry projects

$1 million
More than

retail journeys partially or fully offset 

183,000
More than

tonnes of CO2-e offset

60,000
More than

Project Green goes global
We continue to make significant headway with our waste diversion 
project, Project Green. As a result of having 40 types of inflight products 
reclassified since 2017, we have:  

to Wellington, Queenstown, Christchurch and 
our first international location, Los Angeles

Project Green

of glass

302 tonnes
Recycled

of untouched product into our network

280 tonnes
Reinjected

Rolled out
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Our partnership with 
New Zealand Rugby

As the airline sponsor of the World Champion All Blacks rugby team, 
we are proud to partner with New Zealand Rugby and back the boys in black.

Ahead of this year’s big event in Japan and to celebrate our 
20-year partnership with New Zealand Rugby, we proudly 
released our 19th safety video in early August featuring some 
of New Zealand’s rugby legends, alongside our very own cabin 
crew, airport employees, engineers and pilots as they launch 
a top-secret new airline called Air All Blacks. It wouldn’t be an 
Air New Zealand safety video without some tongue-in-cheek 
humour, and we were thrilled to have one of Hollywood’s 
infamous television lawyers (Louis Litt, played by the actor 
Rick Hoffman) join in on the fun. This is our third safety video 
featuring our beloved All Blacks, with Crazy About Rugby in 
2011 and our infamous Men in Black video in 2015.

But our relationship with the All Blacks goes far deeper than 
just safety videos. Like most New Zealanders, at Air New 
Zealand we are totally rugby mad. So, when it comes to the 
pride and joy of our nation – the mighty All Blacks – it’s fair 
to say that we are not just your typical sponsor – from our 
engineers to our cabin crew, our chefs to our check-in staff, 
we are all #CrazyAboutRugby.

Not only do the All Blacks star in Air New Zealand content 
shared across the country and the world, our inflight 
entertainment is also jam packed with iconic games of the 
past. Sometimes your flight’s Captain will even give you a live 
update if there is a game playing while you fly with us.

As all eyes focus on Japan later this year, you will see our 
lounges and inflight experience teams express their own 
version of #CrazyAboutRugby, serving black themed food 
and beverages to our customers. Air New Zealand is also 
behind “All Blacks to the Nation”, flying the boys to five regions 
to connect with fans who typically aren’t able to meet their 
heroes, before they head off to Japan. If you are really lucky, 
you might even find yourself sitting amongst the boys as we 
fly the team to Japan ahead of the opening game because we 
are also the All Black’s team bus – getting them to and from 
games at 30,000 feet. 

We don’t forget about the little guys either and are proud 
sponsors of the Air New Zealand Rippa Rugby Championship, 
an annual event where the All Blacks have been known to 
surprise budding rugby players with a visit. 

We have always been

#CrazyAboutRugby
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Why make 
safety videos?

Whether people love them or hate them, we know that 
by making our safety videos fun and entertaining, 

people pay greater attention to the safety messages 
which is always priority number one for us. 

Our safety videos also help drive global awareness of 
New Zealand as a destination, as well as Air New Zealand’s 

routes, products, people and culture. This helps us get 
greater exposure in large markets where it would 

otherwise be difficult or too costly to gain traction.

Since the launch of Air New Zealand’s creative 
safety videos 10 years ago, they have racked up  

more than 200 million views – not bad 
for a country with a population of  

4.9 million people!



Revenue
Operating revenue for the period 
increased 5.3 percent to $5.8 billion, 
an increase of $290 million. Excluding 
the impact of foreign exchange, 
operating revenue increased 4.1 percent. 

Passenger revenue increased by 5.6 
percent to $5.0 billion, reflecting higher 
capacity across the network as well 
as unit revenue growth. Excluding 
the impact of foreign exchange, 
passenger revenue was up 4.6 percent. 
Capacity (Available Seat Kilometres, 
ASK) increased 4.0 percent, driven by 
network wide growth. Demand (Revenue 
Passenger Kilometres, RPK) grew ahead 
of capacity at 5.2 percent, resulting in 
an increased load factor of 83.8 percent 
for the period. Passenger Revenue 
per Available Seat Kilometre (RASK) 
improved 1.6 percent. 

International long-haul capacity 
grew 3.6 percent driven by the 
commencement of new services to 
Chicago and Taipei and the introduction 
of a second daily service to Singapore 
from late March 2019. Partially offsetting 
growth from new routes were frequency 
rationalisations in Japan and some 
North American ports. Demand on 
international long-haul routes increased 
5.2 percent, with load factor increasing 
1.3 percentage points to 84.7 percent. 
International long-haul RASK increased 
by 2.7 percent reflecting positive 
pricing dynamics, improved demand 
and strong performance on the new 

routes. Excluding the impact of foreign 
exchange, RASK increased 0.7 percent. 

Short-haul capacity grew 4.4 percent, 
driven by additional capacity on the 
Tasman following the end of the alliance 
with Virgin Australia, as well as targeted 
growth across several domestic regional 
and main trunk routes. Demand growth 
of 5.2 percent was ahead of capacity, 
with load factors improving by 0.6 
percentage points to 82.7 percent. 
Short-haul RASK grew 0.6 percent, 
or 0.4 percent excluding the impact 
of foreign exchange, driven largely by 
strong Domestic and Tasman demand 
in the first half of the year. Following a 
slowdown in domestic leisure demand 
in the second half of the year, a strategic 
change in the domestic pricing strategy 
helped to increase load factors and 
maintain RASK.

Cargo revenue was $390 million, an 
increase of 0.8 percent. Excluding the 
impact of foreign exchange, cargo 
revenue decreased by 1.8 percent, 
reflecting increased competition across 
the global cargo market as continued 
macro-economic uncertainty impacted 
global demand. 

Contract services and other revenue 
was $435 million, an increase of 5.6 
percent, driven by higher utilisation 
of lounge services from alliance 
passengers, increased loyalty 
membership and higher third party 
maintenance activity. There was also 
nominal impact from foreign exchange.

Financial Commentary

A robust revenue performance in the first half of the year was tempered 
in the second half by a slower rate of demand growth, particularly impacting 
the domestic network.

Costs grew at a faster rate than revenue, driven largely by a 19 percent 
increase in fuel prices as well as a temporary increase in costs to provide 
greater operational resilience, which alleviated in the second half. 
Underlying unit cost improvements contributed $113 million to profitability, 
driven by strong economies of scale and efficiencies.

Despite the challenging operational environment, the Group delivered 
earnings before taxation for the 2019 financial year of $374 million.
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Air New Zealand’s 
earnings before 
taxation for the 2019 
financial year were

$374
million
Revenue was

$5.8
billion
Net profit after 
taxation was

$270
million



Expenses
Operating expenditure increased by 
$402 million or 9.6 percent largely 
due to higher fuel prices. Excluding 
the additional $191 million related 
to increased fuel prices, the impact 
of unfavourable foreign exchange 
movements, the temporary global 
Rolls-Royce engine issues and third 
party maintenance costs, operating 
expenditure grew at a slower rate 
than capacity.

Costs per ASK (CASK) increased 5.4 
percent, including fuel price increases, 
foreign exchange, the temporary impact 
of the global Rolls-Royce engine issues 
and increased costs related to third 
party maintenance contracts. Excluding 
those items, CASK improved 1.2 percent, 
as economies of scale and efficiencies 
offset non-fuel price increases.

Labour costs were $1.4 billion, up $57 
million or 4.4 percent. Excluding the 
impact of foreign exchange, labour 
costs increased 4.3 percent. The higher 
cost was driven by rate and activity 
increases as well as crew inefficiencies. 
Labour costs were also impacted by 
additional costs associated with building 
operational resilience into our schedule. 
These increases were partially offset by 
reduced incentive payments. 

Fuel costs were $1.3 billion, increasing 
by $209 million or 21 percent excluding 
the impact of foreign exchange. The 
largest driver of this was a $191 million 
or 19 percent increase in the average 

fuel price, net of hedging. Volume 
growth drove $18 million or 1.8 percent 
of the additional fuel costs, reflecting 
capacity growth partially offset by 
new aircraft efficiencies. A weaker 
New Zealand Dollar resulted in a $75 
million unfavourable movement from 
foreign exchange. 

Aircraft operations, passenger services 
and maintenance costs were $1.4 billion, 
an increase of $115 million or 9.0 percent. 
This was driven by additional capacity, 
price increases and costs associated 
with providing greater operational 
resilience. In addition, higher jet fleet 
maintenance, growth in the fleet and 
increased third party maintenance 
activity drove higher maintenance costs. 

Sales and marketing and other expenses 
increased by $18 million or 2.9 percent, 
driven by promotional activity for the 
new international routes of Taipei and 
Chicago, higher commission activity and 
increased property costs. 

Ownership costs increased by $58 
million or 7.4 percent, reflecting the 
delivery of new aircraft, offset by lower 
funding costs. 

The impact of foreign exchange rate 
changes on the revenue and cost base 
in the period resulted in an unfavourable 
foreign exchange movement of $60 
million. After taking into account a $72 
million favourable movement in hedging, 
overall foreign exchange had a net $12 
million positive impact on the Group 
result for the period. 

Share of Earnings of Associate
Share of earnings of associates has 
increased by $4 million to $37 million 
for the period, reflecting further growth 
in engine volumes from the Christchurch 
Engine Centre.

Cash and Financial Position 
Cash on hand at 30 June 2019 was 
$1.1 billion, a decrease of $288 million 
from 30 June 2018, as strong operating 
cash flow in the period was offset by 
investment in aircraft and dividend 
payments. The cash position reflects 
the updated liquidity target range of 
$700 million to $1 billion, which was 
announced last year. The airline expects 
to remain near the top-end of the target 
range in the near term.

Operating cash flows were $986 million, 
a decline of 4.4 percent, reflecting lower 
earnings offset by strong working 
capital cash flow and the timing of cash 
tax payments. 

Net gearing, including capitalised 
aircraft operating leases, increased 2.2 
percentage points to 54.6 percent, largely 
due to continued investment in fleet. 

A fully imputed final ordinary dividend 
of 11.0 cents per share has been 
declared, bringing the full year 2019 
ordinary dividends declared to 22.0 
cents per share, which is in-line with 
the prior year and reflects the Board’s 
intention to look through short-term 
earnings volatility to consistently pay 
a sustainable ordinary dividend while 
maintaining financial resilience.
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EX DIVIDEND 
DATE: 

5 September 
2019

DIVIDEND 
RECORD DATE: 

6 September 
2019

DIVIDEND 
PAYMENT DATE: 

18 September 
2019
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Change in Profitability

$540m

The key changes in profitability, after isolating the impact of foreign 
exchange movements, are set out in the table below*:

$374m

* The numbers referred to in the Financial Commentary on the previous page have not isolated the impact of foreign exchange.

June 2018 earnings 
before taxation

Passenger capacity $178m
- Capacity increased by 4.0 percent from growth across the network including 

the launch of new routes to Chicago and Taipei, increased frequency on 
Singapore as well as growth on the Tasman following the end of the Virgin 
Australia alliance and increases on regional and domestic main trunk routes

Passenger RASK $38m

- Revenue per Available Seat Kilometre (RASK) improved 0.6 percent excluding FX 
reflecting positive pricing dynamics, improved demand and strong performance 
on new routes. Loads increased by 1.0 percentage points to 83.8 percent

- Long-haul RASK increased by 0.7 percent excluding FX and loads increased 
1.3 percentage points to 84.7 percent

- Short-haul RASK improved by 0.4 percent excluding FX and loads improved 
0.6 percentage points to 82.7 percent

Cargo revenue -$7m - Cargo revenue declined due to a reduction in volumes of 1.3 percent and yield 
of 0.5 percent

Contract services and 
other revenue $18m - Increase in third party maintenance work and ancillary revenue from higher 

utilisation of lounge services and increase in loyalty membership

Labour -$56m - Increased activity arising from capacity growth, general rate increases and crew 
inefficiencies offset by reduced incentive payments

Fuel -$209m
- The average fuel price increased 19 percent compared to the prior year 

(net of hedging benefits) resulting in $191 million of additional costs. Consumption 
increased by 1.8 percent due to an increase in capacity offset by fleet efficiencies 
arising from delivery of new aircraft

Maintenance -$18m - Increase in jet fleet maintenance, growth in fleet and third party maintenance work

Aircraft operations and 
passenger services -$58m - Higher activity due to capacity growth, price increases and costs associated with 

operational resilience

Sales and marketing and 
other expenses -$12m - Promotional activity for new Taipei and Chicago routes and higher sales 

commission volumes due to increased activity

Depreciation, lease and 
funding costs -$56m - Increase in depreciation and lease expense reflecting new aircraft deliveries offset 

by lower funding costs

Net impact of foreign 
exchange movements $12m - Foreign exchange hedging gains offset by the net unfavourable impact of currency 

movements on revenue and costs

Share of earnings of associates $4m - Improved earnings from Christchurch Engine Centre driven by growth in 
engine volumes

June 2019 earnings 
before taxation
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Financial Performance

12 MONTHS TO 
30 JUNE 2019

$M

12 MONTHS TO 
30 JUNE 2018

$M

Operating Revenue 
Passenger revenue  
Cargo 
Contract services and other revenue 

 4,960 
 390 
 435 

 4,696 
 387
 412 

Operating Expenditure
Labour
Fuel
Maintenance
Aircraft operations
Passenger services
Sales and marketing
Foreign exchange gains/(losses)
Other expenses

 5,785 

(1,351) 
(1,271) 
(399) 
(678) 
(319) 

(350) 
 53 

(290) 

 5,495 

(1,294) 
(987) 
(352) 
(634) 
(295) 
(344) 

(19) 
(278) 

(4,605) (4,203)

Operating Earnings (excluding items below)
Depreciation and amortisation
Rental and lease expenses

 1,180 
(567) 
(245) 

 1,292 
(525) 
(227) 

Earnings Before Finance Costs, Associates and Taxation
Net finance costs
Share of earnings of associates (net of taxation)

 368 
(31) 
 37 

 540 
(33) 
 33 

Earnings Before Taxation
Taxation expense

 374 
(104) 

 540 
(150) 

Net Profit Attributable to Shareholders of Parent Company 270 390

Interim and final dividends declared per share (cents)
Net tangible assets per share (cents)  

22.0
 169 

22.0
 179 

Cash Flows

12 MONTHS TO 
30 JUNE 2019

$M

12 MONTHS TO 
30 JUNE 2018

$M

Cash inflows from operating activities  
Cash outflows from operating activities  

 5,915 
(4,929) 

 5,482
(4,451) 

Net cash flow from operating activities  
Net cash flow from investing activities 
Net cash flow from financing activities 

 986 
(883) 
(391) 

 1,031 
(778) 
(279) 

Decrease in cash and cash equivalents  
Cash and cash equivalents at the beginning of the year  

 (288) 
 1,343 

 (26) 
 1,369 

Cash and Cash Equivalents at the End of the Year  1,055  1,343 

Certain balances for the year ended 30 June 2018 have been restated following the adoption of NZ IFRS 15 - Revenue from Contracts with Customers. 
Refer to Note 25 of the 2019 Group Annual Financial Statements for further details.

Financial Summary
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Financial Position

AS AT 30 JUNE 2019
$M

30 JUNE 2018
$M

Bank and short-term deposits
Trade and other receivables
Inventories
Derivative financial assets
Income taxation
Other assets 

 1,055 
 564 

 81 
 48 

 - 
 56 

 1,343 
 576 

 75 
 187 

 4 
 68 

Total Current Assets  1,804  2,253 

Trade and other receivables  
Property, plant and equipment  
Intangible assets 
Investments in other entities
Other assets 

 64 
 5,268 

 186 
 149 
 285 

 77 
 5,035 

170 
 118
 193 

Total Non-Current Assets  5,952  5,593 

Total Assets  7,756  7,846 

Trade and other payables 
Revenue in advance 
Interest-bearing liabilities 
Derivative financial liabilities 
Provisions 
Income taxation 
Other liabilities 

 585 
 1,372 

 307 
 32 

 105 
 25 

 240 

 562 
 1,322 

 431 
 1 

 117 
 - 

 263 

Total Current Liabilities  2,666  2,696

Revenue in advance 
Interest-bearing liabilities 
Provisions 
Other liabilities  
Deferred taxation 

 200 
 2,290 

 165 
 42 

 304 

 185 
 2,303 

 151 
 27 

 308 

Total Non-Current Liabilities  3,001  2,974 

Total Liabilities  5,667  5,670 

Net Assets  2,089  2,176 

 
Issued capital 
Reserves 

 2,219 
(130) 

 2,226 
(50) 

Total Equity  2,089  2,176

The summary financial information has been derived from, and should be read in conjunction with, the Air New Zealand Group Annual Financial 
Statements (the ‘Annual Financial Statements’). The Annual Financial Statements, dated 22 August 2019, are available at: airnzinvestor.com 
The summary financial information cannot be expected to provide as complete an understanding as provided by the Annual Financial Statements. 
The accounting policies used in these financial statements are attached in the notes to the Annual Financial Statements.

Share Registrar Annual Financial Statements Investor Relations Office

LINK MARKET SERVICES LIMITED

Level 11, Deloitte Centre 
80 Queen Street, Auckland 1010, New Zealand 
PO Box 91976, Auckland 1142, New Zealand

Email: enquiries@linkmarketservices.com

Website: linkmarketservices.com

New Zealand Phone: (64 9) 375 5998

New Zealand Fax: (64 9) 375 5990

Australia Phone: (61) 1300 554 474

The Annual Financial Statements are available 
by visiting our website airnzinvestor.com 
OR you may elect to have a copy sent to you 
by contacting Investor Relations.

ELECTRONIC SHAREHOLDER 
COMMUNICATION

If you would like to receive all investor 
communications electronically, including 
interim and annual shareholder reviews, 
please visit the Link Market Services website 
linkmarketservices.com or contact them 
directly (details to the left).

Private Bag 92007, Auckland 1142, New Zealand

Phone: 0800 22 22 18 (New Zealand)

Phone: (64 9) 336 2607 (Overseas)

Fax: (64 9) 336 2664

Email: investor@airnz.co.nz

Website: airnzinvestor.com

Financial Summary (continued)
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Earnings before taxation
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Operating cash flow
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Key Financial Information
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Seoul
Kia ora

Fly non-stop from Auckland to Seoul 
from 23 November 2019

Book now at airnz.co.nz or your preferred travel agent

Connections available from all Air New Zealand serviced domestic airports.


