
AirAsia has created such a big phenomenon in the airline industry, especially 
in Asia with their ordinary symbol but with strong brand, “Now everyone 
can fly.”  This paper discusses the success of AirAsia due to utilizing technol-
ogy effectively by using new media and digital marketing as their marketing 
plans.
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1. Objectives
This paper aims to:
- explore how AirAsia reached their success in terms of using new media and 
digital campaigns.
-provide AirAsia’s case of success as an example for other brands who look 
forward to become successful in the Pacific Asia in improving their value 
propositions and create successful campaigns.
- generate a better understanding about the ways the company uses new 
media in their marketing.

    

2. Background
2.1 AirAsia
AirAsia Berhad is the largest Malaysian low-cost airline in Southeast Asia 
(Adheip, 2016). The company provides passenger and cargo transporta-
tion services across domestic and international markets. AirAsia provides 
in-flight services including food and beverages, merchandise, duty free sky 
shop and entertainment. Its additional services include courier services, ca-
fes and charter flights. The company also provides car rental services and ar-
ranges concerts, sporting events, musicals, and theater performances under 
the banner of AirAsia Red Tix (MarketLine, 2017).

AirAsia was first established in 1993 by the government owned conglomer-
ate DRB-Hicom. However, in 2001, it was heavily-indebted and was bought 
by tycoon, Tony Fernandes. Right after, AirAsia expanded into Vietnam, Indo-
nesia, Southern China, and India (Adheip, 2016). The company along with its 
subsidiaries operate flights connecting 109 destinations across 18 countries. 
In 2016, it carried 56.6 million passengers (MarketLine, 2017). In addition, 
AirAsia has the advantage of being first-to-market which gives the company 
an edge over competition in terms of brand image, customer loyalty, and 
government support. Moreover, AirAsia has an advantage over potential 
multinational competitors due to the established knowledge of the Asian 
culture (Lawton & Doh, 2008).

AirAsia’s vision is to be the largest low-cost airline in Asia while maintaining 
the highest quality product, embracing technology to reduce cost, and en-
hance service levels (AirAsia Annual report, 2016) in serving 4.4billion peo-
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ple who are currently underserved with poor connectivity and high fares. 
Their mission is to be the best company to work for whereby employees 
are treated as part of a big family, and to create a globally recognised asian 
brand. 

The company’s major airline subsidiaries include Thai AirAsia Co. Ltd(Thai 
AirAsia), PT Indonesia AirAsia(AirAsia Indonesia), AirAsia Philippines In-
c(AirAsia Philippines), and AirAsia X Berhad (AirAsia Philippines). On the 
other hand, its major competitors  are Cathay Pacific Malaysia, Cebu Air Inc, 
Emirates Malaysia, FlyFirefly Sdn Bhd, Malaysia Airlines Berhad, MASwings 
Sdn Bhd, Qantas Airways Ltd, Royal Brunei Airlines Sdn Bhd Shandong Air-
lines Co., Ltd Singapore Airlines, and Ltd Vietnam Air Service Company (Mar-
ketLine, 2017). Figure 1 shows the AirAsia’s simple logo. 

Figure 1. AirAsia logo

2.2 Online positioning and digital Marketing
2.2.1 Online Value positioning
The value proposition is an organization’s offering to customers, represent-
ing a promise of benefits of value that customers will receive during and 
after the usage experience (Doligalski, 2015). Abinanti (2016) claims that 
positioning is a mental space in the company’s target audiences minds that 
they can own with an idea that has a compelling meaning to the recipient. 
It’s in this mental space where the service, product, solution or company’s 
most important benefit, and the customer’s most important need meet. Os-
terwalder & Pigneur (2003) state that value is created either through use 
(e.g. driving a car), reduction of the customer’s risk (e.g. car insurance) or 
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by making his life easier through reduction of his efforts (e.g. home deliv-
ery of groceries). Also, value created through more than one element, such 
as price, quality, and location. On the other hand, customers perceive the 
different type of values mainly depends on their age, marital status, home 
location, and shop prices (Hassan, 2012). 

Online position according to DeMers (2014) is undoubtedly important to 
increase the brand recognition which will make it more accessible for new 
customers, and more familiar and recognizable for existing customers. Also, 
the online presence will improve the brand loyalty which was found that 
brands who engage on social media channels enjoy higher loyalty from their 
customers. Social media presence can also help to affirm identity and mis-
sion, and provide a new channel for delivering compelling messages that 
entice the audience to literally, buy into the proposition (Peck, 2017).  

2.2.2 Digital Marketing
Digital marketing uses information technology and digital instruments (Shyu 
et al., 2015). It is often termed as Online Marketing (Dania, 2016). Because 
of online marketing, advertising became an unconventional form of en-
gagement which is a creative way of communication. It has been evolving 
in people’s lives, changing their media consumption habits (Keong, 2017). 
According to Malaysian Digital Association (MDA), revenue in Digital Adver-
tising market amounted to RM 1.37 billion in 2016. In specific, the Travel and 
Airline industry spent RM 17.42 million last year.  Moreover, AirAsia, beside 
Starbucks, Red Bull are reaping the benefits of social media for being early 
adopters in the digital scene (Rvc, 2016)

Digitalization will have an exponential growth in the future. In this context, 
companies in all areas are forced to adapt their traditional marketing strate-
gy to the digital environment (Baltes, 2016). Moreover, as long as technology 
continues to advance, digital marketing will advance as well (Dania, 2016). 
As a result, businesses who have strong Web presence grow twice as quickly 
as those who have no or minimal presence (Alford & Page, cited in McKinsey 
2011). A recent Forbes insight survey found that 90% of global businesses 
surveyed have initiated a formal digital transformation (Hunsberger, 2017). 
The change happens when the current users change. According to Zaleon 
(2009) changing demographics and attitudes, technological advances and  
consumer’s mentality that demands instant access to information are key 
drivers of this change. Effective advertising is about reaching the right per-
son at the right time with the correct message delivered in correct manner.

Digital marketing has many advantages. First, the customer engagement ex-
tremely is high. More than that, it is measurable, whereby almost all forms 



5Utilising Technology and New Media in Marketing: An Airasia, Case Study

of online customer engagement can be tracked and analyzed and the in-
sights used to feedback into marketing activity. It also gives companies the 
ability to measure customer interactions more accurately than with tra-
ditional marketing such as print, television, and radio ads (Alford & Page, 
2015). Moreover, digital marketing has lower cost but at the same time with 
long duration because online information is permanently available (Dania, 
2016). Most important, digital marketing has high efficiency compared to 
traditional marketing due to the variety of media types and communication 
channels which allow marketers to easily contact potential customers (Shyu, 
et al, 2015). 
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3.  AirAsia Analysis

3.1 SWOT 
3.1.1 Strength
The major strength of the airline is its low operational and maintenance 
cost that attracts customers and increases customer satisfaction. Also, the 
company has a good technology infrastructure that helps in carrying the 
business in the low-cost market (Case study AirAsia, 2016).

3.1.2 Weakness
Due to the low-cost approach, the company has less number of staff com-
pared to other rivalries in this segment. Moreover, AirAsia receives a lot 
complaint from customers on their services (Lawton & Doh, 2008).

3.1.3 Opportunities
Opportunity can be seen with the increase in the customers in the Asian 
market due to the low-cost approach which proves beneficial for the compa-
ny in attracting customers from all over the world and thus helps in enhanc-
ing the profitability of the company in order to remain sustainable for the 
future. Moreover, the increasing number of tourists and population across 
the Asia-Pacific region is also supporting the growth and development of the 
airline.Also, the increase in population of Asian middle class creates a larger 
market and a huge opportunity for all low-cost airlines (Lawton & Doh,2008).

3.1.4 Threats
The increase in the number of competitors worldwide especially in the Asia 
Pacific Countries. This can negatively impact the growth and sustainability of 
the airline in the future. Furthermore, users’ perception that budget airlines 
may compromise safety and convenience to keep costs low (Lawton & Doh, 
2008).

3.2 Porter’s Five Force Model
Porter five force model helps to gain a proper understanding of the poten-
tial profitability of a market and helps it form its future strategy accordingly. 
Lawton & Doh, (2008) listed these models as below:
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3.2.1 Bargaining Power of Customers
This is high due to a large number of competitors existing in the market. 
Thus, customers have high bargaining power as they can select a specific 
airline with a cheaper cost.

3.2.2 Bargaining Power of Suppliers
It can be said that the power of these suppliers is moderate and is limited. 
The producers of aircraft have moderate bargaining power in such a way 
that it is not feasible to shift from one supplier to another.

3.2.3 Threat of new Entrant
This is high as the liberalization of the market has provided opportunities 
for many foreign airlines to enter into the Asia-Pacific region. These new 
entrants are attracted by the large number of potential travelers.

3.2.4 Threat of Substitutes
The consumers are preferring rail and roa, and ocean transport more in the 
Asia-Pacific region due to low cost involved in these modes of transporta-
tion.

3.2.5 Competitive Rivalry
It is high due to the high cost of fixed assets and low switching cost in the in-
dustry. Customers can easily switch from one airline to another due to price 
issues and availability an convenience in time.

3.3 AirAsia Hi-tech Services

AirAsia is not only using technology for their marketing, but they also use 
it  in making their services convenient to customers. In 2002, AirAsia was 
among the first in the region to introduce online booking. This was followed 
by SMS booking (2003), mobile web booking (2005), self-check-in kiosks 
(2009), baggage self-tagging (2013), onboard wifi (2014), e-boarding pass-
es (2015), and multi-currency payment cards (2016). Many of these were 
firsts, if not for the region then certainly for the country (AirAsia Annual re-
port, 2016). It seems the company’s well known in E-commerce allows them 
to sell products, advertise, purchase supplies, bypass intermediaries, track 
inventory, eliminate paperwork, and share information. Moreover, E-com-
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merce is minimizing the expense, improved products, and higher profitabili-
ty(Lawton & Doh, 2008). The excellent utilization of IT have directly contrib-
uted to their promotional activities (email alerts and desktop widget which 
was jointly developed with Microsoft for new promotions), brand building 
exercise (with over 3 million hits per month and on the most widely surfed 
booking engines in the world), and keeping the cost low by enabling direct 
purchase of tickets by consumer thus saving on airline agent fees (Lawton & 
Doh, 2008).
Going digital for AirAsia is about building a platform to which they can trans-
fer and store all data related to the airline. This includes data from areas 
that are not typically ‘high tech’ such as guest services, operations, mainte-
nance, and cabin operations. Using internet of things (IoT) solutions, they 
can capture relevant information that was previously captured via tradition-
al methods in a faster and more efficient manner, to help in decision-making 
and improve efficiencies, provide more ways to engage with customers, and 
create a better experience for their guests (AirAsia Annual report, 2016). 
In addition, as AirAsia goes more hi-tech, they will be able to connect with 
their guests in a more personalized manner and make their experience with 
more meaningful, and enjoyable. The company is at par with the rest of the 
airlines in terms of mobile usage. Currently, 15% of all AirAsia bookings are 
done via mobiles. Also, they are investing heavily in the space to leap ahead 
of the competition by making their mobile app the fastest way to make trav-
el bookings, manage existing reservations and check-in. Furthermore, AirA-
sia plans to increase mobile booking to 35% by 2017 (AirAsia Annual report, 
2016).

3.4 AirAsia Team

The success of the company is greatly contributed by a good team who has 
excellent knowledge of business and marketing, especially digital. For ex-
ample, Aireen Omar, the current CEO who also served as the director of 
Malaysia Tourism Promotion Board. Moreover, Tony Fernandes, the founder 
himself was working as financial controller of Virgin Communications Lon-
don (1987-1989) (MarketLine, 2017) for which he learnt the benefit of using 
the creative media. In addition, Siegtraund Teh has been the Group Chief 
Commercial Officer since 2013. Prior to this, she served as the Group Mar-
keting Manager of AirAsia (2009-2013). She served for six years in FMCG in-
dustry with EAC Holdings, DKSH Marketing, and RedBull (MarketLine, 2017). 
Lastly, the team includes Kathleen Tan who was the commercial head un-
til JUNE 2016 and is now AirAsia’s president in North Asia Market. Under 
her guidance, AirAsia Expedia won various awards in the region, including 
Best Asia Pacific Online Travel Agency Website by TravelMole as well as Best 
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Campaign for Tablets in Hong Kong, Gold for the Expedia tablet app, Bronze 
for Best use of Social Platform by Expedia Singapore, and Best App/Content 
from Mobile Marketing Excellence (Mob-Ex).

3.5 AirAsia and Social Media 

The company reported revenues of MYR 6,846.1 million for the fiscal year of 
2016 with an increase of 8.7% over 2015 (MarketLine, 2017). This increase 
was made possible by having strong marketing and strong positioning in the 
market. The success according to the founder was because of using new me-
dia and social networking effectively. As quoted, Fernandez said, “social me-
dia becomes an integral parts of AirAsia’s growth. It helps in the initiatives 
to socialize with key stakeholders and correspond with them in real time. 
We’re aware of the huge influence of social networking wields on today’s 
consumers who use internet for information gathering, transactions and in-
teractions are expanding” (Wong, 2012). Therefore, online marketing has al-
lowed AirAsia to overcome conventional limitations of direct push marketing 
for its branding, marketing and communication purposes and become the 
leader in the budget airline industry (Wong, 2012). In addition, in 2015 the 
company received the “Best Social Media Engagement Award” at the World 
Bloggers and Social Media Awards (MarketLine, 2017). Thus, AirAsia has a 
strong online presence that attracts 20 million unique visitors each month. 
Also, blog.airasia.com ranked as the world’s second most popular blog site 
by an airline (Wong, 2012) and maintains a presence on other social media 
platforms. They have millions of followers in Facebook, Twitter, Instagram, 
Wechat, Youtube, Linkedin, Weibo, Viber, and Pinterest with localized ver-
sions for each country. 

Luckily, AirAsia has their target always connected on social media. Accord-
ing to MDA (2016), Malaysians spend an average of 5.1 hours a day on the 
internet while spending an average of 2.8 hours a day on social networks. 
Moreover, Malaysians spend more time on Facebook than almost any other 
country in the world (Lee, 2016). The Philippines, on the other hand, is the 
world’s No. 1 in terms of time spent on social media (Camus, 2017). Other 
Pacific Asian countries are not far from that amount of time with approxi-
mately 426 million monthly active users (Rvc, 2016). Thus, this amount of 
time spent on social media is an advantage for AirAsia to showcase their 
campaigns, and create a strong brand and image towards consumer for be-
ing the cheapest airline in the market. 



resource: AirAsia annual report 2016



3.6 AirAsia Marketing Share and Strategy

In South East Asia, AirAsia has become a significant and widely recognized 
brand due to its extensive marketing and a charismatic leader both of which 
demonstrate the influence of Ryanair and easyJet. AirAsia’s chili red livery 
and slogan ‘Now everyone can fly’ have become successful marketing icons 
in South East Asia. While the bright red livery and branding evoke the color 
scheme deployed by Sir Richard Branson’s Virgin airlines (Poona & Waringb, 
2010). More important, AirAsia shares in the Malaysian market at 49%, Thai-
land at 22%, Indonesia at 8%, Philippines at 8%, and India at 4% (AirAsia 
Annual report, 2016).
AirAsia’s marketing strategy exhibits characteristics in many ways. The ‘giv-
ing away’ of large numbers of one-way tickets or heavily discounted promo-
tional fares are designed to create an excitement around the company and 
its activities and to promote the airline through ‘word-of-mouth’. Moreover, 
AirAsia also seems to be following some of the marketing strategies of Rich-
ard Branson’s Virgin airlines with the extensive deployment of images of 
its flight attendants in advertisements. Most typically, AirAsia uses pictures 
of attractive female flight attendants occasionally with suggestive captions 
(see Figure 2). However, the advertisement demonstrates the airline’s de-
ployment of the aesthetic value of its employees and is designed to project 
a certain brand to its customers (Poona & Waringb, 2010). The company 
always play in a tone that the customer is looking for low price fares (see 
Figure 3). Price acts  as one of the most important influences on purchase 
behavior (Piercya, N. & Archer-Brownb cited in Kotler, 1997) and also has a 
direct impact on satisfaction to consumers (Piercya, N. & Archer-Brownb, 
2014).

Figure 3.The tone of low price flights
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Figure 2. Company posters from google shows the use of  
attractive females to promote the company’s services.
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3.7 Airasia’s Brand and the Advertising Quality

As it could be seen,  AirAsia is not only particular about how to do market-
ing, but also cares ab out the quality of their marketing design. In 2015, 
AirAsia Bhd’s annual report themed ‘Discover More with AirAsia’ won the 
prestigious Gold Award under the ‘Grand Award – Best of Asia Pacific’ cate-
gory at the 30th International ARC Awards. The Company also received the 
Gold Award for ‘Best Non-Traditional Annual Report: Airlines’ category. The 
ARC Awards honors excellence in annual reports and is considered as the 
most respected and prestigious competition in the industry which aims to 
encourage noteworthy and vital writing, as well as imaginative and original 
design (Ram, 2016). Moreover, in 2016, the airline also won the top prize in 
two categories, Best Non-Traditional Annual Report (Airlines) and Printing 
and Production (Airlines). It also bagged silver in the Cover Photo/Design 
(Airlines) category. 

Besides the normal print media advertising & promotions, AirAsia’s top man-
agement also capitalized on promotions through news by being very “media 
friendly” and freely sharing the latest information on Air Asia and the airline 
industry, in general. Their partnership with other service providers such as 
hotels and hostels, car rental firms, hospitals (medical tourism), and Citibank 
(AirAsia Citibank card) has created a unique image among travelers. Alliance 
with Galileo GDS (G lobal Distribution System) that enables travel agents 
from around the world to check flight details and makes bookings have also 
contributed to their strong brand name. In addition, AirAsia’s local presence 
in few countries such as Indonesia and Thailand has successfully elevated 
the brand to become the regional brand beyond Malaysia. The links with 
Manchester United (one of the world’s most famous football teams) and 
AT&T Williams Formu la One team have further boosted their image to a 
greater extent(Lawton & Doh, 2008).

3.8 AirAsia Campaigns

Firstly, AirAsia uses the online space as a two-way communication tool to 
obtain feedback, attend to queries, and acknowledge complaints. This al-
lows AirAsia to conduct market research easily, make continuous improve-
ments and stay relevant to customers, hence cementing their place as the 
market leader (Wong, 2012). In addition, AirAsia uses online marketing tools 
expertly to execute viral marketing campaigns. For instance, here are some 
of their campaigns:
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3.8.1 One million free 
seats 
A campaign in 2013 set an inter-
national sales record with almost 
900,000 seats being booked 48 
hours after launch (see Figure 4). 
AirAsia’s regional commercial head 
Kathleen Tan said when the econ-
omy was tough, people looked for 
traveling options that offered them 
better value for money (The Star 
News, 2009). The offer was available 
for booking online at www.airasia.
com and through AirAsia App. In ad-
dition, the campaign has two goals: 
to  lead traffic to their app and web-
site and gain their customers loyal-
ty because the campaign was done 
during economic recession. 

Figure 4. Poster of one million
free seats campaign
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3.8.2 “OOH” campaign in Singapore 2016
A digital campaign to highlight its new route to Mauritius in Singapore (see 
Figure 5). Using clear channel play, the campaign lets commuters insert 
themselves into scenes from the destination and snap and share images. 
Moreover, using a branded hashtag (#TravelGr8toMauritius) coupled with 
an attractive prize (flights to Mauritius) encourages commuters to engage 
and create content. The effort also includes outreach via print, radio, digital 
and social media channels (Goh, 2016).  

Figure 5.  “OHH” campaign
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3.8.3 AIRASIA E-POSTCARDS
This campaign allows customers to send cool e-Postcards to their family & 
friends by scanning the QR code to access the AirAsia e-Postcard Platform 
and then browse for the e-Postcard that the customer wishes to share, per-
sonalize the message and share with their friends through social media or 
via email (see Figure 6).

Figure 6. AIRASIA E-POSTCARDS campaign
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3.8.4 AirAsia BIG app, Loyalty Program
The company made an app to gain their customers loyalty. The app increas-
es the customer interaction with the brand to promote sales, and provide a 
level of value for customers. One of the most important things a mobile app 
offers to consumers is awareness and communication in creating a strong 
brand image and foster trust with the customer. In addition, the app will 
connect better with customers, inform users of new products and offers, 
stand out from the competition, reach out to younger demographics, and 
sync users’ email and social media accounts (Velji, 2016). The app also offers 
awards. According to Abrosimova, app rewards can significantly increase 
user engagement. Rewarding users for staying loyal inspires them to come 
back to an app again and again. Generally, there are two types of rewards: 
digital rewards and physical goods. Letting customers earn points within a 
branded mobile app encourages customer loyalty to the brand product or 
service (see Figure 7).

Figure 7. AirAsia app
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Conclusion 

It is of paramount importance that any company knows how to target its re-
spective customers, and how to introduce its products and services to them. 
In this era, with the advanced technology and media, the company’s mission  
becomes easier and more accurate. AirAsia was indeed successful in using 
technology as their marketing strategy. Moreover, on the complete analysis 
of AirAsia Airline Company using various models, it can be said that the fu-
ture of the company is very clear and more successful. A lot of airline com-
panies came out with different strategies to make their company better than 
with their competitors. To compete with this in a business environment, a 
company needs to make a strategy to achieve their long term objectives and 
so can be successful for doing their business.  However, AirAsia needs to 
come out with new strategic campaigns that are timely and relevant to the 
general population. As there will come a time, that  showing off generally 
attractive women in the ads will no longer be effective, and providing low 
cost fares but undermining the customer service can create a chaotic image 
for the company. Hence, marketing strategies must always be in trend, and 
must not affect minorities as a consequence. 



19Utilising Technology and New Media in Marketing: An Airasia, Case Study

Resources:

Abinanti, A (2016), What Is Positioning And Why Is It Important?,  Retrieved 
26 Oct. 2017 Https://Goo.Gl/6zfrnu.

Abrosimova, K. (N.D). 3 Types Of Loyalty Apps, Retrieved 23 Oct. 2017 From 
Https://Goo.Gl/Kjiyfj.

Adheip K. (2016). Airasia Boosted Its Booking Through Social Media, Re-
trieved 20 Oct. 2017 From Https://Goo.Gl/Jqcmqu.

Airasia (2016), Airasia Annual Report 2016.

Airasia X Bags Two Gold At 31st International Arc Awards, (2017) Retrieved 
23 Oct. 2017 From Https://Goo.Gl/Br8nq2.

Airasia, (2016). Airasia Appoints Kathleen Tan As North Asia President, Re-
trieved 24 Oct Https://Goo.Gl/931z9c.

Alford, P. & Page, S. (2015). Marketing Technology For Adoption By Small 
Business , The Senhce Industries Journal, Vol. 35.

Baltes, P. (2016). Digital Marketing Mix Specific To The It Field, Bulletin Of 
The Transilvania University Of Brasov. Series V: Economic Sciences, Vol. 9 
Issue 1, P33-44. 12p.

Camus, M (2017). Ph World’s No. 1 In Terms Of Time Spent On Social Media, 
Retrieved 24 Oct. Https://Goo.Gl/A2rasc.

Case Study Airasia, (2016). Retrieved 23 Oct. 2017 From Https://Goo.Gl/
Wrqxsu

Dania, T. (2016). Blending Traditional And Digital Marketing, Bulletin Of The 
Transilvania University Of Brasov. Series V: Economic Sciences, Vol. 9 Issue 
1, P51-56. 6p.

Demers, (2014). The Top 10 Benefits Of Social Media Marketing, Retrieved 
23 Oct. 2017 From Https://Goo.Gl/Udgb89.

Doligalski, T. (2015). Internet-based Customer Value Management Develop-
ing Customer Relationships Online, Springer International Publishing, Swit-
zerland.



20Utilising Technology and New Media in Marketing: An Airasia, Case Study

Goh, G (2016). Airasia Ooh Campaign Puts Commuters In Mauritius,  Re-
trieved 20 Oct. 2017 From Https://Goo.Gl/Njex95.
Hassan, A. (2012). The Value Proposition Concept In Marketing: How Cus-
tomers Perceive The Value Delivered By Firms – A Study Of Customer Per-
spectives On Supermarkets In Southampton In The United Kingdom , Inter-
national Journal Of Marketing Studies Vol. 4, No. 3.

Hunsberger, S. (2017). The Next Era Of Hr: Digital Marketing, People & Strat-
egy, Vol. 40 Issue 4, P26-30. 5p.

Keong, C. (2017). Technology Versus ‘ideology’ Retrieved 20 Oct. 2017 From 
Https://Goo.Gl/D4pv35.

Lawton, T & Doh, J. (2008). The Ascendance Of Airasia: Building A Successful 
Budget Airline In Asia, Case Study, Harvard Business Review, Boston.

Malaysian Digital Association (Mda), (2016). Malaysia Digital Landscape Ex-
ploring The Digital   Landscape In Malaysia Boosting Growth For A Digital 
Economy, Digital Integration & Business   Transformation Asia Conference, 
Kuala Lumpur.

Marketline, (2017). Company Profile Airasia Berhad, Marketline, John Car-
penter House, London.

Osterwalder, A., & Pigneur, Y. (2003). Modeling Value Propositions In E-busi-
ness. In Proceedings Of The 5th International Conference On Electronic 
Commerce, Pp. 429-436.

Patrik, W. & Hanna-kaisa, E. (2012). The Impact Of Social Media Features 
On Print Media Firms’ Online Business Models, Journal Of Media Business 
Studies., Vol. 9 Issue 3, P63-80. 18p. 

Peck, G., (2017) Promoting The Digital Subscription: Newspapers Learn To 
Get Creative To Attract The Online Reader, Editor & Publisher, Vol. 150 Issue 
5, P44-49. 6p.

Piercya, N. & Archer-brownb C. (2014). Online Service Failure And Propensi-
ty To Suspend Offline Consumption, The Service Industries Journal, Vol. 34, 
No. 8, 659–676.

Poona, T. & Waringb, P. (2010). The Lowest Of Low-cost Carriers: The Case 
Of Airasia, The International Journal Of Human Resource Management, Vol. 
21, No. 2, 197–213



Ram, B. (2016). Airasia Bags Gold At 30th International Arc Awards In New 
York City,  Retrieved 23 Oct. 2017 From Https://Goo.Gl/Nzienn

Rvc, (2016) The State Of Social Media And Messaging In Asia Pacific: Trends 
And Statistics, Rusia.

Sasu, C. & Daniela, I. (2016). Qualitative Analysis Of The Digital Marketing 
Influence On The Behaviour Of The Organizational Consumer, Management 
(18544223). 2016, Vol. 11 Issue 2, P171-184. 14p.

Shyu, M., Chiang, W., Chien, W., Wang, S., (2015). Key Success Factors In Dig-
ital Marketing In Service Industry And The Development Strategies: A Case 
Study On Fleur De Chine At Sun Moon Lake. International Journal Of Organ-
izational Innovation, Vol. 8 Issue 1, P172-185. 14p.

The Star News, (2009) Airasia Offering One Million Free Seats, Retrieved 25 
Oct. 2017 From Https://Goo.Gl/Td7wkx.

Velji, J. (2016). Four Ways Your Business Can Benefit From Having A Mobile 
App, Retrieved 23 Oct. 2017 From Https://Goo.Gl/6hvmci.

Wong, J. (2012), Is Online Marketing In Malaysia Dead Before It Even Start-
ed?, Retrieved 21 Oct. 2017 From Https://Goo.Gl/Qqrhju.
Zaleon, P. (2009) Marking By Technology, Kitchen & Bath Design News. 
Jun2009, Vol. 27 Issue 6, P58-60. 3p.


