
SPECIAL FEATURE

Enhancing our business base for stable,    
—Realizing a value cycle—

STRENGTHENING OUR BASE IN THE SOFT DRINKS BUSINESS 
BY MAKING CALPIS CO., LTD. PART OF THE ASAHI GROUP

Derived from the starting point of our Calpis lactic acid drinks that we have been producing for over 90 years, Calpis 
has been providing new value in a wide variety of fields by leveraging our business base centered on our lactic acid 
bacteria and fermentation technologies. In this environment, in October last year Calpis became a member of the 
Asahi Group, thereby making a new start. Going forward, amid ongoing changes in our business environment such as 
the impending rise in the consumption tax, we are building a solid earnings base by further enhancing the Calpis 
brand and accelerating the development of the brand overseas. Furthermore, Calpis will leverage the microorganism 
technology it possesses to aggressively expand our probiotic animal feed additives business and functional foods 
business, among others.

Looking ahead, we will further improve our earnings structure by creating synergies by promoting collaboration 
with Asahi Group companies.
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RESOURCES INNOVATION SYNERGY

Calpis: For 
Over 90 Years
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• Concentrated Bever-
ages Business

• Ready-to-drink Bever-
ages Business

• Alcohol Beverages 
Business

• Dairy Products Business

• International Beverages 
Business

ASSETS OF CALPIS 
BRAND

STRENGTHS OF CALPIS CO., LTD.

TECHNOLOGICAL ASSETS 
SUCH AS MICROORGANISM 

APPLICATION

Fujio Yamada
President and Representative 
Director
Calpis Co., Ltd.

In October 2012, the Asahi Group acquired all the shares of Calpis Co., Ltd., making the company 
part of the Group.

Calpis has developed its business around the base of Calpis, a product long familiar to con-
sumers as Japan’s first lactic acid drink, other fermentation and bacteria products, and the related 
technology. The Calpis brand has a familiar and reassuring image of being a healthy product, and 
is supported strongly by consumers of all ages. Calpis is also highly regarded for its high-value-
added functional foods business and animal feed additives business that have been leveraging 
the power of the microorganisms generated by the lactic acid bacteria and fermentation tech-
nologies with which Calpis has been involved for over 90 years.

In the domestic soft drinks business, the Asahi Group’s acquisition of Calpis has resulted in us 
establishing ourselves in the solid position of the No. 3 market share in the Japanese soft drinks 
industry, in addition to strengthening our business base by expanding our product portfolio. 
Looking ahead, we are aiming to further enhance and expand our domestic and overseas soft 
drinks businesses through the integration of management resources.

Realizing a value cycle

SALES GROWTH  From January 2013, the Calpis brand has been produced and sold by LB Co., Ltd., which 

is developing our chilled beverages business. This initiative should result in us establishing an unassailable 

position in the chilled lactic acid category through the development of Calpis brand chilled products.

EARNINGS GROWTH  We will create synergies by enhancing collaboration across the entire supply chain 

in the Asahi Group’s developed strengths of procurement, production and logistics. Specifically, we will 

further fortify our earnings base by promoting Group-wide procurement and logistics.

• Microorganism 
Application Business

• Functional Foods 
Business
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 long-term growth

Currently, we are producing Asahi Super Dry at 8 bases in 7 overseas countries for sale in 
around 70 countries and regions around the world, and are engaged in aggressive mar-
keting activities in many countries to establish it as a global brand. 

Our Medium-Term Management Plan 2015 calls for the strengthening of our area mar-
keting functions centered on a division dedicated to overseas marketing established in 
2012. In line with the plan, we formulate and implement brand and marketing strategies 
that leverage the Asahi Group’s strengths of technological capabilities and quality after 
conducting surveys of market trends and consumer needs. Furthermore, we are enhancing 
our brand development capabilities locally by forming tie-ups with promising business 
partners that have powerful sales networks. Overall, we are targeting a sales volume higher 
than 10 million cases in 2015, an increase of 59% from 2012, aiming at establishing Asahi 
Super Dry as “Asia’s No. 1 premium brand.”

*1:  The Asahi Group aims to capture the No. 1 position among Asian beer companies in terms of sales volume of premium beer overseas.

OUR AMBITION WITH ASAHI SUPER DRY IS TO BECOME 
“ASIA’S NO. 1 PREMIUM BRAND”*1

Examples of business initiatives

OVERSEAS SALES OF ASAHI BEER BRAND 
Million cases (equivalent to 20 x 633 ml bottles), year-on-year
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SOUTH KOREA
In 2000, we started to export 
Asahi Super Dry and other Asahi 

brands to South Korea. In both the  commercial-
use and home-use markets, we conducted 
thorough tasting campaigns and actively 
pursued other initiatives to persuade custom-
ers of the products’ deliciousness. As a result, 
we became the market leader for two con-
secutive years in terms of our share of the 
South Korean imported beer market. More-
over, in July 2012 we launched Asahi Super 
Dry –Dry Black– for the first time overseas.

OCEANIA
Last year, in Oceania 
we reorganized the 

beer sales framework, which had outsourced 
sales, by transferring them to an Asahi Group 
company. This company has started to sell 
Asahi Super Dry, aiming to further raise the 
presence of the product in both the 
 commercial-use and home-use markets.

UNITED KINGDOM
In the United Kingdom, we 
aggressively worked to enhance 

our business capabilities by expanding the 
number of sales representatives dedicated to 
the Asahi brand at Shepherd Neame Ltd., with 
whom we had concluded a licensing contract. 
Other proactive initiatives included co- 
sponsoring events during the period of the 
Olympics. These efforts led to greater recogni-
tion of the locally produced Asahi Super Dry and 
an increase in the number of pubs and other 
restaurants and bars serving the beer in kegs.

HONG KONG
In September 2009, we con-
cluded a sales agency contract 

with Carlsberg Hong Kong Limited, and since 
then have been working to increase the 
number of restaurants and bars serving Asahi 
Super Dry. We will work to increase sales in 
both the commercial-use and home-use 
markets by proactively developing transpor-
tation advertising and consumer campaigns 
to raise the brand recognition of Asahi.

UNITED STATES
In North America, where we 
started business by exporting 

beer from Japan in 1988, we have enhanced 
sales of Asahi Super Dry mainly by establish-
ing a local sales company in 1998. In 
 November 2009, we began offering Asahi 
Super Dry in kegs in the U.S. market, and we 
are now strengthening our inroads in both the 
 commercial-use and home-use markets.
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