
REVIEW OF OPERATIONS ASAHI GROUP AT A GLANCE
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The Asahi Group’s five business segments, as represented in consolidated accounting, are alcohol beverages, soft drinks, food, 
overseas, and other businesses. In each business segment, the entities that generate major profits are: Asahi Breweries, Ltd. for 
the alcohol beverages business; Asahi Soft Drinks Co., Ltd. and Calpis Co., Ltd. for the soft drinks business; Asahi Food & 
Healthcare Co., Ltd. and Wakodo Co., Ltd. for the food business; and Schweppes Australia Pty Limited and the Independent 
Liquor Group of New Zealand for the overseas business.
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Alcohol Beverages

Asahi Breweries, Ltd.

The Nikka Whisky Distilling Co., Ltd.

Sainte Neige Wine Co., Ltd.

Satsumatsukasa Shuzo Co., Ltd.

Soft Drinks

Asahi Soft Drinks Co., Ltd.

Calpis Co., Ltd.

LB Co., Ltd.

Food

Asahi Food & Healthcare Co., Ltd.

Wakodo Co., Ltd.

Amano Jitsugyo Co., Ltd.

Overseas 
OCEANIA Schweppes Australia Pty Limited
  Independent Liquor (NZ) Limited
  Independent Distillers (Aust) Pty Ltd

CHINA Yantai Beer Tsingtao Asahi Co., Ltd.
  Beijing Beer Asahi Co., Ltd.

SOUTHEAST ASIA Permanis Sdn. Bhd.

EQUITY-METHOD  Tingyi-Asahi Beverages Holding Co., Ltd.
AFFILIATES Tsingtao Brewery Co., Ltd.

Others
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In other businesses, sales increased thanks to expansion of the cargo transportation business. However, operating income decreased, due to a continuous increase 
in costs associated with deterioration of the supply-demand balance for vehicles in the cargo transportation industry.

■ Net sales fell short of target due to a larger-than-anticipated contraction in the market for 
beer-type beverages reflecting the earthquake and other factors.

■ The operating income ratio target was achieved mainly because profit structure reforms 
exceeded initial plan objectives due to the reorganization of breweries.

■ Full-scale development of Asahi Super Dry –Dry Black–, the Asahi Super Dry brand’s first 
extension product, and Asahi Super Dry “Extra cold,” a value-added proposal of a new way 
to enjoy Asahi Super Dry in servings chilled below the freezing point.

■ Launched products offering new value such as Asahi Dry Zero and Ste. Neige Rela.

■ Achieved sales target by expanding sales volume for a 10th consecutive year mainly by 
strengthening core brands.

■ Fell short of the operating income ratio target primarily due to a large increase in sales 
expenses in 2012, although an optimal production and logistics system was established 
through such means as conducting internal production of PET bottles, and reducing the 
weight of containers.

■ Acquired all shares of Calpis Co., Ltd.

■ Acquired the Rokko no Oishii Mizu and the Rokujo Mugicha brands.

■ Integrated LB Co., Ltd. (Tokyo) and LB Co., Ltd. (Nagoya), to launch a “reborn” LB.

■ Asahi Food & Healthcare Co., Ltd. achieved favorable sales of mainstay brands MINTIA 
breath mint tablets and BALANCEUP nutritionally balanced snack bars. Sales were driven 
mainly by assertive advertising campaigns and sales promotions.

■ Wakodo Co., Ltd. fell below targets as a result of a contraction in the market for powdered 
infant formula due to the impact of foot-and-mouth disease and the nuclear accident, 
despite steady sales growth atop efforts to upgrade and expand the range of items for its 
mainstay Goo-Goo Kitchen baby food.

■ Amano Jitsugyo Co., Ltd. achieved favorable sales due to the vigorous launch of new 
products and effective advertising campaigns in the direct marketing business. Another 
factor was the upgrading and expansion of lineups of core brands in the mass distribution 
sales business.

■ Sales fell short of target due to the sale of unprofitable businesses, but profitability improved significantly.
■ Concluded a share transfer agreement to sell the shares of Haitai Beverage Co., Ltd.
■ Concluded share transfer agreements to sell the shares of Hangzhou Xihu Beer Asahi Co., Ltd. and Zhejiang 

Xihu Beer Asahi Co., Ltd.
■ Invested in TING HSIN (CAYMAN ISLANDS) HOLDING CORP., a major Chinese food and distribution group.
■ Acquired shares of former Flavoured Beverages Group Holdings Limited, a major alcohol beverages group 

in New Zealand.
■ Acquired shares of Charlie’s Trading Company Limited, a non-alcohol beverages company in New Zealand.
■ Acquired the mineral water and juice operations of former P&N Beverages Australia Pty Ltd, a non-alcohol 

 beverages company in Australia.
■ Acquired all shares of Permanis Sdn. Bhd., a non-alcohol beverages company in Malaysia.
■ Established joint ventures with PT Indofood CBP Sukses Makmur TBK to manufacture and sell soft drinks in 

Indonesia.

■ In the alcohol beverages business, we aim to become the lead-
ing integrated alcohol beverages company with an emphasis on 
market innovation through the creation of added value obtained 
by focusing on the 3Cs (consumers, channels and competitors).

■ Net sales: Average annual growth rate of 0–1%
* Market for beer-type beverages: Average annual growth of –1 
to –2%

■ Operating income ratio: 12.5% or higher
(Operating income ratio excluding the liquor tax: 22.5% or higher)
* Total efficiency target for alcohol beverage business: ¥10 billion 
or higher

■ In the soft drinks business, we will establish an industry-leading 
profit foundation by focusing management resources on strong 
core brands, while expanding our powerful sales capabilities and 
networks.

■ Net sales: Average annual growth rate of 10% or higher
*  Growth rate excluding the impact of the consolidation of Calpis 

Co., Ltd.: 3% or higher

■ Operating income ratio: 5.5% or higher
* Total efficiency target for the soft drinks business: ¥10 billion or 
higher

■ In the food business, we will cultivate the Group’s future profit 
foundation by promoting greater selectivity and focus on strong 
core brands and businesses, and the businesses we will nurture.

■ Net sales: Average annual growth rate of 5% or higher

■ Operating income ratio: 5.5% or higher
* Total efficiency target for the food business: ¥3 billion or higher

■ In overseas business, we seek to expand the Group’s growth 
foundation by bolstering its global network while leveraging 
strengths such as brand power, technological capabilities, and 
cost competitiveness.

■ Net sales: Average annual growth rate of 5% or higher

■ Operating income ratio: 9.0% or higher
* Total efficiency target for overseas business: ¥6 billion or higher

REVIEW OF MEDIUM-TERM MANAGEMENT PLAN 2012 TARGETS OF MEDIUM-TERM MANAGEMENT PLAN 2015

(Business segments were reorganized from 2011.)
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