
Aiming to become the leading integrated alcohol 
beverages company with an emphasis on market innovation 
through the creation of added value

The entire domestic alcohol beverages market is projected to continue to experience a 

harsh business environment, including an anticipated rise in the consumption tax amid the 

trend of fewer childbirths and ongoing aging of the Japanese population.

In this climate, in the domestic alcohol beverages business, which is a core business of 

the Asahi Group, we aim to become the leading integrated alcohol beverages company 

with an emphasis on market innovation centered on the creation of added value that lever-

ages our strengths, as called for by the Asahi Group’s Medium-Term Management Plan 

2015.

Specifically, we will maximize our brand assets by further enhancing our value proposals 

based on our strengths, including by brand extension, which we have been pursuing, and by 

proposing new styles of drinking, in addition to further enhancing core brands such as Asahi 

Super Dry. Moreover, we will continue to create new demand by prioritizing the latent needs 

of consumers and enhance our sales structures prioritizing the needs of sales channels.

At the same time, our policy is to further strengthen our cost competitiveness at the 

top global level through the promotion of profit structure reforms that include boosting 

productivity and by using fixed costs more efficiently, aiming to raise the operating income 

ratio to 12.5% or higher (22.5% or higher, excluding the liquor tax).

Akiyoshi Koji
Director in charge of 

Alcohol Beverages Business

Alcohol 
Beverages
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Business Environment

Medium-Term Management Plan 2015: Targets and Strategies

Future Topics

 Enhancing brand value by amassing management resources

Share of domestic beer 
category No. 1 50.6%
Asahi Super Dry

Achieved annual sales volume 
of over 100 million cases*1 
for a 24th consecutive year
*1  One case is equivalent to 20 

large bottles (663 ml each).

108.80
million cases

Launched products that 
propose new value

Asahi Super Dry –Dry Black–
Asahi Dry Zero
Ste. Neige Lela

 Profit Structure Reform

  Improved production efficiency by integrating the Nishinomiya Brew-
ery’s beer-type beverage production functions into the Suita Brewery

 Responding to diversifying needs of consumers 
and customers

 –  Build total marketing, including at the product develop-
ment stage

 –  Create new demand and new customers by anticipating 
the diversifying value and lifestyles demanded by 
consumers

 Responding to high-income centralization of 
customers

 Responding to environmental changes and risks
 –  Hedge against changes in external environment

 (currency rates, market prices, natural disasters)

 –  Make capital investments (new technology) and strategic 
investments to raise productivity

 –  Production technology enabling mass production of 
diverse products with short lead times at low cost

 –  Stable procurement of raw materials qualitatively and 
quantitatively, and relaxation of market price risk

 Possible acceleration of downward trend due to raised 
consumption tax and revised alcohol tax

 Rising awareness of consumers about health, the assurance 
and quality of food, and the environment

 Polarization of consumption (cheap prices vs. premium prices)

 Increasing number of upscale restaurants

 Expansion of alcohol-taste beverages market

 Increasing costs accompanying tight demand/supply of raw 
materials due to rise of emerging markets
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● Strengthen core brands such as Asahi Super Dry and 
maximize “brand assets”

–  Maximize brand assets through the brand extension of Asahi 
Super Dry and value proposals such as “Extra cold”

–  Expand the market by brand extension of Clear Asahi and by 
strengthening functional brands

–  Aim to become top in the alcohol-taste beverages business by 
strengthening the Asahi Dry Zero brand

–  Expand product portfolio, including by enhancing Brown- 
Foreman Corporation products (Jack Daniel’s, Early Times)

● Create new value and new demand around consumer 
needs

–  Implement total marketing that precisely understands potential 
as well as obvious consumer needs

–  Strengthen advantageous technology and R&D, and create new 
value and demand by utilizing Group assets

● Enhance sales structures based on the needs of sales 
channels

–  Strengthen solution-oriented marketing for mass-retail stores 
and restaurant chains

–  Build collaborative and mutually beneficial structures for home- 
and commercial-use distribution channels

● Cost competitiveness at the top global level
–  Aim to increase efficiency by over ¥10 billion by the promotion 

of profit structure reforms (improve production efficiency, review 
procurement methods, curb fixed expenses, etc.)

Achievements of Medium-Term Management 
Plan 2012

■ Beer ■ Happoshu ■ New genre
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Asahi Super Dry
Asahi Super Dry 
–Dry Black– Asahi Style Free

BEER HAPPOSHUBEER HAPPOSHU

Market Environment
In 2012, although Japan’s alcohol beverages industry experienced 
an emerging rebound in consumer sentiment, including a push for 
greater consumption, it was impacted by a number of negative 
factors. Along with a diminishing amount of drinks consumed due 
to Japan’s falling birthrate and aging population, these factors 
include a shift in consumer preferences to inexpensively priced 
products to save money, as well as more time spent at home in line 
with work-life balance considerations. In beer-type beverages, while 
new genre beverages grew (up 1.1% year on year), shipment vol-
umes for beer and happoshu were down 0.3% and 7.9%, respec-
tively. Consequently, overall taxable shipment volume for beer-type 
beverages declined 1.0% from the previous year. By category, beer 
was 50.3%, happoshu 14.3%, and new genre beverages 35.4% of 
the beer-type beverages market. Of these figures, while the decline 
in the beer category appeared to be halted, there was no change 
in the major trend, namely, growth in new genre beverages, albeit it 
was a degree more subdued than in the previous year.

In categories other than beer-type beverages, wine and ready-
to-drink (RTD) beverages continued to grow, but the overall 
market for alcohol beverages contracted. Non-alcohol beer-taste 
beverages, meanwhile, grew around 36% year on year on a sales 
volume basis.

2012 Business Overview
In alcohol beverages operations in Japan, core operating company 
Asahi Breweries, Ltd. worked to leverage customer trust and culti-
vate a sense of familiarity by making products with quality as the 
top priority, aiming to be a “market innovation company” that 
provides customers with alcohol beverages with a new value as a 
communication tool that deepens the bonds between people. At 
the same time, as regards profits, we were able to steadily achieve 
benefits by aggressively implementing measures designed to 
improve growth and profitability, including setting up an efficient 
and improved production brewery by integrating the Nishinomiya 
Brewery’s beer-type beverage production functions into the Suita 
Brewery. As a result, total sales for the alcohol beverages business, 
including Asahi brand sales overseas, were ¥922.3 billion, up 0.1% 
year on year, and, operating income increased 12.2% to ¥113.3 
billion for the same period.

Beer-type Beverages
Our market share of taxable shipment volume for beer-type bever-
ages in 2012 was 37.5%*1, down 0.4 of a percentage point year on 
year. Nevertheless, we remained the market leader*2 for a third 
consecutive year.
Beer Category In the beer category, we focused on cultivating and 
enhancing the brand value of our core product Asahi Super Dry. 

Specifically, in April we launched new value proposition products 
such as Asahi Super Dry –Dry Black–, the first extension product of 
Asahi Super Dry. Moreover, we developed the promotion of Asahi 
Super Dry “Extra cold,” a value-added proposal of a new way to 
enjoy Asahi Super Dry in servings chilled below freezing point 
(between –2ºC and 0ºC). At the same time, we continued to spread 
the information and implemented vigorous marketing policies in a 
bid to enhance brand power for the “Extra cold” value-added 
proposal by expanding the limited-time opening of “Asahi Super 
Dry Extra Cold Bar” locations to four cities—Ginza in Tokyo, Nagoya, 
Osaka and Fukuoka. These factors lifted taxable shipment volume 
for Asahi Super Dry above 100 million cases (one case equivalent to 
20 large bottles (633 ml each)) for a 24th consecutive year, despite 
declining 0.1% in taxable shipment for overall beer category.

Happoshu Category In happoshu, we continued to boost the 
brand value of Asahi Style Free, now entering its sixth year of sales, 
as a pioneer in “zero-carbohydrate”*3 happoshu. Actions included 
raising the quality and more robust sales promotion activities. As a 
result, while sales volume for the overall market contracted sharply 
(down 7.9% year on year), with taxable shipment volume in the 
happoshu category falling 5.9% year on year, our happoshu market 
share rose 0.5 of a percentage point to 25.0%.

New Genre Beverages Category In new genre beverages, we 
enhanced and nurtured our core brand Clear Asahi, moved to 
improve the taste and packaging quality of Asahi Off, and strength-
ened our advertising and sales promotion activities. Moreover, 
Asahi Breweries, which was one of the JOC Gold Partners at the 
London Olympics, in July last year launched Japan Gold as a new 
genre “National Product to Support Japan,” and it performed well. 
However, there was a year-on-year drop in taxable shipment 
volume of 5.7%, and a decrease in market share of 1.7 percentage 
points to 24.0%.

*1  Beer market share based on statistical data on taxable shipment volume from 
Japan’s top five beer companies.

*2  Based on taxable shipment volume for beer from Asahi Breweries, Ltd. in 2012
*3  Based on nutrition labeling standards, sugar content of less than 0.5 g (per 100 ml) 

is indicated as ”zero carbohydrate.”

Shochu, RTD Beverages, Whisky and Spirits, Wine
Total monetary sales of shochu, RTD beverages, whisky and spirits, 
and wine in 2012 rose 8.0% year on year. In addition to good 
performances from wine and RTD beverages, the new product 
Asahi Dry Zero launched in February was a hit and significantly 
boosted sales of alcohol-taste beverages.
In shochu, we worked to reinforce the Kanoka brand, a core brand. 
Specifically, from August we revamped the packaging of Barley 
Shochu Kanoka, in September we launched Kanoka Shochu High-
ball, and launched for a limited-period a 2,000 ml cardboard pack 
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Clear Asahi
Clear Asahi 
Prime Rich Asahi Off

NEW GENRE SHOCHUNEW GENRE SHOCHU

that was 200 ml bigger than the existing 1,800 ml product. With 
potato-based shochu brands, efforts to broaden their presence in 
restaurants centered on Honkaku Imo-Jochu Satsuma Tsukasa and 
Koku-Murasaki. Nevertheless, overall sales in the shochu category 
declined by 18.9% on a monetary basis.

In RTD (ready-to-drink) beverages, the core product Asahi 
Cocktail Partner Fuwarich series was revamped in April, which won 
increased support mainly from younger consumers. Furthermore, 
Asahi Slat with its juicy taste with real fruit pulp continued to sell 
well, offering the value of a low 88 kcal for each can (350 ml), and 
established itself as a representative low-calorie product for the 
RTD market. Asahi Chu-hi Kajitsu-no-shunkan, a brand made from 
Pom Juice, was revamped in September as Asahi Chu-hi Kajitsu-no-
shunkan Rich  Tangerine Taste, and drove the category. As a result, 
sales of RTD beverages rose by 2.1% overall on a monetary basis 
year on year.

In whisky and spirits, we focused on increasing sales by 
revamping the packaging of Black Nikka Clear in April, and con-
ducting linked sales promotion activities together with suggest-
ing new ways to drink them centering on highballs. Moreover, 
Taketsuru Pure Malt 17 Years was named “World’s Best Blended 
Malt Whisky” at the World Whiskies Awards*4 in 2012 for the first 
time. In commemoration of this award, we launched a limited-
volume Nikka Taketsuru Pure Malt 17 Years Non Chill Filtered. To 
provide consumers new to malt whiskey with a product that is an 
easily obtainable size at a price that is more acceptable for trying 
a new product, we then launched Taketsuru Pure Malt 12 Years in 
a 500 ml bottle, and overall Taketsuru brand sales have increased 
year on year. Because the product was well received overseas, 
exports for Europe centered on France performed well, and from 
 December we started to export two items to the U.S.: Taketsuru 
Pure Malt 12 Years and Single Malt Yoichi 15 Years. However, overall, 
sales on a monetary basis in this category fell by 3.4% year on year.

In wine, our domestic wine brands performed well, improving 
over the previous fiscal year. This was because a new product of 
Ste. Neige Rela, a brand launched in April 2011, was added to the 
lineup in September: a small volume of the wine in a 320 ml plastic 
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bottle. For imported wines, along with boosts to sales volume from 
such daily wine products as Chilean wines Caliterra and Santa 
Helena, and Italian wines Gancia and Zonin, the French wine Louis 
Latour in the fine wine category also sold well with an improved 
year-on-year performance. As a result, overall sales in this category 
increased by 8.1% year on year on a monetary basis.

Turning to alcohol-taste beverages, in February 2012, Asahi 
Breweries launched Asahi Dry Zero, a low-calorie beer-taste bever-
age featuring “a dry finish and clear aftertaste.” Asahi Dry Zero has 
sold briskly, surpassing initial forecasts. We also revamped the 
packaging of Asahi Double Zero Cocktail, a cocktail-taste bever-
age, and renamed the product Asahi Zero Kaku, a catchier name 
that is easier to remember. As a result, overall sales in this category 
increased by 353.2% year on year on a monetary basis.

*4  An international competition focused exclusively on whisky, chiefly sponsored 
by U.K.-based Whisky Magazine.

Sales of Asahi Brand Products Overseas *Excluding China

Overview of 2012 In terms of sales of Asahi brand products over-
seas, in South Korea, we aggressively developed our local sales 
promotion activities by launching Asahi Super Dry –Dry Black– in 
July 2012 for the first time overseas, among other measures. This 
helped us to maintain our position as the leading imported beer 
brand by sales volume for a second consecutive year. This and 
other actions enhanced our presence, especially in markets across 
Asia and Oceania.

Plans and Strategies for 2013
The alcohol beverages business is likely to face unprecedented 
challenges in terms of market conditions. In the run-up to Japan’s 
consumption tax hike in 2014, these challenges will include the flow 
of personal consumption to durable consumer goods, along with 
declining consumer sentiment and increased belt-tightening due 
to a weakening economy with slower growth. Furthermore, con-
sumption patterns of customers should be shaped by a stronger 
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The Special

Black Nikka 
Clear Jack Daniel’s 

trend for consumers to choose products offering more added value 
with higher cost performance. In this context, Asahi Breweries, Ltd. 
will offer value propositions that accurately seize on customer 
needs and market trends by aligning ever more closely to the 
customer’s perspective. In doing so, Asahi Breweries aims to 
become a company of first choice for customers by providing 
products that they choose over others. Consequently, we are tar-
geting sales of ¥944.9 billion (up 2.5% year on year) and operating 
income of ¥113.3 billion (mostly the same as the previous year).

Beer-type Beverages
The market for beer-type beverages in 2013 is predicted to 
contract between 1 and 2% overall. In this environment, we 
are targeting total sales volume of 164 million cases, up 0.5% 
year on year.
Beer In the beer category, while there are indications that the 
downturn in demand has leveled off somewhat, the overall market 
is expected to decline between 1 to 2%. In this climate, Asahi 
Breweries will remain focused on bolstering its core brand Asahi 
Super Dry, as it aims for positive year-on-year growth. In 2013, 
Asahi Super Dry will mark its 27th year of sales. Asahi Super Dry 
“Extra cold,” has proven popular among consumers for allowing 
enjoyment of Asahi Super Dry in servings chilled below freezing 
point. In an effort to drive expansion of this product, we have suc-
cessfully developed a New Dispenser System (Cooling Type) spe-
cially designed as a dispenser for Asahi Super Dry “Extra cold.” 
The new dispenser achieves even greater savings in terms of cost 
and space compared with the original space-saving dispenser. 
Asahi Breweries will begin installing the new dispenser in earnest 
from 2013, with the aim of completing installation at a total of 5,000 
establishments. Furthermore, we will upgrade the quality of Asahi 
Super Dry –Dry Black– to acquire new drinking-age consumers and 
penetrate and embed in the beer market. Launched in 2012, Asahi 
Super Dry –Dry Black– is the first extension of the Asahi Super Dry 
lineup and has been the driving force behind the growing dark 
beer market.

Happoshu The overall happoshu market is projected to decline by 
between 8 and 9%. The core brand Asahi Style Free entered its 
seventh year of sales in 2013. Notably, it is a pioneer in “zero carbo-
hydrate” happoshu. Asahi Breweries will continue to implement 
aggressive measures to bolster this brand.

New Genre Beverages The market for new genre beverages is 
expected to grow between 2 and 3% overall, despite signs of 
slower market growth in 2012. This outlook is based on factors such 
as a weakening economy with slower growth, and consumer prefer-
ences for low prices in the run-up to Japan’s consumption tax hike. 
In response, Asahi Breweries will strengthen the new genre bever-
ages category even more than before. Specifically, the company 
will focus on reinforcing the brand power of core product Clear 
Asahi, which has grown into a leading brand in this category and an 
engine behind the market for new genre beverages. To this end, 
besides improving the quality of Clear Asahi, we will launch Clear 
Asahi Prime Rich, the first product to extend the lineup of this 
brand. Furthermore, Asahi Breweries will continue to strengthen 
and nurture health-conscious brands. It plans to roll out Asahi 
Funwari, which will feature one of the category’s lowest calorie 
contents*5, alongside Asahi Off, which continues to post a solid 
performance against the backdrop of rising health consciousness 
among consumers. Asahi Off is noted for its low purine and carbo-
hydrate content*6.

*5, 6  Comparison with the Company’s malt liquors (1) based on happoshu.

Shochu, RTD Beverages, Whisky and Spirits, and Wine
Continued steps will be taken in 2013 to boost profitability across 
shochu, RTD beverages, whisky and spirits, and wine. We will concen-
trate on cultivating and strengthening core brands in each category, 
targeting year-on-year growth in sales of 17% for the year.
In shochu, we will make every effort to improve the value of Kanoka 
as our highest priority brand in the home-use market. In October 
2013, Kanoka will mark its 20th anniversary of launch. We will also 
drive growth by concentrating our marketing investments. In the 
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ALCOHOL-TASTE 
BEVERAGES

WINEWINE ALCOHOL-TASTE 
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SALES TARGETS AND ACTUAL RESULTS BY ALCOHOL BEVERAGES CATEGORY (ASAHI BREWERIES, LTD.) (¥ billion)

Asahi Zero 
Kaku

Asahi 
Dry Zero

2012 2011 Year-on-year % of Total 2013 Target Year-on-year % of Total

Beer-type beverages (total) 776.4 785.1 –1.1 84.3 778.7 0.3 82.4
 Beer 595.2 593.2 0.3 64.6 595.2 0.0 63.0
 Happoshu 59.6 63.3 –5.9 6.5 56.1 –5.8 5.9
 New genre 121.6 128.6 –5.5 13.2 127.4 4.8 13.5
Beverages other than beer-type beverages (total) 102.9 110.1 –6.6 11.2 116.1 12.9 12.3
 Shochu 32.7 40.3 –18.9 3.5 33.4 2.2 3.5
 RTD beverages 28.8 28.2 2.1 3.1 32.0 11.3 3.4
 Whisky and spirits 29.8 30.8 –3.4 3.2 38.0 27.5 4.0
 Wine 11.5 10.6 8.1 1.2 12.6 9.5 1.3
 Other alcohol beverages, etc. 0.1 0.1 –11.9 0.0 0.1 –2.9 0.0
Alcohol-taste beverages 21.0 4.6 353.2 2.3 28.9 37.4 3.1
Other contracted manufacturing, etc. 20.6 19.7 4.3 2.2 21.3 3.5 2.3
Total 920.8 919.6 0.1 100.0 945.0 2.6 100.0

commercial-use market, Asahi Breweries will strive to boost its 
presence in the authentic (singly distilled) shochu market by 
expanding the number of new restaurants that offer the company’s 
products, centered on the potato-based Honkaku Imo-Jochu 
 Satsuma Tsukasa and Koku-Murasaki.

In RTD beverages, growth is evident in the market for bever-
ages with a low alcohol content of 3% or less and the market for 
beverages with a high alcohol content of 7% or higher. Therefore, 
Asahi Breweries will strengthen measures aimed at invigorating 
each of these two markets. Specifically, we will offer new value 
propositions by enhancing Asahi Cocktail Partner lineups in the low 
alcohol market and the new brand Asahi HiLiki The Special in the 
high alcohol market.

In whisky and spirits, we have positioned Black Nikka Clear, 
which is popular for its clear taste, and Taketsuru malt whisky as our 
most important domestic whisky brands. We will continue to 
increase their stature among domestic whisky brands through 
measures that further heighten their appeal to customers. In 
imported whisky, we will put emphasis on increasing sales of 
Brown-Foreman Corporation whisky products. We will vigorously 
implement product proposals and advertising and sales promotion 
activities unique to Asahi Breweries, as we strive to drive further 
expansion in imported whisky sales. Our efforts will be centered on 
mainstay products like Jack Daniel’s, which is the world’s No. 1 
American whisky brand in terms of sales volume, and Early Times.

In wine, Asahi Breweries has positioned Ste. Neige Rela, a 
table wine that can be enjoyed without formality, as its most 
important domestic wine brand. We will propose new settings for 
drinking wine that will enable consumers to enjoy wine on a daily 
basis. In imported wines, Asahi Breweries will expand sales of key 
brands in the home-use daily wine sector such as Chilean wine 
Alpaca, and Spanish wine Albali. In the commercial-use sector, key 
brands will include Chilean wine Caliterra and French wine Saint-
Vincent. In fine wines, Asahi Breweries will seek to expand sales of 
fine wines centered on French wine Louis Latour, in addition to 

wines from a variety of other countries, including Italy and New 
Zealand. Asahi Breweries will fulfill the needs of many different 
customers with an enhanced, diverse lineup of wine for both home 
and commercial use.

In alcohol-taste beverages, Asahi Breweries will promote vigor-
ous total marketing initiatives for Asahi Dry Zero, a beer-taste bev-
erage which was launched in February 2012 and has proven 
popular for featuring a “dry finish and clear aftertaste.” In doing so, 
Asahi Breweries will further enhance its presence in the market and 
enhance its brands. Additionally, Asahi Breweries will continue to 
strengthen measures to boost sales of the cocktail-taste beverage 
Asahi Zero Kaku. This product will serve as a pioneer in cocktail-
taste beverages in both the home-use and commercial-use markets.

Sales of Asahi Brand Products Overseas *Excluding China

Plans for 2013 As regards sales overseas, we will pursue horizontal 
development in countries and regions that can follow the models 
of countries like South Korea where sales are firm. Furthermore, we 
will bolster relationships with existing local partners while conduct-
ing marketing investment, in order to raise the brand recognition of 
Asahi, especially Asahi Super Dry, with the overall aim of increasing 
sales volume in each country.

Profit Structure Reform
Improving the profitability of existing businesses is set forth as a 
priority in the Asahi Group’s Medium-Term Management Plan 2015.

In terms of profit structure reform for the domestic alcohol 
beverages business, the Group’s policy is to gain efficiencies total-
ing more than ¥10 billion during the 3 years from 2013 to 2015, and 
raise the operating income ratio to 12.5% or higher. In 2013, we aim 
to improve the marginal profit ratio mainly by promoting Group-
wide procurement. Another goal is to raise the efficiency of fixed 
expenses primarily by reducing depreciation and amortization 
through the optimization of capital investment.

Ste. Neige Rela
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