
Establishing an industry-leading profit foundation by focusing 
management resources on core brands and by expanding our 
powerful sales capabilities and networks

The entire domestic soft drinks market is projected to experience a continued harsh business 

environment, including an anticipated rise in the consumption tax amid the trend of intensify-

ing competition.

In this environment, in the soft drinks business, we aim to establish an industry-leading 

profit foundation, both by focusing management resources on core brands, which are each 

company’s strengths, and by expanding our powerful sales capabilities and business net-

works, as called for by our Medium-Term Management Plan 2015.

At Asahi Soft Drinks Co., Ltd., we will implement structural reforms to achieve profitable 

growth by such measures as improving the product mix by strengthening mainstay brands 

Mitsuya Cider, WONDA and Asahi Juroku-cha, and raising sales expense efficiency. Else-

where, Calpis Co., Ltd. aims to generate group synergies by collaborating with other group 

companies while improving the value of the Calpis brand and expanding the brand’s assets 

around the world.

Furthermore, we will aim for an average annual net sales growth of 10% or higher and an 

operating income ratio of 5.5% or higher by promoting further capital and operational alli-

ances by leveraging the company’s network development capabilities as a key strength.

Shiro Ikeda
Director and Corporate Officer 

in charge of Soft Drinks Business

REVIEW OF OPERATIONS

Soft 
Drinks

24 Asahi Group Holdings, Ltd.



 Asahi Soft Drinks Co., Ltd.

Obtained the No. 4 position 
in the industry Market share of 10.7%

 Growth of Core Brands

WONDA
Cemented the No. 3 position 
in Japan’s canned coffee market 

Asahi Soft Drinks’ 

first 40 million case brand

Asahi Juroku-cha
Expanded sales volume 
for a third  consecutive year 

Reached the 20 million case 

mark for the first time in 12 years

 Established an optimal production and logistics system through 
measures such as internal production of PET bottles

 LB Co., Ltd.
  Created synergies through the successful integration of two former LB companies

 Asahi Soft Drinks Co., Ltd.
 –  Establish a management framework designed 

to balance growth and profitability

 –  Strengthen brand power, aiming to build 
WONDA, Mitsuya Cider and Asahi Juroku-cha 
as future No. 1 and No. 2 brands

 –  Achieve an optimal supply framework and 
cost reductions

 Calpis Co., Ltd.
 –  Enhance the functionality of the “Peace Bottle”

 –  Strengthen the product competitiveness of 
mainstay brands Calpis Water, Calpis Soda, and 
Calpis Fruit Parlor, and expand the lactic acid 
products field by launching new Calpis brand 
products.

 LB Co., Ltd.
 –  Upgrade and expand product development 

utilizing Group brands

 –  Promote the unique value of chilled and long-
life beverages

 Faster shift to lower prices and increasing industry 
consolidation among the top 5 soft drink manufacturers

 Intensified competition due to the maturing soft drinks 
market, and falling prices

 Increase in new products, ever shorter product life cycles

 Declining consumer sentiment due to the consumption tax hike

 Increased use of convenience stores reflecting a higher 
share of the elderly population

● Asahi Soft Drinks Co., Ltd.: Achieve 
profitable growth

 (2015 Guidelines: Average annual net sales growth of 
3% or higher, operating income ratio of 4% or higher)

–  Enhance market position centered on the company’s 
three core brands (Mitsuya Cider, WONDA, and Asahi 
Juroku-cha)

–  Broaden the use of brand development expertise from 
Mitsuya Cider, WONDA and other brands, while creat-
ing new value and demand by leveraging strengths

–  Enhance profitability by raising sales expense efficiency 
and improving the mix of sales channels and drink 
containers

–  Promote further profit structure reforms (expand mea-
sures to internalize drink container production and 
optimize production and logistics systems)

Business Environment

Medium-Term Management Plan 2015: Targets and Strategies

Future TopicsAchievements of Medium-Term Management Plan 
2012

● Calpis Co., Ltd.: Enhance growth and cost competitiveness 
by leveraging Group-wide synergies

 (2015 Guidelines: Average annual net sales growth of 3% or higher
(on a full-year basis), operating income ratio of 6.0% or higher)

–  Enhance the value of Calpis, a top lactic acid drinks brand, and develop this “brand 
asset” worldwide

–  Create collaborative synergies (¥6.0 billion or higher) in procurement, logistics and 
other fields by strengthening collaboration throughout the Group

● LB Co., Ltd.: Drive growth in the “chilled and long-life 
soft drinks  business” utilizing Group assets

–  Develop value-added strategies utilizing Group assets such as Calpis and Bireley’s

● Promote further capital and operational alliances by leveraging the 
company’s network development capabilities in Japan as a key 
strength

SALES IN DOMESTIC SOFT DRINKS MARKET, 
BY CATEGORY
(Million cases) ■ Tea-based drinks ■ Coffee ■ Carbonated beverages 

■ Fruit and vegetable drinks ■ Lactic acid drinks ■ Other soft drinks
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Asahi Soft Drinks Co., Ltd.

TEA-BASED 
DRINKS

Asahi Soft Drinks Co., Ltd.

COFFEE

Asahi Juroku-cha
WONDA 
Morning Shot

WONDA 
Otonano 
(for adults) 
WONDA 
The Standard

WONDA 
Kinnobitou 
(low-sugar)

LLtd.td.

Asahi
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Asahi Soft Drinks 
Co., Ltd.

88.3%

LB Co., Ltd.

5.3%
Calpis Co., Ltd.*

6.3%

SOFT DRINKS SALES COMPOSITION BY COMPANY (2012)

*Actual results for October to December 2012

Market Environment

In 2012, sales volume in the Japanese soft drinks industry is esti-
mated to have grown by around 3% overall, increasing for a third 
straight year. Market expansion was driven by factors including 
favorable weather in the peak summer sales season for soft 
drinks, demand for stocking mineral water, and the invigoration of 
the market through new products.

2012 Business Overview

In the soft drinks business, Asahi Soft Drinks Co., Ltd. achieved 
growth substantially exceeding that of the market’s growth by 
enhancing its growth strategies centered on core brands. More-
over, the entire business achieved significantly increased earnings 
due to the contribution of the performance of Calpis Co., Ltd. 
which became a newly consolidated subsidiary in October. How-
ever, earnings significantly declined mainly due to increased 
advertising and sales promotion expenses at Asahi Soft Drinks 
and a fall in sales and earnings at LB Co., Ltd. This was despite 
the fact that we enhanced our cost competitiveness by such 
initiatives as building the optimum production and logistics 
frameworks, while maintaining the highest level of quality assur-
ance from the customers’ perspective.

As a result, sales for the soft drinks business were ¥370.8 
billion, up 14.2% year on year, with operating income down 35.2% 
to ¥7.4 billion.

Asahi Soft Drinks Co., Ltd.
Asahi Soft Drinks Co., Ltd. posted a record sales volume and net 

sales increased year on year for a tenth consecutive year. As a 

result, Asahi Soft Drinks achieved a share of 10.7% of the Japa-

nese soft drinks market.

In soft drink operations in Japan, core operating company Asahi 
Soft Drinks enacted initiatives designed to strengthen and nurture 
core brands and invigorate long-seller brands through a basic 
policy addressing two key issues: growth strategies and improv-
ing profitability.

In regard to growth strategies, Asahi Soft Drinks worked to 
strengthen and nurture its three core brands: WONDA, Mitsuya 
Cider and Asahi Juroku-cha. At the same time, the company invig-
orated long-seller brands such as Wilkinson, Bireley’s and Asahi 
Oishii Mizu mineral water. It also launched Monster Energy to 
generate new demand, along with new products like Fiber 7500, a 
carbonated drink approved for sale as a Food for Specified Health 
Use (FOSHU). Through these and other initiatives, Asahi Soft 
Drinks achieved far higher growth than the industry average.

In core brands, the WONDA brand has grown into Asahi Soft 
Drink’s first 40 million case brand. As a result, the WONDA brand 
has cemented the No. 3 position in Japan’s canned coffee 
market. Sales volume of Asahi Juroku-cha surpassed 20 million 
cases for the first time in 12 years, marking a third consecutive 
year of growth. Sales volume of the Mitsuya Cider brand rose 7% 
year on year.

■ Sales ■ Operating income
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Asahi Soft Drinks Co., Ltd.

CARBONATED 
BEVERAGES

Asahi Soft Drinks Co., Ltd.

FRUIT AND 
VEGETABLE 
DRINKS

Asahi Soft Drinks Co., Ltd.
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In regard to long-seller brands, Asahi Soft Drinks revamped 
its product lineup of mineral water in June. Sales of the newly 
relaunched Asahi Oishii Mizu brand achieved substantial growth 
of 37% year on year, compared with preceding products. Sales of 
Wilkinson Tansan also grew dramatically, increasing 55% year on 
year. This was the result of proposing a new way of enjoying this 
drink as table water, along with the addition of new products to 
the lineup. Consequently, Wilkinson Tansan became the No. 1 
carbonated mineral water brand*1 in Japan. Asahi Soft Drinks also 
actively proposed new additions to the lineup such as Wilkinson 
Ginger Ale. Overall Wilkinson brand sales increased 44% year on 
year, for a fifth consecutive year of higher sales.

Furthermore, Monster Energy was launched in May 2012 for 
the purpose of creating new demand. It surpassed its annual sales 
target of 1 million cases in September that year, and further out-
paced the upwardly revised target of 1.2 million cases to finish the 
year at a sales volume of 1.57 million cases. Sales of Fiber 7500, a 
carbonated FOSHU drink rolled out in November 2012, have 
been growing steadily since surpassing their annual target of 
300,000 cases in the first month of sales.

Thanks to these developments, total sales volume for Asahi 
Soft Drinks grew 11.6%, recording a tenth consecutive year of 
growth at an all-time high. As a result, Asahi Soft Drinks sales rose 
7.7% year on year to ¥327.6 billion.

As regards improving profitability, Asahi Soft Drinks renovated 
its mineral water production line at its Mt. Fuji Factory with an eye 

■ Tea-based drinks ■ Coffee ■ Carbonated beverages ■ Mineral water 
■ Total
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to future growth, achieving increased capacity as a production 
hub for Eastern Japan. This measure was implemented in con-
junction with the construction of an optimal production and logis-
tics system and the integration of mineral water products into the 
Asahi Oishii Mizu brand. However, as a result of increased adver-
tising and sales promotion expenses, operating income declined 
42.3% to ¥6.6 billion.

* No. 1 carbonated water brand: Surveyed by INTAGE MBI. Based on actual 
 monetary sales from January 2012 to December 2012.

Calpis Co., Ltd.
Calpis Co., Ltd. became a consolidated subsidiary of the Asahi 

Group in October 2012. In 2012, the company contributed ¥23.5 

billion in sales and ¥0.5 billion in operating income (full-year basis).

Calpis Co., Ltd. worked to drive expansion in the microorganism 
application business, by taking full advantage of its proprietary 
technologies. In addition, the company strove to enhance the 
value of the Calpis brand in Japan and strengthen the interna-
tional beverage business. It also redesigned the container for its 
mainstay pre-diluted Calpis lactic acid beverages for the first time 
in 17 years. The functionality of the new containers, including the 
ability to preserve quality and ease of use, has been well received 
by consumers. As a result, overall concentrated beverage sales 
increased 6% year on year. Calpis also posted a steady perfor-
mance in its direct marketing business, where it conducts direct 
sales of functional food products based on proprietary technolo-
gies and materials.
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Calpis Co., Ltd.

Calpis Calpis SodaCalpis Water

Calpis Fruits Parlor
Fully ripened mango with 
lemon juice

On the profit front, Calpis pressed ahead with measures to 
reduce manufacturing costs, including reducing the weight of 
packaging materials such as PET bottles and labels, as well as 
improving the in-house manufacturing ratio.

LB Co., Ltd.
LB Co., Ltd. positioned 2012 as a year for dramatic growth in 

expanding its business fields, and worked to strengthen and 

expand its operating base.

In the lactic drinks category in chilled beverages, LB posted sig-
nificantly higher sales volume than in the previous year, mainly 
due to the continuous launch of new products designed to cap-
ture market growth. However, sales of products in the tea-based 
category were lackluster in the convenience store sector. Conse-
quently, LB recorded lower overall sales than in the previous year.

On the other hand, LB worked to streamline manufacturing 
and logistics costs. Measures included reducing raw materials 
costs for sweeteners, packaging and other items mainly by pro-
moting the consolidation of suppliers, group purchasing and 
other initiatives. The company also worked to adopt area produc-
tion systems for chilled beverages.

Plans and Strategies for 2013

In 2013, the soft drinks market in Japan is predicted to perform 
roughly on par with 2012, despite the impacts of demand for 
stocking mineral water running its course and the absence of the 
high temperatures of the previous year’s summer.

Under these conditions, in the soft drinks business the Asahi 
Group will expand sales at each Group company by implement-
ing proactive initiatives to improve the Calpis brand value, as well 
as continuing to strengthen core brands at Asahi Soft Drinks.

As regards earnings, we will endeavor to improve profitability 
primarily by such measures as raising sales expense efficiency at 
Asahi Soft Drinks and improving the sales channels and product-
container mix. At the same time, we will strive to maximize col-
laborative synergies by working with Calpis in logistics and 
procurement  through enhanced inter-business coordination.

As a result, the Asahi Group is targeting sales of ¥464.8 billion 
(up 25.3% year on year) and operating income of ¥14.3 billion (up 
93.9% year on year).

Asahi Soft Drinks Co., Ltd.
Asahi Soft Drinks Co., Ltd. will work to establish the profit base 
needed to advance to a new stage, while speeding up the pace 
of growth in response to changes in the market environment in 
Japan. Through these measures, Asahi Soft Drinks is targeting 
sales volume of 198 million cases for 2013, an increase of 2.6% 
year on year. This would mark its 11th consecutive year of sales 
volume growth.

With respect to growth strategies, Asahi Soft Drinks will work 
to establish a product portfolio aimed at further growth. This will 
entail implementing category and brand strategies that take full 
advantage of its proprietary strengths, based on diversifying 
customer needs. Through clear-cut marketing investment, the 
company will strive to invigorate best-seller brands such as 

SALES AND FORECAST BY ASAHI SOFT DRINKS BRAND AND CATEGORY (Million bottles)

2012 Year-on-year (%) Composition (%) 2013 (plan) Year-on-year (%) Composition (%)

Carbonated beverages total 48.70 12.26 25.24 53.40 9.7 27.0

Coffee total 40.42 4.78 20.95 41.30 2.2 20.9

Tea-based beverages total 41.23 14.62 21.37 41.05 –0.4 20.7

Mineral water total 21.85 9.45 11.32 22.30 2.1 11.3

Juice total 16.17 20.76 8.38 15.75 –2.6 8.0

Health & functional beverages 
total 8.62 4.76 4.47 8.00 –7.2 4.0

Other beverages total 2.50 41.44 1.30 2.00 –20.0 1.0

Goods purchased 13.45 16.39 6.97 14.20 5.6 7.2

Total 192.93 11.63 100.00 198.00 2.6 100.0
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LB Co., Ltd.

CHILLED 
BEVERAGES

Ocha
Sugar-free 
black vinegarTasty Calpis

Bireley’s 
chilled style

WONDA, Mitsuya Cider, Asahi Juroku-cha, Wilkinson, and Asahi 
Oishii Mizu, roll out new brands representing new value proposi-
tions, while striving to entrench these brands in the marketplace. 
The goal is to nurture leading brands within each category.

In terms of structural reform, Asahi Soft Drinks will build an 
optimal supply framework straddling R&D, production, supply 
chain management (SCM) and purchasing. Building on the opti-
mal production framework established to date, Asahi Soft Drinks 
will implement measures based on quality, cost and stable supply 
from a medium- and long-term perspective encompassing antici-
pated increases in sales volume set forth in the Medium-Term 
Management Plan 2015, and conditions in 2015 and beyond. The 
company will explore and promote upgrades to the in-house 
container production system, as well as develop and introduce 
new production technologies, among other priorities. It will also 
add a new production line at the Mt. Fuji Factory, with the start of 
operations planned for 2014.

Calpis Co., Ltd.
In concentrated beverages, Calpis will work to increase market 
recognition of the advantages of the Calpis Peace Bottle (multi-
layered structure to preserve delicious taste, easy to hold, easy to 
adjust pouring volume, easy to recycle with no sorting necessary). 
At the same time, the company will implement measures 
designed to enable a broad range of customers to experience 
the delicious taste of Calpis drinks. In ready-to-drink beverages, 
the company will work to increase sales by enhancing its three 
mainstay brands, namely Calpis Water, Calpis Soda and Calpis 

Fruits Parlor. Efforts will also be made to rapidly capture synergies 
through such means as developing Calpis brand products within 
the Group, promoting Group-wide procurement, and utilizing the 
Group’s logistics system.

In the international beverage business, Calpis will work to 
expand business in areas where it is already active, such as 
 Indonesia, Thailand, Taiwan, the U.S. and Mexico. The company 
will also cultivate markets in emerging countries at a faster pace 
by capturing synergies with the Asahi Group. In these ways, 
Calpis aims to expand business areas for the Calpis brand, which 
offers value in terms of deliciousness and health.

LB Co., Ltd.
LB Co., Ltd. will work to expand its presence in convenience 
stores and mass-retail stores. To this end, the company will proac-
tively develop chilled and long-life products that offer unique, 
high added value by leveraging brands within the Group. In addi-
tion, LB will commence production and sales of six chilled bever-
age and long-life product items that comprise the existing 
business of the company Calpis, while at the same time working 
to introduce new products. On the profit front, LB will make a 
company-wide effort to refine business processes through the 
introduction of a new core system and other measures, as it 
strives to provide customers with higher value.

CALPIS CO., LTD. TARGETS FOR SYNERGY CREATION THROUGH COOPERATION (¥ billion)

Efficiency target Initiative

Logistics 3.0~ Increase efficiency by leveraging the Group’s logistics network

Procurement 1.5~ Procure raw materials and ingredients

Production 1.0~ Build the optimum production framework

Other 0.5~ Increase efficiency of all fixed expenses, including for personnel and indirect materials

Total 6.0~
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