
Promoting the prioritization of strong brands and 
businesses, and the businesses we will nurture, 
to cultivate the Group’s future profit base

The entire domestic food market continues to face a contraction of structural demand 

mainly due to a shrinking and aging population. At the same time, customer needs are 

diversifying as a result of changes in each generation’s lifestyle.

In this environment, in the food business, we will promote the prioritization of the 

strong brands and businesses that we possess, and of the businesses to be nurtured, 

with a view to cultivating the Group’s future profit base, as called for by our Medium-

Term Management Plan 2015.

We will enhance the industry’s highest class of brands and businesses such as 

MINTIA breath mint tablets from Asahi Food & Healthcare Co., Ltd., the baby food 

business of Wakodo Co., Ltd. and the freeze-dried business of Amano Jitsugyo Co., 

Ltd., and also leverage our strengths such as yeast extract. The overall aim is to develop 

our future competitiveness.

Moreover, we will aim for an average annual net sales growth of 5% or higher and 

an operating income ratio of 5.5% or higher, mainly by continuously realizing lower 

production costs and other profit structure reforms, and by making use of our global 

network to expand the overseas development of our strong brands and businesses.
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Business Environment

Medium-Term Management Plan 2015: Targets and Strategies

 Asahi Food & Healthcare Co., Ltd.

 Growth of mainstay product brands

MINTIA
Up over 

22% from 2009

Dear-Natura
Up over 

93% from 2009

 Wakodo Co., Ltd.

 Growth of core businesses such as baby food

Increase in share of 
Japanese baby food 
market

45.5% 
(Up 4.5 points from 2009)

Growth in share of 
Japanese market for 
powdered infant formula

18.5% 
(Up 3.6 points from 2009)

*  Based on SDI data (all business sectors, monetary amounts) from 
INTAGE Inc. for January–December 2012 and 2009

 Amano Jitsugyo Co., Ltd.

  Dramatic growth in direct marketing business and mass 
distribution sales business

Direct marketing business
Up higher than 

55% from 2009

Mass distribution sales 
business

Up higher than 

67% from 2009

 Asahi Food & Healthcare Co., Ltd.
 – Develop competitive products and reform the profit structure 

according to changes in the market

 – Establish Asahi Food & Healthcare Co., Ltd.’s unique, unrivalled 
strengths

 Wakodo Co., Ltd.
 – Revitalize operations and enhance profitability by improving the 

value of baby products

 – Ensure stable profit through consulting-based sales according to 
changes in the market

 Amano Jitsugyo Co., Ltd.
 – Develop products according to customer needs

 – Enhance profitability by conducting reviews of the corporate business

 Declining consumer sentiment due to the consumption tax hike

 Aging society with fewer children, plus declining birthrate 
in Japan

 Increases in single-person and elderly households, and many 
more occasions to eat alone

 Burgeoning need for increased shopping convenience in 
step with a higher percentage of working women

 Continuing preferences for food safety and security in 
response to anxieties about food

 Declining prices due to the emergence of mass-retail stores 
and private labels

● Asahi Food & Healthcare Co., Ltd.: Energize strong 
brands and execute prioritization

  (2015 Guidelines: Average annual net sales growth of 5% or 
higher, operating income ratio of 5% or higher)

–  Concentrate management resources on energizing mainstay 
brands such as MINTIA and BALANCEUP

–  Nurture businesses that leverage strengths, such as yeast, and 
reform the profit structure of the business as a whole

● Wakodo Co. Ltd.: Expand business by leveraging the 
company’s high share of the baby food market, and 
promote profit structure reforms

  (2015 Guidelines: Average annual net sales growth of 5% or 
higher, operating income ratio of 5% or higher)

–  Establish the undisputed dominant position in baby food prod-
ucts (baby food and powdered infant formula)

–  Shift management resources to overseas business and 
the seniors business, and execute profit structure reforms 
covering overall selling expenses and fixed expenses

● Amano Jitsugyo Co., Ltd.: Expand businesses 
that leverage freeze-dried food technology as a 
core strength

  (2015 Guidelines: Average annual net sales growth of 5% or 
higher, operating income ratio of 5% or higher)

–  Enhance brands that leverage competitive freeze-dried food 
technology and the creation of new value and demand

–  Improve profitability through technological innovation and 
prioritization of sales channels

● Drive overseas business expansion by leveraging 
the strong brands and technologies of each 
food company

Achievements of Medium-Term  
Management Plan 2012

Future Topics
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On the profit front, Asahi Food & Healthcare saw operating 
income increase 14.2% year on year to ¥2.3 billion, mainly due to 
efficient use of sales promotion expenses and cuts in raw materi-
als costs. This was despite losses on the disposal of products for 
which “best by” dates had expired as a result of the disruption in 
the supply-demand balance caused by the Great East Japan 
Earthquake.

Wakodo Co., Ltd.
Wakodo Co., Ltd. followed a management policy of boldly 
advancing to the next stage, taking steps to enhance its presence 
in the markets for baby food and powdered infant formula, while 
working to strengthen its profit base by winning new customers 
for commercial-use products. In the baby and senior business, 
sales grew strongly for the company’s mainstay product, the 
Goo-Goo Kitchen baby food series, along with the relaunched 
Eiyo Marche with included a tray. For seniors, Wakodo posted 
steady sales of elderly care products centered on the Oral Plus 
dental care product, along with food products for the elderly cen-
tered on the Shokuji wa Tanoshii series. This reflected efforts to 
strengthen the sales structure eyeing expansion in the senior nurs-
ing care market. However, Business-to-Business activities posted 
lower sales as major customers shifted to internal production and 
used alternative low-cost overseas raw materials. Consequently, 
sales for Wakodo decreased 1.4% year on year to ¥36.1 billion.

In terms of profit, operating income (before amortization of 
goodwill) decreased 62.2% to ¥0.5 billion. This decrease was 
primarily due to increased sales promotions, discounts and other 
measures in response to intensified competition in the baby food 
market, despite cost cutting measures such as reducing raw 
materials and plant production costs.

2012 Business Overview

In the food business, net sales increased year on year owing to 
efforts by each operating company to strengthen mainstay 
brands. Consequently, sales in the food business rose 3.7% year 
on year to ¥101.6 billion. However, operating income declined 
11.7% year on year to ¥3.7 billion, mainly due to higher sales-
related expenses at Wakodo Co., Ltd.

Asahi Food & Healthcare Co., Ltd.
Asahi Food & Healthcare Co., Ltd. worked to expand sales by 
cultivating new sales channels, in addition to further enhancing 
mainstay brands and developing and launching new products. 
Specifically, the mainstay processed foods business saw sales 
increase year on year due to the continuous launch of new and 
revamped products, assertive advertising campaigns, and sales 
promotions. Asahi Food & Healthcare recorded higher sales of 
mainstay products such as MINTIA breath mint tablets and 
 BALANCEUP nutritionally balanced snack bars, along with candy 
packaged in bags such as MITSUYA CIDER CANDY. Sales growth 
was also driven by Ippon Manzoku Bar nutrition bars. In the health 
and beauty business, sales increased steadily as new quasi-drug 
products were launched for the EBIOS and Dear-Natura brands. 
In skincare products, Suhada Shizuku was rolled out and achieved 
its full-year sales target in only seven months. In addition, inroads 
were made into the development of the market for food season-
ings, mostly among processed food manufacturers in Japan and 
overseas, despite contraction in the Japanese market. These 
efforts were supported by the launch of the high-value-added 
yeast extract HYPER MEAST and other products. As a result, sales 
for Asahi Food & Healthcare rose 5.3% year on year to ¥49.5 
billion, setting a record high for a ninth consecutive year.

Asahi Food & Healthcare Co., Ltd.
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In the Goo-Goo Kitchen 
series, flounder risotto

Nyumen Sumashi Yuzu In the Chiisame Donburi series, a 
small chicken-and-egg rice bowl

Eggplant miso soupIn the Shokuji wa Tanoshii 
series, easy-to-cook sukiyaki

Amano Jitsugyo Co., Ltd.

EBIOS, the Slim Up Slim line of diet support food and the skin-
care product Suhada Shizuku as core brands, while working to 
further enhance existing products and actively expand advertising 
and sales promotion activities. In the food seasonings business, 
Asahi Food & Healthcare will propose yeast extract-based sea-
sonings that match customer needs by strengthening ties with 
major food manufacturers. The company will also strengthen 
measures targeting overseas markets centered on Southeast Asia.

Wakodo Co., Ltd.
Wakodo Co., Ltd. will work to enhance earnings through mea-
sures that leverage its high market share of Japan’s baby food 
market, along with streamlining production and sales divisions. 
Specifically, the company will focus on strengthening mainstay 
brands, such as Lebens milk Hai Hai and Gun Gun in its powdered 
infant formula category and Goo-Goo Kitchen baby food, while 
seeking to expand sales by conducting efficient and effective 
sales activities. The market for seniors’ products has been under-
going continued expansion. Here, Wakodo aims to boost sales by 
upgrading and expanding the range of items in the Shokuji wa 
Tanoshii brand of retort pouch food products for elderly care, 
while conducting proactive sales activities centered on the drug-
store channel. At the same time, the company will continue to 
devote efforts to elderly care products centered on the Oral Plus 
dental care product, while strengthening sales activities. In over-
seas business, Wakodo aims to drive business expansion mainly 
by reconfiguring its sales structure in major Asian countries where 
it is developing business.

Amano Jitsugyo Co., Ltd.
In the mass distribution business, Amano Jitsugyo Co., Ltd. will 
continue working to increase the number of mass-retail stores 
handling its products centered on the Tokyo metropolitan area. 
In the direct marketing business, the company will strive to 
create and nurture new categories, while at the same time 
taking measures to enhance brand recognition. Measures will 
include proactive advertising campaigns via TV commercials, 
online advertisements and other channels. Moreover, the com-
pany will expand satellite shops designed to promote the attrac-
tion of freeze-dried food products. The company will also 
continuously reduce raw materials, logistics, and other costs, 
while pursuing higher efficiency, mainly by automating certain 
manufacturing processes.

Amano Jitsugyo Co., Ltd.
Amano Jitsugyo Co., Ltd. worked to expand its business and 
boost profitability by increasing sales channels, developing prod-
ucts in line with customer needs, and augmenting production 
facilities. Efforts were also focused on upgrading and expanding 
core brand lineups, launching new products such as Genen type 
Omiso-shiru (reduced sodium miso soup), and increasing the 
number of stores handling its products in the mass-retail store 
sector centered on the Tokyo metropolitan area. As a result, 
Amano  Jitsugyo achieved substantial growth both in the mass 
distribution sales business and the direct marketing business. 
Sales rose 11.0% year on year to ¥16.0 billion, for a fourth con-
secutive year of record sales.

Turning to profit, operating income was ¥0.8 billion, mostly 
the same as the previous fiscal year. Profit was reduced by higher 
advertising expenses and depreciation and amortization follow-
ing the expansion of freeze-dried food production capacity. How-
ever, this decrease was offset primarily by fixed cost reductions 
through the automation of certain packaging processes, along 
with reduced procurement costs for raw materials, and a large 
improvement in disposal costs.

Plans and Strategies for 2013

In 2013, we will work to ensure steady growth by concentrating on 
mainstay brands and core businesses, while promoting cost cut-
ting. Specifically, we will focus on measures to enhance our com-
petitiveness in existing mainstay businesses, categories, and 
products, with a view to enhancing our position in Japan’s pro-
cessed food market. From these actions, we are aiming for higher 
sales and earnings in the food business in 2013, targeting sales of 
¥108.5 billion (up 6.7% year on year) and operating income of ¥4.4 
billion (up 18.9% year on year).

Asahi Food & Healthcare Co., Ltd.
In its mainstay business of processed foods, Asahi Food & Health-
care Co., Ltd. aims to further enhance and expand its existing 
products such as MINTIA breath mint tables,  BALANCEUP nutri-
tionally balanced snack bars and Ippon  Manzoku Bar nutrition 
bars. For MINTIA, the main focus will be on upgrading sales 
promotions for existing products centered on strong mint prod-
ucts, while actively developing new products that extend the 
lineup. In the health and beauty business, the company will posi-
tion Dear-Natura brand supplements, the quasi-drug product 
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