
We will aim to enhance corporate value through promoting 

Value and Network Management by leveraging our business strengths, 

in line with the Medium-Term Management Plan 2015.

Naoki Izumiya
President and 
Chief Executive Officer (CEO)

Message from the President
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In February 2013, Asahi Group Holdings, 
Ltd. established the Long-Term Vision 
2020, which articulates a vision of the 
Asahi Group in the future, and the 
Medium-Term Management Plan 2015, 
an action plan covering the years from 
2013 to 2015 for realizing the Vision.

In the Long-Term Vision 2020, the 
Asahi Group aspires to be a trusted 
corporate group in the world through 
offering ‘‘Kando” experiences of food 
(deliciousness, happiness, innovation) 
and redefines the future vision for the 
entire group, while the Medium-Term 
Management Plan 2015 aims to achieve 
corporate value enhancement through 
promoting Value and Network 
Management. Refer to Chart 1

Specifically, we will concentrate our 
management resources on the brands, 
technologies, cost competitiveness and 
other strengths of the Asahi Group, 
which have been nurtured and acquired 
to date, and by leveraging these 
strengths, promoting new value 
propositions and innovating to generate 
synergies in terms of both growth and 
efficiency. Furthermore, we aim to 
achieve long-term, stable growth by 

 Chart 1  Value and Network Management
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expanding the created value through our 
collaborative relationship among group 
companies and global networks and by 
further improving our network in Japan 
and overseas.

The Medium-Term Management Plan 
2015 incorporates return on equity (ROE) 
and earnings per share (EPS) into key 
performance indicators (KPIs). Targets in 
2015 are: improving ROE to around 10% 
and growing EPS by an annual average 
of 10% or higher. The Asahi Group aims 
at further enhancing corporate value 
through improving shareholder returns 
to a level equivalent to a global standard 
to boost capital efficiency, while placing 
the highest priority on sales and earnings 
growth based on Value and Network 
Management.
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 Chart 2  Financial and Cash Flow Strategy

 Chart. 3  Net Income and Total Dividends

Policies in Medium-Term Management Plan 2015

Operating cash flow
• Seek stable profit growth based on Value and Network Management.

⇒ Generate ¥400.0 billion or higher in operating cash flow during the 3 years of the 
Medium-Term Management Plan..

Free cash flow

• Execute capital investment of approx. ¥120.0 billion for development of optimal 
production and distribution systems, efficiency improvement, etc.

⇒ Generate approximately ¥300.0 billion in free cash flow during the 3 years of the 
Medium-Term Management Plan 2015.
(Generate ¥20.0 billion or higher through cash expansion measures.)

Investment in growth

• Invest in growth as the highest-priority task in preparation for growth network 
expansion in Japan and overseas.

• Assume financial debt premised on a maximum D/E ratio of approx. 1.0 (net debt/
EBITDA of approximately 4.0) when capital requirements that cannot be met from 
own funds arise.

Shareholder returns

• Aim for stable dividend increases, targeting a consolidated dividend payout ratio of 
around 30% (25–35%).

• Flexibly implement share repurchases targeting a total return ratio of 50% or 
higher.

Message from the President

We aim to generate free cash flow of 
approximately ¥300 billion during the 
three years covered by the Medium-Term 
Management Plan 2015, including via 
asset liquidation and other measures 
to increase cash flow. Freed cash flow 
will be primarily used for business 
investments designed to spur network 
expansion worldwide.  Refer to Chart 2  

We will execute business investment 
mainly in the Southeast Asian region 
where high growth can be expected. By 
forging alliances with local partner 
companies that have robust business 
foundations in the alcohol beverages and 
soft drinks markets, we aim to expand 
our business network.

Cash Flow Strategy 
and Shareholder 
Returns

We will promote the 
enhancement of corporate 
value by maximizing free 
cash flow and ensuring 
appropriate resource 
allocation.

To maintain financial soundness in the 
case of major investment projects when 
capital requirements cannot be met with 
our own funds, we are prepared to fund 
these requirements using financial debt, 
assuming a maximum D/E ratio of 
around 1.0.

Regarding shareholder returns, we will 
promote corporate value enhancement 
through comprehensive shareholder 
return measures. Based on the policies 
outlined in the Medium-Term Management 
Plan 2015, we aim at a stable 
consolidated dividend payout ratio 
increase to around 30% and target a 
total return ratio, including share 
repurchases, of 50% or higher.
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In 2013, the first year of the Medium-
Term Management Plan 2015, we 
improved profitability through creating 
value focusing on our strengths and by 
generating synergies among group 
companies. We also boosted capital 
efficiency by boosting shareholder 
returns, based on Value and Network 
Management, thereby enhancing 
corporate value.

To improve profitability, in addition to 
stepping up the mainstay brands of each 
business, we made efforts to maximize 
brand assets by leveraging our strengths, 
such as with the launch of Asahi Super 
Dry—Dry Premium under the Asahi Super 
Dry brand exclusively for the gift market 
and the rollout of Clear Asahi Prime Rich 
along with the release of products using 
the Calpis brand. We also worked to 
generate synergies among group 
companies through collaboration in 
logistics and procurement with Calpis 
Co., Ltd. and consolidation of production 
and logistics facilities in Oceania, in order 

2013 Initiatives and 
Results

The Asahi Group worked to 
enhance corporate value by 
improving profitability and 
capital efficiency in each 
business.

to further bolster cost competitiveness. In 
Indonesia, in addition to the launch of 
the first its own brand product, we 
acquired the bottler of PepsiCo, Inc. and 
the second largest mineral water business 
in the country, thereby steadily 
consolidating our operational base in the 
Southeast Asian market. 

As a result, in 2013, we achieved steady 
increases both in income and earnings in 
each business. The Asahi Group posted 
sales of ¥1,714.2 billion (up 8.6% year 
on year) and operating income of 
¥117.5 billion (up 8.3% year on year). Net 
income for the year was ¥61.7 billion 
(up 8.0% year on year), reaching a 
record-high for a 13th consecutive year. 

In capital efficiency improvement, the 
consolidated dividend payout ratio was 
raised to 31.7% and we implemented 
repurchase of our own shares to the tune 
of approximately ¥30 billion. Accordingly, 
we achieved a total return ratio of 80.5% 
and successfully enhanced shareholder 
returns. Refer to Chart 3
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 Chart 4  Key Performance Indicators (KPIs)

2012
Result

2013
Result

Progress*2 2014
Target

Progress*2
Medium-Term 

Management Plan
Target 2015

ROE 8.4% 8.0% × 8.0% ×
Approx. 10%

Adjusted ROE*1 8.6% 8.7% △ 9.0% △

Adjusted ROE
(before goodwill amortization)

11.2% 11.9% ○ 11.7% △ Approx. 12%

EPS (growth rate) ¥123 10.6% ○ Approx. 
7% △

Average annual 
growth rate:

10% or higher

*1 Adjusted ROE: Calculated by excluding foreign currency translation adjustment and valuation difference on available-for-sale 
securities from shareholders' equity

*2 ◎: Achieved with ease; ○: Achieved; △: Not achieved; ×: Hardly achieved at all
*3 EBITDA: Operating income (before goodwill amortization) + Depreciation

<KPIs Guideline>

Message from the President

As to the status of achieving the targets 
for KPIs stipulated in the Medium-Term 
Management Plan 2015, as a result of an 
increase in foreign currency translation 
adjustments due to a sharp depreciation 
of the yen and an increase in the 
valuation difference on available-for-sale 
securities accompanied by the recovery of 
the stock market, equity capital increased 
significantly compared with the initial 
plan, and thus ROE on a nominal basis 
decreased from the previous year. 
However, the adjusted ROE that excluded 
special factors such as yen depreciation 
and high stock prices stood at 8.7%, 
displaying a steady improvement year on 
year. It is expected ROE will improve to 
9% for the year ending December 31, 
2014. By increasing sales and operating 
income and improving capital efficiency 
on a continuous basis, we are poised to 

Status of KPIs as 
Compared with Targets 
in the Medium-Term 
Management Plan 2015

We will rigorously 
implement capital policies 
to achieve continuous 
improvements in ROE 
and EPS.

achieve sustained improvement in ROE 
and will meet the expectations of 
shareholders and investors.

EPS, another KPI, increased 10.6% year 
on year from ¥122.75 to ¥135.73. In each 
business, we implemented a growth 
strategy focusing on our strengths and 
this resulted in steady increases in net 
income. We also enforced repurchase of 
our own shares to the tune of ¥30 billion. 
Consequently, EPS achieved growth that 
exceeded the target of an annual 
average of 10% or higher specified in the 
Medium-Term Management Plan 2015. 
For the year ending December 31, 2014, 
our plan is to achieve about 7% growth 
because we have not repurchased any of 
our own shares thus far. However, we aim 
at surpassing the plan by achieving the 
net income budget and by steadily 
implementing capital policies. Refer to Chart 4

2012
Result

2013
Result

Progress*2 2014
Target

Progress*2
Medium-Term 

Management Plan
2015

Net sales ¥1,579.1 
billion 8.6% ◎ 2.1% △

Average annual 
growth rate:
3% or higher

EBITDA*3 ¥171.0 
billion 7.4% ◎ 0.6% ×

Average annual 
growth rate:
6% or higher

Net income ¥57.2 
billion 8.0% ○ 8.5% ◎

Average annual 
growth rate:
7% or higher

Operating income ratio 6.9% 6.9% × 7.0% △ 8% or higher

Dividend payout ratio 22.8% 31.7% ○ 30.4% ○  Approx. 30%

Total return ratio 22.8% 80.5% ◎ 30.4% △ 50% or higher
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Medium-Term 
Management Plan 

2015 Target

2013
Result

2014
Target

Initiatives

Alcohol
beverages

10.0 or higher 6.9 4.1

• Reduction in depreciation through optimization of 
capital investments

• Reduction of raw materials costs through promotion of 
group-wide procurement

Soft drinks 10.0 or higher 5.3 4.1

• Collaborative synergies with Calpis in procurement, 
distribution, etc.

• Increased insourcing of containers, greater efficiency in 
raw materials

Food 3.0 or higher 1.2 1.1

• Reduction in manufacturing costs through 
manufacturing process review

• Improved efficiency in advertising and promotion 
expenses by concentrating resources to the brands with 
strengths

Overseas 6.0 or higher 2.1 2.8

• Establishment of optimal production and logistics 
systems

• Cooperative procurement of indirect materials, and 
improvement of fixed cost efficiency

Consolidated
Total

30.0 or higher 15.5 12.0

 Chart 5  Progress in Profit Structure Reforms
(¥ billion)

While the year ending December 31, 
2014, the second year of the Medium-
Term Management Plan 2015, poses a risk 
of a tougher consumer environment on 
the back of a hike in consumption tax, it 
is assumed that consumer behavior will 
become more diversified in expectation 
of economic recovery. Amid this rapidly 
changing situation, the Asahi Group will 
endeavor to propel innovation by 
leveraging our product and technology 
strengths and by maximizing synergies 
across the Group. In preparation for the 
rise in the consumption tax, we will 
further drive profit structure reforms 
in an effort to boost our cost 
competitiveness, one of the Group’s 
strengths. Refer to Chart 5

In the alcohol beverages business, 
primary efforts will be focused on 
maximizing the asset of the Asahi Super 
Dry brand. We will work to increase sales 
and improve category and product mixes 
to further reinforce profit bases. 

In the soft drinks business, we will 
execute growth strategies mainly for the 
five mainstay brands as well as for the 
Calpis brand. We will also upgrade 
category/product mixes by taking 
advantage of our products classified as 
Food for Specified Health Uses (FOSHU). 
We will establish optimal production and 

2014 Management 
Policy

We will achieve record-
high earnings for a 14th 
consecutive year through 
promoting innovation and 
maximizing synergies across 
the Group.

logistics systems and create synergies 
from the collaboration with Calpis Co., 
Ltd., thereby promoting profit structure 
reforms.

In the food business, we will establish a 
foundation for next-generation growth, 
while striving for greater selectivity 
and focus with the industry’s leading 
businesses and brands. We will further 
reinforce collaboration in terms of 
products with Calpis Co., Ltd. and 
generate synergies by leveraging 
networks across the Group.

In overseas business, we will promote 
business structure reforms, mainly by 
restructuring mainstay brands and 
expanding growth categories both in the 
alcohol beverages and soft drinks 
businesses. In addition to the Chinese 
and Malaysian markets, we will 
consolidate our growth base also in 
Indonesia.

We project these initiatives will 
generate sales of ¥1,750 billion (up 2.1% 
year on year), operating income of 
¥123 billion (up 4.7% year on year) and 
net income of ¥67 billion (up 8.5% 
year on year) on a consolidated basis. 
With this performance, we aim to secure 
record-high earnings for a 14th consecutive 
year. Refer to Charts 6, 7
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2012
Result

YoY Change (amount/%)
(2013/2012)

2013
Result

YoY Change (amount/%)
(2014/2013)

2014
Target

Alcohol beverages 944.0 4.5 0.5% 948.6 4.3 0.5% 952.9

Soft drinks 375.4 90.8 24.2% 466.2 14.4 3.1% 480.6
Food 103.5 4.7 4.5% 108.2 3.0 2.8% 111.2
Overseas 158.0 34.9 22.1% 192.9 17.1 8.8% 210.0
Other & adjustment (1.8) 0.2 — (1.6) –3.0 — (4.6)
Net Sales 1579.1 135.2 8.6% 1714.2 35.8 2.1% 1750.0

Alcohol beverages 113.3 0.4 0.4% 113.7 1.3 1.2% 115.1
Soft drinks 10.2 10.5 102.4% 20.7 2.9 14.1% 23.6
Food 4.0 1.3 33.3% 5.3 0.5 10.2% 5.8
Overseas 7.0 1.3 18.9% 8.3 2.3 27.9% 10.6
Other & adjustment (12.0) –0.0 — (12.1) –3.3 — (15.4)
Amortization of goodwill etc. (14.0) –4.5 — (18.4) 1.7 — (16.7)
Operating Income 108.4 9.0 8.3% 117.5 5.5 4.7% 123.0

Equity method income 10.6 –1.8 — 8.8 –0.5 — 8.3
Ordinary Income 114.8 8.8 7.7% 123.6 2.4 1.9% 126.0

Extraordinary income (loss) (15.0) 1.8 — (13.1) 3.1 — (10.0)
Net Income 57.2 4.6 8.0% 61.7 5.3 8.5% 67.0

 Chart 7  2012, 2013 Result and 2014 Target*
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 Chart 6  Operating Income Ratio Performance by Business
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Message from the President

(¥ billion)

* Net sales of each business include inter-segment sales and transfer. Operating income of each business is before goodwill amortization.
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The Medium-Term Management Plan 
2015 that aims at enhancing corporate 
value places emphasis not only on our 
stock valuation in the capital market but 
also on our value to society by making 
use of the strengths of each business.

Specifically, the Asahi Group has 
defined key themes in the three areas: 
(1) food and health; (2) the environment; 
and (3) people and society, and has 
started related initiatives. To make use of 
the group network also in CSR activities, 
the Group CSR Promotion Council and 
the Group Environment Council have 
been inaugurated with the participation 
of members of each operating company 
to verify the effectiveness of activities 
and the methods, with an eye toward 
making further steady progress.

The Asahi Group, by promoting 
management that placed emphasis on 
corporate value enhancement for 
achieving the objectives of the Long-
Term Vision and the Medium-Term 
Management Plan, continues to pursue 
continuous improvement of the Group’s 
economic and social value. We believe it 

To Make the Asahi 
Group More Valuable 
to Society

Message to 
Shareholders

We aim to become a 
corporate group that is 
trusted by all stakeholders, 
while striving to enhance 
our value to society. 

The Asahi Group aspires to become a 
corporate group that is trusted by all 
stakeholders, including customers, 
shareholders, business partners, society, 
and employees, by contributing to 
addressing social issues through 
our business.

Furthermore, the Asahi Group aspires 
to conduct corporate activities that live 
up to stakeholders’ expectations. To this 
end, we will consolidate our corporate 
governance system, as a basis of 
corporate management, so that we can 
flexibly respond to changing operating 
environments and ensure greater 
transparency in management.

is an integral part of such value 
enhancement to incorporate feedback 
from dialogue with shareholders, 
investors and other stakeholders into the 
management of our operations.

We kindly ask all our stakeholders for 
their continued support.
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