
Alcohol Beverages

Making relentless efforts to become the leading integrated 
alcohol beverages company, one that continues to evolve

Review of Operations

The entire domestic alcohol beverages 

market is projected to see further 

diversification in terms of consumption 

against a backdrop of an anticipated rise in 

the consumption tax. Meanwhile, consumer 

confidence is expected to improve in line 

with the recovery of economic sentiment.

In this climate, in the domestic alcohol 

beverages business, we aim to become the 

leading integrated alcohol beverages 

company, one that continues to evolve, by 

strengthening our measures in market 

innovation and leveraging our strong 

Akiyoshi Koji
Director in charge of 
Alcohol Beverages 
Business

brand assets.

Specifically, we will endeavor to create 

new demand through marketing by 

capturing changes in latent needs of 

consumers including the full-fledged 

rollout of Asahi Super Dry—Dry Premium 

while working to evolve the taste of our 

mainstay Asahi Super Dry brand. In 

addition, we will strive to attain cost 

competitiveness at the top global level 

through continuous promotion of profit 

structure reforms across the entire supply 

chain management (SCM).
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Asahi 
Super Dry
Dry Premium

Medium-Term 
Management Plan 2015

Targets and strategies

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 non-
alcohol beer-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

• Create new value and demand by 
strengthening advantageous 
technology and R&D, and 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.)

Asahi Super Dry Asahi 
Super Dry
Dry Black

Asahi
Style Free

Clear Asahi Asahi Off

 Beer  New genre Happoshu
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Market Environment

In 2013, despite an upward trend in 
consumer sentiment on the back of a 
moderate economic recovery, Japan’s 
beer-type beverages industry remained 
rather sluggish reflecting a number of 
negative factors. These factors include a 
diminishing amount of drinks consumed 
due to Japan’s falling birthrate and aging 
population as well as a shift in consumer 
preferences to inexpensively priced 
products due to a growing sense of 
urgency to safeguard their daily lives. In 
the beer-type beverages market, while 
new genre beverages grew (up 4.4% year 
on year), shipment volumes for beer and 
happoshu were down by 1.7% and 6.3% 
year on year, respectively. Consequently, 
the overall taxable shipment volume for 
beer-type beverages declined 1.0% from 
the previous year, to 434 million cases*. 
By category, beer had a 50.0% share, 
happoshu 13.5%, and new genre 
beverages 36.5% of the beer-type 
beverages market. The major trends 
witnessed over the past couple of years, 
including the gradual decline in the beer 
category and growth in the new genre 
beverages category continued in 2013.

In categories other than beer-type 
beverages, wine and RTD beverages 
continued to grow as the overall market 
for alcohol beverages expanded. Non-
alcohol beer-taste beverages, meanwhile, 

grew around 2.5% year on year on a 
sales volume basis.
* One case is equivalent to 20 large bottles (663ml each).

2013 Business Overview

In 2013, the sales volume of beer-type 
beverages increased year on year for the 
first time in 12 years and while sales of 
whisky and spirits also exceeded the 
previous year’s level. As a result, total 
sales for the alcohol beverages business 
for the fiscal year ended December 31, 
2013 stood at ¥925.9 billion, up 0.4% 
year on year. Meanwhile, operating 
income was ¥113.7 billion, up 0.4% year 
on year owing to the reduction in overall 
fixed costs centered on depreciation 
despite aggressive investment in 
advertising and sales promotion expenses 
and an increase in raw materials costs 
due primarily to the impact of the 
depreciation of the yen.

Beer-type Beverages
The total sales volume for beer-type 
beverages from Asahi Breweries, Ltd. 
increased year on year for the first time 
in 12 years, to 163.2 million cases. As a 
result, the company’s market share based 
on its taxable shipment volume of beer-
type beverages was 37.6%, up 0.1 of a 
percentage point year on year, securing 
the top market position* for a fourth 
consecutive year.
* Beer market share based on statistical data on taxable 

shipment volume from Japan’s top five beer companies.

19



Alcohol Beverages

Clear Asahi Prime Rich was launched in 
March 2013 as the first extension of Clear 
Asahi, a brand originally released six years 
ago. The product was extremely well 
received and recorded a sales volume of 
6.62 million cases, significantly above our 
annual sales target. The total sales volume 
of the Clear Asahi brand also substantially 
exceeded the market average, with 
annual sales volume of 28.21 million cases 
(up 18.7% year on year) as a result efforts 
to enhance the value of the Clear Asahi 
Brand. In 2014, we will continue to 
further boost the presence of the Clear 
Asahi brand in the market by maximizing 
its brand value.

Clear Asahi Prime Rich

Close up
* 2

Close up
* 1

We have been aggressively promoting 
Asahi Super Dry ”Extra cold” as a new way 
to enjoy drinking Asahi Super Dry in 
servings chilled below freezing point
(between –2ºC and 0ºC) which is below 
the normal temperature range at which 
beer is served at restaurants or at home. 
The number of restaurants and bars 
serving the product increased to 6,500 
establishments in 2013, achieving the 
target set for 2014 a year early. In 2014, 
by gradually installing the new dispenser 
for Asahi Super Dry ”Extra cold” for which 
we have succeeded in further space-saving 
starting in June 2014, we will aim to 
complete installation at a total 10,000 
establishments.

Asahi Super Dry ‘‘Extra Cold”

Kanoka Satsuma Tsukasa

 Shochu

Beer Category
In the beer category, we strived to 
cultivate products by accurately capturing 
the potential needs of customers and 
market trends by launching Asahi Super 
Dry—Dry Premium, a new product line 
specifically developed for gifts. In 
addition, the brand power of Asahi Super 
Dry was enhanced through a significant 
increase in the number of restaurants 
and bars that carry Asahi Super Dry  
‘‘Extra cold,” Close up * 1  a value-added 
proposal of a new way to enjoy beer 
through the introduction of smaller 
dispensers. Based on these measures, 
although the taxable shipment volume of 
the beer category declined 2.6% year on 
year, annual sales volume of our mainstay 
product Asahi Super Dry exceeded 100 
million cases for a 25th consecutive year 
with an accumulated sales volume since 
the launch of the product over 3.4 billion 
cases.

Happoshu Category
In the happoshu category, amid a market 
which is contracting significantly, we 
vigorously enacted sales promotion 
activities for Asahi Style Free, our 
pioneering product in the ‘‘zero 
carbohydrate”* category. Consequently, 
Asahi Style Free achieved record annual 
sales of 12.39 million cases in 2013, 
delivering an annual sales volume of 
more than 10 million cases for a sixth 
consecutive year. As a result, taxable 
shipment volume in the happoshu 
category falling 1.3% year on year, our 
happoshu market share rose 1.3 of a 
percentage point to 26.3%.
* Based on nutrition labeling standards, sugar content of 

less than 0.5 g (per 100 ml) is indicated as ‘‘zero 

carbohydrate.”

New Genre Beverages Category
In new genre beverages category, we 
launched Clear Asahi Prime Rich, 

Close up * 2   the first extension of Clear 

Asahi, a brand originally released six 
years ago, in an effort to further 
strengthen the Clear Asahi brand. As a 
result, annual sales volume hit a record 
28.21 million cases. Through these 
measures, the taxable shipment volume 
of the entire new genre beverages 
category increased 4.4% year on year, 
while its market share increased 0.5 
percentage points to 24.5%.

Shochu, RTD Beverages, Whisky and 
Spirits, Wine
With regard to alcohol beverages other 
than beer-type beverages, we focused on 
the development and reinforcement of 
mainstay brands in each category. 
Specifically, we started selling new 
whisky and spirits products including Jack 
Daniel’s, Early Times, etc. from the 
Brown-Foreman Corporation in the 
domestic market in January 2013. Sales of 
imported wine products remained strong 
during the course of the year. As a result, 
overall sales of alcohol beverages other 
than beer-type beverages increased 5.8% 
year on year, to ¥108.9 billion.

Shochu Category
In the shochu category, we strived to 
further expand the user base of the 
mainstay Kanoka brand through in-store 
sales promotions and sales of limited 
stock products commemorating the 20th 
anniversary of the brand. Despite our 
efforts in the commercial-use market to 
expand the number of restaurants and 
bars serving the products by proposing 
new ways to enjoy shochu, sales in the 
shochu category declined 3.5% year on 
year to ¥31.6 billion.
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RTD Category
In the ready-to-drink (RTD) beverages 
category, we endeavored to propose new 
values by launching Asahi HiLiki The 
Special for the growing high alcohol 
market as well as low alcohol beverages 
under the Calpis brand which joined the 
Group in October 2012. Despite these 
efforts, overall sales of RTD beverages 
declined 4.6% year on year to 
¥27.4 billion.

Whisky and Spirits Category
In whisky and spirits category, sales of 
products by The Nikka Whisky Distilling 
Co., Ltd. including the Taketsuru and 
Black Nikka brands increased year on 
year. Meanwhile, for imported whisky 
and spirits, we launched sales of Jack 
Daniel’s, the world’s No.1 American 
whisky brand, in January 2013. Through 
our aggressive sales expansion efforts, 
the sales volume of Jack Daniel’s in the 
Japanese market achieved a record-high. 
As a result, net sales in the whisky and 
spirits category surged 26.9% to 
¥37.8 billion.

Wine Category
In wine category, sales of our key 
domestic wine brand Sainte Neige Rela 
grew substantially, establishing name 
recognition as a wine that can be 
enjoyed on a daily basis. For imported 
wines, such daily wine products like 
Chilean and Spanish wines sold well. As a 
result, overall sales in the wine category 
including both domestic wine and 
imported wine increased 4.0% year on 
year to ¥12.0 billion.

Alcohol-taste Beverages Category
In the non-alcohol beer-taste beverages 
category Asahi Breweries implemented 
large-scale sampling activities for Asahi 
Dry Zero and renewed the product by 
realizing ‘‘zero calories” and ‘‘zero 
carbohydrates.” Commended for these 
efforts, Asahi Dry Zero achieved annual 
sales of 5.40 million cases, up 7.4% year 
on year. The number of restaurants that 
carry Asahi Dry Zero exceeded 200,000 as 
a result of targeted efforts including a 
high value-added proposal through a 
strategic instrument that can add a head 
similar to draft beer. We also revamped 
the packaging of Asahi Zero Kaku, a 
pioneering cocktail-taste beverage, in 
April 2013 with the aim of creating new 
settings to drink the product by adding a 
limited-season flavor to the regular 
lineup of seven flavors. As a result of 
these measures, sales of the alcohol-taste 
beverages category increased 6.2% year 
on year to ¥22.3 billion. 
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Sales of Asahi Brand Products Overseas
Overseas sales volumes of the Asahi 
brand in 2013 remained strong, especially 
in markets across Oceania, China and 
Korea, with total sales amounting to 
6.8 million cases (up 8% year on year) 
owning to aggressive marketing activities, 
among other measures. Sales of Super 
Dry totaled 6.20 million cases which 
accounted for approximately 90% of the 
total overseas sales. Meanwhile, in 2013, 
the number of bars and restaurants 
overseas that serve our draft beer in kegs 
increased by roughly 2,100 establishments 
year on year to approximately 12,400 
establishments in total.

Plans and Strategies for 2014

With regard to the operating 
environment of the alcohol beverages 
business for the fiscal year ending 
December 31, 2014, a decline in alcohol 
beverages-related spending, a shift 
towards inexpensively priced products 
and in beer-type beverages, a shift in 
trend from beer to new genre beverages, 
are expected to accelerate due to a 
decrease in disposable incomes following 
a hike in consumption tax scheduled 
for April 1, 2014. In addition, the 
consumption styles of our customers are 
predicted to further diversify.

Under such circumstances, Asahi 
Breweries, Ltd. will strengthen key 
measures with an emphasis on market 
innovation by leveraging its brand assets 
as an ever-evolving integrated alcohol 
beverages company. Specifically, we will 
aim to become the company of choice for 
customers by working on brand and 
product development while accurately 
capturing the potential needs of 
customers and market trends. 
Consequently, we are targeting sales of 
¥930.3 billion (up 0.5% year on year) and 
operating income of ¥115.1 billion (up 
1.2% year on year).

Beer-type Beverages
The domestic market for beer-type 
beverages in 2014 is predicted to contract 
between 2 and 3% overall compared 
with the 2013 level. In this environment, 
Asahi Breweries, Ltd. is implementing a 
policy to aggressively inject highly value-
added products and strengthen the 

promotion of mainstay products in order 
to respond to the polarization in 
consumption patterns and the 
diversification of customer needs which 
are expected to be more apparent in the 
future. For 2014, we are targeting total 
sales volume of 163.5 million cases, up 
0.2% year on year.

Beer Category
In the beer category, Asahi Breweries will 
remain focused on bolstering the brand 
value of Asahi Super Dry, a mainstay 
product for which further ‘‘evolution” 
was achieved through the introduction 
of advanced yeast management 
technology. Specifically, we will work on 
the full-fledged rollout of Asahi Super 
Dry—Dry Premium which was launched 
last year as a limited gift product as well 
as the renewal of Asahi Super Dry—Dry 
Black. In addition, with regard to Asahi 
Super Dry ‘‘Extra cold” which was 
launched in 2010, we will aim to increase 
the number of bars and restaurants that 
carry the product to 10,000 establishments 
through the introduction of a new 
dispenser system. With these initiatives, 
in 2014, we are targeting a sales volume 
for Asahi Super Dry of 106.3 million 
cases, roughly on par with 2013, and 
overall sales of beer products of 108.5 
million cases, down 1.9% year on year.

Happoshu Category
In the happoshu category, Asahi 
Breweries will strive to enhance its 
presence in the market by implementing 
sales promotion activities to appeal the 
key features of products with a focus on 

Alcohol Beverages

2013 2012 Year-on-year % of total 2014 Target Year-on-year % of total

Beer-type beverages (total) 774.3 776.4 –0.3 83.0 777.6 0.4 83.0

Beer 585.8 595.2 –1.6 63.0 586.6 0.1 63.0

Happoshu 60.2 59.6 1.1 6.0 58.5 –2.9 6.0

New genre 128.3 121.6 5.5 14.0 132.5 3.3 14.0

Beverages other than beer-type beverages (total) 108.9 102.9 5.8 12.0 109.2 0.3 12.0

Shochu 31.6 32.7 –3.5 3.0 31.6 0.1 3.0

RTD beverages 27.4 28.8 –4.6 3.0 27.2 –0.9 3.0

Whisky and spirits 37.8 29.8 26.9 4.0 37.9 0.2 4.0

Wine 12.0 11.5 4.0 1.0 12.4 3.6 1.0

Other alcohol beverages, etc. 0.1 0.1 –18.4 0.0 0.1 18.9 0.0

Alcohol-taste beverages 22.3 21.0 6.2 2.0 24.7 10.6 3.0

Other contracted manufacturing, etc. 22.3 20.6 8.6 2.0 22.1 –1.1 2.0

Total 927.8 920.8 0.8 100.0 933.6 0.6 100.0

(¥ billion)
Sales Targets and Actual Results by Alcohol Beverages Category (Asahi Breweries, Ltd.)
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Asahi Style Free, a pioneer in ‘‘zero 
carbohydrates” happoshu. In 2014, we 
will aim to achieve an overall happoshu 
sales volume of 15 million cases (down 
3.7% year on year), which will exceed the 
average sales volume in the market 
which is projected to decline by between 
6 and 7%.

New Genre Beverages Category
In the new genre beverages category, 
Asahi Breweries will strengthen 
promotion of its mainstay Clear Asahi 
brand. While improving the quality of 
Clear Asahi and Clear Asahi Prime Rich, 
the first product to extend the lineup of 
this brand, by increasing the usage ratio 
of barley, we will aim to further boost 
brand value through in-store promotions 
linked with TV commercials. In addition, 
we will continue to focus on the brand 
reinforcement of Asahi Off, which 
continues to post a solid performance 
against the backdrop of rising health 
consciousness among consumers, through 
continuous marketing investment. Based 
on these measures, we are targeting a 
sales volume of 40 million cases (up 3.4% 
year on year) for the new genre 
beverages category in 2014.

Shochu, RTD Beverages, Whisky and 
Spirits, Wine
In the category across shochu, RTD 
beverages, whisky and spirits, and wine, 
we will concentrate on cultivating and 
strengthening core brands in each 
category while accurately responding to 
the wide-ranging needs of customers by 
maximizing our broad and solid product 
portfolios. In doing so, we are targeting 
year-on-year growth in sales of 0.3% for 
2014, to ¥109.2 billion.

Shochu Category
For shochu category, we will make every 
effort to improve the value of Kanoka as 
our highest priority brand through the 
rollout of consumer campaigns and 
promotions. In the commercial-use 
market, Asahi Breweries will strive to 
boost its presence in the shochu market 
by expanding the number of new 
restaurants that offer the company’s 
authentic potato-based shochu products, 
centered on Satsuma Tsukasa. In 2014, 
we are aiming to deliver shochu sales 

amounting to ¥31.6 billion, up 0.1% year 
on year.

RTD Beverages
As for RTD beverages, Asahi Breweries 
will offer new value propositions by 
strengthening sales of its mainstay 
brands including Asahi Cocktail Partner 
in the low alcohol market while adding a 
new flavor to the Asahi HiLiki The Special 
in the high alcohol market. Consequently, 
we will aim to achieve RTD beverages 
sales amounting to ¥27.2 billion, down 
0.9% year on year, in 2014.

Whisky and Spirits Category
In whisky and spirits category, we will 
endeavor to appeal the originality of the 
Nikka brand by launching products and 
transmitting information aimed at 
boosting the value of The Nikka Whisky 
Distilling Co., Ltd. which will celebrate its 
80th anniversary this year. Meanwhile, in 
imported whisky, by increasing sales of 
Brown-Foreman Corporation’s mainstay 
products like Jack Daniel’s and Early 
Times, we will aim to boost the presence 
of these products in the Japanese market. 
In doing so, we are targeting to deliver 
whisky and spirits sales amounting to 
¥37.9 billion, up 0.6% year on year, 
in 2014.

Wine Category
In the wine category, we will select 
eight key brands among domestic and 
imported wines and make sales 
promotion proposals in accordance with 
business formats. In domestic wines, 
Asahi Breweries has positioned Sainte 
Neige Rela, as a key brand and will 
propose new settings for drinking wine 
that will enable consumers to enjoy 
wine on a daily basis. For medium- to 
premium-priced wines, Asahi Breweries 
will seek to expand sales of two fine 
wines centered on French wine Louis 

Latour and Michel Lynch. In 2014, we will 
aim to achieve overall wine sales 
amounting to ¥12.4 billion, up 4.1% 
year on year.

Alcohol-taste Beverages Category
In non-alcohol beer-taste beverages, 
Asahi Breweries will promote vigorous 
total marketing initiatives for Asahi Dry 
Zero in order to further promote the 
product features and functionality 
among customers and strengthen the 
rollout of strategic instruments to 
increase share in the commercial-use 
market.

In cocktail-taste beverages, Asahi 
Breweries will continue to meet 
diversifying customer needs by launching 
new products and limited seasonal 
products. Overall, we will aim to boost 
sales of alcohol-taste beverages by 10.6% 
year on year to ¥24.7 billion in 2014.

Sales of Asahi Brand Products Overseas
As regards sales overseas, we will strive 
to further strengthen our operating 
foundation through sales expansion by 
leveraging the brand power, technologies 
and cost competitiveness of the Asahi 
Group as well as the worldwide network 
which covers the entire globe. In 2014, 
we are aiming to increase the overseas 
sales volume of Asahi brand products by 
26% year on year to 8.5 million cases and 
the number of bars and restaurants 
overseas that serve our draft beer in kegs 
to 13,600 establishments or more.

Asahi 
Dry Zero

Asahi 
Zero Kaku

 Cocktail-taste

 Non-alcohol beer-taste

23



2006

3,500

3,000

2,500

2,000

1,500

1,000

500

0 2007 2008 2009 2010 2011 2012 2013 2014

Alcohol Beverages

According to an estimate of 
Asahi Breweries, Ltd., the 
shipment volume of premium 
beer produced in Japan in 2013 
increased 8.3% year on year to 
29.81 million cases (a case is 
equivalent to 20 x 633 ml 
bottle), which accounted for 
13.9% of the entire beer 
market. Asahi Super Dry—Dry 
Premium was received well by 
consumers and recorded a sales 
volume of 3.4 million sets, 
which was three times the initial 
plan (1.2 million cases). Asahi 
Breweries, Ltd. thus contributed 
to the expansion of the gift 
market, with sales exceeding 
the previous year’s performance 
for the first time in 16 years.

Despite the ongoing contraction of the Japanese beer market, 

the premium beer market has been steadily expanding 

as diversification and polarization of consumer needs 

are observed. In response to such needs, 

Asahi Breweries, Ltd. launched Asahi Super Dry

—Dry Premium, the first premium beer for the 

brand, in June 2013 exclusively for the gift 

market. Utilizing the strong brand asset 

of Asahi Super Dry, we worked 

to enhance brand 

recognition and revitalize 

the overall beer market.

Premium Beer 
Market in Japan

Revitalizing the domestic beer market 
using our brand asset strengths

Gift product

Sales of Asahi Super Dry
—Dry Premium 
in full swing

Special
Feature

Projected
annual sales

million
cases3.6

Commercial-use: 40-50%
Home-use: 50-60%
(Of which a share of gift-use: 10-20%)

million
cases29.81

Expanding the 
Japanese premium 
beer market

In response to demand for 
full-year availability of Asahi 
Super Dry—Dry Premium after 
the product’s release exclusively 
for a gift line, Asahi Breweries, 
Ltd. started selling the canned 
product through all sales 
channels on February 18, 2014. 
The sales volume one month 
after the launch exceeded 
1 million cases, above the plan, 
marking a good beginning for 
the company in achieving the 
annual sales target of 3.6 million 
cases. Moreover, on March 18, 
the company entered into 
full-scale business in the 
commercial-use market by rolling 
out Asahi Super Dry—Dry 
Premium in kegs. 

Asahi Breweries continues to 
work to strengthen the presence 
of Asahi Super Dry—Dry Premium 
in the premium beer market, 
thereby further enhancing the 
total brand value of Asahi Super 
Dry, one of the company’s 
competitive edges.

Offering Asahi Super 
Dry—Dry Premium 
year-round in 
response to market 
demand

Share by business format

(10,000 cases)
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