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The entire domestic soft drinks market is 

projected to remain stable on the back of 

expansion of new value propositions across 

the industry despite fears over the negative 

impact of the impending hike in the 

consumption tax.

In this environment, in the soft drinks 

business, we will concentrate our 

management resources on highly 

competitive brands possessed by the Asahi 

Group with the aim of establishing solid 

brand capabilities.

At Asahi Soft Drinks Co., Ltd., we will 

strive to further enhance the value of its 

mainstay five brands including Mitsuya 

Cider, WONDA, Asahi Juroku-cha, Asahi 

Oishii Mizu mineral water and Wilkinson as 

well as the Calpis brand while strengthening 

Food for Specified Health Uses (FOSHU) 

brand products to boost our market 

presence. Moreover, we will endeavor to 

further solidify our business foundation by 

accelerating measures towards the 

generation of synergies in collaboration 

with Calpis Co., Ltd.

Review of Operations
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Soft Drinks

Medium-Term 
Management Plan 2015

Targets and strategies

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 creating 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 measures to 
internalize drink container 
production and optimize 
production and logistics systems)

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

Market Environment

In 2013, the Japanese soft drinks market 
was revitalized owing to vigorous 
marketing efforts by each company in 
addition to favorable weather in the 
peak summer sales season for soft drinks. 
On the back of the rebound in consumer 
sentiment and rising health consciousness 
among consumers, annual sales volumes 
of carbonated beverages, green tea, 
mineral water, etc. were boosted, 
invigorating the entire soft drinks 
market. As a result, the Japanese soft 
drinks industry is estimated to have 
achieved positive growth for a fourth 
straight year with an annual sales volume 
of approximately 1,858 million cases, up 
3% year on year.

2013 Business Overview

In the soft drinks business, each of the 
major three companies delivered 
increased revenues and profits. Asahi 
Soft Drinks Co., Ltd. endeavored to 
expand its profit foundation by focusing 
management resources on core brands 
and strengthening its cost control efforts 
while Calpis Co., Ltd. worked to further 
boost the value of its mainstay Calpis 
brand. Meanwhile, LB Co., Ltd. aimed to 
generate Group synergies through an 
expansion of sales of Calpis brand 
products. As a result of these measures 
looking ahead of growth with 
profitability, sales for the soft drinks 
business were ¥461.1 billion, up 24.3% 
year on year, with operating income up 
109.5% to ¥15.5 billion due partially to 

Sales in Domestic Soft Drinks 
Market, by Category

■ Tea-based drinks 
■ Coffee

■ Carbonated beverages 
■ Fruit and vegetable drinks

■ Lactic acid drinks 
■ Other soft drinks
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the contribution of the performance of 
Calpis Co., Ltd.

With the aim of enhancing the value 
of both the Asahi and Calpis brands, the 
domestic soft drink business and sales 
division of Calpis Co., Ltd. were 
transferred and merged into Asahi Soft 
Drinks Co., Ltd. in September 2013. This 
new structure has realized an operating 
environment to promote improved 
profitability through the growth strategy 
of the entire soft drinks business and 
effective marketing investments.

Asahi Soft Drinks Co., Ltd.
Asahi Soft Drinks Co., Ltd. accelerated its 
growth through new value propositions 
in addition to the concentration of 
management resources on its five core 
brands: Mitsuya Cider, WONDA, Asahi 
Juroku-cha, Asahi Oishii Mizu mineral 
water and Wilkinson, in terms of product 
strategy that underpins growth 
strategies. As a result, Asahi Soft Drinks 
achieved a total sales volume including 
Calpis brand products, etc. of 208.5 
million cases (up 15.1% year on year), 
propelling the company to surpass 200 
million cases for the first time.

As regards profitability, Asahi Soft 
Drinks realized growth and improved 
profitability through an effort to 
enhance the quality and effectiveness of 
the PDCA cycle towards the achievement 
of targets. In addition to the integration 
of the domestic soft drinks business of 
Calpis Co., Ltd. in September 2013, Asahi 
Soft Drinks worked on the establishment 
of a new system through the restructuring 
of sales organization aimed at reinforcing 
sales cultivation activities. Close up * 1  
Furthermore, in respect to reforms 
in the profit structure, Asahi Soft Drinks 
focused on optimization of the production 
logistics system by commencing 
construction of a new production 
complex at its Mt. Fuji Factory, on top of 
collaborative efforts with Calpis Co., Ltd. 
to create synergies with a focus on 
procurement, logistics and IT fields.

As a result of these initiatives, net sales 
from Asahi Soft Drinks Co., Ltd., rose 
9.7% year on year to ¥359.4 billion and 
operating income surged 91.8% to 
¥12.7 billion.
* Net sales and operating income of Asahi Soft Drinks Co., 

Ltd. include increases as a result of the transfer of the 

domestic soft drinks business from Calpis Co., Ltd. since 

September 2013.
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Sales and Operating Income 
in Soft Drinks Business

Soft Drinks Sales Composition 
by Company (2013)

Share by Category 
(Asahi Soft Drinks Co., Ltd.)

Sales Volume of Five Core Brands 
of Asahi Soft Drinks Co., Ltd.
(On the Former Asahi Soft Drinks Basis)
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* Figures for Asahi 
Soft Drinks Co., Ltd. 
and Calpis Co., Ltd. 
take into account 
the impact of the 
transfer since 
September 2013.

Asahi 
Juroku-cha

We integrated the domestic soft drinks 
business of Calpis Co., Ltd. into Asahi Soft 
Drinks Co., Ltd. in September 2013, 
establishing a system in which Asahi Soft 
Drinks undertakes the marketing and 
sales functions for the Calpis brand in 
addition to the Asahi brand. Under the 
new structure, we will strive to accelerate 
growth of the domestic soft drinks 
business by promoting enhancement of 
profitability through growth strategies 
and efficient sales promotion investments 
for the entire soft drinks business.

Integration of Domestic Soft 
Drinks Business of Calpis Co., Ltd. 
into Asahi Soft Drinks Co., Ltd.

WONDA 
Morning 
Shot

Mitsuya 
Cider

Oishii Mizu Wilkinson　
Tansan

Bireley’s 
Orange

Close up
* 1

 Asahi Soft Drinks Co., Ltd.

Trends in Major Categories
In the carbonated drinks category, the 
sales volume of Mitsuya Cider surpassed 
40 million cases for the first time in the 
brand’s history owing to increased sales 
of the Fruits Cider series among other 
factors. In addition, Asahi Soft Drinks 
launched Mitsuya Cider Plus Close up * 2 , 
the brand’s first Food for Specified 
Health Uses (FOSHU) product in 

September 2013, invigorating the 
market. Meanwhile, in Wilkinson brand 
products, sales of Wilkinson Mixing 
remained strong. As a result, overall sales 
volume in the carbonated drinks category 
increased 11.4% year on year to 54.2 
million cases in 2013.

In the coffee category, despite Asahi 
Soft Drinks’ efforts to boost the value of 
its core WONDA brand through the launch 
of new products including Flavors and 
Otona WONDA, the overall coffee sales 
volume was down 1.6% year on year to 
39.8 million cases in 2013 as a result of a 
contraction in the canned coffee market.

In the tea-based drinks category, 
overall annual sales volume were down 
8.9% year on year to 37.6 million cases 
despite sales growth of our core 
Asahi Juroku-cha brand for a fourth 
consecutive year.

In the mineral water category, the 
overall sales volume rose 5.6% year on 
year to 23.1 million cases reflecting the 
growth in sales of our mainstay Asahi 
Oishii Mizu brand as a result of the 
market expansion.

Calpis Co., Ltd.
Calpis Co., Ltd. worked to enhance the 
value of its core Calpis brand and 
establish an overwhelming position in 
lactic acid beverages. In addition to its 
mainstay products including Calpis Water, 
Calpis Soda and Calpis Fruits Parlor, sales 
of newly launched products such as Calpis 
Oasis, a thirst preventing drink suitable 
for hydration remained strong.

Furthermore, in addition to the 
international business for which Calpis 
resumed sales of the Calpis brand in 
Thailand, Calpis Co., Ltd. strived to 
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synergies and launched Ajiwai Calpis, 
a tie-up product with Calpis Co., Ltd. 
in March 2013. Furthermore, LB 
strengthened measures for its mainstay 
tea-based category by launching 
Polyphenol Oolong, the first Food for 
Specified Health Uses (FOSHU) product as 
a tea-based drink in a 1-litre paper 
container in September 2013.

On the profit front, LB worked to 
streamline manufacturing and logistics 
costs. Measures included reducing raw 
materials costs for sweeteners, packaging 
and other items mainly by promoting the 
consolidation of suppliers, group 
purchasing and other initiatives as well 
as adopting area production systems for 
chilled beverages.

Consequently, net sales from LB Co., 
Ltd. in 2013 were up 9.9% year on year to 
¥21.7 billion and operating income was 
up 56.5% year on year to ¥0.4 billion.

Plans and Strategies for 2014

In 2014, although the operating 
environment of the soft drinks market is 
predicted to be rough due partly to the 
impact of the consumption tax hike, we 
expect to post earnings on par with 2013 
on the back of an upward trend in the 
market and a moderate recovery of 
the economy.

Looking at these changes in the market 
environment as opportunities, the Asahi 
Group will continue to accelerate the 
enhancement of brand values and the 
generation of collaborative synergies 
in 2014. 

We will aim to expand sales with a 
main focus on our mainstay brands and 
Food for Specified Health Uses (FOSHU) 
products. At the same time, Asahi Soft 

In the domestic soft drinks market, the 
Food for Specified Health Uses (FOSHU) 
products category has been growing 
substantially in the coffee, carbonated 
beverages, tea-based drinks, etc. 
categories against a backdrop of rising 
health consciousness among consumers. 
Amid such changes in the marketplace, 
Asahi Soft Drinks launched Mitsuya Cider 
Plus, the brand’s first FOSHU product in 
September 2013 and will roll out Asahi 
Shokujito-isshoni Juroku-cha W (Double) 
in April 2014. With these efforts, Asahi 
Soft Drinks will work on the reinforcement 
of its mainstay brands while aiming to 
expand its presence in the FOSHU market.

Rollout of Growing Food for 
Specified Health Uses (FOSHU) 
Products

Soft Drinks

Calpis Calpis Water Calpis Soda Ocha Polyphenol 
Oolong

Tasty Calpis

Close up
* 2

Mitsuya 
Cider Plus

Juroku-cha 
W (Double)

 Calpis Co., Ltd.  LB Co., Ltd.

expand the direct marketing business, 
where it conducts direct sales of 
functional food products based on 
proprietary materials and technologies, 
as well as the feedstuff business that 
handles micro-organisms for 
stockbreeding purposes.

On the profit side, Calpis Co., Ltd. 
worked to improve profitability through 
collaboration with other Group 
companies and streamline overall fixed 
costs with a focus on advertising and 
sales promotion expenses.

LB Co., Ltd.
LB Co., Ltd. strived to offer value-added 
proposals specific to chilled beverages 
such as freshness and deliciousness 
through a cutting-edge product 
development in its mainstay tea-based 
drinks and soft drink category. In 
addition, following the transfer of the 
chilled beverages business from Calpis 
Co., Ltd. in January 2013, LB accelerated 
measures aimed at maximizing Group 

Drinks, Co., Ltd.,  will endeavor to 
establish a solid profit foundation by 
promoting various measures including 
overall cost controls and in-house 
production of plastic bottles based on 
the technology and knowhow of Asahi 
Soft Drinks, Co., Ltd., while striving to 
lead the revitalization of the soft 
beverages market through new value 
propositions.

By doing so, the Asahi Group is 
targeting sales of ¥475.8 billion (up 3.2% 
year on year) and operating income of 
¥18.5 billion (up 19.7% year on year) 
in 2014.

Asahi Soft Drinks Co., Ltd.
Asahi Soft Drinks Co., Ltd. will aim to 
further beef up its operating foundation 
in 2014 based on the new structure 
following the integration of Calpis Co., 
Ltd.’s domestic soft drinks business by 
working on the ‘‘development of solid 
brands” and the ‘‘establishment of strong 
profit structure.” With respect to product 
strategies, while concentrating 
management resources on its mainstay 
brands with a competitive advantage in 
each category, Asahi Soft Drinks will 
make vigorous efforts to propose new 
market creation with an eye on potential 
customer needs and changes in the 
market. In terms of the profit structure 
reforms, Asahi Soft Drinks will focus on 
the establishment of optimized 
production and logistics systems across 
the Group by leveraging collaboration 
with Calpis Co., Ltd., in addition to the 
expansion of production and logistics 
capacity in order to respond to an 
increase in sales volume as well as the 
promotion of various cost curtailment 
efforts including the reduction of the 
weight of containers. Furthermore, in the 
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2013 2012 Year-on-year (%) Composition (%) 2014 (plan) Year-on-year (%) Composition (%)

Carbonated beverages total 54.24 48.70 11.4 26.0  56.60 4.4 23.6

Coffee total 39.77 40.42 –1.6 19.1  40.20 1.1 16.8

Tea-based beverages total 37.55 41.23 –8.9 18.0  38.00 1.2 15.8

Calpis total 23.39 11.13 110.2 11.2  49.20 110.3 20.5

Mineral water total 23.07 21.85 5.6 11.1  25.20 9.2 10.5

Juice total 16.17 16.17 0.0 7.8  16.10 –0.4 6.7

Health & functional beverages total 9.05 8.62 5.0 4.3  9.10 0.6 3.8

Other beverages and goods purchased total 5.26 4.82 9.2 2.5  5.60 6.4 2.3

Total 208.50 192.93 8.1 100.0  240.00 15.1 100.0

<Reference: Sales results that take no account of the impact of the integration with Calpis Co., Ltd. and targets>

Former Asahi Soft Drinks Co., Ltd. — — 2.2 — — 3.0 —

Former Calpis Co., Ltd. — — 3.7 — — 2.1 —

(Million bottles)Sales and Forecast by Asahi Soft Drinks Brand and Category

automatic vending machine business, 
Asahi Soft Drinks will work to stabilize 
earnings by boosting sales per machine.

Through these measures, Asahi Soft 
Drinks is targeting a sales volume of 
240 million cases for 2014, an increase of 
15.1% year on year, in order to achieve 
positive growth for a 12th consecutive 
year. Meanwhile, net sales of Asahi Soft 
Drinks are expected to increase 18.8% in 
2014 to ¥427.0 billion and operating 
income is projected to be boosted by 
51.0% to ¥19.2 billion.

Measures by Major Category
In the carbonated beverages category, 
Asahi Soft Drinks will aggressively 
implement product campaigns and 
advertising and sales promotions for 
Mitsuya Cider which will mark 130th 
anniversary since the launch of the brand 
in order to establish its position as 
Japan’s national carbonated drink. For 
Wilkinson which will also celebrate its 
110th anniversary, we will continue to 
strengthen the brand through new value 
propositions. Through these measures, 
the sales volume of carbonated 
beverages is expected to increase 4.4% 
year on year in 2014 to 56.6 million cases.

In the coffee category, Asahi Soft 
Drinks will aim to boost sales by 
appealing the unique value of WONDA. 
Overall the coffee sales volume is 
predicted to rise 1.1% year on year to 
40.2 million cases in 2014.

In the tea-based beverages category, 
Asahi Soft Drinks will roll out area 

LB Co., Ltd.
LB Co., Ltd. will continue to offer value-
added proposals specific to chilled 
beverages such as freshness and 
deliciousness by invigorating product 
development in its mainstay tea-based 
drinks and soft drink category. In 
addition, LB will aim to boost sales by 
strengthening its measures for mass-
retail stores while rolling out products by 
effectively leveraging the Group’s brand 
assets such as Calpis and Bireley’s. 
Furthermore, in addition to improving its 
product mix through sales expansion of 
highly value-added products, LB will 
work to curb production expenses by 
enhancing supply-demand control 
capabilities and promoting group 
purchasing. Through these measures, 
LB Co., Ltd. is expected to post net sales 
of ¥22.8 billion (up 5.1% year on year) 
and operating income of ¥0.5 billion 
(up 39.5% year on year) in 2014.

advertising for the Asahi Juroku-cha 
brand using region-specific characters as 
a means to further expand sales through 
localized strategies. The overall tea-based 
beverages sales volume is expected to 
increase 1.2% year on year to 38 million 
cases in 2014.

In the mineral water category, Asahi 
Soft Drinks will revamp packaging for the 
Asahi Oishii Mizu mineral water brand in 
order to enhance the product quality 
while reducing the weight of containers 
with the aim of securing a position as a 
more familiar brand among customers. 
Overall mineral water sales are projected 
to grow 9.2% year on year in 2014 to 
25.2 million cases.

Calpis Brand
Calpis will celebrate its 95th anniversary 
in 2014. In order to further reinforce its 
brand, we will work on continuous 
product enhancement of our four 
mainstay straight brands including Calpis 
Water. Meanwhile, we will focus on 
communication of the Calpis Conc brand 
through effective advertising and sales 
promotion activities. Total sales volume 
of the Calpis brand including Welch’s and 
other products is expected to grow 
110.3% year on year to 49.2 million cases 
in 2014.
* There will be earnings contributions on a full-year basis 

from the transfer and integration of the domestic soft 

drink business and sales division of Calpis Co., Ltd.
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