
Food

Solidifying our next-generation growth base through selection 
and concentration

Review of Operations

The entire domestic food market is faced 

with a wide range of needs reflecting the 

diversifying preferences and changes in 

lifestyles of consumers, despite the impact 

of the impending hike in the consumption 

tax.

Against this backdrop, in the food 

business, we will solidify our next-

generation growth base by promoting 

selection and concentration within our 

industry-leading businesses and brands.

We also aim to further strengthen and 

expand our business foundation by 

Katsuyuki Kawatsura
Executive Vice President
and Representative Director 
in charge of Food Business

focusing on the strengths of each company 

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. Moreover, we will strive to further 

boost profitability through the generation 

of synergies by leveraging the Asahi 

Group’s networks as well as the 

enhancement of productivity.
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The Asahi Group has been promoting 
efforts to strengthen its operating 
foundation through collaborative 
synergies by leveraging the Calpis brand 
across the Group. Asahi Food & 
Healthcare Co., Ltd. launched tie-up 
products with Calpis in its mainstay 
MINTIA breath mint tablets and candy 
packaged in bags in March 2013. Sales of 
these products backed by the 
collaboration with the well-known Calpis 
brand remained strong, significantly 
contributing to the expansion of sales at 
Asahi Food & Healthcare. We will 
continue to work to boost earnings by 
maximizing the utilization of group assets.

Measures to Create Collaboration 
Synergies with Calpis Co., Ltd.

Close up
* 1

MINTIA Suhada ShizukuEBIOSDear-NaturaCider Candy

 Asahi Food & Healthcare Co., Ltd.

Medium-Term 
Management Plan 2015

Targets and strategies

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 Dear-
Natura

• 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 products 
(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

2013 Business Overview

In the food business, sales increased 
steadily owing to efforts by each of the 
three operating companies —Asahi Food 
& Healthcare Co., Ltd., Wakodo Co., Ltd. 
and Amano Jitsugyo Co., Ltd. —to 
strengthen mainstay brands and growth 
categories. Consequently, net sales in the 
food business rose 4.5% year on year to 
¥106.2 billion and operating income was 
boosted 34.1% year on year to ¥4.9 
billion due mainly to a decline in 
production costs and more effective use 
of advertising and sales promotion 
expenses and other fixed costs.

Asahi Food & Healthcare Co., Ltd. 
Asahi Food & Healthcare Co., Ltd. strived 
to achieve sustainable growth and 
improve profitability by working on the 
three core management measures 
including ‘‘steady and healthy growth,” 
‘‘development of an organization and 
foundation to respond to changes among 
customers” and ‘‘corporate brand 
enhancement and cultural reform,” and 
generating original strengths that 
competitors do not possess. In the 
mainstay food business, sales of a sweet 
series that utilizes the Calpis brand such 
as MINTIA breath mint tablets and 
candies remained strong Close up * 1 . 
Meanwhile, in the health and beauty 
business, sales increased steadily through 
aggressive sales promotion activities 
linked with an advertising campaign for 
the Dear-Natura brand supplements and 
the Suhada Shizuku skincare products. In 
the freeze-dried food business, overseas 
sales grew substantially. 

On the profit front, Asahi Food & 
Healthcare focused on effective 

advertising and sales promotion 
investments as well as productivity 
improvement through the reduction of 
production costs, among other initiatives.

As a result, net sales for Asahi Food & 
Healthcare rose 7.7% year on year to 
¥53.3 billion, setting a record high for the 
11th consecutive year, and operating 
income was boosted 25.9% year on year 
to ¥2.9 billion.

Calpis × MINTIA Calpis Candy
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Food

Miso soup Nyumen Cheese RisottoGoo-Goo KitchenInfant formula 
Lebens Milk Hai Hai

Kudamono Tabeyo! Shokuji wa Tanoshii

Close up
* 2

 Wakodo Co., Ltd.  Amano Jitsugyo Co., Ltd.

Wakodo Co., Ltd. 
Wakodo Co., Ltd. pursued the 
development of new businesses that can 
be the next pillars in the growth fields 
while boosting profitability in existing 
businesses. 

In its mainstay baby food segment, 
Wakodo worked on new value 
propositions by upgrading and expanding 
the lineup of Goo-Goo Kitchen baby food 
for a wider age range and launching 
Kudamono Tabeyo! a new pureed fruit 
product featuring fresh fruit textures. 
Meanwhile, in the rapidly growing 
business for senior citizens, Wakodo 
strived to generate demand by executing 
in-store measures aimed at improving 
recognition of its products while seeking 
to expand the lineup of food products 
for elderly care centered on the Shokuji 
wa Tanoshii series in a retort pouch. 

On the profit side, Wakodo endeavored 
to improve profitability by promoting the 
reduction of fixed costs in general as well 
as variable costs such as production and 
logistics costs despite the influence of a 
rise in the cost of imported raw materials 
due to the depreciation of the yen.

As a result, net sales for Wakodo 
increased 0.5% year on year to 
¥36.3 billion and operating income 
surged 169.2% year on year to ¥1.3 billion.

Amano Jitsugyo Co., Ltd. 
Amano Jitsugyo Co., Ltd. worked to 
strengthen its operating foundation 
based on basic policies including 
‘‘improving its presence in the food 
market,” ‘‘profit structure reforms” and 
‘‘becoming a creative company that 
enriches the lives of its customers.” 

In the mass distribution sales business, 
sales at mass-retail stores expanded 
significantly due to the favorable sales of 
its mainstay freeze-dried products, the 
launch of Mezamashi Asa Soup and other 
new products, and stepped-up sales 
efforts. In addition, with the launch of its 
antenna shop Amano Freeze-Dried 
Station Close up * 2  in Tokyo in March 

2013, Amano Jitsugyo endeavored to 
enhance recognition of the Amano 
brand.

On the profit side, the company 
worked to shorten hours spent during 
production processes, automate certain 
processes and improve cost efficiency in 
production by reducing energy and raw 
materials costs.

Consequently, sales for Amano Jitsugyo 
rose 4.2% year on year to ¥16.7 billion 
while operating income declined 25.3% 
year on year to ¥0.6 billion.

Amano Jitsugyo Co., Ltd. started 
operating Amano Freeze-Dried Station, 
satellite shops designed to promote the 
attractions of freeze-dried food products, 
in March 2013 to raise the recognition of 
the Amano brand and to offer more 
opportunities for consumers to try 
freeze-dried food products. The number 
of purchasers in fiscal 2013 exceeded 
80,000, while 540,000 packages were sold. 
Going forward, we will create further 
opportunities for communication with 
customers also in fiscal 2014 to raise the 
brand recognition.

Opening of Amano 
Freeze-Dried Station
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Food Sales and Operating Income

Food Sales Composition 
by Company (2013)
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Sales Composition 
by Category at Asahi Food and 
Healthcare Co., Ltd. (2013)
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Plans and Strategies for 2014

The market environment of the food 
business in 2014 is predicted to remain 
quite severe reflecting the hike in 
consumption tax and a rise in raw 
materials cost. Under such circumstances, 
the Asahi Group will aim to realize 
portfolios with higher profitability and 
growth potential as early as possible by 
clarifying ‘‘strengths to be nurtured” in 
the food business and concentrating 
resource allocation. In 2014, we are 
targeting net sales of ¥109.6 billion (up 
3.2% year on year) and operating income 
of ¥5.4 billion (up 9.5% year on year) for 
the entire food business.

Asahi Food & Healthcare Co., Ltd. 
In its mainstay food business, Asahi Food 
& Healthcare Co., Ltd. aims to further 
enhance and expand its core brands by 
launching the new MINTIA breath mint 
tablet series, among other efforts. In the 
health and beauty business, Asahi Food & 
Healthcare will strengthen marketing 
investments in its mainstay brands such as 
Dear-Natura brand supplements and 
EBIOS brand tablets. Meanwhile, in the 
food seasonings business, Asahi Food & 
Healthcare will endeavor to strengthen 
ties with trading partners and expand 
sales of major products in the domestic 
market while reinforcing its marketing 
and sales systems for the overseas 
market.

On the profit front, the company will 
aim to secure operating income on par 
with 2013 by focusing on the reduction 
of production costs such as raw materials 
costs despite an expected increase in 
advertising and sales promotion expenses.

Through these measures, net sales of 
Asahi Food & Healthcare is anticipated to 
increase 1.9% year on year to ¥54.3 billion 
and operating income is predicted to rise 
0.3% year on year to ¥2.9 billion. 

Wakodo Co., Ltd. 
Leveraging its top market share of 
Japan’s baby food market, Wakodo Co., 
Ltd. will strive to invigorate the market 
by launching new value-added products 
with a focus on vegetables from the 
Goo-Goo Kitchen baby food in a 
retort pouch.

With respect to profits, Wakodo has a 
policy of concentrating efforts to reduce 
raw materials costs through group 
purchasing and the review of suppliers in 
addition to the curtailment of fixed costs 
by optimizing its production systems.

By doing so, the company is aiming to 
post net sales of ¥38.0 billion (up 4.8% 
year on year) and operating income of 
¥1.5 billion (up 10.9% year on year).

Amano Jitsugyo Co., Ltd. 
Amano Jitsugyo Co., Ltd. will aim to 
acquire a new customer base by focusing 
on sales of specialized direct marketing 
products in the direct marketing business 
while seeking to expand the product 
lineup in the mass distribution sales 
business by launching products in a 
broader price range in its mainstay 
freeze-dried miso soup products. In the 
corporate sales business, Amano Jitsugyo 
will strive to increase market presence 
through consulting-based sales.

On the profit front, the company will 
work on enhancing productivity by 
bringing some production processes 
in-house.

Through these measures, Amano 
Jitsugyo is aiming to boost net sales by 
3.4% year on year to ¥17.2 billion and 
operating income by 65.5% year on year 
to ¥1.0 billion.
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