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Review of Operations

Aiming to boost our presence in the growing global marketplace

Amid the maturing domestic market, it is 
indispensable for the Asahi Group to 
establish a new growth base in the global 
market in order to achieve sustainable 
growth.

Amid such circumstances, in our overseas 
business, we aim to expand our business 
foundation in regions where further 
growth is anticipated in addition to the 
enhancement of profitability in existing 
businesses.

In our Oceania operations, we will strive 
to build a steady profit base through 
structural reforms towards the 

Shiro Ikeda
Managing Director and 
Managing Corporate Officer
in charge of Overseas Business

establishment of our brands in the growth 
categories and the maximization of 
integration synergies. Meanwhile, in our 
Chinese operations, we will continue to 
provide support for the growth strategies 
of our two equity-methods affiliates in 
addition to the expansion of sales of Asahi 
brand products. Furthermore, in Southeast 
Asia, we will endeavor to boost the presence 
of the Asahi Group by strengthening 
our business networks in the region with 
a focus on Permanis Sdn. Bhd. and via 
our joint venture businesses in Indonesia.
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Australia

Medium-Term 
Management Plan 2015

Targets and strategies

Oceania Business: Build a 
growing portfolio that reflects 
structural changes in the market 
and capture integration synergies
(Guidelines 2015: Average annual net 
sales growth of 5% or higher, operating 
income ratio of 10% or higher)

• (Non-alcohol beverages business) 
Strengthen key brands such as 
carbonated soft drinks brands of 
Schweppes Australia Pty Ltd and create 
new demand by utilizing group assets

• (Alcohol beverages business)      
Rebuild foundations for growth by 
invigorating key brands for ready-to-
drink (RTD) low-alcohol beverages and 
by developing brands in growing 
categories

• Maximize integration synergies from 
unified management of acquired 
business units in Oceania

China business: Support the 
growth of the equity-method 
affiliates and strengthen the 
business base by leveraging 
networks
• Expand the growth foundation by 

supporting the growth of the two 
equity-method affiliates (Tsingtao 
Brewery Co., Ltd. and Tingyi-Asahi 
Beverages Holding Co., Ltd.) and 
strengthening ties with them

• Expand the presence of Asahi Super 
Dry in China’s premium beer market 
and promote higher efficiency at 
production sites

Southeast Asia business: Expand 
the growth network with 
Permanis and Indonesian joint 
venture businesses at the core
• Permanis: Achieve sustainable growth 

by further enhancing its strong sales 
network

• Indonesia: Leveraging product 
development and technological 
capabilities, conduct brand 
development and establish an optimal 
production structure in preparation 
for full-scale market entry

Strengthen area marketing 
aimed at establishing Asahi Super 
Dry as ‘‘Asia’s No.1 premium 
brand”
• Target overseas sales volume of          

10 million cases by bolstering global 
marketing functions and enhancing 
and expanding sales networks

2013 Business Review

In 2013, sales from the overseas business 
grew substantially 21.6% year on year to 
¥192.0 billion mainly due to strong 
performance in each region. Operating 
income before amortization of goodwill 
also increased 18.9% year on year to 
¥8.3 billion backed by increased sales 
and profits in each business including 
the China business which realized 
profitability. However, the operating loss 
associated with the overseas business 
worsened ¥0.7 billion year on year 
due primarily to an increase in 
amortization of goodwill as a result of 
the foreign exchange fluctuations.

Oceania Business 
In our Oceania business, we have been 
pursuing synergies of sales and efficiency 
by managing three non-alcohol 
beverages companies and two alcohol 
beverages companies in an integrated 
manner under Asahi Holdings (Australia) 
Pty Ltd, regional headquarters. As a result 
of the operating efforts by Schweppes 
Australia Pty Ltd and other companies to 
nurture leading brands and to expand 
businesses strategically in the growth 
field, overall sales from the Oceania 
business in 2013 increased on a year-on-
year basis. In addition, we strived to grow 
our Oceania business as an integrated 
beverages business combining the alcohol 
and non-alcohol beverages businesses by 
implementing measures to create group 
synergies through joint procurement of 
raw materials and integration of 
operational sales organizations for 
channels holding an alcohol sales license 
while aiming to increase efficiency 
through consolidation of production and 

logistics centers Close up .

As a result, net sales increased 17.7% 
year on year to ¥152.7 billion, and 
operating loss worsened ¥1.4 billion year 
on year due to an increase in 
amortization of goodwill.

Non-alcohol Beverages
In 2013, the Australian non-alcohol 
beverages market grew about 1% year 
on year on a sales volume basis and 
about 2% on a value basis owing to the 
expansion of healthy & functional 
beverages reflecting the growing health 
consciousness of consumers despite a 
decline in sales of cola drinks. In the 
non-alcohol beverages category, while 
aiming to boost product capabilities in 
our mainstay carbonated soft drinks 
brands including Schweppes, Solo, and 
Pepsi, we executed aggressive marketing 
activities in the growth fields such as 
mineral water, and tea-based drinks, a 
new category we made a full-fledged 
market entry with the launch of new 
product Real Iced Tea Co.

In addition, we strived to boost 
profitability by creating integration 
synergies such as water production 
facilities enhancement and joint raw 
materials and indirect materials 
procurement.

Independent Distillers (Aust) Pty Ltd, an 
Australian alcohol beverages operating 
company, changed its name in October 
2013 to Asahi Premium Beverages Pty Ltd. 
Concurrently, sales organizations for 
commercial-use soft drinks sold by soft 
drinks operating company Schweppes 
Australia for licensed on-premise retailers 
were integrated into Asahi Premium 
Beverages. This integration adds 
Schweppes’ strong product portfolio and 
greater sales force targeting licensed 
on-premise retailers into our existing 
alcohol beverages category. The Asahi 
Group will work to boost its presence as 
an integrated alcohol beverages company 
in the Oceania market through reinforced 
proposal-making power.

Integration of sales 
organizations in Australia
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Cool Ridge Real Iced Tea CoSchweppes Solo Pepsi Spring 
Valley

Charlie's Frantelle

 Oceania Business (Non-alcohol Beverages)

Alcohol Beverages
In the alcohol beverages business, amid a 
business environment with changes 
affecting our operating structure such as 
the contraction of the RTD low-alcohol 
beverages market, we took measures to 
further boost brands by renewing our 
core brands in the mainstay RTD 
beverages category with a focus on 
products by Independent Liquor (NZ) 
Limited and Asahi Premium Beverages Pty 
Ltd. In addition, while aiming to 
significantly boost market share in the 
growing cider category by strengthening 
sales of Somersby in Australia, we strived 
to expand our business portfolio by 
vigorously promoting marketing activities 
for Asahi Super Dry and other products 
in imported premium beer and craft 
beer categories. 

China Business 
In China, efforts were made to enhance
quality and improve profitability by 
further progressing the consolidation of 
production sites while striving to boost 
our position in the market by expanding 
sales of Asahi brand products. With 
respect to Asahi brand products, we 
implemented aggressive sales activities 
centered on draft beer in kegs targeting 
Japanese restaurants. At the same time, 
we changed the sales structure in the 
Shanghai area, the most important 
market by business operation, with the 
aim of strengthening our operating base. 
Through these efforts, the sales volume 
of Asahi brand products increased on a 
year-on-year basis.

Meanwhile, in order to improve 
profitability, we endeavored to boost 
efficiency by concentrating the 
production of Asahi brand products in 
Beijing Beer Asahi Co., Ltd. while 
reducing raw materials costs for 
aluminum cans and others at local 
production centers.

As a result, net sales surged 22.4% 
year on year to ¥13.2 billion and 
operating income totaled ¥0.6 billion, 
achieving profitability.

In the food business, the Asahi Group 
launched project teams following the 
acquisition of a stake in the Ting Hsin 
Group, one of China’s largest food and 
distribution companies, in September 
2010. Subsequently, TINGYI (CAYMAN 
ISLANDS) HOLDING CORP. and Wakodo 
Co., Ltd. established a joint venture for 
the import and sales of milk for infants in 
November 2013. Moreover, the Group 
founded a joint venture with Asahi 
Food & Healthcare Co., Ltd. for the 
manufacture and sales of breath mint 
tablets with the aim of establishing a 
new business base in the promising 
Chinese market.

Equity-method Affiliates 
Tsingtao Brewery Co., Ltd. 
(Tsingtao Brewery)
Tsingtao Brewery endeavored to expand 
sales through vigorous sales promotion 
investments with a focus on the medium- 
to premium-priced Tsingtao brand. 
Furthermore, efforts were made to 
improve profitability through the 
consolidation of efforts on the Tsingtao 
brand and an increase in the composition 
ratio of canned products in addition to 
the reduction of raw materials costs. As a 
result, Tsingtao Brewery posted higher 
sales and profits for the period between 
January and September 2013, and the 
company also recorded year-on-year net 
income growth due partially to the 
effect of a sales increase owing to the 
depreciation of the yen.

Tingyi-Asahi Beverages Holding Co., Ltd. 
(Tingyi-Asahi Beverages)
Tingyi-Asahi Beverages strived to improve 
profitability by creating synergy effects 
with the bottling operations acquired 
from PepsiCo, Inc. including the in-house 
manufacturing of plastic bottles, etc., 
while making efforts to boost sales 
through marketing activities centered on 
its mainstay tea-based drinks. Although 
these efforts resulted in increased sales 
for the period between January and 
September 2013, net income from 
Tingyi-Asahi Beverages declined due 
partially to the reaction to the gain on 
negative goodwill.
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 Oceania Business (Alcohol Beverages)

Southeast Asia Business 
In Southeast Asia, we aimed to expand 
our business network in the region by 
enhancing the operating basis of the soft 
drinks business in Indonesia in addition 
to boosting sales by reinforcing our 
mainstay Permanis Sdn. Bhd. brand 
products.
 
Permanis Sdn. Bhd. 
Permanis Sdn. Bhd., a Malaysian soft 
drinks company, launched a new product 
in its mainstay carbonated beverage 
Mountain Dew brand while promoting 
aggressive marketing activities and the 
reinforcement of its sales structure in 
urban areas. In addition, Permanis 
commenced sales of the Asahi brand 
canned coffee WONDA in December 
2013. As a result of these efforts, overall 
sales from Permanis increased on a 
year-on-year basis. In addition, the 
company aimed to improve profitability 
by promoting efficiency in procuring raw 
materials such as sugar and aluminum 
cans. 

As a result, net sales grew 42.5% year 
on year to ¥22.1 billion and operating 
income improved by ¥0.3 billion.

Plan and Strategies for 2014

The market environment surrounding our 
overseas operations in 2014 is expected 
to continue to see a steady growth 
pattern in Australia’s soft drinks market 
with an increased demand for health-

conscious products such as water, sports 
drinks and tea-based drinks, in particular. 
In addition, growth is expected in the 
alcohol beverages market centered on 
beer and cider (apple wine) products in 
Australia and New Zealand. Meanwhile, 
the Chinese beer market is anticipated to 
grow between 5% and 7% in 2014 
reflecting the trend of the Chinese 
economy towards steady growth. With 
respect to the soft drinks market in 
Southeast Asia, the water category is 
projected to grow in line with an increase 
in household incomes. Meanwhile, we 
expect that the diversification of 
consumer preferences will further 
accelerate.

Amid such circumstances, the Asahi 
Group will establish a steady growth 
path in Oceania and China while 
increasing its presence in the market 
through the reinforcement of the 
operating base of Permanis Sdn. Bhd in 
Southeast Asia as well as through entry 
into the Indonesian market. From these 
actions, we are projecting net sales of 
¥208.4 billion (up 8.5% year on year) 
and an improvement in operating income 
of ¥4.0 billion for the overall overseas 
business.

Meanwhile, the Asahi Group’s overseas 
sales ratio has almost doubled during the 
past five years from approximately 5% in 
2009 to approximately 11% in 2013. The 
Group has a policy to continue to 
promote investment in its overseas 
business with the aim of expanding the 
global network.
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Asahi Super Dry Ice Tea Green Tea Pear Juice

 China Business  Tsingtao Brewery  Tingyi-Asahi Beverages

Oceania Business 
In Oceania business overall, we will 
continue to focus on the ‘‘synergy 
creation through integrated management 
of the five Group companies” as the pillar 
of our regional strategies. In addition to 
nurturing mainstay brands and business 
expansion in growth fields led by Asahi 
Holdings (Australia) Pty Ltd, we will aim 
to grow as an integrated beverages 
business combining the alcohol and 
non-alcohol beverages businesses by 
creating synergies among operating 
companies, among other measures. 

On the profit front, in addition to the 
establishment of optimal production and 
logistics systems, we will continue to 
focus on creating synergies across the 
entire business through the joint 
procurement of raw materials and the 
optimization of indirect business 
functions with the aim of developing a 
steady profit foundation.

Through these measures, in Oceania 
business, we are targeting net sales of 
¥156.5 billion (up 2.5% year on year), 
and an improvement in operating 
income of ¥3.6 billion.

Non-alcohol Beverages
In the non-alcohol beverages business, 
we continue to anticipate steady market 
growth. In this climate, we will strive to 
establish brand portfolios to flexibly 
respond to the changes in the market 
environment by launching value-added 
products in the growing category such as 
premium carbonated soft drinks and 
flavored water and products using 
less sugar to cater for rising health 

consciousness among consumers. On the 
profit front, raw materials costs are 
anticipated to rise due to the impact of 
foreign exchange fluctuations. However, 
we will aim to boost profitability through 
the optimization of supply chain 
management (SCM) as well as the 
effective utilization of sales promotion 
expenses on the top of cost reduction 
efforts via joint procurement.

Alcohol Beverages
In the alcohol beverages business, we will 
promote growth strategies with a focus 
on the products in the growing 
categories such as imported beer and 
cider while aiming to recover the sales 
volume of mainstay RTD low-alcohol 
beverages. In the cider category, efforts 
will be made to accelerate growth by 
expanding the sales base for Somersby 
and launching products in the premium 
range. Furthermore, we will pour more 
energy into the enhancement of our 
market presence in the beer category by 
strengthening highly value-added beer 
products including Asahi Super Dry and 
craft beers. Group synergies such as cost 
reductions through a shift to joint 
procurement and other measures are also 
expected to contribute to our profits.

China Business 
In China, we will continue our highly 
specialized activities based on our new 
sales structure organized by business 
format with a focus on the Shanghai area 
as the most important market. Our 
efforts will be focused on the expansion 
of sales of Asahi brand products centered 

on Asahi Super Dry and the enhancement 
of our market position. In commercial-use 
products, while expanding the number of 
new Japanese restaurants that offer our 
products, we will also focus on the 
cultivation of international restaurants 
serving the beer in kegs. Meanwhile, in 
products for mass-retail stores, we will 
roll out proposal-based sales activities 
based on an efficient sales promotion 
plan under the management system by 
chain/store. Moreover, it is our policy to 
promote the curtailment of raw materials 
costs for malt and other ingredients as 
well as energy costs as a means to 
establish a solid foundation.

Through these measures, we are 
targeting net sales of ¥13.4 billion (up 
1.5% year on year) and operating income 
of ¥0.7 billion (up 9.1% year on year).

In the food business, we will commence 
sales of imported milk powder for infants 
and launch a new breath mint tablet 
brand through the joint venture 
established with TINGYI (CAYMAN 
ISLANDS) HOLDING CORP. last year. Our 
aim is to establish a strong presence in 
the Chinese market for which we expect 
a high growth rate by leveraging the 
Asahi Group’s strengths in marketing and 
manufacturing as well as the brand and 
sales capabilities of the TINGYI (CAYMAN 
ISLANDS) HOLDING CORP.

Equity-method Affiliates
Tsingtao Brewery
Tsingtao Brewery will concentrate 
management resources on its mainstay 
brands including the Tsingtao brand with 
the aim of achieving further growth. 

Tsingtao Beer 
Classic

Tsingtao Beer 
Draft
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Soft Drinks Consumption in China
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Performance of Tingyi-Asahi Beverages 
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Performance of Tsingtao Brewery
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In addition, the company will strive to 
establish a steady profit base through 
improvement of its composition ratio in 
the medium- to premium-priced product 
range and effective brand investments.

Tingyi-Asahi Beverages
Tingyi-Asahi Beverages will implement 
its growth strategies centered on the 
reinforcement of sales of products in the 
growing traditional beverages, milk tea 
and water categories in addition to 
continuing vigorous marketing activities 
towards the steady growth of its 
mainstay tea-based beverages brand. 
Moreover, the company will boost cost 
competitiveness by promoting the 
creation of integration synergies with 
PepsiCo, Inc.

Southeast Asia Business 
In Southeast Asia, Permanis Sdn. Bhd. will 
aim to boost sales by bolstering its 
mainstay brands. At the same time, we 
will strive to expand our operational 
network in Southeast Asia by accelerating 
infrastructure development for the 
Indonesian soft drinks business.

Permanis Sdn. Bhd. 
Permanis Sdn. Bhd. will make efforts to 
draw more attention to its activities 
aimed at strengthening the product 
capabilities of WONDA canned coffee 
released in 2013 through TV commercials 
and sampling. At the same time, the 
company will focus on expansion of sales 
by concentrating marketing investments 
in its mainstay juices, carbonated 
beverages and sports drinks categories. 

Furthermore, Permanis will strive to 
reduce logistics cost by optimizing its 
delivery routes in addition to promoting 
the curtailment of raw materials cost by 
reducing the weight of can lids and 
plastic bottles.

Based on these actions, we are 
targeting net sales of ¥22.5 billion (up 
1.7% year on year) and an improvement 
in operating income of ¥0.1 billion.

Indonesia
In Indonesia, we will work to enhance 
our market presence by improving 
recognition of ICHI OCHA GREEN TEA 
launched via a joint venture with PT. 
Indofood CBP Sukses Makmur Tbk 
(Indofood CBP) in 2013 and by launching 
new products in the new categories, 
including coffee. In addition, we will 
strive to secure cost competitiveness by 
enhancing production systems through 
the operations at proprietary plants. 
Furthermore, with the aim of establishing 
an effective business operational system 
in Indonesia, we will seek to boost sales 
of Pepsi brand products and utilize the 
infrastructures of the mineral water 
business under the Club brand.
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