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Innovation for quality improvement

Innovation in addressing social issues

Freshness management

Utilization of green energy

Taikoban guarantee system

Reducing CO2 emissions through PIE boiling method

Asahi Super Dry “Refreshingly Sustainable” project

By reducing the number of days required from production to 
shipment to three days, we established a quality standard of 
freshness for beer.

The Asahi Group became the first company in the food and beverages 
industry that procured green energy for manufacturing purposes (3,350 
kWh per year).

By developing a system to ensure that the quality of our products is 
assured during each manufacturing process before they are sent to 
the next one, we achieved both a quality improvement and a 
reduction in shipping time.

Through the development of a new technology used in 
boiling wort and hops, we reduced CO2 emissions 
stemming from the process by  
approximately 30%.

The project donated a portion of proceeds from sales of the Asahi Super 
Dry brand to local governments throughout Japan. (Details on page 27)

Further Enhancing the Brand Power of Asahi Super Dry
Based on its long-nurtured corporate culture of taking on the challenge of innovation, the Asahi Group has been 
aspiring to further evolve its business model (value chain). With regard to Asahi Super Dry, the Group’s most valuable 
brand asset, in particular, we have established its unshakable status in the market through concerted efforts 
regarding various innovations across the entire value chain.

Before explaining our policies and initiatives for each value chain as part of the Company’s corporate value creation 
process, on this page we introduce the innovations surrounding Asahi Super Dry from its development to date as a 
representative example of value creation.

Corporate Value Creation Process    Representative example of value creation

Innovation in product development

New concept based on large-scale 
market research

Carefully selected yeast and 
establishment of manufacturing methods

Unconventional naming & 
packaging Unprecedented capital investment

As a result of large-scale market 
research, we became convinced that 
customer tastes had shifted away from 
conventional heavy and bitter beers to 
beers with a light and crisp aftertaste 
and thus determined the new concept of 
“dry draft beer.”

With the employment of original fermentation 
technology using yeast strain No. 318, which 
not only yields outstanding fermentation but 
also produces a complex aroma, as well as the 
procurement of optimal ingredients and the 
pursuit of the most superior manufacturing 
processes, we were able to realize a 
sophisticated, clear, KARAKUCHI (dry) taste.

The product was named Asahi Super Dry to 
straightforwardly describe its distinctively dry 
taste. Moreover, in anticipation of increasing 
demand for canned products, we adopted a 
metallic silver design that leverages the 
material of the can to emphasize the sharp 
taste of the product.

As a result of the extraordinary success of 
Asahi Super Dry, a so-called “Dry War” broke 
out across the industry in the following years. 
Under such circumstances, the sales of Asahi 
Super Dry continued to grow as the product 
was chosen by large numbers of consumers 
for its superior taste. In order to respond to 
further needs, we made capital investments 
on an unprecedented scale.
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Through the development of a special 
dispenser to serve “Extra cold” chilled 
below freezing point (between –2ºC 
and 0ºC), we created new demand by 
proposing a new way to enjoy beer. 
(Details on page 26)

We have been expanding measures to 
maximize our brand assets including 
the launch of Asahi Super Dry’s first 
extension brands Dry Black and Dry 
Premium.

We further evolved the sophisticated, 
clear taste through the development of 
an advanced yeast management 
technology, which resulted in our 
winning the Gold Award under the 
International-Style Lager category in the 
World Beer Cup 2014. (Details on page 20)

Innovation aimed at further evolution

Development of “Extra cold” Expansion of the extension 
strategy

The first taste evolution since 
the launch of Asahi Super Dry

Accumulated sales volume of Asahi Super Dry

3,553.65 million cases*1

Market share of beer-type 
beverages: Over 50%*2

*1. One case of beer is equivalent to 20 bottles (633 ml).
*2. Beer market share based on statistical data on taxable shipment volume from Japan’s top five beer companies.
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