
The Asahi Group has engaged in marketing activities by 
accurately capturing changing market needs under the 
leadership of the marketing sections of each company.  
In addition, we have been boosting collaboration with our 
business partners through solution-oriented marketing for 
sales channels and restaurants, efforts led largely by our 
Japan-wide sales offices.

In the domestic market, we will continue to reinforce our 
proposals to maximize our strong brand assets such as Asahi 
Super Dry and Mitsuya Cider as well as to create new value 
and demand. Based on the concerted efforts of the 
marketing section and sales section, we will endeavor to 
further enhance our strengths in terms of brand power and 
collaboration with a focus on the satisfaction of consumers 
and business partners as our starting point. Overseas, with 
the aim of developing local brands and expanding the Asahi 
brand, we will pursue optimal marketing and sales 
strategies in accordance with the market structure of the 
respective regions by leveraging our strengths nurtured  
in Japan.

Furthermore, in order to address social issues through our 
business activities, we will continue to pursue innovation 
through cause marketing by deploying our mainstay brands 
as well as the expansion of health and environmentally 
conscious products. 

 Enhancement of brand power and 
collaboration through innovation

In the alcohol beverages business, in order to maximize the 
brand assets we have built around Asahi Super Dry, we have 
been pursuing innovations that promptly reflect multi-valued 
market needs, including by offering proposals for new ways to 
enjoy the product in addition to the evolution of a refined, clear 
taste and the launch of brand extension products in 
collaboration with the R&D division.

Of particular note, “Extra cold,” which was launched in 2010, 
created a buzz by proposing a new way of enjoying Asahi Super 
Dry, namely, served chilled to subzero temperatures. One of our 
most prominent innovations, this resulted in increased demand, 
mainly among younger consumers.

Meanwhile, in terms of our sales activities, we have been 
strengthening solution-oriented marketing based on various 
needs by making point-of-sale proposals with a focus on the 
growth of our sales channels as well as the sales of our own 
branded products. The rollout of “Extra cold” not only revitalized 
our brand but also resulted in an increase in customer traffic in 
the restaurants and bars that carry this product as well as a 
growth in sales per customer thanks to the added value. 
Furthermore, the number of restaurants and bars serving the 
product exceeded expectations, reaching 10,000 
establishments as a result of the development of a new 
dispenser with space-saving and power-saving features. It is our 
policy to continue to pursue marketing and sales activities to 
realize the enhancement of our brand power as well as further 
collaborations with our business partners in the future.

Corporate Value Creation Process    Basic principles and measures for value creation

Marketing and Sales

 Promotion of innovation aimed at strengthening our 
brand power and creating new value and demand

 Strengthening of solution-oriented marketing by 
leveraging collaborations with business partners 
such as sales channels

 Implementation of global marketing by leveraging 
our strengths

 Expansion of cause marketing and health and 
environmentally conscious products

Basic principles for value creation
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 Creating new value and demand 
through brand revitalization

In the Soft Drinks business, we have been working on the 
creation of new value and demand through the revitalization of 
our long-selling brands, including Mitsuya Cider, with a history 
spanning 100 years. This is against the backdrop of a 
carbonated beverages market that had turned stagnant due to 
rising health consciousness.

We succeeded in boosting demand for Mitsuya Cider among 
younger consumers and female homemakers by replacing all 
flavors used in the product with ingredients derived from 
natural plants and fruits and by significantly transforming the 
brand image, including advertising under the concept of “safe 
and natural.” Moreover, we have been increasing our brand 
power by responding to rising health consciousness and 
proposing new ways of enjoying our products. These efforts 
include the launch of Mitsuya Cider Plus, a Food for Specified 
Health Uses (FOSHU) product that prevents an increase in 
blood sugar levels, as well as the rollout of Mitsuya Freezing 
Cider, for which the refreshing taste of Mitsuya Cider can be 
enjoyed at subzero temperatures.

For the WONDA canned coffee brand, we revitalized the 
brand through innovative marketing based around time-
oriented concepts such as “special coffee for the morning.” We 
have also enhanced the market position of the brand through 
ongoing brand extension efforts to address diversifying needs. 
For Wilkinson, a carbonated mixer for alcohol beverages that is 
popular with restaurants and bars, we cultivated potential 
needs by proposing a new style of enjoying the product 
straight from the PET bottle, which has driven increased 
demand for carbonated water.

 Overseas expansion of our strengths 
developed in Japan

We have launched a new management team that will 
manage oversea sales of Asahi brand products under the 
designated marketing section. Based on the expansion of 
our marketing strategies by leveraging the strong brand 
power enjoyed by mainly Asahi Super Dry, we have been 
cultivating new markets through local distribution networks.

Specifically, we have been working on enhancing the 

overseas brand power of Asahi Super Dry by launching Asahi 
Super Dry Extra Cold Bars in South Korea and Australia to 
serve as brand promotion centers. This has helped increase 
customer traffic at these venues, exceeding our expectations.

In Malaysia, the brand recognition of WONDA canned 
coffee, which was launched in 2013, has been significantly 
improved as a result of our innovative advertising campaign 
that was designed to appeal to the five senses. This 
advertising has been highly acclaimed, including winning a 
gold prize in a Southeast Asian media award. It is our policy 
to continue to enhance the global presence of the Asahi 
brand by leveraging our strengths in marketing and sales 
know-how developed in Japan as well as our local 
distribution network in the future.

 Reinforcement of brand power 
through cause marketing

The Asahi Group has been proactively promoting 
collaborative activities with local communities as part of our 
marketing and sales strategies. Specifically, we launched the 
Asahi Super Dry “Refreshingly Sustainable Project” in which 
for every applicable Asahi Super Dry product sold we donate 
one yen to local governments in Japan’s 47 prefectures. The 
total amount of donations from this project since spring 2009 
has reached approximately ¥2.4 billion and the proceeds 
have been used for the protection and conservation of the 
natural environment and important cultural assets by local 
governments, including the installation of solar power 
generators for public elementary schools.

We will strive to enhance our brand power and address 
social issues through business by continuing these efforts in 
collaboration with our stakeholders in the future.

Prefecture Details of initiatives

1
Hokkaido

Environmental 
conservation activities for 
13 wetlands in Hokkaido 
which are registered 
under the Ramsar 
Convention and the World 
Natural Heritage site 
Shiretoko as well as 
environmental learning 
activities for young people

2
Kyoto

Activities to protect, 
restore and conserve 
cultural heritage of Kyoto 
through the donation to 
Kyoto Prefecture’s fund 
established with the aim 
of protecting and 
preserving cultural 
properties

Examples of initiatives with local governments
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