
Ratio of premium beer*, beer, happoshu, and new genre
(%)

0

25

50

75

100

1995 2000 2005 2010 2015(E)

New genre

Happoshu

Beer

Premium
beer

35.2%

14.5%

41.8%

8.5%

*   Ratio of premium beer has been estimated by Asahi

Aiming to become the leading integrated alcohol beverages company 
by maximizing strong brand assets and creating added value.

Japan’s beer-type beverage industry has continued to shrink from its 1994 peak due to 
falling birthrate and aging population as well as the diversification of alcohol 
consumption. Beer-type beverage market shipments are forecast to continue to decline by 
around 1.0% annually. In the meantime, with signs that the Japanese economy has 
overcome deflation, the composition ratio of the premium beer category grew to around 
16.0% of the beer market, indicating progress in terms of multi-valued needs of 
consumers. In addition, with the rise in health consciousness among consumers, the 
market for functional beverages featuring health benefits such as reduced carbohydrates 
and purine bodies expanded.

Furthermore, in the category of alcohol beverages other than beer-type beverages, the 
whisky and spirits, and wine markets grew due to proposals of a new way to enjoy 
beverages and the diversification of alcohol consumption. In addition, Tokyo was selected 
to host the Summer Olympic Games in 2020 and traditional Japanese Washoku cuisine was 
added to UNESCO’s intangible Cultural Heritage list. We believe these developments will 
provide us with various growth opportunities in the future, such as the promotion of 
customary Japanese modes of enjoying a drink and an increase in inbound demand.

Considering the aforementioned opportunities and risks, we have stepped up our efforts 
to become the leading integrated alcohol beverages company by maximizing strong 
brand assets and creating added value under our Medium-Term Management Plan 2015.

We achieved successful results in terms of maximizing brand assets and creating added 
value in the beer market, where we hold a more than 50% market share. For example, we 
rolled out Asahi Super Dry—Dry Premium and launched the service of “Extra cold,” a value-
added proposal of a new way to enjoy beer, in addition promoting to the evolution of 
Asahi Super Dry, overwhelmingly strong brand in the Japanese beer market. With regard  
to alcohol beverages other than beer-type beverages, we also expanded our growth 
foundation as an integrated alcohol beverages company through the enhancement of the 
brand power by taking the opportunity to celebrate the 80th anniversary of Nikka Whisky 
Distilling Co., Ltd. and the growth of non-alcohol beer-taste beverages.

Based on our corporate culture of taking on the challenge of innovation, we will 
continue to wrestle with the creation of new value and demand while strengthening our 
ability to engage in productive partnerships, such as promoting solution-oriented 
marketing for sales channels. Furthermore, while raising our cost competitiveness 
(operating margin of 21% excluding the liquor tax) to the highest level in the Japanese 
beer industry, we plan to increase brand investment across our entire value chain with the 
aim of achieving medium- to long-term growth by seizing every opportunity.

Business environment (opportunities and risks)

Medium-Term Management Plan 2015: Basic policy and progress
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Note: Based on the taxable shipment volumes of Japan’s five major beer companies
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The beer-type beverages market was estimated to shrink by 1.0 
to 2.0% in 2014 due to unfavorable weather in the peak summer 
sales season. Despite this, we saw our sales volume increase from 
the previous year for the second year in a row, contributing to 
the expansion of our market share. In addition, sales in each 
category, including whisky and spirits, wine, and non-alcohol 
beer-taste beverages, largely exceeded those for the previous 
year. Consequently, total sales for the alcohol beverages business 
stood at ¥942.0 billion, up 1.7% year on year.

In the beer-type beverages category, sales of Asahi Super 
Dry—Dry Premium, for which we worked on the full-fledged 
rollout from February 2014, grew steadily. Furthermore, we tried 
to offer new value propositions based on our competitive 
advantages, such as rolling out new products in the growing 
functional beverages market. In the category of alcohol 
beverages other than beer-type beverages, thanks largely to 
Nikka Whisky Taketsuru brand and Asahi Dry Zero, a non-alcohol 
beer-taste beverage, sales exceeded our plan, contributing to an 
increase in overall sales. Operating income before the 
amortization of goodwill and other items* amounted to ¥117.0 
billion, up 2.8% year on year owing to the increase in sales and 
the reduction in overall fixed costs centered on depreciation. 
This was achieved despite aggressive investment in advertising 
and promotion activities and a rise in raw material costs caused 
by the yen’s depreciation (after the amortization of goodwill and 
other items, operating income was ¥116.9 billion, up 2.8%).

  Plans for 2015

In 2015, we plan to achieve net sales of ¥957.3 billion, up 1.6% 
year on year, and operating income before the amortization of 
goodwill and other items of ¥118.1 billion, up 1.0%. With the 
values and lifestyles of our customers expected to diversify, in 
the alcohol beverages business, we aim to become the “most 
powerful partner company” through comprehensive alcohol 
beverages proposals, including reducing reliance on the summer 
sales season and creating “koto” consumption (consumption 
based on intangible values) in which we propose new occasions 
to enjoy a drink.

In the beer category, we will further evolve the taste of Asahi 
Super Dry using a new brewing technique. We will also launch a 
limited-time product, Asahi Super Dry Extra Sharp, and strengthen 
sales of Asahi Super Dry—Dry Premium. With these initiatives, we 
will aim to enhance Super Dry brand power. In the happoshu and 
new genre beverage categories, we will expand our product 
lineups to meet diversified consumer preferences, including the 
launching of derived products under the Clear Asahi and Asahi 
Style Free brands in the functional beverages market. 

In the categories other than beer-type beverages, we will 
propose a new way to enjoy a drink or two, such as Black Nikka 
Freezing Highball in the whisky and spirits category, and also roll 
out no purine bodies Asahi Dry Zero Free under the Asahi Dry Zero 
brand in the non-alcohol beer-taste beverages category.

In addition, we will continuously step up our efforts to boost 
our cost competitiveness, including the reduction of raw material 
costs by changing the design of can lids and streamlining overall 
fixed costs.
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*   Operating income before the amortization of goodwill and other items = Operating 
income + Amortization of goodwill and intangible fixed assets associated with the 
acquissition

Changes in net sales and operating margin of alcohol 
beverages other than beer-type beverages

0

50

100

150

200

2010

7%

10% 10%
12% 12%

6%

2011 2012 2013 2014 2015(E)

Operating margin

Alcohol-taste beverage 
and others

Shochu

RTD beverages

Wine

Whisky and spirits
30.4

11.5

31.2

48.3

7.0

30.8

10.6

28.2

40.3

4.8

29.8
11.5

28.8

32.7

21.1

37.8

12.0

27.4

31.6

22.4

44.7

14.4

27.7

30.7

25.3

46.5

15.1

28.8

30.7

26.7

(¥ billion)

Beer-type beverage: 
Market share by company in 2014

Company A

Company B

Company C

Company D

33.2%

15.4%

12.3%

0.9%

38.2%
Asahi

37




