
Aiming to achieve the industry’s highest level of profitability 
through concentration on core brands and generation of synergies

Based on previous annual growth of a mere 0% to 1.0%, we expect the Japanese soft 
drinks market to continue to be growing slowly in terms of shipments. Meanwhile, looking 
at the market by category, the carbonated drinks centering on functional beverages and 
mineral water markets  have been expanding against a backdrop of rising consumer health 
consciousness and food safety and security concerns.

Furthermore, with diversifying and multi-valued needs, the “food for specified health 
uses (FOSHU)” products category has been growing in the Japanese soft drinks market. In 
the future, deregulations of “foods with functional claims” are expected to drive the 
development of high-added-value products in each category, expanding growth 
opportunities in the Japanese soft drinks market.

On the other hand, there is a risk that competition will continue to intensify in the 
Japanese soft drinks market due to the substantial number of large beverage 
manufacturers and the expansion of private label products. In addition, as a few top 
brands capture the lion’s share of demand in each category, we also need to seek growth 
opportunities by anticipating the restructuring of the beverage industry.

Considering the aforementioned opportunities and risks, we aim to achieve the industry’s 
highest level of profitability by concentrating our management resources on our core 
brands with strengths and creating synergies through the expansion of our network under 
our Medium-Term Management Plan 2015.

Asahi Soft Drinks Co., Ltd. has focused its management resources on its core brands in 
each category, including Mitsuya Cider, the No. 1 brand in the non-cola carbonated 
beverage category, and launched FOSHU products and healthy & functional products 
using its lactic acid technology, with successful results. With these initiatives, the Company 
has expanded its sales volume for 12 years in a row and also consolidated Calpis Co., Ltd., 
securing the No. 3 position in the soft drinks industry.

Regarding the improvement of profitability, Asahi Soft Drinks improved its container 
and channel mix, mainly with core brands, enhanced the productivity of its plants, and 
built optimized production and logistics systems in cooperation with Calpis. 
Consequently, the Company achieved its operating margin guideline target in the 
medium-term management plan one year earlier than expected.

Asahi Soft Drinks will pursue innovation using the brand power it has developed over 
the years along with its various technologies. Moreover, it will continue to tackle profit 
structure reforms with the cooperation of the entire Soft Drinks business and expand its 
network leveraging strong capabilities for collaborative business with partners.
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In 2014, the Japanese soft drinks market is estimated to have 
shrunk by around 2.0% due to unfavorable weather in the peak 
summer sales season for soft drinks. Under such circumstances, 
we saw net sales increase to ¥471.5 billion, up 2.3% year on year, 
owing to marketing investment that focused on core brands.

We proposed new value by marketing classic reproduction 
and Mitsuya Freezing Cider under the Mitsuya Cider brand, which 
celebrated its 130th anniversary since the launch of the brand, 
and tried to revitalize the brand by rolling out Asahi Shokujito-
isshoni Juroku-cha W (Double), a FOSHU product, under the Asahi 
Juroku-cha brand. In addition, sales of products under the 
Wilkinson brand, which marked the 110th anniversary of its 
launch, and Welch’s brand grew steadily. Furthermore, we 
launched Todoku Tsuyosa-no Nyusankin, a lactic acid drink 
containing a proprietary lactic acid of Calpis Co., Ltd., Premium 
Lactobacillus gasseri CP2305. We also expanded sales by rolling 
out new products under the Calpis brand as well as new products 
containing acai berry in the category of chilled beverages.

Operating income before the amortization of goodwill and 
other items amounted to ¥26.4 billion, up 27.8% year on year, 
owing to the generation of collaborative synergies with Calpis 
Co., Ltd. in addition to improved efficiency supported by a rise in 
capacity utilization of its plants and group purchasing (after the 
amortization of goodwill and other items, operating income was 
¥21.3 billion, up 37.9%).

  Plans for 2015

In 2015, we plan to achieve net sales of ¥490.5 billion, up 2.9% 
year on year, and operating income before the amortization of 
goodwill and other items of ¥26.8 billion, up 1.6%.

In the Soft Drinks business, we will continue to try to foster 
new mainstay products in addition to marketing investment 
centering on core brands, including the reinforcement of sales 
promotion for existing products and the launching of new 
products under the Mitsuya Cider, WONDA, and Asahi Juroku-cha 
brands. We will also strive to enhance our presence in the market 
through the development of products with added value, such as 
heightened deliciousness and health benefits, by taking 
advantaging of the expanding FOSHU market and the 
deregulation of various foods with function claims. In the 
vending machine business, we will work to stabilize earnings by 
boosting sales and operating assets efficiently. Furthermore, in 
the chilled beverages category, we will try to expand sales by 
strengthening new value proposals, including active 
development of products using group synergies, centering on 
the Calpis brand.

To increase profitability against a background of cost increases 
related to yen depreciation and soaring raw material prices, we 
will continuously improve productivity at our plants and 
promote group purchasing. In addition, we will further push 
forward profit structure reforms by establishing optimized 
production and logistics systems in cooperation with Calpis, 
including operation of new production lines and automatic 
warehouses.

  2014 results
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