
Focusing on strong brands and businesses and nurturing 
our next-generation growth base

Although the domestic food market as a whole has been shrinking due to Japan’s falling 
birthrate and aging population, changes in family structure and lifestyle have led to the 
creation of various growing categories. As seen in the alcohol beverages and soft drinks 
markets, the high-value-added category featuring high quality and healthy functionality, 
in particular, has been expanding, reflecting consumers’ multi-valued needs and rising 
consciousness about food safety and security.

In addition, our mainstay businesses, such as the breath mint tablet, baby food, and 
freeze-dried food businesses, have been stably growing, owing to new value proposals 
leveraging brand power and the expansion of inbound demand.

There are also risks in the future that the deteriorating competitive environment could 
lead to a decline in profitability amid further fragmentation of the category. We, however, 
believe that quality and technological superiority, the competitive advantages of the 
Japanese food industry, will open up growth opportunities in Japan and overseas.

Considering the aforementioned opportunities and risks, we will push forward selection of 
and concentration on strong brands and businesses and also nurture our next-generation 
growth base under our Medium-Term Management Plan 2015.

Asahi Food & Healthcare Co., Ltd. produced results through the expansion of group 
synergies, including new value proposals involving the Calpis brand for MINTIA, the No. 1 
brand in the breath mint tablet category. Wakodo Co., Ltd., meanwhile, strengthened its 
brand power using its advantages as the leading company in the baby food industry and 
also nurtured new growth bases, such as food for senior citizens, a segment that is 
expected to grow. In addition, in the freeze-dried food business, Amano Jitsugyo Co., Ltd., 
a leading company in the industry, endeavored to enhance the recognition of the  
Amano brand and strengthen the direct marketing business through aggressive  
marketing activities.

In the food business, we are likely to achieve operating margin that exceeds our 
guideline in the medium-term management plan due to sales expansion and overall cost 
control through the abovementioned concentration on strong brands and businesses. We 
continue to plan further improvement of profitability by capturing inbound demand 
through innovation and raising cost competitiveness in close cooperation with the three 
food companies.

Business environment (opportunities and risks)

Medium-Term Management Plan 2015: Basic policy and progress
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In 2014, net sales amounted to ¥110.0 billion, up 3.6% year on 
year, since net sales of all three companies exceeded those in the 
previous year.

Asahi Food & Healthcare Co., Ltd. launched MINTIA Breeze, a 
breath mint tablet, expanded the lineups of Ippon Manzoku Bar, a 
nutrition bar, and conducted aggressive sales promotion 
activities for its Dear-Natura supplements. As a result, sales for 
Asahi Food & Health expanded. Wakodo Co., Ltd. rolled out 
Big-size no Eiyo Marche, packed baby food, and Oyako de Gohan, 
easy seasoning mix, in the baby food segment and also stepped 
up its in-store sales promotion for infant formula. Consequently, 
sales for Wakodo increased from the previous year. In addition, 
Amano Jitsugyo Co., Ltd. carried out the renewal of products, 
launched products in a broader price range and opened its 
antenna shop in the freeze-dried miso soup product business to 
enhance the recognition of the Amano brand. As a result, sales 
for Amano Jitsugyo exceeded the previous year.

Operating income before the amortization of goodwill and 
other items amounted to ¥6.5 billion, up 22.7% year on year, 
owing to our efforts to cut manufacturing costs and control 
advertising and promotional expenses in addition to an increase 
in net sales (after the amortization of goodwill and other items, 
operating income was ¥6.0 billion, up 22.9%).

 Plans for 2015

In 2015, we plan to achieve net sales of ¥114.5 billion, up 2.2% 
year on year, and operating income before the amortization of 
goodwill and other items of ¥6.9 billion, up 5.8%.

Asahi Food & Healthcare Co., Ltd. will try to expand its sales by 
newly marketing pouch-packed EBIOS brand tablets, designated 
a quasi-drug, as well as launching new products and stepping up 
sales promotion activities for its core brands, such as MINTIA and 
Dear-Natura. Wakodo Co., Ltd. will endeavor to boost its sales by 
nurturing its food for senior citizens business and overseas 
business as well as carrying out the renewal and expansion of 
product lineups for core brands, such as Eiyo Marche and Oyako 
de Gohan. In addition, Amano Jitsugyo Co., Ltd. will strive to 
increase its sales by strengthening sales promotion activities for 
mainstay freeze-dried miso soup products, such as Itsumono 
Omisoshiru and Nyumen, and focusing on sales of specialized 
direct marketing products to acquire a new customer base in the 
direct marketing business.

Furthermore, the food business as a whole will try to establish 
a more robust profit structure through the development of 
optimized demand and production systems and group 
purchasing to pare back raw material costs.

Candy tablets: Market share by company in 2014
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 Business results in 2014
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