
Aiming to expand the growth foundation in the global market through 
reinforcement of the network by leveraging existing strengths

The world’s alcohol beverages and non-alcohol beverages markets have been expanding, 
mainly in emerging countries. Depending on the degree of economic growth in each 
region, consumption habits and consumer values have diversified just as in Japan. We 
anticipate that demand will continue to shift to carbonated soft drinks featuring high 
healthy functionality and products in the high-value-added category, backed by rising 
health consciousness among consumers, mainly in developed countries.

Among the regions we have entered, the Oceania market as a whole has advanced into a 
low-growth period. Demand has been shifting to non-cola drinks and mineral water in the 
non-alcohol beverages category and cider (apple wine) and imported premium beer in the 
alcohol beverages category. In addition, demand, in general, has been growing in 
Southeast Asia and China, supported by high economic growth. We do, however, need to 
keep in mind that there are risks that economic measures and changes to the tax system in 
each country may slow down the growth of local markets. Furthermore, although the 
oligopolization of large global companies has progressed in the alcohol beverages and 
non-alcohol beverages industries, we believe that there is a possibility that growth 
opportunities will expand in the future, including further reorganization within  
the industries.

Considering the aforementioned opportunities and risks, we have been trying to improve 
the profitability of existing businesses and expand our new growth network in the 
overseas business, leveraging strengths developed in Japan, such as brand power and cost 
competitiveness.

In our Oceania business, the operating margin fell below the guideline given in the 
medium-term management plan due to the contraction of our mainstay ready-to-drink 
(RTD) low alcohol beverages market. We did, however, produce positive results in terms of 
nurturing brands in growing categories and creating integration synergies both in the 
non-alcohol beverages and alcohol beverages businesses. In our Southeast Asia business, 
we expanded medium- to long-term growth networks through M&As in Malaysia, 
Indonesia, and Myanmar. In addition, in our Chinese business, we achieved results in 
growth support for and cooperation with equity-method affiliates including Tingyi-Asahi 
Beverages Holding Co., Ltd., such as expansion of the OEM partnership involving Tsingtao 
Brewery Co., Ltd. Furthermore, in the global expansion of Asahi Super Dry, we 
strengthened area marketing and expanded the sales network aimed at establishing Asahi 
Super Dry as Asia’s No.1 premium brand.

We will continue to execute global growth strategies by seizing every opportunity to 
expand the profitability of existing businesses and establish a new business foundation.

Business environment (opportunities and risks)

Medium-Term Management Plan 2015: Basic policy and progress
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Net sales by region and operating margin of overseas business
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Oceania: Net sales and operating margin
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Asahi brand: Overseas net sales
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In 2014, sales from the overseas business amounted to ¥233.2 
billion, up 21.4% year on year, due to the positive effects of 
newly consolidated subsidiaries in Southeast Asia as well as 
strong performance in each region.

In our Oceania business, overall sales exceeded the previous 
year, owing to steady sales of growing categories in alcohol 
beverages business, such as Asahi Super Dry and core brands of 
cider, in addition to our enhanced sales efforts in our mainstay 
carbonated drinks and mineral water categories. In our Southeast 
Asia business, we further reinforced our business foundation by 
newly consolidating Etika Group, in July 2014 as well as 
strengthening the mainstay brands of Permanis Sdn Bhd, a 
Malaysian soft drinks company. Furthermore, in Indonesia, we 
tried to expand our business network in Southeast Asia by 
establishing a growth foundation in the non-alcohol beverages 
business. In addition, in our Chinese business, we sought to 
enhance the market position of the Asahi brand and also 
endeavored to enhance quality and improve profitability 
through the consolidation of production sites.

Operating income before the amortization of goodwill and 
other items amounted to ¥12.7 billion, up 53.1% year on year, 
owing to our efforts to increase efficiency through consolidation 
of production and logistics facilities, optimize indirect business 
functions through organizational integration, and maximize 
group synergies through joint procurement of raw materials, 
mainly in Oceania, in addition to an increase in net sales (after 
the amortization of goodwill and other items, operating loss was 
¥1.2 billion, an improvement of ¥3.3 billion).

 Plans for 2015

In 2015, we plan to achieve net sales of ¥264.3 billion, up 13.4% 
year on year, and operating income before the amortization of 
goodwill and other items of ¥15.8 billion, up 24.9%.

In our Oceania business, we will offer new products in growing 
categories and strengthen sales of products using less sugar in 
the non-alcohol beverages market to address rising health 
consciousness among consumers. In addition, we will promote 
marketing activities focusing on core brands, such as RTD low 
alcohol beverages, cider, and Asahi Super Dry, in the alcohol 
beverages business. We will also aim to grow as an integrated 
beverages business through consolidation of production and 
logistics facilities and maximization of organization integration 
synergies.

In our Southeast Asia business, we will promote aggressive 
marketing activities to increase the brand power of mainstay 
juices, carbonated beverages, and WONDA in Malaysia.

The Etika Group will focus on cultivating markets in the 
fast-growing fresh milk business in addition to its mainstay 
condensed milk business. Furthermore, in Indonesia, we will 
strive to increase our presence in the market by upgrading 
existing products and rolling out new products and will also 
strengthen our business foundation by establishing stable 
production systems. 

In our Chinese business, we will try to enhance the market 
position of the Asahi brand in the premium beer market and also 
endeavor to build a steady profit base through the improvement 
of productivity by optimizing production and reducing raw 
material costs. 

 Business results in 2014
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