
Message from the President

President and Representative Director, COO
Akiyoshi Koji

Greetings. My name is Akiyoshi Koji, and 
I am the recently appointed president 
and representative director, COO.
 In this section, I would like to 
summarize our activities up until 2015 
under Medium-Term Management Plan 
2015 and explain concrete initiatives 
to aim at further development of 
management for corporate value 
enhancement, centered on the recently 
formulated Long-Term Vision and 
Medium-Term Management Policy.

Aiming at Further 
Development of 
Management for 
Corporate Value 
Enhancement
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ROE and EPS Targets Achieved, but Challenges Remain for Strengthening Earnings Power

EPS/ROE/Adjusted ROE

In Medium-Term Management Plan 2015, a three-year 
plan initiated from 2013, we focused on our strengths 
and network expansion, as well as on improving corporate 
value by implementing optimal capital policies including 
enhancing shareholder returns. 
 In 2015, the final year of the plan, we achieved total 
net sales of ¥1,857.4 billion, up 4.0% year on year, 
the highest on record. The result mainly reflected sales 
growth centered on our mainstay brands and the effect of 
M&A investments in the Alcohol Beverages and Overseas 
Businesses. Operating income was ¥135.1 billion, up 5.3%, 
mainly impacted by higher sales as well as progress in profit 
structure reforms. Net income was ¥76.4 billion, up 10.6%, 
marking a new record high for the 15th consecutive year.
 For these past three years, the business environment 

both in Japan and overseas has been a tough one, marked 
mainly by intensifying competition and the slowdown 
in emerging economies such as China. Nevertheless, we 
expanded a strong brand foundation in each business by 
making progress through such means as developing a com-
prehensive Alcohol Beverages Business built on top brands. 
We also conducted profit structure reforms worth more 
than ¥40.0 billion including a collaboration with Calpis Co., 
Ltd. and the creation of integration synergies at production 
and logistics bases in the Oceania Business.
 Moreover, in our efforts to increase capital efficiency, 
we were able to achieve the ROE and EPS targets we had 
set as KPIs, due to reaching a total return ratio of 79% for 
the past three years.

 Summary of Medium-Term Management Plan 2015

On the other hand, in terms of progress on our quantitative 
targets, while we achieved targets for ROE and EPS, we 
did not achieve targeted growth rates for EBITDA or the 
operating margin, which are guidelines for profitability. 
KPIs that are connected to enhancing corporate value were 
achieved, along with capital policy. However, we still face 
challenges on our top priority of enhancing profit growth, 
or earnings power. In particular, in an environment that is 
increasingly competitive, we must act urgently to create 
further high added value and new demand in the Alcohol 
Beverages and Soft Drinks Businesses in Japan, and amid 
the ongoing major global restructuring, to expand our 
growth platforms overseas.

 Progress on Quantitative Targets and Challenges

Net Sales/Operating Income/Net Income
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●  Top share in the domestic beer-type beverages market  
(market share of 50% for beer alone)

● Third in share in the domestic soft drinks market
● Category-leading food brands and businesses
● Powerful networks in Oceania, Southeast Asia and China

●  Maturation of the alcohol beverages and soft drinks markets due to 
the declining birthrate and aging population, among other factors

●  Continuation of a fiercely competitive environment in a deflationary 
environment

● 14% sales contribution from the Overseas Business
● Increasing oligopolization by large global companies

●  Value variation in consumption behavior due to escape from deflation, 
revision of tax regulations, and other factors

●  Continuation of high added value, including in health functional 
products and other categories

●  Holding of the Tokyo 2020 Olympic and Paralympic Games and 
registration of Japanese cuisine as a World Intangible Cultural Heritage

●  Growth in the alcohol beverages and soft drinks markets, mainly in 
emerging countries

●  Increase in market entry opportunities due to factors including global 
restructuring

●  Greater than expected market contraction resulting from factors 
including economic stagnation

●  Increasingly difficult environment due to tax regulation revisions
●  Economic slowdown in regions in which the Group operates  

(Oceania, Southeast Asia, and China)
●  Intensification of competition due to an offensive by large global 

corporations, among other factors

Leverage the Strengths of the Business Portfolio to Drive Strategies for Growth That 
Capture Opportunities and Comprehend Risks 

SWOT Elements of the Business Portfolio    ● Japan  ● Overseas

The main risks for implementing medium- to long-term 
strategies for growth going forward include a greater 
than expected market contraction and deterioration of the 
competitive landscape due to an economic downturn and 
various tax reforms. Overseas, we must anticipate fierce 
competition as a result of the increasing presence of lead-
ing global companies in addition to economic slowdown in 
regions where we have an operational presence. 
 On the other hand, we have achieved record-high 
earnings for the 15th consecutive year through profit 
structure reforms, specifically through development of a 
comprehensive Alcohol Beverages Business, reinforcement 

of brand power and generation of integration synergies 
through M&As. In addition, with the upcoming Tokyo 2020 
Olympic and Paralympic Games and the registration of 
Japanese cuisine as a World Intangible Cultural Heritage by 
UNESCO, we anticipate further opportunities for growth 
by leveraging our strengths in Japanese food culture and 
taking advantage of the global restructuring.
 We will strive to mitigate risks by improving the 
Asahi Group’s strengths, such as brand power and cost 
competitiveness, across the value chain, and by making 
investments for growth in and outside of Japan to capture 
opportunities.

In our Alcohol Beverages Business, which is the Asahi 
Group’s largest business domain, the Group boasts the 
top share in the domestic beer-type beverages market. 
Market share solely in the beer category is around 50%, 
particularly thanks to our flagship brand, Asahi Super Dry. 
In addition, we are third in share in the domestic soft drinks 
market, mainly due to Mitsuya Cider, which has the top 
share in the non-cola carbonated drinks market, and Calpis, 
which leads the lactic acid drinks market. Furthermore, we 
own leading brands and businesses in the Food Business 
including mint tablets, baby food, and freeze-dried food 
products. In the Overseas Business, the Asahi Group has 
been developing a prominent global network, including 
the second largest soft drinks companies in Oceania and 
Malaysia under its umbrella.

 On the other hand, although the domestic beer-type 
beverages market continues to diminish in size after 
peaking in 1994, mainly due to Japan’s falling birthrate 
and aging population as well as the diversification in 
alcohol consumption, the contribution to total sales of the 
Overseas Business has been hovering at 14%. Looking at 
the external business environment of the Company, as 
the 20-year struggle to escape from deflation reaches a 
crucial stage in Japan, further increases in the consumption 
tax and revisions to the liquor tax from next year onward 
are expected to contribute to greater diversification in 
consumption and values. Overseas, at a time of flagging 
growth in emerging economies, major global-scale reorga-
nizations of the beer industry are also progressing. These 
trends will present us with diverse growth opportunities, 
both in the short term and the medium to long term.

 Strengths of the Business Portfolio and the External Environment

 Response to Risk

Strengths

Opportunities

Weaknesses

Threats
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Driving a Dynamic Strategy for Growth Based on the Long-Term Vision and  
Medium-Term Management Policy

The Medium-Term Management Policy for realizing 
the Long-Term Vision has laid out three key priorities: 
i) Strengthening of earnings power, ii) asset and capital 
efficiency improvement, and iii) reinforcement of ESG 
initiatives. The policy aims to further develop the manage-
ment for corporate value enhancement that we have been 
practicing to date.
 We are focusing on strengthening earnings power 
as our top priority. In Japan, we will aim to demonstrate 
leadership of the entire industry through product mix 
improvements and innovation centered on high added 
value and differentiation. Furthermore, we will enhance 
our earnings power overseas by acquiring new growth 
foundations that leverage our strengths in addition to the 
strategies for growth of our existing businesses. 

 The second key priority is improvement of our asset and 
capital efficiency. In the Medium-Term Management Plan 
2015 running up to last year, we also strove to emphasize 
capital efficiency in management, and we will continue 
our efforts to improve capital efficiency in terms of capital 
cost, such as the equity spread. With regard to maintaining 
and improving ROE, we will not be relying solely on capital 
policy such as financial leverage, but also engaging in 
business management utilizing ROIC and restructuring our 
business portfolio.

 The third key priority is reinforcement of ESG initiatives. 
Operating companies will face increased pressure to 
emphasize sustained growth and medium- to long-term 
corporate value in their management going forward. 
Against this backdrop, we will further strengthen our ESG 
initiatives, aiming to increase sustainability as an indispens-
able element for developing new business activities.

Based on matters such as the overview and external 
environment I have mentioned so far, we have included 
the future vision for our business 10 years from now in the 
newly formulated Long-Term Vision. This new vision for the 
future is “As a comprehensive beverage and food business 
group whose core business is alcohol beverages, aim to be 
an industry leader with high added value as a key area of 
focus and establish a unique position as a global player that 
leverages strengths originating in Japan.”
 In Japan, consumption is growing more diverse and 
demand is growing for added value such as health func-
tions. Looking ahead, even though the market is a mature 
one, we seek to achieve growth based on high added value. 
As a comprehensive beverage and food business group 
whose core business is alcohol beverages, we will leverage 
our strengths in diverse leading brands and businesses to 
become an industry-wide leader in value competition.

 Overseas, we will work towards establishing an 
independent position as a global player by leveraging our 
strengths in high-quality brand power and cost competi-
tiveness, such as the development of Asahi Super Dry as 
a global brand in the premium price band. With leading 
global players continuing to make large-scale acquisitions, 
we do not intend to compete on a global scale. Faced with 
the possibility of a global economic slowdown, we believe 
our overseas strategy going forward should be to establish 
a differentiated position in the global market. I believe 
the time has now come for us to utilize the strengths we 
have developed under the harsh deflationary environment 
of Japan to become a new Asahi Group that will grow 
globally.

 The Long-Term Vision for Our Business

 Three Key Priorities in the Medium-Term Management Policy

Message from the President
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For the guidelines on KPIs in the Medium-Term 
Management Policy, in net sales, we will continue to drive 
steady growth in core businesses while working to restruc-
ture businesses through selection and concentration and 
to execute new M&As. With regard to operating income, 
we will aim for CAGR in the high single digits in existing 
businesses and accumulate earnings through new M&As. 
As KPIs for these initiatives, we will aim for continued 
average annual growth in EPS of around 10%. For ROE, we 
will aim to maintain and improve it to the level of 10% or 
above—exceeding the cost of shareholder capital. 
 In the earnings forecast for 2016, we are projecting a 
1.4% increase in operating income—a slightly slow start 
compared with our Medium-Term Management Policy 
guideline. However, this year will be the lowest point in 
the plan, and we intend to build on it. We have positioned 
this year as one to consolidate the foundation for sustained 
growth, we will accelerate the development of growth 

drivers for 2017 onward based on the Medium-Term 
Management Policy. 
 In accepting my appointment as president, my mission 
is to continue management for corporate value enhance-
ment in line with the Long-Term Vision and Medium-Term 
Management Policy, and to develop it even further. 
 As the external environment undergoes major changes, 
our policy is to continue to execute swift decision-making 
aimed at promoting dynamic strategies for growth and the 
development of an efficient and highly profitable business 
foundation to move ahead with the sustained growth of 
the entire Group going forward. 
 We will continue to develop dialogue with stakeholders, 
such as our shareholders, and to aim for sustained growth 
and enhancement of corporate value over the medium 
to long term. I ask you to support the Asahi Group as it 
continues to grow.

 Medium-Term Management Policy Guidelines and Outlook for 2016

As part of our efforts to strengthen our earnings power, we 
approved a final proposal in February 2016 for a stock pur-
chase agreement with the largest global beer manufacturer, 
Anheuser-Busch InBev SA/NV, concerning the Italian, Dutch, 
and British businesses of SABMiller plc. Since the agreement 
is conditional upon Anheuser-Busch InBev completing 
its acquisition of SABMiller, it has yet to be concluded, 
however it is the perfect deal for Asahi Group as it aims to 
establish a differentiated position as a global player.
 The acquisition targets are the long-established Peroni 
and Grolsch brands, two of the best-known in the world. 
They are growing steadily in their countries of origin, Italy 
and the Netherlands, and are achieving rapid growth as 
super premium brands in the U.K. With the acquisition 
of these leading brands along with their manufacturing 
and sales infrastructures, we aim to expand our platform 
for growth overseas and realize major synergies in the 
global development of our flagship Asahi Super Dry brand. 
Moreover, we believe that leveraging these brand assets 
and the Company’s know-how will open the way for a host 
of strategic options not only in Europe, but in Australia and 
Asia, where we already have a presence.

 Acquisition of Beer Business in Europe
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