
Medium-Term Management Policy (Key Priorities)

Japan’s beer-type beverage industry has continued to 
shrink from its 1994 peak due to the falling birthrate 
and aging population as well as diversification in alcohol 
consumption. We anticipate a risk that beer-type beverage 
market shipments will continue to decline by around 
1.0% annually. In the meantime, amid emerging signs 
that the Japanese economy has overcome deflation, the 
diversification of consumption and values continues to be 
seen in areas such as the revitalization of the premium and 
craft beer markets. Moreover, rising health consciousness 
and other trends are expanding the market for functional 

Based on these opportunities and risks, as the Group’s 
largest cash-cow business, the Alcohol Beverages Business 
will strive to maintain and improve its high profitability as 
its priority mission.
 As the No. 1 comprehensive alcohol beverages com-
pany with beer-type beverages and diverse leading brands 
and categories, our policy is to continue demonstrating 
leadership in adding value and improving the profit pool 
of the industry. We will strive to reinforce core brands 
by leveraging our brand development capabilities and to 

▶ Business Environment (Opportunities and Risks)

beverages with reduced carbohydrates and purine bodies.
 In the category of alcohol beverages other than beer-
type beverages, markets such as whisky and spirits, wine, 
and RTD low-alcohol beverages are growing due to diver-
sification of lifestyles and proposals for new ways to enjoy 
beverages. 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 diverse opportunities for growth 
by leveraging our strengths in Japanese food culture and 
expanding inbound tourism demand.

generate new values and demand, aiming for first-entry 
into new markets based on our corporate culture of taking 
on the challenge of innovation.
 Furthermore, while enhancing our industry-leading 
cost competitiveness (operating margin of 21% excluding 
liquor tax) across the entire value chain, we intend to 
undertake profit structure reforms through collaboration 
with our competitors and other measures, and evolve our 
business model using e-commerce and so forth. 

Review of Operations

Maintain and improve high profitability as the 
Group’s largest cash-cow business

•  Demonstrate leadership in the industry with high added value and increase the profit pool of the industry as the No. 1 
comprehensive alcohol beverages company

• Strengthen new value creation proposals through innovation and development of strong core brands in each category

• Reform profit structure through value chain sophistication and collaboration, and evolve the business model including e-commerce

▶ Medium-Term Management Policy (Key Priorities)

Beer-type Beverages Market

Ratio of Premium Beer*, Beer, Happoshu, and New Genre

* Ratio of premium beer has been estimated by Asahi Note:  Based on the taxable shipment volumes of  
Japan’s five major beer companies

Market Share by Company in 2015
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In the beer-type beverages category, we worked on creat-
ing koto consumption (consumption based on intangible 
values) by pursuing further evolution of the flavor of Asahi 
Super Dry and launching products with seasonal packaging 
among other measures. Moreover, in response to rising 
health consciousness, we also endeavored to expand our 
product lineup by releasing a purine body-free derivative 
of Asahi Style Free in Happoshu and Clear Asahi – Toshitsu 
Zero (Carbohydrate-Free) in the new genre category.
 In the category of alcohol beverages other than beer-
type beverages, whisky and other spirits, including the 
Taketsuru and Black Nikka brands, and imported wines, 
such as SANTA HELENA Alpaca from Chile, performed 
strongly. In alcohol-taste beverages (non-alcohol), sales 
grew sharply from those of the previous year, mainly 
due to the release of Asahi Dry Zero Free, which is 
purine body-free in addition to being calorie-free and 
carbohydrate-free.

▶ 2015 Results

 As a result of the above and the addition of the results 
of ENOTECA CO., LTD., which became a new consolidated 
subsidiary in March 2015, the Alcohol Beverages Business 
posted net sales of ¥972.9 billion, up 3.3% year on year. 
Operating income before amortization of goodwill and 
other items increased by 2.2% year on year to ¥119.5 
billion due mainly to the sales growth and reduced 
manufacturing costs, despite an increase in advertising and 
promotional expenses.

Market Share Solely for the Beer Category

Special Packaging for 
Asahi Super Dry

Asahi Dry Zero 
Free

Taketsuru SANTA HELENA 
Alpaca

Net Sales and Operating Margin of Other than Beer-type Beverages

* The 2016 forecast for wine takes into account plans for ENOTECA CO., LTD.

In 2016, we will aim to be the leading company for 
comprehensive alcohol beverage proposals, based on our 
Medium-Term Management Policy, as we work to increase 
our brand value and drive innovation. 
 In addition to bolstering the value of our flagship 
brands in each category, we will expand our proposals 
based on new value creation. These will include Asahi The 
Dream, a beer that offers the ultimate in depth of flavor 
and thirst-quenching qualities while slashing carbohydrates 
by 50%, and Asahi Mogitate, an RTD low-alcohol 
beverage with an uncompromising approach to the value 

Tokyo 2020 Olympic and 
Paralympic Games limited 

edition commemorative can of 
Asahi Super Dry

▶ Plans for 2016

of freshness. We also intend to step up brand investments 
ahead of 2020 in our role as a Gold Partner for the Tokyo 
2020 Olympic and Paralympic Games.
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