
In our Alcohol Beverages Business, which is the Asahi 
Group’s largest business domain, we boast 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 have category-leading 
brands and businesses, such as the clear, carbonated 
drink Mitsuya Cider and the lactic acid drink Calpis 
in the Soft Drinks Business and breath mint tablets, 
baby food, and freeze-dried products in the Food 
Business, and we have been steadily increasing 
the profitability of these businesses. Moreover, 
overseas we have been developing a prominent 
global network, including a robust business base in 
Oceania, Malaysia, and other regions, as well as the 
acquisition of European beer businesses. 
 On the other hand, as the alcohol beverages 
and soft drinks markets in Japan mature with 

the declining birthrate and aging population, we 
anticipate further increases in consumption tax and 
graduated revision of liquor taxes. Against that 
backdrop, we assume even greater diversification 
in consumption and values. Overseas as well, at a 
time of increasing uncertainty in the overall global 
economy, a wide variety of growth opportunities 
and risks are expected to emerge, such as a major 
global-scale reorganization. 
 Under such circumstances as market contraction 
and harsh price competition as a result of deflation, 
we have achieved record-high earnings for the 16th 
straight year and have worked on the development 
of a comprehensive Alcohol Beverages Business, 
reinforcement of brand strength and generation of 
integration synergies through M&As. In addition, 
with the upcoming Tokyo 2020 Olympic and 
Paralympic Games and the registration of Japanese 

Driving Strategies for Growth by Leveraging  
Our Strengths based on Opportunities and Risks
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Message from  
the President

22 ASAHI GROUP HOLDINGS, LTD.

Medium-Term Management Policy



Initiatives on Key Priorities of the Medium-Term Management Policy
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After the transition to a pure holding company in 2011, we steered toward management with an 
emphasis on corporate value and have steadily delivered results, including an increase in our market 
capitalization. Looking ahead over the next few years, amid increasing uncertainty in Japan and 
overseas, various further opportunities and risks are likely to emerge.
 In this environment, we enhanced the profitability of our three domestic businesses last year and 
accelerated our efforts to further develop management for corporate value enhancement, including 
the large-scale acquisition of European beer businesses. In this section, we confirm our medium- to 
long-term management strategy and discuss our progress based on the external environment. 

Speeding Up the Progress of Management 
Reforms to Further Develop Management  
for Corporate Value Enhancement

cuisine as an Intangible Cultural Heritage by 
UNESCO, we anticipate further opportunities for 
growth by leveraging our strengths originating in 
Japan.
 Based on this external environment, we will 

improve the Asahi Group’s signature strengths such 
as its brand strength and cost competitiveness, while 
driving forward strategies for growth, including 
by expanding business investments to capture 
opportunities.

•  Top share in the domestic beer-type beverages market 
(market share of approx. 50% for beer alone)

•  Third in share in the domestic soft drinks market

•  Category-leading food brands and businesses

• Powerful networks in Europe, Oceania, and Southeast Asia

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

•  Continuation of fierce competition in a deflationary 
environment

• 15% 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 an Intangible 
Cultural Heritage by UNESCO

•  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

•  Deterioration of competitive environment due to tax 
regulation revisions

•  Economic slowdown in regions in which the Group 
operates (Europe, Oceania, and Southeast Asia)

•  Intensification of competition due to an offensive by large 
global companies, among other factors

SWOT Elements of the Business Portfolio    ● Japan    ● Overseas
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Based on the external environment I have mentioned 
so far, we have cited a future vision for our business 
10 years from now in the newly updated Long-Term 
Vision. This new vision for the future is As a compre-
hensive beverage and food business group whose 
core business is alcohol beverages, we aim to be an 
industry leader in Japan 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.
 As the overall market in Japan matures, con-
sumption will diversify and demand for added value 
will expand. In this environment, we will leverage 
our strengths in various top brands and categories 
to play a leading role in steering the industry 
towards value competition.

 Overseas, we will work towards establishing a 
differentiated, unique position as a global player 
by leveraging our strengths in high-quality brand 
development and cost competitiveness, such as the 
development of Asahi Super Dry as a global brand 
in the premium market. These are strengths that 
we have honed in Japan under a harsh deflationary 
environment.

Implementing Speedy Decision-Making 
based on the Long-Term Vision and 
Medium-Term Management Policy

The Long-Term Vision for Our Business
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Initiatives on Key Priorities of the Medium-Term Management Policy

In 2016, we consolidated the position of our three 
domestic businesses as the cornerstone of our profit 
base by bolstering the value of our core brands. 
At the same time, we continued to develop the 
Overseas Business as a growth engine. Specifically, in 
the Alcohol Beverages Business, revenues from our 
new genre brand Clear Asahi and RTD* low-alcohol  
beverages Asahi Mogitate expanded dramatically 
above the industry average. Moreover, in the Soft 
Drinks and Food Businesses, we pursued sustained 
growth in our core brands such as Wilkinson 
carbonated drink and MINTIA breath mint tablets, 
and achieved a major boost in profitability from the 
expansion and development of high added value 
products such as foods with function claims. 
 Overseas, we made progress in brand 
development and integration synergy expansion 
in growing categories such as Asahi Super Dry, 
mainly in Oceania. In October, we acquired leading 

premium brands Peroni and Grolsch and businesses 
with extensive sales networks in Europe. These 
actions extended our growth platform overseas 
and strengthened our earning power in Japan and 
overseas.
 Furthermore, we reviewed our asset holdings, 
including the sales of investment accounted for using 
equity method in China and cross-shareholdings,  
and we are making steady advances with our key 
priority of increasing asset and capital efficiency. 
 Since my appointment as president, I have felt 
that our current management needs to speed up 
and optimize decision-making. I have requested this 
from the heads of our Group companies, and have 
also implemented it myself. Last year, we intensified 
our focus on the core competences of each of our 
businesses through truly swift decision-making, and 
I believe we have achieved the necessary manage-
ment reforms.

Summary of 2016

The Medium-Term Management Policy for realizing 
the Long-Term Vision has laid out three key priorities 
aiming to further develop the management for 
corporate value enhancement that we have been 
practicing to date. 
 We are focusing on strengthening earning 
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. Furthermore, we will 
enhance our earning power overseas by expanding 
our new foundation for growth that leverages our 
strengths, as seen with the acquisition of European 
beer businesses, in addition to implementing the 
strategies for growth for our existing businesses. 

page 28Acquisition of European Beer Businesses

 The second key priority is improvement of our 

asset and capital efficiency. We are making efforts 
to improve capital efficiency in terms of capital cost, 
such as the equity spread. With regard to maintaining 
and growing ROE, we are not relying solely on capital 
policy such as financial leverage, but also engaging 
in business management utilizing indicators such as 
ROIC and restructuring our business and product 
portfolios. page 32Message from the CFO

 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 are further strengthening our ESG initiatives, 
aiming to increase sustainability as an indispensable 
element for developing business activities. 

page 35ESG Initiatives of the Asahi Group

Three Key Priorities in the Medium-Term Management Policy

* RTD:  Ready-to-Drink. Beverages that can be consumed immediately upon purchase, such as canned chuhai
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In 2017, we will strengthen and accelerate our 
initiatives to further develop management for 
corporate value enhancement. 
 In the Alcohol Beverages Business, we will 
further bolster our brand strength by stimulating 
consumption of intangible aspects centered 
on Asahi Super Dry, which will mark the 30th 
anniversary of its launch. In the Soft Drinks and Food 
Businesses, we will concentrate on demonstrating 
leadership in value competition by increasing the 
value of our core brands and driving innovation in 
health functions. Overseas, we will focus on stable 
growth of our existing businesses, and reinforce our 
foundation as a global player with growth centered 
on the premium market, including the newly con-
solidated Central and Eastern Europe beer business. 

Furthermore, we plan to continue our zero-based 
review of all of our assets in Japan and overseas and 
further optimize our business portfolio. 
 In our performance outlook including these 
2017 initiatives, we are forecasting steady progress 
on the guidelines of the Medium-Term Management 
Policy. Revenues are expected to show steady 
growth discounting the impact of the transition to 
International Financial Reporting Standards (IFRS). 
Core operating profit is expected to achieve a 
compound annual growth rate (CAGR) of 10% or 
more with the addition of the consolidation effect of 
the Western Europe business. 
 As a result, EPS, one of our KPIs, is expected to 
achieve a CAGR of 12%, with ROE rising to 11%, 
exceeding the guideline target of 10%.

Steady Progress on Guidelines of the Medium-
Term Management Policy for KPIs

2017 Initiatives and Progress on Guidelines
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2015 Results Guidelines for 2016 to 2018

Revenue ¥1,857.4 billion · Stable growth from main businesses – Business restructuring + New M&As

Core Operating Profit ¥135.1 billion · Existing businesses (CAGR in the high single digits) + Impact of new M&As

EPS ¥166.3 · CAGR of approx. 10%

ROE 8.8% · Maintain and grow to 10% or higher

Notes: 1. The above indicators take into account the impact of the transition to IFRS at the end of 2016.
 2. The calculation basis excludes special factors such as foreign exchange impact and one-off extraordinary items.

Key Performance Indicator Concept and Guidelines for the Medium-Term Management Policy

Message from the President

26 ASAHI GROUP HOLDINGS, LTD.

Medium-Term Management Policy



Initiatives on Key Priorities of the Medium-Term Management Policy

In October 2016, we acquired the Western Europe 
beer business of SABMiller plc, after it was acquired 
by the largest global beer manufacturer, Anheuser-
Busch InBev SA/NV. Furthermore, in March 2017, 
we completed procedures for the acquisition of 
SABMiller’s Central and Eastern Europe beer business. 
 The purpose of this acquisition is to acquire a 
growth platform overseas in line with the Long-Term 
Vision and Medium-Term Management Policy. I 
believe that in seizing this opportunity we have 
acquired the capability to compete as a global 
player in the beer business, which is our core 
strength. With this, we have confirmed our strategy 
for growth in the Overseas Business, centered on 
growth in the premium market as a brand owner 
and using our strong, mainstream business as a cash 
generative base. 

 Looking ahead, we will aim to be a global beer 
manufacturer with strong competitiveness centered 
on our leading premium brands like Asahi Super 
Dry and acquired brands such as Peroni, Grolsch, 
and Pilsner Urquell. In Europe, our second largest 
market after Japan, we will harness synergies with 
the strengths we have cultivated in Japan to further 
enhance our earning power overseas. 

page 28Acquisition of European Beer Businesses

Striving for True Globalization  
through the Acquisition of  
European Beer Businesses

Acquisition of European Beer Businesses 

Guided by our corporate philosophy of contributing 
to the promotion of healthy living and the enrich-
ment of society worldwide, we have cultivated a 
corporate culture of taking on challenges and striv-
ing to innovate. This is demonstrated by the rapid 
growth of Asahi Super Dry in Japan. I believe that 
the acquisition in Europe last year, the largest in the 
Company’s history, positioned us to demonstrate 
anew our corporate DNA of taking on challenges to 
realize our corporate philosophy.
 Furthermore, this acquisition has brought the 
proportion of non-Japanese Group employees to 
around 60%. We will now seek to manage the com-
pany in a way that welcomes not only consumers 

from around the world, but also employees. One 
of the key priorities under the Medium-Term 
Management Policy is reinforcement of ESG initia-
tives. Promoting our new-found diversity is another 
way that we will seek to become a truly global 
company going forward. 
 Using the large-scale European acquisition as a 
springboard, we aim to transform from Japanese 
Asahi to global Asahi. We also endeavor to achieve 
sustained growth driven by rebuilding our business 
portfolio and position the domestic profit base as 
the cornerstone of earnings. I hope all our stake-
holders will continue to support us in our efforts.

Moving on the Real Global Stage
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