
●  Enhance brand value and strengthen high added value product proposals  
through focus on existing categories where our strength lies

●  Create new value and demand through innovation that leverages business integration  
in areas such as foods with function claims

●  Reform the earning structure through focus on core competences, creation of integration synergies,  
and value chain optimization

FOOD
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Business Environment (Opportunities and Risks)

Considering the aforementioned opportunities and 
risks, we will focus on our strengths in the Food 
Business and leverage the integration of our three 
food companies to nurture the Group’s next- 
generation growth base.
 We will enhance our brand value and promote 
high added value products by focusing our manage-
ment resources on existing brands and categories 
where we have strengths, such as MINTIA, the No. 
1 brand in the breath mint category, as well as baby 
food and freeze-dried foods. Moreover, we will aim 
to create new values and demand through business 

innovation in areas such as foods with function 
claims, with a focus on strengthening our R&D 
function.
 We focus on our core competences of 
operations through the business integration of the 
three food companies. We also reinforce the cost 
competitiveness of our entire value chain through 
the integration of production and sales and increase 
management efficiency through better operational 
governance. Through such means, we intend to 
increase profitability even further.

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 
lifestyles have given rise to various growing catego-
ries. As seen in the alcohol beverages and soft drinks 
markets, the high added value category featuring 
high quality and health functionality, in particular, 
has also been expanding, reflecting consumers’ mul-
tivalued needs and rising consciousness about food 
safety and reliability. In addition, the breath mint 
tablet, supplement, baby food, and freeze-dried 

food markets, which we focus on, have been stably 
growing. Each company works to increase their core 
brands’ value and propose new value leveraging 
their brand strength.
 There are also risks that the deteriorating 
competitive environment could lead to a decline 
in profitability amid further fragmentation of the 
category. However, we believe that our competitive 
advantages in quality and technological superiority 
will open up opportunities for growth.
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2016 Results
We improved the value of the MINTIA brand of 
breath mint tablets by aggressively promoting sales 
and adding to the lineup of MINTIA Breeze (a large 
tablet type). In dietary supplements, we further 
developed foods with function claims by expanding 
the Dear-Natura Gold lineup and releasing Schwabe 
Ginkgo Ginkgo Biloba Leaf Extract. In addition, we 
launched a new line of Tezukuri Ouen powdered 
baby food. In freeze-dried foods, we increased 
the number of mass retailers that carry Itsumono 
Omisoshiru.
 As a result, revenue in the Food Business 
declined 0.4% to ¥110.8 billion, owing to a review 
of the business portfolio, despite favourable sales 

of core brands. Core operating profit totaled ¥10.2 
billion, a year-on-year increase of 21.4% due to 
brisk sales of core brands and lower manufacturing 
costs, especially raw material costs. 

2017 Targets
In 2017, we will focus on building a business foun-
dation for sustained growth by nurturing brands in 
line with customer needs, in addition to generating 
synergies through business integration and by 
focusing more on our strengths. 
 We are planning a marketing push in infant for-
mula to commemorate our 100th anniversary in this 
product category. We will also expand our product 
lineup and strengthen the MINTIA brand and other 
top brands in baby food and freeze-dried foods. In 
the B2B business, we plan to address low-margin 
products, while in the direct marketing business, we 
are transitioning to a business model focused on 
high added value products. 

 Through these initiatives, we are targeting 
revenue of ¥111.0 billion, an increase of 0.2%. Our 
target for core operating profit is ¥10.8 billion, a 
year-on-year increase of 5.3% driven by improve-
ments in the sales channel and product mix and 
reductions in manufacturing costs.
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In 2016, we released limited-edition packaging 
for the MINTIA brand of breath mints to celebrate 
its 20th anniversary and promoted the brand in a 
consumer campaign. As a result, MINTIA brand sales 
grew and achieved a new record high for the 16th 
year in a row. 
 Launched in 1996, MINTIA was the first breath 
mint tablet made by a Japanese company. In 2003, 
we acquired the brand and have worked to improve 
the brand’s strength. We have updated the packag-
ing and flavor, while also expanding the lineup to 
include products suited to diverse lifestyles, ranging 
from mint to fruit flavors.
 We have endeavored to enhance the value of the 
brand by improving added value and proposing new 
value while leveraging brand assets, as shown by the 
2013 release of Calpis × MINTIA, a product jointly 

developed with the Calpis brand, and the 2014 
release of MINTIA Breeze, a large-sized mint tablet. 
 Through these efforts, we have steadily 
increased our market share, acquiring a top share in 
terms of sales value in 2007, while contributing to 
the expansion of the breath mint tablet market. 

Topic 2

Efforts to Improve MINTIA Brand Value

Fortifying the Food Business through Restructuring
Asahi Group Foods, Ltd. commenced operations in 
January 2016 after taking over the non- 
manufacturing functions of three domestic foods 
companies in the Group, including sales, marketing, 
R&D, SCM, and management divisions.
 Through the business restructuring, we aim 
to build a robust business foundation. We plan to 
expand distribution channels through the integrated 
management of customers at each company, while 
investing management resources in core brands 
through focusing on core competences. We also aim 

to generate cost synergies through optimal produc-
tion and logistics systems. We will reduce procure-
ment costs through economies of scale and develop 
joint deliveries through the integration of logistics 
bases, while enhancing in-house production. 
 In July 2017, we plan to merge the three 
production companies into Asahi Group Foods, Ltd. 
While reinforcing business governance through the 
integration of manufacturing and sales, we aim to 
maximize integration synergies.

Topic 1

Review of Operations by Segment
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