
●  Implement strategies for growth centered on brand reinforcement and development of  
existing businesses in Oceania, Southeast Asia, and other regions

●  Reform the earning structure through means including expansion of integration synergies and  
restructure the business portfolio by region

●  Acquire new foundations for growth by leveraging strengths originating in Japan,  
such as brand strength and cost competitiveness

OVERSEAS

Revenue and Core Operating Profit Margin
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Business Environment (Opportunities and Risks)

Considering the aforementioned opportunities and 
risks, our policy in the Overseas Business is to expand 
the global foundation for growth that leverages our 
strengths and drive the Group’s sustained growth.
 In our existing businesses, we will focus 
mainly on Oceania and work to increase profits by 
strengthening and nurturing our brands in response 
to structural changes in the market and expanding 
integration synergies. We will also restructure our 
business portfolio by region, including Southeast 
Asia and China, and accelerate our strategies for 
growth leveraging our strengths.

 Moreover, we took advantage of global 
reorganization and consolidation to acquire beer 
businesses in western, central and eastern Europe. 
With these acquisitions under our belt, we are 
working to create synergies by leveraging strengths 
cultivated in Japan, such as brand strength and 
cost competitiveness, and we are rebuilding our 
foundation for global growth. We will go on to 
build the Overseas Business into a growth engine by 
increasing the profitability of our existing businesses 
and expanding new business platforms.

The world’s alcohol beverages and non-alcohol 
beverages markets overall have been expanding, 
mainly in emerging countries, although there is 
some regional variation. 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 
products in the high added value category such as 
premium beer and soft drinks featuring functionality, 
mainly among consumers in advanced countries.
 In regions where we have operations, the 

European market has matured overall, but demand 
has been growing for premium beer and flavored 
beer. In Oceania, demand has continued to shift 
toward mineral water in the soft drinks category 
and cider, imported beer, and others in the alcohol 
beverages category. On top of slower growth in 
Southeast Asia and China, there is a risk that com-
petition will heat up as fewer major global players 
come to dominate markets. However, opportunities 
to invest for growth have been on the rise amid 
industry restructuring.

Medium-Term Management Policy (Key Priorities)
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2016 Results
In the Oceania business, we focused on enhancing 
the value of our brands, such as Cool Ridge mineral 
water and growing categories including Asahi Super 
Dry and cider. 
 In the Southeast Asia business, we strove to 
expand our own brands, such as by releasing Calpis 
in Malaysia. In the China business, we strengthened 
proposal-based marketing and acquired new 
accounts that offer draft beer. 
 In October, we completed the acquisition of 
beer business in western Europe, and undertook 
initiatives to generate synergies across a broad range 
of fields with an eye on expanding our business 
foundation in Europe for local global brands and the 
Asahi Super Dry brand. 
 As a result, revenue totaled ¥250.3 billion, largely 
unchanged from the previous fiscal year, as brisk 

business in each region and better-than-anticipated 
performance in the European beer business offset 
the impact of yen appreciation. Core operating profit 
declined 11.5% year on year to ¥12.3 billion, owing 
to weakening in currencies such as the Australian 
dollar and one-off costs incurred for the acquisition 
of a beer business in western Europe. 

2017 Targets
In 2017, we are determined to build a business foun-
dation with the aim of becoming a global player with 
growth centered on the premium market. We will 
therefore strengthen our core brands and improve 
profitability in existing businesses through synergies, 
as well as integrate our operations in Europe.
 Mainly in Oceania and Southeast Asia, we aim to 
strengthen our earnings foundation by reinforcing 
our brands in growing categories and generating 
synergies in entire supply chain management. In 
Europe, including businesses in central and eastern 
Europe acquired in March, we will redouble efforts 
to create synergies and expand our global brands 
under the direction of the regional headquarters. 

 Through these initiatives, we are targeting 
growth of 41.7% in revenue to ¥354.6 billion and 
155.9% in core operating profit to ¥31.6 billion 
from higher sales and the creation of synergies.

Western Europe Business: Revenue (Excluding Liquor Tax) 
and Core Operating Profit Margin

Oceania Business: Revenue (Excluding Liquor Tax)  
and Core Operating Profit Margin

* The aforementioned targets do not include earnings from the Central and Eastern Europe business acquired on March 31, 2017.
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Asahi Super Dry 
(Australia)

Cool Ridge
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WONDA Kopi Tarik 
(Malaysia)

Calpis Grape
(Malaysia)

Peroni Nastro Azzurro
(U.K.)

Pilsner Urquell
(Czech)

Frantelle
(Australia)

WONDA Extra Presso
(Malaysia)
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In 1992, we introduced Asahi Super Dry in Australia 
through a sales licensing deal with the former 
Foster’s Group Ltd. Thereafter, we acquired the 
Independent Liquor group and began selling on our 
own in the country in April 2012. 
 In the commercial-use market, we have 
distributed special beer glasses with the Karakuchi 
logo and other items to promote sales at iconic 
mid-range and high-end restaurants in each 
region. We have emphasized the product’s unique 
characteristics, namely its sophisticated style and 
refreshing, crisp taste. 
 At retailers, we have prioritized initiatives to 
firmly associate our brand image with premium beer 
by pursuing strategies that consistently emphasized 
brand value, such as retaining premium pricing while 
updating the packaging to a more luxurious look.
 As a result of these efforts, we have achieved 

sharp growth of 30%*1 annually on average since 
2012, carving out a position as the fourth-ranked 
player in the imported premium beer market.

Australia: Rapid Growth of Asahi Super Dry

In the Malaysia business, we endeavored to establish 
brands as new local growth drivers by leveraging the 
brand assets of Asahi Soft Drinks Co., Ltd.
 We have promoted the WONDA brand of canned 
coffee since 2013 and the Calpis brand of lactic acid 
beverages since 2015. While taking advantage of 
Asahi Soft Drink Co., Ltd.’s manufacturing technolo-
gies, we coordinated from the development stage on 
fine-tuning flavor profiles for the Malaysia market, 
creating a brand that was the culmination of both 
companies’ strengths, expertise, and insight. 
 We have developed the WONDA brand in 
particular by expanding the product portfolio and 
promoting sales with innovative newspaper and taxi 
ads that appeal to the five senses. As a result, it has 
grown to occupy the No. 2 position in the coffee 
market. 

 Moreover, sales have steadily increased for 
Calpis thanks to differentiation strategies with larger 
volume containers and the addition of flavors for 
local markets. We aim to improve its brand strength 
further by expanding the product portfolio in line 
with market needs. 

Topic 1

Sales Volume and Market Share*2

Source: Aztec
*2 Sales volume and market share of imported premium beer

*1 Sales volume basis
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Topic 2
Malaysia: Expand the Asahi Brand by Combining Strengths
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