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ṮResultsṯ

Attained record high financial performance by the growth of Soft Drinks and Oceania Business 

including CUB consolidation

Progress with innovation and diverse high -value -added strategies that are responsive to 

changes in business environments of each region

ṮChallengesṯ

Responding to continued negative impact of COVID -19 resurgence on the on -premise market

Bolstering the Group s resilience with an eye to structural changes in markets, and advancing 

value creation management with a medium to long -term view

Ẋ Foster high -value -added category brands and create synergies in each region and global

Ẋ Promote earnings structure reforms. Enhance cash -generating capabilities to enable further 

investment in growth

Ẋ Accelerate efforts to upgrade management resources (including through digital 

transformation) and bolster initiatives to integrate sustainability into management
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Executive Summary

H1 Overview

Future Direction
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YoY decline of on -premise channel at the beginning of 
the year was a function of COVID -19 restrictions 
(which only started from March in 2020)
The situation improved in March and we saw gradual 
re-opening of on -premise since April/May 
In June, despite some restrictions still in place, strong 
YoY growth was achieved

H1 2021 Revenue: -8Ṿ YoY

H1 2021 Volume: +2Ṿ YoY

H1 2021 Volume: approx. +10% YoY

COVID -19 Impacts (by Region)

Ẋ Monthly Beer Sales in the Key Businesses (January 2020 - June 2021)

European Business
*Volume basis

Australian Business

*Beer - type Beverages value basis

Domestic Alcohol Business

*Based on the integration with Asahi International Ltd from January 2021

*Calculated including the former CUB business for reference

*Volume basis

Rate of decline increased again from January 2021 onward 
due to a further state of emergency declaration in Tokyo
Sales recovered with lifting of state of emergency in late 
March as well as impact of launch of Super Dry Nama Jokki 
Can in April
Bars and restaurants requested to stop serving alcohol 
after another state of emergency was declared in some 
areas in late April, resulting in continued weak sales in the 
on-premise market

On-premise market continued to recover from January 
2021 onward, despite some COVID -19 -related restrictions 
on customer numbers in bars and restaurants. 
Australian state governments implemented snap lockdowns 
in response to COVID -19 case numbers. Victoria went into 
lockdown from late May through early June. 
Sydney has been in lockdown since late June.
*The whole state of Victoria went into lockdown again 7 
days from August 5.
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Ẋ Promoted revitalization of core brands as well as creation of new markets (launches of 

Nama Jokki Can and BEERY)

Ẋ Challenges remain, such as strengthening response to the negative impact of the on -

premise channel, including further recovery of momentum for beer cans

Ẋ Enhance marketing investment in core brands and growing categories with eye on 

medium to long -term structural changes

Ẋ Advance channel/category mix improvements (including the on -premise business 

reform) and fundamental earnings structure reforms

Overview and Direction for Alcohol Beverages Business

H1 Overview

Future Direction
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Initiatives for Off -Premise Beer

Ẋ Year -On -Year Growth in Beer Cans and New Genre Cans

Ẋ Asahi Super Dry Nama Jokki Can

To launch second beer brand 
(scheduled for September) with 
brand values that differ from 
Super Dry 

<Market> < Asahi Super Dry Can Results>
(YoY in Volume)

Sharp increase in number of Super Dry consumers

Ẋ THE DRAFTERS , 
Server for Home Use

Target membership for 2021 is 
30,000
25,000 preliminary members 
registered as of end of July, ahead 
of target

Source: Our shipment results

Ẋ New Beer Can Product

(Thousand)

Source: Intage SRI+ Beer Can and New Genre Can Market 
Estimated Sales Volume YoY Jan 2020 - Jun 2021
Seven Channels (Supermarkets/ Convenience 
Stores/Liquor Discount Stores/Hardware stores/Drug 
Stores/General Liquor Stores/Commercial Liquor 
Stores)
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Initiatives for Minimal Alcohol Category

ẊInitiatives for BEERY

ẊFuture Initiatives

Full-scale on -premise market launch
(BEERY in small bottles on sale 

nationwide from September 14, 2021)

Beer - taste RTD Highball

Light

Non alc.

Alcohol Content

1.0%

0.00%

3.5%

Estimated Market Value of Beer - taste 
and Minimal Alcohol Beverages

Beer -taste Except BEERY Total of Two BEERY Items

Total of Beer - taste

( inc. Two BEERY items)

+20.2% YoY

Except BEERY

+11.2% YoY

Source: Intage SRI+ Beer - taste Beverages 
Market Estimated Sales Five Channels 
(Supermarkets/Convenience Stores/Liquor 
Discount Stores/Hardware stores/Drug Stores)
Area: Tokyo area and Kanshinetsu
Unit: million yen
Duration: Mar 29 ²Jul 4, 2021

Mar 30 ²Jul 5, 2020

Minimal alc.

Can drink it while doing housework
Great that it doesn t affect me the 
following day

Can enjoy the taste without getting drunk
I can feel like a beer!

People who don t 
drink alcohol

People who 
drink alcohol
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Ẋ Product mix improvement especially for carbonated drinks and coffee; advanced earnings 

structure reforms by streamlining costs

Ẋ Challenges include strengthening new value proposals in the health domain and improving 

channel mix including vending machine channel

Ẋ Restore sales momentum of core brands, strengthen channel strategies and new value 

proposition in a way that is responsive to market changes

Ẋ Optimize production and logistics system and further promote cost streamlining, such as 

removing unprofitable vending machines

Overview and Direction for Soft Drinks Business

H1 Overview

Future Direction



Ẋ Initiatives in the Pandemic (Responding to Staying -Home Demand)

Ẋ Initiatives for Carbonated Drinks
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Jan-Jun 2021
Volume YoY

ṧ24Ṿ

Jan-Jun 2021
Volume YoY

ṧ110Ṿ

MITSUYA

ṧ2Ṿ

WILKINSON

ṧ6Ṿ

Jan-Jun 2021
Volume YoY

Continued to grow faster than market, driven by MITSUYA and 
WILKINSON

Jan-Jun 2021
Volume YoY

+3Ṿ

Jan-Jun 2021
Volume YoY

+30 Ṿ

Carbonated Drinks: +5.5%

Soft Drinks Business

* Source: Inryou -souken

ṮGrowth Rate of EC Channel ṯ

ṮGrowth Rate of Label - less Products ṯ

2021 Sales Plan (YoY)

Responded to lifestyle changes by launching new MITSUYA
products and strengthening original recipe ideas for WILKINSON

Capture growing health -related demand amid COVID -19 
pandemic mainly with JUROKUCHA and TODOKU TSUYOSA NO 
NYUSANKIN W

Increased range of label - less products and began selling 32 -
bottle cases (online only)

YoY (market) YoY (Asahi)


