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Message from the CEO

A New Stage for Growth for the Asahi Group

Taking the Next Step Forward as a Glocal Value Creation Company

The Asahi Group is a corporate group that generates 

extremely high earnings through the category-leading brands 

and high levels of profi tability in the three domestic busi-

nesses of Alcohol Beverages, Soft Drinks, and Food. Based 

on the Medium-Term Management Policy we formulated in 

2016, we have worked to further enhance the earning power 

of these three businesses while expanding our foundation for 

growth through the acquisition of European beer businesses. 

Meanwhile, we have nearly reached our goal of restructuring 

our business portfolio through focusing on core businesses, 

as evidenced by the sale of investment accounted for using 

the equity method in China and the sale of our shares in 

Indonesian beverage businesses. With the addition of the 

Europe business, profi t from overseas businesses now accounts 

for almost 40% of our entire core operating profi t, and nearly 

60% of Group employees are from countries other than 

Japan. In these ways, our business foundation has undergone 

signifi cant structural changes. We are now equipped with the 

necessary competitive edge and foundation to take on the 

challenge of becoming a truly global company, and we there-

fore recognize that we are currently at the next stage for 

growth for the Asahi Group as a whole. By expanding our 

business strategies that have historically placed the major 

point of emphasis on our domestic

businesses, we aim to become a Glocal Value Creation 

Company with a key area of focus on high added value that 

combines the strengths of both our domestic and overseas 

businesses, including human resources and know-how.

DEVELOPING 

THE NEXT STRATEGY

Akiyoshi Koji

President and Representative Director, CEO

Aiming to be a Glocal Value Creation 

Company by Leveraging the Unique 

Strengths of Asahi
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 In general, as the saying “Think Globally, Act Locally” 

suggests, we are progressing strategies deeply rooted in the 

culture of local communities while keeping our overall focus 

on a global scale. These strategies are not mere extensions 

of our previous standards and business approaches. Rather, 

they pursue the best practices that have been determined in 

consideration of the best approach we can take for the 

future. For example, with our model for future brand cultiva-

tion and marketing, we are making a shift from a centrally 

concentrated style of management to incorporate a more 

autonomous and dispersed style of management. This 

includes aspects such as horizontally deploying general 

strategies on a global basis while completely entrusting the 

execution of strategies based on local culture, customs, and 

personnel. In addition, not only do we need to globally 

expand sales of prominent brands such as Asahi Super Dry, 

Peroni Nastro Azzurro, and Pilsner Urquell, we must also 

utilize the expertise and know-how we gained through the 

acquisition of the Europe business to reform our domestic 

business model and the beer industry in Japan itself.

 Also, as we aim to become a Glocal Value Creation 

Company, it is becoming even more important for us to foster 

a sense of unity among all Group employees, including those 

from countries other than Japan. As such, we are reworking 

our current corporate philosophy and vision to make them 

more relatable and easier to understand. We intend to fi nal-

ize our new philosophy and vision in 2018 and explain them 

clearly to both our employees and managerial ranks in Japan 

and overseas. By fostering an understanding of the new 

philosophy and vision, we will bring the Group even closer 

together going forward.
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An Increasing Number of Business Opportunities Right before Our Eyes

Realizing Genuine Growth with a Key Area of Focus on High Added Value

In the alcohol beverage and soft drink markets in Japan, a 

variety of factors including unseasonable weather and tax 

regulation revisions have had a negative short-term impact 

on business performance. In addition, if we consider the 

medium- to long-term impact of economic trends, popula-

tion movements, and other issues, the achievement of sus-

tainable growth going forward may seem diffi cult. However, 

by establishing a robust business foundation around the 

world, we will not only increase the number of global busi-

ness opportunities we will also be able to improve our com-

petitive edge in Japan through these new opportunities. We 

will smoothly incorporate a great deal of valuable skills and 

expertise from the newly added Europe business into our 

domestic businesses. They include the branding know-how 

these businesses have cultivated worldwide as well as their 

connections with distributors in each area of operation, 

negotiation techniques, procurement capabilities, and risk 

management and cash management expertise. In doing so, 

we will further enhance the competitive position of our three 

domestic businesses.

 When we take a look at the market from the perspective of 

a global beer manufacturer, we see that beers in the pre-

mium and super premium price ranges account for roughly 

40% of the entire global beer market, with an annual growth 

rate in the super premium market of nearly 5%. As the 

annual growth rate for the entire global beer market remains 

at just over 1%, it is likely that consumer demand for pre-

mium beers will increase even further if global economic 

conditions continue to gradually improve going forward. To 

capitalize on this opportunity, we aim to become a global 

premium beer manufacturer with a highly competitive edge 

as part of our overseas strategy. To this end, we are mapping 

out a course for growth that centers on a shift toward offering 

premium brands through cross-border sales and cultivation 

of Asahi Super Dry and other prominent brands. For the time 

being, we have decided to focus on countries and cities 

where the demand for premium brands is high and economic 

conditions are stable. While further reinforcing our relation-

ships with major distributors, we will promote marketing that 

emphasizes brand value going forward.

The Competitive Edge That Has Driven Growth over the Years

Confi dently Taking On Global Challenges Leveraging the Strengths 

We Have Developed through Our Solid Track Record

To address the intensifying price competition that has followed 

market contraction and defl ation, we have taken various 

steps. We became a comprehensive beverage manufacturer 

and have enhanced our brands’ equities through M&As and 

also have improved our cost competitiveness driven by 

generating integrated synergies. In doing so, we have 

achieved record profi ts for 17 consecutive years. To grow 

within a unique position as a truly global company over the 

next 50 to 100 years, we will further enhance the competitive 

edge we have cultivated over our history.

STRENGTHS

● Numerous leading brands in the categories including 
 beer-type beverages

●  High levels of profi tability in the Alcohol Beverages, Soft Drinks, 
and Food Businesses

●  Prominent network in Europe, Oceania, and Southeast Asia

●  Distinguished global premium brands and brand cultivation 
know-how

WEAKNESSES

●  Maturation of the alcohol beverage and soft drink markets due to 
the declining birthrate and aging population, among other factors

●  Continuation of fi erce competition in a defl ationary environment

● Increasing oligopolization by large global companies

●  Strengthening of various regulations on alcohols, sugars, 
and other raw materials

OPPORTUNITIES

●  Value variation in consumption behavior due to the exit from defl ation, 
the revision of tax regulations, and other factors

●  Continuation of high added value, including in health functional 
products and other categories

●  Growth in the premium and super premium beer markets

●  Increase in market entry opportunities due to factors including 
global restructuring

THREATS

●  Greater-than-expected market contraction resulting from factors 
including stagnating economic conditions and consumer spending

●  Deterioration of competitive environment due to tax regulation revisions

●  Slowdown in the economies and shift to premium brands in 
key regions in which the Group operates

●  Intensifi cation of competition due to the offensive approach 
by large global companies, among other factors

S W

O T

Major Strengths, Weaknesses, Opportunities, and Threats in Our Business Portfolio ● Domestic  ● Overseas 

PROFILE & COMMITMENT

Message from the CEO



15ASAHI GROUP INTEGRATED REPORT 2017

 Of these strengths, our corporate culture, high-quality 

brand development, cost competitiveness, and technologies 

and expertise provide us with an important competitive edge 

for driving future growth. As showcased by the launch of Asahi 

Super Dry, whose market share has dramatically increased over 

the years, the challenges and innovation we have continuously 

pursued since our founding and the sharing of Kando with our 

stakeholders have become rooted in our corporate culture and 

have provided us with the force to drive growth across the 

Group. In terms of our high-quality brand development, we 

have acquired the top share in a large number of product 

categories, including beer and clear, carbonated drinks, and 

this accomplishment refl ects our efforts to win over the 

competition by not just merely expanding our market share 

but also thoroughly pursuing high added value. The main 

feature of our cost competitiveness has been our realization 

of industry-leading productivity levels and the creation of 

cost synergies. In terms of productivity, at our breweries, for 

example, we have continued to achieve a nearly 100% rate 

of operation. In addition, we are realizing product transporta-

tion that uses an extremely small number of trucks and 

people for the beverage industry. Furthermore, we possess a 

great deal of technologies and expertise pertaining to beer 

yeasts and lactic acid bacteria. By providing unique value 

through the commercialization of such technologies and 

expertise, we will contribute to the resolution of social issues 

such as those adopted under the Sustainable Development 

Goals (SDGs).

 I mentioned previously that we are aiming to become a 

global premium beer manufacturer with a highly competitive 

edge. By constantly pursuing efforts to sharpen this competi-

tive edge, we will realize sustainable growth going forward.

Evolution of Governance

Accelerating the Pace of Decision Making to Bring About Appropriate Decisions

By entering the next stage, the range of risks that we will 

face going forward has become more expansive. Accordingly, 

we will clarify the risks we need to address as we continue to 

expand our business across the globe. We will also promptly 

revamp and rigorously enforce our governance structure and 

various governance-related policies. One major aspect of risk 

management is to make concerted efforts to ensure that 

potential risks never materialize, and we in management will 

work to further increase our level of risk sensitivity. Additionally, 

the responsibilities we have to society and the planet have 

become greater. For example, in terms of compliance, it is 

no longer enough to simply adhere to laws and regulations. 

Rather, it is becoming more important to respond to the 

needs of society, or in other words, enhance our social com-

patibility. In addition to the Company as a whole, every one 

of our employees should have a thorough and consistent 

awareness of the customs and social etiquette that differ by 

country and market, and this awareness should include 

maintaining accountability.

 In terms of decision making, we have entered a new 

stage in which we can no longer conduct management 

based only on our previous rules of thumb. In fact, there has 

been a rising number of instances in which the materials 

and documents we traditionally have used to make decisions 

are lacking in relevant content. What is important in this new 

stage is the ability to provide insight and observation with a 

high level of sensitivity. While directly observing collected 

data and various events to the greatest extent possible, we 

will make decisions based on the sensitivity we have culti-

vated through our experiences to date. In addition, repeat-

edly conducting decision making with an appropriate sense 

of speed will eventually allow us to reach the most appropri-

ate decisions. As we continue to enhance our insight and 

observation, we will further enhance the speed and the 

quality of our decision making. In February 2018, my posi-

tion changed from COO to CEO. With my role and responsi-

bilities pertaining to business supervision and execution now 

made clearer, I will work to accelerate the pace of our busi-

ness activities on a Group-wide basis.

Progress and Future Direction of the Medium-Term Management Policy

Further Enhancing Our Earning Power in Japan and Overseas

Our Medium-Term Management Policy, which was 

announced in 2016, presents guidelines for major indicators 

looking approximately three years into the future without 

setting fi xed quantitative targets. At the same time, based on 

the three key priorities of “strengthening of earning power,” 

“asset and capital effi ciency improvement,” and “reinforce-

ment of ESG initiatives,” we are taking on the challenge of 

further developing our management for corporate value 
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enhancement. In fi scal 2017, not only did we enhance the 

earning power of our three domestic businesses, we also 

achieved a solid performance in our Overseas Business 

centered on Europe. As a result, we saw increases in both 

revenue and profi t on a Group-wide basis that far exceeded 

our initial expectations.

 In the Alcohol Beverages Business, the market environ-

ment was more severe than expected due in part to the 

unseasonable weather during the high season and the rise in 

retail prices that followed the revisions to the Liquor Tax Act. 

Despite this development, we were able to secure profi t 

increases by enhancing our brand strength and cost competi-

tiveness through the acquisition of the top share in the new 

genre category as well as through efforts to curtail advertising 

and promotion expenses and other costs. Not only did the 

business’s core operating profi t margin excluding the liquor 

tax reach 21%, its EBITDA margin reached nearly 25%, 

which represents an industry-leading level compared with 

other major beer manufacturers around the globe. While we 

still face some issues in terms of our beer product mix, includ-

ing stagnating sales in the commercial-use product category, 

we will further improve the earning power of the Alcohol 

Beverages Business through the improvement of brand 

strength, the provision of new added value, and other efforts.

 In the Soft Drinks and Food Businesses, we reinforced 

our core brand equities and improved product mix through a 

variety of investment and marketing activities. In addition, 

the core operating profi t margin in both businesses reached 

an industry-leading level of over 10% thanks to the expan-

sion of integrated synergies. Going forward, we will continue 

to concentrate our management resources on the strength-

ening of our brands, with a particular focus on our core 

brands. In doing so, we will further enhance the earning 

power of these businesses in the same manner as our 

Alcohol Beverages Business.

 In our Overseas Business, we have been working to 

establish an engine for growth through the addition of the 

Europe business and efforts to cultivate brands in Oceania. 

Under the guidance of our highly motivated team of local 

managerial personnel, we have achieved fi nancial results 

that have exceeded our initial expectations. In Europe, we 

have improved our product mix centered on the premium 

brands of Peroni Nastro Azzurro and Pilsner Urquell, in 

addition to steadily promoting efforts to be more cost effi -

cient. We have also realized success in sharing values per-

taining to such matters as brand, production, and quality 

with the local managerial personnel, and these successes 

have become a major driving factor for growth. Moving 

forward, we will increase the ratio of premium beer products 

in each country while working to further expand our core 

brands, including Asahi Super Dry, in third countries. At the 

same time, we aim to realize an even greater increase in 

profi tability through such means as expanding sales of 

Peroni Nastro Azzurro and Pilsner Urquell in Asia and 

Oceania and leveraging synergies to improve overall

business effi ciency.

Synergy Creation

Developing and Expanding Our Premium Brands and Enhancing Our Cost Competitiveness

Here, I will provide a more detailed explanation of the syner-

gies being generated between our existing businesses and 

the Europe business. Regarding sales, we established a 

production system for Asahi Super Dry in Italy in 2017 and 

commenced sales of the brand in the United Kingdom, 

France, and Italy in January 2018. We intend to expand 

sales of Asahi Super Dry to the Netherlands and Hungary as 

well. In addition, we started the full-scale introduction of 

Peroni Nastro Azzurro and other premium European brands 

in Japan in April 2018. 

Approach and Guidelines for Key Indicators (up to Fiscal 2017)

Fiscal 2015 Business Performance Guidelines Looking Approximately Three Years into the Future Progress including Fiscal 2018 Forecasts

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

—

Core operating profi t ¥135.1 billion
Exiting businesses (CAGR in the high single digits) + 
Impact of new M&As

17.6% 
(6.6% for existing businesses alone)

EPS ¥166.3 CAGR of approx. 10% 23.1% 
(21.3% after adjustments)

ROE 8.8% Maintain and grow to around 10% or higher 11.9% 
(13.8% after adjustments)

Notes: 

1. The above indicators take into account the impact of the transition to IFRS at the end of fi scal 2016.

2. The calculation basis excludes special factors such as foreign exchange impact and one-off extraordinary items.
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 In Europe, Asahi Super Dry seems unlikely to contribute 

to business performance over the short term due to tempo-

rary negative factors such as the decline in the number

of stores handling the brand in the wake of revisions to 

business contracts, as well as the increase in marketing 

investments for the brand. However, we intend to boost 

Asahi Super Dry’s presence as a premium brand over the 

medium to long term. To this end, we are currently working 

closely with local staff to establish a brand development 

model for Asahi Super Dry that can be used as a global 

standard. We will make use of the past successes and 

branding know-how of Peroni Nastro Azzurro in countries 

that are not the home market of the brand like the U.K. and 

make efforts to establish Asahi Super Dry as a super pre-

mium brand, while retooling the ideal brand image and 

target customer base for the brand. We will also concentrate 

our investments in cities with strong demand for premium 

brands as we work to fi rst raise our brand evaluation and 

recognition in the commercial-use market. We will then 

expand our range of investments in accordance with each 

stage of brand development. Rather than developing a brand 

that pursues sheer sales volume, we will endeavor to main-

tain premium prices as we leverage our robust local sales 

networks to steadily establish our brands in the region.

 Meanwhile, for cost synergies, we will boost our cost com-

petitiveness through a variety of means, including not only 

optimizing our IT infrastructure and systems and supply chain 

management but also lowering procurement costs and 

making business processes more effi cient. By around the fi fth 

year since adding the Europe business to the Group, we will 

strive to generate cost synergies totaling over ¥10.0 billion.

ESG Initiatives and Future Direction

Creating New Business Value That Leverages Our Unique Technologies and Strengths

Turning to our ESG initiatives, we are placing emphasis on 

revising the targets and the direction of our initiatives we 

have established so that we can address the changes that 

have been occurring in light of the external needs that are 

becoming more diverse and complex. While we will 

announce the specifi c framework that we plan to employ in 

our next Medium-Term Management Policy, our overall goal 

is to become a corporate group that excels in its approach 

and performance regarding ESG initiatives. To do so, we will 

go beyond simply adhering to laws and regulations and work 

to globally address needs that have the same obligatory 

nature as laws and regulations in a similar manner as the 

Expanding Global Premium Brands through Cross-Selling
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Task Force on Climate-related Financial Disclosures (TCFD). 

In addition, with a focus on social issues, we are taking on 

the challenge of creating new business value that leverages 

our unique technologies and strengths, such as beer yeasts 

and lactic acid bacteria. We have already commenced initia-

tives in pursuit of this challenge, starting with the establish-

ment of an agricultural material business that uses yeast cell 

walls, in fi scal 2017. We have also begun to provide new 

health-related value through such products as Karada 

Calpis, Yasashi Misoshiru, and Lactwell. Meanwhile, we have 

begun moving forward with establishing new commitments 

and frameworks centered on the three fi elds of the 

environment, alcohol-related problems, and human rights. 

For example, in the fi eld of the environment, we have set 

new targets that aim to achieve a certain amount of CO2 

emission reductions by 2030 and by 2050 as part of our 

efforts to mitigate climate change. We are also incorporating 

global perspectives to strengthen our initiatives related to 

diversity, including our efforts to empower women in the 

workplace. Guided by these proactive ESG initiatives, we will 

evolve ourselves into a corporate group that can pass on the 

blessings of nature to the next generation and contribute to 

the future of society through our businesses.

Future Guidelines

Enacting Guidelines on a Rolling Basis with the Aim of Achieving Further Profi t Growth

In the Medium-Term Management Policy, we established 

guidelines to act as fl exible indicators to be used on a rolling 

basis in accordance with changes in the business environ-

ment. In regard to progress that includes the outlook for 

fi scal 2018, we anticipate that the CAGR for core operating 

profi t over the policy’s three-year period will reach over 17%, 

thanks to the addition of M&A impacts on organic growth. As 

a result, we forecast a CAGR for EPS after adjustments and 

ROE after adjustments, two of our major indicators, of 

around 21% and over 13%, respectively. Both of these 

results would surpass the initial guidelines we established. In 

addition, while generated cash fl ow has surpassed our initial 

guidelines, our net debt-to-equity ratio has increased over 

1.0 times due to large-scale investments for growth. 

However, we expect to see improvements in this ratio soon.

 In light of the solid progress we have made, we have rolled 

over our guidelines based on our business performance in 

fi scal 2017. In terms of revenue, we will continue to move 

forward with examinations for the stable growth of existing 

businesses, as well as further business restructuring and 

M&As from a medium- to long-term perspective. For core 

operating profi t and EPS after adjustments, in light of the 

increasing size and greater global nature of our business, we 

will give ourselves a little more leeway with an aim to realize a 

CAGR in the mid-to-high single-digit range. We also intend to 

maintain ROE after adjustments at the 13% level or higher.

 While we will make no changes to our basic fi nancial 

and cash fl ow policies, we will prioritize the use of free cash 

fl ow, including cash fl ow generated from asset sales, to 

strengthen our fi nancial position over the upcoming three 

years. As for shareholder returns, we will steadily increase 

dividends targeting a payout ratio of 30%. Meanwhile, we 

will boost our investment capacity through the prompt 

elimination of debt and move forward with examinations 

regarding such matters as bolt-on M&As to complement 

our current business portfolio.

The Foundation and Ideal Style of Management

Understanding That a Company Cannot Grow Unless Its Employees Grow as Well

“If I wasn’t hard, I wouldn’t be alive. If I couldn’t ever be 

gentle, I wouldn’t deserve to be alive.” This is a passage from 

a novel by author Raymond Chandler that I am very fond of. 

Whether within my work or my personal life, I keep this 

passage dear to me. While being “hard” is necessary for a 

person to survive by themselves and as part of a family, I 

believe there is no value in life if one cannot be “gentle” to 

his or her family and peers. This same line of thinking 

applies to corporations. Strengths such as technological and 

operational capabilities are essential for a company to realize 

growth and remain competitive. However, if those strengths 

are not met with gentleness toward employees in such forms 

as open communication and heartfelt guidance and support, 

then the existence of that company is meaningless. 

Employees are not chess pieces, they are the life of a 

corporation, and I believe that the foundation of management 

lies in the understanding that a company cannot grow unless 

its employees grow as well. In addition, I believe the ideal 

style of management involves people who do not simply give 

orders and provide oversight from the top down, but rather 

PROFILE & COMMITMENT

Message from the CEO



19

lead the way in carrying out a company’s mission and boldly 

take the first step in realizing a company’s future vision.

 Bolstering earning power is one of the most important issues 

for a company to tackle. As such, we are pursuing constructive 

dialogue with capital markets using our Medium-Term 

Management Policy as our engagement agenda. We are also 

promoting management that emphasizes such indicators as 

EPS and ROE and focuses on the provision of high added 

value. As a result, our valuation in terms of price-earnings ratio 

and enterprise value-to-EBITDA ratio has reached a level that 

ranks us among the major global players in the industry, and I 

feel expectations are being put upon us to grow not as a Japan-

based Asahi but rather a globally active Asahi. However, simply 

pursuing profits can often trigger reckless behavior and a fall 

into decline. To realize business expansion, it is imperative that 

we provide products that are needed by customers and society 

as a whole. Furthermore, to continue to operate a business that 

benefits from the blessings of nature, conserving the natural 

environment is a must. Our goal is therefore to continuously 

offer unique value to customers, society, and the planet and 

receive a profit in compensation for doing so. If we wish to 

improve our corporate value in a sustainable manner, I believe 

it is particularly important for us to constantly consider the 

meaning of our existence and simultaneously pursue both 

financial and social value.

 Accordingly, we must honor the commitments we have 

made not only to our shareholders and other investors but also 

to our customers, business partners, and the natural 

environment. However, as I cannot accomplish this task on my 

own, the growth of our employees is essential. The successes 

people achieve in their work represents a combination of their 

capabilities and efforts, and my personal theory is that the effort 

you put in is more important than the capabilities you have 

when it comes to realizing growth through your profession. We 

make concerted efforts to assign people with the right 

capabilities to the right posts based on their requests, 

regardless of their race, gender, religious affiliation, or 

nationality. At the same time, we strive to create a workplace 

where employees can accumulate a solid track record through 

their efforts with peace of mind, even while raising children or 

providing nursing care. In these ways, we strongly support the 

individual growth of our employees.

In Closing

Pursuing Our Dreams Together with Our Employees While Always Remaining Grateful

We take pride in the fact that the Group has established an 

overwhelming presence, obtaining nearly half of the share of 

the beer market in Japan. However, there was a time when we 

experienced extreme diffi culties in selling beer. No matter how 

much time passes or what stage of growth we enter, we will 

never forget to be grateful to our customers and business 

partners who supported us during those diffi cult times. As a 

member of senior management, it is my duty to ensure that this 

gratitude is passed down to the next generation as part of the 

Group’s DNA.

 Making the leap to becoming a Glocal Value Creation 

Company is an important dream I would like to share with our 

employees. Opportunities are not something that can be 

stored away for later. To not let our dreams be just dreams, I 

would like to lead by example—boldly taking on risks and 

actively pursuing new opportunities.

 We are a corporate group that has reached the next stage 

for growth and is taking on the challenge of becoming a 

Glocal Value Creation Company. Accordingly, I would like to 

ask our stakeholders for their continued support as we 

pursue this challenge.

June 2018

 Akiyoshi Koji

 President and Representative Director, CEO




