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Since its founding, the Asahi Group has developed a wide variety of leading brands and product

categories in the fi elds of alcohol beverages, soft drinks, and food, guided by a corporate culture of 

taking on the challenge of innovation. After commencing the development of an authentic Japanese 

beer, the Group has worked to grow its areas of operation, including expanding into product categories 

such as whisky and soft drinks. Amid doing so, the Group has accumulated a history of taking on 

challenges in brand development.

 Currently, as the market in Japan matures, consumption preferences are becoming more diverse 

and the demand for products with added value is increasing. Under such circumstances, we are

leveraging the brand strength we have cultivated over the years to expand the development of products 

with high added value. In doing so, we are stepping up our efforts to play a key role in steering the 

industry toward value competition.

 Going forward, we aim to further solidify the profi t bases of our three domestic businesses and 

enhance our overall brand strength, including the strength of products from businesses we have 

acquired over the years. In this section, we introduce the efforts we are taking in each business to 

bolster brand strength.

Bolstering Our “Brand Strength”

to Position Our Domestic Profi t Base

as the Cornerstone of Earnings

Domestic
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In 2008, Asahi Breweries, Ltd. introduced Clear 

Asahi, a new genre brand with a “clean taste and a 

pure sharp fi nish with malt fl avor.” To develop this 

product, we started by adding spirits made from 

barley to a happoshu base and then fully leveraged 

our unique brewing techniques. In doing so, we cre-

ated a product with a brand-new taste in the new 

genre category. Since launching Clear Asahi, we have 

taken steps to enhance its brand equity, including 

improving its taste by revising the brewing process 

and the ratio of supplementary materials used as well 

as rolling out aggressive marketing activities.

 In 2013, we leveraged the brand assets of Clear 

Asahi to launch Clear Asahi Prime Rich, which com-

bines “record levels of richness”*1 with a “clear after-

taste.” This product represented the fi rst expansion of 

the Clear Asahi brand. In 2015, we launched Clear 

Asahi Toshitsu Zero,*2 which offers a “robust taste” 

with “carbohydrate-free*3 benefi ts.” In these ways, we 

have made concerted efforts to offer products with high 

added value that meet the needs of our customers. 

Through these efforts, the total sales volume of Clear 

Asahi brands in 2017 was a record 35.85 million 

cases, making it the No. 1 brand in the wheat-based 

new genre market for the second year in a row.

 By promoting such measures as enhancing our 

marketing strategies that leverage long-cultivated 

brand assets, we will work to further improve the value 

of Clear Asahi going forward.

*1  Highest concentration of original wort extract within the Company’s 

happoshu-based liqueur (effervescent) category

*2 Re-released as Clear Asahi Zeitaku Zero in February 2017

*3 Based on the Standard of Labeling Nutritional Data
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Calpis was created in 1919 as Japan’s fi rst lactic acid 

bacteria drink. Since adding Calpis to the Asahi Group 

in 2012, it has seen an increase in sales for fi ve con-

secutive years thanks to the synergies being gener-

ated with Asahi Soft Drinks Co., Ltd.

 To add to the mainstay products of Calpis and 

Calpis Water, we launched Karada Calpis, a food with 

function claims, in 2017. In these ways, we have been 

strengthening proposals for the value offered by lactic 

acid bacteria, which, through Calpis Co., Ltd., we 

have passed down and focused on for nearly 100 

years, including its unique taste and health benefi ts.

 In addition, by leveraging the expertise and tech-

nological capabilities we have cultivated through our 

many years of research on lactic acid bacteria, we 

have been increasing our presence in the healthy 

beverage market through the launch of products that 

draw on the benefi ts of lactic acid bacteria, such as 

Mamoru Hataraku Nyusankin and Todoku Tsuyosa-no 

Nyusankin. We have also launched Asahi Oishii Mizu 

Plus Calpis no Nyusankin and WONDA Nyusankin 

Coffee as products that collaborate with other core 

brands. With these efforts, we have been using the 

brand assets of the Group to enhance the generation 

of synergies.

 In 2019, the Calpis brand will celebrate its 100-

year anniversary. In honor of this occasion, we will 

work to further enhance our proposals for new value 

through such means as building on the healthy image 

created by our natural production methods for Calpis, 

which involve lactic acid bacteria and yeast fermenta-

tion, and generating an even greater number of syner-

gies that leverage brand assets.

Offering New Value by Leveraging the Brand Assets of Calpis
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Since its launch in 1996, MINTIA has offered not only a 

delicious and intense taste with just one tablet but also 

the convenience of having a highly portable container. 

These features have helped to contribute new value to 

the candy tablet market by allowing consumers to easily 

freshen their breath at any time and at any place.

 After MINTIA was added to the Asahi Group in 

2002, it has helped drive recent growth in the candy 

tablet market through the creation of various settings 

in which to enjoy the product, including the change to 

the current thin container and an expansion to the 

product lineup to include a wider variety of mint and 

fruit fl avors.

 In 2014, we launched MINTIA Breeze, a large 

tablet-type product that addresses the need for enjoy-

ing cool and comfortable sensations for longer periods 

of time. In 2017, we launched MINTIA Excare, which 

offers a cool and hydrating sensation that expands in 

the mouth. In these ways, we have been strengthen-

ing our proposals for new value without being satisfi ed 

with the status quo.

 As a result of these efforts, MINTIA has been 

realizing record sales for 17 years in a row, and since 

2005 it has boasted the highest sales volume in the 

candy tablet market.*

 Going forward, we will respond to lifestyle and 

other changes as we continue to propose new ways to 

enjoy MINTIA. In doing so, we will work to further 

improve the brand equity of MINTIA while also 

making efforts to invigorate the candy tablet market.

*  Source: INTAGE Food SRI, Candy (Candy Tablet Market), Nationwide 

(excluding Okinawa), Convenience Stores/Supermarkets/Drugstores, 

May 1, 2005–January 31, 2018; INTAGE Inc.
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