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In addition to the global premium brands of Peroni Nastro Azzurro and Pilsner Urquell, we also 

secured excellent human resources, who cultivated these brands, and an abundance of know-how 

through the acquisition of the Europe business. By combining the strengths of this business with our 

domestic alcohol beverages business, we will aim to enhance the presence of Asahi Super Dry as a 

 premium brand in Europe going forward. This section introduces the specifi c initiatives we are 

 undertaking to do so.

 We currently offer Asahi Super Dry in 70 countries around the world and have been taking steps to 

increase sales volumes primarily in South Korea, Oceania, and China. In 2017, overseas sales of Asahi 

Super Dry exceeded 10 million cases for the fi rst time ever. However, in Europe, despite our efforts to 

expand Asahi Super Dry through the outsourcing of manufacturing and sales to external business 

 partners, we were unable to suffi ciently establish the product as a premium brand in the region.

 Meanwhile, in the United Kingdom, Peroni Nastro Azzurro did not necessarily have strong brand 

value in the country when it was introduced. After the former SABMiller plc. acquired the brand, it 

has been fundamentally reinvented to enhance the brand equity steadily. In doing so, Peroni Nastro 

Azzurro was able to acquire the No. 1 position in the category of super premium products.

 By sharing know-how and best practices in this fashion, we have put in place a structure to manu-

facture Asahi Super Dry in Europe on our own. This allowed us to commence sales of Asahi Super Dry 

in Europe on our own initiative in January 2018.

Shifting toward New Premium Brands

for Asahi Super Dry in Europe
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We have adopted a shared target of consistently 

offering the value of the Asahi Super Dry brand to 

customers throughout the value chain by sharing 

and integrating the technologies and know-how 

cultivated by relevant personnel in each division in 

Japan and Europe. With this target, we have made 

collaborative efforts to rebuild the Asahi Super Dry 

brand after the acquisition of beer business in 

Western Europe.

 At the Padova Brewery in Italy, we have been com-

mitted to producing Asahi Super Dry with the same 

level of quality we offer in Japan. By sharing production 

processes and quality control methods different from 

those that were conventionally utilized at the plant and 

repeatedly carrying out experimental brewing, we were 

able to successfully produce unpasteurized Asahi 

Super Dry.

 From a marketing standpoint, we took steps to 

combine the brand value of Asahi Super Dry that we 

have cultivated in the Japanese market, where 

consumer standards tend to be extremely high, with 

the best practices of Peroni Nastro Azzurro. We also 

promoted efforts to redefi ne our brand value and 

revise our marketing activities in the region. In doing 

so, we established a foundation for expanding Asahi 

Super Dry as a premium brand in Europe.

 Going forward, we aim to utilize our robust sales 

network to expand our beer businesses in Western 

and Central Europe, building on our entry into Italy, 

the United Kingdom, and France in January 2018. In 

the future, we will make use of the best practices 

employed in Europe to expand into other regions in 

an effort to transform Asahi Super Dry into a truly 

global brand.

Building a Brand Cultivation Model 

Centered On “Premiumization”

Padova BreweryPPPP
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There are many aspects of the manufacturing and 

quality control processes used for Asahi Super Dry that 

differ from those used for local beers. While it took 

painstaking efforts to accomplish we were able to 

overcome a wide range of issues, thanks to everyone 

working toward the same goal—the local production

of Asahi Super Dry.

 We worked to identify issues throughout the entire 

process for producing Asahi Super Dry at the Padova 

Brewery, from procuring raw materials to shipping 

fi nished products, and tackled them one by one.

 Specifi cally, we passed on the necessary technolo-

gies to manage brewer’s yeast used to brew Asahi 

Super Dry and worked to improve the manufacturing 

environment for producing draft beer. In addition, we 

introduced new analytical technologies and equipment 

to manage important microbes in the quality control 

process. We also established new storage facilities for 

auxiliary materials used as raw ingredients. Through 

efforts such as these, we resolved all the necessary 

issues that we faced during the manufacturing process.

 Furthermore, as the fermenting and storage peri-

ods are longer for Asahi Super Dry than they are for 

locally produced beers, we faced operational issues in 

terms of production effi ciency. However, by fostering 

an understanding of the Asahi Group’s approach to 

quality with local employees and instilling in them a 

strong desire to accomplish shared goals, we were 

able to combine the technologies and know-how 

possessed by both the Group and the local staff at a 

pace much faster than we expected. This in turn 

enabled us to produce Asahi Super Dry with the same 

taste as that in Japan.

Mes
sa

ge  from Local Director

Asahi Super Dry embodies the real application of “purity” and “Karakuchi” in the brewing process, delivering the 

“dryness” fl avor profi le invented by Asahi Japan. Extensive collaboration among teams in Japan and Europe and 

additional investment at the Padova Brewery enabled us to become certifi ed to produce Asahi Super Dry unpas-

teurized with the same original recipe and ingredients as in Japan. We have gradually mastered the same taste of 

Asahi Super Dry as that produced in Japan, so much so that the two products cannot be differentiated in a sen-

sory evaluation. We have also introduced new equipment and working methodologies to ensure consistency in 

delivering high-quality products.

 We put exceptional emphasis on the resources in place for research and development, organization discipline, 

levels of professionalism, and product quality not only within the brewery’s premises but also at the point of sale. 

The production of Asahi Super Dry in Europe is exceeding expectations thanks to very similar corporate cultures 

where employees work energetically and collaboratively and with a real sense of partnership between Japanese 

and European teams. I truly appreciate everyone’s great contributions in realizing this achievement—the brewing 

of outstanding beer at Padova Brewery with the same quality standards as in Japan.

The local production of Asahi Super Dry is progressing at a much 

faster rate than anticipated.

Providing Asahi Super Dry with the Same Level 

of Quality as That in Japan

Roberto Cavalli

Group Supply Chain Director
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Mes
sa

ge  from Local Director

I believe that we have four fundamental competitive advantages at Asahi Europe Ltd. The fi rst is our very capable 

and committed people who expertly and seamlessly balance strategy and execution. Secondly, we have a truly 

differentiated, world-class premium brand portfolio. We believe in the power of our brands to win both individually 

and collectively. Our third competitive advantage lies in our ability to leverage great market insights; while our 

fourth advantage manifests in the fl awless execution of our strategies, delivered with uncommon speed and agility. 

We leveraged all four of these competitive advantages in relaunching Asahi Super Dry in Europe.

 Our vision is to replicate Asahi Super Dry’s success in Japan and become the “No. 1 Super Premium Beer in 

the World.” We believe the Karakuchi taste will be welcomed by European consumers who are very open to easy 

drinking styles. In Europe, our target consumers are the Enrichment Seekers: people who are worldly, cultured, 

forward-looking, and excited about the next adventure life has to offer. Our launch campaign invites target con-

sumers to experience the unique taste of Asahi Super Dry as it was intended to be experienced, brewed true to the 

high standards applied in Japan.

 Our colleagues at the Asahi Group are very committed to quality and innovation. I am very impressed by the 

respectful way that our Japanese colleagues conduct business. I am proud to be part of such a strong business 

that operates with impeccable integrity.

By combining the strengths accumulated by the Asahi 

Group and local employees over many years, we 

established a clear vision for the kind of brand equity 

we want Asahi Super Dry to offer and redefi ned our 

target customers. In doing so, rather than simply 

pursuing higher sales volumes, we totally revamped 

our marketing strategy with a focus on brand equity.

 Going forward, we will take steps to create a brand 

story that combines Asahi Super Dry’s functional 

value, meaning its reputation as a Japanese beer with 

outstanding levels of quality, with its emotional value, 

meaning its unique and differentiated quality of 

Karakuchi and its brand image that has been continu-

ously innovated. We will also link this brand story with 

the tastes of our target customers, primarily young 

adults who are constantly in search of newer and 

better things. In doing so, we will strengthen our 

efforts to promote the value of Asahi Super Dry as a 

premium brand.

 Additionally, to improve our capability to communi-

cate information both internally and externally with the 

aim of realizing the globalization of Asahi Super Dry, 

not only will we cultivate personnel to serve as brand 

advisors we will also pursue collaborations in Europe to 

create and enhance a global brand platform, which will 

include brand policies, brand cultivation models, and 

evaluation standards. In this way, we will strengthen 

our structure for global brand management.

Utilizing all of the management resources we possess, we will achieve 

success in expanding Asahi Super Dry in Europe.

Creating a Brand Story for the Shift

toward Becoming a Premium Brand

Gisela Rule

Global Brands Portfolio Director

Marketing
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