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Making Our Global Business Growth 

More Sustainable
The Asahi Group has adopted the reinforcement of ESG initiatives as one of the key priorities in 

its Medium-Term Management Policy. Through the acquisition of the new Europe business, the 

Group is now fully prepared to take on new challenges as a global player. However, these chal-

lenges mean that the Group now faces risks that it has never been exposed to before. 

Furthermore, as awareness toward social and environmental changes has been rising in recent 

years, the Group recognizes the need to reconsider the initiatives that it has thus far pursued to 

improve its social value. The Group is currently taking steps to revise the framework it has tradi-

tionally employed for promoting ESG initiatives. This section introduces examples of how the 

Group is starting to establish new frameworks for ESG initiatives as well as the efforts it is taking 

to monetize such initiatives.

The Direction of the Asahi Group’s New ESG Framework

Increasing the positive impact 

of our business

Reinforce efforts for value creation, or CSV, by leveraging unique 
Asahi strengths  P. 49

Eliminating the negative impact 

of our business

Promote an appropriate response to the various changes in the 
external environment on a global scale as part of our efforts in 
extensive risk management

 P. 52
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Strength 01 Strength 02 Strength 03

Contribute to the physical 

and mental health of all people 

by pursuing deliciousness of 

the highest quality

Contribute to the creation of a 

recycling-based society so that we 

can pass on an earth full of the 

blessings of nature into the future

Contribute to the creation and mainte-

nance of an enriched society brimming 

with health and vitality as a manufacturer 

that is engaged in the food industry

Steadily Creating 

New Business Value

Examples of 

Value Creation

01 Beer Yeast Cell Walls

02 Karada Calpis

Introducing Unique Strengths in 

Areas Where the Group Is Active

With a focus on social issues, we are working to create new businesses by fully leveraging Asahi’s uniqueness and competi-

tiveness. We are also pursuing CSR and CSV initiatives that will allow us to increase both our fi nancial and social value. 

Increasing the Positive Impact of Our Business 
— Creating Corporate Value Centered On Social Issues

Contribute to the SDGs to determine the kind of value we wish to 

provide in each materiality theme

Food and Health

People and SocietyThe Environment

Creating the Future of

 Deliciousness Using

 the Blessings of Nature

Biotechnologies cultivated 

through research on yeast and 

lactic acid bacteria

Strong portfolio of various prominent 

brands, including Asahi Super Dry

Ability to promptly create optimal 

systems for product production, 

management, and supply

Food 

and 

Health

The 

Environment

People 

and 

Society

The Asahi Group’s Materiality Assessment

Strategy for SustainabilityDomestic
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Ex
am

ples of Value Creation 01

By-product UtilizationBy-productsBeer Brewing

Making Our Global Business Growth More Sustainable

The Asahi Group has been focusing its efforts 

on harnessing the ability of beer yeast cell 

walls, a by-product of the beer brewing process, 

to boost the immunity of plants. Since 2004, the 

Group has been engaged in the development of a 

new agricultural material. This material helps reduce 

the use of agricultural chemicals and chemical

fertilizers, which ensures safety and security. It also 

provides various benefi ts, including enhancing plant 

quality and improving soil conditions. In addition,

it helps increase crop yields and reduce greenhouse 

gas emissions per harvested volume of crops. To 

resolve the various social issues pertaining to agricul-

ture through our business, we established Asahi Bio 

Cycle Co., Ltd. in 2017. We are currently collaborating 

with stakeholders involved in agriculture, forestry, and 

landscape architecture to create innovative technolo-

gies and new value in such ways as revitalizing aban-

doned farmland, which has become a social issue.

 The idea behind the development of this agricul-

tural material started from a livestock farmer who 

realized that giving his livestock feed that used beer 

yeast helped them grow stronger and faster. Beer 

yeast alone does not dissolve easily in water, which 

means it is diffi cult for plants to absorb. However, as 

a result of our repeated research, we developed a 

unique technology that breaks down the cell walls of 

beer yeast to the corpuscular level by placing them 

under high temperature and pressure, resulting in 

the creation of a new agricultural material. When 

testing this material on tomatoes, rice plants, and 

other agricultural produce, we verifi ed that it allowed 

roots to grow at a surprisingly fast rate and made the 

produce more resistant to diseases. Accordingly, this 

material succeeds in both reducing the amount of 

agrochemicals used and increasing the amount of 

produce harvested.

 In addition to the agricultural industry, this mate-

rial is now being used at nearly one-third of the golf 

courses in Japan—a feat accomplished only one year 

after the establishment of Asahi Bio Cycle—as it is 

extremely useful in maintaining the quality of grass. 

While limiting the use of agrochemicals, this material 

can grow lush, green grass with fi rm roots that is 

perfect for playing golf on in as little as 10 days.

 Going forward, Asahi Bio Cycle will work to 

develop sales channels for this material in not only 

Japan but also Southeast Asia, North America, and 

other overseas regions. By leveraging this agricultural 

material, which makes use of the growing potential of 

beer yeast cell walls, we will contribute to the realiza-

tion of a safe and secure food supply and the promo-

tion of environmentally friendly agriculture.

Making Full Use of By-products from the Beer Brewing Process

EBIOS tablets

Agricultural 
materials

Fertilizers

FeedMalt feed

Diatomaceous 

earth

SeasoningsYeast extract

Making full use 

of by-products

Various 

by-products 

of the brewing 

process

Surplus yeasts
Beer yeast 
cell walls

Expanding the Global Potential of Beer Yeast 

Cell Walls

Strategic Focus
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ples of Value Creation 02

Initial
plans

2017 2018

2,500

1,500

1,000

500

2,000

0

(Forecast)

Position of Karada Calpis among Health Drinks

Enjoy whenever, wherever (reduce body fat)

Unsweetened type Sweet type

Enjoy with a meal (curtail fat absorption)

Green tea drinks

Blended tea drinks Colas

Karada Calpis

Promoting and maintaining health is a trend 

garnering signifi cant social attention. In 

response to this trend, Asahi Soft Drinks Co., 

Ltd. is promoting the Asahi Soft Drinks Health 

Challenge! program, which aims to improve people’s 

physical and mental health through beverages. As a 

part of this project, the company launched Karada 

Calpis in April 2017.

 Karada Calpis is a beverage that uses lactic acid 

bacteria, which the Asahi Group has spent many 

years researching through the Calpis soft drink. Lactic 

acid bacteria can take on a wide variety of forms and 

has many potential health benefi ts. For the develop-

ment of Karada Calpis, we selected a type of lactic 

acid bacteria that has the ability to break down body 

fat—for which there is signifi cant latent demand—

and spent nearly 10 years working to commercialize 

it. Over the course of 2017, we sold approximately 

two million cases of Karada Calpis, achieving results 

that greatly surpassed our expectations. In light of 

this, we recognize that there is a major need for a 

product that helps break down body fat.

 In 2018, we have set a target to increase the sales 

volume of Karada Calpis by 10% year on year, with 

the overall aim of achieving a sales volume of more 

than three million cases over the medium to long 

term. To this end, we will make concerted efforts to 

promote the various benefi ts of lactic acid bacteria, 

such as its ability to break down body fat. At the same 

time, we intend to leverage the brand strength of 

Calpis to its full potential. Drawing on the relatively 

unknown fat-reducing benefi ts of Calpis, a sweet and 

sour soft drink that many consumers are familiar with, 

we will promote Calpis as a health promotion 

approach that people can incorporate in their daily 

lives in a convenient and fun manner.

Karada Calpis —Breaking Down Body Fat

with Lactic Acid Bacteria

Under the Asahi Soft Drinks 

Health Challenge! program,

 we are holding various events 

that include the distribution of 

Karada Calpis samples, semi-

nars on improving eating habits, and health checkups. 

In addition, we are working with local governments across 

Japan to contribute to the resolution of health-related 

issues through our well-known soft drink products.

Sales Volume of Karada Calpis
(Thousand cases)

The Asahi 

Soft Drinks 

Health Challenge! 

program

Strategy for SustainabilityOverseasDomestic

1,500

2,000

2,200



52 OUR BLUEPRINT

Making Our Global Business Growth More Sustainable

Eliminating the Negative Impact of Our Business
— Further Strengthening Our Global Risk Management

With its global expansion, the Asahi Group is becoming exposed to an increasing number of risks, and the Group must 

now determine how to deal with these risks. To this end, the Group is working to make its global risk management 

more sophisticated as it transitions to a corporate group that contributes to the future on a global stage.

Activity areas Major CSR themes KPIs

Food and 

Health

Responsible Drinking
Distribute over 35,000 copies of educational tools for primary school students throughout 2017 to contribute 
to the prevention of underage drinking

Food Safety and Reliability Achieve an average score of 90 points or higher (out of a total of 100 points) on 2017 customer questionnaires*1

Health and Nutrition Engage in dialogue with over 100,000 participants in 2017 through Wakodo Nutrition Consultations

The 

Environment

Climate Change

Establish medium- to long-term environmental targets consistent with scientifi c knowledge within 2017Recycling-based Society

Biodiversity

People and 

Society

Human Resource 
Development and Diversity

Achieve the targets for the ratio of female managers set at each major Group company

Healthy and Affl uent Society
In keeping with the policy of the 1% Club established by Keidanren (Japan Business Federation), pledge 
to spend around 1% of core operating profi t on social contribution activities

Sustainable Water Resources Establish medium- to long-term environmental targets consistent with scientifi c knowledge within 2017

Sustainable Supply Chains Engage in direct dialogue with 13 suppliers within 2017, based on the fi ndings of the Supplier CSR Survey undertaken in 2015

Major Points of 

the UK Modern Slavery Act

●  Companies must submit a state-
ment on human rights (with regard 
to forced labor and human traffi ck-
ing) each year

●  The above statement must be 
approved by the board of directors 
of each company

●  The statement should be disclosed 
in an easy-to-fi nd location on a 
company’s corporate website

●  The Act requires companies to 
disclose a statement, but it does 
not require them to take steps to 
eradicate slavery

Promoting Responsible Drinking from a Global Perspective

As a corporate group that centers 

on alcohol beverages, we are well 

aware of the serious negative 

impact caused by the inappropriate use of alcohol. 

In order for individuals, families, and communities 

to enjoy healthy, enriched lifestyles, we have sys-

tematically and continuously made efforts to 

promote appropriate drinking habits. We also 

employ a unique bottom-up structure in which 

each organization and offi ce actively responds to 

the wide range of alcohol-related issues based on a 

high awareness of compliance.

 To realize sustainable growth on a global stage 

going forward, we understand the increasing need 

Promoting Labor Practices That Emphasize Respect for Human Rights

The expectations that society places 

on corporations in terms of their 

approach to human rights issues 

such as the risk of modern slavery continue to 

change over time. Even countries or raw materials 

that are currently deemed to be low risk may 

become high risk in the future. The Asahi Group 

recognizes the importance of continuously disclos-

ing the initiatives it is pursuing in a manner that is 

highly transparent while constantly giving consider-

ation to current social conditions. As part of this 

recognition, we used our commitment to the UK 

Modern Slavery Act in 2017 as an opportunity to 

analyze the risk of modern slavery at our factories 

and throughout the entire supply chain. Going 

forward, we will utilize the results of this analysis to 

identify potential risks related to modern slavery.

Major CSR Themes and KPIs (Results and Targets)

*1 This questionnaire is for certain customers who have submitted comments on the products of Asahi Breweries, Ltd.
*2 The 13 suppliers visited include suppliers that were the targets of the Supplier CSR Survey implemented in 2016.

Strategic Focus
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2050 (target)

Set standards that can compete 

on a global level

Aim for zero CO2 

emissions

We are thoroughly examining the establishment of new materiality themes and KPIs in consideration of important factors for realizing sustainable growth 

for the Asahi Group. We intend to announce these new materiality themes and KPIs in 2019.

Fiscal 2017 results Fiscal 2018 targets

Distributed 72,264 copies of educational tools
Aim to distribute over 35,000 educational tools and make use of feedback on said tools in 
activities going forward

Achieved a score of 94.2, continuing a tradition of being highly evaluated by 
customers

Aim to continue to achieve an average of 90 points or higher on these questionnaires

Engaged in dialogue with 96,000 participants, expanding our target audience from 
young children to also include senior citizens

Aim to engage in dialogue with 100,000 participants through these consultations

Unable to establish targets during 2017 as it took a considerable amount of time 
to plan initiatives to pursue going forward in light of future energy policies in 
response to the Paris Agreement and Japan’s medium- to long-term CO2 targets, 
as well as technological trends and the advancement of social infrastructure. In 
regard to climate change, “Asahi CARBON ZERO” was announced in April 2018, 
which lays out medium- to long-term targets.

Formulate a new environmental vision during 2018 and release it in 2019

Increased ratio of female managers and made steady progress toward achieving 
our targets, including appointing women as CEOs at two Group companies

Continue efforts to achieve the targets for the ratio of female managers set at each major 
Group company

Devoted ¥1.3 billion to social contribution activities
Continue to spend around 1% of core operating profi t on social contribution activities, in 
keeping with the policy of the 1% Club

Unable to establish targets during 2017 as it took a considerable amount of time 
to plan initiatives to pursue going forward

Formulate a new environmental vision during 2018 and release it in 2019

Visited 13 suppliers*2 and verifi ed survey answers through direct dialogue
Report the results of the Supplier CSR Survey, which will be carried out again in 2018, to the 
individual companies that submitted responses

Scope 1

Burning of 

fossil fuels

Scope 2

Purchased 

electricity and heat

•  Utilize recoverable heat such 

as steam

•  Utilize cold energy in such ways as 

filling cans at room temperature

•  Introduce cogeneration equipment

•  Convert fuel

Taking On Challenges under “Asahi CARBON ZERO”

in Response to Climate Change

The Asahi Group has implemented 

a broad range of measures to 

address issues related to climate change through 

its business. However, with the establishment of 

international targets such as the SDGs and COP21 

(Paris Agreement), we have formulated the new 

policy “Asahi CARBON ZERO,” which lays out 

targets for reducing CO2 emissions by 2030 and 

again by 2050. Under “Asahi CARBON ZERO,” we 

have voluntarily established targets to gradually 

reduce the CO2 emissions that are caused by our 

business activities using 2015 as a base year for 

reference, with the ultimate goal of achieving zero 

CO2 emissions by 2050. To realize these targets 

amid our continued global expansion, we will 

actively promote efforts to further conserve energy 

and utilize renewable energy sources. In addition, 

we will undertake initiatives across our entire value 

chain, including containers and packaging, distri-

bution, and product sales.

for us to initiate a global response to alcohol-related 

risks. We therefore intend to formulate a global 

commitment to addressing these risks in 2018. 

While leveraging the knowledge we have gained 

through our efforts to encourage appropriate drink-

ing habits, we will work to eliminate the issues 

caused by inappropriate alcohol use in all areas in 

which we operate.

Medium- to Long-Term Targets for Reducing CO2 Emissions

Efforts to Achieve Our Targets

Scope 3

1. Reduce CO2 emissions 
related to containers and 
packaging

 • Reduce weight

 •  Make use of low-

carbon materials

2. Reduce CO2 emissions 

related to distribution

 • Pursue a modal shift

 •  Promote collaborative 

delivery

 

3. Reduce CO2 emissions 
related to product sales

 •  Enhance energy 

efficiency of vending 

machines and 

automatic servers

4. Reduce CO2 emissions 

related to raw materials

 •  Collaborate with 

suppliers to achieve 

reductions

2015

Base year for 

annual 

emission 

amounts

2030 (target)

CO2 emission amount compared 

with 2015

Scope 1 and 2  30% reduction

 (challenge target)

Scope 3  30% reduction

 (monitoring target)

Strategy for SustainabilityOverseasDomestic




