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Realizing profitable growth through  

the establishment of a differentiated position  

as the Group’s second business pillar

•  Establish a distinctive, prominent position centered  

on reinforcement of the brand strength of core products

• Offer higher value in response to health-conscious  

consumers and propose new value through innovation

• Reform the earning structure through such means as  

the maximization of integration synergies, sales channel  

and container mix improvement, and SKU reduction

Revenue and Core Operating Profit Margin
(¥ billion) (%)

Japan’s Beverage Market by Category
(Million cases) 

 Revenue (Left)   Core operating profit margin (Right)  Carbonated drinks   Vegetable and fruit drinks   RTD coffee  

 RTD tea   Sports drinks and energy drinks   Lactic acid bacteria drinks  

 Mineral water  Other soft drinks

Source: Inryo Soken

Revenue by Category in 2017
(%)

Market Share by Company in 2017
(%)

 Carbonated drinks   RTD coffee   Lactic acid bacteria drinks

 RTD tea   Mineral water   Fruit juices   Other soft drinks

 Asahi   Company A   Company B   Company C 

 Company D   Others

SOFT DRINKS

DISCUSSION POINTS  
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 Business Environment (Opportunities and Risks)

The Japanese soft drinks market has recorded compound 

average annual growth of around 1% over the past fi ve years, 

and we do not expect signifi cant growth in sales volumes 

going forward. Conversely, the sugar-free tea and carbonated 

beverage markets have been growing against a backdrop of 

rising consumer health consciousness and concerns for food 

safety and reliability. Furthermore, the healthy beverage 

market including foods with function claims is expanding, 

and we anticipated a widening range of opportunities for 

growth to be achieved through the provision of high-added-

value products in such product categories.

 There is a risk that competition will intensify in the 

Japanese soft drinks market due to the substantial 

number of large beverage manufacturers. However, the 

entire industry is currently shifting toward value competi-

tion that emphasizes profi tability. Furthermore, as sales in 

each product category are becoming increasingly concen-

trated in a few top brands, we will also need to seek 

opportunities for growth through alliances and collabora-

tion within the industry.

 Medium-Term Management Policy (Key Priorities)

In light of these opportunities and risks, we aim to realize 

profi table growth in the Soft Drinks Business by establish-

ing a differentiated position. We intend to avoid succumb-

ing to price competition by focusing solely on our market 

share. We will thus seek to establish a unique, prominent 

position centered on the brand development capabilities we 

have cultivated, including those pertaining to our leading 

clear carbonated drink brand Mitsuya Cider. At the same 

time, we aim to demonstrate strengths with respect to 

health functionality. To this end, we will take on the chal-

lenges of offering high added value including foods with 

function claims and creating innovation by leveraging lactic 

acid bacteria technology.

 Moreover, we will strive to establish a robust profi t struc-

ture by maximizing integration synergies through the con-

struction of optimal production and logistics systems, 

improving our sales channels and container mix, and 

reducing stock keeping units (SKUs).

 Cans   Large PET bottles   Small PET bottles   Bottles 

 Paper and other materials

Source: Inryo Soken

 Vending machines   Convenience stores   Supermarkets   Others

Source: Inryo Soken
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 2017 Results

In our core brands, we improved our brand equities by 

launching Mitsuya Shinshibori products using clear fruit 

juice, releasing Asahi Juroku-cha Gotochi Sozai Blend made 

with local ingredients from seven regions of Japan, and 

expanding our lineup of WONDA Kiwami canned coffees 

produced under the supervision of a venerable coffee shop. 

At the same time, we utilized our brand assets to propose 

new product value through means such as releasing Asahi 

Oishii Mizu Plus Calpis no Nyusankin Sparkling, which com-

bines sparkling spring water with Calpis lactic acid bacteria.

 In the health function domain, we sought to strengthen 

our market presence with the release of Karada Calpis, a 

food with function claims that incorporates proprietary 

lactic acid bacteria.

 As a result, revenue in the Soft Drinks Business was 

¥374.5 billion, up 2.9% year on year. Core operating profi t 

came to ¥38.3 billion, an increase of 18.5%, due to higher 

sales as well as more benefi cial product sales and con-

tainer mixes and improved capacity utilization stemming 

from efforts to build optimal production systems.

 2018 Targets

In 2018, we will strive to achieve growth through product 

lineup enhancements while also reforming earning structures. 

Initiatives to this end will include concentrating the allocation 

of management resources on core brands and marketing 

high-added-value products in the health function domain.

 Accordingly, we will proceed with the improvement of 

our brand equity, placing emphasis on high-added-value 

products as we strengthen our lineup of products proposing 

new value in core brands such as Mitsuya Cider, WONDA, 

and Calpis and expand lineups of health-oriented products 

that take advantage of proprietary technologies.

 As a result of the above initiatives, we forecast revenue in 

the Soft Drinks Business of ¥369.7 billion, a decrease of 

1.3% year on year. This decrease will largely be the result of 

the sale of LB Co., Ltd., the impacts of which will outweigh 

the benefi ts of higher sales of core brand products. Core 

operating profi t, meanwhile, is projected to be ¥38.9 billion, 

an increase of 1.5%, due to an improved sales mix in con-

junction with a rise in sales of high-added-value products as 

well as the construction of optimal production and logistics 

systems through reviews spanning the entire supply chain.
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(Left)  Mitsuya   Wilkinson   WONDA   Juroku-cha   Oishii Mizu   Calpis

(Right)  Composition of 6 core brands in total sales

Mitsuya 
Shinshibori

Mitsuya Green 
Sparkling Water

WONDA Kiwami

WONDA
Tea Coffee

Cafelatte Hojicha

Asahi Oishii Mizu 
Plus Calpis no 

Nyusankin Sparkling

Wilkinson Dry

Karada Calpis

Koime no Calpis

sahi Oishii MizWONDA Ki i

Soft Drinks

Sales Volumes by 6 Core Brands and Composition of 6 Core Brands 

in Total Sales
(Million cases) (%)

Wilkinson Brand Sales Volumes
(Million cases) 
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TOPICS 01

Wilkinson Brand Products Become No. 1 in Carbonated Water Sales*1

Sales of Wilkinson brand products have continued to grow for 

10 years since 2008, and sales volumes today are 10 times 

higher than in 2008, demonstrating how these products have 

been driving recent growth in the carbonated water market. In 

2017, we sold 19.9 million boxes of Wilkinson brand products, 

an increase of 22% over the previous year.

 In 2011, we proposed a new style of drinking carbon-

ated water, specifi cally the style of direct consumption, 

when we began offering Wilkinson brand products in 500 ml 

PET bottles, and this style has since become commonplace. 

In the years that followed, we continued to propose new 

drinking opportunities to the sugar-free carbonated water 

market, which has been expanding on the back of 

increased health consciousness. For example, we bolstered 

our Wilkinson fl avor line with the releases of Wilkinson 

Tansan Lemon and Wilkinson Tansan Dry, among others, 

and commenced sales of Wilkinson Ginger Ale and 

Wilkinson Tonic, both of which are used as mixers in alco-

hol drinks, in PET bottles.

 Looking ahead, we will continue to heighten the pres-

ence of Wilkinson as a full-fl edged carbonated beverage 

brand offering an unparalleled bite. At the same time, we 

will seek to build upon the unique value of this brand 

exemplifi ed in the slogan “stronger bite” while also expand-

ing the brand’s consumer base.

*1  INTAGE Beverage SRI, Carbonated Water (Including Sparkling Water), 

Nationwide, Convenience Stores/Supermarkets/Drugstores, January 1–

December 31, 2017; INTAGE Inc.

TOPICS 02

Calpis-Derived Lactic Acid Bacteria Science Series

The Asahi Group has begun branding products borne out 

of research utilizing its strengths in lactic acid bacteria 

technologies as the Calpis-Derived Lactic Acid Bacteria 

Science Series.

 Through this new approach, we will solicit the undis-

puted sense of healthiness and reliable taste created 

through years of research while also accelerating efforts 

aimed at increasing our brand recognition and presence in 

the functional lactic acid bacteria drink market.

 Furthermore, we are supporting the health promotion 

initiatives of municipal governments and companies 

through means such as providing samples of Calpis-

Derived Lactic Acid Bacteria Science Series products as 

part of the Asahi Soft Drinks Health Challenge!*2 program.

 Through these efforts, we have been able to steadily 

expand our operations in the ever-growing lactic acid bacte-

ria product market, leading to a year-on-year increase of 

15% in sales volumes of these products in 2017.

 We view increasing health-related demand among 

customers as representing an opportunity to grow. To better 

capitalize on this demand, we aim to improve our brand 

equity by fully utilizing our lactic acid bacteria technologies 

and research achievements to contribute to the resolution 

of social issues pertaining to health.

*2  Program combining the perspectives of health and community partnership 

that is aimed at supporting the resolution of issues faced by communities and 

companies

Mamoru Hataraku 
Nyusankin

Todoku Tsuyosa no 
Nyusankin 100

(Foods with function claims)

Ameal Yasashi 
Hakkonyu Shitate

(Foods with function claims)

Calpis-Derived Lactic Acid Bacteria

Science Series




