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Driving ongoing Group growth by leveraging 

strengths to expand global foundations for growth

•   Implement strategies for growth centered on brand  

reinforcement and development of existing businesses  

in Oceania, Southeast Asia, and other regions

•   Reform earning structures through means including 

expansion of integration synergies and restructure  

business portfolios by region

•   Acquire new foundations for growth by leveraging 

strengths originating in Japan, such as brand strength 

and cost competitiveness

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

Asahi Super Dry Overseas Sales Volumes
(Million cases) 
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 Business Environment (Opportunities and Risks)

The world’s alcohol beverage and non-alcohol beverage 

markets have been expanding overall, mainly in emerging 

countries, although there is some regional variation. The 

consumption habits and consumer values of various 

regions have diversifi ed in a manner similar to Japan based 

on the degree of economic growth seen in each region. We 

anticipate that demand will continue to shift to high-added-

value product categories, such as premium beer and soft 

drinks with function claims, and that this trend will be 

strongest among consumers in advanced countries.

 Looking at overseas regions where we have operations, 

the European market has matured overall, but demand has 

been growing for premium beer and fl avored beer. In 

Oceania, demand has continued to shift toward bottled water 

in the soft drinks category and imported beer in the alcohol 

beverages category. Meanwhile, demand for high-added-

value products is growing steadily in the soft drink markets of 

Southeast Asia and the beer market of China. Accordingly, 

we expect that the Asahi Group will see a widening range of 

opportunities for growth to be captured by using its strengths 

going forward.

 Medium-Term Management Policy (Key Priorities)

Considering the aforementioned opportunities and risks, 

our policy in the Overseas Business is to expand global 

foundations for growth that leverage our strengths in order 

to drive the Group’s ongoing growth.

 In Europe, we will build global foundations for growth as 

a highly competitive manufacturer of premium beer 

through growth strategies for improving sales mixes in local 

markets and the expansion of cross-selling initiatives 

between our three global premium beer brands.*

 In Oceania and other regions, we plan to pursue higher 

profi ts by strengthening and cultivating brands in response 

to structural changes in the market and by expanding 

integration synergies. We will also restructure our business 

portfolios by region, including Southeast Asia and China, 

and accelerate growth strategies that leverage our 

strengths.

 Moreover, we intend to leverage the strengths cultivated 

in Japan, such as our brand strength and cost competitive-

ness, to generate global synergies and transform the 

Overseas Business into a growth engine.

* Asahi Super Dry, Peroni Nastro Azzurro, and Pilsner Urquell

’06 ’09’08 ’11’10’07 ’13’12 ’14 ’15 ’16 ’17

180,000

120,000

150,000

60,000

90,000

30,000

0

8%

15%

62%

15%

’06 ’09’08 ’11’10’07 ’13’12 ’14 ’15 ’16 ’17

600,000

400,000

500,000

200,000

300,000

100,000

0

17%

21%

53%

9%

 Economy   Mainstream   Premium   Super premium

Source: Canadean

 Economy   Mainstream   Premium   Super premium

Source: Canadean

Global Market Scale and Composition (Volume)
(Thousand kl)  

Global Market Scale and Composition (Value)
(US$ million) 



74 BUSINESS STRATEGY & REVIEW

 2017 Results

In the Europe business, initiatives for increasing the equity 

of our core brands, namely Peroni Nastro Azzurro and 

Pilsner Urquell, were stepped up in Western Europe as well 

as in Central Europe. In addition, we established Asahi Super 

Dry production and sales systems in Europe along with other 

frameworks for generating synergies.

 In the Oceania business, we sought to strengthen core 

brands and generate synergies by leveraging Asahi Super 

Dry, Peroni Nastro Azzurro, and other Group brands in the 

growing markets for bottled water and premium beer.

 In the Southeast Asia business, we bolstered our lineups 

of WONDA and Calpis products in Malaysia. Meanwhile, we 

sought to grow sales volumes in the China business by 

enhancing proposal-based marketing activities pertaining to 

the Asahi Super Dry brand.

 As a result, revenue in the Overseas Business totaled 

¥621.1 billion, a massive increase of 148.1% year on year. Core 

operating profi t surged 434.0%, to ¥65.9 billion, due to the 

addition of profi ts from the newly acquired operations in Europe.

 2018 Targets

In 2018, our focus will include reinforcing growth portfolios 

and promoting premiumization in all businesses while 

expanding foundations for growth with the aim of becoming 

a highly competitive global player by generating synergies 

that exceed the boundaries between Group brands.

 In the Europe business, we will strive to improve sales 

mixes in local markets and expand into other countries in 

order to reinforce foundations for ongoing growth. At the same 

time, we will heighten the presence of Asahi Super Dry as a 

premium brand in the United Kingdom, France, and Italy.

 Efforts in businesses in Oceania and China will be 

geared toward augmenting the brand power of Asahi Super 

Dry and creating synergies by utilizing our European pre-

mium beer brands in these regions.

 The Southeast Asia business, meanwhile, will see us 

bolstering product lineups, particularly those of Group 

brands, and accelerating sales promotion activities.

 Through these initiatives, we are targeting growth of 

9.5% in revenue, to ¥697.5 billion, together with an 

increase of 37.2% in core operating profi t, to ¥92.0 billion, 

owing to higher sales, improved sales mixes, and the

creation of synergies.
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TOPICS 01

Cultivation of Imported Premium Beer Market in Australia

with Asahi Super Dry and Peroni Nastro Azzurro

Having launched both Asahi Super Dry and Peroni Nastro 

Azzurro in Australia, the Asahi Group is proceeding to 

expand its foundations for growth as a highly competitive, 

global manufacturer of premium beer.

 Asahi Super Dry was introduced in the Australian 

market in 1992, and we have since been increasing the 

presence of this brand in the premium beer market through 

extensive sales strategies focused on brand equity. The 

addition of Peroni Nastro Azzurro to our product portfolio 

has made it possible for the Group to advance sales strate-

gies that merge the value of these two prominent premium 

brand beers, one of which is from Asia while the other is 

from Europe.

 In 2017, Asahi Super Dry captured the No. 2 market 

share in the imported premium beer market on a monetary 

sales value basis while Peroni Nastro Azzurro claimed the 

No. 4 spot. These two premium brands will form the back-

bone of future efforts to boost the competitiveness of our 

product portfolio and thereby increase our presence in the 

premium beer market.

TOPICS 02

Contribution to Healthy Lifestyle Habits among Elementary School 

Students through Malaysian Dairy Product Business

In 2014, we acquired a dairy product business in Malaysia 

to develop alongside our existing soft drinks business in this 

country. This business brought with it Goodday, a milk 

brand with a history spanning more than half a century. 

This brand is central to our efforts to strengthen operating 

foundations in this business. Through such efforts, the 

Asahi Group has succeeded in developing its position as 

the No. 1 fresh milk brand in Malaysia by 

expanding its lineup beyond just plain milk 

to also include chocolate, strawberry, green 

tea, and other fl avored milk.

 As we develop these operations, we have 

also been utilizing the power of the Goodday 

brand to help foster health awareness, pri-

marily among elementary schools, through 

means such as encouraging habitual milk 

consumption.

 As part of these activities, we hold events 

through collaboration with Malaysia’s 

most-read educational magazine in which we seek to help 

encourage children to adopt healthy diets by explaining 

how milk is an excellent source of protein, calcium, and 

other nutrients that are vital to growing children.

 The Asahi Group will continue building upon the brand 

equity of Goodday as it engages in proactive initiatives for 

promoting health improvement, an issue that is garnering 

social attention.
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