
Enhancing brand value through differentiation

MITSUYA CIDER and WILIKINSON, both with a history span-
ning over a century, are our two core brands in the carbonated 
beverage category which has a strong customer base around the 
world. We are strengthening R&D for these brands to invigorate 
the soft drink market. 

MITSUYA CIDER has been renewed to strengthen its essen-
tial value of “refreshing feel” and its lineup has been diversified 
with flavor variations and difference in carbonation level to suit 
the different tastes and needs of all generations. On the other 
hand, WILIKINSON enhanced its brand value of “intense and 
refreshing stimulation” as the top soda brand to capture chang-
ing consumer needs and create a new beverage scene. 

To help identify potential added values, we are also focusing 
on research into the various effects that carbonated drinks may 
have on people’s mind and body. Although we have previously 
received many feedbacks from customers noting that drinking 
soda or carbonated drinks have the effect of “making me feel 
refreshed” or “waking me up,” we had not been able to scientifi-
cally quantify those effects. To solve this problem, we verified the 

R&D aimed at further enhancing the brand value 
of carbonated drinks

impact of carbon-
ated drinks on 
human sensitivity 
through a joint 
research with 
Keio University 
using electroen-
cephalogram (EEG) signals analysis. Tests were conducted with 
a group of office workers working in Tokyo to measure and 
quantify their EEG signals while drinking three types of drinks 
(strongly carbonated soda, slightly carbonated soda, and water) 
in the office. The signal analysis results showed that “wakeful-
ness” of the brain was higher while drinking strongly carbonated 
soda than while drinking water. Moreover, the measurements 
showed that “concentration” was more heightened after drinking 
strongly carbonated soda than after drinking water. These 
results suggest that drinking strongly carbonated soda in the 
office has the effect of raising wakefulness while drinking and 
heightening concentration after drinking.

Research
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Products Research & Development Laboratory

We are working to enhance the brand value of our products, especially flagship 
brands, by developing robust technology that will differentiate us from compet-
itors and enhance the value of individual products. As a pioneer of the Japa-
nese soft drink business with a range of core brands including MITSUYA CI-
DER, first launched in 1884 as Mitsuya Hirano-Sui and long embraced by 
Japanese consumers, WILIKINSON launched in 1890 which was the first bev-
erage to use the term “tansan” (meaning carbonic acid) as a product name, 
“WILKINSON TANSAN”, CALPIS, first launched in 1919, Bireley’s distributed in 
Japan since 1951, Juroku-Cha launched in 1993 as the pioneer of the blended 
tea market, and WONDA launched in 1997 as the next generation of canned 
coffee, we are constantly pursuing innovation to develop delicious, lively, fun 
and healthy products and to further enhance our brand value. 

We develop new products to accommodate 
customer needs. We are also constantly re-
newing and improving our legacy brands to 
keep with the changing needs. Moreover, we 
proactively address the research noting not 
only physical health but also mental health 
to help our customers have wellness life.

Product development
We conduct research and evaluation on the 
sensory aspects (such as taste, aroma and 
color) of preproduction samples and fin-
ished products and apply the results in new 
product development by utilizing our unique 
system for sensory evaluation data man-
agement.

Commitment to deliciousness

We promote exchanges of information and 
technology among Group companies and 
affiliated companies to serve growth of the 
Asahi Group’s beverage business.

Supporting Asahi Group 
businesses worldwide
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