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当社のOne Asahi戦略

現在のマクロ環境と業績

オセアニア事業に関するアップデート

東南・南アジア事業に関するアップデート

今後の展望と総括



OUR ONE ASAHI 

STRATEGY

当社のOne Asahi戦略



ASAHI BEVERAGES IS LED BY AN EXPERIENCED EXECUTIVE TEAM.
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Chief People &

Corporate Affairs Officer

People & Corporate 
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Effie Markopoulos
Chief Legal

Officer

Legal

John Tortora
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Officer

Procurement

Adrian Benson
Chief Supply
Chain Officer

Supply Chain

Asahi Beverages APAC CEO

Amanda Sellers
Group CEO

Brian Phan
Chief Commercial Officer – 

Australia & New Zealand

Inter-Group Alliance

Kazushi Tosa
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Operating Regions

Søren Ravn
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South-East Asia
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Asahi Beveragesは、豊富な経験を有する経営陣が率いている



OUR ONE ASAHI STRATEGY CONNECTS OUR MULTI-BEVERAGE AMBITION WITH THE STRATEGIC CHOICES WE ARE 

MAKING TO DELIVER SUSTAINABLE GROWTH AND SHAREHOLDER VALUE.

passion ownership people-centricity togetherness

Revenue & 
Business 

Income Growth

Customer & 
Market Growth

Returned on 
Invested 
Capital

Sustainability
Safe &

Engaged
Team

Multi-Beverage 
Portfolio of 

Iconic Brands

Innovation
& Growth 
Mindset

Easy to
do Business 

with

Mutual
Value

Creation

Leading
Scale & 

Efficiency

Our
Talented 
People & 
Culture

CONSUMER CUSTOMER ORGANISATION

Delight Consumers
with a Winning Portfolio

Superior Customer 
Value Proposition

Organisation
Capability & Reach

Be the leader in creating shared moments
full of life with great taste

Make
the world

shine through
genuine connections Our Purpose

Our Vision

Our Strategic Pillars

Our Advantage

Our Objectives

Our Values

Delivering on our ambition to create a 
differentiated competitive advantage via 

regional multi-beverage leadership
戦略柱：APACにおけるマルチビバレッジ
リーダーシップを通じた競争優位の確立

Our differentiated enablers that create our 
competitive advantage

優位性：当社の競争優位を支える差別化要因

Delivering growth & shareholder value
目標：成長と株主価値の創出
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当社のOne Asahi戦略は、マルチビバレッジ企業を目指す当社の目標と、持続的な成長および株主価値の創出に向けた戦略的な選択を結びつける



WE ARE WELL POSITIONED TO DRIVE GROWTH AS A REGIONAL MULTI-BEVERAGE SUPPLIER OF CHOICE. 

Our Multi-beverage Ambition

Consumer
“The optimal beverages portfolio 

with brands that Consumers love”

Customer
“Market leading Customer reach and 

value proposition”

Organisation
“Make, sell and move our beverages 

in the most efficient, safest, 
responsible and sustainable way”

Asahi APAC’s Position

~A$5.5bn revenue across 
our APAC customer base

Leading positions in the 
beverage categories that 

matter

Superior customer reach 
with the ability to provide a 

great value proposition 

Leading scale and 
organisational capability

~6,400 Talented employees (APAC)

50+ Breweries, Manufacturing 
Plants & Regional Distribution 
Centres (APAC)

#1 in Alcohol (Oceania)

#2 in Non-alcohol (Oceania)

24 countries where we have 
coverage across APAC
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当社は、展開地域において顧客から選ばれるマルチビバレッジ・サプライヤーとして、成長を推進する強固なポジションを確立している

消費者に愛されるブランドを揃えた最適なポートフォリオ

業界をリードする顧客リーチと価値提案力

最も効率的、安全かつ責任ある持続可能な製造・販売・流通

重点カテゴリーにおける確固たるポジション

優れた顧客リーチと高い価値提案力

業界をリードする事業規模と組織力



OUR INTEGRATED VALUE CREATION MODEL COMPOUNDS GROWTH AND RETURNS – ENABLING REINVESTMENT INTO 

FUTURE OPPORTUNITIES TO FUND THE NEXT WAVE OF GROWTH.  
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Note: 1. Return on Invested Capital. 

How we 
Create 
Value

Leading 
Positions

Superior 
Reach and 

Scale

Customer 
growth and 
cross-sell

Productivity

Margin and 
ROIC1 growth

Each step connects: Our leading positions and reach together drive customer growth and productivity; both compound into 
margin and ROIC expansion – enabling returns to be reinvested into future growth (including regional expansion)

• Our leading positions in key beverage 
categories that matter, including the #1 and #2 
positions across Alc and Non-Alc in Oceania

• Our proven ability to scale new brands 
successfully through deep category and market 
expertise

• Our national reach across Oceania, with 
access to over ~51,000 customer outlets, both in 
capital cities and in growing regional hubs

• Our scale enables faster national innovation 
scaling of new brands

Our leading positions and superior reach supports: 

• Our ability to provide a unique value proposition 
to customers to drive total portfolio growth

• One commercial conversation entailing our 
multi-beverage portfolio, supporting greater 
cross-sell opportunities

Our scale enables: 

• Investment in a more efficient manufacturing 
network, driving fixed cost leverage 

• Our ability to have multi-beverage deliveries, 
creating scale and supporting low unit-costs 

• Better trade-investment productivity across 
our customer base

• Mix management and falling unit costs 
compounds into margin expansion 

• Capital deployed behind capacity that 
demand has already earned

• Strong cash conversion funds reinvestment 
and returns above the cost of capital

当社の統合的な価値創造モデルは、成長とリターンの継続的な拡大をもたらし、将来の成長機会への再投資を可能にすることで、次なる成長につなげていく

各ステップは相互に連動：強固な市場ポジションと顧客リーチが、顧客の成長と生産性向上を促進し、利益率・ROICの向上を通じて、地域拡大を含む将来の成長への再投資につながる

ミックス改善と単位コスト低減による利益率向上

需要が既に確立した分野への設備投資

高いキャッシュ創出力による再投資と資本コストを
上回るリターン

効率的な製造ネットワークへの投資による固定費効率
の向上

マルチビバレッジ配送による規模の拡大と単位コスト
低減

顧客基盤全体での販促投資の生産性向上

価値創造の仕組み

主導的な地位

優れた顧客リーチと
事業規模

顧客成長とクロスセル

生産性向上
事業規模を活かした新ブランドの迅速な全国展開

利益率・ROIC向上

マルチビバレッジの一体提案によるクロスセル機会拡大

オセアニア全域で51,000の顧客接点を有する幅広いリーチ

独自の価値提案による顧客のポートフォリオ成長支援

主要カテゴリーで主導的な地位を確立

市場知見を活かした新ブランドの成長力



EACH OF OUR REGIONS PLAYS A DISTINCT STRATEGIC ROLE IN DRIVING GROWTH ACROSS ASIA PACIFIC.

Oceania: Compounding value from leading 
positions, portfolio expansion and productivity

South, Central, South-East Asia:
Geographic Expansion

Unlock our full, multi-beverage potential to drive 
growth across Oceania

Grow SCSEA1 to become a scaled regional multi-
beverage platform by 2035

Focus:

Delivering 

sustainable profit 

growth while 

harnessing our scale

Focus:

Growing our participation 

in key beverage profit 

pools across SCSEA

Strategic Positioning of our Regions

Growth Areas

Winning in 
priority 

categories and 
profit pools to 

accelerate 
growth

Growing with 
customers 

through a 
differentiated 

multi-beverage 
proposition

Building the 
capabilities 
and scale to 

unlock 
sustainable 

growth

Notes: 1. South, Central, and South-East Asia. 
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各地域がそれぞれの戦略的役割を担い、アジア・パシフィック全体の成長を牽引している

オセアニア：主導的な地位、ポートフォリオ拡大、生産性向上による価値の継続的拡大 東南・南アジア：地域展開の拡大

マルチビバレッジの可能性を最大限に引き出し、オセアニアの成長を推進 2035年までに東南・南アジアを地域のマルチビバレッジプラットフォームへ拡大

重点カテゴリー・収益
領域での競争力強化

マルチビバレッジ提案に
よる顧客とともに成長

持続的成長に向けた
基盤強化

重点領域：事業規模を活かした
持続的な利益成長

重点領域：東南・南アジアの主要収益
領域での事業拡大



WHILE OCEANIA PROVIDES ATTRACTIVE PREMIUMISATION OPPORTUNITIES, OUR OPERATING REGION IN SCSEA OFFERS 

SIGNIFICANT OPPORTUNITY FOR FUTURE REGIONAL EXPANSION.  

Note: 1. SCSEA refers to South, Central and South-East Asia; full list of countries not shown above.
Note 2: Oceania alcohol consumption (litres of pure alcohol, OECD Health Statistics 2025) per annum among adults (legal drinking age).
Sources: Internal analysis, OECD, Central banks of the respective countries, World Meter, World Bank, ABS, Stats NZ, Bain & NIQ APAC Consumer Product Report. 

Key APAC Operating Regions 
Growth across the SCSEA region1 is 
expected to remain robust, with the 

strongest growth forecasted in Southeast 
Asia and India

Oceania provides attractive premiumisation 
opportunities, with high GDP per capita and one 

of the highest per capita consumption of 
Alcohol globally

High GDP per capita 

AU ~A$91k and NZ ~A$69k GDP per capita; 
AU is above the OECD average of ~A$72k.

High Alcohol consumption per capita 
relative to OECD averages 

AU 10.5L and NZ 8.2L of alcohol per adult 
p.a., versus an OECD average of 8.5L.2

Long-term premiumisation remains the 
main trend

Craft % of the Beer market: ANZ 11% vs 
Asia Pacific average of 3-4% (estimated).Australia

Population: ~28m

New Zealand
Population: ~5m

A much larger, younger population base 
driving consumption

2.9bn people, 35% of the world, at a 
median age of 27 versus 50 in Japan and 45 

in Europe

Continued high growth expected to be focussed 
on Southeast Asia and India

GDP growth of ~7% in India and ~4% across 
ASEAN-5, versus ~2% in Australia

Rising incomes turning that scale into 
beverage demand

Income growth of ~6% in Vietnam and 
~6% in India, on a base of 1.5bn people in 

India and ~280m in Indonesia

India
Population: ~1.5bn

Indonesia, 
Malaysia & 
Singapore

Population: ~320m

Philippines
Population: ~110m

Vietnam
Population: ~100m

9

オセアニアではプレミアム化に成長機会がある一方、東南・南アジアでは地域展開のさらなる拡大に大きな成長機会がある

東南・南アジア¹地域は今後も堅調な成長が見込まれ、
特に東南アジアとインドで高い成長を見込む

オセアニアは、一人当たりGDPと酒類消費量が世界でも高く、
プレミアム化に大きな成長機会

若年層を中心とする大規模な人口が消費を牽引

東南アジア・インドを中心に高成長が継続

所得上昇が飲料需要の拡大を牽引

高水準の一人当たりGDP

OECD平均を上回る一人当たり酒類消費量

プレミアム化が長期的な主要トレンド



CURRENT MACRO 

ENVIRONMENT AND 

PERFORMANCE 
現在のマクロ環境と業績



OCEANIA MACRO CONDITIONS REMAIN CONSTRAINED BUT RESILIENT, WITH BEER GROWTH IN LOW SINGLE DIGITS 

ON A VALUE-BASIS AND GROWTH CONTINUING ACROSS RTD AND NON-ALCOHOLIC CATEGORIES.

While interest rates across Oceania are restrictive, overall 
macro-economic conditions across Oceania remain resilient

Source: RBA, ABS, RBNZ, Stats NZ, Internal analysis using available data.

Oceania Macro-Economic and Category Environment Update

While the timing of market recovery remains externally driven, our portfolio, customer and productivity initiatives are designed to 
deliver performance through the cycle and position Oceania to outperform as conditions improve
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Oceania SCSEA

Within Oceania, inflation has been trending upward since 2025 
(AU: 3.8%, NZ: 4.1%, as of June 2026), above target bands (2-3%)

Following a steady rise in inflation, interest rates in AU have 
increased (AU: 4.35%, NZ: 2.75%, as of early Sep 2026)

GDP is expected to moderate due to macro headwinds (AU: 
2.1%, NZ: 1.7%, as of June 2026); however, economic 
conditions remain resilient

Beer growth in low single digits on a value-basis; Growth in RTDs 
and Non-Alc has been robust

Beer growth in low single digits on a value-basis (AU: ~0% to 
~1% yoy, value MAT to June 2026)

Growth in RTDs has remained resilient (AU: ~3% yoy, value MAT 
to June 2026)

Growth in Non-Alc has remained robust (AU: ~6% yoy, value 
MAT to June 2026) 

オセアニアのマクロ環境は厳しいながらも堅調で、ビールは金額ベースで1桁台前半の成長、RTD・飲料カテゴリーも成長が継続している

オセアニアでは金利が景気抑制的な水準にある一方、マクロ経済環境は総じて底堅い ビールは金額ベースで1桁台前半の成長、RTD・飲料は堅調な成長が継続

オセアニアでは2025年以降、インフレ率は上昇傾向にあり、
目標レンジ（2～3%）を上回っている

インフレ率の継続的な上昇を受け、豪州では金利が上昇

マクロ環境の逆風によりGDP成長は鈍化する見込みも、経済環境は引き続き堅調

ビールは金額ベースで1桁台前半の成長

RTDは引き続き堅調に成長

飲料は引き続き堅調に成長

市場回復のタイミングは外部環境に左右されるものの、ポートフォリオ・顧客・生産性の各施策により、景気サイクルを通じた業績向上を図り、
市場の改善局面においてオセアニア事業の市場を上回る成長を目指す

オセアニアのマクロ経済環境 酒類・飲料市場の環境



GROWTH ACROSS THE SCSEA REGION REMAINS ROBUST, DRIVEN BY STIMULATORY MEASURES, RISING AFFLUENCE, 

AND GROWING LOCAL INCOMES. GROWTH IN BEVERAGES HAS REMAINED SOLID.

GDP Growth
Annual Change (%)1

Growth has been robust across SCSEA, with the 
strongest growth experienced in Southeast Asia & India

Central Bank Rate
Percentage (%)

Interest rates across SCSEA have been 
reduced over the past year to stimulate growth 

2.8

1.3

1.0

4.5

5.3

3.0

1.6

1.8

4.5

5.5

Malaysia

Singapore

Thailand

Vietnam

India

-0.3 ppts

-0.3 ppts

-0.8 ppts

0 ppts

-0.3 ppts

Last (Jun-26) Previous Year (Jun-25)

Note: 1. Based on latest reference (March 2026). 2. SCSEA 2025 beverages volume data estimated using GlobalData, Euromonitor, and internal analysis.
Source: Central banks of the respective countries, GlobalData, Euromonitor, Internal analysis. 

SCSEA Macro-Economic and Category Environment Update

Association of 
Southeast 

Asian Nations
~4%

India  
~7%
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Despite global macro headwinds, the SCSEA region remains central to global economic growth driven by broad-based, affluence-led growth

Oceania SCSEA

Category Growth 
Annual Change (%)2

Beverages are seeing continued growth, with a 
shift to Alcohol, driven by rising affluence and 

growing local incomes

Beer volume growth remains robust 
(Vietnam: ~2% yoy, Thailand: ~4% yoy, 
India: ~8% yoy), driven by rising affluence 
and growing local incomes

Soft Drink volume continues to remain 
resilient, with consistent year-on-year 
growth (Malaysia: ~1% yoy, Singapore: 
~2 % yoy)

東南・南アジア地域は、景気刺激策、生活水準の向上、所得増加を背景に堅調な成長が継続。飲料市場も堅調に成長。

東南・南アジアでは、成長促進に向け
過去1年間に金利を引き下げ

東南・南アジア全体で堅調な成長が続き、
特に東南アジア・インドが高成長 生活水準の向上と所得増加を背景に

飲料市場は成長、酒類へのシフトも見られる

生活水準の向上と所得増加を背景に、
ビール販売数量は堅調に成長

飲料の販売数量は底堅く、前年比で安定成長が継続

世界的なマクロ環境の逆風にもかかわらず、東南・南アジア地域は幅広い層の生活水準向上を背景に、世界経済の成長を引き続き牽引



APAC DELIVERED A RESILIENT FIRST HALF WITH CORE OPERATING PROFIT BROADLY IN LINE WITH THE PRIOR YEAR.
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REVENUE

+0.7%

$3,706m

CORE OPERATING PROFIT

(0.2)%

$397m

REVENUE EX. EXCISE

(0.5)%

$2,519m

Core Operating Profit broadly in line with prior year despite challenging trading conditions 
across the region and the impacts of the Middle East conflict

YoY YoY YoY

APACは、上期において堅調な業績を達成し、事業利益は前年同期と概ね同水準となった

地域全体における厳しい事業環境や中東紛争の影響にもかかわらず、事業利益は前年同期と概ね同水準となった

売上収益 売上収益（酒税抜き） 事業利益



WE HAVE DELIVERED STRONG EXECUTION AGAINST OUR STRATEGIC AGENDA IN APAC OVER THE PAST 12 MONTHS.

Our One Asahi Strategy – Key APAC Wins and Progress
The optimal beverages portfolio 

with brands that consumers love
Market leading customer reach 

and value proposition
Leading scale and organisational 

capability

Expansion of AU Non-Alc Portfolio in 
On Premise and Away From Home 
outlets (more than 1 in every 3 of our 

outlets are multi-beverage)

Great Northern #1 
value share position

Balter rated a 
Top 3 craft 
brand in AU

Grown share in 
Energy through 

continued Solo 
momentum (AU)

Key examples:
Progressing build of our Large 

Automated Distribution Centres 
on the Australian Eastern Seaboard

Notes: 1. Endeavour Group. 2. Metcash Food Supplier Awards 2026. 3. Employee Value Proposition. 4. Malaysia Society for Occupational Safety and Health. 

Carlton Dry 3.5% 
successful NPD 

growth & delivery

Driving premiumisation 
of our key brands through 

delivering innovative 
propositions at a 

national scale
Launched Asahi Super Dry 

Nama Jokki in Thailand (Oct 
2025), available exclusively 
at 5,000 premium 7-eleven 

outlets nationwide 

EDG1 Supplier Excellence 
Awards – Exclusive 

Product of the Year (Hard 
Rated Lemon & Mango)

APAC PepsiCo 
Bottler of the Year

Overall Supplier 
of the Year2

Best New Product 
Launch (Solo Energy)

Asahi Malaysia awarded the 
2025 MSOSH4 Gold Class 

award, highlighting our 
commitment to safety, 

compliance, and culture 

Unlocking 
benefits for our 

people and 
organisation

Relocation of our 
regional headquarters 

to enable greater 
collaboration and an 

improved EVP3

Transition to a single Oceania 
commercial & growth team to 

unlock multi-bev opportunities  

Launched 250ml slim 
line cans for our 
CSD range in AU, 

increasing penetration 
of single serve

Targeted initiatives 
to drive mutual 

growth with 
customers and 

unlock value for 
consumers

Progressed delivery of 
key supply chain 

investments to support 
our long-term growth 

ambitions
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Our investments will enable delivery to our growth ambitions and APAC efficiency target (2025 to 2027) of A$70m or more

Launched the 5uper Dry 
After 5 platform in 

Singapore to drive after-
work consumption 

occasions & strengthen 
consumer engagement

当社は過去12カ月にわたり、APACでは戦略的な取り組みを着実に実行してきた

消費者に愛されるブランドを揃えた最適なポートフォリオ 業界をリードする顧客リーチと価値提案力 業界をリードする事業規模と組織力

実行力とブランド力による
ビールのリーダーシップ維持

主要ブランドの
プレミアム化推進

Sustained beer category 
leadership through 

strong execution and 
brand relevance

これらの投資を通じて、当社の成長目標の達成と、APAC収益構造改革（2025～2027年、A$70m以上）の実現を目指す

イノベーションと隣接領域
への展開による成長機会拡大

New innovation and 
expansion into adjacent 

categories to capture 
incremental growth 

opportunities

Continued to strengthen 
our partnership 

effectiveness with key 
customers, with multiple 

customer award 
recognitions

主要顧客との連携強化・顧客表彰受賞

Enabled greater portfolio 
cross-sell and expansion 

of multi-beverage 
accounts

クロスセル拡大と
マルチビバレッジ顧客の拡大

顧客との相互成長と消費者価値の創出

長期成長に向けた主要サプライ
チェーン投資の推進

Unified our 
organisational design to 

enhance customer 
centricity and simplify our 

business
顧客志向の強化に向けた
組織体制の統合・簡素化

人材・組織にもたらす
効果の最大化



OCEANIA BUSINESS 

UPDATE

オセアニア事業に関するアップデート



WE ARE WELL PLACED TO MEET CONSUMER’S NEEDS WITH LEADING POSITIONS IN KEY BEVERAGE CATEGORIES. 

Premium Spirits 
incl. Japanese 

Whiskey#1 Beer 
in AU

#1 driver of beer 
value growth 

(AU)

Largest Premium 
International 

portfolio in AU

#1 Better
for You

Beer (AU)

#1 Cider Brand
Somersby over

30% Market 
Share (AU)

#1 Light RTD (AU)

#1 Ginger Beer 
Brand (AU)

NZ’s #1 Light 
RTD SKU

#1 Iced Tea 
Brand in both 

AU and NZ

#1
New Energy
Brand (AU)

#1 Taste 
Preference vs. 

Full Sugar
Coca Cola (AU) 

#1 Volume
& Value No 

Sugar Orange 
Soft Drink (AU)

#1
Volume &

Value Lemon 
Soft Drink

#1 Mainstream 
Cordial (AU)

#1 Mainstream Sport 
Electrolyte Water 

(AU)

#1 Global Sports 
Drink

Premium 
Espresso brand 

in AU and NZ

#1 Tap Beer
VIC

Source: IRI Scan data and internal analysis – based on H1 2026 data.

Optimal Beverages 
Portfolio

Customer Reach and 
Value Proposition

Organisational Scale 
and Capability
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Top 3 craft 
brand in AU

当社は、主要カテゴリーで主導的な地位を確立しており、消費者ニーズに応える強固な基盤を有している



WE HAVE STRENGTHENED OUR MARKET POSITION, WHILE HAVING GROWN SHARE IN NEW SEGMENTS (E.G., ENERGY).

Source: Internal analysis, values through to MAT June 2026.

AU Total RTD Share Expansion

Continued Portfolio Premiumisation

AU Energy Category Share Expansion

AU PepsiCo Portfolio Growth

2.1%

Brand S (Market Leader) Solo Energy

Share(%)

~26%

Value Share of Energy Market

Launched
Q2-25 

Accelerated innovation across 
key brands including Hard 

Rated, Vodka Cruiser and Asahi 
Zeitaku Shibori

Comp 1 Comp 2 Comp 3

1.25x

Asahi RTD market share vs. 
our closest competitors

Premiumisation across our AU Portfolio (RSV/L)

2021 2022 2023 2024 2025

+52%

PepsiCo Brands Retail Sales Value

+14%
+38%

+193%

Asahi vs. Core 
Beer

Balter vs. Core 
Beer

Energy vs. Asahi 
Core CSDs
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Successful expansion 
into new categories to 
capture incremental 

growth opportunities – 
with significant further 
upside (vs the market 

leader)

Growth is being managed for value, with premiumisation, pack-price architecture, and channel mix designed to convert category 
momentum into sustainable portfolio profit growth

当社は市場ポジションを強化するとともに、エナジーなどの新たなセグメントでもシェアを拡大している

プレミアム化、商品・価格設計、チャネルミックスを通じて、カテゴリーの成長を持続的な利益成長につなげ、価値を重視した成長を推進

Hard Rated、Vodka Cruiser、Asahi 
Zeitaku Shiboriなど主要ブランドの

イノベーション加速
新規カテゴリーへの展開
による成長機会の獲得。
エナジーは市場リーダー
対比で高い成長余地を有

する。



WE REMAIN FOCUSED ON DELIVERING GROWTH THROUGH THREE KEY LEVERS – ENHANCING OUR EXISTING BRAND 

PROPOSITIONS, PREMIUMISING OUR PORTFOLIO, AND UNLOCKING WHITE SPACE.

Focus Areas

Delight Consumers with a Winning Portfolio

• Accelerate iconic brands with new and on trend 
expressions; unlocking equity & multi-beverage 
opportunities.

• Deliver consistent multi-category growth with 
focused innovation choices & partnerships. 

Enhance the Core
Sustain share by enriching the Core

• Leverage premium shopper missions such as 
celebration, gifting, with meals and wellbeing.

• Drive elevated drinking occasions through 
premium RTD innovation and differentiated beer 
experiences.

Drive Premiumisation
Drive value through price, mix & quality

• Amplify big bets that capitalise on emerging 
trends and pursuing growth in adjacent 
categories where we do not currently have 
meaningful positions (e.g., Energy).

Unlock White Space
Penetrate new occasions & recruit consumers

Vision

Example Key 

Brands
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Strong portfolio of well-recognised brands Proven ability to execute at scale to win 
shoppers and occasions

Proven ability to scale new brands 
successfully through deep market expertise

We hold a portfolio of highly recognisable multi-beverage brands across Oceania, anchored by scale, strong execution and 
the ability to drive growth across existing and new categories

Why are we well positioned?

当社は既存ブランドの価値提案強化、ポートフォリオのプレミアム化、未開拓領域の開拓という3つの主要な成長ドライバーに引き続き注力している

オセアニアでは、高い認知度を誇るマルチビバレッジ・ブランドのポートフォリオを有し、事業規模と高い実行力を基盤に、既存・新規カテゴリー双方で成長を推進している

高い認知度を誇る強力なブランドポートフォリオ 事業規模を活かした高い実行力 市場知見を活かした新ブランドの成長力

主力ブランドの成長加速とマルチビバレッジ機会の拡大

イノベーション・提携による複数カテゴリーの持続的成長

お祝い・ギフト・食事等のプレミアム需要の取り込み

プレミアムRTD・ビールによる高付加価値な飲用機会の創出

新トレンドの取り込みと隣接カテゴリーへの展開加速

コア事業の強化によるシェア維持 価格・ミックス・品質向上によるプレミアム化の推進 新たな飲用機会の創出と顧客層の拡大

魅力的なポートフォリオで消費者の期待に応える



OUR CUSTOMER REACH HAS EXPANDED ACROSS BOTH LICENSED AND UNLICENSED CHANNELS; WE NOW SERVICE 

~51,000 OUTLETS ACROSS AUSTRALIA AND NEW ZEALAND.

Total of ~44,000 outlets 
across licensed and unlicensed 

channels

Australia New Zealand

Total of ~7,000 outlets 
across licensed and unlicensed 

channels

Source: Internal analysis – based on H1 2026 data.
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How reach augments our economics

Faster national 
innovation scaling

Greater portfolio 
cross-sell

Higher delivery 
density Lower cost to serve Stronger customer 

planning

Better trade-
investment 
productivity

当社の顧客リーチは酒類・飲料の両チャネルに拡大しており、現在では豪州とNZの約51,000店舗にサービスを提供している

全国規模の
イノベーション加速

ポートフォリオの
クロスセル拡大

配送効率の向上 サービス提供コストの低減 顧客プランニングの強化 販促投資の生産性向上

顧客リーチ拡大による経済効果



WE ARE GROWING OUR REACH ACROSS CUSTOMERS TO WIN THE MOMENTS THAT MATTER AND MAXIMISE THE 

VALUE OF BEVERAGE OCCASIONS. 

AMBITION

How do we 
want to grow?

CUSTOMER 
VALUE 
PROPOSITION

Why are we 
well 
positioned?

Grow 

REACH.

Underpinned by our end-to-end commercial and customer experience capabilities

A beverage for 
the moments 

that matter 

We offer a leading 
multi-beverage portfolio across 

Beer, RTD and Non-Alcohol, 
aligned to high-value 

consumption occasions.

The experience & 
expertise to grow your 

business 

We combine category strategies 
with deep channel and 

customer knowledge to deliver 
effective joint business plans at 

scale.

Your strategic 
partner in growing 

beverages

We support customers to grow 
beverage categories through 

disciplined category strategies, 
strong portfolios and insight-led 

ranging.

A seamless end-
to end customer 

experience 

Our national supply chain and 
service model deliver reliable 

availability, high service levels 
and ease of doing business.

Grow

MOMENTS.
Grow 

VALUE. 

How can ASAHI BEVERAGES unlock profitable growth in the beverage category?

Win new customers 
& unlock availability

Create more occasions, drive traffic & 
convert more missions 

Create mutual value, by making every 
dollar go further
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当社は顧客リーチを拡大し、重要な飲用機会を捉えることで、飲料カテゴリーの価値最大化を図っている

新規顧客の獲得による顧客リーチの拡大 飲用機会の創出による購買機会の拡大 顧客とともに創出する価値の最大化

飲料事業の成長を支える
戦略的パートナー

重要なシーンに最適な飲料提案 事業成長を支える知見と専門性 シームレスな顧客体験の提供

一貫した営業・顧客対応力が、これらを支える

規律あるカテゴリー戦略、強力な
ポートフォリオ、インサイトに基づく
品揃えを通じて顧客の飲料事業の

成長を支援

ビール、RTD、飲料の幅広いマルチビ
バレッジ・ポートフォリオを通じて、

高付加価値な飲用機会に対応

カテゴリー戦略とチャネル・顧客への
深い理解を組み合わせ、大規模で効果

的な共同事業計画を推進

全国規模のサプライチェーンとサービ
ス体制により、安定供給、高水準の
サービス、取引の利便性を実現

どのような成長を目指すか？

なぜ当社が優位なポジション
にあるのか？

飲料カテゴリーで、いかに収益性の高い成長を実現するか？



Key Commercial Focus Areas

Grow 

REACH.

Grow 

MOMENTS.

Grow 

VALUE.
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当社はさらなるリーチ、飲用シーン、価値の拡大に向け、実行力の強化と顧客とのパートナーシップ深化に引き続き注力している

Driving key customer
resigns & acquisition 

across Away From 
Home & On Premise
外食・業務用の主要

顧客の契約更新・新規獲得

Growing Non-Alc 
impulse (Major Retail & 

Independents)
大手・独立系リテールの

飲料事業の成長

Cross-sell of our 
Non-Alc Portfolio 
飲料のクロスセル拡大

Growth in E-Comm 
presence (retail and 

online delivery) Best in class content High Visibility

Targeted recruitment Omni-Channel

Eコマースでのプレゼンス拡大
（リテール・オンライン

デリバリー）

Signing long-term 
JBPs with customers &

strategic partners 
(e.g., PepsiCo)

顧客・戦略的パートナーとの
長期JBPの締結（例：PepsiCo）

Driving improved 
promotional efficiency 

and ROI across key Retail 
channels

主要リテールチャネルにおける
販促効率・ROIの向上

Tap optimisation in On 
Premise (algorithmic 

range recommendations 
including venue specific 

guidance)
業務用チャネルにおける
タップ構成の最適化

Winning key occasions 
(Key Selling Weeks, 

seasonal activations, 
‘With Meal’ pairings)

重要な飲用機会の取り込み

Continuing to strengthen 
our execution 

effectiveness through 
close partnering with 

key customers Close partnering with customers to 
launch Solo Energy in market主要顧客との緊密な連携による

実行力のさらなる強化

Progressing our 
customer 

transformation agenda

Implementation of a simplified, 
integrated customer platform

顧客戦略の変革を推進



WE HAVE LEADING SCALE AND EFFICIENCY – UNDERPINNED BY OUR ONE ASAHI CAPABILITY AND CULTURE.
ONE ASAHIに基づく組織力と企業文化に支えられた、業界をリードする事業規模と効率性を有している

Invest in One Supply Chain 
to enable our commercial ambitions
営業戦略の実現に向けたOne Supply Chainへの投資

Progress a Digital Core
to create strong business foundations

強固な事業基盤を支えるデジタル基盤の高度化

Harness One People and Corporate 
Affairs Foundation

One Peopleおよびコーポレート機能基盤の強化

Create leading scale, efficiency, and value – underpinned by our talented people & culture
優秀な人材と企業文化を基盤に、規模・効率性・価値創造力を強化  

Our 

Objective

Organisation 

Focus Areas

Example 

Priorities

• Deliver key initiatives towards creating One 
Supply Chain across Oceania that enables 
delivery of our commercial ambition
オセアニアにおけるOne Supply Chain構築を推進

• Create sustained value through procurement 
initiatives that will offset cost base growth 
over our medium-term horizon 調達施策によるコ

スト上昇の吸収と価値創出 

• Adopt focused technology investment 
which leverages AI to accelerate future 
growth and develop differentiated 
capabilities
AI投資による成長加速と差別化能力の構築

• Modernise, consolidate & secure our 
technology backbone which provides a 
scalable foundation for the future 技術基盤

の近代化・統合・強化による拡張性の高い基盤構築

• Underpinning our growth ambitions is our 
approach to building a  “One Asahi“ culture 
of safety & wellbeing, diversity and 
sustainability, along with the critical 
capabilities required to deliver our 
ambition 安全・ウェルビーイング、多様性・サ
ステナビリティ重視のOne Asahiカルチャー醸成と、
戦略実現に必要なケイパビリティ強化を推進

SAFE & WELL
安全とウェルビーイング

COLLECTIVE STRENGTH
組織力の結集

GREAT PLACE TO BE
働きがいのある職場

IMPACT BEYOND ASAHI
アサヒを超えた社会的インパクト

Multi-year cyber investment 
program strengthening security, 
resiliency and enabling growth
サイバーセキュリティへの継続投資

Modernising our warehousing, 
transport, and planning systems 
to drive network efficiencies
倉庫・物流・需給計画システムの高度
化によるネットワーク効率の向上

Investing in Artificial 
Intelligence to support growth 
and transformation
成長と変革を支えるAI投資

Investing in our manufacturing 
lines to improve efficiency, 
reliability and cost performance
製造ライン投資による効率化・コスト
競争力強化

Building scalable, highly 
automated Distribution Centres 
across the Australian Eastern 
Seaboard 豪州東海岸全域における高自

動化・拡張性を備えた物流センターの整備

Harnessing our regional scale 
and strategic sourcing to drive 
sustained value
地域規模と戦略的調達による価値創出 22
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STAYING COMPETITIVE CREATING A COMPETITIVE ADVANTAGE

Delivering the foundation
基盤構築

Extracting Cost / Benefit
コスト削減・効率化

Enhancing Growth
成長機会の創出

• Deploy Copilot Premium to all office-
based employees 
オフィス勤務全社員へのCopilot Premium導入

• AI Policy & Governance approach in 
place AIポリシー・ガバナンス体制の整備

• Training on use cases for all employees
全社員向けAI活用研修

• Embed AI in day-to-day workflows 
(Asana, agents, automation)
日常業務へのAI活用定着

Example initiatives (non-exhaustive): 主な施策例

• AI integrated into forecast technology 
需要予測へのAI活用

• AI-driven promotion and media 
optimisation AIを活用した販促・メディア最適化

• AI-enabled next-best smart selling  
AIを活用した営業提案

• Intelligent operations (ordering, 
warehousing, distribution, service)
インテリジェントオペレーション（受注、倉庫、物流、
サービス）

Example opportunities (non-exhaustive): 主な施策

• AI-driven demand creation (through 
shaping occasions) 
AIによる需要創出 （飲用機会の創造）

• Mission-based personalisation tailored 
for consumers
消費者ごとのパーソナライズ提案

• Agentic AI ecosystems to unlock new 
customer and partner interactions
Agentic AIエコシステムによる顧客・パートナー接点の拡
大

New Concepts

Our Artificial Intelligence Framework To Drive A Sustainable Competitive Advantage
持続的な競争優位の実現に向けたAI活用フレームワーク

OUR AI INVESTMENT ENABLES US TO ACCELERATE GROWTH THROUGH EXTRACTING COST AND ENHANCING DEMAND.
AI投資を通じてコスト効率化と需要拡大を実現し、成長加速を図っている

23

Optimal Beverages 
Portfolio

Customer Reach and 
Value Proposition

Organisational Scale 
and Capability



Our People & 
Corporate Affairs 

(P&CA) Foundation

Future Priorities

We are committed to ensuring 
everyone is safe and well to enjoy 

life. Everywhere. Every day.
すべての人が毎日どこでも安全で健

やかに過ごせる環境を実現

We live our values and have the 
people and capabilities to win.

価値観を体現し、
勝ち抜く人材と組織力を構築

We are a united organisation that 
reflects the diversity of our employees, 

customers and consumers.
多様な従業員・顧客・消費者を
反映した、一体感ある組織

We build our reputation, earn trust and 
protect our business and planet, as 

leaders in our industry and community.
信頼を築き、事業と地球環境を守りな

がら、業界・地域社会をリード

SAFE & WELL
安全とウェルビーイング

COLLECTIVE STRENGTH
組織力の結集

GREAT PLACE TO BE
働きがいのある職場

IMPACT BEYOND ASAHI
アサヒを超えた社会的インパクト

MAKE THE WORLD SHINE THROUGH GENUINE CONNECTIONS

Embed a high-performing 
safety leadership culture that 
ensures everyone is safe and 

well, every day.
安全と成果を両立する

リーダーシップ文化の醸成

Strengthen critical risk 
management through 

continued capability uplift and 
risk controls.

重要リスク管理の強化

Enhance insight-driven safety 
systems and wellbeing 

programs that support healthy 
minds, bodies and connections.
インサイトに基づく安全管理システ
ム・ウェルビーイング施策の強化

Build the skills for the future 
needed to deliver our growth 

ambitions.
将来の成長を支える人材育成

Foster an enterprise mindset 
and talent agility to accelerate 
collaboration and performance.
コラボレーションと成果を促進する

企業マインドセットの醸成

Leverage workforce insights to 
strengthen capability 

development.
従業員インサイツを活用した

能力開発の強化

Embed an inclusive and united 
culture that reflects the diversity 

of our employees, customers 
and consumers.

多様性を反映したインクルーシブな
組織文化の醸成

Strengthen change agility and 
resilience to support 

transformation and future 
growth.

変革対応力とレジリエンスの強化

Maintain a highly engaged 
workforce where our people can 
thrive and perform at their best.
社員が活躍する高エンゲージメント

組織の維持

Build a high-performing 
sustainability leadership 

culture that supports long-term 
value creation.

サステナビリティ・リーダーシップ
の強化

Protect our licence to trade 
through trusted relationships 
with customers, communities 

and stakeholders.
事業継続を支えるステークホルダー

との信頼関係構築

Strengthen our reputation as a 
recognised and admired 

corporate brand.
企業ブランド価値の向上

WE CONTINUE TO FOCUS ON UNLOCKING THE BENEFITS OF ONE ASAHI FOR OUR PEOPLE AND ORGANISATION.
ONE ASAHIを通じた人材・組織への価値創出に引き続き注力している

24

Optimal Beverages 
Portfolio

Customer Reach and 
Value Proposition

Organisational Scale 
and Capability



PLANET

Our Sustainability Strategy aligns our targets and priorities across three pillars: Planet, People and Product
サステナビリティ戦略の目標と重点課題を「地球・人・商品」の3本柱で推進

PRODUCTPEOPLE

• Maintaining 100% renewable purchased electricity sourced 
from or matched with renewable sources across Australia and 
New Zealand operations.
豪州・NZにおける購入電力の再生可能エネルギー100%維持

• Implementing a new fully electric brewhouse at 4Pines 
Brookvale. クラフト醸造所への完全電動型醸造設備の導入

• Conversion of all CSD SKUs to recycled PET to reduce our 
packaging footprint.1 炭酸飲料の全SKUをリサイクルPET（ラ
ベル・蓋除く）に切り替えることで、容器包装の環境負荷低減

• Increased recycled content in aluminium cans from 50% to 
65%. アルミ缶のリサイクル素材含有率を50%から65%へ引き上げ

• Human rights due diligence across Tier 1 suppliers2.
Tier 1サプライヤーに対する人権デューデリジェンス

• Partnering with Rural Aid and OzHarvest to support 
local communities.
豪州社会貢献団体との連携による地域社会支援

• Psychosocial Risk Management Action Plan 
implementation.
心理社会的リスク管理アクションプランの実行

• Extending our NoLo new product roadmap (e.g., 2% 
ABV beer). 低アル・ノンアルの新商品開発の拡充（例：
アルコール度数2％のビール）

• Publicly promoting moderation through our 
continuing investment in DrinkWise. 豪州適正飲酒啓
発団体との継続的な取り組みを通じた適正飲酒の啓発

• Negotiating the Industry Sugar Pledge 2.0 through 
Australian Beverages Council. 豪州飲料業界団体と連
携した糖分削減に関する業界自主目標の策定

Creating solutions to reduce our impact 
across our value chain

バリューチェーン全体の環境負荷低減

Doing what’s right by our people and our 
community

従業員と地域社会への責任ある取り組み

Responsibly bringing connection and 
enjoyment to everyday moments

責任ある形で、つながりと楽しさを提供

Note: 1. Excluding caps and labels. 2. Tier 1 program focuses on existing suppliers of packaging and raw materials, as at 2025, with over $100,000 USD spend. Risk-based due diligence process involves engaging with suppliers, utilising 
data-driven tools to identify and monitor risks and conducting on-site audits where highest risks are recognised. We work collaboratively with suppliers and stakeholders to ensure transparency, traceability, and continuous improvement in 
farming practices. 

THROUGH OUR SUSTAINABILITY STRATEGY, WE ARE ACCELERATING OUR EFFORTS TO DRIVE IMPACT BEYOND ASAHI.
サステナビリティ戦略を通じ、IMPACT BEYOND ASAHIの実現に向けた取り組みを加速させている
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SOUTH, CENTRAL, 

AND SOUTHEAST 

ASIA (SCSEA) 

BUSINESS UPDATE
東南・南アジア事業に関するアップデート



MUNAMBITION

TODAY, OUR BUSINESS IN SCSEA IS MAJORITY CONCENTRATED IN NON-ALCOHOL FOCUSSED ON SELECTED MARKETS.
現在、東南・南アジア事業の事業ポートフォリオは、一部市場における飲料事業に集中している 

Non-alcohol (~98% of revenue) 売上収益の約98％は飲料 Alcohol (~2% of revenue) 売上収益の約2％は酒類

Dairy 乳製品

Beverages 飲料

Beer RTDs

v

CSD Juice Other (Energy, 
Sports, Tea)

Sweetened Condensed 
Milk (SCM) 加糖練乳 Premium International 

Beer (Global Brands)

Core and 
Classic Beer

Contemporary and 
Modern Beer

Vending 自販機

Ultra-High Temperature 
(UHT) and Fresh Milk
UHTミルク・チルドミルク

Source: Internal analysis.

Vodka-based RTD

Overview of Our Current SCSEA Business
東南・南アジア事業の現ポートフォリオ
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THE SCSEA REGION IS A GLOBAL GROWTH ENGINE – WE HAVE AN OPPORTUNITY TO SIGNIFICANTLY STEP-CHANGE THE 

SHAPE AND SCALE OF OUR PRESENCE IN THE REGION. 
グローバル成長をけん引する東南・南アジアは、当社の事業規模とプレゼンスを飛躍的に拡大する大きな成長機会である

7.1% 4.4% 2.1% 2.1% 1.5% 1.2%

South 
Asia

Southeast 
Asia

Australia North 
America

Europe Japan

SCSEA % of global revenues (estimated) 

Notes: 1. Estimated based on latest reference available.
Source: World Bank, Euromonitor, UN Population Division, Internal analysis – based on H1 2026 data. AU GDP from ABS data (Sep 2026).

GDP Growth1

SCSEA has a population of 2.9bn (35% of global) and 
average median age of 27 (vs. 50 in Japan and 45 in 
Europe) 東南・南アジアは人口29億人（世界人口の35％）、年齢中央

値は27歳（日本50歳、欧州45歳）

Drive global brand relevance in a high potential consumer base
The region’s young, urbanising population creates a strategic opportunity for 
Asahi to shape consumption patterns 若年層を中心に都市化が進む高成長市場において、

グローバルブランドの存在感を高めながら、消費機会の創出を図る。

3

Access to our portfolio of global multi-beverage 
brands, and innovation and execution know-how in 
Oceania 
オセアニアのマルチビバレッジ・ブランドポートフォリオに加え、イノ
ベーションや事業運営ノウハウへのアクセス

Capabilities and platform ready to scale
Access to capabilities (i.e., innovation, RTD market making experience, etc) 
and a global product portfolio to execute growth at scale regionally
東南・南アジアにおける事業規模の拡大を支えるケイパビリティ（イノベーションやRTDの市場知見など）、
グローバルなブランド・ポートフォリオ および事業基盤を既に有している。

4

Create a new growth engine in fast-growing, underrepresented regions
SCSEA provides a pathway to enable Asahi to pivot to a higher-growth 
region これまでプレゼンスが低かった高成長市場を取り込み、新たな成長エンジンの創出を図る。

1

2 Rebalancing under-penetration vs global competitors 
Asahi is underrepresented in SCSEA relative to both its own global 
footprint and peer benchmarks, with material headroom for scaled entry
グループ全体およびグローバル競合と比べて相対的に低い東南・南アジアでのプレゼンス拡大余地に加
え、スケールを伴う成長機会を有する。

Why Invest Now Across SCSEA – Strategic Rationale
今、東南・南アジアに投資する戦略的意義
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Selected Global Peers Asahi

~13-14%
~3%



WE ARE WELL POSITIONED TO WIN IN SCSEA LEVERAGING OUR PORTFOLIO OF GLOBAL PREMIUM BRANDS, STRONG 

JAPANESE BRAND POSITIONING, AND PROVEN ABILITY TO SCALE BRANDS SUCCESSFULLY. 
グローバルブランド、日本ブランドの強み、ブランド育成・展開実績を背景に、東南・南アジアでの成長実現に向けた優位性を既に兼ね備えている

Source: 1. Internal analysis, Euromonitor. 2. The State of Southeast Asia 2025 Survey by the ASEAN Studies Centre. 
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グローバルブランド

Premiumisation is a key growth 
theme in SCSEA, with strong 

alignment to Asahi’s portfolio of 
global premium Alcohol brands
東南・南アジアの戦略テーマであるプレミアム化は、

当社が掲げるグローバルブランド戦略と合致している

日本ブランドの強み

Japanese brand positioning 
and culture resonates 

strongly with consumers – 
with latent growth potential

日本ブランドおよび日本文化への高い親和性を背景に、
更なる成長余地を有する

ブランド育成・展開実績

Our proven ability to scale 
brands successfully through 

deep category and market 
expertise that can be 

extended to new markets
カテゴリー・市場に関する豊富な知見を活かし、
新市場においてもブランドの育成・拡大が可能

Why Asahi Is Well Positioned to Win in SCSEA

Example: From 2019-2025, the premium+ 
segment has grown 50% while other categories 

are either stagnant or in decline in Vietnam 
(largest beer market in SCSEA)1

東南・南アジア最大のビール市場であるベトナムでは、プレ
ミアム・セグメントは2019～2025年に＋50％成長。その他

カテゴリーは横ばいまたは縮小。

Example: Japan is the #1 preferred travel 
destination for Southeast Asians – highlighting its 

strong appeal to locals.2

東南アジア人の渡航先NO.1は日本。

Example: We have a clear track record of scaling 
new brands (e.g., Great Northern, Carlton Dry, Hard 

Rated) successfully in market.
実績に裏付けられたブランド育成力。

Explore additional 
regional brands
その他ブランドの

展開も検討



OVER THE NEXT 10 YEARS, WE HAVE A CLEAR AMBITION TO GROW SCSEA TO BECOME A SCALED MULTI-BEVERAGE 

BUSINESS – UNLOCKING OUR REGIONAL GROWTH POTENTIAL. 今後10年間で、東南・南アジア事業をスケールを有するマルチビバレッジ事業へと成長させる

Market leading commercial capabilities | Targeted Investment & Execution | The best talent
市場をリードする営業力、戦略的投資と実行力、優秀な人材

Enabled by …

Cultivating a winning 
multi-beverage 

portfolio
競争力のあるマルチビバレッジ・ポートフォリオの醸成

Targeting consumers 
country-by-country 

and city-by-city
国・都市別のターゲット設定

Unlocked by a leading 
route-to-market

市場をリードするRTM

 Expansion of our global alcohol brands aligned 
with consumer needs (taste, format) – focussed 
on where we have a strong right to win
競争優位性を発揮できる市場において、消費者ニーズに
即したグローバルブランドを展開

 Leading the beer-adjacent category creation 
leveraging our strong credentials
実績を活かしビール隣接カテゴリーの市場形成をリード

 Win in Non-Alc focussing on the most attractive 
participation opportunities
潜在ポテンシャルの高い市場を中心に飲料事業を拡大

 Expansion of our reach and position in existing 
markets (e.g., Philippines, Malaysia, 
Singapore)
既存市場におけるリーチ・ポジション拡大

 Phased regional expansion in attractive 
markets (e.g., Thailand, Vietnam)
ターゲット市場（タイ・ベトナム）への段階的な展開

 Local RTM tailored to unlock organic 
expansion and new market entries
地域別のRTMを構築し、オーガニック成長と新規市
場参入を推進

 Optimisation of existing pathways to market
市場への既存ルートの最適化 

 Transformative partnerships / strategic 
investment to unlock RTM to accelerate 
growth
RTMによる成長加速に向けたパートナーシップ・戦
略的投資

Our SCSEA Growth Ambition
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VISION: From underpenetrated foothold to scaled SCSEA regional powerhouse
ビジョン：プレゼンスの低い事業から、東南・南アジアを代表するマルチビバレッジ事業へ



IN NON-ALCOHOL, WE WILL IMPROVE THE PROFITABILITY OF OUR DAIRY BUSINESS, WHILE CONTINUING OUR STRONG 

GROWTH MOMENTUM IN BEVERAGES. 飲料事業では、乳製品の収益性改善と飲料カテゴリーの成長モメンタム継続を図る

Existing Growth Engine: Non-Alcohol 既存の成長エンジン：飲料

Strategic Priority Areas

Why are we well positioned?
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Dairy 乳製品 Vending 自販機 Beverages 飲料

Objective: Drive improved 
profitability focussed on higher 

margin locations
高収益立地への注力による収益性改善

Improve SCM1 and UHT2 growth & profitability
加糖練乳・UHTミルクの成長・収益性改善

Optimise export markets
輸出事業の最適化

Pursue supply chain excellence
サプライチェーンの高度化

Notes: 1. Sweetened Condensed Milk. 2. Ultra High Temperature Milk. 

Streamline cost base
コスト基盤の合理化

Premiumise existing fleet
既存自販機の高付加価値化

Drive targeted scale
戦略的なスケール化

Objective: Turnaround business 
to accelerate profitable growth

事業の収益改善を通じた成長加速

Drive execution excellence
実行力の高度化

Optimise profit (pricing, mix, customer management)
収益の最適化（価格、ミックス、顧客管理）

Expand distribution and strengthen GTM
販路拡大とGTM強化

Objective: Drive growth 
through focused portfolio and 

customer excellence
優れたポートフォリオと顧客対応力により

成長加速

Ability to capitalise on strong growth 
momentum in our Non-Alcohol business

飲料事業の成長モメンタムを取り込む力

Proven ability to execute at scale with an 
established route to market

確立されたRTMを活用したスケール化の実行力

Strong portfolio of leading owned and 
partner brands (e.g., PepsiCo)

自社・提携ブランドからなる強力なブランドポートフォリオ
（PepsiCoなど）

We are clear on our plans to drive continued growth momentum and preserve strategic flexibility for future growth
持続的な成長モメンタムの実現と、将来の成長オプション確保を図る

Priorities: Priorities: Priorities:



IN ALCOHOL, WE WILL CREATE A SCALED, REGIONAL ALCOHOL GROWTH PLATFORM ACROSS SELECTED TARGET MARKETS.
酒類事業では、ターゲット市場に特化したスケールのある成長プラットフォームを構築する

32

Create a Scaled and Profitable Beer Business in SCSEA 東南・南アジアでスケールのある収益性の高いビール事業を確立 Shape Alcoholic RTDs in SCSEA
東南・南アジアでRTDカテゴリーを創出

Thailand: Build momentum in 
metro anchor markets and 
tourism hubs
タイ：首都圏・観光地を中心に展開

Vietnam: Establish foothold in 
high premium volume anchor 
markets (e.g., urban cities)
ベトナム：プレミアム成長が期待で
きる都市部を中心に展開

Build priority brands in anchor markets 
(MOFT1 channel focus)

重点市場・チャネルを中心に優先ブランドを育成

Existing markets: Drive 
continued expansion in 
market
既存市場：拡大継続

Strategic Priority Areas
New Growth Engine: Alcohol 新たな成長エンジン：酒類

Why are we well positioned?

Premium trade-up for 
richer beer experiences

PNAを軸としたプレミアムな
飲用機会の創出 Selectively explore 他ブランドの展開も検討

Hero brand driving 
volume and recruitment
ASDを軸とした数量成長・

新規獲得

Strong portfolio 
of brands & 

liquids

Route to Market (RTM): strengthen our RTM control to improve brand development, penetration, and execution effectiveness
RTMのコントロール強化を通じて、ブランド育成・浸透・実行力向上を図る

Deliberate portfolio focussed on attractive 
segments (Super Premium / Premium) 

where we have a clear right to win
当社の競争優位性を発揮できるスーパープレミアム・プレミ

アムに特化したポートフォリオ構築

Scaled RTM partnerships that will deliver 
improved reach, economics, and execution

リーチ拡大・収益性向上・実行力強化を実現する
スケールあるRTMパートナーシップ

Regional sourcing that will deliver 
optimised costs & pricing competitiveness

コスト最適化と価格競争力をもたらす地域調達モデル 

We have defined a clear strategy to build a scaled, regional Alcohol platform in SCSEA which capitalises on attractive 
consumer and channel whitespaces across our target markets 

ターゲット市場における消費者・チャネル機会を捉え、東南・南アジアにおけるスケールのある酒類成長プラットフォームの構築を目指す

Sourcing: Regional sourcing model to deliver optimised costs 地域調達モデルを通じたコスト最適化を図る 

Notes: 1. Modern and Organised Off-Trade.



WE HAVE ADOPTED A DELIBERATE THREE-PHASE STRATEGY (WIN, SCALE, EXPAND) WITH CLEAR STAGE GATES TO 

MANAGE RISK, STRENGTHEN ECONOMICS, AND BUILD STRATEGIC OPTIONS ACROSS SCSEA.
戦略を3段階（WIN・SCALE・EXPAND）に分けることで、リスクを低減し、収益性を強化するとともに、東南・南アジア全域で将来の成長オプションを構築する

WIN (’27 – ’28): 
Prove Winning Commercial Model

競争力を備えた営業体制の確立

Scale (’29 – ’31): 
Unlock Scale & Competitive 

Advantage スケール拡大と競争優位性の確立

Expand (’32 – ’35): 
Create a Regional Growth 

Engine  成長エンジンの創出

Our Three-Phased SCSEA Transformation Journey 東南・南アジア事業成長へのロードマップ
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• Established foothold in high premium 
volume anchor markets
プレミアム市場での足がかりを確立

• Established premium brands with a 
proven commercial model 
プレミアムブランドの確立と営業体制の実証

• Stronger RTM and sourcing partnerships 
RTM・調達パートナーシップの強化

• Clear foundations for future growth
将来の成長に向けた基盤整備

Consumer metrics
(Awareness, Intent, 

Advocacy) 消費者指標（認知・

購買意向・アドボカシー）

Gross profit per HL
単価（HL当たり粗利益）

Numeric distribution &
Volume per outlet

間口数と店舗当たり販売量

Cumulative operating profit
累計営業利益

Critical KPIs

• Scaled regional alcohol growth platform expansion through organic growth 
(beyond top urban cities in target markets) and inorganic growth (via 
targeted investments and partnerships)
オーガニック成長（ターゲット市場における主要都市以外への展開）や非オーガニック成長
（戦略的投資・パートナーシップ）を通じて、酒類成長基盤のスケール拡大を図る。

• Improved economics and profitability through regional sourcing and scaled 
RTM partnerships APAC調達モデルとスケールのあるRTMパートナーシップを通じた収

益性向上

TODAY(’26)

Primarily 
Non-Alc 

business
飲料事業中心

Under-
penetrated 

SCSEA 
Foothold
低プレゼンス

Import 
sourcing
輸入・調達

Master 
distributor
ディストリ
ビューター

2035+

Scaled 
multi-bev 
business
マルチビバ
レッジ事業

SCSEA 
regional 

powerhouse
東南・南アジアを
代表する事業基盤

Regional 
sourcing
地域調達
モデル

Regional 
RTM

地域RTM

Key enablers
エネイブラー

Regional sourcing
地域調達モデル

RTM partnerships
RTMパートナーシップ

Frontline presence, greater 
scale 

営業プレゼンス・スケール

Supporting Tech architecture 
and governance

IT基盤・ガバナンス

Strategic Investment / JV to 
create regional scale platform

戦略的投資・JVを通じた
地域基盤構築

Disciplined stage-gated investment, upon hitting milestones and KPIs マイルストーン・KPI達成に応じた段階的投資



LOOKING AHEAD & 

CLOSING
今後の展望と総括



MOVING FORWARD, WE CONTINUE TO FOCUS ON DRIVING SUSTAINABLE PROFIT GROWTH THROUGH A MIX OF GROWTH 

LEVERS AND MARGIN IMPROVEMENT LEVERS. 今後も、成長施策と利益率改善施策を組み合わせ、持続的な利益成長を推進していく

Note: 1. PPA (Pack Price Architecture). 価格、容量、パッケージ構成を最適化し、収益性と顧客価値の向上を図る戦略フレームワーク

Driving Growth
成長の推進

Uplifting Operating Margins
利益率の向上

Delivering Strong 
Foundations

強固な事業基盤の構築

Examples:
✓ Uplift capability 

through systems 
upgrades.
システム高度化による
組織力の強化

✓ Optimise our end-to-
end supply-chain 
network to improve 
service, resilience 
and cost efficiency. 
サプライチェーン全体
の最適化による、サー
ビス・レジリエンス・
コスト効率の向上

Embedding 
Disciplined Cost 

Control
コスト管理の徹底

Examples:
✓ Implementation of 

Asahi’s regional 
procurement hub in 
Singapore.
シンガポールに調達ハブ
（AGRPO）設置

✓ Investment to deliver 
more efficient 
operations. 
オペレーション効率化に
向けた投資

Examples:
✓ Phased regional 

expansion in attractive 
markets.
魅力的な市場への段階的
展開

✓ Local RTM 
partnerships tailored 
to unlock organic 
expansion and new 
market entries.
地域ごとのRTM提携を通
じたオーガニック成長と
新市場参入の促進

Expanding across 
SCSEA

東南・南アジアの事業拡大

Expanding in High 
Growth Categories
高成長カテゴリーの拡大

Examples:
✓ Grow participation 

in Energy to 
capitalise on a fast-
growing segment of 
the market. 高成長を
遂げるエナジーカテ
ゴリーへの展開拡大

✓ Expand our 
premium portfolio 
in fast-growing 
categories (e.g., 
functional health).
成長カテゴリーでの
プレミアムポート
フォリオ拡充（機能
性飲料など）

Accelerating Growth 
Through AI

AIによる成長加速

Examples:
✓ Leverage AI to enable 

next-best smart 
selling.
AIを活用した営業提案

✓ Drive more intelligent 
operations across our 
value chain.
バリューチェーン全体の
オペレーション高度化

✓ AI integrated into 
demand forecasts.
需要予測へのAI活用

Examples:
✓ Launch new product 

development that 
benefits from key 
consumer trends.
消費者トレンドを捉えた
新商品開発

✓ Continue to grow our 
premium RTD and 
Spirits portfolio.
プレミアムRTD・スピ
リッツの拡充を継続

✓ Grow total occasions 
through innovative 
PPA1. 革新的な商品・
価格設計による飲用機会
の拡大

Driving 
Premiumisation
プレミアム化の推進

Strengthening our 
Core Portfolio

コアポートフォリオの強化

Examples:
✓ Contemporise our 

portfolio of brands 
through innovation.
イノベーションによる
ポートフォリオ刷新

✓ Extend brand 
leadership in key 
markets. 主要市場に
おけるブランドリー
ダーシップの強化

✓ Drive the right mix 
management 
(product / channel).
最適なミックス管理

These key levers form the foundation for our ability to deliver sustainable growth moving forward 
これらの重点施策が、今後の持続的成長を支える基盤  
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IN CLOSING | WE ARE WELL POSITIONED TO CAPITALISE ON FUTURE OPPORTUNITIES. WE WILL CONTINUE TO EXECUTE 

IN LINE WITH OUR LONG-TERM STRATEGY AND ARE CLEAR ON OUR PRIORITIES. 
将来の成長機会を捉える準備は整っており、引き続き長期戦略に沿って、明確な優先課題を着実に実行していく

Closing remarks: 総括

1. Oceania remains a resilient earnings base, supported by leading positions and a diversified portfolio.
オセアニアは、業界をリードする市場ポジションと多角的なポートフォリオに支えられた強固な収益基盤である。

2. Portfolio, customer and productivity initiatives provide a clear pathway to stronger value growth and margin improvement.
ポートフォリオ・顧客・生産性向上施策により、価値成長の加速と利益率改善への確かな道筋が見えている。

3. SCSEA represents a material long-term growth opportunity, pursued through disciplined, stage-gated investment.
東南・南アジア事業は、規律ある段階的投資を通じて取り込んでいく、重要かつ長期的な成長機会である。

4. Capital allocation, execution discipline, and organisational capability underpin sustainable shareholder returns.
最適な資本配分、規律ある実行、組織力を基盤に、持続的な株主価値の向上を実現していく。
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