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2020 Kirin Beverage Business Policy 
- Realizing growth-based profit generation centered on the 

implementation of CSV*1 - 

Kirin Beverage Company, Limited (President and CEO Hideki Horiguchi) has designated “realizing 

growth-based profit generation centered on the implementation of CSV” as the vision for the business 

policy in 2020, the second year of the 2019-2021 Medium-Term Business Plan. Kirin Beverage will realize 

“growth-based profit generation” by working together with society to implement CSV unique to the Kirin 

Group. 

*1 Creating Shared Value 

1．Looking back on 2019

In 2019, the Japanese soft drink market contracted by about 2% year-on-year due to the price revision 

for large container products and unfavorable weather in July. Within this challenging market environment,

directed at growth-based profit generation set out in the 2019 Medium-Term Business Plan, Kirin Beverage

achieved a year-on-year sales volume increase of 1% to set a new record high sales volume for the 

second consecutive year by building a robust brand portfolio and strengthening the business base. 

In building a robust brand portfolio, significant progress was made in strengthening the existing brands

Kirin Gogo-no-Kocha and Kirin FIRE through the implementation of integrated marketing. Within the 

Gogo-no-Kocha brand, due to the strong performance of the new Gogo-no-Kocha The Meisters Milk Tea 

launched in March 2019 and the renewal of Gogo-no-Kocha Oishii Muto (sugar-free) in June, sales volume

increased to a record high of 55.4 million cases. The sales volume of Kirin FIRE, which celebrated its 20th

anniversary in 2019, grew 4% year-on-year, driven by the PET bottle product FIRE One Day Black, which 

was launched in April 2019 and exceeded 72 million bottles based on support from a large number of

consumers.

Kirin Beverage was also successful in executing the initiatives for the sugar-free and health & well-being

domains across the brands from 2019. In the sugar-free domain, sales volume grew significantly by 9%

year-on-year centered on Gogo-no-Kocha Oishii Muto (sugar-free) and the Kirin FIRE sugar-free category. 

In relation to strengthening the business base, with the aim of executing sustainable SCM*2, the 

company started new initiatives such as Kirin Gateway and transfer centers, as well as increased inventory 

levels during the peak season. Also, steady progress was made in the PET bottle recycling initiatives,

including the adoption of the R100 bottle*3 for Kirin Nama-cha Decaf.

*2 Supply Chain Management. Aiming to efficiently build and manage the supply chain, including the procurement of raw materials, production at the 

plants, supply and demand of products and distribution network

*3  PET bottle made using 100% recycled PET plastic 



■ 2019 Kirin Beverage Sales Results 

 

2019 
Sales volume 
(million cases) 

Growth 
(%) 

Soft drinks total 234.1 +1% 

Gogo-no-Kocha 55.4 +9% 

Nama-cha 28.5 -3% 

Kirin FIRE 23.1 +4% 

 

 2．Initiatives for 2020                                                   

Kirin Beverage has designated “realizing growth-based profit generation centered on the 

implementation of CSV” as the vision for 2020 and is working to build a foundation for medium to long-term 

growth. In 2020, the Japanese soft drink market is expected remain flat from the previous year. Also, given 

the rapid increase in the level of environmental awareness and health & well-being required of companies 

in recent years, while carrying over the same strategy frame from 2019, the company will position CSV 

management as the foundation for the activities and actively address the “health & well-being” and “the 

environment” domains.   

 

 

<2020 Kirin Beverage Business Policy>  

Realize the 2020 Business Policy vision of “growth-based profit generation centered on the 

implementation of CSV” 

■Strategies 

Core strategy ① Building a robust brand portfolio 

・Further strengthen the brand portfolio strategy – Focus resources on Gogo-no-Kocha and Nama-cha 

・Expand sales in the “moderate consumption health & well-being (sugar-free and low-sugar)” and 

“supplemental health & well-being” categories 

Core strategy ② Sowing seeds for the future 

・Health & well-being initiatives – Propose the value offered by new business models and new 

materials, promote the collaboration with FANCL 

・Overseas initiatives – Expand the export markets mainly in Asia 

Core strategy ③ Strengthening the business base 

・Enhance a sustainable distribution network – Shift to an easier to transport production system, further 

promote the transfer center initiative 

・Promote initiatives aimed at realizing the Kirin Group Plastic Policy of "Aiming for 50% recycled 

plastic in PET materials used by our domestic businesses by 2027" 

  

In relation to building a robust brand portfolio, the company is focusing resources on Gogo-no-Kocha 

and Nama-cha with the aim of further strengthening the brand portfolio strategy. Also, in the key CSV 

issue “health & well-being,” the company will strengthen the “moderate consumption health & well-being 

(sugar-free and low-sugar)” and “supplemental health & well-being” categories across the brands. Kirin 

Beverage will aim to increase the sales volume of sugar-free beverages within the “moderate 



consumption health and well-being” category and the “supplemental health and well-being” category, 

including products using the Kirin Group’s proprietary material Lactococcus lactis strain Plasma and 

foods/beverages for specific health uses and with functional claims, by 15% compared to 2018 by 2021, and 

create value centered on the unique types of health & well-being offered by the company.  

As sowing seed for the future, Kirin Beverage will actively take on the challenge of new domains. In 

relation to the “health & well-being initiatives,” the company will continue the KIRIN naturals initiative, a 

new service launched nationwide in 2019 for corporate customers that provides Health & Well-being 

related seminars and smoothies containing a blend of fruits and vegetables at the office. In addition, Kirin 

Beverage will propose the value offered by new business models and new materials, and promote the 

collaboration with FANCL CORPORATION, which Kirin Holdings formed a capital and business alliance 

with in August 2019.  

In relation to strengthening the business base, the company will aim to rebuild a sustainable 

distribution network. Efforts will be made to reduce long distance transportation and the number of trucks 

by shifting to an easier to transport production system with the production sites established close to the 

consumption areas and continuing to promote the transfer center initiative.  

Also, the company will promote initiatives aimed for 50% recycled plastic in PET materials used by our 

domestic businesses by 2027, as well as aim to build a plastic recycling network through increased 

cooperation with partner companies, including the consideration of the materials for recycling and new 

technologies. 

 

 3．2020 Marketing Strategy                                                    

 In 2020, Kirin Beverage will aim to "realize growth-based profit generation centered on the 

implementation of CSV." In addition, the company will "implement a more well-defined brand portfolio 

strategy," "expand into the ‘health & well-being domain’ leveraging its strong brands" and "implement Purpose 

Branding." 

 In relation to "implementing a more well-defined brand portfolio strategy" in 2020, the company will further 

focus on Gogo-no-Kocha and Nama-cha.  

 Also, the implementation of Purpose Branding, which has been conducted as an initiative since 2019, will be 

further advanced. Purpose Branding is a marketing method directed at obtaining “empathy” from consumers 

and society and growing the business by executing consistent marketing based on the Brand Purpose. For 

each brand, along with further increasing the strength of the brands such as Gogo-no-Kocha and Nama-cha by 

obtaining empathy from consumers, the company will aim to increase the sales volume. 

In the “moderate consumption health & well-being” category, efforts will be made to advance the 

sugar-free and low-sugar beverages mainly in the Gogo-no-Kocha and Nama-cha brands and expand into 

the “health & well-being.” Within the Gogo-no-Kocha brand, Gogo-no-Kocha The Meisters Orange Tea, the 

second product in the Gogo-no-Kocha The Meisters series of “moderately sweet low-sugar” products, will be 

launched on March 17. Also, the company will continue to promote the pairing of Gogo-no-Kocha Oishii Muto 

(sugar-free) with food and secure the position as the sugar-free tea that goes well with food.  

Within the Nama-cha brand, the core sugar-free brand drink which will celebrate its 20th anniversary, 

focus will be placed on the “nama” part of the brand name. Its rich sweetness and fragrance will be 

accentuated, and a renewed version will be launched on March 3. The company will work to strengthen 

the brand along with Nama-cha Decaf.  

 



In the “supplemental health & well-being” category, iMUSE Water, a product developed using the Kirin 

Group’s proprietary material Lactococcus lactis strain Plasma, was launched on January 14. Together with the 

existing iMUSE Lemon and LAB, the company will work to further foster the iMUSE brand. 

 

■ 2020 Kirin Beverage Sales Volume Targets 

 

2020 
Sales volume targets 

(million cases) 
Growth 

(%) 

Soft drinks total 234.1 ±0% 

Gogo-no-Kocha 55.8 +1% 

Nama-cha 31.1 +9% 

 

The Kirin Group brings joy to society by crafting food and healthcare products inspired by the 

blessings of nature and the insights of our customers. 

 

 
(Inquiries regarding this press release)  

Kirin Holdings Company, Limited, Corporate Communications Department   

Nakano Central Park, 10-2, Nakano 4-chome, Nakano-ku, Tokyo   TEL: +81-3-6837-7028 


