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Kirin Brewery Business Policy for 2020
- Looking ahead to the next 10 years, we will continue to make an intensive

investment in key brands and to be focused on the craft beer business - 

Kirin Brewery Company, Limited (President & CEO: Takayuki Fuse) started 2020 which is the second 

year of the 2019-2021 Medium-Term Business Plan. By continuing the strategies with an eye kept to the

next decade and by keeping each employee’s mindset “consumer-first”, we, as the core operating

company that spearheads the Kirin Group's growth, aim to remain loved by consumers best. 

1. Looking back on 2019 

In 2019, we achieved year-on-year growth in sales volume of beer products for the second 

consecutive year, which was led by each employee's deep understanding of consumers and an intensive

investment in key brands. The sales volumes of beer products amounted to 135.5 million cases on a 

per-large bottle basis. 

In the beer category, we focused on our flagship brand Kirin Ichiban. We made the renewal to evolve

its "taste" that consumers expect for beer most and delivered it through the combination of 

advertisements and in-store merchandising. As a result, we achieved year-on-year growth in canned

product sales volume for the third consecutive year, and succeeded in brand enhancement of Kirin 

Ichiban for the liquor tax unification of beer products in 2026. 

In the happo-shu (low-malt beer) category, sales of Tanrei Green Label were firm, and sales of Tanrei 

Platinum Double rose in volume for the fifth consecutive year. 

In the new genre category, sales volume of Honkirin increased by about 60% year on year. It has been

highly rated for its rich and full-bodied taste although it is not full-malt beer, but a new genre product. In 

January, it was successful in expanding its customer base including young people by the revamp made

in January to further enhance its taste. Kirin Nodogoshi Nama achieved its annual target; together with it 

the sales volume of Kirin’s new genre category grew significantly by almost 10% year-on-year, not only 

outperforming about 4% growth of new genre market as a whole but also marking the highest sales

volume in our history.

In the RTD*1 category, the core brand Hyoketsu® achieved cumulative sales (from launch in 2001) of

14 billion cans as of October, and annual sales volume reached a record high. In the growing Strong 

Alcohol RTD market, we responded to the diverse needs of the consumers by offering a variety of flavors 

under KIRIN The STRONG brand, in addition to Hyoketsu® Strong. Kirin Hon Shibori™ also achieved

double-digit year-on-year growth, achieving increased volume for the eighth consecutive year. 
*1 Ready to Drink. Packaged low-alcohol beverages sold in a prepared “ready-to-drink” form.

In the craft beer business, we aimed to make Japanese beer market more attractive by providing a 

wide variety of craft beers to more consumers. We expanded the beer dispensers of Tap Marché, which

provide 4 types of craft beer per unit, to more than 13 thousand bars and restaurants nationwide, roughly 

twice as many as in the previous fiscal year. In addition, the number of participating breweries in Tap 

Marché has increased to 12 breweries, expanding the choice of beer to 26 kinds. We won the Japan

Restaurants Award in 2019, in recognition of the expansion of the touch points with craft beers provided 

through Tap Marché. 

SPRING VALLEY BREWERY, or SVB, held "FARM to SVB", a beer brewing event in collaboration with

various local communities located in Japan under the theme of "SOCIAL BREWERY." Also, Brooklyn 



Brewery expanded the number of brands it handles to 4, and has created new beer drinking scenes in 

collaboration with a variety of cultures including art and music, resulting in capturing younger consumers 

primary in their 20s and 30s who are not necessarily familiar with beer. 

 

[2019 sales results] 

Beer products 

total 

Beer Happo-shu 

(Low-malt 

beer) 

New genre RTD Whiskey, 

Spirits, and 

Liqueur 

Non-alcohol 

Beer-taste 

Beverages 

135.5 million 

cases 

(+0.3%) 

44.3 million 

cases 

(-4.9%) 

31.0 million 

cases 

(-6.9%) 

60.3 million 

cases 

(+9.2%) 

63.7 million 

cases 

(+6.3%) 

29.6 billion 

yen 

(±0%) 

3.2 million 

cases 

(+3.2%) 

*Units: Beer products- 1 case = 20 large 633ml bottles (12.66 liters).  RTD - 1 case = 24 250ml cans (6 liters) 

*For the sales results, after converting from KL to million cases, the first decimal place was rounded off 

2. Initiatives for 2020 

In 2020, we will continue mid-to-long term strategies which is focusing on key brands and  the craft 

beer business with further understanding of consumers, based on CSV*2 management as the foundation 

of our activities. 

*2 CSV: Creating Shared Value (Creating Value that Can be Shared with the Community) 

(1) Intensive investment in key brands 

We will further refine our key brands in order to keep the brands loved for the next 10 years. 

This year, the liquor tax revision of beer products will take place in October as the first step toward the 

unification in 2026. The liquor tax revision is expected to stimulate the demands for beer category. We 

aim to promote trial drinking and acquire new customers of our flagship brand KIRIN ICHIBAN by 

offering a variety of proposal to attract consumers. 

In the new genre category, the consumption tax hike in 2019 has contributed to a trend of savings, and 

the demands for the new genre category is expected to be consistent. Amid an increasing tendency to 

select low-priced, high-quality products and services, Honkirin aims for sales volume increase by 

approximately 26% year-on-year by further evolving its rich and full-bodied taste and achieving flavor 

that is getting ahead of the competitors’ products of new genre. Another core brand of us Kirin 

Nodogoshi Nama will deliver its brand personality “freshness and Kire (sharpened taste),” satisfying 

“refreshing taste” which the consumers expect for the new genre category 

In the non-alcoholic beer-taste beverage category, we aim to increase sales volume by responding to 

the consumers’ different demands with various products, including KIRIN KARADA FREE, which was 

launched in October last year as a food with function claims*3 that reduces the fats, and Kirin Zero ICHI 

which features a rich taste that carefully draws out the taste of barley by adapting the Ichiban Shibori 

Method*4. 

In the RTD market, which is expected to further expand due to the liquor tax revision of beer products 

in October, existing branded products account for about 70%. We will invest aggressively in existing key 

brands, such as Hyoketsu® and KIRIN The STRONG, to propose products that meet diverse consumers’ 

needs. 

This year, we will also continue to focus on whisky consumers enjoys in various drinking scenes, 

which accounts for the majority of whisky, spirits, and liqueur category. 

*3 Product is appropriate for obesity-prone individuals. Please take balanced meals and moderate exercise. 

*4 Brewing process that uses only the first press wort obtained from the wort filtration process 

 

 



(2) Focus on craft beer business 

The craft beer business is the initiative to change Japanese consumers’ values of beer. We will 

promote consumers awareness of the diversity inherent in beer through craft beer, making the beer 

market more attractive. 

In 2020, we will increase the number of bars and restaurants with Tap Marché installed by 6 thousands, 

the same level as last year, to further expand touch points where consumers can enjoy craft beer . We, 

at the same time, will communicate the diversity and enjoyment of beer to the consumers through a 

broad lineup. 

Through SVB and Brooklyn Brewery, we will make proposals that create new drinking styles and 

change the values of beer to make the market more attractive. 

 

(3) Promotion of CSV 

Kirin Holdings Company, Limited (President & CEO: Yoshinori Isozaki) announced the CSV 

commitment in 2017. Kirin Group declared that it would tackle the 3 social issues of "health and 

well-being," "community engagement," and "the environment" as well as “responsible alcohol producer” 

and grow together with society. Kirin Brewery has resolved social issues through its craft beer business 

and products and services that can resolve local issues, and has promoted CSV management for the 

growth of society and the company at the same time. Going forward, we will continue to contribute to the 

enrichment of consumers’ dietary lives through alcoholic beverages by having every employee 

demonstrate a CSV-mindset, thereby bringing smiles and happiness to the world. 

As part of our commitment to community engagement, in an effort to improve the quality of Japanese 

hops and stabilize procurement, we will work with local governments and farmers to build a sustainable 

production system, aiming to achieve our 2027 target of 100 tons of Japanese hops procurement 

volume . In addition, by increasing the number of bars and restaurants with Tap Marché installed and 

further expanding the Fresh Hop Fest, which has been held during the hop harvest season, we aim to 

add more value to Japanese hops and make the beer market more attractive, resulting in raise sales 

revenue. 

Brooklyn Brewery, which revitalized the Brooklin district in the U.S., opened a flagship store, “B”, in 

Nihonbashi Kabuto-cho in Tokyo, to provide appealing beer and some contents, thereby creating a 

diverse community of people and contributing to the area. 

In addition, we will continually work to reduce the physical load of supply chain, and try to increase the 

value of our local fruit through the "iine!nippon-no-kajitsu Hyoketsu®" project. 

As part of our environmental initiatives, we will expand the number of plants that install heat pumps in 

order to achieve the Kirin Group's target to reduce GHG*5 emissions by 30% by 2030 compared to 2015. 

In the responsible alcohol producer initiative, we will develop the campaigns to improve the awareness 

of “slow drink” depending on local issues, and promote responsible drinking. At the same time, we will 

strengthen non-alcohol beverages proposals and aim to increase sales volume by approximately 20% 

over the previous year by responding to rising demand for non-alcohol beverages markets due to 

growing health and well-being needs and changes in lifestyles. 

*5 Greenhouse gases 

 

 

 

 

 



[2020 sales target] 

In 2020, we will keep building strong brands through initiatives that put consumers first and 

mid-to-long term strategies with an eye kept on the next decade, and aim to increase sales volume 

for the third consecutive year in beer products. 

Beer products 

total 

Beer Happo-shu 

(Low-malt 

beer) 

New genre RTD Whiskey, 

Spirits, and 

Liqueur 

Non-alcohol 

Beer-taste 

Beverages 

136.7 million 

cases 

(+0.9%) 

45.0 million 

cases 

(+1.6%) 

30.7 million 

cases 

(-1.0%) 

60.9 million 

cases 

(+1.0%) 

70.0 million 

cases 

(+9.9%) 

31.2 billion 

yen 

(+5.4%) 

3.9 million 

cases 

(+21.9%) 

 

*Units: Beer products- 1 case = 20 large 633ml bottles (12.66 liters).  RTD - 1 case = 24 250ml cans (6 liters) 

*For the sales results, after converting from KL to million cases, the first decimal place was rounded off 
 

KIRIN brings joy to society by crafting food and healthcare products inspired by the blessings of nature 
and the insights of our customers. 


