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About this Report

The KIRIN REPORT 2014 provides clear expla-
nations of the Company’s results and other
financial data, operations, strategies, and other
information, as well as the invisible assets that
help the Kirin Group to realize sustainable
growth (“the essence of Kirin”). It has been
prepared as a strategic report that will help
shareholders, other investors, and other
stakeholders to understand the Group’s
course toward increasing corporate value

over the long term.

The Kirin Group approaches the challenges
that it faces very seriously and is taking steps to
overcome those challenges. This report is
intended to foster understanding of how we are
“Transforming Our Group” and expectations for
the Group’s future.
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Our Philosophy

The Kirin Group—Focused on people, nature and craftsmanship
to redefine the joy of food and well-being

We pride ourselves on offering products based on what people want.

We pride ourselves on our ability to harness the goodness of nature through innovative technology.

We pride ourselves on delivering tangible satisfaction and quality in everything we make.

All of which ensures that we exceed customers' expectations.

And naturally, we do not stop there.

As we look forward with vision and dreams, we aim to continue offering food and health products that bring
new joy to people’'s lives everywhere.

Always a step ahead, the Kirin Group supports health, pleasure and comfort in your life.

Precautionary Note Regarding Forward-Looking Statements

In this report, statements that are not historical fact are forward-looking
statements based on future prospects and plans. These forward-looking
statements include factors such as risk and uncertainty, and as a result,
actual results and performance could differ from these statements. In
addition, the forecasts for the fiscal year ending December 2015 are as
of the announcement on February 12, 2015.



President’s Message

Yoshinori Isozaki
President & CEO
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The Kirin Group is changing. As the new president,
my mission is to increase the Group’s corporate value
by restoring the Group to a growth track and achieving
the creation of both social value and economic value.

Earnestly Addressing Our Challenging Situation

In March 2015, | became president of Kirin Holdings.
The Kirin Group currently faces an extremely serious
situation, and my mission is to revitalize the Group
and to increase its corporate value by achieving the
creation of both social value and economic value.

Our Highest-Priority Challenge—

Restoring the Japan Integrated

Beverages Business to a Growth Track

The Japan Integrated Beverages Business is

the core of the Group’s operations, and our highest-
priority challenge is to restore this business to a
growth track. We have been gradually losing the
loyalty of customers each year. For example, Kirin
Brewery's share of the market for beer products
has fallen from nearly 38% in 2007 to less than 34%
in 2014. In the past, we traditionally gave a consis-
tent priority to the nurturing of our brands over the
medium to long term and to the creation of new value.
At some point, however, we began to neglect these
important priorities, not only in alcohol beverages

but also in the soft drink business of Kirin Beverage.
Going forward, we must tenaciously bolster and
reinforce our brand-centered management.

Our Challenge in the Overseas Integrated
Beverages Business—Establishing an
Earnings Foundation at Brasil Kirin

In our overseas business, a key issue is the estab-
lishment of an earnings foundation at Brasil Kirin,
which is positioned as one of our growth drivers in
the 2013 Medium-Term Business Plan (2013 MTBP).
Brasil Kirin's performance exceeded planned levels
in fiscal 2012, the first year it was consolidated,

but over the past two years the macroeconomic
situation and the competitive environment have
changed dramatically. We have taken steps to
generate results while addressing the changes in
the operating environment, but unfortunately our

performance has fallen far short of our expectations.

KIRIN HOLDINGS COMPANY, LIMITED



President’s Message

Failure to Meet 2013 MTBP

Quantitative Targets

The fiscal year ending December 2015 will be the
final year of 2013 MTBP, under which we have been
aiming for compound annual growth rates in the
mid single digits for normalized EBITDA and the
high single digits for normalized EPS. At this point,
however, | have to say that meeting these targets
will be extremely difficult. The Kirin Group followed
a model under which the management resources
generated by the Japan Integrated Beverages
Business were allocated to investment in expanding
overseas businesses. Accordingly, we prioritized
domestic operating income and therefore restricted

investment in marketing and other initiatives. As a

Overcoming the Challenges

To restore the Japan Integrated Beverages
Business to a growth track, which is our highest
priority, we will first address domestic beer opera-
tions. Specifically, we will strive to increase
customer loyalty by strengthening brand investment
from a medium- to long-term viewpoint. In the
domestic soft drink business, we will take steps to
create appealing brands and generate sustainable
growth in the three major product categories—
carbonated beverages, coffee, and sugar-free tea.
In the Overseas Integrated Beverages Business,
we will aim to build a strong business foundation
in Brazil that can cope effectively with changes in
the competitive environment, thereby guiding our
Brazilian operations to a stage of sustainable
growth in sales and profits.

Organizational Structural Change

to Foster Flexible Management

The details of the next medium-term business plan,
which will start from fiscal 2016, are not yet final-
ized. At this point, we think of a recovery in operating
income to the level achieved in 2012, which occurred
the year before the start of 2013 MTBP, as a
medium-term milestone. In allocating management
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result, however, we were caught up in intense com-
petition in sales, and we fell into a downward spiral
where we further reduced investment in order to
generate profits. On the other hand, the Overseas
Integrated Beverages Business had been expected
to be our growth driver, but we failed to respond effec-
tively to changes in the operating environment,
especially at Brasil Kirin, and our earnings capacity
declined in comparison with the level prior to 2013
MTBP. As the new president of Kirin Holdings, | will
directly tackle these challenges, outline a path to
renewed growth over the medium to long term,
and rapidly develop initiatives to reverse the trend
in our results.

resources for recovery initiatives, we will give
priority to the Japan Integrated Beverages
Business, and we will also steadily advance the
recovery plan for Brasil Kirin. There is a risk that
we will not make progress according to our plan,
but we will reform our organizational structure so
that we can continue to respond flexibly based on
the most-current business information.

The Kirin Group introduced a pure holding
company structure in 2007, thereby separating the
overall allocation of management resources from
business execution. From the end of March 2015,
however, Kirin Holdings and Kirin Company, which
is in charge of the Japan Integrated Beverages
Business, transitioned to a more-unified organiza-
tional structure. The objectives of this unification
are to ensure that the decision-making for Group
overall strategic resource allocation is made in a
flexible, appropriate manner and to rapidly restore
the Japan Integrated Beverages Business to a
growth track, which is the Group’s highest priority.
In addition, we have assigned executive officers to
take charge of Brasil Kirin and Southeast Asia busi-
nesses, and we will step up our focus on the super-
vision and support provided to these operations.



Kirin’s Resilience to Change

for More Than 100 Years

With a history of more than 100 years, the Kirin
Group has extensive experience in turning “threats
of change” into “opportunities for growth.” Time
after time, the Group has successfully overcome
difficult situations. For example, in the 1970s we
took on the challenge of diversifying our operations
when we leveraged our fermentation and other
technologies to advance into the pharmaceuticals
business. We entered strategic alliances, and
through Kyowa Hakko Kirin we developed the
pharmaceuticals and bio-chemicals segment into
a business with ¥325.1 billion in consolidated sales
in fiscal 2014. Another example is our response to
sluggish demand in the domestic beer business,

| joined Kirin Brewery in 1977.
Working principally in the Corporate
Planning Department, | gained expe-
rience in domestic branches and in
business development units, both in
Japan and in Los Angeles. | studied
at the Cornell University School of
Hotel Administration and worked in
the Kirin Group’s hotel business. |
also worked in PR at Kirin and
served as vice president of San
Miguel Corporation, in the
Philippines. | became a managing
director of Kirin Holdings in 2010,
and in 2012, | was appointed presi-
dent & CEO of Kirin Brewery. In 2013,
| became president & CEO of Kirin
Company, and | was subsequently
appointed president & CEO of

Kirin Holdings in March 2015.

where consumption has continued to decline since
it peaked in 1994. In this market environment, we
have proposed new products in the “happo-shu,”
new genre, and RTD* categories; made a full-scale
entry into the wine business; and expanded our soft
drink business. We face many challenges, and we
must confront them directly. However, | know that
the Kirin Group and its employees have tremendous
strengths and a bright future. “Customer-oriented”
and “quality-oriented” are intrinsic parts of Kirin's
corporate DNA, and now we will leverage those
concepts and take steps to combine diversity and
innovation. In this way, we will take the lead in these
changing times.

* Ready-to-Drink: Packaged low-alcohol beverages sold in a prepared
“ready-to-drink” form

KIRIN HOLDINGS COMPANY, LIMITED



President’s Message

Positioning CSV at the Center of Our Management Strategy

In 2013, to further clarify the approach to manage-
ment that the Group has followed since its founding,
we decided to position CSV (creating shared value)
at the center of our management strategy. CSV ini-
tiatives entail the creation of both social value and
economic value, and we have six CSV themes.

We have identified two themes—"strengthening
bonds between people and communities” and
“health and well-being”—as Challenges of the Kirin
Group. In businesses related to “food and well-
being,” we aim to strengthen bonds among people
by making products that enrich the experiences of
our customers, and in the markets that we serve
around the world we are striving to develop together
with local communities. To those ends, we will
address these two themes through our business

activities and provide value that is only available

from the Kirin Group.

We will also continue to implement four themes
that have been positioned as fundamental business
principles as well as promises made to communi-
ties. These are “fair operating practices,” “human
rights and labor practices,” “offering safe and
reliable products,” and “the environment.” For
example, under the theme of the environment, the
entire Group is working on the problem of climate
change, which has a significant effect on ecosys-
tems and water resources. We have announced a
target of reducing COz emissions from our value
chain by 50% in comparison with the level in 1990.
We have taken steps to advance toward that goal,
and by 2013 we had already reduced these emis-
sions by 28%.

Increasing Corporate Value—My Promise to You

In accordance with our financial policy, we will work
to enhance shareholder returns and increase ROE.
Our basic approach will be to strengthen invest-
ment in the nurturing of brands that are essential
for long-term growth, in human resources and
technologies, and in coexistence with communities.
We will enhance our ability to generate free cash
flow in the future, and the free cash flow that
remains after investments are made will be used to
bolster shareholder returns, centered on dividends.
Over the medium term, we are aiming for a 10% or
greater ROE prior to amortization of goodwill, etc.,
and as we move forward we will continue taking
steps to increase ROE, which is one of the indica-
tors used to determine performance-related remu-
neration for the president and other directors. We
will provide specific explanations of targets,
policies, and cash flow management in the next

medium-term business plan.
The Kirin Group is Changing

In fiscal 2015, our plan calls for consolidated
operating income of ¥117.0 billion. Targeting the
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revitalization of the Kirin Group in a challenging
operating environment, we have rigorously analyzed
the issues that we face in each business and accel-
erated the implementation of our 2015 strategic ini-
tiatives. As a result, in several areas we are already
seeing signs of forward-looking change that will be
the driving force for growth.

In the Japan Integrated Beverages Business,
with a focus on the future, we continue to devote
resources to the beer category, especially Ichiban
Shibori. As a result of our efforts to strengthen the
Ichiban Shiboribrand, in fiscal 2014 the brand’s
annual sales volume began to increase. Furthermore,
since January 2015 the president of Kirin Brewery
has concurrently served as the president of Kirin
Beer Marketing. The unification of production and
marketing facilitates rapid decision-making and
operational administration. In addition to brand
development from a medium- to long-term view-
point, we will also implement marketing investment
at the same level as our competitors, thereby
revitalizing our marketing capabilities. Moreover,
we will leverage our strengths in technical



Management Issues

Urgent Management Issues

Restoring the Japan Integrated Beverages Business to a growth track
¢ Strengthening brand investment in the domestic beer business, stopping decline in the market share,

regaining the leading position

e Creating appealing brands in the three major categories of the domestic soft drink business (carbonated
beverages, coffee, and sugar-free teal, building and strengthening category / brand portfolios

Revitalizing the Overseas Integrated Beverages Business

e Establishing an earnings foundation at Brasil Kirin

¢ Steadily implementing the Turnaround Plan for Lion’s soft drink business

Positioning CSV at the Center of Our Management Strategy

Realizing gains in corporate value by addressing social issues to create both social value and economic value

development and make new proposals in the
growing category of functional products. In the craft
beer market, which we entered in 2014, we will
draw on the knowledge of overseas Group compa-
nies and propose a variety of beer brands that make
full use of our distinctive strengths. In this way, we
will open up new ways of enjoying beer.

In the Overseas Integrated Beverages Business,
Lion's Australian soft drink business has continued
to record declining profitability. In fiscal 2014, we
began to implement the Turnaround Plan for this
business, centered on thorough category strategies,
and the results of these initiatives started to take
shape in the first quarter of fiscal 2015. We have
also decided to sell Lion’s everyday cheese
business, which is not a focus category, and we will
steadily implement the plan targeting sustainable
growth in the soft drink business. At Brasil Kirin,
we previously pursued uniform increases in sales
volume nationwide, but moving forward we will
make full use of our strengths to implement
detailed regional strategies tailored to each region’s
specific market characteristics. From the fourth
quarter of fiscal 2014, we began to accelerate the
implementation of strategic initiatives, and we have
been able to achieve results in line with our plans.
At the same time, to achieve stable, sustainable
increases in sales and profits in Brazil, where the

market environment is undergoing dramatic
change, we will tackle ongoing issues from a
medium- to long-term viewpoint.

The operating environment in the pharmaceuti-
cal business is also changing, with major factors
including the April 2014 NHI drug price reductions
and the market uptake of generic pharmaceuticals
and biosimilars. In this setting, Kyowa Hakko Kirin
has continued taking steps to steadily become a
global specialty pharmaceutical company. In Japan,
we launched new drugs and conducted develop-
ment alliance agreements that leverage our
strengths in therapeutic antibodies, and in Europe,
we also expanded our business foundation.

Going forward, we will strive to ensure that these
initial signs become concrete changes and to reflect
them in the next medium-term business plan.

[ will do my utmost to meet the expectations of
our stakeholders by managing the Company with
“Passion and Integrity.” | would like to ask for your
continued understanding and support as we
address the challenges that lie ahead.

President & CEO

KIRIN HOLDINGS COMPANY, LIMITED



Responding to Change

o

Taking on the challenge

of new business fields

¢ Operating an integrated beverage company handling soft
drinks, wine, traditional Japanese alcohol beverages, and
Western alcohol beverages

4 o
Kirin's
“m ]
¢ Entering the pharmaceutical business by leveraging
e S I I n Fe knowledge cultivated in beer operations

»
DNA of our Inn Vatmh Overseas business development

T ™ TS W T v vessreven v

Our ability to respond to change vjill be the driving force of « Advancing into Southeast Asia, Australia, and Brazil
our efforts to increase Kirin’s value. Throughout its long
history, which extends back moreithan 100 years, the Kirin
Group has continued to promote diversity and created
numerous innovations bi responding flexibly to changes in
its operating environment.

Priorities since Our Founding

Pursuit of innovation

L.,-...J Quality-oriented

Customer-oriented

M Kirin's consolidated sales — EBITDA margin
¥ trillion %

20 ¥2 . 2 trillion

Trend in beer consumption in Japan
1994: 7.45 million kL = 2013: 5.49 million kl

2.0

0.5

1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014
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1907
Kirin Brewery Company established

1940s to 1970s
From post-war reconstruction to rapid
economic growth

1980s ~
Announcement of long-term management
vision and promotion of diversification

o

Kirin Brewery Company was

founded in 1907 and took

over the business of Japan

Brewery Co., Ltd., which had

been established in the town

of Yamate, Yokohama.
Kirin Beer label at the time
of the Company’s founding

1990s ~
First to respond to diversification of
customer preferences

>0

After the Second World War,
we earned a dominant share of
the domestic beer market by
rebuilding our plants and
branches and building a strong
new sales network. In addition,
we expanded our soft drink
business and entered the
market for Western alcohol

beverages. Kirin Lemon at

the time

2000s ~
Announcement of KV2015 and
advancement of overseas initiatives

>0

In the 1980s, we leveraged the knowledge cultivated
in beer operations to enter the pharmaceutical
industry. In addition, Kirin

Gogo-no-Kocha, which

was launched in 1986,

became a major hit

product, creating the

domestic market for tea

beverages.
ESPO®, a treatment agent
for renal anemia
~ Present
Announcement of KV2021 and targeting of
a new stage
B ()

We created new markets through numerous product

proposals, such as Kirin Hyoketsu® (2001), which

received overwhelming

support after its launch; Tanrei

Green Label (2002), which

realized a 70% reduction in

sugar, establishing the health-

related category; and Kirin

FREE (2009), completely

alcohol-free (0.00%) beer-

flavored carbonated beverage.
Tanrei Green Label at
the time of its launch

Other beverages

8%

1980

Sales
¥855.8 billion

Kirin Brewery

92%

o ®

We announced the KV2015 Long-Term Business Plan
and took steps to accelerate overseas business initia-
tives, such as additional investment in Lion.
Moreover, we expanded

our operations through

strategic business

tie-ups with Mercian in

2006 and Kyowa Hakko

Kogyo in 2007.

Lion products at the time

Kyowa Hakko Kirin

15%

Brasil Kirin

8%

Lion

21%

2014

Consolidated sales
¥2,195.7 billion

In 2011, we advanced into the Brazil market with

the acquisition of Schincariol Participacées e
Representacdes S.A. (currently Kirin Brasil). In 2014,
we commenced the SPRING VALLEY BREWERY
project as a symbolic initiative with the theme of

“a future in

which people

are excited

about beer.”

Restaurant scheduled to open in 2015

Other businesses

5%

Kirin Brewery

32%

Kirin Beverage

16%

Mercian

3%
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The Kirin Group’s Strengths

Food and well-being business domain

[} |
KI rl n 'S Unique business portfolio that
includes alcohol beverages, soft drinks,

and pharmaceuticals

Strengths —

nghly diversified business pOl'thl.iOS in Japan, Oceania, and Brazil
and operatingregions

As the Kirin Group expanded the scale of its operations, Diverse corporate culture

it reoriented its businesses, which were centered on the
domestic beer businesses and market, and the Group
established a diverse business structure.

encompassing history, businesses,
regions, and employees

KIRIN REPORT 2014



Others

1.1%

Pharmaceuticals and
bio-chemicals

14.8%

Composition of
sales by
business segment
(Fiscal 2014)

Overseas integrated Japan integrated
beverages beverages

31.6% 52.5%

<5 PRINE
Q)

Others

7.3%

Brazil

8.3%

Composition of
sales by region

(Fiscal 2014)

Oceania Japan

21.1% 63.3%

Pharmaceuticals
and bio-chemicals

18.6%

Others
0,

0'8/° Japan integrated

beverages

30.4%

Composition of
number of
employees by
business segment
(Fiscal 2014)

Other overseas Oceania integrated
integrated beverages beverages

35.7% 14.5%
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2021 Vision

Help people foster stronger bonds
by offering customer-oriented and
quality-oriented value

Kirin’
- Build a corporate group where a diversity
u S I n ess o e of people enjoy working and businesses

grow with local communities,
protecting the environment

Raising CorporateValue through CSV

The Kirin Group will strive to realize gains in corporate value Develop businesses globally in the field
by creating both social value and economic value. of “Food and Well-being,” with each
region pursuing self-sustained growth
in a locally optimized way

We will strive to offer
surprise and inspiration
to our consumers (expe-
rience) through our
products and services -
(production). Moving
forward, we will share
the consumer experience
with society, help people
foster stronger bonds,

Fostering
bonds among
people

Disciplined
financial policy

Enriching the Synergy
experiences of generation
consumers

and contribute to local Ralsmg
o —
communities. Manufacturing Corporate Organic
high-quality products Value growth

Constructive Diverse human

corporate culture resources
“One Kirin”
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Process & Road Map

We have a road map for steadily raising corporate value. The Kirin Group is
implementing the 2013 Medium-Term Business Plan in accordance with its
long-term business plan, the Kirin Group Vision 2021 (KV2021).

By recording organic growth and creating synergies in each business, we
will increase our ability to generate free cash flow. In allocating that free cash
flow, we will give priority to strengthening shareholder return and enhancing
financial soundness.

Japan Integrated Beverages Business:
Restore to a growth track 3> P22-27
Overcoming short-
: 9 Brasil Kirin: Establish growth foundation
and medium-term challenges >> P28-31
Lion: Improve profitability in the
soft drink business >> P28-31
Initiatives to promote “strengthening bonds
between people and communities” >> P38-39
Achieving Sustainable growth
Initiatives to promote “health and well-being”
>> P40-43
Sharing and deployment of best practices
: : >> P34-35
Bolstering functional areas through
collaboration within the Group
Global collaboration initiatives
>> P34-35
Increasing dividends in line with growth
in normalized EPS 3> P16-17
Strengthening shareholder return
Share buybacks
>>P16-17

Reducing interest-bearing debt

KIRIN HOLDINGS COMPANY, LIMITED @



- Increasing Kirin's Value 3

Kirin's Business Model

The Kirin Group is utilizing both financial and non-financial

e, assets to achieve gains in corporate value. Through various
' value chain activities, products and services are provided by
and payments are made to our stakeholders.

Sales, expenses, and profits,

and their relationships with stakeholders Cost of goods sold <@ eecceccecccccccccccccccccccoccccsccaccans
¢ Payments to suppliers
On a financial base comprising sharehold- e Payments to employees
ers’ equity as well as funds raised in the
capital and financial markets, payments SG&A expenses
are made to stakeholders at each stage of « Payments to business partners
the value chain. In addition, value gains are e Payments to employees
achieved by enhancing strengths to generate Sales Ll .
economic value and increase ROE (paying an Payments Non_—operatlng
profit / loss

appropriate return to shareholders, who are from

: . customers e Payments to creditors
the providers of capital].

Taxes
Operating
income

* Responsibilities to
countries and societies

Net income

*The size of each
item does not
correspond to the
actual number

* Returns to
shareholders for
provision of capital

Non-financial and financial assets
that support gains in corporate value

Increasing ROE

Liabilities / capital
(asset procurement)

— Principal non-financial assets — ———— Financial assets N

* Brands Current assets

Cash and deposits / accounts receivable /

« Technologies / skills
merchandise / inventories / etc.

Interest-bearing debt

* Employees sharing the corporate
philosophy

Property, plant and equipment
» Corporate culture Manufacturing equipment, etc.

 Highly loyal customers Other liabilities

Intangible assets

Goodwill, etc.

* Good relationships with suppliers

* Good relationships with
business partners

* Good relationships with Investments and other assets
societies / communities

@ KIRIN REPORT 2014



OpOuOnOnd

Corporate

philosophy

Customers Feedback

Do

Product
development, <
R&D

Strengths

Deep insight into customer needs
Wide-ranging research system and ability
to generate innovation, not only in soft
drinks, brewing, and packaging, but also
in such areas as fundamental research,
fermentation, and biotechnology

Ability to design environmentally friendly
products

Examples of the creation
of value provided to society

* Providing manufacturing technologies

* Developing ingredients that address
health needs

>> P48-51

CSR procurement with consideration for
the environment and human rights

« Conserving biodiversity at farms
producing raw materials (Rainforest
Alliance certification)

Procurement i * Procuring agricultural products
Group procurement leveraging our from areas affected by Great East
global network Japan Earthquake (Tohoku) as
raw materials
>> P44-47
Global safety and quality standards
(global quality management) ) )
Manufacturing system with low environ- : :?educ!ng enwronment]al burden
Manufacturing mental burden (global environmental Sl Ve i U
management) ¢ Disclosing raw material information
Production system that facilitates the
stable supply of products >> P44’
Extensive distribution network * Reducing environmental burden
Distribution Ability to flexibly respond to supply- (reducing weight of containers and
demand changes packaging)
>> P44-47
Advertising strategy using multiple * Providing correct information about
channels alcohol
Sales

(including advertising /
sales promotion)

Detailed sales system that creates
customer touch points

Information system that shares sales
know-how / best practices

* Providing new ways of enjoying alcohol
* Providing flavor and fun through retail
outlets, bars, and restaurants
* Providing food safety and security
>> P43

KIRIN HOLDINGS COMPANY, LIMITED
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CFO’s Message

| strive to help increase the Group’s corporate value through the implementation of Head
Office functions from the perspective of what is best for the Group. These strategic func-
tions include allocation of management resources, portfolio management, and cash allo-
cation as well as the monitoring of autonomous management initiatives implemented by

Group companies.

Maintaining Consistent Track Record of Dividend
Payments since the Company’s Founding

The Kirin Group has positioned the appropriate return of
profits to shareholders as one of its most important manage-
ment issues. We have paid dividends every year since the
Company was founded, including years in which our results
did not meet expectations. In particular, since fiscal 2007 we
have reinforced the link between dividends and profit growth.
We have paid dividends in line with growth in profits, target-
ing a dividend payout ratio of 30%*. In fiscal 2014, our results
did not meet expectations, but we paid dividends of ¥38 per
share, an increase of ¥2 per share year on year. This repre-
sents an increase from ¥21 per share since 2007, for a
compound annual growth rate of 8.8% over that period.

* From fiscal 2013, we are targeting a dividend payout ratio on normalized EPS of 30%.

KIRIN REPORT 2014

Akihiro Ito

Director of the Board,
Senior Executive Officer & CFO

Maintaining a Disciplined Financial Policy

The Kirin Group implements a financial policy designed to
realize increases in corporate value through sustainable
growth in profits and improvements in capital efficiency.
First, we allocate operating cash flow to capital expenditures.
The remaining free cash flow is principally allocated to divi-
dends, in accordance with normalized EPS, and to the repay-
ment of interest-bearing debt, in order to secure financial
flexibility. Moving forward, we will examine the implementa-
tion of share buybacks, with consideration for the Company’s
stock price and the funding of future investments. In fiscal
2014, we acquired about 15.99 million of our own shares
(1.66% of outstanding shares) at a cost of approximately
¥19.7 billion. Over the medium term, we aim to achieve sus-
tainable growth in EPS and raise ROE (prior to amortization
of goodwill, etc.) to more than 10% through the ongoing
optimization of business assets.



Describing the Medium-Term Cash Flow Plan share buybacks, as well as reductions in interest-bearing

Our current medium-term business plan (2013-2015) calls debt. We do not expect to reach the planned level of cash

for cumulative cash flows over the three-year period of flows from operating activities, but in fiscal 2013 we recorded
¥700.0 billion in cash flows from operating activities and cash flows from investing activities resulting from the sale of
about ¥300.0 billion in net cash used in investing activities, shares in Fraser and Neave, Limited. Under the next
resulting in free cash flow of more than ¥400.0 billion. The medium-term business plan, we will continue to prioritize
plan also calls for enhanced returns to shareholders, such shareholder return, and there will be no change to our basic
as increased dividends in line with profit growth and flexible policy of increasing capital efficiency.

2015 Financial Strategy

Cash flows from
operating activities

Medium-term financial policy

Free cash flow

Enhancing shareholder return

¢ Dividend increases in line with
growth in normalized EPS

¥185.0 bittion

* Dividend payout ratio on normalized
EPS of 30%

e Consideration of additional share-
holder return initiatives, including
share buybacks

Cash flows from ¥85_0 billion

investing activities

Increasing financial flexibility

-¥100.0 bition

* Repayment of interest-bearing debt

Cash flow forecast

— Dividends
- Medium-Term Business Plan Forecast ¥ %
Forecast
o 38 38 4
Cash flows from 36
. S ¥545.7 billion ¥700.0 billion or more
operating activities 0 29 30
Approximately -¥300.0 billion
F)ash f.lows fr‘oln? -¥153.8 billion* [not including investment in strategic 20 20
investing activities
growth)
10 10
Free cash flow ¥391.9 billion ¥£400.0 billion or more
* Including cash received from the sale of Fraser and Neave, Limited shares (¥137.0 billion) 2012 2013 2014 2015 E
W Dividends

— Dividend payout ratio on normalized EPS (right)

KIRIN HOLDINGS COMPANY, LIMITED @



Financial and Non-Financial Highlights

Fiscal year 2004 2005 2006 2007 2008
Sales ¥1,654,886 ¥1,632,249 ¥1,665,946 ¥1,801,164 ¥2,303,569

Less: Japanese liquor taxes 430,957 397,527 402,321 400,555 380,691
Net sales 1,223,929 1,234,721 1,263,625 1,400,608 1,922,877

Japan Integrated Beverages Business — — - - -
Overseas Integrated Beverages Business — — — — —
Pharmaceuticals and Bio-chemicals Business — — — — —
Other businesses — — — — —

Operating income 109,392 111,708 116,358 120,608 145,977
EBITDA*! 193,507 188,459 191,161 213,129 264,620
Normalized EBITDA*? — — — — —
Ordinary income 106,562 114,881 120,865 123,389 103,065
Net income 49,099 51,263 53,512 66,713 80,182
Normalized net income** — — — — —
Cash flows from operating activities 127,963 104,716 123,685 114,585 131,281
Cash flows from investing activities (44,252) (66,693) (153,239) (269,621) (169,330)
Cash flows from financing activities (35,901) (52,041) (50,012) 121,555 26,684

Fiscal year-end

Total assets ¥1,823,790 ¥1,937,866 ¥1,963,586 ¥2,469,667 ¥2,619,623
Interest-bearing debt 325,594 309,976 302,762 673,872 723,703
Shareholders’ equity** 858,615 972,601 993,989 1,054,811 927,812

Per share data

Net income per share (EPS] (Yen)*® ¥ 50.58 ¥  53.23 ¥ 5598 ¥ 69.86 ¥ 84.01
Normalized EPS (Yen)*® — — — - —
Dividends per share (Yen) 13.50 14.50 17.00 21.00 23.00

Principal value indicators

Operating income (Prior to amortization
of goodwill, etc.) / Net sales (%) — — — - —

ROE (%)*¢ 5.9 5.6 5.4 6.5 8.1
Normalized ROE (%)*’ — _ _ _ _

Net interest-bearing debt / Normalized
EBITDA (Times) — — — — —

Dividend payout ratio (%)*° 26.7 27.2 30.4 30.1 27.4

(Notes) Figures are rounded down to the nearest million yen.
*1. For fiscal 2008 and thereafter: EBITDA = Operating income + Equity in earnings or losses of affili-
ates + Depreciation + Amortization of goodwill + Special income and expenses (Losses on impair- .
ment regarding goodwill, etc. are excluded.) Number of employees (consolidated)
For fiscal 2007 and before: EBITDA = Income before income taxes and minority interests + Interest
expense - Interest income - Dividend income + Depreciation + Amortization of goodwill

*2. Normalized EBITDA = Operating income + Depreciation + Amortization of goodwill + Dividends Employees
received from entities accounted for by the equity method 50,000
*3. Normalized net income = Net income + Amortization of goodwill, etc. + Special income or expenses

after income taxes and minority interests

. Shareholders” equity = Total net assets - Minority interests - Subscription rights to shares (as 40,000
recorded on the balance sheet)

. From fiscal 2010: Net income per share (EPS) and Dividend payout ratio calculated prior to the
amortization of goodwill, etc. (figures exclude losses with no effect on cash outflow); for fiscal 2012 30,000
and thereafter: figures for Dividend payout ratio use Normalized EPS (Normalized EPS =
Normalized net income / Average number of shares outstanding during period)

. ROE = Net income / Average shareholders’ equity 20,000
For fiscal 2009 and thereafter: ROE calculated prior to amortization of goodwill (figures exclude
losses with no effect on cash outflow)

*7. Normalized ROE = Normalized net income / Normalized average amount of equity during period

*

~

*

a

*

o~

10,000

2010 2011 2012 2013 2014 FY
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Unit: Millions of Yen Change (%)
2009 2010 2011 2012 2013 2014 2014 /2013

¥2,278,473 ¥2,177,802 ¥2,071,774 ¥2,186,177 ¥2,254,585 ¥2,195,795 (2.6)
359,743 342,527 323,375 315,549 310,798 301,365 (3.0
1,918,730 1,835,274 1,748,398 1,870,627 1,943,786 1,894,429 (2.5)
— 934,765 859,672 871,842 869,377 851,591 (2.0
— 403,977 454,216 579,391 685,254 693,175 1.2
— 404,714 332,843 322,976 331,377 325,149 (1.9)
— 91,818 101,665 96,417 57,778 24,513 (57.6)
128,435 151,612 142,864 153,022 142,818 114,549 (19.8)
212,838 269,392 247,602 297,185 — — —
— — - 307,339 301,486 273,183 (9.4)
144,614 140,969 136,818 138,452 132,134 94,211 (28.7)
49,172 11,394 7,607 56,198 85,656 32,392 (62.2)
— — — 112,868 115,426 108,779 (5.8)
189,907 218,025 196,792 212,061 205,517 155,247 (24.5)
(321,654) (140,917) (361,658) (48,379) 85,526 (139,397) -
174,208 (140,197) 193,214 (160,008) (272,357) (80,701) -
¥2,861,194 ¥2,649,197 ¥2,854,254 ¥2,951,061 ¥2,896,456 ¥2,965,868 2.4
963,209 859,376 1,144,786 1,037,188 858,911 873,003 1.6
981,322 962,476 852,922 948,943 1,075,861 1,101,833 2.4
¥  51.54 ¥ 9431 ¥ 70.58 ¥ 58.44 ¥ 9076 ¥ 3527 (61.1)
— — — 17 122 118 (3.3)
23.00 25.00 27.00 29.00 36.00 38.00 5.6
— 10.5 10.9 10.8 10.2 9.1
8.3 8.8 6.9 12.4 14.0 8.6
— — — 11.6 10.9 9.5
— - - 2.86 2.25 2.76
44.6 26.5 38.3 24.8 29.5 32.2
Number of employees overseas CO0: emissions (global scope 1 + 2) Water usage
(consolidated)
Employees 1,000 tons 1,000 m®
25,000 2,000 100,000
20,000 1,600 80,000
15,000 1,200 60,000
10,000 800 40,000
5,000 400 20,000
0 0 0
2011 2012 2013 2014 FY 2009 2010 2011 2012 2013 FY 2009 2010 2011 2012 2013 FY
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Business Overview

The Kirin Group’s
Businesses

The Kirin Group introduced a pure holding company
structure in July 2007. With alcohol beverages, soft
drinks, and pharmaceuticals as its core businesses,
the Group has conducted aggressive overseas business
development initiatives and worked to expand its
business foundation. Under KV2021, the long-term
business plan that was launched in fiscal 2013, in the
fields of “food and well-being” the Group is aiming to
leverage its business foundation to achieve organic

growth that is deeply rooted in local regions. In integrated

beverages businesses, regional headquarters in Japan,
Oceania, Brazil, and Southeast Asia pursue customer-
oriented, autonomous, fast-moving management, while
Kirin Holdings promotes synergies by allocating manage-
ment resources and sharing functions across businesses

and borders.

Sales
¥billion

2,500

2,000
1,500
1,000
500

0

2010

2011 2012 2013

2014

W Japan integrated beverages M Overseas integrated beverages
Il Pharmaceuticals and bio-chemicals [l Other businesses
* Shown for current segments from 2012

Composition of sales
(Fiscal 2014)

Pharmaceuticals
and bio-chemicals

14.8%

Overseas
integrated
beverages

31.6%

Consolidated sales

¥2,195.7 vittion

Other businesses

1.1%

Japan integrated
beverages

52.5%

Fiscal 2014 results

Japan integrated beverages

Sales

v ,1 52.9 vitton

Net sales

¥851 -5 billion

Operating income

¥48- 1 billion

Amortization of goodwill

¥2-5 billion

Normalized EBITDA

¥85-8 billion

Sales / Operating margin
¥ billion

1,200
800
400

0
2012 2013 2014

M Sales
— Operating margin

Overseas integrated beverages

Sales

¥693- 1 billion

Operating income
(Prior to amortization
of goodwill, etc.)

¥75.7 billion

Operating income

¥31 .2 billion

Amortization of goodwill

¥37.2 billion

Brand amortization

¥7.3 billion

Normalized EBITDA

¥1 1 6.2 billion

Sales / Operating margin
¥ billion

750
500

250

2012 2013 2014

M Sales
— Operating margin

Pharmaceuticals and bio-chemicals

Sales

¥325.1 billion
Operating income

¥38-8 billion

Normalized EBITDA

¥72-7 billion

Sales / Operating margin
¥ billion

360

240
120
0 0

2012 2013 2014

M Sales
— Operating margin

=

=

%

%
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Summary of 2013-2014

In the Medium-Term Business Plan 2013-2015, which is
the first stage of KV2021, our fundamental policy is for
the Overseas Integrated Beverages Business to lead
growth for the Group as a whole, while the Japan
Integrated Beverages Business strengthens its brands to

Fiscal 2015—

Fiscal 2015, the year ending December 31, 2015, will be
the final year of the current medium-term business plan.
Looking ahead, to make sustainable growth possible,
measures will be undertaken with the highest priority on
restoring the Japan Integrated Beverages Business and
Brasil Kirin to a growth track. In addition, the allocation
of resources for achieving this recovery will prioritize the

Fiscal 2015 business plan (announced on February 12, 2015)

Japan integrated beverages Overseas integrated beverages

Sales Sales

¥1 ,1 90.0 billion (Up 3.2% YoY)

Operating income

¥38-0 billion (Down 21.1% YoY)

Operating income

In addition, to enhance our ability to implement the plan,
we will change the Group’s management organizational
structure. Under the new structure, the executive officer
system will be introduced at Kirin Holdings and Kirin
Company, which is in charge of the Japan Integrated
Beverages Business, and certain executives will serve as
executive officers of both companies. Accordingly, both
companies will be managed in an integrated and dynamic
manner. In this way, we will work with a sense of speed to

¥7 1 0 . 0 billion (Up 2.4% YoY)

¥38-5 billion (Up 23.2% YoY)

return to a growth track. However, in Japan, sales
volumes have continued to fall short of planned levels,
especially for beer products. Overseas, growth at Brasil
Kirin has remained below plan due to changes in the
market environment, including economic conditions and
the intensity of competition.

Japan Integrated Beverages Business. Due to the raising
of brand investment from a medium-term perspective,
the plan anticipates a decline in operating income in the
Japan Integrated Beverages Business in fiscal 2015.
Nonetheless, we will aim to cover this decline with the
results in the Overseas Integrated Beverages Business
and the Pharmaceuticals and Bio-chemicals Business,
and thereby achieve year-on-year growth in profits. Over
the medium term, we will aim to restore operating
income to the fiscal 2012 level.

Pharmaceuticals and bio-chemicals

ssauisng sabelanag pajedbaju| seastang

Sales
¥346.0 billion (Up 6.4% YoY)

Operating income

¥44.5 billion (Up 14.5% YoY)

restore the Japan Integrated Beverages Business to a
growth track, which is the Group’s highest-priority issue.
Furthermore, at Kirin Holdings we will assign executive
officers to be in charge of Brasil Kirin and Southeast Asia
and provide operational supervision and support in a
focused manner. Under the new management organiza-
tional structure, Kirin Holdings, which is the Group Head
Office, will work together with the regional headquarters
to strengthen the Group’s businesses.

International Advisory Board (IAB)

To achieve steady results as a truly global company, as
well as to realize self-sustained organic growth in each
business, we have had an International Advisory Board
(IAB] since 2012. The IAB acts as an advisory body to the
president of Kirin Holdings.

The members of the IAB, who are principally
selected from among independent directors at overseas
regional headquarters, have wide-ranging knowledge
and experience in the field of global business. They offer
opinions and suggestions on global growth strategies,
risk management, and corporate governance, which are
reflected in the progress of the Kirin Group's globaliza-
tion initiatives.

_J

KIRIN HOLDINGS COMPANY, LIMITED
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Business Overview: Japan Integrated Beverages Business

Japan Integrated
Beverages Business

The Japan Integrated Beverages Business, which
conducts manufacturing and sales of alcohol beverages
and soft drinks in Japan, plays a central role in the Kirin
Group’s operations. Under Kirin Company, the Japan
regional headquarters established in 2013, we are
working to generate synergies among three compa-
nies—Kirin Brewery, Kirin Beverage, and Mercian. In
addition, we are strategically allocating management
resources beyond the traditional alcohol beverage and
soft drink framework as we strive to strengthen our
product and corporate brands and create new value

for customers.

Consolidated sales

1,192.9....

(down 2.3% year on year)

Consolidated operating income

48.1...

(down 22.4% year on year)

Composition .
Other businesses

Mercian 3.4%

6.0%

Kirin
Beverage Consolidated sales

30.0% ¥1,152.9 biution 60.6+

KIRIN REPORT 2014

Kirin Brewery

Business Report for Fiscal 2014

In the Japanese beer and soft drink markets, the con-
sumption tax rate hike in April 2014 dampened demand
and unseasonable summer weather pushed down con-
sumption, causing markets to contract. Under such cir-
cumstances, management resources were strategically
allocated in a manner that goes beyond the alcohol
beverage and soft drink frameworks under the leadership
of Kirin Company, while continued efforts were made to
enhance efficiency and to cut costs so that resources can
be created for reinforcing the brands. Individual compa-
nies devoted their efforts to developing strong product
brands centered on flagship brands, offering new value
for consumers, and implementing CSV initiatives.

Kirin Brewery

Kirin Brewery took measures with the strengthening of
its flagship Kirin Ichiban Shiboribrand as its highest
priority. It made efforts to enhance brand value by maxi-
mizing consumer touch points and continuing emphasis
of its commitment to Kirin Ichiban Shibori production
methods and the luxury status of the brand. As a result,
Ichiban Shiborirecorded increased sales volume for the
first time in 10 years, but sales competition intensified
due to the decrease in demand following the consumption
tax rate increase, causing total beer sales volume for
Kirin Brewery to fall year on year. On the other hand,
Kirin Chuhai Bitters, which was launched in June,
became a hit product, and as a result the total sales
volume of RTD products increased sharply.

Kirin Beverage

Due to favorable sales of the Kirin Gogo-no-Kocha
Oishii Sugar Free tea and to other factors, the
sales volume of the Kirin Gogo-no-Kocha brand
was maintained at about the same level as in the
previous year. However, unseasonable summer
weather caused the overall market to contract,
resulting in a year-on-year decrease in the total
soft drink sales volume for Kirin Beverage.

Mercian

Mercian worked to convey the appeal of
Chéateau Mercian, a representative Japanese
wine brand made from 100% Japanese
grapes, and to strengthen its key brands. As a
result, overall sales volume increased.




Business Plan for Fiscal 2015

In fiscal 2014, the year ended December 31, 2014, the
sales volumes of beer products and soft drinks declined,
but sales began to recover from September 2014, when
aggressive sales measures were implemented. In fiscal
2015, we will strive to ensure that this trend continues
and that we record higher sales volumes in all catego-
ries—beer products, RTD, wine, and soft drinks. We will
tackle the achievement of increased sales as our highest
priority and strengthen investment in our brands. In this
way, while we plan on a decline in operating income, we
will continue working to reduce costs from a medium- to
long-term perspective.

Kirin Brewery

The challenges for Kirin Brewery are making proposals to
consumers based on an accurate understanding of
consumer trends and bolstering organizational capabili-
ties for planning and executing marketing measures,
including sales promotions. Accordingly, the company will
delegate authority so that the marketing divisions can
improve and exercise their specialized capabilities and
make quick decisions. In product strategy, with its focus
on changes in the business environment, Kirin Brewery
will give the highest priority to traditional beer and in
doing so, strive to further increase the sales volume of
Kirin Ichiban Shibori. In addition, the company will work
to record growth in the expanding functional beer area.
Furthermore, in RTD products, which continue to expand,
Kirin Brewery will further reinforce its brands and aim to
achieve growth in sales volume at a pace that outper-
forms market growth.

Fiscal 2015 business plan (announced on February 12, 2015)

Billion yen Fiscal 2015 plan
Sales 1,190.0
Kirin Brewery 7121
Kirin Beverage 370.1
Mercian 70.4
Others 37.2
Operating income 38.0
Kirin Brewery 57.1
Kirin Beverage 6.9
Mercian 1.4
Others (25.4)
Total 39.9
Amortization of goodwill (1.9)

Kirin Beverage

Kirin Beverage will take measures to build and
strengthen its category and brand portfolios
so that it can achieve sustainable growth from
a medium-term perspective. It will continue
to strengthen Kirin Gogo-no-Kocha and

other product brands, and in order to compre-
hensively strengthen product brands in the
carbonated, coffee, and sugar-free tea soft
drink categories, which have large market
scales, new products will be launched under
the Kirin Mets brand in the carbonated soft
drink category. Kirin Beverage will aim to
enhance its specialist knowledge and increase
sales volumes by implementing regional sales
strategies and establishing a new company to
handle vending machine operations.

Mercian

Mercian will continue to develop its flagship Chateau
Mercian brand, and it will also endeavor to develop
brands of imported wines, which currently have relatively
low sales volumes compared to the market as a whole.
Mercian will exhibit its strengths as a wine corporate
group with three functions—manufacturing, import and
sales, and winemaking—with the aim of gaining
increased consumer support.

Fiscal 2014 results YoY change YoY change (%)
1,152.9 37.0 3.2
698.7 13.3 1.9
345.7 24.4 7.1
69.1 1.3 2.0
39.3 (2.1) (5.4)
48.1 (10.1) (21.1)
66.4 (9.3) (14.0)
53 15 29.7
1.4 (0.0) (2.4)
(23.0) (2.4) -
50.1 (10.1) (20.3)
(1.9) = =

J
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Business Overview: Japan Integrated Beverages Business

Policies Going Forward Group’s highest-priority challenge. Through consistent brand

development and value creation, we will strive to become
The Japan Integrated Beverages Business is the core of the Japan’s leading integrated beverages company by offering
Kirin Group and generates the majority of the Group’s consumers surprise and inspiration.

resources. Restoring this business to a growth track is the

Continuously expand sales with RTD products and soft drinks as the drivers and based on stopping
Growth Picture the decline in market share of beer products

until 2018 Strive to increase profitability by raising the percentages of products with a high unit price, such as
beer, and cutting costs, thereby aiming to restore operating income to the 2013 level

Kirin’s Key Words for Value Creation

“Quality with Surprise”

By leveraging our strengths in “meticulous production” and “dedication to quality,”
we will create products and services that surprise and inspire our customers.

Develop brands that support growth Consistent Development
* Achieve dramatic growth by increasing brand experience opportuni- of Strong Product Brands
ties for Ichiban Shibori

e Further reinforce the RTD brand lineup as a driver of market growth

» Reinforce and develop brands in the three major categories of soft
drinks (carbonated, coffee, and sugar-free tea)

e Steadily grow the wine category, outperforming market growth

Create value that leads to surprise and inspiration
for consumers and society

° Implement marketing that creates new value based on changes in
consumers and society

e Create value that is shared with society by solving health and envi- Categories to be Reinforced
ronment-related problems through the use of original technologies

and develop products that lead to regional revitalization

Gogo-no-Kocha / Ichiban Shibori/ Chateau Mercian

Cost cut for brand investment

* Already achieved the 2013 Medium-Term Business Plan cost-cutting
target of ¥20.0 billion; in fiscal 2015, seek to increase efficiency by
an additional ¥8.0 billion (increase in-house production of soft RTD
drinks and take other measures)

Carbonated / Coffee / Sugar-free tea

@ KIRIN REPORT 2014



Kirin’s Consistent Initiatives

Over the course of its extensive history, the Kirin Group
has created a large number of innovative products. In
the product development process, we listen closely to
feedback from customers and then utilize that feedback
to create a product concept, which is developed into a
product through the originality and ingenuity of our
technical experts. Rather than chasing short-term
trends, we have always maintained a consistent focus
on taste while at the same time striving to enhance
quality and functionality. Moving forward, we will
continue to emphasize learning from our failures and
remaining true to our beliefs as we repeatedly take
on new challenges. In this way, we will continue
working to create products that satisfy customers.

Health and Well-being Initiatives

Tanrei Green Label, which is based on the concepts of
“good health, good times” and “low sugar, full flavor,”
is a representative example of the Kirin Group’s initia-
tives in the area of health and well-being. The devel-
opment of Tanrei Green Label was made possible by
an extensive range of know-how and technical skills.
With the launch of Kirin Light Beerin 1980, we lever-
aged forward-looking initiatives to propose new value
in the form of light beer, and the innovative technolo-
gies used to make Kirin Light Beer were recognized
with the JSBBA Award for Achievement in Technological
Research*. Our technical know-how was also a key
factor in the development of Lager Special Light, which
was launched in 1999 and features 50% less sugar.
The extensive know-how and technical skills that we
cultivated through the development of these products
were subsequently utilized in the development of
Tanrei Green Label, which became a major hit product.

* An award given by the Japan Society for Bioscience, Biotechnology, and
Agrochemistry (JSBBA) to members who have achieved notable technical
results in the fields of bioscience, biotechnology, and agrochemistry. The
results are required to have practical value.

» »

Kirin Light Beer,
launched in 1980

Lager Special Light,
launched in 1999

Tanrei Green Label,
launched in 2002

Kirin’s Craft Beer Initiatives

Kirin also has a long track record in the field of craft
beer. In 1994, the restrictions on craft beer brewing in
Japan were lifted with the revision of the Alcohol
Business Act. Under the revised act, the annual pro-
duction volume required to obtain permission to brew
beer was reduced from 2,000 kl to 60 kl. Even before
the restrictions were lifted, however, Kirin was a
leader in the field of craft beer. In 1986, for example,
we launched Heartland Beer, a beer with a distinctive
emerald green bottle, which has won many fans. It
was also the house beer of the Beer Hall Heartland
in Roppongi, Tokyo. Moreover, in 1988 we installed
Japan’s first mini-brewery at the Kyoto Plant of Kirin
Brewery. The Kyoto craft beer made there—Kyoto
1497—became an established Kyoto craft beer. From
spring 2015, we will open SPRING VALLEY BREWERY
TOKYO and SPRING VALLEY BREWERY YOKOHAMA,
where customers will be able to enjoy craft beer
made on-site. These restaurants will leverage the
pioneering spirit and know-how of SPRING VALLEY, a
brew pub that was opened in 1991 on the grounds of
the Yokohama Plant.

> >

1986 Beer Hall
Heartland opened

1991 SPRING VALLEY
brew pub opened
at Yokohama Plant

¥

1988 Mini-brewery
opened at Kyoto Plant

pu

2015~ SPRING VALLEY
BREWERY TOKYO

1994 Lifting of
restrictions on
craft beer

J

KIRIN HOLDINGS COMPANY, LIMITED

o
o8
E:
o 3
S g
o 5
-
~a
=)
S w
<
£ 3
-0
w
Za
=8
=
=
Q"
Qo
o c
cQa
s T

-
7]
-
(Y]
3
3
-
(]
«Q
3
]
-
[}
(=3
+2)
]
<
o
=
[
Q
1]
(0
w
c
&,
3
[
"
"

ssauisng sabeaanag pajelbaju] seaslang

ssauisng s)edIWayd-olg pue sjesijnadeulieyd




New Growth Driver—Craft beer

Kirin’s Beer Strategy: Aiming to Create a New Beer Culture

More Flavor,

More Interesting:

The Future of

Taking on the Challenge

“With the skills and independence of brewers who love beer,
we want to continue to create Japan’s beer culture together
with customers.” We will endeavor to realize this concept in
our beer business.

As lifestyles diversify, distinctive beers known as “craft
beers” are currently recording dramatic growth in countries
around the world. These beers are earning support because

A Look at Craft Beers, Which are Increasing

We consider craft beers to be products that “have taste and
variety and enable consumers to enjoy flavor, individual char-
acteristics, and the dedication of the brewer.” In Japan, the
market for craft beers is still less than 1% of the overall
market for beer-related beverages, while in North America,
the market share of craft beers has grown to about 8% on a
volume basis and about 14% on a value basis. Craft beers
are also recording rapid growth in Australia and have
become a major trend around the world, centered on indus-
trially developed countries.

In Japan, craft breweries with high levels of technical
skills and brand power are being established. As a result,
awareness of craft beers is increasing, and they hold the
potential for dramatic growth over the medium to long term.

KIRIN REPORT 2014

Beer

of the way they deliver value in the form of “variety” and
“taste,” which are the traditional appeals of beer, and the way
that they bring people together as tools of communication.
Moving forward, we will strive to enhance Japan’s beer
culture by establishing and expanding the domestic market
for craft beer. We will also aggressively implement initiatives
to stake out a position of leadership in this market and
nurture it into a driver of growth for our beer business
in Japan.

Sales volume of craft beers in Japan

kl
20,000

18,000

16,000

14,000

12,000

=

0
2003 2004 2005 2006 2007 2008 2009 2010 2011 2012

* Prepared by the Company based on craft beer production report from the
National Tax Agency

Share of craft beers in the market for beer-related beverages

About 1 4%

on a value basis

Less than 1 % About 8%

on a volume basis on a volume basis

Japan North America




Examples of Initiatives Leading

SPRING VALLEY BREWERY Project

The SPRING VALLEY BREWERY Project is a representative
example of a craft beer initiative. The theme of this project is
“a future in which people get excited about beer.” SPRING
VALLEY is the name of the first successful brewery in Japan,
which Kirin Brewery inherited from its predecessor, Japan
Brewery. For Kirin, SPRING VALLEY represents a pioneering
spirit. Through this project, we will strive to fuse the individu-
ality and flavor of craft beers with the traditions and technical
skills of Kirin Brewery, and thereby offer craft beers for a
new age.

In September 2014, we installed small-scale brewing
facilities at Kirin Innovation
Factory Yokohama*, and in
spring 2015 we will open
restaurants with breweries
in Yokohama and Tokyo
(Daikanyama), where con-
sumers can enjoy a variety
of beers. In addition, we will
launch sales limited to the
DRINX web site. In these
ways, we will strive to
deliver the appeal and fun
of beer to even more

Image of SPRING VALLEY BREWERY Tokyo

e DR § N X
customers.

* Manufacturing base that integrates
brewing, blending, and packaging
and that can accommodate diverse
containers and contents (beer pro
ducts, wine, and RTD products)

(Started operation in September 2014) SPRING VALLEY BREWERY products

Alliance with YA-HO BREWING COMPANY

In September 2014, we concluded a business and capital
alliance agreement with YA-HO BREWING COMPANY, which
is a market leader with its representative Yona Yona Ale
brand, taking a 33.4% stake in the company. As a result, we
expect the generation of synergies between the two compa-
nies, such as in the utilization of manufacturing capabilities
and the implementation of human resources development
drawing on the two companies” know-how in customer touch
point creation and marketing, joint procurement of raw

materials, and other areas.
In addition, we will work
together to expand the craft
beer market and to create
an even more appealing
beer culture.

Representative YA-HO BREWING
COMPANY products

Lion—Captivating Oceania’s Beer Lovers
In Oceania, the beer market continues to follow a slight
declining trend, but at the same time craft beers are record-
ing growth of more than 20%. The reasons for the popularity
of craft beers include the dedication of the brewers, the close
ties to local communities, and the variety of flavors available.
Craft beers are not only capturing the attention of existing
beer drinkers, but also making the beer
market more accessible to a broader
range of consumers.

Lion noticed the potential of craft beer
from an early stage and allocated man-
agement resources to its development.

As a result, Lion has secured the top
share in craft beers in Oceania, and is
investing for growth and to revitalize
the total beer category.

Lion craft beer products

KIRIN HOLDINGS COMPANY, LIMITED @




Business Overview: Overseas Integrated Beverages Business

Overseas Integrated
Beverages Business

Using the business foundation that it acquired through
aggressive internationalization measures, the Kirin
Group is implementing global initiatives in the Overseas
Integrated Beverages Business. Under KV2021, to
leverage that business foundation and achieve steady
results, each regional headquarters is pursuing organic
growth by advancing autonomous, rapid management
with close ties to local regions. In addition, in accordance
with the “One Kirin” Values, which are the values shared
throughout the Group, we will work to increase corpo-
rate value by maximizing synergies.

Consolidated sales

693.1...

(up 1.2% year on year)

Consolidated operating income

31.2...

(up 1.9% year on year)

Composition
Other businesses

6.2

Brazil

26.0%

Consolidated sales Oceania

¥693.1 bittion 67.8%

KIRIN REPORT 2014

Business Report for Fiscal 2014
Oceania (Lion)

The Australian economy continued to recover
at a moderate pace; however, consumer con-
fidence remains sluggish and spending is
depressed, which has spurred intense com-
petition and difficult market conditions.

As the Australian beer market continues
to contract, Lion’s alcohol business reported
lower sales volumes overall, but ongoing
efforts were made to bolster core brands
and increase sales of high-added-value cat-
egories that continue to grow, pushing prof-
itability higher. In Lion’s soft drink business,
the sales of Dare and other dairy beverages
continued to increase year on year, but sales
volumes of milk, juice, and everyday cheeses
were down from the previous year. Rising
prices for raw milk had a significant impact,
and profits declined as a result.

Brazil (Brasil Kirin)

The Brazilian economy entered into an economic
slowdown due to sluggish domestic demand against a
backdrop of high inflation rates, combined with weak
overseas demand, and as so the market environment
remained difficult.

Brasil Kirin endeavored to maximize the market
presence of its core Schin beer brand, and in its soft
drink business the company took measures to bolster
its core brands, particularly Schin carbonated soft
drinks. Thanks to the effects from higher prices, both
sales and operating income were up. However, competi-
tion with other companies intensified throughout the
year, and sales volumes were down year on year for
both beer and soft drinks.

History of Major Overseas Advances

1998 Invested in Lion Nathan Limited (New Zealand)

2007 Made National Foods Limited a wholly owned subsidiary
(Australia)

2009 Invested in San Miguel Brewery (Philippines]

2009 Made Lion Nathan Limited a wholly owned subsidiary

2010 Established Kirin Holdings Singapore Pte. Ltd. (Singapore)

2011 Made Schincariol Participacdes e Representacdes S.A.
(currently Brasil Kirin) a wholly owned subsidiary

2011 Established soft drink joint venture with China Resources
Enterprise, Limited (China)

2011 Acquired shares in Interfood Shareholding Company (Vietnam)




Business Plan for Fiscal 2015

Oceania (Lion)

In Oceania, the market environment remains difficult, and
in the alcohol business, Lion will improve profitability by
continuing to invest in premium growth categories such
as international premium beer, craft beer, and cider. At
the same time, Lion will undertake proactive measures to
invigorate the beer market as a whole, which continues to
decline slightly, in order to achieve sustainable growth.

In Lion’s soft drink business, a new structure is in place
to implement the Turnaround Plan. Lion will narrow the
scope of its high-priority categories, brands, and
products and create simple, waste-free production and
logistics systems to cut costs even further. Lion’s compa-
nywide cost-cutting measures will also be continued.

Brazil (Brasil Kirin)

The market growth and competitive environment that
were the basis of its medium-term business plans are no
longer in agreement with what conditions exist now, and
consequently, the company will take measures to carry

out strategies more in line with a revised beer and soft
drink business environment and to build the business
foundations for achieving this. The company will improve
area-based strategies, strengthen channel and product
sales that offer high profitability, and target steady
increases in unit sales prices as well as pursue enhanced
efficiency in marketing expenses. In these ways, the
company will work to achieve a recovery in profits. At

the same time, the company will also improve its distri-
bution networks, maximize the effects of sales activities,
build a strong brand portfolio centered on Schin, and take

ssauisng sabelanag pajeabaju ueder

other measures to
build and reinforce
business foundations
from a medium-term
perspective.

Brasil Kirin EBITDA

Million reals
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Fiscal 2015 business plan (Lion) (announced on February 12, 2015) 3
Billion yen Fiscal 2015 plan Fiscal 2014 results YoY change YoY change (%) :2:
Sales 470.9 470.2 0.6 0.2 g
Alcohol 269.3 255.8 13.5 53 §
Soft drink 201.5 214.3 (12.8) (6.0) ;
Operating income (Prior to amortization of goodwill, etc.) 66.6 62.9 3.6 5.9 .3_
Alcohol 69.2 67.0 2.2 34 3
Soft drink 2.9 0.2 2.6 975.0 g
Corporate (5.6) (4.3) (1.2) — tgn,
Amortization of goodwill (32.0 (31.1) (0.9) — é"
Brand amortization (3.9) (4.1) 0.2 — ]
Operating income 30.6 27.5 3.0 10.9
Fiscal 2015 business plan (Brasil Kirin) (announced on February 12, 2015) gg’
Billion yen Fiscal 2015 plan Fiscal 2014 results YoY change YoY change (%) ng" 5
Sales 198.1 179.9 18.2 10.1 g5
Operating income (Prior to amortization of goodwill, etc.) 14.3 9.9 44 Lb4 2 -g'
Amortization of goodwill (5.4) (5.3) (0.1) — i;'-ﬁ
Brand amortization (3.2) (3.1) (0.0) - ;'. :«-5:
Operating income 5.6 1.4 4.2 295.5 % 5
EBITDA 21.6 22.7 49 21.6 £s
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Business Overview: Overseas Integrated Beverages Business

Policies Going Forward

Oceania (Lion)

In Australia, consumer spending remains sluggish, and the ahead, Lion will further strengthen the alcohol beverage
beer market continues to slowly contract. In a highly compet- business by reinvigorating the beer market, and will deliver
itive market, low-value dairy and juice categories are follow- the Turnaround Plan in the soft drink business, focusing on
ing a trend toward decreasing prices. In this difficult high-value categories that are growing, such as milk-based
environment, to realize sustainable growth in the years beverages, specialty cheeses, and yogurt.

Maintain stable profit growth by reinvigorating the Australian beer market and continuing Lion’s long-
Growth Picture term strategy of marketing and innovation investment in premium growth categories, such as craft beer

until 2018 Improve operating income in the soft drink business compared to 2014 through the implementation of
the Turnaround Plan

Establish a firm, leading position in the alcohol beverage market

e Further improve competitive position in high-value growth categories such as international premium beer,
craft beer, and cider

e Stimulate demand by reinvigorating the Australian beer market

Transform the business model for the dairy business

e Steadily implement the Turnaround Plan and refocus the business on its most profitable growth segments,
brands, customers and channels, a health and wellness portfolio positioning, and strategic milk procurement

Turnaround juice and grow NARTD
» Dedicated juice and NARTD business unit The Daily Drinks Co. to spur growth through focused investment
* Concentrate management resources on specific business opportunities with a focus on health

Soft Drink Business Turnaround Plan

Focus on most profitable brands and categories

» Category strategies based on a portfolio reorganized according to growth potential Milk-based beverages
and Lion’s position in the market Full Force | Yogurt
* Rationalization of SKUs (Stock Keeping Units) / brands Specialty cheeses
e Focus resources behind priority categories and products Must Win ghi“edeice
ream
Cost structure reforms throughout the supply chain Manage White milk
 Procurement: Stabilize milk input costs and secure supply through strategic milk Business Ambient juice
. . . Model Everyday cheeses
procurement and long-term partnerships with dairy farmers

* Manufacturing: Comprehensively review the entire milk production process,
including packaging and materials, to increase cost competitiveness

e Distribution: Reduce logistics costs by further optimizing distribution networks

Leverage provenance and nutritional benefits to tap into Australian desire to eat better quality foods

e Reformulation and innovation within growing categories through The Goodness Project, a renewed focus on nutrition and
“better for you” foods that will be a core driver of growth in future years

Favorable progress is being made, including SKU reductions of 20%, cost reductions in manufacturing and
‘ distribution, and the decision to sell the everyday-cheese business

KIRIN REPORT 2014



Brazil (Brasil Kirin)

The beer market in Brazil accounts for 13% of global
beer consumption, and Brazil has the largest population
and economy in Latin America. In addition, Brazil's soft
drink market has the potential for growth over the long
term. However, growth in the beer and soft drink markets
currently remains sluggish due to the stagnant economic
conditions, and sales competition is intensifying.

In this environment, Brasil Kirin will implement a
detailed regional strategy with the objective of realizing
sales growth in line with growth in the market.

Growth Picture

until 2018

Create a highly profitable brand portfolio

In addition, to establish a foundation for sustainable
growth in earnings, the company will take a rigorous
approach to effective, efficient sales activities and strive
to build the optimal distribution network. Taking steps to
increase its presence in the carbonated soft drink
category, Brasil Kirin will strive to build a strong brand
portfolio centered on the core beer brand, Schin, that is
made up of high-growth, higher-priced brands. In this
way, Brasil Kirin will work to establish a position as a
strong No. 2 in the domestic beer market.

Achieve continuous increases in sales and income through optimal brand / channel mix for
each market and steady price increases

¢ Raise the brand strength of Schin in main categories that account for over 80% of the

beer market

e Narrow the range of SKUs to streamline the product portfolio

e Implement steady price increases

Comprehensively conduct effective, efficient sales activities

* Reinforce sales of channels / products with high profitability

* Use sales expenditures efficiently and conduct effective sales activities that lead to sales
¢ Undertake human resources development programs for sales staff to raise sales skill level

Build strong distribution systems that can reliably deliver products to consumers
¢ Encourage in-house wholesaling, optimally place distribution centers, and raise the operating

efficiency of distributors

China

China Resources Kirin Beverages, the joint venture with
China Resources Enterprise, manufactures and sells bev-
erages under the brands of China Resources Enterprise
and Kirin. At the joint venture, excellent synergy will be
created by the combination of the Kirin Group, with its
strengths in product development and technology, and
China Resources Enterprise, with its strong domestic
business franchise, including logistics and sales
networks. By exploiting the full potential of this synergy,

the joint venture will speed up its forays into new product
categories and new markets throughout China.

Southeast Asia

In Southeast Asia, Kirin Holdings Singapore will work
more closely with Kirin Holdings to reinforce its business
foundations in the alcohol beverage and soft drink busi-
nesses in the markets of each country and search for new
opportunities to achieve business growth.

KIRIN HOLDINGS COMPANY, LIMITED
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Business Overview: Pharmaceuticals and Bio-chemicals Business

Pharmaceuticals and

Bio-chemicals Business

The current Pharmaceuticals and Bio-chemicals
Business was created through the merger of Kirin
Pharma Company, Limited, of the Kirin Group, and
Kyowa Hakko Kogyo Co., Ltd., in 2008.

In pharmaceuticals, Kyowa Hakko Kirin conducts
manufacturing and sales of ethical drugs based on lead-
ing-edge biotechnology. In bio-chemicals, Kyowa Hakko
Bio uses innovative fermentation and synthesis technol-
ogies to provide high-value-added functional materials
that meet the needs in the pharmaceutical, medical, and
health care fields.

Consolidated sales

.325.1....

(down 1.9% year on year)

Consolidated operating income

38.8....

(down 28.5% year on year)

Composition

Bio-chemicals

24.4,

Consolidated sales

¥325.1 bittion

Pharmaceuticals

75.5%

KIRIN REPORT 2014

Business Report for Fiscal 2014

Pharmaceuticals (Kyowa Hakko Kirin)

In the pharmaceuticals business, Kyowa Hakko Kirin
reported lower domestic sales compared to the previous
year as a result of the effects from NHI drug price revi-
sions implemented in April 2014 and other factors. Sales
of NESP®, a core product used to treat renal anemia,
were firm, but sales of the ALLELOCK® anti-allergy agent
and the Patanol® anti-allergy eye drops were affected by
lower airborne pollen counts. Sales of ALLELOCK® were
also impacted by the drug price revisions and market
penetration of generics. Kyowa Hakko Kirin executed
three development alliance agreements concerning
tumor immunotherapy for solid cancers with the aim of
maximizing the value of the global strategic product
KW-0761 (sold in Japan under the brand name
POTELIGEQ®), a humanized monoclonal antibody directed
against CCR4. Pharmaceutical exports were solid, but
technology licensing revenues were down from the
previous year, and total sales declined as a result.
Overseas, sales of the ProStrakan Group plc’s main
products were brisk. In August, Kyowa Hakko, acting
through the ProStrakan Group, acquired Archimedes
Pharma Limited of the U.K., which has strengths in the
pain, cancer, and critical care* fields, in order to expand
its overseas business foundations with the aim of
becoming a global specialty pharmaceutical company.

* Intensive care for patients facing threats to life due to such reasons
as serious illness

NESP® ALLELOCK® Patanol®

Bio-chemicals Business (Kyowa Hakko Bio)

In the bio-chemicals business, Kyowa Hakko Bio reported
steady sales of drug substances in the pharmaceutical
and medical segment as well as firm direct marketing
sales of Ornithine and other products in the health care
product segment. However, sales of beverage and food
raw materials were sluggish because of unseasonable
summer weather and remained

flat compared with the previous

year. As a result, overseas sales

rose year on year, due partly to

the depreciation of the yen.




Business Plan for Fiscal 2015

Competition in new drug development is increasing
around the world, and the operating environment contin-
ues to become more challenging due to such factors as
measures to promote the use of generics and drug

price revisions.

In the pharmaceuticals business, Kyowa Hakko Kirin
will continue to prioritize the further strengthening of
competitiveness in Japan through category-based strate-
gies and expansion of its business base in the United
States, Europe, and Asia, with the aim of becoming a
global specialty pharmaceutical company. In Japan, the
company will focus on four categories—nephrology,
oncology, immunology / allergy, and the central nervous
system—while strengthening the integration of functions
from R&D to manufacturing and sales, steadily launching

Fiscal 2015 business plan (announced on February 12, 2015)

new products from its robust pipelines to market, and
building a highly specialized sales force to maximize
sales and earn the trust of the medical community.
Overseas, with the acquisition of Archimedes, the rein-
forcement of business foundations in Europe centered on
the ProStrakan Group is advancing. Going forward, a
sales organization in the United States will be established
and business foundations in China will be reorganized.

In the bio-chemicals business, Kyowa Hakko Bio
will address the reinforcement of its earnings base as
a priority topic. The company will continue to raise
cost competitiveness, build business structures that
are not susceptible to effects from changes in exchange
rates, and strengthen, restructure, and organize manu-
facturing sites to respond to increasing global demand
for amino acids.
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Billion yen Fiscal 2015 plan Fiscal 2014 results YoY change YoY change (%)
Sales 346.0 325.1 20.8 6.4
Kyowa Hakko Kirin 354.0 333.4 20.5 6.2
Pharmaceuticals 269.0 251.8 17.1 6.8
Bio-chemicals 85.0 81.5 3.4 4.2
Other / eliminations (8.0 (8.2) 0.2 —
Operating income 44.5 38.8 5.6 14.5
Kyowa Hakko Kirin 44.5 38.8 5.6 14.5
Pharmaceuticals 32.0 29.0 2.9 10.1
Bio-chemicals 9.5 7.2 2.2 30.5
Other / elimination of amortization of goodwill 9.2 8.7 0.4 53
Amortization of goodwill (6.2) (6.2) — —

Taking on the Challenge of Becoming

a Global Specialty Pharmaceutical Company

The Kyowa Hakko Kirin Group aims to be a Japan-
based global specialty pharmaceutical company that
contributes to the health and well-being of people
around the world. To that end, we will further enhance
our R&D capabilities so that we can respond earnestly
to unmet medical needs through therapeutic antibod-

are taking steps to enhance our management founda-
tion in overseas businesses and expand our sales
areas, as well as to implement a variety of initiatives to
foster organizational vitality and innovation.

Moving forward, we will aim to achieve sustainable
growth by contributing to society. To that end, we will
strive to reflect health care economics in our efforts to
address unmet medical needs and will work to create

sSsauisng S]ed1WaYd-0lg pue sjesnynasrewieyd

ies that leverage our unique biotechnologies. In new value.

addition, to fulfill that mission on a global basis, we

Global Specialty Pharmaceutical Company

Active in markets around the world Focused on disease categories* in which it has strengths

*Four fields—nephrology, oncology, immunology / allergy, and the central nervous system
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Business Overview: Generating Synergies through Collaboration within the Group

Generating Synergies
through Collaboration
within the Group

The Kirin Group is working to achieve self-sustained
organic growth in each of its businesses and to generate
synergies that leverage diversity. Drawing on our
strengths in each of our businesses, we will realize new
innovation going forward.

Group Head Office
Kirin Holdings

Southeast
Asia Regional
Headquarters Corporate
Kirin Holdings Philosophy
Singapore 2021 Vision
“One Kirin”
Values

Japan Regional
Headquarters
Kirin Company

Oceania Regional Brazil Regional
Headquarters Headquarters
Lion Brasil Kirin

KIRIN REPORT 2014

Sharing and Leveraging Best Practices

The Technical Top Committee meets annually to bolster
the Group’s capabilities by advancing the sharing of the
Kirin Group’s strengths in such areas as R&D, manufac-
turing technologies, and environmental technologies.
Committee members comprise top executives in the
functional areas listed
above from Kirin Holdings,
Kirin Company, Lion, and
Brasil Kirin. The Committee
determines multiple project
themes and works through-
out the year.

In addition, each func-
tional area has also started its own global-level initia-
tives, such as the Global Marketing Conference, which is
a forum for top marketing executives, and the Global CSV
Conference, which discusses the approach to CSV.




Bolstering Functional Areas through

Centered on three companies—Kirin Company, Lion, and
Brasil Kirin—the procurement function is coordinated at
the global level, while the procurement strategy is formu-
lated and implemented at the regional level. Through the
joint procurement of malt and other raw materials used
by all three companies, and the mutual sharing of best
practices, we are working to maximize the Group's
corporate value.

Developing Practices that Convert

The Kirin Group strives to implement product develop-
ment that leverages the brands and manufacturing tech-
nologies of each of the Group’s businesses.

Realizing the Concept of “Japanese Spirit (Wa)”
Inherent in the Kirin Brand

Lion’s cider product—Kirin Apple Cider—
draws fully on the image of the refined
“Japanese Spirit (Wa)” that is a part of the
Kirin brand. This product was launched in
the Australian cider market, which is
recording rapid growth. In development,
the marketing teams of Lion, Kirin
Company, and Kirin Brewery worked
together, and they were able to boldly
express the essence of Japan and of Kirin
in this product. Since it was introduced in
October 2013, Kirin Apple Cider has
earned support from customers.

Leveraging Group Know-How around the World

The adult soda Hopt was launched in New Zealand by
Lion in March 2014. The product development, which
realized a refreshing, unique flavor for adults and a 50%
reduction in sugar, was made possible through collabora-
tion between the technical teams of Lion Dairy & Drinks
and employees from Kirin Beverage. Moreover, one of the

There are differences among the companies’ procure-
ment environments, such as language and culture, but
we are working to overcome these issues through inten-
sive discussions. In this way, we are aiming to achieve
procurement that
is effective on a
global level.

flavors, Salt & Lychee, was developed with reference to
Kirin Beverage's Sekai-no-Kitchen-Kara range of
products. In these ways, this unique product was suc-
cessfully developed by making full use of the brands and
know-how of both companies. Hopt has exceeded expec-
tations to date and received multiple awards.

Enhancing the Value of the Kirin Brand in Brazil
Brasil Kirin has commenced local production and sales
of Kirin Ichiban, Kirin's flagship beer product. In doing so,
the support of many customers has been earned, and the
number of outlets in Brazil that stock this product had
already passed 4,000 as of December 2014. In Brazil,

the Kirin brand has an image of high quality (luxury) as
well as safety and reliability. In addition, Kirin Ichiban
has a unique brewing method, and as such a flavor that
can only be realized with that method. By carefully com-
municating these strengths to consumers in Brazil, we
will realize further gains in the value of the Kirin brand

in that market.

KIRIN HOLDINGS COMPANY, LIMITED
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Putting CSV into Practice

Our Goals

/

Creating
Shared Value

NN N\
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The Kirin Group strives to provide products and services that
contribute to the creation of value for customers, to help
people foster stronger bonds, and to grow together with
society in the local communities where the Group does
business.

To that end, we are working to further advance the
approach to CSR that has guided our activities. Our CSV ini-
tiatives target the resolution of social issues through the
conduct of our business activities, and CSV plays a central
role in our management. By putting CSV into practice, we are

working to create both social value and economic value as

well as to realize sustainable increases in corporate value.
In addition, in March 2014 we established the the CSV

Management Section within Corporate Strategy of the

Company. This new department has responsibility for the

strategic implementation of CSV. We have positioned CSV

at the core of the Group’s management strategy, and

the Group Executive Committee has the responsibility

for advancing CSV throughout the Group.

> Six Themes for Implementing CSV through Business Activities

The Kirin Group has established six key themes that it
considers to be important for sustainable growth.

In determining these themes, we reviewed the CSR initia-

tives that we have previously implemented, and we took into
account the goals of KV2021, social issues that need to be
addressed, and business risks and opportunities, as well as
dialogs with stakeholders and international standards such
as the United Nations Global Compact.

Challenges of the Kirin Group

Strengthening bonds between people and communities
To help people foster stronger bonds and to help com-
munities achieve growth, we will continue to propose
products and services that offer new value.

In particular, we will focus on the themes of “strengthening
bonds between people and communities” and “health and
well-being,” which we will approach as challenges. In
addressing these themes, we will leverage the strengths
of the Kirin Group to realize the creation of social value.

Health and well-being

We are taking on the challenge of launching business
initiatives that help people around the world to
improve their health and enjoy moments of happiness
in their lives.

Promises of the Kirin Group

The environment

We aim to support the “realization of a society that is
based on 100% recycling” so that the environment can be
passed down to future generations in a sustainable way.

Offering safe and reliable products

To meet the need for “food safety” with reliable quality,
we aim to use the most-stringent quality-assurance
practices.

Human rights and labor practices

We strive to develop our human resources, who
support the growth of the Kirin Group and are its most
valuable management resource.

Fair operating practices

We endeavor to ensure compliance, risk management,
and fair and equitable relationships with each of our
business partners.

KIRIN HOLDINGS COMPANY, LIMITED
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Putting CSV into Practice: Strengthening Bonds between People and Communities

Supporting the Development of Local Communities,
Fostering Bonds among People

We will cr