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AGood morning everyone and thank you for attending our Financial Results
Briefing despite your busy schedul

Atoday, 1 would like to brief you on the highlight of financial results foritfie
half and our plans for the"d half and fullyear.



|. Account settlement for 1H

A will start with a review of thdst half.



Coca-Cola business
1H Sales Volume (Jan-June)

Vs. Plan ]- Total sales volume delivered +2.5%, exceeding plans both in Q1 and Q2.

Vs. PY * Partly attributable to incorporating Shikoku CCBC, Jan-June volume turned positive by 13.6%.
) * CCW volume during Jan-June was a positive 4.6%.

[Sales volume] Actual Vs. Plan Vs.PY
Plan . - y PY*
(Une:Kes, 39|  volume Diff Diff % Diff Diff %

CCW (excl. Shikoku CCBC) 103,579 100,799 +2,780 +2.8 99,042 +4,537 +.6
Q1 46,511 44,963 +1,548 +3.4 44,226 +2,285 +5.2
Q2 57,068 55,836 +1,232 +2.2 54,816 +2,252 +4.1

ccw +shikoku CCBC total 112,520| I 109,770| +2.750I +2.5I I 99,042' «13,478[ +13.6|

PY actual does notindude actual performances of Shikoku CCBC

CCW Sales volume trend by month (Vs. PY) CCW Share trend by quarter (Vs. PY)
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AFirstly, let me review our sales volume in ttsehalf.

ACompared with plans, volume continued to deliver positive growth both in the
1standthe 2" quarters closing thelsthalf accumulated total with 2.5% positive.

AOn the other hand, our sales volume increased by 13.47 million cases, or 13.€
versus prior year, partly because of incorporating 8.94 million cases sold by
Shikoku CCBC in thdst half.

AEven excluding the impact of Shikoku CCBC, our volume increased by 4.6%
from the previous fiscal year.

AThe graph you see on the left shows monthly sales volume and the right
indicates quarterly market share trend.

AThe volume continued to track in the positive range every month from January
to June year over year, showing steady growth.

AViarket shares also turned positive from prior year both in terms of volume anc
value in thelst quarter and further growth were achieved in2ieguarter
which proved our reinforced competitive advantages.



Coca-Cola business
Sales volume by channel
|
Vs. Plan * All key channels except for Food Service finished exceeding the volume plans.
Vs. PY * Volume in Supermarket and Convenience Store turned positive both in Q2 and in total,
’ partly contributed by the sales of new products launched after March.
Vs. Plan Vs, PY*
B T T T L e
{unit:K ¢/s, %) Diff Diff % Diff Diff %
Super market/Drug/Discounter 31,987 +1,509 +5.0} +2,209 +7.4
Convenience store 14,022 +451 +3.3 +1,417 +11.2
Chain store total 46,009 +1,960 +4.4 +3,626 +8.6
Vending 32,745 +614 +1.9 -20 -0.1
Retail 5,235 +213 +4.2 -50 -0.9
Food Service 11,702 -52 -0.4 +258 +2.3
Others 7,888 +44 +0.6/ +722 +10.1
CCW total (excl.Shikoku CCBC) 103,579 +2,780) +2.8 +4,537 +4.6)
|CCW+ Shikoku CCBC total ‘ 112,520 ‘ +2,750[ +2.5 +13,4785 +13.6‘
*PY actual doesnotindude actual performances of Shikoku CCBC
4
ANow, | etdés take a |l ook at the sales v

AAll channels except for Food Service outperformed the volume plans.

AHighly profitable Vending exceeded the volume plan by 1.9%, moving forward new
vending machine placement at prime locations ahead of plan.

Aln terms of yeapveryear comparison, volume growth in Supermarket and Conveniel
stores contributed to the overall positive results.

Aln supermarket, the volume grew in @€ quarter ahead of tHist quarter, delivering
7.4% positive for thdst half accumulated total with the contribution of new products.

AAlso in Convenience store, sales volume initigalf delivered 2digit growth with
continued good sales of new products for this year, despite the cyclic of contributior
from jointly developed products with customers we launched in April last year.

AFurthermore, sales volume in Vending finished nearly at the level of previous year
thanks to the impact from a promotion leveraging smartphone apps launched in Apr
addition to volume contribution more than prior year from new vending machine
placement at prime locations, despite having decreased volume due to withdrawal f
unprofitable locations.

Al would like to elaborate you on the sales activity status in Supermarket and in Vend
lateron.
4



Sales volume by package

“
Vs. Plan | * Sales volume of key packages exceeded the plans.
* Highly profitable SS PET grew ahead of LS PET.
* New product of Georgia Café Bottle Coffee (950ml PET) and Coca-Cola 1.0 L PET
Vs. PY contributed to the growth of Midi PET.
* Sales volume of CAN turned positive from last year with the contribution of bottle CAN.
Vs. Plan Vs. PY*
1H actual
(unit:K ¢/s, %) Diff Diff % Diff Diff %
Small (less than 850ml) 29,844 +593 +2.0| +1,724 +6.1
Medium (less than 1,500mi) 1,232 +296 +31.6) +570 +86.2
PET Large (1,500ml or more) 20,519 +769 +3.9 +934 +4.8
Total 51,595 +1,658 +3.3 3,228 +6.7
Can (ind. bottle can) 26,638 +1,155 +4.5 +470 +1.8
Other 6,664 -69 -1.0 +354 +5.6
Syrup & powder 18,682 +36 +0.2 +485 +2.7
CCW total (exdl.Shikoku CCBC) 103,579 +2,780 +2.8 +4,537 +4.6
ccw+shikoku CCBC total I 112,520 \ +2,750 +2.5| +13,478 +13.5|
*PY actual does notindude actual performances of Shikoku CCBC
5

ANext is sales volume by the package.
AKey packages delivered positive volume compared with plans.

AAgainst previous year, sales volume of highly profitable small PET outperformed
the growth of large PET. The growth of small PET exceeding large PET is also
seen in Supermarket faced with a challenge in gaining margins, improving the
product mix in terms of profitability.

Aln addition, major growth of Midi PET from prior year is attributable to the new
product of nGeorgi a CGol& PBTome engaged@o f f ¢
an RGM initiative for greater coverage.

ASales volume of CAN delivered 1.8% positive from prior year owing to the steady
sales growth of bottle CAN.



Coca-Cola business
Sales volume by brand
|
() Launch of seasonally-limited design bottles aligned with the campaign contributed to the
sales of Coca-Cola and Coca-Cola Zero exceeding the plans.
Vs.Plan |, Georgia, Ayataka and | Lohas steadily made solid growth with new products.
\ * Volume of Sokenbicha became positive in Q2 impacted by the renewal in May.
C "\ * Georgia grew 7.6% in Q2 through lineup extensions which resulted in +7.1% in 1H.
* Ayataka made a 2-digit growth from PY with good performances of both “Ayataka” and
Vs. PY “Ayataka Nigorihonoka”.
* | Lohas delivered 22% positive sales with steady growth of ”I Lohas Cider” launched in
March in addition to ”I Lohas Momo”.
| S e
i Aquarius : ”7.95 ‘-253 -3} -529; -6.2
Ayataka 8,78 +773 +9.7) +1 142 +14. 9
ILOHAS 7,58 +363 +5.04 +1.37: +22. 4
Sub total 66,419 +2,056 +3.2] +3930 +6.3|
—— O R T
Syrup & powder 18,682 436 +0.2] +485 +2.7|
CCWtotal (excl Shikoku CCBC) 103,57 +2,780 +2.8 +4537 +4.6 1RTD:Packaged prodicts
|CCW+Sh‘kokuCCBCtota< I m.sznl +2750 ¢ZSI +13478 *134 performances of Shikoku CCBC 6

ANext is sales volume by the brand.

AR CoCal a0 a«€€dl aCdeaod outperformed vol
Thisi s attributable to the sales contri
botted | aunched coinciding with Gl obal

A Georgi ao fiAyatakao and @Al Lohaso al s
contributingto positive volume growth.

AMSokenbi chao t u2rdguartragams thd plavfeemthe t h e
underperformance in tHEt quarter thanks to the renewal made in May, finishing the
1sthalf accumulated total greater than the plan.

AihGeorgi ao, on the other hand, deliver
reinforced lineup launching various new products such as 950ml bottle coffee, in
addition to bottle can AThe Premium B
temperature with uncompromising taste.

Al Ayatakao also grew by 14.9% from pr.i
advantages of Ayataka brand with 2 1

Ad Lohaso achieved 22. 1% growth from
Lohas Momoo I28walcthedf ilnadsdtheyear and t
Lohas Cidero.

AWith that, | would like to finish my briefing on sales volume status.



Coca-Cola business
Status of RGM initiatives in Supermarket
|

B Revenue per case improved from prior year in all channels of Supermarket, Drug store and
Discounter with good progress of RGM initiatives.

WSP increase x iggﬂ,ﬂfmﬂiﬁt x Sales volume growth

Ensured sales activities based on the price guideline Highly value-added, premium product
launches

[Jan-June Volume by price point]

Coca-Colal.5L PET

- ”~

@ oew
Y4 O"i

(From Mar) (From April) (From May)

auwin|oA sajes

Volume sold in

Supermarket 248 K cases

(Low) Price (Hig'h) (after March)

Growth from PY (%) (January - June)

Sales volume Revenue Revenue per-case
Supermarket +10.5% +10.9% +0.4%
Drug store/Discounter +3.2% +3.5% +0.3%
Total +7.4% +8.0% +0.6% 7

ANext, | would like to update you on the status of key sales activities for this year carried
in the1sthalf. Let me begin with RGM initiatives in Supermarket.

Aln Supermarket, we have worked on RGM aiming to raise revenue and profits.

TheRGM initiatives were reinforced intteth al f pl aci ng Aensur
based on price guidelinasdednd& fnlighne
as the core.

Ms to the first fAensured sales acti vi
percase revenue of Cocaola 1.5L PET that has high brand competitiveness by
reinforcing coverage of 1L PET and differentiating prices of the 2 packages. As a res
you can see in the graph that sales of 1.5L PET shifted to a higher price point from I:
year and the perase revenue rose.

ARegarding the secon dadfideadu n& hheisg ho fp rhiicge
ensured to appeal values of the 10 products in stores as you can see here and
strengthened deployment at the right spaces. As a result, sales of these products re
248 thousand cases, improving product mix and contributing to a lift afgserrevenue.

AThe success of these initiatives in fliehalf enabled revenue growth more than volume
in Supermarket as well as both Drugstore and Discounter.



Coca-Cola business
Initiatives for transformation of Vending business
|

Il We have begun to see solid results of initiatives for revenue growth and profitability
enhancement.

For revenue growth For profitability enhancement

Improve unprofitable locations
[Number of withdrawal and unprofitable value

Capturing prime locations

[# of new VM placement (Jan-June)]

improvements)
12,800 VMs 1H Actual
+1,600 v. pY 8,500vMs 100 MM JP%
11,200 VMs +2,600 VMs v. Plan +30MM JPYv. Plan )
Volume contribution per
VM Revisit trade terms with customers
o 23% v. PY [Profit c.ontributions via reviewed trade terms]

2015 2016 ‘ 1H Actual ‘

70 MM JPY

Promotion leveraging smartphone apps 70 MM Y o Plan

[+] 37'?;“;£;$r.
20 HcET

# of impl . .
[# of VM implemented > Raise per-case revenue with

(after A riIE]
153, 00 variety of packages per locations
[Per-case revenue]

[Promotional impacts]

s Grm:tphh\'l.sPY + 35DtS

(v. VMs notimplemented

‘ 1H Actual ‘

+ 15 yenv. Plan

*VPM: Volume sold Per Machine 8

ANext, | would 1ik
and AProfitabil it
1sthalf.

e to brief you on ou
y enhancement o have

AWe placed 12,800 additional vending machines which was more than 1,600 units we
pl aced | ast year for ARevenue growtho
with identified profitability, aiming to capture prime locations, volume contribution pel
machine exceeded prior year by 23%.

AFurthermore, we have launched a promotion leveraging an app for smartphones sin
April with 18,000 vending machines to increase sales per machine.

The promotion have already begun generating impacts, showing 3.5 point higher res
of VPM on promotion machines than the ones not implemented.

AFor AProfitability enhancemento, on t
by moving forward improvement of unprofitable locations and review of trade terms
with customers.

APercase revenue also rose by 15 yen from the plan by introducing highlyacddieel
products this year with identified impacts in addition to ensured portfolio according tc
locations. Pecase revenue improved by 20 yen against prior year.

Awith that, | would like to finish my briefing on sales activities.



Consolidated
1H Financial results (Jan-June)

M Consolidated operating profit closed at 8.8 Billion JPY.
= Increase of 4.3 BillionJPY v. Plan and 6.4 BillionJPY v. PY.

(unit: MM JPY, 5

1H 2016 olan an 1H2015 IS
actual Diff Diff % actual Diff Diff %

Revenue 219,306 213,500 +5,806 +2.7 200,994 +18,312 +9.1

Gross prorfit 113,485 110,300 +3,185 +2.9 101,252 +12,233 +12.1

Operating income 8,883 4,500 +4,383 +97.4 2,430 +6,452 +265.5

Ordinary profit 8,630 4,200 +4,430 +105.5 2,295 +6,335 +275.9

Current net

income 4,633 2,200 +2,433 +110.6 8,857 -4,224 -47.7
(attributable to
shareholders)

* PY actual does notindude actual peformances of Shikoku CCBC

Al now would like to go over financial summary of tiighalf from slide 9.

Awe booked revenue at 219.306 billion yen,
operating profits at 8.883 billion yen,
ordinary profits at 8.63 billion yen,
and current net profits at 4.633 billion yen.

ARevenue increased both against plan and from prior year with operating profits alsc
exceeding the plan by 4.3 billion yen, which was 6.4 billion yen more than the year
earlier.

ANote that the current net profits decrease from the previous year by 4.2 billion yen i
primarily due to a rebound from extraordinary profitmkedin the2"d quarter last year
owing to gain on negativgoodwill of 8.4 billion yen associated with making Shikoku
CCBC a whollyowned subsidiary.



Consolidated
1H Financial results (Jan-June)-Key drivers (v. Plan)
|

Plan 1H actual Diff Key drivers Diff

=Coca-Cola Business (CCW+Shikoku CCBC) +634

Revenue 2,135 2,193 +58
*Healthcare & Skincare Business 53
*Coca-Cola Business (CCW=+Shikoku CCBC) 4321

Gross profit 1,103 1,134 +31
*Healthcare & Skincare Business 03
*Decrease of SGRA Expenses +119
*Coca-Cola Business (CCW + Shikoku CCBC) +3.7

<Key drivers >
Increase of labor costs 83
Decrease of promotion/advertising costs +35
Decrease of sales equipment costs +26
Operating income 45 88 +43 )

Increase of operation outsourcing costs 29
Increase of ransportation costs -14
Decrease of repair costs +11
Decrease of fuel costs +10
Decrease of consumables costs +1.0
*Healthcare & Skincare Business +8.2

Ordinary profit 42 86 +44
Current net income *Increase of extraordinary losses (due to disaster) 75

(attributable to 22 46 +24 < Corporateta

sharehol ders) rpor * -126

ANow | et 6s move on to performance dri v

ACocaCola business increased revenue by 6.3 billion yen thanks to volume exceedin
the plan, also delivering gross profit increase by 3.2 billion yen.

Furthermore, operating profits were up by 3.5 billion yen as SG&A costs dropped
below the plan.

AHealthcare & skincare business, on the other hand, delivered gross profit nearly on
plan with better gross margin from the change of product mix, despite revenue
falling behind the plan. In addition, operating profits increased by 800 million yen as
a result of managing SG&A costs below the plan by 800 million yen.

10



Consolidated
1H Financial results (Jan-June)-Drivers of operating profits (v. Plan)
|

Coca-Cola business finished with Operating profit exceeding the plan by 3.5 BillionJPY.
Marginal profit turned positive by 1.6 BillionJPY thanks to Volume exceeding the planas well
as growth of Revenue per-case. In addition, productivity enhancementin SCM and cost
reduction by reviewing all sorts of activities contributed to the outperformance of operating
profit.

Healthcare & Skincare business delivered positive Operating profit of 800 MM JPY v. Plan
primarily driven by SG&A kept below the plan.

Healthcare &
Skincare (Unit: 000 MM JPY)

business

Other cost

reductions +38

Profit .
growth from .
. . reviewing SCM +13 H
Marginal profit ional __impact
growth from Impact from promofiona .
* Chainstore +_*1—1 volume  Revenue per- 'Measures +4 :
Vending 4 increase case +3 5 88'8
=13 -
: (+43.8)
= Less manufacturing fixed costs
+15 +7
= More transportation costs-4
Coca-Cola business (435.9)
—
Plan 1H Actual 11

AThe chart on page 11 shows operating profit drivers compared with plans.

ACocaCola business finished with a 3.5 billion yen positive operating profits
against the plan.

AMarginal profits were up by 1.6 billion yen thanks to volume outperformance
and pefcase revenue increase.

AProductivity enhancements and efficiency improvements in manufacturing also
generated 400 million yen more contribution profits in SCM than the plan.

ABesides, cost savings through review of all types of activities continued from last
year made more progresses than we expected, contributing to the positive
operating profits. Please also note that we have executed investments for growtt
according to the plan.

AHealthcare & skincare business also delivered 800 million yen more operating
profits than the plan as SG&A kept below the plan, primarily through review of
launching period of new products and implementation of ad costs with identified
consumer attraction efficiency.

11



Consolidated
1H Financial results (Jan-June)-Key drivers (v. PY)
|
{unit: :00MM JPY)
PY actual* 1H actual Diff Key drivers Diff
*Coca-Cola Business (CCW +Shikoku CCBC) +181.4
Revenue 2,009 2,193 +183 i
*Healthcare & Skincare Business +1.7
=Coca-Cola Business (CCW + Shikoku CCBC) +118.9
Gross profit 1,012 1,134 +122
*Healthcare & Skincare Business +3.3
“Increase of SG&A Expenses -57.8
=Coca-Cola Business (CCW+Shikoku CCBC) -60.7
<Key drivers>
Increase of labor costs -38.8
Increase of promotion/advertising costs -14.8
Operating income 24 88 +64 Increase of sales commissions -13.8
Decrease of sales equipment costs +3.8
Increase of operation outsourcing costs -17.6
Increase of transportation costs 3.6
Decrease of depreciation costs +28.2
*Healthcare & Skincare Business +2.9
Ordinary profit 22 86 +63
*Decrease of extraordina rofits (gain on negative
Current net income ve & = 85.2
goodwill)
(attributableto 88 46 -42 “Increase of extraordinary losses (due to disaster) -2.7
shareholders)
«Corporatetax -17.4
* PY actual doss notinduds actual performances of Shikoku CCBC
12

ANext is comparison with prior year.

ACocaCola business increased revenue by 18.1 billion yen from last year, raising
gross profits. This is mainly attributable to the impact from incorporating
performances of Shikoku CCBC in th# half.

AAlso by keeping the increase of SG&A for CeCala business in total at 6 billion
yen as we decreased the costs despite the net increase by Shikoku CCBC by 8.1
billion yen, operating profits exceeded prior year by 5.8 billion yen.

AHealthcare & skincare business, on the other hand, increased gross profits by 300
million yen owing to the change of product mix in addition to revenue growth.
Operating profits also rose by 600 million yen from prior year with SG&A reduction
of a 300 million yen.

12



Consolidated
1H Financial results (Jan-June)-Drivers of operating profit growth (v. PY)
|

Coca-Cola business finished with Operating profit exceeding PY by 5.8 BillionJPY. In
addition to Marginal profit turning positive by 1.3 BillionJPY with Volume contributions
from Chain store, growth of Revenue per-case contributed to profit increase of 900 MM JPY.
Productivity enhancementin SCM and cost reductions also helped operating profit to grow.

Healthcare & Skincare business delivered positive Operating profit of 600 MM JPY v. PY
with revenue increase.

Healthcare & (Unit: 000 MM JPY)
Skincare

business

reductions
+6

Other cost

* Chainstore +18 +34
Impact from  |ncrease of
Marginal profit Revenue per- promotional ~ SCM
growth from case costs impact
volume = : 888
increase + 9 -
- (+64.5)
+ 13 = Less manufacturing fixed costs +10 H
= More transportation costs -5 E
4 Coca-Cola business (+58) :
(excl. impacts from changing service life of sales equipment +29) &
PY actual’  *Pvactualdoesnotindude actual pedormances of Shikoks CCBC 1H Actual 13

AThe chart on page 13 shows drivers of operating profits against the previous year.

ACocaCola business increased marginal profits by 1.3 billion yen from last year
contributed by volume growth in Chain store. There were also 900 million yen
contribution profits with pecase revenue growth, partly benefited from RGM
initiatives in Supermarket.

AFurthermore, operating profits increased by 5.8 billion yen from last year as a resul
cost savings from continued fundamental review of all activities, in addition to
emergence of 300 million yen SCM impacts through productivity enhancement alor
with increased sales volume.

AAlso note that operating profits were up by 2.9 billion yen from last year even
excluding the impact of decreased depreciation costs from prior year along with
changing service life of sales equipment from either 5 or 6 to 9 years this year.

AHealthcare & skincare business delivered increased operating profits from prior ye
by 600 million yen owing to 14% revenue growth of highly profitable skincare
products from prior year and other factors.

AAs a result, we closed consolidated operating profits at 8.8 billion yen, up by 6.4
billion yen from the year earlier.

AThese are the performances of tHdalf. 13



Il. Activity Plan for 2H and full-year

14

ANow, | would like to talk about plans for ti28d half and fultyear.

14



Coca-Cola business
2H (July-Dec) Volume plan
|

Il We project 2H volume plan as initially planned to be 4+0.2% v. PY (including Shikoku CCBC).

Volume plan by channel Volume plan by brand

Vs. PY Vs PY
Hpl,
2H plan e -~ 2Hplan Diff %
Keh. %) Diff Diff % {Unit K cases, %)
Coca-Cola 8353 +191 +23
Super mar ket/ Drug/ Di scounter L 37522 +777 +21 CocaColaZero 3,463 .3 11
Convenience store 14,435 -105| -07| Fanta 4,246 -41 -10|
Chain store total 52,257 672 413 o [GeOEI 23,696 +582 +2.5
£ Isokenbicha 5,740 an +31
Vending 35,761 +1B5! 405 =
Aquarius 11,377 +400 +3 6|
Retail 6225 +H09 13| Ayataka 9,825 -174 -17
Food service 14,013 +244. +1.8| I-Lohas 8,471 +686 +8.8|
I m 4
Others 7871 -1,088 -121 St B o e
Other 20,834 -182 -0.9
COW total 1.Shikoku CCBC
al (excl Shikoku ) 116,127 +121; 401 RTD" Tota 96,006 155 7
) Syrup, powder 20,121 -1,474 -6.8
Ccw +Shikoku CCBC total | 126,863 l +310 +0 2‘
CCW total (excl. Shikoku CCBC) 116,127 +121 +0.1)
|(CW05Nkuku CCBC total 126,863 ‘!10? +0.2

* RTD: Packaged products

15

Al will first take youthroughCocaCola business.
These are sales volume plans by the channel and the brand.

Awithout changing the initial plan for ti#9 half, we aim to grow 0.2% from the
previous year as Codaola business in total including Shikoku CCBC.

ABy the channel, we aim to grow in expanding markets of Supermarket, Drug store al
Discounter by 2.1% from prior year.

AWe also forecasts positive growth of volume in Vending expecting new placement of
vending machines and vendhegclusive promotions, despite continued severe
condition in the market.

ABy the brand, we project 2.4% positive volume of core 8 from prior year.

We will reinforce competitive advantage of brands with key products by conducting
promotions aligned with Rio Olympics.

15



Coca-Cola business
Commercial strategies- Evolution of RGM in supermarket
|

WSP increase x if,’,’,?,%‘\’,cetm“;',’,‘t x Sales volume growth
Continued reinforcement of sales activities Cultivation of highly value-added
based on price guideline products (more coverage)

» Stronger package lineup and making use of sub flavors i .
Non-price promotions

* * +|n addition to Coca-Cola and Aquarius, improve Revenue

per-case of non-sugar tea with multi-serve PET. rs W%
[ Aguarivs | : .if o “millle’
Stronger ) " ; ._. "".é‘:‘[fﬂ% .
| package lineup ’ f_i'fg g ” e

[ Making use of
i Rio 2016 O t

10 mpic promotion . o
Coca-Cola Coca-Cola Aquarius Ayataka Nigorihonoka ymp Reinforced portfolio at checkout

10L  ZeroFree 15  Zero2.0L 20L (highly value-added products)

B Pan] Growth from PY (%)

Sales volume Revenue Revenue per-case
Supermarket +1.9% +4.0% +2.0%
Drug store/Discounter +2.4% +4.6% +2.2%
Total +2.1% +4.2% +2.1% 16

ANow, let me explain our sales strategies beginning with RGM initiatives in Supermark

We wi | | l ncrease revenue and profits «L
prices in tradebo, Al mprovement of pr oc
AFirst, we will continue to strengt R¥n

half. As | mentioned earlier, we succeeded in raising price point of 1.5L PET i4'the
half by launching Coc&ola 1.5L PET and 1L PET together and differentiating prices c
the 2 packages.

ABy extending the range of activities even to large size packaged products other than
CocaCola in the2"d half, we will reinforce the package lineup and leveragefayors.

Zer oc

ASpecifically we will strengthen coverage of the dlatvorfiAqu ar i us
i honokat

2L PET. We will also offer the suttavoriAy at aka Ni gor
2L PET.

AThrough the initiatives, we will raise pease revenue of each key product through
di fferentiated prices of 2 packages be
bet ween AAyatakao and AAyataka Nigorilhl

AWe will also continue to fortify coverage of highly valadded products as thé& half.
Sales of 10 highly valuadded products contributed to the improvement of product mix
i.e. pushed up parase revenue in tHét half. We will strengthen coverage of these
products even in th2"d half at effectual irstore spaces more accessible to shoppers.

Aln addition, we will increase sales volume by activating point of connections through
non-price promotions such as Rio Olympic promotion.

AWe strive to attain revenue growth more than volume in Supermarket as well as both
Drug store and Discounter even in 2#éhalf through these activities. 16



Coca~Co| business ' ) ) .
Commercial strategies-Transformation of Vending business

H5T5RbT M
. . KU/ 2GE
Promotion Ieveraglng smartphone apps

[# of VM implemented]

2H Plan
42,000
(Annual Plan:60,000)

» Distribute new product information, sampling coupons and campaign
notices through smartphone app “Coke On”.

- Coke ON2~7-RX
= /(ﬁ / 257
= ¥ =
Sampling coupon ';__, ,’ WVStampcampalgn
(Coca-Cola) = [ (highly value-added

products)

YIMoJi3 anuanay

Capturing prime locations

[Number of new placement] [Number of new vending machine placement]

2H Plan 2H Plan
9,000 17,500
(Annual Plan:21,800) (Annual Plan:30,000)

ANext, | would like to describe our Vending strategies. We will transform the Vendin
business by executing strategies fro
AProfitability enhancement o and AETff

AFor the first element of Revenue growth, we will continue the promotion leveragin
smartphone app that launched in April. We will scale the promotion with another
42,000 units in théd half, expanding the scale up to around 60,000 units annually.

ANote also that we will roll out the 42,000 units in #half focusing on segments

where we can expect more benefits based on sales analysis of the 18,000 units
already implemented in tHE! half.

AWe will also increase purchase frequency on vending machines by enhancing the
attractiveness for consumers through planned W stamp campaign in addition to
provision of new product information and distribution of sampling coupons via the
app.

Furthermore, we plan to install 9,000 new vending machines i2talf. We will

strive to gain prime locations high in VPM through the effective use of new
machinesandensured sales activities with clearly identified profitability.
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Coca-Cola business
Commercial strategies-Transformation of Vending business
|

Per-case revenue

Improvement of Review of trade terms H with vari ;
e unprofitable locations with customers growth wit vanety g
S5 _ o packages per locations
g S | [Number of withdrawal and [Profit contributions through
a2 = | unprofitable value improvements] revisions of trade terms] [Per-case revenue]
+7]
% o 2H Plan 2H 2H Plan
3 =
= 2| |2,800VM,190 MM JPY +a + 16 yenv. Py
(Annual Plan 11,300 VM, 250 MM JPY)
Quick wins Buildingup of business model
# Testing of a new model with reviewed mid- to long-term

processes from operations on the ground to

. Joint creation workshops with
sites underway

external partners
e Improve
Optimize call operation Rationalize operations

fre.quency & efficiency, (loading, settlement
operation structure leveraging IT etc.)

Asusidiye 104

Drawing up of attractive vending
business models foreseeing
Assessment & validation of the new model consumers after 10 years down

by the end of this year the road

18

AFor the second strategy to fiRaise prof
of unprofitable locations and review of trade terms with customers.

AWe plan to generate profit contribution of a 190 million yen by improving unprofitable
locations with 2,800 vending machines and project annual profit contribution of a 290
million yen, exceeding the initial plan.

AWe will also generate additional profits by continually working on the review of trade
terms with customers as done in fliehalf.

AWe further plan to raise pease revenue by 16 yen from prior year through appropriate
products and packages according to locations as well as improvement of product mix.

AFor the third initiative on AEf-fndmidenc
term challenges we face led by Vending Business Transformation Project.

AWe have launched a pilot test of a new operation model in Kansai area as an initiative
quick-win to address shoterm challenges after revisiting all processes of vending and
back office operations to begin with. We plan to complete evaluation and validation of
test by the end of this year for reinforcement of vending business structure.

AWe have also moved forward the study for building a highly competitive vending busin
model as a miderm challenge. By drawing up ab@ vending business model, we have
done much discussion through workshops with external partners and subject matter

experts towards reaching the goal.
18



Coca-Cola business
Commercial strategies-Stronger brand competitiveness
™
M In line with Rio Olympic, introduce “Rio 2016 exclusive design bottle” and launch
promotions targeting key brands to maximize sales in peak season.
. J

RIO 2016 exclusive design bottle

I h
Waterproof portable o yﬂ?;inl:::nn‘a:;:;g?s'g 1
DTB & DVD player

e Toxrazez6
2’e
x Brazilian BBQ Tokyo 2020 Olympic
set Spectator rights
Supermarket Vending machines
= Pk
Original
button
Olympicyear design “Coca-Cola” slim Ice bottle holders badge
bottle (aluminumcan)
19

ANow, let me discuss a topic about reinforcement of brand competitiveness.

Todayl would like to introduce Olympic related products and promotions
currently underway on a large scale coinciding with the ongoing Rio Olympics.

AFirstly with products, we will further raise competitive advantage of Coca
Cola brand by launching seasondllyy mi t ed A Gol d bottl eo
establish the posi

design bottleo to

AAs to promotions, we will maximize revenue and share during the peak
season through the ongoing Rprice promotions with exclusive original

goods as a premium in all channels.

Awith that, | would like to finish my briefing on Cod2ola business.
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Healthcare & skincare business
Commercial strategies
|

M Reinforce home-shopping business and product developmentto drive revenue and profit

growth after 2H.

Reinforcement of home-shopping business Collaborations with Coca-Cola business
Gain new consumers Launch of collaboration products (beverages)
» Improvement of consumer attraction # Final coordination underway to identify

efficiency with home-shopping programs concrete spec, while making steady progress
» Stronger WEB marketing of product development.
# For sales at appropriate pricing matched with
Raise repeat customers and per-case revenue the value of products, 2 channels of Coca-Cola

business(vending machines etc) and
Healthcare & skincare business (home-
shopping etc) have been considered.

» Stronger cross sales (combination of
products)

[2H & full-year Revenue Plan] )
(Unit: 100MMJPY, %)

Vs. PY Full-year Vs. PY
2Hplan
Diff i % plan Diff %
Healthcare products 117| +9] +93 217, +3 +16
Skincare products 62 +6 +113 124 +14 +130
Others 1 -0i -39.0 3 0 -15.3
Total 181 +15: +9.4 345 +17 +s5.2

20

AlLet me now move on to introducing sales strategies of Healthcare & skincare busines
the 2nd half.

AFirstly f chomeshoppingni ®rceéesgo, it will be
consumers. Wil strive to improve consumer attraction capabilities of heshepping
programs by renewing them with identified needs of consumers and through optimize
broadcasting spots.

Awe will also focus our energies on WEB marketing to gain cemsumebase from the 30s
through the 50s. In addition tevisingsite contents for greater number of access to the
of ficial website, we plan to expand sp
internet ads and other schemes.

ASince it will be important to develop royal customers from the newly acquired shopper
strive to increase repeat purchase rate and unit sales by enhancing newsletter conter
existingconsumersnd quality of responses at call centers as a next step.

AOn the other hand, we are at t h-€oldbusmess
and Healthcare & skincare businesso co
towards the launch by the end of this year.

AAs we plan to introduce a collaboration product in both channels ot Coleabusiness anc
Healthcare & skincare business, we will strive to gain revenue and profits by offering \
price matched with the product value.

Al tal ked about Heal t hcare & skincare b
20



Consolidated
2H(July-Dec) & Full-year (Jan-Dec)— Performance Plan(Consolidated)
|

M Full-year consolidated operating profit planshall be revised upward by 4.5 Billion JPY
from the initial planto be 20.5 BillionJPY. (v. PY +6.2 BillionJPY)
Consolidated
[Full-year (Jan-Dec)] [2H(July-Dec)]
(unit: MM JPY, %) {unit: MM JPY, %)
2016 Full-year Vs.PY Vs. Initial Plan Vs. PY
T 2H 2016 Plan
Plan Diff | Diff% Diff Diff % Diff Diff %
Revenue 460,200| +19,723; +.5 +5,000 +1.1 Revenue 240,900 +1418 +#.6
Gross profit 239,800| +15,848 +7.1 +4,200 +1.8 Gross profit 126,300 +3,600 +29
Operating income 20,500 +6,237 +43.7 +4,500 +28.1 Operating income 11,600 -231 -2.0
Ordinary profit 18,800 45,076 +37.0 +3,800 +25.3 Ordinary profit 10,200 -1,227 -10.7
Current net income Current net income
(atributableto 10,800 +829} +8.3 +2,000 +22.7 (attributableto 6,200 +5,087 +457.2
shareholdes) shar eholder s)
21

ALet me now show you our consolidated performance forecasts fatthalf and fult
year.

Aln light of the performances in tHé half, we revise the initial plan for fullear
operating profits upward by 4.5 billion yen to be 20.5 billion yen.

AWe project fullyear consolidated revenue at 460.2 billion yen,
operatingprofits at 20.5 billion yen,
ordinaryprofits at 18.8 billion yen,
andcurrent net profits at 10.8 billioyen

which correspond to 19.7 billion yen revenue increase and 6.2 billion yen increase of
operating profits from prior year.
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Consolidated
2H(July-Dec) & Full-year (Jan-Dec)— Performance Plan(by business)
|

Coca-Colabusiness (CCW group+Shikoku CCBC)

[Fquyear (JanfDec)] [ZH(JUW*DGCH {unit: Ke/s, MMIPY, %
{Unikc K /s, MVLIPY, 55) Vs. PY
(Uit K i WOAIY, %) 2H 2016 Plan
2016 Fullyear Vs PY Vs Initial Plan Diff Diff %
Plan Dift Diff% Diff Diff %
Volume 126,863 +310 +0.2
Volume 239,383| +4,764 20 42,750 +12
Revenue 222,800 -132 01
Revenue 425,600| +17,964 .4 45,900 +14
; . {of which, Strategic
orwhien Sl g17,279| 424527, +62| 43618 +09 | channeis i 12072 w14
Operating income 17,100| 45,890 525 44,000 4315 Operating income) 10,100 +58 +0.6

Healthcare & skincare business

(Unit: MM IPY, %)

[Full-year (Jan-Dec)] [2H(July-Dec)]

MMIPY, %) Vs.PY
— 2H 2016 Plan
2016 Full-year| Vs PY Vs. Initial Plan Diff Diff %
Plan Diff Diff % Diff DiFF %

Revenue 18,100 +1,550 9.4
Revenue 34,600 +1,759 +5.4 900 25

Operating
Operating 1,500 -289 -16.2

income 3,400 +347 +114 +400 +13.3 income -

[
LS

AThis shows performance plans by the business.

AWe project increase of fullear operating profits of Cog@ola business by 5.89
billion yen from prior year to be at 17.1 billion yen.

ANote that while we forecast revenue decrease of Cata business in th2" half by
132 million yen from prior year, we project revenue increase of strategic channels i
our areas by 3 billion yen, up 1.4%.

AWe expect Healthcare & skincare business to increasgdati operating profits by
300 million yen from prior year to be at 3.4 billion yen.
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Consolidated
Full-year (Jan-Dec) — Drivers of operating profit growth (v. PY)

Aim to deliver consolidated operating profit of 20.5 Billion JPY, up 6.2 Billion JPY from

prior year.

» Sales related +400 MM JPY: Further drive profitable revenue growth in Chain store & Vending
Ceatils West | > SCM factors +700 MM JPY: Work on improving productivity & efficiency to generate solid SCM impacts

» Other -1 Billion JPY: In addition to incorporating external factors, invest for future growth

Fa~44 |+300MMIPY: Strengthen home-shopping business to gain more revenue and profits

(Unit: 000 MM JPY)

Coca-Cola business 2H (+1)

.
* Increase of

*Marginal profit Increase of . :
. §
* (incl.per-case sales fixed Other cost =

. :
Srevenue impact)  costs  SCMfactors increase  SHealthcare &
.

skincare
3

1H
Operating
profit

= More labor costs -13

« More pro-forma standard taxation -2 E
= Impacts from Kumamoto Earthquake -2 205
(+62.3)
142 Coca-Cola busines full-year (+59)
PY Actual 2016 Plan 23

APage 23 shows drivers of flear operating profits against prior year.

AAs we expect volume and revenue increase in Chain store and Vendin@ithat,
we project marginal profits of Cogaola business to increase by 1.2 billion yen from
prior year.

AThough it is also expected that fixed sales costs such as promotional costs to rise
along with the volume increase, we will continue to ensamementing
promotional costby identifying benefits as done in th# half.

Aln SCM, we project profit contribution of 700 million yen incorporating the benefits
of material cost saving through the implementation dina blow as well as our
efforts for productivity and efficiency improvement in manufacturing and logistics.

Awnhile we also expect profit decrease of 1 billion yen anticipating influences of othe
external factors as well as investments for future growth, we will continue to enharn
productivity and save costs as in fifehalf by working on the review of all activities.

AFor Healthcare & skincare business, we aim to increasgdal operating profits by
300 million yen from prior year with increase of consolidated operating profits to be
20.5 billion yen, up by 6.2 billion yen from prior year.

AThese are the performance outlook for2ffthalf and fullyear.
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Dividends

B Dividends per share (projection) shall be revised based on the upward revision of 2016
performance forecast.

[Per share]
Ordinary dividend
Interim dividend 21yen (+1yen)
Year-end dividend 23yen (+2yen) DifferencefromPY indicacedin()
Commemorative dividend *2 yen (42 yen) *Provide Commemorative dividend to
celebrate 2016 to mark the milestone of
Total 46 yen (+ 5 yen] 10*. Anniversary since the business
integration of former Coca-Cola West

Japan and former Kinki Coca-Cola

Trend of Annual dividend

(Unit: yen) 46.0 [Ref]
410 410 410 410 410
40.0 24.0
Ofwhich,
+30 E:mmemcratwﬂ
Year-end 200 210 210 210 o T o.ufoena
220

dividend

+20 Of which,

. 200 200 00 200 200 -

Interim =t Eommemnramﬂ
10

2010 2011 2012 2013 2014 2015 2016 new

2
projection 24

ALet me brief you on revisions of 2016 dividend forecast here.

ABased on the upward revision of fykar performance plan this time, we
decided to increase yeand dividend peshareg(forecasthy 2 yen to be 24
yen from the total of 22 yen we announced on February 3 that consists of
ordinary dividend of 21 yen and commemorative dividend of 1 yen.

Alt will be 5 yen increase of 2016 annual dividend forecast per share from prior
year including commemorative dividend as the sum of ordinary dividend of 44
yen and commemorative dividend of 2 yen will be 46 yen as a resullt.

AWe hope to enhance returns to shareholders by raising corporate values
through performance improvement looking ahead.
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Summary

M 1H closed with Operating profit exceeding the plan by 4.3 billion JPY,
delivering major profit gain of 6.4 billion JPY versus prior year.

— Good progress of RGM initiatives in Supermarket in Coca-Cola
business as a key task and activities in Vending for greater revenue
and profits have started to generate impacts.

- Fundamental review of all kinds of activities enabled us to save costs
and contributed to the growth of Operating profit.

— We are making investments for future growth according to the plan.

B The business plan for 2H is assumed with the solid investments for future
growth upon the plan set at the beginning of the year as a base.

I Not just delivering full-year Operating profit of 20.5 billion JPY, we will try
to generate more profits by further driving the initiatives we engaged in
1H and successively delivering impacts in 2H exceeding the plan.

ALastly, | would like to summarize some takeaways.

Awith good progress of performances, we finish#talf with consolidated
operating profit exceeding the plan by 4.3 billion yen, up by 6.4 billion yen from
prior year.

AParticularly CoceCola business began to see impacts of initiatives in performance
results in the form of marginal profit increase from RGM initiatives for raising per
case revenue in Supermarket which was placed as the most critical task as well ¢
engagements for revenue and profitability enhancements in Vending.

AWe also achieved cost saving more than plan through productivity and efficiency
improvements in everything we do.

AFurthermore, we have made solid investments to reinforce business foundation fc
future growth as raised in oury@ar plan as well as to enhance job satisfaction of
employees.

AThis operating profit plan for th#nd half is basically unchanged from the initial
forecast as we assume ensured execution of these investments evéidhalie
However, we are confident that each initiative can generate more benefits than th
plan in the2"d half considering the progress status of efforts inlthiealf and the
generated outcome.

ATherefore, we will take on a challenge to further generate profits, though we set
full-year operating profits at 20.5 billion yen.

AWith that, | would like to close my briefing. Thank you for listening.
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Account settlement for Q2 (April-June)

{unic MM JPY, 56
Vs. Plan Vs. PY*
2016 Q2 actual Plan 2015 Q2 actual
Diff Diff % Diff Diff %

Revenue 118,761 116,400 +2,361 +2.0 109,878 +8,883 +8.1

Gross prorfit 61,409 60,000 +1,409 +2.3 55,074 +6,334 +11.5

Operating income 6,673 4,800 +1,873 +39.0 3,677 +2,995 +81.5

Ordinary profit 6,561 4,700 +1,861 +39.6 3,586 +2,974 +82.9
Current net income

(attributable to 3,680 2,800 +880 +31.4 10,110} -6,430 -63.6

shareholders)

* PY actual does notindude actual peformances of Shikoku CCBC
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OTC market share trends (excl. VM)

*Values outsidethe graph show gap vs. PY same period

(Source: Intage)

(Unit: %, pts)
Other
313 311 308 315 330
D 79 74 20 83 T -0.2
C 98 102 100 97 103 +0.5
B 128 {07 117 11.0 B -1.7
164 162 162 163 154 W0 -1.0
ccw B1. 1 224 1 3. 23.2 22. 0.7
2015 Q2 Q3 Q4 2016 Q1 Q2
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1H (Jan — June) — Mix by brand/channel

L |
2015 2016
Others
1LOHAS - 30% 30% | 36% 29% 29% | |
-
o Sol ha
=
2 e
Coca-ColaZero |
I coca-cota Tl
Sales Vol. Revenue Gross profit
7%
29

Sales Vol.

Sales Vol.

Revenue Gross profit

Revenue

Gross profit
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Q2 (April —June) — Mix by brand/channel

=
2015 2016
Others

ILOHAS 1 36% 29% 30% | || 35% 28% 28% | |

- _ i [ — 8% 8%  — 9% 9%
2 . e =, o | .. m
o Calazero | | 1% o1 s
oo ol =il L=t
Sales Vol. Revenue Gross profit

Sales Vol. Revenue Gross profit Sales Vol. Revenue Grossprofit 30




Sales update on vending machines by cluster

[CCW Area]

Vending machine full service CAN VPM* V.

V5. PY (%)

April

June

YTD total

At-work (office)

25

-l14

-1.0

At-work (plant)

Mass retail er

Transportation

School

+0.6

+33

Le

Pachinko

Sports

Hospital

Accommodation -1.9
Outdoor +2.6
Total =25 +15 0.1

*Sales Vol. per vending machine
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1H (Jan — June) — Sales Volume by channel/package

[Chain store Vs. Plan Vs. PY
2016 1H actual 2 Z
(Unit: K cases, %) Diff % Diff %
SS PET (smaller than 850ml) 16,558 +387 +24 +1,067 +6.9
Midi PET (less than 1,500ml ) 1,157 +285 +32.7 +559 +935
LS PET (1,500ml or larger) 19,133 +761 +4.1 +852 +4.7
Can (incl. bottle CAN) 8526 +422 +5.2 +1,123 +15.2
Other 634 +104 +19.6 +24 +4.0
CCW total (excl. Shikoku CCBC) 46,009 +1,960 +4.4 +3,626 +8.6
Mvending o1oT e _ Vs. Plan ' Vs. PY
(Unit: Kcases, %) Diff % Diff %
SS PET (smaller than 850ml) 10,555 +59 +0.6 +672 +6.8
LS PET (1,500ml or larger) 73 +6 +94 -3 -4.2
Can (incl. bottle CAN) 16,463 +604 +3.8 -648 -3.8
Other 4,359 -175 -39 4219 +53
Syrup/Powder 1,296 +121 +103 -259 -16.7
CCW total (excl. Shikoku CCBC) 32,745 +614 +19 -20 -0.1
MRetail & Food service G : Vs. Plan : Vs. PY
(Unit: K cases, %) Diff % Diff %
SS PET (smaller than 850ml) 2,726 +142 +5.5 -19 -0.7
Midi PET (less than 1,500ml ) 72 +8 +13.1 +11 +18.7
LS PET (1,500ml or larger) 1304 -7 -06 +75 +6.1
Can (incl. bottle CAN) 1,637 +116 +76 -15 -0.9
Other 893 -136 -13.2 +34 +39
Syrup/Powder 10,305 +38 +04 +122 +1.2
CCW total (excl. Shikoku CCBC) 16,937 +162 +1.0 +209 +1.2
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