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*Good morning everyone and thank you for attending our Financial Results
Briefing despite your busy schedules. I'm Yoshimatsu.

eToday, | would like to brief you on the highlight of financial results for the third
guarter and our plans for the fourth quarter and full-year.




|. Account settlement

for the 3rd quarter

*Now, let’s look back the third quarter.




Q1 YTD Sales Volume (Jan-Sep)
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e First is on the sales volume.

e Compared with plans, volume registered positive by 1.1% for the accumulated total from January
to September.

e Against prior year on the other hand, our volume closed with 10% positive. The volume was 4.8%
positive from the year earlier even excluding the impact of Shikoku CCBC.

e The chart you see on the left shows monthly sales volume and the right indicates quarterly market
share trend compared with last year.

¢ The volume remained positive every month from January to September year over year with both
volume and value market shares also stayed in the positive range from this year.

* Note also that the value share grew greater than the volume share in the third quarter.



Sales volume by channel

: =
‘ Vs. Plan |+ All channels finished exceeding the volume plans.
. | = Volume in Supermarket and Convenience Store turned positive both in July-Sep and in Jan-
Sep YTD, partly contributed by the sales of new products launched after March,
Vs. PY * Sales volume of highly profitable Vending turned positive in July-Sep, outperforming PY
even in Jan-Sep YTD.
Q3YD Vs. Plan®’ Vs Py
ke Aduel Diff Diff % ' Diff Diff %
|Superm risUDrug/Des countee 5559 -898 +1 6§ «4,122 79
jl(um\:ruenm Store 22,189 #155 a7} +2,151 07
Chain store total 7&13:- ‘1.052‘ a1 +6.273 +87
Vending 52,106 +82 +0 zl 4353 07
Ret sl 8,740 a7 w11 122 «03
Food Service 19,123 118 N 3418 +2.2
Others 12,726 685 5.7 681 57
COW total (exd.Shikoku CCBC) 170,876 2,033 +12 7,756 v
COW+Shikoku CCEC total l 185,793 1 41,991 .U; ‘w,snl ~1C\0|
st inapsarurgsarc oo armmaigerestap gt oo 4

* Now, let’s take a look at the sales volume by the channel.

* All channels outperformed the volume plans.

* In terms of year-over-year comparison, Supermarket and Convenience stores grew volume by 7.9%
and 10.7% respectively from the year earlier, driven by the sales from new launches including high-
value added products.

* Also highly profitable Vending managed to turn volume in the third quarter positive year-over-
year, up by 0.7% even with year to date up to September.

This is attributable to volume per machine turning positive by 1.9% in the third quarter from prior
year with existing machines, in addition to placement activities of vending machines at prime
locations we have moved forward.



Sales volume by package

=
Vs, Plan } * Sales volume of key packages exceeded the plans.
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* Next is on the sales volume by the package.
* Key packages delivered positive volume compared with plans.

e Against previous year, sales volume of highly profitable small PET outperformed the growth of
large PET.

e In addition, major growth of Midi PET from prior year came from increased sales contributed by
“Georgia Café Bottle Coffee 950ml PET” newly launched in March as well as “Coca-Cola 1L PET”
reinforcing coverage as an RGM initiative.

e CAN in total finished with positive volume from prior year, with the growth of Bottle CAN
offsetting the negative of regular CAN.



Sales volume by brand

.|
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* Next is on the sales volume by the brand.

* Against plans, core 8 brands delivered 1.4% positive in volume.

* On the other hand, comparison with last year shows positive volume growth of 6.2% driven by
the sales of 950ml PET “Georgia Café Bottle Coffee” primarily being launched in Supermarket
under “Georgia” and new products such as Bottle CAN “The Premium Bito”.

* "Sokenbicha” and "Aquarius” which had negative volume year-over-year up to the second
guarter also turned positive in the peak season, even outperforming prior year with the January
to September accumulated results.

* Furthermore, "Ayataka” and "I Lohas” delivered 2-digit growth from the previous year with
steady progress of sales volume.

* "Ayataka“ has kept high growth through reinforced competitive advantage of the brand with 2
lineups of “Ayataka” and “Ayataka Nigorihonoka”. Volume growth of "I Lohas” was driven by “I
Lohas Momo” launched in the second half of last year and the new product of this year “I Lohas
Cider”.

* With that, | would like to finish my briefing on the sales volume status.



Status of Revenue per case

MRevenue per case outperformed PY in Chain store, Vending and Retail,
-» Revenue per case in Q3 made improvements compared with 1H.
- Supermarket, Drug store and Discounter began to see impacts of RGM initiatives.
- Vending improved Revenue per case through ensured portfolio optimum to each location.
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* Next, | would like to update you on the status of Revenue per case.

* Revenue from July to September grew 6.2% from prior year greater than volume growth,
finishing with positive Revenue per case of 1.1%, or 19 yen more from the year earlier.

* Revenue per case increased in the third quarter compared with the year-over-year result for the
first half, starting to show impacts of RGM initiatives significantly.

* In addition, all channels except for Food Service outperformed Revenue per case of last year.

* Supermarket, Drug store and Discounter began to see benefits from activities of RGM initiatives
we have moved forward, placing the growth of Revenue per case as highest priority.



Status of RGM initiatives in Chain store

[July-Sep Revenue per case status (Vs. PY))
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* Next, | would like to go over activities “to raise trading wholesale price” among RGM initiatives in
Supermarket, Drug store and Discounter.

* RGM initiatives began to show some benefits as | explained earlier that total Revenue per case

of each channel exceeded that of last year and even seen from package, many of them managed
to deliver positive results from prior year.

* On the other hand, there are some packages with Revenue per case negative from the previous
year which can be said as an outstanding issue.

* Revenue per case decline of 500ml PET in Supermarket and Drug store is owing to increased
deep discounts and sales volume in low price ranges.

* Also with MS PET, changing sales mix of main products and low price sub flavors significantly
different from the initial plan caused Revenue per case to drop.

* | will explain more in details on this matter from the following slides.



Status of RGM initiatives in Chain store
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* With 500ml PET, we tried to raise Revenue per case by working on “compliance of guard rail” which
is the lowest permissible wholesale price and “ensured executions of sales activities based on price
guidelines”.

* Almost all sales below the lowest permissible wholesale price set are now eliminated as we
managed to ensure “compliance of guard rail”.

* On the other hand for “sales activities based on price guidelines”, a demand surge more than our
expectation during low price “deep discount” period caused Revenue per case to decline.
However, the situation has changed for the better as we track and analyze sales plans and actual
performances as well as make corrections of plans as needed through advance management per
customer forecasting 3 months ahead since July.

* Next we worked on improving Revenue per case of main products for MS PET by “reinforcing
package lineup” and “making use of sub-flavors”.

* As for “reinforcing package lineup”, we aimed at raising Revenue per case of 1.5L PET by offering
1.5L and 1L PET of Coca-Cola together, differentiating prices of the 2 packages. Revenue per case of
1.5L PET has been improving as intended.

* On the other hand, there were some differences of impacts in “making use of sub flavors”
depending on categories. As we offered combining high price main flavors and low price sub flavors
in Coca-Cola, Aquarius and non-sugar tea categories to raise Revenue per case of main flavors, there
were some categories that showed impacts as anticipated and others not. Therefore, we have
reached a conclusion to finish the initiative.

* As described, RGM initiatives have steadily demonstrated results since July, while partly having some
issues.



Initiatives for transformation of Vending business

Il We have begun to see solid results of initiativesfor revenue growth and profitability
enhancement.
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e Next, | would like to take you through our Vending status. We have been working on “Revenue
growth” and “Profitability enhancement” in Vending.

¢ We newly installed 18,100 vending machines which was more than 1,300 units we placed last

year for “Revenue growth”. Volume contribution per machine from the new installations
exceeded prior year by 25%.

e Furthermore, we have launched a promotion leveraging an app for smartphones since April with
36,500 vending machines to increase sales per machine.

The promotion has generated greater impacts than the initial forecast with

3.8 point higher result of year-over-year VPM on promotion machines than the
ones not implemented.

e For “Profitability enhancement”, on the other hand, we delivered more profits than the plan by

moving forward improvement of unprofitable locations and review of trading terms with
customers.

* Revenue per case also rose by 15 yen from the plan, or by 25 yen from prior year by introducing

highly value-added products this year with clear identification of impacts in addition to ensured
portfolio according to locations.

e With that, | would like to finish my briefing on sales activities.
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Q3 YTD (Jan-Sep) financial results
.|
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¢ | now would like to go over the highlight of earnings in the third quarter year to date from slide
11.

*\We booked revenue at 353.71 billion yen,
operating profits at 19.025 billion yen,
ordinary profits at 18.32 billion yen,
and current net profits at 10.627 billion yen.

e Revenue increased by 24 billion yen from the year earlier, exceeding the plan announced on
August 12 by 2.4 billion yen. Operating profits also rose by 7.5 billion yen from the previous
year, exceeding the plan by 800 million yen.

¢ Note that the current net profit decreases from the previous year by 3.7 billion yen are
primarily due to a rebound from extraordinary profits of 8.3 billion yen booked last year owing
to gain on negative goodwill associated with making Shikoku CCBC a wholly-owned subsidiary.
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Q3 YTD (Jan-Sep) financial results-Key drivers (v. Plan)
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* Now let’s move on to performance drivers, firstly against the plan.

e Coca-Cola business increased revenue by 3.3 billion yen thanks to volume exceeding the plan
by 1.1%, also delivering gross profit increase by 1.3 billion yen. Furthermore, operating profits
were closed with positive 1 billion yen despite SG&A costs exceeding the plan.

¢ Healthcare & skincare business, on the other hand, managed to keep the negative operating
profits to 180 million yen as a result of SG&A including advertisement costs falling below the
plan by 700 million yen, despite its revenue underperformance against the plan by 900 million
yen.

12



Q3 YTD (Jan-Sep) financial results-Drivers of operating profits (v. Plan)

Coca-Cola business closed with operating profits exceeding 1 billionJPY than the plan. In
additionto Chain store outperforming the sales volume plan, the rise of revenue per case
impacted on marginal profits to exceed the plan by 1.3 billion JPY, contributingto the
positive results of operating profits.

Healthcare & Skincare business finished with negative operating profits of 180 MM JPY
compared with the plan due to revenue decline.
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® The chart on page 13 shows operating profit drivers compared with plans.

¢ Coca-Cola business finished with 1 billion yen positive operating profits against the plan.

e Marginal profits were up by 1.3 billion yen thanks to Chain store’s volume outperformance
and Revenue per case increase.

e Please also note that we have executed investments for growth scheduled for this year
according to the plan.

e Healthcare & skincare business managed to keep the negative operating profits to 180 million
yen with SG&A falling below the plan as a result of efforts in making investments on
advertisement costs with clearly identified benefits, despite revenue of healthcare products
underperforming the plan.
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Q3 YTD (Jan-Sep) financial results-Key drivers (v. PY)
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e Next is the comparison with prior year.

¢ Coca-Cola business increased revenue by 23.9 billion yen from last year along with volume
growth and incorporation of Shikoku CCBC’s performances in the first half, delivering gross
profit gains of 15.8 billion yen as well.

¢ Note also that the 8.6 billion yen increase of SG&A from prior year for Coca-Cola business in
total was driven by the net increment of SG&A during January to June period by 8.1 billion
yen in Shikoku CCBC.

*These resulted in positive operating profits of Coca-Cola business by 7.1 billion yen from
last year.

e Healthcare & skincare business, on the other hand, increased gross profits by 160 million
yen owing to the change of product mix in addition to revenue growth.

Operating profits also rose by 370 million yen from prior year with SG&A reduction of 200
million yen.
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Q3 YTD (Jan-Sep) financial results-Drivers of operating profits (v. PY)
= |

Coca-Cola business raised operating profits by 7.1 billion JPY from prior year. in addition to
Chain store’s sales volume increases, driving marginal profits to grow by 3 billionJPY, there
was a profit contribution of 2 billionJPY by the increase of ravenue per case. Cost reductions
further contributed to the growth of operating profits,

Healthcare & Skincare business gained 370 MM JPY more operating profitsthan the year
earlier with reductions of SG&A including advertisement costs in addition to gross profit gains
along with sales increases,
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* The chart on page 15 shows drivers of operating profits against the previous year.

* Coca-Cola business increased marginal profits by 3 billion yen from last year contributed by
volume growth in Chain store. There were also 2 billion yen contribution profits with the
growth of Revenue per case, showing impacts from RGM initiatives in Supermarket.

* Furthermore, operating profits increased by 7.1 billion yen from last year as a result of cost
savings from changing service life of sales equipment and other impacts.

* Also note that operating profits were up by 2.9 billion yen from last year even excluding the
impact of changing service life of sales equipment.

* Healthcare & skincare business delivered increased operating profits from prior year by 370
million yen owing to 16% revenue growth of highly profitable skincare products from prior
year and other factors.

* As a result, we closed consolidated operating profits at 19 billion yen, up by 7.5 billion yen
from the year earlier.

* These are the year to date performances of the third quarter.
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Il. Activity Plans for Q4 and Full-year

*Now, | would like to talk about plans for the fourth quarter and full-year.
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Q4 (Oct-Dec) Volume plan

M As we have set Q4 Volume plan conservatively, we aim to ensure delivering the target
(do not change from the initial plan).

Volume plan by channel Volume plan by brand
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bubtutal e B Lo AN
Food tarvice 6710 o= a1 Omar P 50| 2y
Othar: 3,754 an 80 w0~ sl 41104 4] 14
1 Sy e 7S ol c1
COWtotal {exd Shikoku CC8C) wxe 108 -20 O :
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* | will first take you though Coca-Cola business.
These are sales volume plans by the channel and the brand.

* We did not change the sales volume plan of the fourth quarter from the initial forecast.
As we project the market environment conservatively, we expect 1.9% negative for the fourth

quarter of Coca-Cola business in total from pervious year including Shikoku CCBC.
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Commercial strategies- Evolution of RGM in Chain store

Price guideline Ensure progress management by the customer.

Guard rail (lowest

permissible WSP) Continue to comply guard rail.

Ueld » 0

Reinforcement of

x C i jiti i S Cocs |
package lineup Continue to reinforce activities with MS PET of Coca-Cola

Change strategy from "price guidelines” to "average per
case guard rail” based on average per case, incorporating
price elasticity

Price guideline

Guard rail (lowest  Revisit according to the attributes of customers
permissible WSP)  peview by the product,

A Ixau spiemo]

1]

D
o
=

Reinforcement of  In addition to MS PET of Coca-Cola, deploy even with Aquarius
package lineup MS PET
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* Now, let me explain our sales strategies beginning with RGM initiatives in Chain store.

* To increase Revenue per case, we will take actions around the three strategies of “ensured sales
activities based on price guideline”, “compliance of guard rail” and “reinforcement of package

lineup”.

III

* For "price guideline”, we will ensure activities based on the guideline through progress tracking of
sales plans against actual performances and development of rolling plans for up to three months
ahead by the customer. We will also continue to ensure compliance to the lowest permissible
wholesale price of “guard rail”

* Furthermore for "reinforcement of package lineup”, we will continue in the fourth quarter to work
on the initiatives with MS PET of Coca-Cola that generated results in the third quarter.

* We will also advance the three strategies towards next year.

* First on "price guideline”, we will change it to “average price per case guard rail” based on average
price per case, incorporating price elasticity. By changing it to a tool that allows simple usage, we
will raise accuracy of activities according to customers.

* For the lowest permissible wholesale price of “guard rail“, we will raise the price according to
characteristics and scale of customers, as well as products.

* Furthermore, for "reinforcement of package lineup”, we will aggressively deploy MS PET with
Aquarius. By strategically implementing Aquarius 1.25L PET, we will strive to raise Revenue per case
of Aquarius 2L PET.

18



Commercial strategies-Transformation of Vending business
.|

Initiatives for revenue growth Y b Aanual forecast
» Capturing prime locations (new placement) 3,400 vms 21,500 vms
»Promotion leveraging smartphone apps 23,500vms 60,000 vms

Initiatives for profitability growth

ueld s 0O

110 MM JPY 300 MM JPY

Zimprovement of unprofitable locations
(2,600 VM) {14,600 VMs)

7 Review of trading terms with customers 70 MM JPY 200 MM JPY

Continued reinforcement of initiatives for revenue and profitability growth

Building up of highly competitive business models

7 Address short-term issues
- Analyze pilot test results of a new model and study to scale.

7 Building up of mid- to long-term business models
=» Set mid- to long-term challenges and milestones of vending business,

.
=)
=
o
-
o
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2
x
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* Next, | would like to describe our Vending strategies. We will continue to reinforce initiatives for
“Revenue growth” and “Profitability enhancement” even in the fourth quarter.

* For the first element of “Revenue growth”, we aim to deliver annual new placement of more
than 20,000 units by focusing on the vending activities with clearly identified profitability in
gaining prime locations.

* We will also continue the promotion leveraging smartphone app that launched in April. We aim
to deploy with the scale of 60,000 units by the end of this year as we schedule to newly
implement with 23,500 machines in the fourth quarter. Upon deployment, we will roll out as we
have carried out up to the third quarter focusing on segments where we can expect more
benefits based on sales analysis of the machines already in use with the promotion.

* For the second element of “Profitability enhancement”, we will further generate profits by
continually improve unprofitable locations and review trading terms with customers.

* For next year, we aim to “build a highly competitive business model”. As we are conducting validations of a
pilot test of the new operation model to address short-term challenges in Vending, we plan to scale the
deployment next year.

* In addition, we are going to closely examine issues and set future milestones towards building a
to-be model for mid- to long-term.
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Commercial strategies-Stronger brand competitiveness

Coca-Cola brand

Products Promotions

- 7 Winter campaigns

"
” a
0
Bow label bottle Winter design bottle
(500 mi PEY exclusive) [MS PET)

»“VM=+2'C campaign” # Launch of “I Lohas Nashi”
5 =
Launchon
Nov 28

avid

W 2o AER | Z85TY
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* Now, let me discuss our initiatives to reinforce brand competitiveness.

* Firstly with Coca-Cola brand, we will launch a winter campaign from November 7 to align with

the winter party season and raise the competitive advantage by combining “products” and

“promotions”.

* As to “products”, we will introduce seasonally-limited packages such as 500ml PET bow label

bottles and MS PET winter design bottles.

* For "promotions”, we will execute three different winter campaign promotions shifting the
period. They are non-price promotions using exclusive original items as premiums together

with a tie-up with the popular anime “One Piece” we also schedule.

* Meanwhile with “Georgia” approaching the peak season in winter, we will conduct “Vending

plus 2 degree Celsius campaign” as last year.

This is a campaign to offer hot products primarily Georgia in vending machines at a

temperature that allows for a greater taste experience.

* With “l Lohas”, we will capture sales in the expanding flavor water market by launching a new

flavor “I Lohas Nashi“ on November 28.

* With that, | would like to finish my briefing on Coca-Cola business.
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Healthcare & skincare business
Healthcare & skincare business Plan

B Healthcare products: Aim to capture new demands by launching new products in addition to
sales boost of core products.

B Skincare products: We expect sales growth from highly profitable Skincare products through
renewal of high priced Cola-rich EX and optimization of broadcasting
spots for home shopping programs.

Q4 revenue plan] funchangsd from the plan anecunced on Axg 12) <Reference>
Vi BY —— V1. BY
G4 2016 Plan* 03‘:«.“ 3
o Diff % s o off %
e pEmamivy %

Hoalthcare product 59 +5 +102} 146 bE ] 82
i i f
Rincam product 2 +2 +9.1 44 +13 +160
| |
Other 0 +0 452 1 +0 251
]
Revenue @ +7 +4.0 234 +0 +0 )I

* Plan refers ez vatues beoes o0 perforrancs Soreceits srrounced ondcg 12 208
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e Let me now move on to introducing the plans for Healthcare & skincare business.

* In the fourth quarter, we will capture new demands for healthcare products with new
launches of collaboration products between Coca-Cola and Healthcare & skincare business
in addition to sales reinforcement of core products.

* With skincare products, we will strive to enhance revenue by conducting renewal of the
high price product “Cola-Rich EX” and by improving consumer attraction capabilities of
home-shopping programs through optimized broadcasting spots.

* | talked about Healthcare & skincare business and let’s move on to a next topic.
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Full-year (Jan-Dec) — Performance Plan(Consolidated)
- |

M Full-year consolidated operating profit plan shall be set at 20.5 Billion JPY, up 6.2 Billion
JPY from prior year (unchanged from the plan announced on Aug 12).

{Unit: MM JPY, %)

2016 Full-year Vs. PY
Plan Diff Diff %

Revenue 460,200| +19,723 +4.5

Gross profit 239,800 +15,848 +7.1

Operating Income 20,500 +6,237 +43.7

Ordinary profit 18,800 +5,076 +37.0
Current net Income

|attributable to 10,800 +829 +8.3

sharehoiders)

* Let me now show you our full-year consolidated performance forecasts.
These plans remain unchanged from the ones announced on August 12.

¢ We project full-year consolidated revenue at 460.2 billion yen,

operating profits at 20.5 billion yen,

ordinary profits at 18.8 billion yen,

and current net profits at 10.8 billion yen
which correspond to 19.7 billion yen revenue increase and 6.2 billion yen increase of operating
profits from prior year.



Full-year (Jan-Dec) — Drivers of operating profit growth (v. PY)

Aim to deliver consolidated operating profit of 20.5 Billion JPY,

6.2 Billion JPY from

While projecting negative Sales volume v. PY, we will maintain Marginal profits (including impact of
[m *“ Revenue per case) at the same level as the previous year by improving Revenue per case. We will also
— continue to make investments for future in Q4.

L *$a-44 I We project increases of R&D and advertisement costs associated with new product

{Unit: 000 MM JPY)
0e(-12) .

H
peattoaed shincae)

- . 7 -
Coca-Cola businens(.7) busirem(-3)

Jan-Sep 2016
consolidated
operating
profits

C
sales wolume pavenue per  SCM factors o

.
.
.
.
impact from smgact from H
H
.
decreases case -

Healthrare &
skincars
buseness

Increase

« Investmants for future i'i’n?n ic

« Impacts from Nippon Supplement etc

Jan-Dec 2015 lan-Dec 2016
Actual Plan 23

¢ Slide 23 shows drivers of full-year operating profits against prior year.

¢ While we expect 1.9% negative sales volume in the fourth quarter for Coca-Cola Business
from prior year, we project marginal profits at last year’s level through improvement of
Revenue per case.

¢ We also plan negative operating profits of 700 million yen for Coca-Cola Business in the fourth
guarter from the year earlier as we project increases of costs from continued execution of
investments for future growth and preparation expenses for a business integration with Coca-
Cola East Japan Co., Ltd.

e For Healthcare & skincare business, we forecast negative operating profits of 500 million yen
in the fourth quarter from the year before as affected by cost increases for advertisement and
R&D associated with new product launches.

¢ With regards to full-year consolidated operating profits, we strive to deliver 20.5 billion yen as
announced on August 12.

e These are our plans for the fourth quarter and full-year.



Summary

= »
M Jan-Sep YTD registered consolidated operating profits exceeding the plan by
800 MM JPY.
Profits of Coca-Cola business rose by 2.9 Billion JPY in real terms from the year
earlier even excluding impacts from changing service life of sales equipment,
despite our increased investments and spends that would lead for future
growth from prior year.

-» Coca-Cola business not only saw revenue and volume growth but also
share gains from last year as deployed marketing strategies such as new
product launches and renewal of existing products and promotions
worked.

-» Visible impacts of RGM initiatives are reflected to the positive results of
Revenue per case from the year earlier, contributing to Operating profit
gains.

M In Q4, we aim to deliver full-year Operating profit of 20.5 billion JPY by
continually reinforcing marketing strategies carried out up to Q3 and RGM
initiatives, while projecting some unscheduled costs including expenses on a
business integration.

- We will make a solid foundation so that a newly merged company
“Coca-Cola Bottlers Japan Inc. (CCBJI)” can take off in full blast after its
launch. 24

* Lastly, | would like to summarize some takeaways.

* Our consolidated operating profits were booked exceeding the plan which was revised upward in
August by another 800 million yen.

* In addition, when compared with prior year, the operating profits were up by 2.9 billion yen in real
terms even excluding the impact of changing service life of sales equipment, despite increases of
investments and costs to reinforce platform for future growth.

* Coca-Cola business saw top line growth and share gains with improved market competitiveness as
marketing strategies such as new launches including highly value-added products, renewal of
existing products focusing on the core 8 brands and tie-up promotions with the Rio Olympics all
worked.

* RGM initiatives have also generated greater impacts in the peak season of the third quarter than
the first half. With increases of Revenue per case from prior year bringing positive impacts for
performances in the form of marginal profit gains, RGM initiatives are steadily bearing fruit.

* While we project increase of costs related to the integration towards establishment of a newly
merging company of “Coca-Cola Bottlers Japan Inc.” in the fourth quarter from the initial plan, we
will move forward thorough preparations to solidify the foundation for growth that leads to a
successful integration.

* Even incorporating other risks of sales decline in Healthcare & skincare business, we aim to deliver
full-year consolidated operating profits of 20.5 billion yen by keeping the steady flow generated up
to the third quarter in Coca-Cola business.

* With that, | would like to close my briefing. Thank you for listening.
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Q3 (July-Sep) financial results

Q32018 Y10 i W¥an || esmtswo | BT ]
Achigd o B e ot o
| |
Revenus 124,203 132,000 +2,403| 418 125,660 +5,737 +a3
Coca-Cola Susiness 126,416 123,100 43,316 2.y 120,559 45,857, s
Brvvas S i 1= :
Heslihcare & Skincars Business 7,985 8,900 13| -10.3 8,107 120 1%
| {
Gross prorfit 7,01 ss.son| *512) 0.7 66,263 3,748 +5.7]
I L
Operating income 10,142 9,300 wi 4.1 9,077 41,065 4117
“
‘ Coca-Cola Business 2518 4,500 ‘LOI.I[ 2.0 8,201 1,316 4161
I Henritncare & Skincaee Business e $00) -175]? -21.5 875 -251] -28.7|
1 T
Ordnary profit 9,089 ;,ooo| o9 .7 8,998 s0n1 417
| H
ol i S 5993 5,700 ozsai 451 s +527 +5.6/
{attridutable to shareholders) ] 2 l s

© Fler reters o vl oz Bemee o perferrrarce foresasts sorosrced on Asg 11, 2016
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Trend of OTC market share (excl. VM)

|
100% (Unit: %, pts)
324 308 315 330 323
Company D -7 +0.1
Campany C 102 +05
Company B 113 +0.2

-08

22.
2015 Q3

+0.2

2016 Q3

* Values outside the grapgh show year-over-year differences
*Along with changes in data aggregation targets by the research company, Q3 2015 Actual was retroactively revised

(Source. Intage|
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Q3 YTD (Jan-Sep) financial results — Mix by brand/by channel

Sales Volume Revenue Gross profit Sales Volume Revenue
*Along with changes in the scoge of data aggregation foc actual saies performances, 2045 Actusd was retroactively revised.
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Q3 (July-Sep)— Mix by brand/by channel

T Pe ) o § PR S ey

Others
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| Aveaka |
83
s 2% 3
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Sales update on vending machines by channel

Ve FY (W
- foir War Apnl Vay | Iwe uly Auguat ] lescamzar 0 et
Ao-wor b (offices 22 411 408 1.8 18 14 13 +ea +0.8 a3
Atk (e 24 +19 +11 18 25 14 28 +60 +01x 0.2
Mass ttailer 23 +14 28 4;' 22 20 +18 +38 16 o
| “12 -\5. -Av. +11 | ‘08l +52 61 *0 6 +13
| o8 .37 32 11 | ‘33 +111 3 ‘10
Letue 7 +06 11 48 13 21 +34 +33 08 2.2
Pacrinks 58 132 58 53 | 36 L 28 2.2 35
ooy 42 vo8 -8 34 0% A0 ta2 51 1% L]
rospnts 50 +10 +11 14 18 o8 -mv vx" +04 +03
{ ! 4 + 4
ACCOMIMOGICON 42 +23 15 if +0% +i2 29 L3
' \ 4 !
Oeher | Indor ar +0% +o1 13 -1 08 +38 +12 14 +03
Outtoey 18 +13 +24 2% L) 21 +43 +39 Iy +04
L] 25 +15 41 4 +15 a7 9% 02
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Q3 YTD (Jan-Sep) — Sales Volume by channel/package

Wchain store Vs, Plan* Vs, FY
(Unt. X coses %) o Diff | ) oirr | %
SSPET [smaller than AS0mi) 27288 133 405 +1.999 75
| MIdi PET (tess than 1,500mi ) 2244 +328! #1714 +1,1381 +1130
1S FET (1,300mi or larger) 38124 w13 12 +1A70] a5
__Can fincl. botde CAN)  1aes| 00 s w4 #1300 w27
Othae 1240 +120/ +10.7 +121 10
COW total (ench. $hikoke CCBC) 78181 1,052/ +14 +5273 +5.7
Wvending vs. Plan® Vs Py
[Unt: & cases Wi YDA nirt » Dift %
| SSPET [smaller than 850m)) 185285 +77 w04 41,745 4108
L5 PET (1,500m! o larger) 18] "] 98 29 175
€Can (incl. bottle CAN} = 24838 *8; 03 1245 43
| Other 7027 -162] 23 #385 +53
Syrup/Powder 1821 53 A 507 218
COW tote) (excl. Shikoku CCBC) 52106 82 W02 #1531 *0.7
BRotail & Food sanvice Q3 2016 YTD Actual V5. Plan® V5. Y
|Unk- € cases. %) 0 * Diff *
_SSPET [smalier than 850mi) B 66 14 bad | *10
__MIdi PET less than 1,500ml ) 131 2l o 27 1262
|15 PET (1,500mi or larger) 2224 -70 31 +65 30
Can (incl. hotde CAN) 2303 Rt 1.7 14 03
Other 1454 7] 33 79 5.7
Syrup/Powder 16 808 *221. *13 #2339 A
CCW total (excl. Shikoku CCBC ) 27863 4215 403 +40 +16
“Planrefrsto Aug 12 2016
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Q3 (July-Sep) — Sales Volume by channel

[
Vs, Plan Vs.
Q3 actual
funie:K cfs, %) Diff Diff % Diff Diff %

Super market/Drug/Discounter 24,006 +898 +39 +1,93 +8.7
IConvenie nce store 8167 +155 +19 734 +9.9
Chain store total 32,173 +1,052 +34 +2,647 +9.0)
Vending 19,361 82 404 +373 +2.0
Retail 3,505 +97 +2.9 +72 21
Food service 7,4% +118 +16 +159 2.2
Others 4,792 +685 +16.7 77 -1.6
COW total (excl,Shikoku CCBC) 67,251 +2,033 3.1 +3,174 +5.0
CCW 4 Shikoku CCBC total 73,227 +1,991 428 +3,318 4.7

‘.
"
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Q3 (July-Sep) — Sales Volume by brand

Vs Plan Vs, PY?

Q3 actual I > T x = - o T - =

oK. 5 Diff | Diff% Diff Diff %
Coca-Cola o a9s 18| 25 +398) +838
Coca-Cola Zero 2,100 4158 81 a1 +7.2)
Fanta 2,562 3 21 +100 W1
Georgia 11,564 106/ 09 4497, 45
g [sokenncha V2] I =Y I I
® |aquarius 9,245 4955 4115 +984| +119
Ayataka 6,119 +a0s| 471 +476, +84
|' LOHAS 5,013 -2165 -4.1 +729| +17.0
Sub total 45,019 +1,498 134 +3,524 +85
Others 10,923 368 33 -200| 18
RTD “Total 55,942 41,130 21 43,324/ 6.3
Syrup & powder 11,310 +903| +8.7 -150! -13
CCW total (excl.Shikoku CCBC) 67,251 42,033 4.1 +3,174/ +5.0
|CCW+Shikoku CCBC total |  mar| v 28 +3,318 a7

*3 Factaped prochucy
2 Alang wAh Chargesin e soop0 of e Segr At 0N 151 atum 2015 -

33

33



Q3 (July-Sep) — Sales Volume by package

Vs, Plan Vs, PY
Q3 actual T
funiz: K c/s, %) Diff Diff % Diff Diff %

Small (less than 850mi) 20,416 +278 +14 +2,075“ +11.3

’ | |
Medium (less than 1,500ml) 1,151 +343 +425 06401 +125.1

- v N [—Ory| I —

PET | Large (less than 1,500mi) 15,980 +353 +2.3 +582‘ +3.8
Total 37,547 4974 +2.7 43,2971 +9.6
Can (incl. bottle can) 14,066 <176 +13 ~2211 -1.5

|
Other 4,328 200 0.5 +248i +6.1
Syrup & powder 11,310 4903 +87 150 -13
COW total {excl. Shikoku CCBC) 67,251 +2,033 +31 +3.174; +5.0
COW + Shikoku CCBC total 73,227 +1,991 +28 03,318} 4.7
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Q3 (July-Sep) = Sales Volume by channel and package
e |
WChain store o ateal Vs. Plan Vs, PY
2 Kcaze Diff__ | Difi% Difi Diff %
SSPET [smaller than 850mi) 10,729 <133 13 83 a5
Midi PET (155 than 1,500mi | 1,087 +328 +43.1 1622 +1315
LS PET (1,500 o larger) 14991 13 28 618 w3
Can (incl. bottle CAN) 4,759 3 12 +376 8.6
Other 505 +120] 287 a9 4194
Cow total (excl. Shikoky CCBC) 32173 +1,052 34 +2 647 +9.0
Wocrding a3 actual i Vs, Plan i Vs. PY :
(Unit & cases | Diff Diff % Diff Diff %
__SSPET {smaller than 850m!) — 7729 77 A0 41077, 162
15 PET (1,500m! or |arger) 64 +5 8.1 26, 28.8
_Can (incl. bottle CAN) 8375 +68] 08 597 67
Other 2,669 162 57 +166. 6.6
Syrup/Powder 525 433 3216 248 320
COW 1otal Cexcl. Shikoku CCBC) 19,361 82 04 an. 2.0
WRctail & Food servica PR Vs. Plan Vs, PY
(Unt. K cases N) Diff DIff % Diff Diff %
__SSPET (smaller than 850m) 1956 %6| 435 = 4]
Midi PET [iess than 1,500mi ) 59 a2 4257 15 4368
1S PET (1,500 or larger) 220 70 71 10, 11
~ Can {incl. bontie CAN) a7 44 +50 2 0.1
Other 561 57 93 a5 38
Syrup/Powdar 6,503 2221 5 4116 1.8
COW total Cexcl. Shikoku CCBC) 10,926 +215 20 231 2.2
38
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Q4 (Oct-Dec) — Sales Volume Plan by package

Vs. PY

{unit: X /s, %) i Diff Diff %
Small (fess than 850mi) 14665 -4 0.0
Medium (less than 1,500mli . ;5 +142 +43.2
PET | Large(less than 1,500ml) 7 9ﬁ}i -400 4.0
Total 24,757 -263 -1.1
Can (ind. bottle can) 13,083 -483 3.6
Other 3354 +147 +4.56
Syrup & powder 9,715 -420 4.1
CCW total (excl.Shikoku CCBC) 50,909 -1,019 2.0
[ccw+5hikoku CCBC total | 55,627 -1,055! -1.9]
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Q4 (Oct-Dec) — Sales Volume Plan by channel and package
-

Whainswore Q4 Plan . VsPY
(Unit- Kceses %) Diff »
SS PET (smaller than 850mi) L= 7702 288 3.6
Midi PET (less than 1,500m1 ) a2 +128 «43.1
15 PET (1.500ml or larger) 8870 294/ -53
Can (incl. bottle CAN) 3.942 -255| 6.1
Other 198 43 6.1
COW total (exel. Shikoku CCBC) 21.136 922 4.2
Wyending _ vs.PY
(Uniz: Kcases W) B Hom DIiff | »
55 PET (smaller than 8§50mi) 5.557 +317 +6.0
1S PET (1,500ml or larger) a2 +9| *269
Can {incl. bottle CAN) 8204 241 -28
Other 2,229 71 +83
Syrup/Powder 450 -362| 445
COW total (excl. $hikoku CCBC) 16,481 -106! 0.6
Wistall & food senvica & Hen Vs. PY
) (Unit Kcases % Diff | %
SS PET (smalber than 850mi) 1,406 30 -2.1
__Midi PET {less than 1,500m1) 45 S| W70
L5 PET {1,500m! or lasger) 709 +87 *14.0
__Can (incl. bottle CAN) 937 _s191 +21
_ Other 617 28] +26.3
Syrup/Powder 5,813 +116 +2.0
COW total ( excl. Shikoku CCBC) 9,527 +336 +37
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Performance Trend
-
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Managerial KPI trend
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Coca-Cola System in Japan — Capital Relationship

l —————pittvestments with figures indicate %, | | i total by COWs Shikoku

{As of lan 1, 2016)

Coca-Cola
Tokyo Research
& Development

Co, Ltd
(ccrran) @)

3.7%

[
| Joint companies of TCCC/CQIC
and bottlers
Coca-Cola
integrated !
Business 3ystems 21.1%
Co.. Ud. {CCIBS) 26.1%)
Coca-Cola Business !
Sourcing Co., ttd. | 22.7%
(CCRSC) ud Br.a%)
Cocs-Cola
Customer 23.7%
Markesting -
(omoanv_ [26.2%)
(ccomey 8B
FV Corporation 25.9%
(FvC) R8.6%)

100%

S Coca-Cola Bottling
Companies
(CCac)
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Coca-Cola affiliated companies and their roles

1. Coca-Cola West Co,, Ltd. (CCW)
Coca-Cola West Japan [COWI) was established in 1999 by

of both companies, and in 2009 Coca-Cola West Co., Ltd, was

2, The Coca-Cola Company (TCCC)

bottlers.

3. Coca-Cola {Japan) Co., Ltd. {CCIC)

of beverage base in Japan.

the U.S., it handles prodact devel
respand to the needs of lapan.

Kitakyushu CCBC and Sanyo CCBC. COWI acquired ownership of Mikass
CCBC in 2001. In 2006, CCWI and Kinki CCBC merged the management

established, COW acquired 100% ownership of Minami Kyushu CCBC
on April 12013 and merged on January 1 2014, Furthermore, CCW
made Shikoky CCAC its whaolly d subsidiary as of May 18, 2015,

Established in 1892 In Atl Gaorgla of the U.5.A. It carles the rights
to grant a licenss to manufacture and sell Coca-Cola products to tha
bottiers. TCCC [or its subsidiary) makes franchise agreements with the

Established in 1957 in Tokyo, as "Nihon lnryo Kogyo K.K." & wholly-
owned subsidiary of The Cocs-Cola Company. The company name was
changed in 1958 to Coca-Cols {Japan) Company, Limited. CCIC ks
responsible for marketing, product planning as well as manufacturing

4, Coca-Cola Tokyo R ch & Develop Co., Ltd. (CCTRED)

Established In January 1993 as & wholly-owned subsidiary of The Coca-
Cola Company. After separating and becoming independent from the
traditional R&D department that revolved around the headguarters in
and technical support to

5. Coca-Cola bottlers {CCBCs)

Thore are 7 bottlers in lapan responsible for manufacturing and
sailing products In the respective commercial tarritories.

6. Coca-Cola IBS Co., Ltd. (CCIBS)
Established through jolnt investments by TCCC and all bottlers in

lapan in June 1999, It businessc iting to the Coca-
Cala system In Japan, as well as development of the supporting
Information sy and the Il mal oparatl

7. Coca-Cola Business Service Co., Ltd. (CCBSC)
Established through joint investments by TCCC and all bottlers in

Japan in August 2015, It is in charge of overall procurement
operations of raw materials, packaging ials, equipment and
indirect materials.

8. Coca-Cola Cust Marketing Company (CCCMC)

Established through joint investments by Cocs-Cola {lapan) Co.,
11, and all bottlers in Jagan in January 2007. In addition to
handling sales negotiations with major retailers such as
nationwide supermarkets and convenience stores as & main

JAndow, it makes propositions for sales promati and In-store
activities.

9. FV Corporation Co,, Ltd, (FVC)

Established through joint Imvestments by Coca-Cola (lapan) Co.,
1td. and all bottlers in Jagan In May 2001, FVC conducts sales to
ey ac in vending hine operation, handling non Coca-
Cola products also, 41




Glossary

| Term | planation
[Business {segment)
+Coca-Cola business [soft drink b )!' o il & and sell ot drink beyerages inchuding Cocs-Cola
*Healthcare & skincare business. llush\ois 10 wufacture and sell health tood and its 0P d by Qr'sal and their 5 subsidiaries
(Channel
*Vending BLsingss 10 Seliver products to customerns & consumers vis veading machines (retall)
*Sup riet/Drug store/Di store (8 with Sup rkat, Drug store and Discount store (wholesale)
*Convenjence store (CVS) Busi with C ience chain store (wholesake)
*Chain store Collective term for Supermarket, Drug store, i store and Cor stoee
*Rotal |Businass with genecal grocery and liguor stores (wholesale)
*Food service |8usiness to offer syrup etc. in EED market (wholesale)
Vanding related
*VEM {Volums #er Machine) Volume sold per vending machane
*Indoar (market) indoor vending machines (whose users are relatively specific)
*Outdoor (market) Qutdoor vending machines (whose users are relatively unspecific)
Other
*RGM (Revenue Growth Management)  [(nitiatives] to raise prolits through revenue growth ahesd of sales volume
*OBPPC Occasion, Brand, Package, Price, Channeld
* MORECA Business format of Motel, Aestsurant and Café
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Forward-looking statement

The plans, performance forecasts, and strategies appearing
in this material are based on the judgment of the management

Please note that these forecasts may differ materially from actual
performance due to risks and uncertain factors such as those
listed below.

- Intensification of market price competition

- Change in economic trends affecting business climate

- Major fiuctuationsin capital markets

- Uncertain factors other than those above

in view of data obtained as of the date this material was released.
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