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ωGood morning everyone and thank you for attending our Financial Results Briefing 

ŘŜǎǇƛǘŜ ȅƻǳǊ ōǳǎȅ ǎŎƘŜŘǳƭŜǎΦ LΩƳ ¸ƻǎƘƛƳŀǘǎǳΣ tǊŜǎƛŘŜƴǘ ƻŦ //²Φ

ωFrom me, you will be briefed on the review of 2016 and its financial summary as well as 

business plans for 2017. 
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ωbƻǿΣ ƭŜǘΩǎ ƭƻƻƪ ōŀŎƪ ǘƘŜ ȅŜŀǊ нлмсΦ
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ÅFirst is on the sales volume.

ωSales volume in 2016 closed with positive 6.8% compared with the year earlier. Even 

excluding the impact of Shikoku CCBC, the result shows 3.0% positive against last year.

ωThe chart on the screen shows year-over-year monthly sales volume.

You can see outperformances of prior year in almost all months throughout the year. 

ωAs to the market share, both volume and value shares grew from last year. Value share 

also grew ahead of volume share with positive 0.4 point from prior year. I believe that 

you see our achievement of steady growth while raising competitive advantages. 
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ωbƻǿΣ ƭŜǘΩǎ ǘŀƪŜ ŀ ƭƻƻƪ ŀǘ ǘƘŜ ǎŀƭŜǎ ǾƻƭǳƳŜ ōȅ ǘƘŜ ŎƘŀƴƴŜƭΦ

ωIn terms of year-over-year comparison, Supermarket and Convenience stores closed with 

positive volume by 5.2% and 7.3% respectively from the year earlier, driven by the sales 

from new launches including high-value added products.

ωMeanwhile, highly profitable Vending remained at the level of last year. 

This is attributable to an impact from volume declines of approximately 500, 000 cases 

ŀƭƻƴƎ ǿƛǘƘ ƛƳǇǊƻǾŜƳŜƴǘǎ ƻŦ ǳƴǇǊƻŦƛǘŀōƭŜ ƭƻŎŀǘƛƻƴǎ ǘƘŀǘ ǿŜ ƳƻǾŜŘ ŦƻǊǿŀǊŘ ŀǎ άŀƴ 

ƛƴƛǘƛŀǘƛǾŜ ǘƻ ŜƴƘŀƴŎŜ ǇǊƻŦƛǘŀōƛƭƛǘȅέΦ 

ωOn the other hand, the volume grew from previous year by approximately 200, 000 cases 

thanks to new installations of vending machines and introduction of a smartphone app 

ά/ƻƪŜ hbέ ǘƘŀǘ ōŜƎŀƴ ƛƴ !ǇǊƛƭ ƭŀǎǘ ȅŜŀǊΦ 

ωά/ƻƪŜ hbέ ƛǎ ǊƻƭƭŜŘ ƻǳǘ ǿƛǘƘ слΣллл ǾŜƴŘƛƴƎ ƳŀŎƘƛƴŜǎΦ

As the results indicated 3.7 point higher volume per machine with the ones enabled with 

ά/ƻƪŜ hbέ ŎƻƳǇŀǊŜŘ ǿƛǘƘ ǘƘŜ ƻƴŜǎ ƴƻǘ ŜƴŀōƭŜŘ ƛƴ ǘƘŜ ȅŜŀǊ-over-year growth rate, we 

will further scale the deployment this year. 
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ωNext is on the sales volume by the brand.

ωIn the year-over-year comparison, core 8 brands delivered 5.3% positive volume leading the 

overall volume growth.

ωBy the brand, Coca-Cola and Coca-Cola Zero enjoyed positive volume from the year earlier 

owing to large-scale promotions linked with the Rio de JaneiroOlympics and implementation 

of exclusive design bottles.

ωάDŜƻǊƎƛŀέ ǎŀǿ пΦн҈ ǇƻǎƛǘƛǾŜ ǾƻƭǳƳŜ ŘǊƛǾŜƴ ōȅ ǘƘŜ ǎŀƭŜǎ ƻŦ фрлƳƭ t9¢ ǇǊƛƳŀǊƛƭȅ ƭŀǳƴŎƘŜŘ ƛƴ 

{ǳǇŜǊƳŀǊƪŜǘ ŦƻǊ ŎŀǇǘǳǊƛƴƎ ƴŜǿ Ǉƻƛƴǘ ƻŦ ŎƻƴƴŜŎǘƛƻƴǎΣ ŀǎ ǿŜƭƭ ŀǎ ƴŜǿ ǇǊƻŘǳŎǘǎ ǎǳŎƘ ŀǎ ά¢ƘŜ 

tǊŜƳƛǳƳ .ƛǘƻέ ƛƴǘǊƻŘǳŎŜŘ ǘƻ ǘƘŜ ƎǊƻǿƛƴƎ .ƻǘǘƭŜ /!b ƳŀǊƪŜǘΦ

ωϦ!ȅŀǘŀƪŀά ŦƛƴƛǎƘŜŘ ǿƛǘƘ фΦф҈ ǇƻǎƛǘƛǾŜ ǾƻƭǳƳŜ ŦǊƻƳ ǇǊƛƻǊ ȅŜŀǊΣ ǎǘŜŀŘƛƭȅ ƎǊƻǿƛƴƎ ǎŀƭŜǎ  ǘƘǊƻǳƎƘ 

ŜŦŦƻǊǘǎ ǘƻ ǊŜƛƴŦƻǊŎŜ ŎƻƳǇŜǘƛǘƛǾŜ ŀŘǾŀƴǘŀƎŜǎ ƻŦ ǘƘŜ ōǊŀƴŘ ǿƛǘƘ ǘƘŜ н ƭƛƴŜǳǇ ƻŦ Ϧ!ȅŀǘŀƪŀά ŀƴŘ 

άbƛƎƻǊƛƘƻƴƻƪŀέΦ 

ω!ǎ ǘƻ ϦL [ƻƘŀǎάΣ  ƛǘ ŎƻƴǘƛƴǳŜǎ ǘƻ ŘŜƭƛǾŜǊ ƘƛƎƘ ǾƻƭǳƳŜ ƎǊƻǿǘƘ ƛƴ н-digit from the previous year. 

tŀǊǘƛŎǳƭŀǊƭȅ ǘƘŜ ŦƭŀǾƻǊ ǿŀǘŜǊ ƻŦ άL [ƻƘŀǎ aƻƳƻέ ŀƴŘ ƴŜǿ ǇǊƻŘǳŎǘǎ ƛƴŎƭǳŘƛƴƎ άL [ƻƘŀǎ /ƛŘŜǊέ 

ŀƴŘ άL [ƻƘŀǎ bŀǎƘƛέ ŎƻƴǘǊƛōǳǘŜŘ ǘƻ ǘƘŜ ǎŀƭŜǎ ƛƴŎǊŜŀǎŜΦ 

ωWith that, I would like to finish my briefing on the sales volume status.
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ωI now would like to go over the financial summary of the year 2016 from slide 6.

ωWe booked consolidated revenue at 460.455 billion yen, 

operating profits at 21.143 billion yen, 

ordinary profits at 20.602 billion yen, 

and current net profits at 5.245 billion yen.

ωRevenue increased by 19.9 billion yen from the year earlier with Operating profits also 

rose by 6.8 billion yen from the previous year.

ωNote that the current net profit decreases from the previous year by 4.7 billion yen are 

primarily due to extraordinary profits of 8.3 billion yen booked from gain on negative 

goodwill associated with making Shikoku CCBC a wholly-owned subsidiary in 2015 as well 

as extraordinary losses of 6.7 billion yen recorded at the end of 2016 for impairment of 

goodwill relating to FOSHU field in the healthcare & skincare business. 
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ωThe chart on page 7 shows drivers of operating profits against the previous year. 

ωCoca-Cola business increased marginal profits by 1.5 billion yen from last year 
contributed by volume growth in Chain store. Revenue per case also jumped from the 
year earlier with 2.7 positive growth, indicating visible impacts of RGM initiatives in 
Supermarket.

ωWhile promotional costs rose by 1.3 billion yen from last year, profits were generated 
exceeding the increase with volume and per-case revenue growth.

ωSCM achieved cost saving as well through productivity enhancement initiatives, despite 
increases of production and logistic costs along with sales volume growth.

ωFurthermore, cost reductions from the impact of changing service life of sales equipment 
and other factors helped operating profits to increase by 7.1 billion yen from last year.

ωAlso note that operating profits were up by 1.8 billion yen from last year even excluding 
the impact of changing service life of sales equipment.

ωHealthcare & skincare business in total kept losses of operating profits to 270 million yen 
against prior year with good sales of highly profitable skincare products, despite 700 
million yen year-over-ȅŜŀǊ ŘŜŎƭƛƴŜǎ ƻŦ bƛǇǇƻƴ {ǳǇǇƭŜƳŜƴǘΩǎ ƻǇŜǊŀǘƛƴƎ ǇǊƻŦƛǘǎ ƛƳǇŀŎǘŜŘ ōȅ 
decreased sales of FOSHU products. 

ωAs a result, we closed consolidated operating profits at 21.1 billion yen, up by 6.8 billion 
yen from the year earlier.

ωThese are the performances of 2016.
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ωNow, I would like to talk about plans for 2017.
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ωAt first, let me give you some comments on the assumptions behind the plans for 2017 we 

disclose this time. 

ωCCW plans to launch a new merger company Coca-Cola Bottlers Japan Inc., or CCBJI, as of 

April 1, 2017 through a business integration with Coca-Cola East Japan.

ωThe performance plans we disclose this time are annual estimates in the existing Coca-Cola 

West group not incorporating the business integration.

ωCurrently, Integration Steering Committee is considering strategies for synergy creation in 

all sorts of fields including Commercial, SCM, Procurement and In-direct Management. 

ωSum total of the synergies to be generated from the business integration, annual plans of 

Coca-Cola West group and Coca-/ƻƭŀ 9ŀǎǘ WŀǇŀƴΩǎ Ǉƭŀƴǎ ŦǊƻƳ !ǇǊƛƭ ǘƻ 5ŜŎŜƳōŜǊ ǿƻǳƭŘ ōŜ 

the performance plans of CCBJI for this year. 

ωPlease note that we will announce CCBJI plans once determined after April.

ωNow, I will take you through our plans for 2017 from the following slide.
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ÅHere is a full-year consolidated performance plan of Coca-Cola West group.

ωWe project full-year consolidated revenue at 462.5 billion yen,

operating profits at 22 billion yen,

ordinary profits at 20.6 billion yen,

and current net profits at 12.5 billion yen which correspond to revenue 

increase and 800 million yen increase of operating profits from prior year. 

ωBy the business, we forecast year-over-year income and profit gains for both Coca-Cola 

and Healthcare & skincare businesses.

ωYou will be briefed on strategies by the business from the following slide. 

While Takagi takes the part of Coca-Cola business later on, I would like to cover 

Healthcare & skincare business.
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ωAs I mentioned earlier, Healthcare & skincare business impaired losses of 6.7 billion yen 

from the goodwill relating to FOSHU field at the end of last year.

ω[ŀǎǘ ȅŜŀǊΩǎ ƻǇŜǊŀǘƛƴƎ ǇǊƻŦƛǘǎ ǊŜǎǳƭǘŜŘ ƛƴ олл Ƴƛƭƭƛƻƴ ȅŜƴ ŀǎ ǎƘƻǿƴ ƛƴ ǘƘŜ ƎǊŀǇƘΣ ŘŜǾƛŀǘƛƴƎ 

from the target of 3-year plan for FOSHU field along with discontinued sales of FOSHU 

products.

ωHowever, we plan to launch new FOSHU products by the end of this year in a bid to 

rebuild the FOSHU field as we believe that this market will continue to grow.

As the first year of the launch, we frontload advertisement costs and forecast 300

million yen deficits of operating profits in the FOSHU field for this year.

ωOn the other hand, other Healthcare & skincare fields beside FOSHU finished last year 

with operating profits at 2.5 billion yen exceeding far beyond the 3-year target values 

with steady sales growth. We plan to attain 3.4 billion yen operating profits for this year 

also as we aim to increase profits through continued sales expansion.

ωNote that the burden of goodwill amortization will decrease by 500 million yen from this 

year along with impairment of goodwill relating to FOSHU field. By taking this into 

ŀŎŎƻǳƴǘΣ ǘƘŜ ǇǊƻƧŜŎǘŜŘ ƻǇŜǊŀǘƛƴƎ ǇǊƻŦƛǘǎ ŦƻǊ ǘƘƛǎ ȅŜŀǊΩǎ IŜŀƭǘƘŎŀǊŜ ϧ ǎƪƛƴŎŀǊŜ ōǳǎƛƴŜǎǎ 

would be 3.5 billion yen, up by 700 million yen year-over-year.

ωAs operating profits of Healthcare & skincare business in total have made progresses 

according to the initial plan despite the growth of FOSHU field underperformed the 

ŀǎǎǳƳǇǘƛƻƴ ŀǘ ǘƘŜ ǘƛƳŜ vΩǎŀƛ ǿŀǎ ŀŎǉǳƛǊŜŘ ƛƴ нлмлΣ ǿŜ ǿƛƭƭ ŘǊƛǾŜ ǘƘŜ ƎǊƻǿǘƘΦ 
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ω[Ŝǘ ƳŜ ƴƻǿ ƳƻǾŜ ƻƴ ǘƻ ƛƴǘǊƻŘǳŎƛƴƎ ǘƘƛǎ ȅŜŀǊΩǎ ǎǘǊŀǘŜƎƛŜǎ ŦƻǊ IŜŀƭǘƘŎŀǊŜ ϧ ǎƪƛƴŎŀǊŜ ōǳǎƛƴŜǎǎΦ

ωFirstly on product strategies. For Healthcare products, we will launch new products mainly 
with functional claim by identifying promising fields from the perspectives of market scale 
and growth potential.
We will introduce a functional claim product in April to sarcopenia market where we can 
ŜȄǇŜŎǘ ƎǊƻǿǘƘ ŀǎ ŀ ŦƛǊǎǘ ǊƻǳƴŘΦ ²Ŝ ǿƛƭƭ ŀƭǎƻ ǿƻǊƪ ƻƴ ŜȄǘŜƴŘƛƴƎ ǘƘŜ ƭƛƴŜǳǇ ƻŦ ƪŜȅ ǇǊƻŘǳŎǘ άYŀƭŜ 
!ƻƧƛǊǳέΦ 

ωFor skincare products, we will enrich related products of Cola-rich series which shows steady 
sales growth. 

ωNext is on channel strategies. We will further upgrade systems and tools of home-shopping as 
a key channel in order to enhance repeat rate of existing consumers and drive additional 
purchase of new items, on top of acquiring new consumers. To this end, we will make solid 
investments as well.

ω²Ŝ ǿƛƭƭ ŀƭǎƻ ǎǘǊŜƴƎǘƘŜƴ ƛƴƛǘƛŀǘƛǾŜǎ ŦƻǊ άŎŀǇǘǳǊƛƴƎ ƴŜǿ ƎǊƻǿǘƘ ƻǇǇƻǊǘǳƴƛǘƛŜǎέΦ
Led by CQ Ventures established last year, we will aggressively move forward new business 
development, M&A drive and cultivation of new ingredients and technologies.

ωaƻǊŜƻǾŜǊΣ ǿŜ ƭŀǳƴŎƘŜŘ άaƛƴǳǘŜ aŀƛŘ hƛǎƘƛƛ CǊǳƛǘǎ !ƻƧƛǊǳέ ƛƴ 5ŜŎŜƳōŜǊ ƭŀǎǘ ȅŜŀǊ ŀǎ ŀ ŦƛǊǎǘ 
round of collaborations with Coca-Cola business.

ωWe realized to market a high value-added product through a collaboration between the world 
leading Coca-/ƻƭŀ ōǊŀƴŘ ŀƴŘ vΩǎŀƛΩǎ ƛŎƻƴƛŎ ōǊŀƴŘ ƻŦ !ƻƧƛǊǳΦ ²Ŝ ǿƛƭƭ ŎƻƴǘƛƴǳŜ ǘƻ ǿƻǊƪ ƻƴ 
driving the collaborations this year.

ωL ǘŀƭƪŜŘ ŀōƻǳǘ IŜŀƭǘƘŎŀǊŜ ϧ ǎƪƛƴŎŀǊŜ ōǳǎƛƴŜǎǎ ŀƴŘ ƭŜǘΩǎ ƳƻǾŜ ƻƴ ǘƻ ŀ ƴŜȄǘ ǘƻǇƛŎΦ
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ωLet me now continue with consolidated performance forecasts for the first quarter. 

ωAs I mentioned earlier that our annual forecast does not take into account the 

business integration, the plan for the first quarter you see is a target to aim for as 

Coca-Cola West group that we ensure solid activities for achievement. 

ωWe endeavor to gain profits from previous year by setting consolidated operating 

profits for the first quarter at 2.3 billion yen. 

ωBy the business, we aim to increase operating profits in Coca-Cola business by 100 

million yen from last year, while forecasting revenue declines year-over-year 

reflecting decreased sales to other bottlers and changes in channel mix.

ωNote that 0.1% positive revenue as opposed to 0.7% positive volume year-over-year 

is from the impact of channel mix and revenue per case of each channel is projected 

to be positive from the year earlier.

ωFor Healthcare & skincare business, we will strive to attain operating profits of 800 

million yen almost at the same level as last year, while projecting revenue declines 

year-over-year incorporating decreased sales of FOSHU products by Nippon 

Supplement.
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ωThe chart on page 14 shows drivers of operating profits in the first quarter against the 
previous year. 

ωWe aim for gaining 1.5 billion yen, up by 100 million yen year-over-year in Coca-Cola 
business.

ωProfits are expected to decrease by 200 million yen from volume declines in the highly 
profitable Vending, while forecasting volume growth in Chain store. Even so, we are 
going to gain 300 million yen profits through revenue per case improvements. 

ωaŜŀƴǿƘƛƭŜΣ ǿŜ ƛƴǘŜƴŘ ǘƻ ŎƻƴǘƛƴǳŜ άƛƴǾŜǎǘƛƴƎ ŦƻǊ ŦǳǘǳǊŜ ƎǊƻǿǘƘέ ǊŀƛǎŜŘ ƛƴ ǘƘŜ о-year 
plans for this year as well. Costs are expected to increase by 500 million yen for a review 
of HR system, restructuring of sales centers with objectives to reduce workload and 
operation efficiency and others.

ωSetting operating profits of Healthcare & skincare business close to the level of last year, 
we aim to attain consolidated profit gains of 2.3 billion yen, up by 100 million yen year-
over-year.

ωThat ends my briefing on performance forecasts for Coca-/ƻƭŀ ²Ŝǎǘ ƎǊƻǳǇΩǎ ŦƛǊǎǘ ǉǳŀǊǘŜǊΦ

ωLastly on CCBJI to be launched on April 1, Integration Steering Committee has moved 
ŦƻǊǿŀǊŘ ǎǘǳŘƛŜǎ ƻƴ //.WLΩǎ ƎǊƻǳǇ ƻǊƎŀƴƛȊŀǘƛƻƴΣ ǎȅƴŜǊƎƛŜǎ ǘƻ ƎŜƴŜǊŀǘŜΣ ŦǳǘǳǊŜ Ǝƻŀƭǎ ŀƴŘ ǎƻ 
on, making good progress at present. We consider making an announcement to you all at 
an appropriate timing.

ωI would like to close my briefing here. Thank you very much for listening.
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ωGood morning everyone, LΩƳ Takagi.

ωI will take you through commercial strategies from here on.
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ÅFirstly on volume plans by the channel and the brand for 2017.

Å²ƘƛƭŜ ƛƴŎƻǊǇƻǊŀǘƛƴƎ ŀ ŎȅŎƭƛŎ ŜŦŦŜŎǘ ŦǊƻƳ ƭŀǎǘ ȅŜŀǊΩǎ ƎƻƻŘ ǎǳƳƳŜǊ ǿŜŀǘƘŜǊΣ ǿŜ ǇǊƻƧŜŎǘ лΦт҈ 
positive volume year-over-year. 

ÅBy the channel, we expect growth particularly in Super market, Drug store and Discounter. By 
ǘƘŜ ōǊŀƴŘΣ ǿŜ ŀǊŜ ƎƻƛƴƎ ǘƻ ŜȄǇŀƴŘ ǎŀƭŜǎ ōȅ ŦǳǊǘƘŜǊ ǎǘǊŜƴƎǘƘŜƴƛƴƎ άDŜƻǊƎƛŀέΣ ά!ȅŀǘŀƪŀέ ŀƴŘ άL 
[ƻƘŀǎέ ǿƘƛŎƘ ŎƻƴǘƛƴǳŜŘ ǘƻ ǎƘƻǿ ƎƻƻŘ ǇŜǊŦƻǊƳŀƴŎŜǎ ƭŀǎǘ ȅŜŀǊΦ 
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ωHere is the basic strategies in the 3-year management plan for Coca-Cola business.

ωAmong these 3 basic strategies for Growth, Efficiency and Structure, I will elaborate you 
ƻƴ ά9ƴƘŀƴŎŜ ǇǊƻŦƛǘŀōƛƭƛǘȅ ōȅ ŜƴǎǳǊŜŘ ǊŜƛƴŦƻǊŎƛƴƎ ŜȄƛǎǘƛƴƎ ōǳǎƛƴŜǎǎέΣ άLƴǾŜǎǘ ǊƛƎƘǘ ŎŀǇƛǘŀƭ 
όǇŜƻǇƭŜΣ ƎƻƻŘǎΣ ŎŀǎƘύέ ŀƴŘ ά5ǊƛǾŜ /{±έ ǘƘŀǘ ǿƻǳƭŘ ǎŜǊǾŜ ŀǎ ǇƛƭƭŀǊǎ ƻŦ ŎƻƳƳŜǊŎƛŀƭ 
strategies for 2017.
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ωCƛǊǎǘƭȅΣ L ǿƻǳƭŘ ƭƛƪŜ ǘƻ ōǊƛŜŦ ȅƻǳ ƻƴ άwŜƛƴŦƻǊŎŜ ǘƘŜ ŜȄƛǎǘƛƴƎ ŦƛŜƭŘǎέΦ
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ÅWe will ensure not to depend on selling methods to increase volume by lowering prices, as 

ŀ ǿŀȅ ƻŦ άǊŜƛƴŦƻǊŎƛƴƎ ǘƘŜ ŜȄƛǎǘƛƴƎ ŦƛŜƭŘǎέΦ

ÅIn Chain store, we implement initiatives to transform how we offer our products in raising 

the price point of 2L PET, positioning Aquarius 2L PET as a main package, 1.25L PET as an 

entry and a trial package, offering the 1.25L at a new price range as a trigger.

Å¢Ƙƛǎ ƛǎ ŀƴ ŜȄǘŜƴǎƛƻƴ ƻŦ ƭŀǎǘ ȅŜŀǊΩǎ ƛƴƛǘƛŀǘƛǾŜ ǘƘŀǘ ƭŜŘ ǘƻ ƛƳǇǊƻǾŜƳŜƴǘǎ ƻŦ ǇŜǊ ŎŀǎŜ ǊŜǾŜƴǳŜ 

with Coca-Cola brand through deployment of Coca-Cola 1.5L PET as a main package and 1L 

PET as an entry package.

ÅWe also continue to reinforce price control of highly seasonal Aquarius during peak-season 

and off-season as it succeeded in raising per case revenue last year.

ÅEven in non-sugar tea category, we endeavor to rationalize retail prices throughout the year 

mainly with large-size package by bolstering activities to increase per case revenue.

ÅIn Vending on the other hand, we are going to respond to consumer needs by extending 

product lineup through deployment of high value-added and vending exclusive products as 

well as by launching portfolio suitable for various locations.

Å!ŘŘƛǘƛƻƴŀƭƭȅΣ ǿŜ ǿƛƭƭ ǿƻǊƪ ƻƴ ŜȄǇŀƴŘƛƴƎ ά/ƻƪŜ hbέ ŜƴŀōƭŜŘ ǾŜƴŘƛƴƎ ƳŀŎƘƛƴŜǎ ǊƻƭƭŜŘ ƻǳǘ 

last year with 60,000 units. As the 2nd Year, we scale with another 50,000 machines this 

year to enable 110,000 units in total from last year.
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ω!ǎ ŀƴƻǘƘŜǊ ƛƴƛǘƛŀǘƛǾŜ ǘƻ ǊŜƛƴŦƻǊŎŜ ǘƘŜ ŜȄƛǎǘƛƴƎ ŦƛŜƭŘǎΣ ǿŜ ǿƛƭƭ ŜƴƎŀƎŜ ƛƴ άŜȄǇŀƴŘƛƴƎ ǊŜƎǳƭŀǊ 

ǇǊƻŘǳŎǘǎέΣ άŎŀǇǘǳǊƛƴƎ tƻ/έ ŀƴŘ άƎŀƛƴƛƴƎ ǎŀƭŜǎ ƛƴ ƭƻǿ ǎƘŀǊŜ ƳŀǊƪŜǘέ ǿƛǘƘ ŀ ǘƘŜƳŜ ƻŦ 

άŜȄǇŀƴŘƛƴƎ ǾŀƭǳŀōƭŜ tƻ/ ǘƘǊƻǳƎƘ ŜŦŦŜŎǘƛǾŜ ǳǎŜ ƻŦ ƴŜǿ ǇǊƻŘǳŎǘǎ ŀƴŘ ǎŀƭŜǎ ŜǉǳƛǇƳŜƴǘέΦ

ωCƻǊ άŜȄǇŀƴŘƛƴƎ ǊŜƎǳƭŀǊ ǇǊƻŘǳŎǘǎέΣ ǿŜ ǿƛƭƭ ǎŎŀƭŜ ŘŜǇƭƻȅƳŜƴǘ ƻŦ ǇǊƻŘǳŎǘǎ ƛƴ ƎǊƻǿǘƘ ŎŀǘŜƎƻǊƛŜǎ 

ǎǳŎƘ ŀǎ ŦǳƴŎǘƛƻƴŀƭ ŎƭŀƛƳ ŦƻƻŘǎ ŀƴŘ Ch{I¦ ǿƛǘƘ άǎǇŀǊƪƭƛƴƎέΣ άƴƻƴ-ǎǳƎŀǊ ǘŜŀέ ŀƴŘ άǿŀǘŜǊέΣ 

while maintaining coverage of key products.

ωCƻǊ άŎŀǇǘǳǊƛƴƎ tƻ/έΣ ǿŜ ǿƛƭƭ ŜȄǇŀƴŘ ƛƴ-store spaces focusing on sections with high sales 

ŎŀǇŀōƛƭƛǘƛŜǎ ǎǳŎƘ ŀǎ ά/ƘŜŎƪƻǳǘέΣ ά5Ŝƭƛέ ŀƴŘ ά[ƛǉǳƻǊέ ōŜǎƛŘŜǎ ǊŜƎǳƭŀǊ ǎƘŜƭŦΦ 

ωCƻǊ άƎŀƛƴƛƴƎ ǎŀƭŜǎ ƛƴ ƭƻǿ ǎƘŀǊŜ ƳŀǊƪŜǘέΣ ǿŜ ǿƛƭƭ ƭŀǳƴŎƘ ƴŜǿ ǇǊƻŘǳŎǘǎ ƛƴ ŀǊŜŀǎ ǿƘŜǊŜ ǿŜ ƘŀǾŜ 

not offered our products nor captured our share in a market already exists. 

ωLƴ ±ŜƴŘƛƴƎΣ ǿŜ ŀǊŜ ƎƻƛƴƎ ǘƻ άŎŀǇǘǳǊŜ ǇǊƛƳŜ ƭƻŎŀǘƛƻƴǎέΦ

ωWhile reinforcing new placement activities for high potential at work and major corporations, 

we will strive to strengthen relations with customers headquartered in the metropolitan area 

in collaborations with Coca-Cola East Japan. 

ωFor targeting, we leverage external data that would lead to reinforcement of new placement 

and introduce 30,000 new vending machines and 1,500 brewed coffee machines.



21

ωbŜȄǘΣ L ǿƻǳƭŘ ƭƛƪŜ ǘƻ ōǊƛŜŦ ȅƻǳ ƻƴ ƻǳǊ άŎƘŀƭƭŜƴƎŜǎ ǘƻ ƴŜǿ ƳŀǊƪŜǘǎ ǿƛǘƘ ŎǳǎǘƻƳŜǊ-centric 

ǇŜǊǎǇŜŎǘƛǾŜέΦ

ωIn addition to maintaining and raising per case revenue of existing products, we will 

increase per case revenue and profits of brands in total by introducing products with 

high unit price and value addition where consumer needs are growing.

ω²Ŝ ƻŦŦŜǊ άaƛƴǳǘŜ aŀƛŘ hƛǎƘƛƛ CǊǳƛǘǎ !ƻƧƛǊǳέ ǘƘŀǘ ŎŀƳŜ ƛƴǘƻ ǊŜŀƭƛǘȅ ǘƘǊƻǳƎƘ ŎƻƭƭŀōƻǊŀǘƛƻƴǎ 

ǿƛǘƘ vΩǎŀƛ ƭŀǎǘ 5ŜŎŜƳōŜǊ ŀǎ ŀ ǇǊƻŘǳŎǘ ƻŦ ƘƛƎƘ ǳƴƛǘ ǇǊƛŎŜ ŀƴŘ ǾŀƭǳŜ ŀŘŘƛǘƛƻƴ ŀǘ нлл ȅŜƴ 

per CAN, focusing on indoor vending machines.

ωThe post-launch status after approximately 2 months shows good trend of volume with 

about 8,000 vending machines deployed, exceeding the plan already in the number of 

ǾŜƴŘƛƴƎ ƛƴǎǘŀƭƭŀǘƛƻƴΦ ²Ŝ ǿƛƭƭ ŎƻƴǘƛƴǳŜ ǘƻ ǿƻǊƪ ƻƴ ǘƘŜ ŎƻƭƭŀōƻǊŀǘƛƻƴǎ ǿƛǘƘ vΩǎŀƛ ŦƻǊ 

greater profits.

ωIn addition, we will take on a challenge to gain profitable share gains in new markets by 

enriching product lineup with high unit price and value addition such as 

άYŀǊŀŘŀƳŜƎǳǊƛŎƘŀ !ŘǾŀƴŎŜέ ƛƴ WŀƴǳŀǊȅΣ άL [ƻƘŀǎ !Ƴŀƻǳέ ƛƴ CŜōǊǳŀǊȅ ŀƴŘ ά/ƻŎŀ-Cola 

tƭǳǎέ ƛƴ aŀǊŎƘ ǘƘƛǎ ȅŜŀǊΦ 
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ωbƻǿΣ ƭŜǘ ƳŜ ƎƛǾŜ ȅƻǳ ǎƻƳŜ ŘŜǘŀƛƭǎ ƻƴ άŜȄǇŀƴǎƛƻƴ ϧ ŀŘǾŀƴŎŜƳŜƴǘ ƻŦ wDaέΦ

ωRGM is abbreviation of Revenue Growth Management and initiatives to expand profits 

through revenue growth ahead of volume.

ω²Ŝ ǿƻǊƪŜŘ ƻƴ ǘƘƛǎ ƛƴƛǘƛŀǘƛǾŜ ōȅ ǇǊƻƳƻǘƛƴƎ ŎƻƳǇƭƛŀƴŎŜ ǘƻ άǇǊƛŎŜ ƎǳƛŘŜƭƛƴŜέ ŀƴŘ άƎǳŀǊŘ 

Ǌŀƛƭ ŀǎ ǘƘŜ ƭƻǿŜǎǘ ŎŀǇ ƻŦ ǿƘƻƭŜǎŀƭŜ ǇǊƛŎŜέ ƛƴ /Ƙŀƛƴ ǎǘƻǊŜ ƭŀǎǘ ȅŜŀǊΦ

ωLǘΩǎ ŦŀƛǊ ǘƻ ǎŀȅ ǘƘŀǘ ǘƘƛǎ ƛƴƛǘƛŀǘƛǾŜ ƘŀǾŜ ǘŀƪŜƴ Ǌƻƻǘ ŀǎ ǿŜ ƳŀƴŀƎŜŘ ǘƻ ŀŎƘƛŜǾŜ млл҈ 

compliance with our negotiating customers.

ωAs issues also remained with complexity in conducting sales management by the 

promotional type per customer and with activity assessment on the monthly basis 

while we worked on enhancing revenue per case through improvement of mix by the 

promotional type such as regular, discount and deep discount as a price guideline, we 

are now going to work on this initiative by advancing the contents of management 

indicators to match with the reality of sales, that is, from promotional-based 

configuration to average per case revenue and from monthly tracking to quarterly, as 

well as newly setting average per case guardrail. 

ωTo be specific, we are going to operate this idea by setting quarterly average lower 

ƭƛƳƛǘ ōȅ ŎƻƳōƛƴƛƴƎ άǎŀƭŜǎ ǎŎŀƭŜ ƻŦ ŎǳǎǘƻƳŜǊǎέΣ άƪŜȅ ōǊŀƴŘǎέ ŀƴŘ άƪŜȅ ǇŀŎƪŀƎŜǎέΦ

ωWe aim to have success in raising both per case revenue and share through this 

initiative. 
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ωbŜȄǘ ƛǎ ƻƴ άLƴǾŜǎǘƛƴƎ ǊƛƎƘǘ ŎŀǇƛǘŀƭ όǇŜƻǇƭŜΣ ƎƻƻŘǎΣ ŎŀǎƘύέΦ



24

ωIn Chain store, we are going to plan and conduct promotions by clearly identifying return 

ƻƴ ƛƴǾŜǎǘƳŜƴǘǎ ŦǊƻƳ ǘƘŜ о ǇŜǊǎǇŜŎǘƛǾŜǎ ƛƴ ƳŀƪƛƴƎ ƛƴǾŜǎǘƳŜƴǘǎΣ ǘƘŀǘ ƛǎ άǘƻ ǳǊƎŜ 

ŎǳǎǘƻƳŜǊǎ ǘƻ ǘŀƪŜ ƛƴƛǘƛŀǘƛǾŜǎέΣ άǘƻ ŜƴŎƻǳǊŀƎŜ ŎƻƴǎǳƳŜǊǎ ǘƻ ǇǳǊŎƘŀǎŜέ ŀƴŘ άǘƻ ŀǊŜŀǎ ǿƛǘƘ 

ƘƛƎƘ ƎǊƻǿǘƘέΦ

ωAs a contract renewal cycle with customers ends in 3 years for Vending, we thoroughly 

worked on improving profitability with the 3 year span from 2015 as one of the 

milestones. 

ωSince this year marks the 3rd Year, we are going to conduct withdrawal of 22,500 

unprofitable vending machines and improve conditions of unprofitable deals scheduled 

for contract renewal this year as a turning point.
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ω[ŀǎǘƭȅΣ ƭŜǘ ƳŜ ǘŀƪŜ ȅƻǳ ǘƘǊƻǳƎƘ άŘǊƛǾƛƴƎ /{±έΦ
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ωCSV is short for Creating Shared Value and means common value creation, that is, to both 
solve social issues and achieve company growth. 

ωάIŜŀƭǘƘέΣ ά9ƴǾƛǊƻƴƳŜƴǘέ ŀƴŘ ά/ƻƳƳǳƴƛǘƛŜǎέ ŀǊŜ ǎŜǘ ŀǎ ƻǳǊ ǇǊƛƻǊƛǘȅ ŎƘŀƭƭŜƴƎŜǎ ƛƴ /{±Φ

ωAs specific sales activities in line with the 3 priorities, we are going to work on 4 areas of 
ά9ȄǘŜƴǎƛƻƴ ƻŦ ǇǊƻŘǳŎǘ ƭƛƴŜǳǇ ŀƴŘ ǎŀƭŜǎ ŜȄǇŀƴǎƛƻƴ ƻŦ Ch{I¦ ŀƴŘ ŦǳƴŎǘƛƻƴŀƭƭȅ ŎƭŀƛƳŜŘ 
ŦƻƻŘǎέΣ άtǊƻƳƻǘƛƻƴ ƻŦ ŜƴŜǊƎȅ-saving and HFC-ŦǊŜŜ ǎŀƭŜǎ ŜǉǳƛǇƳŜƴǘέΣ ά/ƘƛƭŘǊŜƴΩǎ ммл 
IƻǘƭƛƴŜέ ŀƴŘ ά²ŀǘŎƘƛƴƎ ±aέΦ 

ωL ǿƻǳƭŘ ƭƛƪŜ ǘƻ ŜƭŀōƻǊŀǘŜ ȅƻǳ ƻƴ ά²ŀǘŎƘƛƴƎ ±aέ ŀƳƻƴƎ ǘƘŜǎŜ ŀŎǘƛǾƛǘƛŜǎΦ
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ω!ǎ L ƘŀǾŜ ŀƭǊŜŀŘȅ ƳŜƴǘƛƻƴŜŘΣ ŎǳǊǊŜƴǘƭȅ ǿŜ ŀǊŜ ǿƻǊƪƛƴƎ ƻƴ ŜȄǇŀƴŘƛƴƎ ŘŜǇƭƻȅƳŜƴǘ ƻŦ ά/ƻƪŜ 
hbέ ŜƴŀōƭŜŘ ǾŜƴŘƛƴƎ ƳŀŎƘƛƴŜǎΦ

ωA business alliance is concluded between CQ Ventures invested by Coca-Cola West Group 
with a next-ƎŜƴŜǊŀǘƛƻƴ ƳŀǊƪŜǘƛƴƎ ŎƻƳǇŀƴȅ ά¦ƴŜǊǊȅέ ŀǎ ŀ ŦƛǊǎǘ ǎǘŜǇ ƻŦ ƻǳǊ ŀǘǘŜƳǇǘ ǘƻ ŀŘŘ 
ƴŜǿ ǾŀƭǳŜǎ ǘƻ ǘƘƛǎ ά/ƻƪŜ hbέ ŜƴŀōƭŜŘ ǾŜƴŘƛƴƎ ƳŀŎƘƛƴŜǎΦ

ωUnerry develops and operates a next-ƎŜƴŜǊŀǘƛƻƴ ǇƭŀǘŦƻǊƳ ŎŀƭƭŜŘ ά.ŜŀŎƻƴ ōŀƴƪέ ǘƘŀǘ 
ǳǘƛƭƛȊŜǎ ŀ ōŜŀŎƻƴ ƛƴǎǘŀƭƭŜŘ ƻƴ ά/ƻƪŜ hbέ ŜƴŀōƭŜŘ ǾŜƴŘƛƴƎ ƳŀŎƘƛƴŜǎΦ

ωBeacon is a system that realizes data communications with extremely low power between 
beacon terminals and smartphones using Bluetooth and currently utilized by various 
companies and organizations.

ω²ƛǘƘ ǘƘƛǎ ά.ŜŀŎƻƴ ōŀƴƪέ ǘƘŀǘ ŀƭƭƻǿǎ ƳŀƴŀƎŜƳŜƴǘ ƻŦ ƴŜǘǿƻǊƪŜŘ ōŜŀŎƻƴǎ ƻŦ ŎƻƳǇŀƴƛŜǎ 
and organizations on a single platform, we have conducted studies to lead the use of this 
Beacon bank connecting with consumers, society and vending machines to create new 
value propositions. 

ωhƴŜ ƻŦ ǘƘŜ ƛƴƛǘƛŀǘƛǾŜǎ ƛǎ ά²ŀǘŎƘƛƴƎ ±aέΦ

ωThis is to take advantage of vending machines by installing a camera function or leveraging 
Bluetooth to track movements of children or elderly as a safety measure for residents by 
ŎƻǊǇƻǊŀǘƛƻƴǎ ƻǊ ƭƻŎŀƭ ƻǊƎŀƴƛȊŀǘƛƻƴǎΦ ²Ŝ ŀǊŜ ǎŜŜƪƛƴƎ ŦƻǊ ƻǘƘŜǊ ǇƻǎǎƛōƛƭƛǘƛŜǎ ǿƛǘƘ ά/ƻƪŜ hbέ 
enabled vending machines that would address challenges of local communities and society.

ωWe wish to make Coca-Cola West indispensable to society by connecting our activities to 
address social issues. 

ωI would like to close my briefing here.

ωThank you for listening.
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