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A vending machine is basically composed of two types of 
parts—the compressor, which is the heart of the machine, 
controlling the heating and cooling; and the metal parts, 
such as the doors, and racks for holding and dispensing 
drinks. In the past, when the compressor, which has a 
shorter lifespan than other parts, reached the end of its use, 
we disassembled and discarded all of the parts. Now we 
recondition reusable parts such as doors and racks, and 
combine them with an energy-saving unit equipped with a 
new compressor and high-performance insulation, bringing 
machines back to life with like-new energy-saving features. 

This initiative is expected to extend the usable lifespan of the 
vending machine by about 1.5 times, simultaneously 
lowering costs and reducing environmental impact through 
the reutilization of resources.

“Frontier Vendors” reduce environmental 
impact and vending machine cost We have accelerated growth by cooperating with a broad 

range of business partners, based on a spirit of striving to 
achieve happiness and prosperity together. To continue 
making progress mutually, we communicate regularly and 
hold business strategy meetings with our business partners, 
sharing our vision and business goals. Through these efforts 
we aim to build better partnerships based on mutual trust.

To create new value in these rapidly changing times, we 
consider it necessary to proactively pursue open innovation 
that integrates expertise cultivated in-house with knowledge 
and technologies from outside the group. Based on this 
approach, we jointly developed the Smile Town Portal 

Working with a broad range of partners 
on new value creation

To reduce fixed costs while maintaining the same number of 
machines in use, we are employing reconditioned vending 
machines that we call “Frontier Vendors,” which lessen both 
environmental impact and costs. At the same time, we are 
limiting the number of models we purchase to reduce 
procurement costs for new machines. Capital expenditure for 
the Domestic Beverage Business in FY2017 was 
approximately 6.5 billion yen, a decrease of about 40% from 
FY2014 figures, before these measures were initiated. We 
expect to continue at this level in the future. As a result, 
depreciation for vending machines is dropping at an 
accelerating rate and we expect to achieve a nearly 5 billion 
yen reduction in FY2020 from FY2014 levels.

As Japan’s population continues to age, combined with a 
declining birthrate, we anticipate little significant growth in the 
vending machine business. Each company is focused on 
profit, continuing to eliminate unprofitable sites while 
competing for good locations. Pricing strategies in answer to 
competition from the drugstore industry have made the 
business climate even tougher, and declining sales per vending 
machine is a concern. From a broader societal perspective, we 
see the traditional mass production/mass consumption type of 
economy gradually being replaced by systems that incorporate 
recycling and sharing as the maximizing of resources grows 
more critical. Economic activity is also changing dramatically, 
shifting away from physical goods toward services and 
experiences.

We are looking for ways to bring innovation to our vending 
machine business model to generate a steady expansion of 
cash flow in this core business and produce capital for the 
group’s further growth. The vending machine channel has a 
high marginal income ratio but also high fixed costs. With this 
type of earnings structure, if we are able to lower fixed costs 
and expand sales it can lead to a significant boost in margins. 
We are thus pursuing a radical reform of the fixed cost 
structure, allocating the cost savings from that effort to an 
aggressive investment in IoT aimed at creating new value and 
increasing per-machine profitability.

We started a service known as “Smile STAND” to create fun 
and enjoyment by equipping our vending machines with IoT 
technology, turning them into a new value-creating platform. In 
September 2017 we launched “Smile Town Portal,” a new 
customer-oriented local information distribution service using 
vending machines. These efforts are building a foundation for 
establishing a vending machine-based platform business with 
great future potential.

One result is that Smile STAND-capable vending machines 
are starting to see more sales per machine than 

Concept of Vending Machine Reconditioning

Used vending
machine parts

New energy-
saving unit Frontier Vendor

Rejuvenated
doors, racks, etc.

information distribution service with the Helsinki-based 
digital project design studio Reaktor. To maintain sustainable 
growth in the vending machine business, we will adopt a 
wide-angle overview of our own business and continue to 
pursue open innovation to bring about new transformations.

At a meeting with Reaktor

Aggressive IoT Investment to Create 
New Vending Machine Value

non-compatible machines. By utilizing their purchasing data in 
product development and the selection of vending machine 
product lines, we can take advantage of this trend to better 
meet customers’ diversifying needs and further increase sales.

We aim to equip 150,000 vending machines nationwide with 
IoT technology and turn it into an open platform that various 
other companies can use to provide services, thereby creating 
a new type of customer interaction with vending machines. 
This is the plan to reform our vending business model that 
breaks out of existing frameworks and brings innovation to the 
vending machine market, which has long been regarded as a 
mature market. By so doing we aim to create new value for 
vending machines as social infrastructure, which in turn will 
help us to continuously expand our cash flow.

● Changes in Capital Expenditure and Depreciation in the 
Domestic Beverage Business

Number of 
“Frontier 
Vendors”

1,764 3,688 4,972 ー ー ー

Capital expenditure
Depreciation 12

10

8

6

4

2

0

(billion yen)

2015 2016 2017 2018 2019 2020 (FY)2014

Together with future generations

Together with society

Radical Reform of the Fixed Cost Structure 
of Vending Machines

Reconditioned as a 
vending machine with 
like-new energy-saving 
features

Energy-saving unit 
equipped with new 
compressor, etc.

Newly equipped with cooling 
equipment incorporating 
energy-saving features

Achieving a reduction in both 
environmental impact and cost through 
deployment of “Frontier Vendors”

Planned expansion 
of IoT-enabled 
Smile STANDs

• Rejuvenate more than 50% 
of vending machine parts 
and reuse

• Reduce per-machine cost 
while maintaining the number 
of newly launched machines

Create new ways to 
connect customers 
and vending machines

Special
Feature

Toward Continuous Growth in Cash Flow

The Challenge of Bringing Innovation to the Vending 
Machine Business Model 

Counter-measuresObstacles to sustainable growth
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A vending machine is basically composed of two types of 
parts—the compressor, which is the heart of the machine, 
controlling the heating and cooling; and the metal parts, 
such as the doors, and racks for holding and dispensing 
drinks. In the past, when the compressor, which has a 
shorter lifespan than other parts, reached the end of its use, 
we disassembled and discarded all of the parts. Now we 
recondition reusable parts such as doors and racks, and 
combine them with an energy-saving unit equipped with a 
new compressor and high-performance insulation, bringing 
machines back to life with like-new energy-saving features. 

This initiative is expected to extend the usable lifespan of the 
vending machine by about 1.5 times, simultaneously 
lowering costs and reducing environmental impact through 
the reutilization of resources.

“Frontier Vendors” reduce environmental 
impact and vending machine cost We have accelerated growth by cooperating with a broad 

range of business partners, based on a spirit of striving to 
achieve happiness and prosperity together. To continue 
making progress mutually, we communicate regularly and 
hold business strategy meetings with our business partners, 
sharing our vision and business goals. Through these efforts 
we aim to build better partnerships based on mutual trust.

To create new value in these rapidly changing times, we 
consider it necessary to proactively pursue open innovation 
that integrates expertise cultivated in-house with knowledge 
and technologies from outside the group. Based on this 
approach, we jointly developed the Smile Town Portal 

Working with a broad range of partners 
on new value creation

To reduce fixed costs while maintaining the same number of 
machines in use, we are employing reconditioned vending 
machines that we call “Frontier Vendors,” which lessen both 
environmental impact and costs. At the same time, we are 
limiting the number of models we purchase to reduce 
procurement costs for new machines. Capital expenditure for 
the Domestic Beverage Business in FY2017 was 
approximately 6.5 billion yen, a decrease of about 40% from 
FY2014 figures, before these measures were initiated. We 
expect to continue at this level in the future. As a result, 
depreciation for vending machines is dropping at an 
accelerating rate and we expect to achieve a nearly 5 billion 
yen reduction in FY2020 from FY2014 levels.

As Japan’s population continues to age, combined with a 
declining birthrate, we anticipate little significant growth in the 
vending machine business. Each company is focused on 
profit, continuing to eliminate unprofitable sites while 
competing for good locations. Pricing strategies in answer to 
competition from the drugstore industry have made the 
business climate even tougher, and declining sales per vending 
machine is a concern. From a broader societal perspective, we 
see the traditional mass production/mass consumption type of 
economy gradually being replaced by systems that incorporate 
recycling and sharing as the maximizing of resources grows 
more critical. Economic activity is also changing dramatically, 
shifting away from physical goods toward services and 
experiences.

We are looking for ways to bring innovation to our vending 
machine business model to generate a steady expansion of 
cash flow in this core business and produce capital for the 
group’s further growth. The vending machine channel has a 
high marginal income ratio but also high fixed costs. With this 
type of earnings structure, if we are able to lower fixed costs 
and expand sales it can lead to a significant boost in margins. 
We are thus pursuing a radical reform of the fixed cost 
structure, allocating the cost savings from that effort to an 
aggressive investment in IoT aimed at creating new value and 
increasing per-machine profitability.

We started a service known as “Smile STAND” to create fun 
and enjoyment by equipping our vending machines with IoT 
technology, turning them into a new value-creating platform. In 
September 2017 we launched “Smile Town Portal,” a new 
customer-oriented local information distribution service using 
vending machines. These efforts are building a foundation for 
establishing a vending machine-based platform business with 
great future potential.

One result is that Smile STAND-capable vending machines 
are starting to see more sales per machine than 
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information distribution service with the Helsinki-based 
digital project design studio Reaktor. To maintain sustainable 
growth in the vending machine business, we will adopt a 
wide-angle overview of our own business and continue to 
pursue open innovation to bring about new transformations.

At a meeting with Reaktor

Aggressive IoT Investment to Create 
New Vending Machine Value

non-compatible machines. By utilizing their purchasing data in 
product development and the selection of vending machine 
product lines, we can take advantage of this trend to better 
meet customers’ diversifying needs and further increase sales.

We aim to equip 150,000 vending machines nationwide with 
IoT technology and turn it into an open platform that various 
other companies can use to provide services, thereby creating 
a new type of customer interaction with vending machines. 
This is the plan to reform our vending business model that 
breaks out of existing frameworks and brings innovation to the 
vending machine market, which has long been regarded as a 
mature market. By so doing we aim to create new value for 
vending machines as social infrastructure, which in turn will 
help us to continuously expand our cash flow.
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To assure reliable supply and update our facilities as a contract 
manufacturer, we decided to build a new plant in the greater 
Tokyo area. The new plant, located in Tatebayashi, Gunma 
Prefecture, is scheduled to go into operation at the start of 
2020. This will allow us to accept more orders and build our 

competitive edge. The ability to supply drinkable preparations 
from a location close to the Tokyo metropolitan area, which is 
the primary market for consumption, will reduce distribution 
costs, while productivity improvements achieved through 
labor-saving manufacturing operations will boost our cost 
competitiveness. The plant will also play a role in our 
customers’ business continuity plans by dispersing their 
production to reduce operational risk and improve their 
competitive capacity in ways unrelated to cost. Through the 
new plant we will pursue even greater reliability and growth.

● Plant Overview

Name

Location

Site area

Construction completed

Yearly production capacity

Capital investment

Plant 1

Katsuragi, Nara Prefecture

1991

Plant 2

Katsuragi, Nara Prefecture

1999

Kanto Plant

Tatebayashi, Gunma Prefecture

Approx. 27,000 m2

End of 2019 (scheduled)

Approx. 150 million units

Approx. 6 billion yen

Number of assembly lines
3 
(20 ml, 30 ml, 50 ml, 75 ml, 
100 ml, 120 ml)

1 
(80 ml, 100 ml, 150 ml, 260 ml)

1 
(100 ml: scheduled)

Approx. 350 million units

Approx. 33,000 m2

ー ー

The drinkable preparations market has recently felt the impact 
from the aging of its core user segment for nutritional drinks 
and diversifying needs among women, its core user segment 
for beauty tonics. The market overall has been shrinking, but 
due to demand from inbound tourists, there has been an 
expansion of orders for beauty tonics for export, for which we 
are starting to see a bright forecast. And although DAIDO 
Pharmaceutical’s two Nara plants will need to be renewed, the 
plants have been operating at close to capacity throughout the 
year to fulfil the many orders received, and it will be difficult to 
stop production to carry out renewals.

As a partner to brand owners in a wide range of industries 
including pharmaceuticals, health foods, and cosmetics, we 
maintain high standards of quality and participate in product 
creation from the planning and development stages. 

In recent years, to further increase orders, we have worked 
to ascertain and address the real issues and needs of each 
brand owner. We create and propose solutions that utilize our 

We cannot expect significant future growth in the drinkable 
preparations market, and few brand manufacturers are 
showing a proactive stance toward production line servicing or 
new capital investment. However, as demand from consumers 
is expected to continue, brand owners will continue to develop 
new products going forward, expecting to expand 
outsourcing, which will benefit us as a contract manufacturing 
company. Aiming to restore growth, we will take this 
opportunity to strengthen our systematic solution selling 
practices and improve our supply system and competitiveness 
by building a new plant. Through these efforts we plan to 
establish a dominant position as a contract manufacturer.

Water is used in all of our drinkable preparations, and 
obtaining safe water is the cornerstone of manufacturing 
quality. DAIDO Pharmaceutical uses approximately 800 tons 
of water daily. The water we use as a raw material is 
high-quality groundwater pumped up at our site. The water 
goes through multiple purification processes, during which 
the quality is tested three times a day using our own 
inspection checklist to assure its finished safety and purity.

We also use water for cleaning and sterilizing bottles, but 
we have adopted sterilization methods that do not use water 
for some products, reducing water use by approximately 
14,000 tons annually. We also treat wastewater properly—

Water safety and suitable use

To expand orders for drugs and quasi-drugs drinks that 
require approval for each item manufactured and sold, we 
must improve our trial product manufacturing capability and 
build expertise to facilitate and speed up the application 
process. We are thus working to expand resources—both 
personnel and equipment—employed in our lab and 
prototyping section, and develop a system that can handle 
more than twice the number of applications.

A system to build expertise that facilitates and 
speeds up approvals

Plant 1

Plant 2

development capabilities and manufacturing technology, 
cultivated over many years, to exceed the expectations of 
companies and increase the number of our proposals taken up 
as new products by brand owners. To achieve sustainable 
growth, we aim to expand our business in OEM (contract) 
products by developing new categories that answer society’s 
needs, making full use of our pharmaceutical and quasi-drug 
manufacturing facilities, plus our expertise in liquid medication 
development and manufacturing.

Pre-improvements

Post-improvements

Our plants that manufacture drinkable preparations are 
located in non-urban areas where a natural environment 
ensures a high quality of water. The difficulty lies in the 
inability to secure personnel, as these areas suffer from a 
shrinking workforce. We had already automated filling and 
inspection processes but for certain products—with shrink wrap packaging, for 
example—the packing process still required manual packing by 10 or more employees. In 
2016, we were able to fully automate the packing process, which has boosted productivity 
and reduced the burden of labor for workers.

Labor-saving manufacturing processes

Combined operating hours

Employees

Operating hours

New Plant to Strengthen Supply System and 
Build Competitive Edge

Strengthening Our Systematic Solution 
Selling Practices

144 hours per lot

12

12 hours

…

……………………

………………

Pre-improvements Post-improvements

3 hours per lot

1

3 hours

→
→
→

For a detailed history of DAIDO Pharmaceutical, see

Together with people

Together with society
for microbes, pH, and temperature—before releasing it as 
sewerage.

Special
Feature

Counter-measuresObstacles to sustainable growth

Establishing a Dominant Position 
as a Contract Manufacturer
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To assure reliable supply and update our facilities as a contract 
manufacturer, we decided to build a new plant in the greater 
Tokyo area. The new plant, located in Tatebayashi, Gunma 
Prefecture, is scheduled to go into operation at the start of 
2020. This will allow us to accept more orders and build our 

competitive edge. The ability to supply drinkable preparations 
from a location close to the Tokyo metropolitan area, which is 
the primary market for consumption, will reduce distribution 
costs, while productivity improvements achieved through 
labor-saving manufacturing operations will boost our cost 
competitiveness. The plant will also play a role in our 
customers’ business continuity plans by dispersing their 
production to reduce operational risk and improve their 
competitive capacity in ways unrelated to cost. Through the 
new plant we will pursue even greater reliability and growth.

● Plant Overview

Name

Location

Site area

Construction completed

Yearly production capacity

Capital investment

Plant 1

Katsuragi, Nara Prefecture

1991

Plant 2

Katsuragi, Nara Prefecture

1999

Kanto Plant

Tatebayashi, Gunma Prefecture

Approx. 27,000 m2

End of 2019 (scheduled)

Approx. 150 million units

Approx. 6 billion yen

Number of assembly lines
3 
(20 ml, 30 ml, 50 ml, 75 ml, 
100 ml, 120 ml)

1 
(80 ml, 100 ml, 150 ml, 260 ml)

1 
(100 ml: scheduled)

Approx. 350 million units

Approx. 33,000 m2

ー ー

The drinkable preparations market has recently felt the impact 
from the aging of its core user segment for nutritional drinks 
and diversifying needs among women, its core user segment 
for beauty tonics. The market overall has been shrinking, but 
due to demand from inbound tourists, there has been an 
expansion of orders for beauty tonics for export, for which we 
are starting to see a bright forecast. And although DAIDO 
Pharmaceutical’s two Nara plants will need to be renewed, the 
plants have been operating at close to capacity throughout the 
year to fulfil the many orders received, and it will be difficult to 
stop production to carry out renewals.

As a partner to brand owners in a wide range of industries 
including pharmaceuticals, health foods, and cosmetics, we 
maintain high standards of quality and participate in product 
creation from the planning and development stages. 

In recent years, to further increase orders, we have worked 
to ascertain and address the real issues and needs of each 
brand owner. We create and propose solutions that utilize our 

We cannot expect significant future growth in the drinkable 
preparations market, and few brand manufacturers are 
showing a proactive stance toward production line servicing or 
new capital investment. However, as demand from consumers 
is expected to continue, brand owners will continue to develop 
new products going forward, expecting to expand 
outsourcing, which will benefit us as a contract manufacturing 
company. Aiming to restore growth, we will take this 
opportunity to strengthen our systematic solution selling 
practices and improve our supply system and competitiveness 
by building a new plant. Through these efforts we plan to 
establish a dominant position as a contract manufacturer.

Water is used in all of our drinkable preparations, and 
obtaining safe water is the cornerstone of manufacturing 
quality. DAIDO Pharmaceutical uses approximately 800 tons 
of water daily. The water we use as a raw material is 
high-quality groundwater pumped up at our site. The water 
goes through multiple purification processes, during which 
the quality is tested three times a day using our own 
inspection checklist to assure its finished safety and purity.

We also use water for cleaning and sterilizing bottles, but 
we have adopted sterilization methods that do not use water 
for some products, reducing water use by approximately 
14,000 tons annually. We also treat wastewater properly—

Water safety and suitable use

To expand orders for drugs and quasi-drugs drinks that 
require approval for each item manufactured and sold, we 
must improve our trial product manufacturing capability and 
build expertise to facilitate and speed up the application 
process. We are thus working to expand resources—both 
personnel and equipment—employed in our lab and 
prototyping section, and develop a system that can handle 
more than twice the number of applications.

A system to build expertise that facilitates and 
speeds up approvals

Plant 1

Plant 2

development capabilities and manufacturing technology, 
cultivated over many years, to exceed the expectations of 
companies and increase the number of our proposals taken up 
as new products by brand owners. To achieve sustainable 
growth, we aim to expand our business in OEM (contract) 
products by developing new categories that answer society’s 
needs, making full use of our pharmaceutical and quasi-drug 
manufacturing facilities, plus our expertise in liquid medication 
development and manufacturing.

Pre-improvements

Post-improvements

Our plants that manufacture drinkable preparations are 
located in non-urban areas where a natural environment 
ensures a high quality of water. The difficulty lies in the 
inability to secure personnel, as these areas suffer from a 
shrinking workforce. We had already automated filling and 
inspection processes but for certain products—with shrink wrap packaging, for 
example—the packing process still required manual packing by 10 or more employees. In 
2016, we were able to fully automate the packing process, which has boosted productivity 
and reduced the burden of labor for workers.

Labor-saving manufacturing processes

Combined operating hours

Employees

Operating hours

New Plant to Strengthen Supply System and 
Build Competitive Edge

Strengthening Our Systematic Solution 
Selling Practices

144 hours per lot

12

12 hours

…

……………………

………………

Pre-improvements Post-improvements

3 hours per lot

1
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For a detailed history of DAIDO Pharmaceutical, see

Together with people

Together with society
for microbes, pH, and temperature—before releasing it as 
sewerage.

Special
Feature

Counter-measuresObstacles to sustainable growth
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The DyDo Blend pursues the taste customers want with its 
fusion of carefully selected coffee beans from all over the 
world. To provide raw ingredients and materials that are safe 
and give customers peace of mind, we pay close attention to 
the ingredients we source from the planning stage, checking 
information such as that relating to laws and regulations, 
fertilizers and allergens. We are working to guarantee safety 
by only procuring our materials from trusted suppliers that 
meet our standards, and for major materials we import we 

Rapid demographic shifts and lifestyle changes in recent years 
are being accompanied by diversifying customer values and 
consumer behavior. Consumers are demonstrating a growing 
range of needs when it comes to taste and wellness. In the 
coffee market, the rise of coffee sold from convenience store 
countertops and at café chains has expanded the opportunity 
to drink coffee, but also changed consumers’ tastes and needs 
for canned coffee. We are faced with the need to deliver 
products that resonate with customers as their values shift.

Since the release of DyDo Blend coffee in 1975, we have been 
delivering authentic coffee flavor to consumers by blending 
select, high-quality coffee beans, with no added aromas. We 
will continue to maintain and improve the quality and work to 
further strengthen the DyDo Blend brand.

In addition, we are working to optimize our product lines 
based on sales channel, and to develop highly distinctive 
products and items that can ride new health trends. We will 
continue to create new products of high quality that generate 
surprise and wonder to deliver distinctively DyDo taste and 
wellness to customers.

For many years, DyDo DRINCO’s strategy was to take the 
exact same products from its core vending machine channel 
and move them into other sales channels so that the products 
were the same across all channels. However, with rapid 

Even in the vending machine channel, because the ages and 
main sex of customers vary according to the installation 
location, the preferred products differ with each vending 
machine. DyDo DRINCO decided, therefore, to group vending 
machines by their sales data, and fill sets of machines with 
different products according to what sold best, thereby 
meeting the diverse needs of customers with different product 
offerings. To strengthen product lines, in March 2018 we 
added Asahi Soft Drinks’ Mitsuya Cider and Calpis Water to the 
two Gogo no Kocha products from Kirin Beverage that had 
been deployed in the past. The addition of the top Asahi Soft 
Drinks brands is aimed at increasing our vending machine 
sales.

Strengthening sales through the distribution channel has led to 
better communication with retail stores and a more accurate 
grasp of diverse customer needs. Based on such information, 
we have been expanding sales of our foods with a functional 
claim, developed in collaboration with FANCL CORPORATION, 
the “Calorie Limited for the Mature Aged” series; plus, we 
introduced functional beverages under the DyDo Blend and 
“miu” brands in response to recent growing interest in health. 
We have also been working on innovative product 
development, such as the new brand “PuruSsh!! Jelly x 
Sparkling,” a shake-and-drink carbonated jelly and nata de 
coco beverage. With a system capable of developing high 
added value beverages, we aim to expand sales in the 
distribution channel where there is room for growth.

regularly send representatives to visit the sites where the 
ingredients are grown or processed, so we can confirm with 
our own eyes the agricultural situation, the manufacturing 
process or the site’s hygiene management. Furthermore, as 
well as coffee beans 
being affected by 
crop conditions, they 
are also an interna-
tional commodity, so 
we are working with 
suppliers we can 
trust to stabilize our 
procurement system. 

Optimizing Product Lines for Different 
Sales Channels

DyDo DRINCO has established a quality control system only 
made possible through fabless management, and engages 
in efforts to secure food safety. While we subcontract 
manufacturing to affiliate plants, they implement quality 
control and assurance measures at the affiliate plant, and we 
also use our own quality control department to double check 
samples of all products from the affiliate plants, shipping only 

We aim to appeal to customers by creating new, delicious 
tastes through ideas, materials, and technology that will further 
strengthen the DyDo Blend brand.

In product development, we updated our Supervised by the 
World’s Top Barista series, a new blend created with Pete 
Licata, the 14th World Barista Championship winner, using our 
expertise in materials and blending to provide new choices for 
coffee-drinking situations. In the spring of 2018 we launched 
the new Good Work Blend that targets primarily young 
business people.

To retain consumer appeal as a brand, it is vital that we 
engage more actively with customers, in addition to enhancing 
the value of the product itself. Since 2012 we have been 
unifying all of our coffee products under the DyDo Blend brand, 
using the campaign slogan “Refining our blend produces 

Further Strengthening the DyDo Blend Brand delicious taste.” The campaign uses various media to reach 
consumers and emphasize that the blending itself is what 
creates the value and appeal. The campaign was a success, 
resulting in a 30% increase in intention to purchase the DyDo 
Blend brand over 2014 figures (according to DyDo DRINCO 
research).

demographic shifts and lifestyle changes in recent years, the 
values and behavior of consumers have become more diverse. 
In these changing circumstances, we have been able to meet 
customers’ needs through a product development system that 
utilizes a diverse range of personnel, while working to optimize 
our product lines according to the characteristics of each sales 
channel or vending machine location.

Topics addressed at quality assurance meetings

■ Vending Machine Channel ■ Distribution Channel

Initiatives to offer customers product with 
safety and peace of mind

The procurement of safe and 
secure raw materials

● Selecting products to suit the purchasers at 
each vending machine

Product Selection A

Product Selection B

Product Selection C

“miu” Sparkling 
Water Plus

“DyDo Blend 
Supervised by the 
World’s Top Barista*” 
Smart Blend Black

“Calorie Limited for 
the Mature Aged” 
series

Together with customers

Together with customers those products that pass our inspections. We regularly 
conduct quality assurance audits at the affiliate plants and 
hold quality assurance meetings for all affiliate plants. 
Moreover, we are working to improve quality further by 
sharing expertise and by strengthening our relationships built 
on trust through constructive dialogue.

Sorting coffee beans

“DyDo Blend, Supervised by the 
World’s Top Barista” series, flavors 
that match various coffee-drinking 
situations with the perfect container 
and amount

“DyDo Blend, Good Work 
Blend,” with a focus on 
supporting young business 
people 

Special
Feature

Counter-measuresObstacles to sustainable growth

Delivering Distinctively DyDo Taste and Wellness to 
Meet Diversifying Needs

*Pete Licata, 14th World Barista Championship winner
(submitted labeling on foods with functional claims is not included in the scope of his 
supervision)
■This product has not been approved by the Japanese government.
■This product is not intended to diagnose, treat, or prevent any disease or medical 

condition.
■Eat a balanced diet based on a staple food, a main dish, and side dishes.

● Report on results of quality assurance audits
● Case studies of major issues encountered during the year, their 

causes and measures taken
● Presentations of measures taken to improve quality by affiliate 

plant managers
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Challenge to enhance product strength
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The DyDo Blend pursues the taste customers want with its 
fusion of carefully selected coffee beans from all over the 
world. To provide raw ingredients and materials that are safe 
and give customers peace of mind, we pay close attention to 
the ingredients we source from the planning stage, checking 
information such as that relating to laws and regulations, 
fertilizers and allergens. We are working to guarantee safety 
by only procuring our materials from trusted suppliers that 
meet our standards, and for major materials we import we 

Rapid demographic shifts and lifestyle changes in recent years 
are being accompanied by diversifying customer values and 
consumer behavior. Consumers are demonstrating a growing 
range of needs when it comes to taste and wellness. In the 
coffee market, the rise of coffee sold from convenience store 
countertops and at café chains has expanded the opportunity 
to drink coffee, but also changed consumers’ tastes and needs 
for canned coffee. We are faced with the need to deliver 
products that resonate with customers as their values shift.

Since the release of DyDo Blend coffee in 1975, we have been 
delivering authentic coffee flavor to consumers by blending 
select, high-quality coffee beans, with no added aromas. We 
will continue to maintain and improve the quality and work to 
further strengthen the DyDo Blend brand.

In addition, we are working to optimize our product lines 
based on sales channel, and to develop highly distinctive 
products and items that can ride new health trends. We will 
continue to create new products of high quality that generate 
surprise and wonder to deliver distinctively DyDo taste and 
wellness to customers.

For many years, DyDo DRINCO’s strategy was to take the 
exact same products from its core vending machine channel 
and move them into other sales channels so that the products 
were the same across all channels. However, with rapid 

Even in the vending machine channel, because the ages and 
main sex of customers vary according to the installation 
location, the preferred products differ with each vending 
machine. DyDo DRINCO decided, therefore, to group vending 
machines by their sales data, and fill sets of machines with 
different products according to what sold best, thereby 
meeting the diverse needs of customers with different product 
offerings. To strengthen product lines, in March 2018 we 
added Asahi Soft Drinks’ Mitsuya Cider and Calpis Water to the 
two Gogo no Kocha products from Kirin Beverage that had 
been deployed in the past. The addition of the top Asahi Soft 
Drinks brands is aimed at increasing our vending machine 
sales.

Strengthening sales through the distribution channel has led to 
better communication with retail stores and a more accurate 
grasp of diverse customer needs. Based on such information, 
we have been expanding sales of our foods with a functional 
claim, developed in collaboration with FANCL CORPORATION, 
the “Calorie Limited for the Mature Aged” series; plus, we 
introduced functional beverages under the DyDo Blend and 
“miu” brands in response to recent growing interest in health. 
We have also been working on innovative product 
development, such as the new brand “PuruSsh!! Jelly x 
Sparkling,” a shake-and-drink carbonated jelly and nata de 
coco beverage. With a system capable of developing high 
added value beverages, we aim to expand sales in the 
distribution channel where there is room for growth.

regularly send representatives to visit the sites where the 
ingredients are grown or processed, so we can confirm with 
our own eyes the agricultural situation, the manufacturing 
process or the site’s hygiene management. Furthermore, as 
well as coffee beans 
being affected by 
crop conditions, they 
are also an interna-
tional commodity, so 
we are working with 
suppliers we can 
trust to stabilize our 
procurement system. 

Optimizing Product Lines for Different 
Sales Channels

DyDo DRINCO has established a quality control system only 
made possible through fabless management, and engages 
in efforts to secure food safety. While we subcontract 
manufacturing to affiliate plants, they implement quality 
control and assurance measures at the affiliate plant, and we 
also use our own quality control department to double check 
samples of all products from the affiliate plants, shipping only 

We aim to appeal to customers by creating new, delicious 
tastes through ideas, materials, and technology that will further 
strengthen the DyDo Blend brand.

In product development, we updated our Supervised by the 
World’s Top Barista series, a new blend created with Pete 
Licata, the 14th World Barista Championship winner, using our 
expertise in materials and blending to provide new choices for 
coffee-drinking situations. In the spring of 2018 we launched 
the new Good Work Blend that targets primarily young 
business people.

To retain consumer appeal as a brand, it is vital that we 
engage more actively with customers, in addition to enhancing 
the value of the product itself. Since 2012 we have been 
unifying all of our coffee products under the DyDo Blend brand, 
using the campaign slogan “Refining our blend produces 

Further Strengthening the DyDo Blend Brand delicious taste.” The campaign uses various media to reach 
consumers and emphasize that the blending itself is what 
creates the value and appeal. The campaign was a success, 
resulting in a 30% increase in intention to purchase the DyDo 
Blend brand over 2014 figures (according to DyDo DRINCO 
research).

demographic shifts and lifestyle changes in recent years, the 
values and behavior of consumers have become more diverse. 
In these changing circumstances, we have been able to meet 
customers’ needs through a product development system that 
utilizes a diverse range of personnel, while working to optimize 
our product lines according to the characteristics of each sales 
channel or vending machine location.

Topics addressed at quality assurance meetings

■ Vending Machine Channel ■ Distribution Channel

Initiatives to offer customers product with 
safety and peace of mind

The procurement of safe and 
secure raw materials

● Selecting products to suit the purchasers at 
each vending machine

Product Selection A

Product Selection B

Product Selection C

“miu” Sparkling 
Water Plus

“DyDo Blend 
Supervised by the 
World’s Top Barista*” 
Smart Blend Black

“Calorie Limited for 
the Mature Aged” 
series

Together with customers

Together with customers those products that pass our inspections. We regularly 
conduct quality assurance audits at the affiliate plants and 
hold quality assurance meetings for all affiliate plants. 
Moreover, we are working to improve quality further by 
sharing expertise and by strengthening our relationships built 
on trust through constructive dialogue.

Sorting coffee beans

“DyDo Blend, Supervised by the 
World’s Top Barista” series, flavors 
that match various coffee-drinking 
situations with the perfect container 
and amount

“DyDo Blend, Good Work 
Blend,” with a focus on 
supporting young business 
people 

Special
Feature

Counter-measuresObstacles to sustainable growth

Delivering Distinctively DyDo Taste and Wellness to 
Meet Diversifying Needs

*Pete Licata, 14th World Barista Championship winner
(submitted labeling on foods with functional claims is not included in the scope of his 
supervision)
■This product has not been approved by the Japanese government.
■This product is not intended to diagnose, treat, or prevent any disease or medical 

condition.
■Eat a balanced diet based on a staple food, a main dish, and side dishes.

● Report on results of quality assurance audits
● Case studies of major issues encountered during the year, their 

causes and measures taken
● Presentations of measures taken to improve quality by affiliate 

plant managers
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International Beverage Business

Challenge to expand overseas businesses

4

To improve the Group’s competitiveness, we have been 
holding global exchanges, where marketing or product 
development expertise can be shared. In the summer of 
2017, we held our first Global Meeting of DyDo Group 
Holdings in Indonesia, bringing together employees from our 
bases in Japan, Turkey and Malaysia. Those who attended 
were able to share information regarding each of the 
countries’ beverage market trends, their own company’s 
business models, or future business strategies. In order to 
learn more about coffee, one of the strengths of DyDo in 
Japan, attendees went to see a coffee plantation and 

In addition to reorganizing the business model of our Turkish 
beverage business, which makes up a major part of our 
International Beverage Business, through a strengthening of its 
value chain, we have driven forward top-line growth through 
favorable sales of our Saka mineral water against a backdrop 
of a health awareness trend. However, under the influence of 
the depreciating Turkish lira, the cost of importing raw materials 
has leapt, and this has combined with a special 10% 
consumption tax levied on soft drinks (with the exception of 
mineral water and 100% fruit juice) since January 2018 to 
make the business environment increasingly tough. In 
Malaysia, Russia and China, factors such as major changes in 
market environment, alterations to laws, regulations and 
systems have meant that establishing business foundations is 
taking time, and so the promotion of reforms aimed at future 
development is an issue. 

While the business environment for the Turkish beverage 
businesses may be strict, we are continuing to strengthen the 
business foundations which should lead to dramatic top-line 
growth, and we are taking measures to strengthen our flagship 
brands and expand our export business. Also, with the 
introduction of the special consumption tax and the health 
trend in the background, demand for mineral water is expected 
to grow, so we are focusing our efforts on strengthening our 
mineral water production capabilities.

The health awareness trend can be seen to be gathering 
steam in customers around the world, so we plan to bolster 
and expand our high-quality product line-up to respond to this 
growing trend, by creating innovation through the combination 
of product development knowledge cultivated in Japan, and 
region-specific marketing information.

Previously, in our Turkish beverage business, we were 
producing Saka mineral water in one location in the north of the 
country. In line with the increase in awareness of health and the 
Saka brand, sales have greatly improved to the point where we 
are working at near full production. To respond to the predicted 
rise in demand, in December 2017 we made the Merpez (now 
known as Mavidağ) company, which owns a mineral water 
production facility in the south-west of the country, a 
subsidiary. Thanks to this, production capacity has nearly 
doubled, providing a production system that can react to 
sustainable growth. With this move we have also raised the 
efficiency of our logistics by securing a geographically 
decentralized production plant and water source.  

observe the careful selection of beans at a factory. 
Participants were able to feel a part of the DyDo Group, and 
showed a real hunger to start developing products with the 
knowledge they had gained. Through this event we were 
able to truly see how the “One Team” made up from each of 
the companies within the Group, is taking on the challenge 
of creating the DyDo Standard for the next generation.    

Counter-measures

We have newly defined the mission statement and shared 
values of our Turkish beverage business subsidiaries, which 
we inherited in 2016 from a major Turkish food manufacturer 
and which forms a part of the DyDo Group, based on the 
group’s Philosophy and Vision, what has proven important 
up to this point and necessary factors for future growth. 
Furthermore, through events designed for every employee, 
we have made solid moves toward establishing groups 
through which they can challenge themselves.

In the coming years in Turkey, we plan to boost our brands, 
focusing our management resources on three brands: Saka, 
which is forecast for major growth; the carbonated drink 
Maltana, which commands a high individual unit price; and 
Camlica, which contributes greatly to our sales. For the Saka 
brand, as well as focusing on the highly profitable Home & 
Office Delivery (HOD) sales channel or export, we will take 
measures to improve profitability at the same time as 
increasing sales figures.

The depreciation of the lira may have caused the import of 
raw materials to leap, but it has also created favorable 

Strengthening our Flagship Brands and 
Expanding our Export Business

Strengthening Mineral Water Production 
Capabilities

In recent years, a rise in health awareness has spread across 
the globe, even in Turkey and Malaysia, and sales of 
carbonated drinks have dropped and the market environment 
is undergoing a major change. Seizing this opportunity, we are 
taking measures to develop and expand sales of high-quality 
products that cater to this trend. Through the sharing of global 
expertise and the dispatching 
of staff from DyDo businesses 
in Japan, the knowledge and 
technology regarding taste and 
health that we have 
accumulated in Japan can be 
combined with local marketing 
knowledge and production 
techniques to give birth to 
innovation and make dramatic 
growth a reality.conditions for our export business. As well as continuing to 

expand exports to Europe, we plan to reinforce our personnel 
system and expand exports to Arabic-speaking countries. As 
Arabic-speaking countries are home to a large number of 
adherents of the Muslim faith, under which the drinking of 
alcohol is forbidden, interest in our carbonated malt drink, 
Maltana, is high and so we see in it a great deal of sales 
potential.

Global meeting

Strengthening and Expanding Our 
High-quality Line-up to Respond to an 
Accelerating Rise in Health Awareness

In Russia we are expanding sales of products through vending 
machine development. In response to new tax legislation 
affecting sales, including vending machines, due to come into 
effect in July 2018, it has become necessary to reevaluate the 
business. We are currently reviewing vending machine 
locations on a wide scale and conducting reforms to further 
improve their operational level. 

Improving Operations and Reevaluating 
Vending Machine Locations

Location

2 million Turkish lira (62 million yen*)

23.4 million Turkish lira (725 million yen*)

Mavidağ Gıda Pazarlama Sanayi ve 
Ticaret İthalat İhracat A.Ş.

Company name

Production and sales of mineral waterBusiness outline

Capital

Total investment 
(scheduled)

Muğla Province, Turkey

*calculated at 31 yen to 1 Turkish lira (the rate at the time of acquisition)

Group picture from an event held to 
spread awareness of the business’s 
mission and values:
Employees wore T-shirts of different 
colors to indicate which of the six shared 
values they believe is most important in 
their particular area of responsibility.

Core values
■ Customer First
■ Challenge
■ Collaboration
■ High Quality Standard
■ Uniqueness
■ First Mover

Sakarya Province 
(Della water production) 

Muğla Province 
(newly acquired Mavidağ water production)

Obstacles to sustainable growth

Turkey

Turkey Malaysia

Russia

Fomenting a sense of unity through 
opportunities for global exchange 

Together with future generations

Defining our mission and values 
in the Turkish beverage business

Together with people

● Mavidağ Company Profile

“Saka,” a unique 
mineral water with a 
high pH value 

“Maltana,” a 
fruit flavored 
non-alcoholic 
malt drink

“Çamlica,” a 
carbonated drink 
that boasts excellent 
product recognition

“Yobick,” planned and 
launched by our Malaysian 
business, which made use of 
DyDo’s Japanese expertise

Demonstrating the synergy between our Domestic and International Beverage Business

We are challenging ourselves to create the next generation 
of DyDo standards
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To improve the Group’s competitiveness, we have been 
holding global exchanges, where marketing or product 
development expertise can be shared. In the summer of 
2017, we held our first Global Meeting of DyDo Group 
Holdings in Indonesia, bringing together employees from our 
bases in Japan, Turkey and Malaysia. Those who attended 
were able to share information regarding each of the 
countries’ beverage market trends, their own company’s 
business models, or future business strategies. In order to 
learn more about coffee, one of the strengths of DyDo in 
Japan, attendees went to see a coffee plantation and 

In addition to reorganizing the business model of our Turkish 
beverage business, which makes up a major part of our 
International Beverage Business, through a strengthening of its 
value chain, we have driven forward top-line growth through 
favorable sales of our Saka mineral water against a backdrop 
of a health awareness trend. However, under the influence of 
the depreciating Turkish lira, the cost of importing raw materials 
has leapt, and this has combined with a special 10% 
consumption tax levied on soft drinks (with the exception of 
mineral water and 100% fruit juice) since January 2018 to 
make the business environment increasingly tough. In 
Malaysia, Russia and China, factors such as major changes in 
market environment, alterations to laws, regulations and 
systems have meant that establishing business foundations is 
taking time, and so the promotion of reforms aimed at future 
development is an issue. 

While the business environment for the Turkish beverage 
businesses may be strict, we are continuing to strengthen the 
business foundations which should lead to dramatic top-line 
growth, and we are taking measures to strengthen our flagship 
brands and expand our export business. Also, with the 
introduction of the special consumption tax and the health 
trend in the background, demand for mineral water is expected 
to grow, so we are focusing our efforts on strengthening our 
mineral water production capabilities.

The health awareness trend can be seen to be gathering 
steam in customers around the world, so we plan to bolster 
and expand our high-quality product line-up to respond to this 
growing trend, by creating innovation through the combination 
of product development knowledge cultivated in Japan, and 
region-specific marketing information.

Previously, in our Turkish beverage business, we were 
producing Saka mineral water in one location in the north of the 
country. In line with the increase in awareness of health and the 
Saka brand, sales have greatly improved to the point where we 
are working at near full production. To respond to the predicted 
rise in demand, in December 2017 we made the Merpez (now 
known as Mavidağ) company, which owns a mineral water 
production facility in the south-west of the country, a 
subsidiary. Thanks to this, production capacity has nearly 
doubled, providing a production system that can react to 
sustainable growth. With this move we have also raised the 
efficiency of our logistics by securing a geographically 
decentralized production plant and water source.  

observe the careful selection of beans at a factory. 
Participants were able to feel a part of the DyDo Group, and 
showed a real hunger to start developing products with the 
knowledge they had gained. Through this event we were 
able to truly see how the “One Team” made up from each of 
the companies within the Group, is taking on the challenge 
of creating the DyDo Standard for the next generation.    

Counter-measures

We have newly defined the mission statement and shared 
values of our Turkish beverage business subsidiaries, which 
we inherited in 2016 from a major Turkish food manufacturer 
and which forms a part of the DyDo Group, based on the 
group’s Philosophy and Vision, what has proven important 
up to this point and necessary factors for future growth. 
Furthermore, through events designed for every employee, 
we have made solid moves toward establishing groups 
through which they can challenge themselves.

In the coming years in Turkey, we plan to boost our brands, 
focusing our management resources on three brands: Saka, 
which is forecast for major growth; the carbonated drink 
Maltana, which commands a high individual unit price; and 
Camlica, which contributes greatly to our sales. For the Saka 
brand, as well as focusing on the highly profitable Home & 
Office Delivery (HOD) sales channel or export, we will take 
measures to improve profitability at the same time as 
increasing sales figures.

The depreciation of the lira may have caused the import of 
raw materials to leap, but it has also created favorable 

Strengthening our Flagship Brands and 
Expanding our Export Business

Strengthening Mineral Water Production 
Capabilities

In recent years, a rise in health awareness has spread across 
the globe, even in Turkey and Malaysia, and sales of 
carbonated drinks have dropped and the market environment 
is undergoing a major change. Seizing this opportunity, we are 
taking measures to develop and expand sales of high-quality 
products that cater to this trend. Through the sharing of global 
expertise and the dispatching 
of staff from DyDo businesses 
in Japan, the knowledge and 
technology regarding taste and 
health that we have 
accumulated in Japan can be 
combined with local marketing 
knowledge and production 
techniques to give birth to 
innovation and make dramatic 
growth a reality.conditions for our export business. As well as continuing to 

expand exports to Europe, we plan to reinforce our personnel 
system and expand exports to Arabic-speaking countries. As 
Arabic-speaking countries are home to a large number of 
adherents of the Muslim faith, under which the drinking of 
alcohol is forbidden, interest in our carbonated malt drink, 
Maltana, is high and so we see in it a great deal of sales 
potential.

Global meeting

Strengthening and Expanding Our 
High-quality Line-up to Respond to an 
Accelerating Rise in Health Awareness

In Russia we are expanding sales of products through vending 
machine development. In response to new tax legislation 
affecting sales, including vending machines, due to come into 
effect in July 2018, it has become necessary to reevaluate the 
business. We are currently reviewing vending machine 
locations on a wide scale and conducting reforms to further 
improve their operational level. 

Improving Operations and Reevaluating 
Vending Machine Locations

Location

2 million Turkish lira (62 million yen*)

23.4 million Turkish lira (725 million yen*)

Mavidağ Gıda Pazarlama Sanayi ve 
Ticaret İthalat İhracat A.Ş.

Company name

Production and sales of mineral waterBusiness outline

Capital

Total investment 
(scheduled)

Muğla Province, Turkey

*calculated at 31 yen to 1 Turkish lira (the rate at the time of acquisition)

Group picture from an event held to 
spread awareness of the business’s 
mission and values:
Employees wore T-shirts of different 
colors to indicate which of the six shared 
values they believe is most important in 
their particular area of responsibility.

Core values
■ Customer First
■ Challenge
■ Collaboration
■ High Quality Standard
■ Uniqueness
■ First Mover

Sakarya Province 
(Della water production) 

Muğla Province 
(newly acquired Mavidağ water production)

Obstacles to sustainable growth

Turkey

Turkey Malaysia

Russia

Fomenting a sense of unity through 
opportunities for global exchange 

Together with future generations

Defining our mission and values 
in the Turkish beverage business

Together with people

● Mavidağ Company Profile

“Saka,” a unique 
mineral water with a 
high pH value 

“Maltana,” a 
fruit flavored 
non-alcoholic 
malt drink

“Çamlica,” a 
carbonated drink 
that boasts excellent 
product recognition

“Yobick,” planned and 
launched by our Malaysian 
business, which made use of 
DyDo’s Japanese expertise

Demonstrating the synergy between our Domestic and International Beverage Business

We are challenging ourselves to create the next generation 
of DyDo standards
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