
 

 

 

Takamatsu: Hello, everyone. This is Takamatsu, President of DyDo. Thank you for your continued support. 

It has been over a year since the outbreak of COVID-19, but the virus has continued to spread, afflicting the 
entire world with tremendous damages. We pray for the souls of those who have died and sincerely hope 
that those who have been affected will recover as soon as possible and the pandemic will be contained. We 
would also like to express our deepest respect to all those who are making efforts to prevent the spread of 
the virus. 

Today, before I go over the financial results, I would like to once again share the Group’s growth strategy and 
approach to sustainable growth, taking into account the changes in the environment caused by the COVID-19 
pandemic. After that, I will report the FY2020 financial highlights, FY2021 full-year financial results forecast, 
and segment overview, in addition to the progress and issues of the mid-term business plan 2021 that we 
have been tackling since FY2019. 

Finally, I will talk about our efforts to achieve sustainable growth. 
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Pease see page 4. The COVID-19 pandemic, which raged around the world in 2020, had a major impact on the 
Group’s business. Bright signs such as vaccine development have emerged, but it seems difficult to predict 
how the pandemic will be contained and how the world will change going forward. 

However, one thing that is certain is that these changes can turn into a major opportunity for the Group, 
which is in a transitional phase of its business model. We will move swiftly with flexible ideas, without missing 
these opportunities for business growth. 
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Please see page 5. As we respond to these changes, the foundation on which we will make efforts is the 
Group’s philosophy. The Group’s philosophy is "Creating happiness and prosperity, together with people and 
with society. To achieve this goal, the DyDo Group will continue to embrace new challenges in a dynamic 
way."  This is an important value based on the spirit of coexistence and co-prosperity that we have cultivated 
while growing our business in collaboration with many stakeholders. 

Recently, the SDGs have become a big keyword in business. Our philosophy of co-existing and co-prosperity 
is aligned with the principle of the SDGs to leave no one behind. Our mission is to contribute to the realization 
of a sustainable society through our business. 
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Please see page 6. We formulated our vision for the near future toward realizing this Group philosophy in 
January 2019 along with the start of the current mid-term business plan and entitled it as follows: Group 
Mission 2030 "For DyDo Group to create enjoyable, healthy lifestyles for people around the world." 
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Please see page 7. We formulated Group Mission 2030 based on the thought that we will be able to achieve 
sustainable growth through the realization of the future aimed at by the SDGs or, in other words, the 
realization of a society that strikes a balance between the economy, society, and the environment. The focus 
on a sustainable society has increased even further in light of the COVID-19 pandemic. 

At the beginning of the year, we made the DyDo Group SDGs Declaration to internally and externally reiterate 
our intention to contribute to the goal aimed at by the international society. 

We seek to contribute to realizing the society aimed at by the SDGs through business activities in which 
employees are conscious of the SDGs and partnerships with our stakeholders. 
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Please see page 8. As touched on earlier, we believe we must do the following to respond to the major social 
transformation that is currently unfolding and realize our sustainable growth and the enhancement of our 
corporate value: return once again to our philosophy and internally share the values that we must cherish. 

We must create a corporate culture that prompts each employee to transform their actions and leads to 
creating innovation based on our philosophy. We will further strengthen our personnel strategy toward that 
goal. 
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Please see page 9. To respond to the accelerated changes in the times, we must be a robust group of personnel 
and organization that can flexibly continue to change. 

In FY2020, we increased the degree of freedom in working style and working hours, shifted to new ways of 
working where employees autonomously advance their own work, and introduced a side business acceptance 
system. By doing so, we have put in place a system where personnel, with advanced expertise, diverse values, 
knowledge, and skills, who drive the creation of innovation, can play active roles. I feel firsthand that the 
corporate culture is changing more positively, albeit gradually. 

However, that does not mean we are satisfied with the status quo. We think there need to be further 
improvements to create a mechanism that not only facilitates smoother work but also allows employees to 
produce results. At DyDo, we will pursue DX and enhance employee experience to raise even stronger 
personnel, who are capable of raising productivity and creating innovative ideas toward our next growth. 
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Please see page 10. At DyDo, we are promoting business growth through the coexistence and co-prosperity 
with our partners. As such, we think that the strength of our human resources is the foundation of all our 
businesses. 

The COVID-19 pandemic has had a major impact on social transformation. But there has been no change 
whatsoever in the direction of Group Mission 2030, which we aim for. 

We will conduct management based on our Group philosophy and promote business leveraging the strength 
of our human resources. By doing so, we will continue to tackle the following three themes: innovation in the 
Domestic Beverage business, expansion of our business overseas, and development of a second major source 
of revenue in non-beverage businesses. We aim to construct a sustainable business model that continues to 
contribute to people and society in the future. 
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Next, I will explain the progress and issues of our mid-term business plan, which we are currently tackling to 
build the foundation toward the achievement of that goal, as well as the business performance in FY2020. 
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Please see page 13. First, I will give an overview of the consolidated results for FY2020. 

In FY2020, consolidated sales were JPY158.2 billion, down 6% year on year, and operating profit was JPY5.6 
billion, up 93.6% year on year. In the first half, we were heavily affected by the state-of-emergency declaration. 
However, a second-half recovery in sales in the Domestic Beverage business contributed significantly to profit. 
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On page 14, we show the performance by segment divided into the first and second half. 

Second-half sales in the Domestic Beverage business exceeded last year’s performance, mainly attributable 
to the number of vending machines turning up and significant growth in coffee beverage sales due to the 
collaboration with Demon Slayer. Many young people and women purchased our collaboration products. As 
such, we were able to build brand awareness among a new group of users, who didn’t have a connection with 
our canned coffee up to now. We think this penetration of new user segments was a major achievement that 
will have a positive impact on our future. 

On the other hand, in the International Beverage business, we were impacted by a weaker TRY, resulting in 
reduced sales when translated to JPY. Furthermore, we withdrew from the Malaysia business, which was 
excluded from consolidation from the fourth quarter. As a result, sales in the International Beverage business 
declined. 

In the Pharmaceutical-related business, orders for existing products were sluggish due to the impact of COVID-
19. In the Food business, profitability improved substantially as we grasped changes in consumer behavior 
and expanded transactions in mass sales. 
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On page 15, I will explain the major factors behind the change in operating profit. In the Domestic Beverage 
business, gross profit declined. But, as shown with the red line, profit increased in the second half. 

We changed the useful life of vending machines from the legal useful life of five years to the actual useful life 
of 10 years. As a result, depreciation costs fell by JPY2.9 billion over the full year. On the other hand, the 
reduction in vending machine fixed costs on the left side reflects the effect of reviewing vending machine 
procurement costs in FY2014, which has continued until FY2020. 

Furthermore, we controlled advertising promotion and other costs. As a result, operating profit increased by 
JPY3.1 billion in the Domestic Beverage business. 

In the Pharmaceutical-related business, the depreciation burden of the Kanto Plant, which was completed in 
October 2019, was a factor that reduced operating profit compared to the previous fiscal year. 
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Please see page 16. We announced a revision to our financial results forecast, ahead of the earnings 
announcement, on February 15. 

The difference with the forecast announced in November, as of the end of the third quarter, was attributable 
to solid sales in the Domestic Beverage business and a corresponding increase in sales-linked promotion 
expenses. 
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On page 17, we show the principal changes in free cash flow. In FY2019, we made a large-scale capital 
investment in the Pharmaceutical-related business. As a result of the dropout of this impact, in FY2020, free 
cash flow improved, but EBITDA fell below the year-earlier level. 

We will continue to strengthen the foundation of the vending machine business. By doing so, we will strive to 
improve our operating cash flow. 
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Next, please see page 18 for the status of the balance sheet. In July, we issued a total of JPY20.0 billion in 
corporate bonds, resulting in an increase in interest-bearing debt. On the other hand, we repurchased our 
treasury stock roughly amounting to JPY3.0 billion between April and the beginning of June. As a result, net 
assets decreased. 
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Please see page 19. On this slide, we summarized the progress status of the three themes under the mid-term 
business plan, as of the end of the second year of the plan, and the associated issues going forward. 

In FY2020, we responded flexibly to changes in the business environment. We think that we have been able 
to steadily promote the creation of a foundation for the future. 

We achieved many results, such as the following: improved profitability in the Food business, high growth in 
mail-order sales of supplement products, and articulation of a path toward turning the overall Domestic 
Beverage segment profitable. Above all, we made solid progress in our efforts toward improving cash flows 
in the mainstay vending machine business of the Domestic Beverage segment. We believe a major 
achievement has been that we clearly mapped out the path toward improving cash flows in this business. 

As indicated as an issue for FY2021, we will strengthen the development of vending machines and execute 
our companywide rollout of smart operations to fortify this trend even further. I will explain the details later. 
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Please see page 20. In the current mid-term business plan, we did not set quantitative three-year targets, 
because we are in the investment stage. Instead, we have set forth guidelines. We gradually see these efforts 
translate into results, but we are still in the middle of improving operating cash flow. 

We will continue to solidify the foundation of the vending machine business, which is our core business, to 
ensure that we recover our ability to generate cash flow. 
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From page 21, I would like to give a detail explanation of our efforts toward transforming the vending machine 
business, which will be a cash cow for the Group’s growth, into a sustainable business. 

In the mid-term business plan, we set forth the issue of maintaining our vending machine network amidst a 
shortage of workforce. Correspondingly, based on the hypothesis that there is a possibility that competitor 
strategies will change under such an environment, we considered our greatest theme as devising a way to 
establish a competitive edge in the shrinking vending machine market. 

We thought this would be a medium-term change. But the COVID-19 pandemic has brought about shifts in 
consumer behavior, leading to some loss of demand in the vending machine market. As a result, the 
competitive environment has changed dramatically. 

However, we have been making preparations over the last two years to respond to future changes. Because 
we had already made those preparations and we were mentally ready for such changes, we were able to 
respond nimbly to changes even amid restrictions on sales activities caused by the pandemic. We think we 
are setting a good trend. 
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Please see page 22. The actions we must take to improve our ability to generate cash flow in the Domestic 
Beverage business and establish a competitive advantage are clear. 

First, we need to strengthen and expand our vending machine network by reinforcing our sales activities. 
Second, we need to reform our operations after vending machine installment and roll out smart operations 
companywide in direct sales. The future that we envisioned as being slightly distant has been transformed 
into a vivid image through our ongoing efforts and changes in the business environment. The path toward 
realizing this image has become clear. 

We think FY2021 will be an important year toward realizing our Group Mission 2030. We will make this a 
fulfilling year that we will be able to call a turning point in the future when we look back in reflection. 

There are two major processes in the vending machine business: cultivating and maintaining the sales floor. 
In these processes, we will strive not merely to utilize digital technology but to pursue DX, raise profitability, 
and enhance employee experience (EX) aimed at improving our corporate value. 



 
 

 

19 
 

 

Please see page 23. The first priority issue is strengthening and expanding our vending machine network. We 
think it is difficult for the market to expand for the industry as a whole going forward. To survive and win 
against this backdrop, it is essential that we increase the number of vending machines to a certain degree and 
secure our market share. 

We have been striving to communicate carefully with parties involved in the installed location of vending 
machines, aimed at thoroughly preventing the withdrawal of vending machines that maintain a steady 
amount of sales. At the same time, we have increased the number of sales personnel since FY2019 to secure 
newly installed locations. 

In FY2020, we launched a team specializing in inside sales, and we are gradually starting to see results. 

Even before the corona outbreak, we were working on a scheme to share sales know-how. These activities 
have been further activated during the pandemic, so that each representative can polish their skills in making 
high-level proposals. 
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The results of these efforts are shown at the bottom of page 24, as evident in the year-on-year growth in the 
number of installed units of vending machines. 

In FY2020, there were restrictions on sales activities. The fact that we were able to produce these results is 
proof that our sales representatives have steadily strengthened their abilities. Each person grappled with new 
ways of promoting work without complaining about being unable to conduct face-to-face sales activities. I am 
very proud of our employees who have tackled these challenges. 

Going forward, we look to further enhance the performance of each personnel. At the same time, gaining 
experience in online business negotiations that don’t require travel would lead to efficiency gains associated 
with the acquisition of newly installed locations. Higher productivity will also lead to an improvement in 
profitability. 

Employees will be able to improve their sales skills while also enjoying some spare time, which can be spent 
on further upskilling themselves, resulting in a virtuous cycle. 

We will strengthen the cultivation of new locations that sell well while thoroughly preventing the withdrawal 
of vending machines from well-selling locations to ensure that we expand our market share. 
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Next, I will explain operational reforms after the installation of vending machines. 

Please see page 25. We are working on initiatives to establish smart operations as part of our investment in 
the Domestic Beverage business under the mid-term business plan. 

Under these initiatives, we aim to connect all vending machines to the Internet, set the operation routes of 
vending machines, and advance the optimization of products that are sold. Simultaneously, we are working 
to prepare the beverages to be replenished in each vending machine in advance aimed at streamlining 
operations. 

Initially, we worked to verify the effectiveness of these initiatives by running test operations at three sales 
offices. Many issues arose but each of them was carefully verified and improvements have been made 
continuously. We identified whether our measures were translating into results and implemented changes 
immediately when necessary. Our intention wasn’t to force the headquarters’ theory on how things are done 
on the grounds. Rather, we have been working to maximize productivity by combining digital technology with 
the actual on-the-ground operations of employees. 

In FY2020, we added another test operation office, and our sales offices were able to smoothly transition to 
new operational schemes. As a result, we have been able to make rapid progress in laying the groundwork for 
a companywide rollout. 
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As shown in the figure on the bottom of page 26, we plan to complete the companywide rollout by the 
beginning of the next fiscal year, in FY2022. The quantitative benefits will only emerge from FY2023 and 
beyond because the reassignment of personnel will be done gradually. 

We would be able to fulfill the personnel needs of our current vending machine network with about 30% less 
personnel if the smart operation starts to function in earnest. It would mean that we would be able to handle 
an increased number of vending machines even with the same number of personnel as we have now. If we 
can lower the maintenance cost per machine, it would also lead to an improvement in profitability. 

Further, by reducing the burden per person in labor-intensive operations, we would create a friendlier work 
environment, which we believe would give us a greater advantage in the industry. 
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Please see page 27. Here, we have the specific details of our investment strategy set forth at the time of 
announcing our mid-term business plan. Given the current situation, we are focusing on IoT investments in 
the Domestic Beverage business in FY2021. 
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Please see page 28. We intend to make steady progress in reforming the Domestic Beverage business, as I just 
explained. By doing so, our net sales forecast for FY2021 is JPY164.5 billion, up 4.0% from FY20020. 

On the other hand, we expect increased expenses attributable to investment in the Domestic Beverage 
business and a budget earmarked for strategic growth investment in the Healthcare domain. As a result, we 
forecast operating profit of JPY4.2 billion, down 25.0% from FY2020. 
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On page 29. we describe our performance outlook by segment. 

In the International Beverage business, we expect a sales decline in the mainstay Turkish beverage business 
on a JPY basis, assuming a conservative exchange rate given the instability in the TRY. On the profit front, we 
expect to achieve the guideline set forth in our mid-term plan of achieving profitability for the segment as a 
whole. 

In the Pharmaceutical-related business, we expect the impact of COVID-19 to persist with regard to orders of 
existing products. However, we expect sales to increase, driven in part by the expansion of orders for pouch-
packaged products. 



 
 

 

26 
 

 

On page 30, we show the factors behind the change in operating profit compared to FY2020. 

In the Domestic Beverage business, the gradual uptick in depreciation costs back to the typical level will be a 
factor pushing down profit, in contrast to being a factor pushing up profit in FY2020. In addition, we plan to 
enhance our vending machine network and build smart operations, which we think will lead to increased costs. 
However, we think the increased costs will be offset by higher gross profit off the back of an increase in the 
number of installed units of vending machines. 

In the International Beverage business, we aim to turn the business profitable through the withdrawal from 
the Malaysia business, which had been running large losses, and improved profits in the China business, which 
I will explain again later. 

We continued to earmark a budget associated with our growth strategy in the Healthcare domain. As a result, 
we expect a decline in profit for the consolidated total. 
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Next, I will move on to an explanation of each segment. I have already covered most of the important issues 
and strategies, so I will briefly touch on the points where my explanation has been insufficient. 

Please see page 32. The COVID-19 pandemic has had a large impact on our business in Japan and overseas. 

Especially in Turkey, we saw the resurgence of COVID-19 cases from around the second half of November that 
led to powerful restrictions on activities. The stagnation in economic activities combined with surging logistics 
costs created a harsh business environment. 



 
 

 

28 
 

 

On page 33, we indicate the anticipated impact on earnings and associated countermeasures by each business. 

In the Pharmaceutical-related business, which conducts contract-based business, sales trends at business 
partners have been sluggish. As such, recovery in orders of existing products will take time. 

However, the establishment of a new plant eased the constraints caused by the ongoing full-capacity 
operations up to now. We consider this to be an opportunity to thoroughly tackle initiatives toward internal 
reinforcement such as follows: reviewing the internal structure toward realizing efficient production with four 
plants in two locations, raising the level of our quality control structure, and strengthening our production 
technology. 
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Page 34 covers the results and future initiatives in the Domestic Beverage business, which I have already 
explained up to now. So, next, I will give a brief explanation of our latest activities related to the functions and 
products of vending machines. 
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Please see page 35. First, these are our initiatives regarding the functions of vending machines. We started a 
demonstration experiment on vending machines with facial recognition technology in collaboration with NEC. 

Back when we first announced this in July 2020, we got a lot of media coverage about the technology as a 
contactless payment method. However, it also proves highly convenient for use in places like factories and 
data centers, where people cannot bring in personal belongings. We think this is a penultimate system amidst 
the trend of going cashless. Under the COVID-19 circumstances, we made improvements to the facial 
authentication so that it works even when people are wearing masks. The realization of this technology is 
right around the corner. 

On the product front, we jointly developed "Calorie Limit For the Mature Aged" tea series with FANCL in 2016, 
and they have been driving results in our distribution channel. For the first time since their release, we will be 
completing a full redesign of the series, and we will also launch sales in vending machines. 

We are also promoting activities in consideration of environmental impact, such as reducing package labels 
on tea beverages by a half. We aim to continue to provide delight to the heart and to the body by further 
pursuing the convenience inherent in vending machines. 
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On page 36, we describe the progress in mail-order sale channel of supplements. We are continuing to 
maintain a robust growth rate in terms of both sales and profits. 

Due to the COVID-19 pandemic, we temporarily saw an intensification in the competitive environment. Even 
under such circumstances, we steadfastly engaged in communication with customers, resulting in a steady 
increase in the number of regular customers. 

We will continue to strive to expand sales of our mainstay product, "Locomo Pro," while also working to 
develop and foster a product that could potentially turn into our second key product. 
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Next, I will go over the International Beverage business. On the next slide, I will explain the core Turkey 
business and the China business, where we are working on improving the earnings structure. 
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First, I will explain the beverage business in Turkey on page 38. Partly due to the resurgence of COVID-19 cases 
since the end of November, we expect the impact to continue until around the summer. 

On the profit front, we are newly building a plant capable of manufacturing tetra pack (beverages packed in 
paper material) in a site adjacent to an existing plant in Adana. As a result, we expect the recording of 
depreciation. However, we aim to secure profits through cost control and the sales expansion of Saka, a 
mineral water brand that achieved a solid increase in sales even during the pandemic. 

Above all, the strength of the Turkey business is that there are high-quality water sources and manufacturing 
plants in Turkey. We intend to expand sales of the mainstay Saka brand to other countries leveraging our cost 
advantage stemming from a weaker lira, and we aim to foster it into a global brand. 
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Next, I will go over the China beverage business. Our current business model is one where we import Japanese 
products and some products produced in Japan that have been designed for China, which are then distributed 
through the distribution chain. However, we think that local production is indispensable toward improving 
profitability, and we have been continuing considerations. 

For a start, we began the local manufacturing of barley tea, which has the highest sales volume, in February 
this year in light of the following factors: we have built our brand awareness and acquired the capability to 
secure sufficient sales volume by leveraging Japanese-quality taste; and we have prepared a structure to 
guarantee sufficient taste and quality by repeatedly conducting tests at local Japanese manufacturing sites. 
We aim to turn the China business profitable by advancing the same strategy for other products. 
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Next, on page 40, I will go over the Pharmaceutical-related business. The Pharmaceutical-related business 
posted a decline in sales due to sluggish orders for existing products caused by the impact of COVID-19. On 
the profit front, depreciation expenses increased due to the operation of a new plant and a pouch packaging 
line, resulting in the recording of segment losses. 

On the other hand, pharmaceutical and quasi-drug manufacturers place high expectations for the newly-
launched pouch packaging line, thereby expanding our business opportunities. 
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Please see page 41. The pouch packaging line entered full-scale operation in February 2020, and it is currently 
manufacturing food-standard products. This is because it takes about two years from the ordering to actual 
sales, given that regulatory approval is required for the manufacture and sale of pharmaceuticals and quasi-
drugs. 

Steady progress is being made in negotiations to win orders. We expect the full-scale contribution to sales 
and profits of products demonstrating the strengths of Daido Pharmaceutical to take shape from FY2022. 
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On page 42, I will go over the Food business. As with other food and beverage manufacturers, convenience 
store sales were sluggish. However, we were able to deliver results even under the pandemic by firmly 
capturing the shift in consumers to mass retailers. 

Over the last few years, all of our employees have been striving toward productivity improvements with a 
strong sense of awareness. These efforts have translated into substantial results, leading to an improvement 
in our profitability. 

In FY2021, we expect an increase in fixed costs due to advertising expenses and capital investment. As a result, 
we forecast a decrease in profits. However, we will take initiatives toward creating new markets that can be 
realized precisely because we are a top brand, such as follows: development of products that meet the health-
oriented needs that have strengthened even more due to the pandemic; and development of products that 
spur demand during the off-season such as in the winter. 
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Finally, I will talk about Daido Pharmaceutical, which handles the prescription drugs business for rare diseases. 

Ever since the start of operations in August 2019, we have been working on the exploration of seeds. In 
January this year, we have made a new step forward by signing the first license contract. This is a business in 
which costs will be incurred in advance during the runup period until the business foundation stabilizes. We 
will be making steady efforts with an eye toward the future. 
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Please see page 44. To expand the business domain in these ways and strengthen the supervisory function of 
the board of directors, we have invited an outside director, who possesses a wealth of experience and 
expertise in the pharmaceutical industry, as a new board member. The resolution will be submitted at the 
annual general meeting in April. Please see page 57 of the material regarding the career and other details 
about the newly appointed director. 
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Lastly, I would like to summarize our efforts toward achieving the company’s sustainable growth. 

Please see page 46. As I said at the outset, the spirit of coexisting and co-prosperity is identical to our 
corporate culture, and sustainable business operations are being passed on as our corporate DNA. 

However, due to rapid changes in the times, we believe it is also necessary to visualize this awareness. One 
such initiative was to verbalize our SDGs declaration. 

As for specific activities, we are taking top-down measures to incorporate the SDGs into our management 
strategy. In addition, we are working toward each employee translating a strong sense of awareness into 
concrete action. We believe striking a sound balance between these two approaches is important. 
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Please see page 47. Our Group Mission 2030 represents our vision. In other words, it is a signpost for the 
sustainable society we are aiming for. As for the specific measures toward this realization, we aim to make 
solid efforts to once again come face-to-face with all of our stakeholders, starting with employees, to define 
those measures and thoroughly incorporate them into our management strategy. Toward this end, we are 
currently advancing efforts to identify our materiality. 

In the next mid-term business plan, we will turn this materiality into specific goals and incorporate them into 
our management strategy aimed at realizing solutions to social issues. 
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Please see page 48. We have also been working on creating systems that would spur concrete activities by 
employees, which is the other side of the equation. As part of our environmentally-conscious activities in the 
Domestic Beverage business, we started the "Everyone Love and Earth Project" starting in this fiscal year. 

We will work toward realizing a recycling-oriented society that is indispensable for a sustainable society 
through the voluntary actions of each employee and collaboration with customers and partners who 
sympathize with our efforts. 
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Please see page 49. To repeat, our mission is to contribute to the realization of a sustainable society through 
our business. Contributing to the sustainability of society is identical to our Group philosophy, which is the 
spirit of coexistence and co-prosperity. 

By promoting partnerships with all of our stakeholders and contributing to the creation of a sustainable 
society where people around the world can live happily and healthily, we will raise our corporate value and 
realize our corporate sustainability. 

Changes in the environment are opportunities to advance our transformation. As I also stated in August, we 
consider the major changes that took place this time to be huge opportunities. Obviously, the bar is set high 
for our challenges. Nevertheless, we will work flexibly and agilely so that, when looking back on FY2021 in the 
future, we would be able to say that this year was a turning point for us. Please look forward to the future of 
DyDo Group.  

 


