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Takamatsu: Hello, everyone. I am Takamatsu, the President. Thank you very much for your continued support. 

The spread of new coronavirus infections is still continuing and is having an enormous impact on countries 
around the world. I pray for the repose of the souls of those who lost their lives, and I sincerely hope for the 
speedy recovery of those who are affected and the containment of the infection. I would also like to express 
my sincere respect to all those who are making efforts to prevent the spread of infection. 

Today, before reporting the details of our financial results, I would first like to explain our efforts to realize 
the Group Mission 2030 set for 2019 and the progress we have made. This will be followed by a summary of 
the financial results for the second quarter of FY2021 and an overview by segment. At the end, I would like to 
talk about our efforts to create sustainable corporate value, and then we will move on to the Q&A session. 
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Now, please take a look at page 4. 

Our group 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.”  

It expresses the spirit of coexistence and co-prosperity that we have cultivated through the growth of our 
business in collaboration with many stakeholders, and our commitment to continue to take on challenges in 
order to continue to grow in the future. 

In addition, the Group slogan is “Offering delicious products for sound mind and body.” Our mission is to 
provide a healthy life for all people, both physically and mentally, by promoting business based on our 
philosophy. 
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In January 2019, at the same time as the start of the current medium-term management plan, we formulated 
Group Mission 2030, “For DyDo Group to create enjoyable, healthy lifestyles for people around the world," 
as our vision for the future in order to realize this Group philosophy. 



 
 

 

4 
 

 

The Group Mission 2030 has 3 themes: innovation in the domestic beverage business, expansion of our 
business overseas, and development of a second major source of revenue in non-drink businesses. 

By re-growing existing businesses, as well as acquiring and nurturing new businesses in healthcare-related 
business fields, we aim to build a sustainable business model that will contribute to people and society in the 
future. 
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To achieve this, we have drawn a roadmap that divides the 12 years up to FY2030 into 3 stages. 

As the first step, we are currently promoting the Mid-Term Business Plan 2021, which is positioned as 
platform-strengthening and investment stage. 
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This slide shows our efforts to date to realize the Group Mission 2030. 

In the domestic beverage business, we increased the number of sales personnel, mainly through mid-career 
hiring and appointments from operations personnel, and also strengthened quality through internal 
information sharing and training. 

By strengthening both quality and quantity, the number of vending machines installed, which is the 
foundation of sales, bottomed out in April of last year and has been steadily increasing every month since 
then. By FY2020, we have been on track to establish a smart operation structure that improves the efficiency 
of vending machine operations, which has been tested at test sales offices. 

Currently, the structure is being introduced sequentially to the sales offices of DyDo Beverage Service, Inc., a 
direct sales company, and the deployment is scheduled to be completed next April 2022. 

As for overseas business, we have adopted the theme of selection and concentration during the current Mid-
Term Business Plan, and with the aim of turning the segment as a whole to profitability, we withdrew from 
the Malaysian market last year. We are currently discussing the future overseas expansion internally for the 
next Mid-Term Business Plan that will start in the next fiscal year. 

In non-beverage businesses, the mail-order business for dietary supplements is growing into a highly 
profitable and high-growth business after moving into the black in FY2018. 

Since this business is currently handled by a division within DyDo DRINCO, it is included in the domestic 
beverage business. 

As a new initiative, the orphan drug business, which began in 2019, is making steady progress, with the signing 
of a new licensing agreement in June following the first agreement in January this year. 
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On page 9, I would like to explain the effects of strengthening and expanding our vending machine network 
and developing smart operations, which are also our priority measures for FY2021. 

The reinforcement and expansion of the vending machine network, which is the first of our priority measures, 
will lead to an increase in sales by increasing the number of machines installed. We will also seek to improve 
sales per unit and asset turnover by cultivating highly profitable installation sites and restraining removals 
from existing sites where a certain level of sales is expected. 

The second measure is the rollout of smart operations. 1 temporary effect is an increase in operational 
productivity. The goal is to improve productivity by an average of 30% compared to before the switch. For 
example, if each person was in charge of 100 vending machines, that number would be increased to 130. 

This means that the management cost per vending machine will be reduced. In addition, it creates more room 
for operational personnel, which can lead to the creation of new sales through reallocation of personnel to 
location development duties and other measures. 

In addition, the ability to track the sales performance of each unit in real time will allow us to optimize the 
product selection for each location, which will further increase the sales per unit. 

The ability to reduce the workload per person in vending machine operations also leads to a better working 
environment. We believe that we will be able to increase our recruitment competitiveness in the industry 
even as the workforce becomes scarce due to the declining birthrate and aging population. 

By building such a sustainable operation system, we will strengthen our ability to generate cash flow in the 
vending machine business. 
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The progress of these 2 priority measures is shown on page 10. 

1 of the things that is driving the increase in the number of units is the remote sales team that we launched 
last September. With the COVID-19 pandemic making it difficult to have face-to-face meeting opportunities 
and build relationships, this is a specialized team within the headquarters that makes the first contact with 
potential installation sites through phone and web interviews. 

If it leads to a specific business meeting, it will be linked to a local sales representative who will conduct the 
face-to-face meeting. Although the team consists of only a few people, it is staffed with people who are fully 
competent in sales, and in just 1 year since its inception in September last year, the team has rapidly 
accumulated know-how and is steadily producing results. 

Also, the progress of smart operations is proceeding as planned. For the second half of the fiscal year, there 
is a risk of some delays in the procurement of telecommunications equipment due to the global shortage of 
semiconductors, but we will continue to develop such operations to the entire Company, while taking 
appropriate measures. 

The other day, I myself went to inspect the sites of several sales offices. Perhaps it was the result of the fact 
that the new system was developed after thorough verification at the test offices beforehand, but despite the 
significant changes in individual work, the transition to the new system has been smoother than expected, 
and I am feeling a positive response. 

In the wake of the COVID-19 pandemic, the business environment has been challenging, but we have been 
able to achieve results despite this, especially in our core vending machine business, where we have steadily 
strengthened our foundation, and I feel that we are creating a positive trend, including in the atmosphere 
within the Company. We will continue our efforts for change.  
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I will now proceed to provide an overview of the financial results for the second quarter of FY2021. Please 
look at page 12. 

In the first half of FY2021, sales increased 2.8% YoY to JPY79.9 billion, driven by an overall increase in sales in 
the vending machine channel. 

Although there were expenses for upfront investments in the establishment of the smart operation system 
and the orphan drug business, we were able to secure operating profit that was generally on par with the 
same period of the previous year. 



 
 

 

10 
 

 

Results by segment. 

Despite the impact of the repeated declaration of a state of emergency, our core Domestic Beverage business 
has achieved an increase in both sales and profit due to an increase in the number of vending machines 
installed as a result of sales activities to promote new installations and curb removals. 

On the other hand, in the International Beverage business, sales of the mainstay Turkish beverage business 
declined in terms of Japanese yen due to exchange rate fluctuations. Sales decreased due to the withdrawal 
from the Malaysian market last year. 
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The COVID-19 pandemic is continuing longer than expected, and the timing of its end is unclear, which will 
have a certain impact on our business performance. However, we decided that we have no need to revise our 
forecasts, as we have been able to conduct business activities while responding to changes in business 
environment. 

We will continue to operate our business in a flexible manner, responding to risks and opportunities. 
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On page 15, you can see the factors behind the increase and decrease in operating profit. 

As I explained earlier, there was an increase in costs for upfront investment in the development of smart 
operations and sales promotion expenses linked to sales, but the Domestic Beverage business posted an 
increase of JPY570 million due to growth in the vending machine channel and home shopping supplements. 

Although there was an increase in costs in the Turkish beverage business and the recording of expenses 
associated with the new licensing agreements of DyDo Pharma, consolidated operating profit was generally 
at the same level as the same period of the previous fiscal year due to the contribution of the domestic 
beverage business. 
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Page 16 shows the factors behind the increase/decrease in operating profit for the full year, which was 
disclosed at the beginning of the fiscal year. 

Our business as a whole is generally progressing as planned. Key points will be touched upon later when I 
report on each segment. 
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Here is the balance sheet as of the end of the second quarter. 

Due to seasonal fluctuations in each of our businesses, accounts receivable, inventories, and accounts payable 
increased. 

In addition, valuation difference on available-for-sale securities increased due to a rise in the stock price of 
TCI, a Taiwanese manufacturer of beauty drinks and other products on consignment, with which we have a 
capital and business alliance. 
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Next is the status of free cash flow. 

The decrease in operating cash flow was due to an increase in income taxes paid, while EBITDA improved due 
to the contribution of the vending machine channel. 

We will continue to innovate in the domestic beverage business to continuously increase cash flow. 
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I will now go into a little more detail for each segment. Please see page 20. 

The monthly sales volumes of the beverage industry and our domestic beverages through the first half are 
shown with a solid line for the comparison with the previous year and a dotted line for the comparison with 
the year before last. 

All companies have not returned to the pre-COVID-19 levels, although there was an increase in April and May 
in reaction to last year's emergency declaration. Despite this environment, we have outperformed the market, 
driven by the vending machine channel. 
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Since I have already explained the results of the domestic beverage business and the initiatives related to the 
vending machine channel, I will now briefly introduce the product strategy and home shopping supplements 
for the second half of the fiscal year. 
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For the mainstay coffee category, there are 2 major initiatives. 

Leading the way is the relaunch of the DyDo Blend Premium Demitasse series, which goes on sale today. This 
is a product that has received a lot of support and is a twin of our flagship product, DyDo Blend. We will work 
to revitalize the premium canned coffee market by acquiring trial customers through campaign measures that 
also utilize SNS. 

And coming up in October is the release of the DyDo Blend canned coffee series in collaboration with the 
popular TV anime, Jujutsu Kaisen. By distributing the products to convenience stores and other outlets, we 
will be able to reach out to the younger generation, and by making some of the products exclusively available 
in vending machines, we will also be able to lead them to vending machines. 

In recent years, as the coffee market has expanded, so has the diversity of ways to drink it. First of all, we 
would like to create an opportunity for people who are not familiar with canned coffee to become aware of 
the deliciousness of our canned coffee, which will lead to repeat purchases. 
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Next is the mail order channel for supplements. 

The number of regular customers is increasing, and the business continues to grow strongly, especially with 
its main product, Locomo Pro. We will continue to aim for high growth by striving to acquire and retain 
customers through customer-oriented communication, which is part of our company's DNA, so that more 
customers will patronize us for many years to come. 
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Next is the international beverage business. 

In the mainstay Turkish beverage business, despite the strong lockdown imposed from April to May and 
stagnant economic activity, sales of mineral water—the mainstay of the business—grew, resulting in an 
increase in revenue on a local currency basis. 

On the other hand, in terms of costs, raw materials for PET bottles rose due to the weakening of the lira, and 
logistics costs in Turkey rose due to the increased labor risk in the COVID-19 pandemic and the increased 
demand due to the extreme heat in the summer, which gave logistics companies an advantage. 

As logistics costs are expected to rise further and remain high in the future, we have launched a cross-
organizational project to take further measures. 

As for the export business from Turkey to the United Kingdom, where we established a local subsidiary in 
2020, we are expanding our distribution while updating monthly sales volume, despite the logistical risks 
posed by the global container shortage. 
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In Turkey, restrictions on going out on certain days and times are still in place, and economic activities are 
stagnant. The government has requested that consumer goods, including beverages and foods, be restrained 
from price hikes, making it difficult to pass on rising costs to consumers. We will focus on expanding sales of 
mineral water, which continues to grow, and improve profitability through cost control. 

As for the beverage business in China, we have been distributing products to the distribution chain by 
exporting Japanese products, but in order to improve profitability, we started local production in February 
this year. In the niche category of barley tea in China, we have gained recognition as a top brand, and 
distribution is strong. 

In addition, the development of a locally exclusive black tea based on the local opinion that the product should 
appeal to customers on the sales floor was a success, and sales have been increasing due to the growing 
demand for unsweetened tea. We will continue to promote our business in China with the aim of achieving 
profitability for the full year. 
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Next is the pharmaceutical-related business. 

Although the downward trend for orders of existing products continued due to COVID-19, we were able to 
secure an increase in sales thanks to strong sales of pouch jellies. Profitability also improved in the area of 
energy drinks, as some brands performed well, and we took steps to reduce controllable expenses from the 
beginning of the fiscal year in light of the severe order environment. 

Orders for the pouch line, which started operation in February last year, have been strong and have grown to 
account for 10% of our sales in the second quarter of this fiscal year. We are also in the process of negotiating 
with a number of companies for quasi-drugs and will continue to aim to increase orders. 
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Finally, let’s look at the food business. 

Due to changes in consumer behavior, sales of frozen foods and desserts are expanding at convenience stores 
and mass merchandisers, and consumer needs are becoming more polarized into high-priced and low-priced 
categories. Despite these changes in the market environment, the market share of Tarami Corporation, the 
leading manufacturer, continues to increase. 

Although there was a decrease in sales to convenience stores and a reactionary decline from last year's stay-
home demand, sales, and operating profit in the second quarter were generally on par with the previous year 
due to growth in the mail-order channel and exports to overseas markets. 

We will continue to enhance the value of the Tarami brand and strengthen the development of new desserts 
and health-conscious products that meet the diversifying needs of consumers. 
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Since each of the Group's businesses is subject to large seasonal fluctuations, with the peak season occurring 
in the summer, for your reference, page 28 shows sales and profit by quarter. 
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I will now explain the Group's efforts to create sustainable corporate value. 

First, let me reiterate our company's history. Since its establishment, our company has flexibly changed the 
form of its business in accordance with the changing times. What we have been consistently working on is our 
philosophy of staying close to our customers with the spirit of coexistence and co-prosperity and of taking on 
challenges of developing businesses that focus on specific fields where we can show our strengths.  

It took a considerable amount of time for the home shopping supplement business, which we entered in 2012, 
to become profitable, but as I explained earlier, it has now grown into a business that contributes significantly 
to the Group's earnings. 
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In January 2019, we established DyDo Pharma to enter the orphan drug business as the second pillar of our 
non-drink businesses, as stated in Group Mission 2030. 

The significance of working on this business is that it will help solve social issues by developing and launching 
orphan drugs for which effective treatments have not yet been developed due to the limited number of 
patients, and that we enter a business area with room for future growth. 

In terms of business development, we will target the ultra-orphan diseases, for which the number of patients 
is extremely limited, and will first establish our position in the industry by building a track record in an area 
where there is little competition. 
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In this section, I would like to explain again the business model that DyDo Pharma aims to achieve. 

The typical drug discovery process takes a very long time from discovery research to approval, but DyDo 
Pharma aims to minimize the development time by entering the process mainly from the stage called Phase 
III in clinical trials. To this end, we will continue to promote the development and licensing of orphan drugs 
that are already in the development process for approval in Japan and overseas. 

The Company started its business activities in July 2019, and as we have already announced, it has signed 2 
licensing agreements so far. 
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Another feature of the business is the virtual pharma business model, with no fixed costs. 

In the field of pharmaceuticals, there is a full range of external professional organizations such as CROs and 
CMO. By leveraging partnerships with external organizations for functions that would require significant 
investment to develop on our own, such as clinical development operations and pharmaceutical 
manufacturing, we run an asset-light business model. This asset-light management is a business model that 
began with the vending machine channel, which has developed while outsourcing production and logistics. 

At the same time, this is akin to the home shopping supplement business, which is a relatively new business 
for us, so I will explain the similarities between the 2. 
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The most important factor in promoting new businesses is the retention and success of outside professional 
personnel. 

For this reason, when hiring, we consider not only whether the candidate is skilled in a new business field, but 
also whether the candidate shares our group philosophy and vision. 

In recent years, we have expanded our business through mergers and acquisitions in Japan and overseas and 
actively recruited mid-career workers, which has resulted in a corporate culture that allows for the positive 
integration of outside personnel and employees who started their career at the Company. 

In fact, both home shopping supplement business and DyDo Pharma are mostly composed of specialized 
personnel from outside the Company, but under the shared philosophy, they demonstrate a high level of 
expertise and work enthusiastically in cooperation with our employees in related departments. We believe 
that the good showings of these people are an essential element for the success of new businesses. 
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Another common denominator is business cultivation from a long-term perspective. 

Home shopping supplements continue to require upfront investment until the customer asset of regular 
customers is built up, but once the break-even point is crossed, high returns can be obtained. 

In the case of orphan drugs, we have built up a track record 1 by 1 and have developed and launched multiple 
drugs to commercialize them. 

In both cases, investment in specialized human resources is the most important factor, and although the 
investment period is upfront, we will nurture the business with a long-term perspective by asset-light 
management. 

We also believe that this is something that we can develop over time because we have a strong cash cow, the 
vending machine business. 



 
 

 

31 
 

 

In order for the Group to achieve sustainable growth and create corporate value, we believe it is important 
to promote ambidextrous management that balances the re-growth of existing businesses, including the 
Domestic Beverage business, with the development of growth areas, such as the healthcare field. 

We are currently in the process of formulating a new medium-term business plan that will start in the next 
fiscal year. In addition to strengthening our ability to make money through innovation in existing businesses, 
we will identify priority issues, or materiality, in order to form a sustainable business portfolio and allocate 
management resources in an appropriate balance to the development of growth fields. 
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As part of our efforts to strengthen corporate governance to enhance corporate value, we have invited Mr. 
Kurihara as an independent outside director from the pharmaceutical industry to strengthen the supervisory 
function of the Board of Directors this fiscal year. 

Before assuming the position of Director, Mr. Kurihara had provided advice and suggestions as a member of 
the Advisory Board, and now, at the Board of Directors meetings, he provides objective opinions on the 
Company's overall management, not only in his area of expertise. He also holds study sessions on 
pharmaceuticals for our directors and executive officers on a regular basis. 

In addition, we have decided to establish the Nomination and Compensation Committee, chaired by an 
independent outside director, in order to further strengthen our governance structure for the next medium-
term business plan. As part of our efforts to enhance the management capabilities of our group, we would 
like to incorporate objective perspectives into the succession plans of the management executives who will 
lead the next generation. 
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As I have mentioned in the past, our mission is to contribute to the realization of a sustainable society through 
our business. 

By promoting partnerships with stakeholders and contributing to the creation of a sustainable society where 
people around the world can live happy and healthy lives, we will enhance corporate value and achieve 
corporate sustainability. 

Social changes are accelerating, including responses to the prolonged COVID-19 pandemic and climate change 
that has become apparent. As I say every time, big changes in society are big opportunities. 

In order to properly seize the great opportunities, we will not loosen our own transformation, but will promote 
sustainable management that balances the development of new businesses with our focus on the renewed 
growth of the vending machine business. 

Please look forward to the future of the DyDo Group. 

 

Disclaimer 

This document has been translated from the Japanese original for reference purposes only. In the event of any 
discrepancy between this translated document and the Japanese original, the original shall prevail. DyDo Group 
Holdings, Inc. assumes no responsibility for this translation or for direct, indirect or any other forms of damages 
arising from the translation. 


