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I. FY06 Annual Financial Results
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Strengthen Sales 
Power

Strengthen Cost 
Competitiveness

Introduce Three Branch 
Office System

⇒ Embedding regional 
management

Introduce Three Branch 
Office System

⇒ Embedding regional 
management

A Year of Infrastructure Development
- To soar into the future -

1. Our Challenges in FY06

Establish Operations HQ
⇒ Work and logistics reforms

Establish Operations HQ
⇒ Work and logistics reforms
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128.6

107.7Beverage sales

Beverage sales 1.6 Beverage sales 14.6

Delivery and vending 
machine maintenance 9.5

- Mikuni Foods
- Mikuni Aseptic

13.4
1.8

Other sales 6.3

31.7

- Mikuni Wine
- Mikuni Service

2.2
2.1

- Crystal Coffee, etc. 1.7

- Mikuni Logistics
- Mikuni Automatic 

Vending Service

5.2
3.0

- Mikuni Vending Operation 2.3

Inter-subsidiary 1.3

(Unit: billion yen)

FY06 FY05 Change FY06 FY05 Change

Operating profit 3,231 3,513 -281 4,657 5,275 -618
Recurring profit 4,211 4,383 -172 4,673 5,651 -978
Net profit 2,569 2,318 251 2,435 3,086 -651

Non-consolidated Results Consolidated Results 

(Unit: million yen)
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(１) Business Overview (Sales)
2. Summary of Results



FY06 FY05 FY06
Actual Actual Change Ratio Revised Plan Change Ratio

Sales volume 56,262 58,546 -2,284 -3.9 56,961 -699 -1.2
Net sales 109,391 113,957 -4,565 -4.0 109,800 -409 -0.4
Operating profit 3,231 3,513 -281 -8.0 3,200 31 1.0
Recurring profit 4,211 4,383 -172 -3.9 4,100 111 2.7
Pretax profit 4,014 3,708 306 8.3 3,800 214 5.6
Current net profit 2,569 2,318 251 10.8 2,400 169 7.0

y/y vs. Plan
Non-consolidated

Consolidated

(Units: million yen; thousand cases; %)

(Units: million yen)

(2) Non-consolidated and Consolidated Results
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FY06 FY05 FY06
Actual Actual Change Ratio Revised Plan Change Ratio

Net sales 128,638 132,649 -4,010 -3.0 129,300 -662 -0.5
Operating profit 4,657 5,275 -618 -11.7 4,600 57 1.2
Recurring profit 4,673 5,651 -978 -17.3 4,600 73 1.6
Pretax profit 4,367 5,118 -751 -14.7 4,300 67 1.6
Current net profit 2,435 3,086 -651 -21.1 2,400 35 1.5

y/y vs. Plan

2. Summary of Results



Non-consolidated Annual
Change Reason Change FY06 FY05

・ Lower sales volume (-2,285K cases) -4.1
・ Differences in unit price/structure (actual difference after +1.1 109.3 113.9

direct-subtraction adjustment)

・ Others (rental income: +0.15, assorted shipment: -0.1) -0.95
・ Fall in gross profit on sales -1.1 45.6 47.3

　- Difference in sales volume: -1.84
  - Difference in unit price: +0.66 (actual difference after
    direct-subtraction adjustment) and structure (+0.22)
  - Others (-0.15)

・ Increase/decrease in selling, general, and administrative expenses +0.82 42.3 43.8
 (actual difference after direct-subtraction adjustment)
　- Lower vending machine (VM) costs +0.34 7.0 7.4
　- Lower logistics costs +0.24 7.4 7.7
　- Higher full service (FS) commissions -0.06 8.6 8.5
　- Lower advertising/sales promotion costs +0.5 4.8 5.3
     (actual difference after direct-subtraction adjustment)

　- Higher information-system related costs -0.22 1.0 0.8
　- Lower costs (other) +0.02 13.8 13.8

・ Rise in nonoperating gain +0.1 0.9 0.8
　- Higher dividend from subsidiaries, etc. +0.32
　- Others -0.22

・ Decline in extraordinary loss +0.61 0.3 0.9
・ Rise in corporate tax, etc. -0.05 1.4 1.3

Break-even Point -3.9 101.6 105.5

Current net
profit +0.25

Recurring
profit -0.17

Net sales -4.5
(-3.9)

Gross profit
on sales

Operating
profit

-1.7
(-1.1)

-0.28

(3) Major Reasons for y/y Change (Non-consolidated)
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(Unit: billion yen)

2. Summary of Results

Break-even point (BEP) improved through the approach
to strengthen cost competitiveness

Break-even point (BEP) improved through the approach
to strengthen cost competitiveness

* The amounts in
parentheses
are those after
direct-subtraction 
adjustment.



Annual
(Unit: billion yen)

FY05 operating profit

Lower gross profit on sales (volume) 
after direct-subtraction adjustment

Lower VM costs

Lower logistics costs

Higher FS commissions

Lower ad. and prom. costs after 
direct-subtraction adjustment

Gross profit on sales 
(unit price/price structure difference)
after direct-subtraction adjustment

Lower gross profit on sales (other)

3.51

+0.34
+0.24

+0.5

- 0.220.22

FY06 operating profit 3.23
-0.140.14

Higher information-system
related costs

-- 0.060.06

(4) Breakdown of y/y Change in Operating Profit (Non-consolidated)
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2. Summary of Results

Lower costs (other) +0.02

-1.84

+0.88
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FY06 46.9 19.7 9.1 21.9 

FY05 46.3 20.7 9.8 23.9 

y/y change 101.2% 95.3% 93.3% 91.7%

FY06 comp ratio 48.0% 20.2% 9.4% 22.4%

FY05 comp ratio 46.0% 20.5% 9.7% 23.8%

Full service
Volume
retailer

CVS Others0
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FY06 FY05

FY06 16.94 14.93 5.02 19.37 

FY05 16.76 15.77 5.40 20.61 

y/y change 101.1% 94.7% 92.9% 93.9%

FY06 comp ratio 30.1% 26.5% 8.9% 34.5%

FY05 comp ratio 28.6% 26.9% 9.2% 35.3%

Full service
Volume
retailer

CVS Others

•The full service sales volume and net sales rose year-on-year, increasing the composition ratio.
•Volume retailer net sales exceeded sales volume year-on-year thanks to earnings recovery from

the package mix approach.
•Sales volume and net sales declined for volume retailers and convenience stores

•The full service sales volume and net sales rose year-on-year, increasing the composition ratio.
•Volume retailer net sales exceeded sales volume year-on-year thanks to earnings recovery from

the package mix approach.
•Sales volume and net sales declined for volume retailers and convenience stores

(Unit: million cases) (Unit: billion yen)

Sales volumeSales volumeSales volume Net salesNet salesNet sales

9

* Net sales after discount

(1) By Channel
3. Sales Status
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■ Further development in four main industries
(%)
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Year-on-year comparison of sales volumes in four main industriesYear-on-year comparison of sales volumes in four main industries

Focused development and improvement efforts raised sales volumes of the 
four main industries 1% above others. 

Focused development and improvement efforts raised sales volumes of the 
four main industries 1% above others. 

(2) Strengthening Full Service Channel
3. Sales Status
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(Source: Intage, Inc.)

(Quantity basis)

Our share fell 1.5 percentage points y/y.Our share fell 1.5 percentage points y/y.

3. Sales Status
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(3) OTC Market Share
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FY06 13.0 28.9 13.0 7.2 5.9
FY05 13.6 30.2 12.9 7.2 7.3
y/y change 95.1% 95.5% 100.5% 100.9% 80.7%
FY06 comp. ratio 13.1% 29.2% 13.1% 7.3% 6.0%
FY05 comp. ratio 13.2% 29.4% 12.5% 7.0% 7.1%

Coca-Cola Georgia Aquarius Sokenbicha Hajime+
Marocha
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FY06 FY05

FY06 8.91 11.05 7.77 4.10 2.75 
FY05 9.27 11.59 7.83 4.09 3.35 
y/y change 96.1% 95.3% 99.2% 100.2% 82.1%
FY06 comp. ratio 15.8% 19.6% 13.8% 7.3% 4.9%
FY05 comp. ratio 15.8% 19.8% 13.4% 7.0% 5.7%

Coca-Cola Georgia Aquarius Sokenbicha Hajime+
Marocha

(Unit: million cases)

• Aquarius and Sokenbicha results are mostly unchanged
from the previous year.

• Performance declined for profitable Georgia.

• Aquarius and Sokenbicha results are mostly unchanged
from the previous year.

• Performance declined for profitable Georgia.

(Unit: billion yen)

Sales VolumeSales VolumeSales Volume Net SalesNet SalesNet Sales

3. Sales Status
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(4) Flagship Brands
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FY06 11.22 8.50 4.03 14.61 17.90 
FY05 11.77 8.58 3.10 15.88 19.22 
y/y change 95.3% 99.1% 130.0% 92.0% 93.1%
FY06 comp. ratio 19.9% 15.1% 7.2% 26.0% 31.8%
FY05 comp. ratio 20.1% 14.7% 5.3% 27.1% 32.8%

Large
PET

500ml
PET

Small
PET

Regular
can Others

The composition ratio rose for small and 500ml PETs but fell for
large PETs and regular cans

The composition ratio rose for small and 500ml PETs but fell for
large PETs and regular cans

Sales VolumeSales VolumeSales Volume Net SalesNet SalesNet Sales

(Unit: million cases)
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FY06 11.6 20.3 9.5 37.5 20.3
FY05 12.5 20.4 7.1 40.7 22.0
y/y change 92.8% 99.5% 133.8% 92.1% 92.3%
FY06 comp. ratio 11.6% 20.5% 9.6% 37.8% 20.5%
FY05 comp. ratio 12.2% 19.8% 6.9% 39.7% 21.4%

Large PET 500ml PET Small PET Regular can Others

(Unit: billion yen)

3. Sales Status
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(5) By Package Type

500PET shows 
higher profitability.
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Sales Performance of Major New 
Products FY06

Sales Performance of Major New 
Products FY06

The total sales volume of new products
fell by 4 million cases over the
previous year (composition ratio
fell 6.5%)

The total sales volume of new products
fell by 4 million cases over the
previous year (composition ratio
fell 6.5%)

280Jan. 16Georgia Wild Drip

460Sep. 25Hajime Jikkuri Umami

610Jul. 10Georgia Deeppresso

720May 22Karada Meguri Cha

800Apr. 24Aquarius Freestyle

Volume 
sold

(thousand 
cases)

Releas
e dateProduct name

Hajime: 3,050K cases
AQ Active Diet: 1,640K cases

3. Sales Status

14

(6) New Products

FY06 Sales volume of new 
products is 6.53 million cases.

FY06 Sales volume of new 
products is 6.53 million cases.
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Strengthening 
sales power

Strengthening cost 
competitiveness

• Sales strategy based on 
area characteristics

• Continuous reinforcement of the
full service channel

• Earnings recovery in the volume
retailer channel

• Sales strategy based on 
area characteristics

• Continuous reinforcement of the
full service channel

• Earnings recovery in the volume
retailer channel

• Implementing BPR (reducing costs
by 600 million yen during the year)

• Constructing new sales and 
inventory management system

• Preparing to establish MLO for
logistics reform

• Optimizing sales costs

• Implementing BPR (reducing costs
by 600 million yen during the year)

• Constructing new sales and 
inventory management system

• Preparing to establish MLO for
logistics reform

• Optimizing sales costs

4. FY06 Summary

Issue
Increased market share

Achievement
Improved BEP



II. FY07 Annual Performance Plan
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Strengthen development of 
full service channel
Sales activities based on new
profit system

Systematically aggressive 
sales activities

Continue logistics and work 
reforms

Further strengthen cost 
competitiveness

1. Our Challenges in FY07

An aggressive approach to quality improvement

Enhance market share and profitsEnhance market share and profits



FY07 H1 FY07 H2 Plan
y/y

Amount
y/y

Ratio

Sales volume 26,794 31,391 58,185 1,923 3.4

Net sales 51,200 60,000 111,200 1,808 1.7

Operating profit 1,000 2,700 3,700 468 14.5

Recurring profit 1,500 2,800 4,300 88 2.1

Current net profit 1,000 1,600 2,600 30 1.2

FY07 Annual

Non-consolidated

FY07 H1 FY07 H2 Plan
y/y

Amount
y/y

Ratio

Net sales 60,500 70,700 131,200 2,562 2.0

Operating profit 1,500 3,200 4,700 42 0.9

Recurring profit 1,400 3,300 4,700 26 0.6

Current net profit 700 1,900 2,600 164 6.7

FY07 Annual

Consolidated

(Unit: million yen; thousand cases; %)

(Unit: million yen;  %)

18

2. Performance Plan
(1) Profits



FY07 H1 FY07 H2 Plan
y/y

Amount
y/y

Ratio

Volume retailer 6,916 8,523 15,439 506 3.4

CVS 2,294 2,762 5,056 35 0.7

Liquor shop 1,576 1,792 3,368 71 2.2

Other home 389 462 851 10 1.2

Non home 7,213 8,254 15,467 240 1.6

Full service 8,406 9,598 18,004 1,061 6.3

Total 26,794 31,391 58,185 1,923 3.4

FY07 Annual

Channel

Brand

(Unit: thousand cases; %)

(Unit: thousand cases; %)

FY07 H1 FY07 H2 Plan
y/y

Amount
y/y

Ratio

Coca-Cola 4,207 4,885 9,092 180 2.0

Georgia 5,411 6,116 11,527 475 4.3

Aquarius 3,220 4,572 7,792 17 0.2

Sokenbicha 1,860 2,350 4,210 111 2.7

Others 12,906 13,468 25,564 1,140 4.7

Total 26,794 31,391 58,185 1,923 3.4

FY07 Annual

19

2. Performance Plan
(2) Sales Volume



Annual
Change Reason Change Plan FY06

・ Rise in sales volume (+1,923K cases) +3.4
・ Differences in unit price/structure +0.5 111.2 109.3

(actual difference after direct-subtraction adjustment)
・ Others -0.7
・ Rise in gross profit +1.75 45.9 45.6

　- Difference in sales volume (+1.6)
　- Diffrence in unit price/structure
(+0.38, actual difference after direct-subtraction adjustment)

　- Others (-0.23)
・ Rise/fall in selling, general, and administrative costs -1.28 43.6 42.3

(actual difference after direct-subtraction adjustment)
　- Rise in labor costs -0.17 8.4 8.3
　- Rise in logistics costs -0.57 8.0 7.4
　- Rise in full service (FS) commissions -0.6 9.2 8.6
　- Fall in information-system related costs +0.15 0.9 1.0
　- Rise in other costs -0.09 17.0 16.9

・ Fall in nonoperating gain -0.37 0.6 0.9
　- Fall in dividend from subsidiaries, etc. -0.26
　- Others -0.11

・ Extraordinary gain/loss +0.05 -0.1 -0.１
・ Rise in corporate tax, etc. -0.1

Current net
profit +0.04

Recurring
profit +0.09

Net sales +1.8
(+3.2)

Operating
profit +0.46

Gross profit +0.35
(+1.75)

(Unit: billion yen)

(3) Projected reasons for y/y change (non-consolidated)

20

2. Performance Plan

* The amounts in parentheses are those after direct-subtraction adjustment.



(4) Breakdown of projected y/y change in operating profit 
(non-consolidated)

21

FY06 operating profit

Higher FS commissions

Higher costs (other)

3.23
+1.60

+0.15

-0.09
-0.60

FY07 planned operating profit
3.70

(Unit: billion yen)

2. Performance Plan

Lower information-system related costs

Lower gross profit (other reasons) -0.23

+0.38

Higher labor costs
-0.17

Higher logistics costs
-0.57

Higher gross profit on sales (unit price / 
price structure difference)

Higher gross profit on sales (due to quantities)
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(1) Full Service Channel
3. Marketing Strategy

Expand Sales VolumeExpand Sales Volume
Strengthen new developmentStrengthen new development

18 million cases
+1.06 million cases (+6.3% y/y)

Target FS sales volumes for FY07

Strengthen 
development 

capability

Strengthen Strengthen 
development development 

capabilitycapability

• Newly introduced development specialist 
jobs (41 employees)

• Co-development with Mikuni Foods

• Newly introduced development specialist 
jobs (41 employees)

• Co-development with Mikuni Foods

• Deployment of network vending machines   
(1,650 units)

• Deployment of vending machines with anti-
theft systems and components to prevent 
them falling forward during earthquakes

•• Deployment of network vending machines   Deployment of network vending machines   
(1,650 units)(1,650 units)

•• Deployment of vending machines with antiDeployment of vending machines with anti--
theft systems and components to prevent theft systems and components to prevent 
them falling forward during earthquakesthem falling forward during earthquakes

Strengthen
competitiveness

StrengthenStrengthen
competitivenesscompetitiveness



- Create consumer-oriented sales
areas based on scientific analyses

- Strengthen cooperation with HQ's
commercial distribution

-- Create consumerCreate consumer--oriented salesoriented sales
areas based on scientific analysesareas based on scientific analyses

-- Strengthen cooperation with HQ'sStrengthen cooperation with HQ's
commercial distributioncommercial distribution

3. Marketing Strategy
(2) Volume Retailer Channel

Establish CCCMCEstablish CCCMCEstablish CCCMC

- Strengthen marketing to implement 
proposal-based sales 

- Continue to advance collaboration with 
customer companies

- Enhance products and sales promotions 
responding to consumer needs

-- Strengthen marketing to implement Strengthen marketing to implement 
proposalproposal--based sales based sales 

-- Continue to advance collaboration with Continue to advance collaboration with 
customer companiescustomer companies

-- Enhance products and sales promotions Enhance products and sales promotions 
responding to consumer needsresponding to consumer needs

Systematic sales 
activities centered on 
profit management

Systematic sales Systematic sales 
activities centered on activities centered on 
profit managementprofit management

- Manage customer- and store-specific profits 
- Manage activity status by implementing PDCA
-- Manage customerManage customer-- and storeand store--specific profits specific profits 
-- Manage activity status by implementing PDCAManage activity status by implementing PDCA

Strengthen 
customer 
management

Strengthen Strengthen 
customer customer 
managementmanagement

- Promote collaboration with customer companies
- Clarify strategies and operate sales 

promotion costs effectively

-- Promote collaboration with customer companiesPromote collaboration with customer companies
-- Clarify strategies and operate sales Clarify strategies and operate sales 

promotion costs effectivelypromotion costs effectively

Strengthen 
Merchandising
Strengthen Strengthen 
MerchandisingMerchandising

B
ottlers as custom

ers
B

ottlers as custom
ers

N
ational

N
ational

C
ustom

ers
C

ustom
ers

Improve Shares and Improve Shares and 
Earnings FiguresEarnings Figures
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CocaCoca--ColaCola

SokenbichaSokenbicha

AquariusAquarius

GeorgiaGeorgia

SpriteSprite

New water brandNew water brand

Karada Meguri ChaKarada Meguri Cha

Minute MaidMinute Maid

Prim
e brand

Four prime brands + four prioritized brands Four prime brands + four prioritized brands 

9.09M cases9.09M cases ＋＋ 2.02.0％％
•• New graphic and new campaignNew graphic and new campaign
•• Renewal of Diet CocaRenewal of Diet Coca--ColaCola

Brand Plan y/y change Activity

11.52M cases11.52M cases ＋＋ 4.34.3％％
•• Continuous enhancement of   Continuous enhancement of   

campaigns appealing to frequent campaigns appealing to frequent 
usersusers

4.21M cases4.21M cases ＋＋ 2.72.7％％
•• New campaignNew campaign
•• Obtain support from young femalesObtain support from young females

7.79M cases7.79M cases ＋＋ 0.20.2％％
•• Developing pillar based on "fitness Developing pillar based on "fitness 

science" to promote Aquarius to the next  science" to promote Aquarius to the next  
stage.stage.

0.23M cases0.23M cases ＋＋26.426.4％％
•• Establish a firm position in theEstablish a firm position in the

soda marketsoda market
•• Introduce a new universal logoIntroduce a new universal logo

1.18M cases1.18M cases ＋＋63.763.7％％
•• New ad campaigns to expandNew ad campaigns to expand

consumer segmentconsumer segment

0.15M cases0.15M cases ――
•• Foster a water brand targeting personal  Foster a water brand targeting personal  

natural water and functional water  natural water and functional water  
marketsmarkets

1.36M cases1.36M cases ＋＋21.021.0％％
•• Evolution from a juice brand to a Evolution from a juice brand to a 

wellness brandwellness brandPrioritized brand

(3) Brands
3. Marketing Strategy

24
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Evolve a competitive cost structure

11. JumpJump in Cost Competitivenessin Cost Competitiveness

Cost reduction
target

¥1.0 to 
¥1.5 billion

Cost reduction
target

¥¥1.0 to 1.0 to 
¥¥1.5 billion1.5 billion

Expand BPR to reform cost structure

Optimize separation and fusion of sales and logistics functions

・Pursue expertise and build mechanisms to connect areas of expertise

Streamline operations by leveraging IT

Generate resources to improve market share and create new 
value as an initiative to strengthen sales ability.

Promote logistics reform



ＭＩＫＵＮＩ Ｃｏｃａ・ＣｏｌａＭＩＫＵＮＩ Ｃｏｃａ・Ｃｏｌａ373737

Introduce function-specific training programs to build expertise

Develop human resources and organization 
capable of responding to changes in the environment

12. JumpJump in Human Resourcesin Human Resources

Improve labor
productivity 

+ about ¥3 million
per person

Improve labor
productivity 

+ about ¥3 million
per person

Establish the nextEstablish the next--generation organizational structure while adjusting smoothly to generation organizational structure while adjusting smoothly to 
great changes in personnel composition caused by retirement of bgreat changes in personnel composition caused by retirement of baby boomers.aby boomers.

Establish and operate a new and consistent personnel system

Reform the profit-conscious, unbalanced distribution of human resources

・Shift to an operations organization structure 

appropriate for channel characteristics

・Streamline back-office sections

Respond to the increase of retiring workers
* Labor productivity = 
Gross value-added amount/number
of employees
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13. Operating Profit Plan (Non-consolidated)

2003 2004 2005 2006 2007-2009 2010-2012 2013

4.5-5.5

6.5-7.5

7.5-8.5
(Unit: billion yen)
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14. Consolidated Strength of the Mikuni Group

Segment: Reclassifying business focused on enhancement and efficiency

Value-added: Developing new drinks-related businesses

Mikuni Foods

Mikuni Logistics
Operation

Mikuni Vender Service

Mikuni Aseptic

Mikuni Wine
Crystal Coffee

Salute

Mikuni Service

Shin Mikuni Motors Service

Mikuni Coca-Cola group

Mikuni Coca-Cola

Rebirth of the group to enhance consolidated, 
comprehensive power 

Reorganization: Reorganizing business

New business challenges: Discovering additional core businesses

Building the next-generation Mikuni group and strengthening our base 
by enhancing value-added while universalizing Coca-Cola reform 

across the group



The plans, performance forecasts, and strategies appearing
in this material are based on the judgment of the management
in view of data available as of the date this material was 
released. Please note that these forecasts may differ 
substantially from actual performance due to risks and uncertain
factors such as those listed below.

・ Intensifying market price competition
・ Changes in economic trends affecting the business climate
・ Major rate fluctuations in capital markets


