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LAWSON, INC.LAWSON, INC.
Fiscal 2002 Earnings PresentationFiscal 2002 Earnings Presentation

Year Ended February 28, 2003Year Ended February 28, 2003

April 16, 2003 (Wed.)April 16, 2003 (Wed.)
Cautionary Statement
This presentation may contain forward-looking statements about the future plans, strategies, beliefs and performance of Lawson and its 
subsidiaries. These forward-looking statements are not historical facts. They are expectations, estimates, forecasts and projections based on 
information currently available to the company and are subject to a number of risks, uncertainties and assumptions, which, without 
limitation, include economic trends, competition in the Japanese convenience store industry, personal consumption, market demand, the tax 
system and other legislation. As such, actual results may differ materially from those projected.
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Reflecting on the Past YearReflecting on the Past Year

Last year when we announced our results and reform plan, we    
stressed two points:

The importance of teamwork and a shared vision

The desire for a challenge remains embedded in Lawson’s 
DNA

Last year when we announced our results and reform plan, we    Last year when we announced our results and reform plan, we    
stressed two points:stressed two points:

The importance of teamwork and a shared visionThe importance of teamwork and a shared vision

The desire for a challenge remains embedded in LawsonThe desire for a challenge remains embedded in Lawson’’s s 
DNADNA

The Spirit to Take on New Challenges!The Spirit to Take on New Challenges!The Spirit to Take on New Challenges!

★★We have adhered to our corporate philosophy and found:We have adhered to our corporate philosophy and found:
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Customer needsCustomer needs
Basic stance: constantly Basic stance: constantly 
listen to the voice of the listen to the voice of the 
customercustomer

Listen to what stores Listen to what stores 
are sayingare saying
(Bottom up approach)(Bottom up approach)

Develop products from Develop products from 
scratch without clinging scratch without clinging 

to convention  (Top to convention  (Top 
down from the outset)down from the outset)

CompanyCompany--wide projects wide projects 
and partnersand partners

Revitalize organizationRevitalize organization

Brand strategyBrand strategy
1. Information 1. Information 
managementmanagement

2. Establish brand 2. Establish brand 
manager positionmanager position
Employee trainingEmployee training

Store confidenceStore confidence
1.Better store supervisor 1.Better store supervisor 

(SV) leadership(SV) leadership
2.Improved product 2.Improved product 

lineup support strategy lineup support strategy 
at Head Officeat Head Office

<Onigiri Project><<OnigiriOnigiri Project>Project>

A Formula for Success = Integrated Production and SalesA Formula for Success = Integrated Production and Sales

Increased sales from strong, established products
= Greater owner trust in Head Office and improved 

ordering of main dishes

Increased sales from strong, established productsIncreased sales from strong, established products
= Greater owner trust in Head Office and improved = Greater owner trust in Head Office and improved 

ordering of main dishesordering of main dishes
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Fiscal 2002 ResultsFiscal 2002 Results

(Consolidated) FY2001
(¥ billions)

Results Results (A) Mid-Term Projection (B) YoY Change/Difference
Change/Difference

(A/B and A-B)

Total net sales 1,285.6 1,294.0 1,295.0 100.7% 99.9%
Operating income 36.4 34.1 33.0 93.8% 103.3%
Operating income ratio 2.8% 2.6% 2.5% 93.2% 103.4%
Recurring profit 35.2 30.7 29.8 87.1% 102.9%
Net income 16.1 8.9 8.1 55.3% 109.9%

(Non-Consolidated)
Daily sales at existing
stores 98.4% 98.1% 97.5% -0.3% 0.6%
Daily sales at new stores 

(¥ thousands) 431 457 460 26 -3
Total no. of stores 7,734 7,625 7,734 -109 -109
(Excluding stores in Shanghai, China)

Gross profit margin 30.3% 30.3% 30.6% 0.0% -0.3%

FY2002

Owners’ profitsOwnersOwners’’ profitsprofits
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Total net sales edged up
--Net reduction in store count due to increased focus on profitability
--Improved operating ratio at new stores; daily sales at new stores also improved

Daily sales at existing stores fell 1.9%
--But picking up since bottoming out in July 2002
--Average number of customers per store at existing stores—down 1.8% year on year
--Spending per customer at existing stores—down 0.1% year on year

Gross profit margin was flat due to the effect of Highway Cards sales; sales were 
halted in fiscal 2002

--Would have risen 0.2 of a percentage point if Highway Card sales were excluded

Steady progress made in cost cutting
But SG&A expenses rose ¥7.7 billion due to IT-related costs and additional 
investments in the fiscal year’s second half

Total net sales edged upTotal net sales edged up
----Net reduction in store count due to increased focus on profitabiNet reduction in store count due to increased focus on profitabilitylity
----Improved operating ratio at new stores; daily sales at new storeImproved operating ratio at new stores; daily sales at new stores also improveds also improved

Daily sales at existing stores fell 1.9%Daily sales at existing stores fell 1.9%
----But picking up since bottoming out in July 2002But picking up since bottoming out in July 2002
----Average number of customers per store at existing storesAverage number of customers per store at existing stores——down 1.8% year on yeardown 1.8% year on year
----Spending per customer at existing storesSpending per customer at existing stores——down 0.1% year on yeardown 0.1% year on year

Gross profit margin was flat due to the effect of Highway Cards Gross profit margin was flat due to the effect of Highway Cards sales; sales were sales; sales were 
halted in fiscal 2002halted in fiscal 2002

----Would have risen 0.2 of a percentage point if Highway Card salesWould have risen 0.2 of a percentage point if Highway Card sales were excludedwere excluded

Steady progress made in cost cuttingSteady progress made in cost cutting
But SG&A expenses rose But SG&A expenses rose ¥¥7.7 billion due to IT7.7 billion due to IT--related costs and additional related costs and additional 
investments in the fiscal yearinvestments in the fiscal year’’s second halfs second half

Main Points of Fiscal 2002 ResultsMain Points of Fiscal 2002 Results
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→From FFS to Lawson itself (Raw Materials Procurement Div.)-October 2002

Lawson Challenge 2004: Progress ReportLawson Challenge 2004: Progress Report

Fiscal 2002 AccomplishmentsTarget-Based Management System ●Introduction at executive officer and managerial level completed

Disposal of Inefficient Assets

▲ 221-store reduction in RC network (Target: To close 200 stores 
and convert another 50 into franchised stores)

●Closed more franchise stores, brought forward closing 
of an additional 130 stores (First net reduction in store count 
since Lawson’s establishment)
●Approx. 500 employees retired, net headcount reduction of 348 

employees (Target: To reduce workforce by 400 employees)

Regular/mid-career recruitment: Approx. 150Optimization of Value Chain
●Introduced state-of-the-art facilities; improved product lineup,

especially main dishes
●Started direct negotiation of raw material prices and optimization 

of raw material costs

Energizing Front-Line Operations ●Training SVs, especially in order placement and use of new systems

●Reduced administrative burden on SVs; now responsible for 7 
rather than 8 stores each

●Opening new stores at more constant pace

●Invested in store remodeling
●Built new model for opening stores (Using trainee SVs)
●Introduced regional headquarters

Greater Emphasis on Profitability
When Opening New Stores

●Introduced new yardsticks for store development

▲ Closed 284 contracts (Target: 300)

　　

●Achieve

▲ Not achieved

●●AchieveAchieve

▲▲ Not achievedNot achieved

Creating an Exciting LawsonCreating an Exciting LawsonCreating an Exciting Lawson

The Company Is Coming 
Back to Life！！

The Company Is Coming The Company Is Coming 
Back to LifeBack to Life！！！！

→Created independent framework from FFS in Oct. 2002
　(Purchasing Support Department)
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Monthly Store Openings
250

Energizing FrontEnergizing Front--Line OperationsLine Operations
——Opening New Stores at More Constant PaceOpening New Stores at More Constant Pace——

0

50

100

150

200

Mar. Apr. May Jun. Jul. Aug. Sept. Oct. Nov. Dec. Jan. Feb.

Fiscal 2001
Fiscal 2002

(Opened stores without major monthly fluctuations and 
without a large increase at the end of the fiscal year)

→Substantially reduced burden on SVs

((Opened stores without major monthly fluctuations and Opened stores without major monthly fluctuations and 
without a large increase at the end of the fiscal year)without a large increase at the end of the fiscal year)

→→Substantially reduced burden on Substantially reduced burden on SVsSVs
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Energizing FrontEnergizing Front--Line OperationsLine Operations——Making Time for Making Time for SVsSVs
to Spend on Improving Store Layoutsto Spend on Improving Store Layouts

Approx. 40% increase in time SVs have to visit each storeApprox. 40% increase in timeApprox. 40% increase in time SVsSVs have to visit each storehave to visit each store

June 2002June 2002
Established Franchise Support Established Franchise Support 

StationStation
Increased number of chiefIncreased number of chief SVsSVs

Lightened load on SVs, making them more efficient
and giving them more time to spend on improving store layouts

Lightened load onLightened load on SVsSVs, making them more efficient, making them more efficient
and giving them more time to spend on improving store layoutsand giving them more time to spend on improving store layouts

February 2003February 2003

Expand sales further with open display-case products
＋

The success of the Onigiriya Project has given owners and
SVs the confidence to expand sales of main dishes

＝

Expand sales further with open displayExpand sales further with open display--case productscase products
＋＋

The success of theThe success of the OnigiriyaOnigiriya Project has given owners andProject has given owners and
SVsSVs the confidence to expand sales of main dishesthe confidence to expand sales of main dishes

＝＝

Improved order placementImproved order placementImproved order placement
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Gradually switching focus from Tokyo, Nagoya 
and Osaka

Gradually switching focus from Tokyo, Nagoya Gradually switching focus from Tokyo, Nagoya 
and Osakaand Osaka

• Installing production equipment from main factories in Tokyo, Nagoya and 
Osaka

• Shift to mega-vendors to be near completion by end of fiscal 2003

•• Installing production equipment from main factories in Tokyo, NaInstalling production equipment from main factories in Tokyo, Nagoya and goya and 
OsakaOsaka

•• Shift to megaShift to mega--vendors to be near completion by end of fiscal 2003vendors to be near completion by end of fiscal 2003

Optimization of Value ChainOptimization of Value Chain
　　　　　　　　　　　　　　　　　　——Restructuring the Vendor NetworkRestructuring the Vendor Network

Tokyo, 
Nagoya and Osaka 

Completion 
by April-May

Hokkaido, Tohoku, 
Koshinetsu, 
Hokuriku,

Chugoku/Shikoku, 
Kyushu

Tokyo, 
Nagoya and Osaka

Completed 
by April-May

Hokkaido, Tohoku,
Koshinetsu, 
Hokuriku, 

Chugoku/Shikoku,
Kyushu

WeightingWeighting

Scheduled for 
completion in 

fiscal
2003

This will facilitate development of open display-case productsThis will facilitate development of open displayThis will facilitate development of open display--case productscase products
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Analysis and formulation of action plan to optimize 
raw material procurement

Analysis and formulation of action plan to optimize Analysis and formulation of action plan to optimize 
raw material procurementraw material procurement

★Across-the-board review of the approximate ¥110 billion in 
foodstuffs and packaging materials handled annually
★★AcrossAcross--thethe--board review of the approximate board review of the approximate ¥¥110 billion in 110 billion in 

foodstuffs and packaging materials handled annuallyfoodstuffs and packaging materials handled annually

Optimization of Value ChainOptimization of Value Chain
　　　　　　　　　　　　——Start of Raw Material CostStart of Raw Material Cost--Cutting DriveCutting Drive

Results expected in fiscal 2003 and 2004Results expected in fiscal 2003 and 2004Results expected in fiscal 2003 and 2004
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Energizing FrontEnergizing Front--Line OperationsLine Operations
　　　　　　　　　　　　　　　　　　——Strengthening Area SupportStrengthening Area Support

■From March 2003
　　　★To create stores more in sync with their regions
　　　★To facilitate decision-making closer to front lines
　　　★To encourage greater cooperation

Bring together three functions—operations/products/store development
(Particularly operations and products, and operations and store development)
　　　★To strengthen B2B relationships
　　　　　(Strong alliances with regional companies as regional companies)
　　　★To facilitate detailed management of earnings

■■From March 2003From March 2003
　　　★　　　★To create stores more in sync with their regionsTo create stores more in sync with their regions
　　　　　　★★To facilitate decisionTo facilitate decision--making closer to front linesmaking closer to front lines
　　　★　　　★To encourage greater cooperationTo encourage greater cooperation

Bring together three functionsBring together three functions——operations/products/store developmentoperations/products/store development
(Particularly operations and products, and operations and store (Particularly operations and products, and operations and store development)development)
　　　★　　　★To strengthen B2B relationshipsTo strengthen B2B relationships
　　　　　　　　　　(Strong alliances with regional companies as regional companies)(Strong alliances with regional companies as regional companies)
　　　★　　　★To facilitate detailed management of earningsTo facilitate detailed management of earnings

Introduction of regional headquarter systemIntroduction of regional headquarter systemIntroduction of regional headquarter system
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EarningsEarnings--Focused New Store OpeningsFocused New Store Openings

Raise profitability of new stores based on new criteria 
(Put emphasis on profitability rather than average daily sales)

Raise profitability of new stores based on new criteria Raise profitability of new stores based on new criteria 
(Put emphasis on profitability rather than average daily sales)(Put emphasis on profitability rather than average daily sales)

Daily sales :
(¥ thousands)

Daily salesDaily sales ::
((¥¥ thousands)thousands)

　(%)　　　(%)(%)　　

431

457

400

410

420

430

440

450

460

470

480

490

500

Fiscal 2001 Fiscal 2002
93
94
95
96
97
98
99
100
101
102
103
104
105
106
107
108
109
110

Daily sales

Profit growth rate

New store profitability improved at a greater New store profitability improved at a greater 
rate than the growth in daily salesrate than the growth in daily sales

New store profits/stores New store profits/stores 
and monthsand months
Increased 9%Increased 9%
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Store remodeling costsStore remodeling costs

Strengthen individual store supportStrengthen individual store support

OwnersOwners

SVsSVs

Raw material procurement
(Raw Materials Procurement Dept.)

Raw material procurement
(Raw Materials Procurement Dept.)

Product development
(Product Development Dept.)

Product development
(Product Development Dept.)

Rebuild vendor network 
(Focus on mega-vendors)
(Install latest facilities)

Rebuild vendor network 
(Focus on mega-vendors)
(Install latest facilities)

¥¥2.9 2.9 Billion Additional Expenses Announced ForBillion Additional Expenses Announced For……
(at Interim Earnings Presentation)(at Interim Earnings Presentation)

Train in ordering 
philosophy

Train how to use 
LETSS

Train in ordering 
philosophy

Train how to use 
LETSS

Continuous Sales 
and Earnings Growth

Continuous Sales Continuous Sales 
and Earnings Growthand Earnings Growth

Improve new services
・LAWSON CS Card—LAWSON PASS (Increase 
members’ benefits)
・Ticket sales (Offer better content)
・In-store ATMs (Promote installation)

Improve new services
・LAWSON CS Card—LAWSON PASS (Increase 
members’ benefits)
・Ticket sales (Offer better content)
・In-store ATMs (Promote installation)

¥300 million

¥¥700 700 millionmillion

¥400 million

¥300 million

¥400 million

Develop safe, trustworthy and healthy products
matched to regional preferences　

Energize front-line 
operations

Maximize first-mover advantageSolve pressing issues

Total: Total: ¥¥2.9 billion (Non2.9 billion (Non--consolidated)consolidated)

Improve main dish and Improve main dish and delicatessen item lineupdelicatessen item lineup
(Invest resources)(Invest resources)

Beef up marketing (TV advertising)Beef up marketing (TV advertising)

Leverage the insights gained from Natural LawsonLeverage the insights gained from Natural Lawson
¥800 million

Underpinned our recovery materializing from November 2002！Underpinned our recovery materializing from November 2002Underpinned our recovery materializing from November 2002！！
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Fiscal 2002 Main Dish Dept. Sales (ExistingFiscal 2002 Main Dish Dept. Sales (Existing--StoreStore
YoYYoY sales)sales)

33 44 55 66 77 88 99 1010 1111 1212 11 22

％％

100100

9090

20022002 20032003

Total net sales

Main Main DDish Dept. salesish Dept. sales

9595

Main dishesMain dishes

Total net sales

Launched Onigiriya and
Area Ichioshi bento-boxes

Launched Launched OnigirOnigiriiyaya andand
AreaArea IchioshiIchioshi bentobento--boxesboxes
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Fiscal 2003 ProjectionsFiscal 2003 Projections

(Consolidated) FY2002
(¥ billions) Results Projections YoY Change/Difference

Total net sales 1,294 1,312 101.4%
Operating income 34.1 40.5 118.8%
Operating income ratio 2.6% 3.1% 0.5%
Recurring profit 30.7 38.0 123.8%
Net income 8.9 17.2 193.3%

Daily sales at existing stores 98.1% 100.0% 1.9%
Daily sales at new stores 

(¥ thousands)
45.7 45.5 -2

Total no. of stores 7,625 7,825 200
(Excluding stores in Shanghai, China)

Gross profit margin 30.3% 30.9% 0.6%

FY2003

Excluding effect of halt in Highway Card salesExcluding effect of halt in Highway Card salesExcluding effect of halt in Highway Card sales

LAWSON, INC. Fiscal 2002 
Earnings Presentation 16

Assumptions Underlying Fiscal 2003 ProjectionsAssumptions Underlying Fiscal 2003 Projections

①Daily sales at existing stores will be unchanged (Excluding Highway Card sales)
②A 200-store net increase in the number of stores (600 openings, 400 closures)

– Leads to increase in total net sales
– Leads to higher earnings due to closure 

of loss-making Company-operated stores
③Gross profit margin improvement target: just over 0.1 of a 

percentage point (Excluding Highway Card sales)
– From reductions in distribution costs and national brand product

purchasing costs

④Reduction in advertising expenses
⑤Reduction of over ¥2.5 billion in personnel expenses from 

early retirement program in fiscal 2002 and other factors
⑥Further reduction in IT maintenance costs

⑦Improvement in earnings at Group companies, lower related expenditures
⑧Cost-Cutting Committee (Head Office costs, etc.)
■Cost savings achieved through reductions in raw material and packaging costs 
used to promote sales and improve products

①①Daily sales at existing stores will be unchanged (Excluding Daily sales at existing stores will be unchanged (Excluding Highway Card sales)Highway Card sales)
②②A 200A 200--store net increase in the number of stores (600 openings, 400 clstore net increase in the number of stores (600 openings, 400 closures)osures)

–– Leads to increase in total net salesLeads to increase in total net sales
–– Leads to higher earnings due to closure Leads to higher earnings due to closure 

of lossof loss--making Companymaking Company--operated storesoperated stores
③③Gross profit margin improvement target: just over 0.1 of a Gross profit margin improvement target: just over 0.1 of a 

percentage point (Excluding Highway Card sales)percentage point (Excluding Highway Card sales)
–– From reductions in distribution costs and national brand productFrom reductions in distribution costs and national brand product

purchasing costspurchasing costs

④④Reduction in advertising expensesReduction in advertising expenses
⑤⑤Reduction of over Reduction of over ¥¥2.5 billion in personnel expenses from 2.5 billion in personnel expenses from 

early retirement program in fiscal 2002 and other factorsearly retirement program in fiscal 2002 and other factors
⑥⑥Further reduction in IT maintenance costsFurther reduction in IT maintenance costs

⑦⑦Improvement in earnings at Group companies, lower related expendImprovement in earnings at Group companies, lower related expendituresitures
⑧⑧CostCost--Cutting CommitteeCutting Committee (Head Office costs, etc.)(Head Office costs, etc.)
■■Cost savings achieved through reductions in raw material and pacCost savings achieved through reductions in raw material and packaging costs kaging costs 
used to promote sales and improve productsused to promote sales and improve products

②Approx. +¥2.5 billion effect②②Approx. +Approx. +¥¥2.5 billion effect2.5 billion effect

③Approx. +¥0.6 billion effect③③Approx. +Approx. +¥¥0.6 billion effect0.6 billion effect

④~⑧Approx. +¥3.4 billion effect④④~~⑧⑧Approx. +Approx. +¥¥3.4 billion effect3.4 billion effect

Total: +¥6.5 billion (operating income)Total: +Total: +¥¥6.5 billion (operating income)6.5 billion (operating income)
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Area Product  PSA/D 
No. of daily sales per store 

Hokkaido DON DON DON 11．4 

Tohoku YOFU TAWARA MUSUBI BENTO 9．9 
Kanto KAISEN TENJYU 8．9 

Chubu DERAMORI GYU KARUBI BENTO 15．2 

Hokuriku SANSYOKU IRODORI MAKUNOUCHI 11．4 

Kinki OJYOMAMA! BENTO OKAZUYAMON 41．2 

Chugoku TAWARAMUSUBI MAKUNOUCHI 14．4 

Shikoku DEMI HAMBURGER BENTO 15．3 

Kyushu TARAFUKU BENTO 12．4 

Okinawa MIX MAKUNOUCHI 7．3 

 

■■Hit products in each areaHit products in each area——launchlaunch--week performanceweek performance
(Special regional bento(Special regional bento--boxes with owners/boxes with owners/SVsSVs and and Regional Headquarter Products Dept.Regional Headquarter Products Dept.))

7 of the 10 areas 
recorded more 
than 10 sales a day

7 7 of the 10 areas of the 10 areas 
recorded more recorded more 
than 10 sales a daythan 10 sales a day

Major Initiatives in 2nd Half of Fiscal 2002Major Initiatives in 2nd Half of Fiscal 2002——AreaArea IchioshiIchioshi Products and Products and 
AreaArea--Centric DriveCentric Drive
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Main P/L Items: FY02 Results, FY03 Projections and Main P/L Items: FY02 Results, FY03 Projections and 
Subsequent ProjectionsSubsequent Projections

(Non-consolidated) (¥ billions)

FY2002 FY2003 Change Projections Post-Fiscal 2003

(Items)
(Results) (Est.)

Gross profit 181.4 190.5 9.1 Net increase in number of stores,

SG&A expenses 146.9 149.5 2.6 Pursue further cost reductions

Operating income 34.5 41.0 6.5 A leaner cost structure better able

Operating income ratio 2.7% 3.1% 0.5%

Fixed costs

IT maintenance costs 161 17.4 1.3 Peak in fiscal 2003. 
Pursue further cuts in EDP costs

(including hardware leasing and software depreciation)
　

Personnel expenses 35.8 335 -2.3 No increase in workforce, in

Advertising expenses 13.0 125 -5.0 Reduce expenses by reviewing
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Key Measures in Fiscal 2003Key Measures in Fiscal 2003

<Main Aim>
　　Ensure measures implemented in fiscal 2002 produce results

<<Main Aim>Main Aim>
　　　　Ensure measures implemented in fiscal 2002 produce resultsEnsure measures implemented in fiscal 2002 produce results

Ⅰ.　Attract even more customers (Most important measure—continue to communicate with 
　　front line)

Ⅱ.　Improve products (Keywords: safe, trustworthy and healthy)

Raise spending per customer and increase number of repeat customers

Widen Onigiri Project to encompass other products, use insights from Natural 　　　　
　　Lawson

Ⅲ.　Improve operational ability further

Ⅳ.　Reduce costs

•Improve ordering mainly of open display-case products and ability to advise owners 
through 　more training for SVs

Ⅴ.　Open more profitable highly efficient stores

•Strengthen B2B relationships

•Promote alliances

ⅠⅠ..　　Attract even more customersAttract even more customers (Most important measure(Most important measure——continue to communicate with continue to communicate with 
　　　　front line)front line)

ⅡⅡ..　　Improve products (Keywords: safe, trustworthy and healthy)Improve products (Keywords: safe, trustworthy and healthy)

RaiseRaise spending per customer and increase number of repeat customersspending per customer and increase number of repeat customers

WidenWiden OnigiriOnigiri Project to encompass other products, use insights from Natural Project to encompass other products, use insights from Natural 　　　　　　　　
　　　　LawsonLawson

ⅢⅢ..　　Improve operational ability furtherImprove operational ability further

ⅣⅣ..　　Reduce costsReduce costs

••Improve ordering mainly of open displayImprove ordering mainly of open display--case products and ability to advise owners case products and ability to advise owners 
through through 　　more training for more training for SVsSVs

ⅤⅤ..　　Open more profitable highly efficient storesOpen more profitable highly efficient stores

••Strengthen B2B relationshipsStrengthen B2B relationships

••Promote alliancesPromote alliances

I.-III.
Higher owners’

profits

I.I.--III.III.
Higher ownersHigher owners’’

profitsprofits
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Existing Store Comparison (YoY)

90 . 00%

92 . 00%

94 . 00%

96 . 00%

98 . 00%

100 . 00%

102 . 00%

104 . 00%

106 . 00%

３月 ４月 ５月 ６月 ７月 ８月 ９月 １０月 １１月 １２月 １月 ２月

客数

客単価

Fiscal 2003Fiscal 2003’’s Key Themes Key Theme——Attract Even More CustomersAttract Even More Customers

Although starting to trend upward Although starting to trend upward 
again, customer numbers were down again, customer numbers were down 
from the beginning of the yearfrom the beginning of the year——
contrasts with spending per customercontrasts with spending per customer

OnigiriyaOnigiriya spurs increase spurs increase 
in spending per customerin spending per customer

Including 
Highway Card 

effect
Largely　unchanged 
(excluding　Highway 
Card effect)
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Key Measures in Fiscal 2003Key Measures in Fiscal 2003——I. Attract Even More CustomersI. Attract Even More Customers

Key MeasuresKey MeasuresKey Measures

■Lawson’s Three Challenge Practices

■Leverage LAWSON PASS (Lawson credit card)

■ Shopping point program for TSUTAYA cardholders

■Seasonal campaigns that communicate the Lawson image

■■LawsonLawson’’s Three Challenge Practicess Three Challenge Practices

■■Leverage LAWSON PASS (Lawson credit card)Leverage LAWSON PASS (Lawson credit card)

■■ Shopping point program for TSUTAYA cardholdersShopping point program for TSUTAYA cardholders

■■Seasonal campaigns that communicate the Lawson imageSeasonal campaigns that communicate the Lawson image
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① Understand local customers to create stores and 
layouts they enjoy 
①① Understand local customers to create stores and Understand local customers to create stores and 

layouts they enjoy layouts they enjoy 

Lawson’s Three Challenge Practices --
Ongoing For Three Years 

LawsonLawson’’s Three Challenge Practices s Three Challenge Practices ----
Ongoing For Three Years Ongoing For Three Years 

③Service customers in a sincere way so they keep 
coming back
③③Service customers in a sincere way so they keep Service customers in a sincere way so they keep 

coming backcoming back

② Keep stores and surrounding areas clean②② Keep stores and surrounding areas cleanKeep stores and surrounding areas clean

Individual stores must take the leadIndividual stores must take the leadIndividual stores must take the lead

Key MeasureKey Measure——LawsonLawson’’s Three Challenge Practicess Three Challenge Practices
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Attract Even More CustomersAttract Even More Customers——Use LAWSON PASS to Use LAWSON PASS to 
Understand Local CustomersUnderstand Local Customers

Know store neighborhoods, know customers, increase 
repeatability rate = higher sales
Know store neighborhoods, know customers, increase Know store neighborhoods, know customers, increase 
repeatability rate = higher salesrepeatability rate = higher sales

Sept.Sept.Aug.Aug. Oct.Oct. Nov.Nov. Dec.Dec.

STARTSTART

200 200 or moreor more

0 0 or moreor more

1 1 to 99to 99

100 100 to 199to 199

Approx. Approx. ¥¥20,000 difference 20,000 difference 
(Approx. 4%)(Approx. 4%)

(Daily sales basis)(Daily sales basis)
The difference is wideningThe difference is widening

Stores with more cardholders achieve higher salesStores with more cardholders achieve higher sales !!

Aim: Further increase number of cardholders!Aim: Further increase number of cardholdersAim: Further increase number of cardholders!!

Build rapport with individual 
customers

Build rapport with individual Build rapport with individual 
customerscustomers
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((Planned) Fall 2003Planned) Fall 2003

Attracting the 18 million TSUTAYA members to Attracting the 18 million TSUTAYA members to 
Lawson stores would lead to a dramatic increase in Lawson stores would lead to a dramatic increase in 
the number of customersthe number of customers !!

Attract Even More CustomersAttract Even More Customers——Business Alliance With Culture Convenience Club (CCC)Business Alliance With Culture Convenience Club (CCC)

1,100 stores nationwide

18 million members

1,100 1,100 stores nationwidestores nationwide

18 million members18 million members

Shopping rewards 
program

Shopping rewards Shopping rewards 
programprogram

Bring more customers to Lawson more often !Bring more customers to Lawson more often Bring more customers to Lawson more often !!
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II. Improve ProductsII. Improve Products

(1)Strengthen Lineup of Open Display-Case Products(1)(1)Strengthen Lineup of Open DisplayStrengthen Lineup of Open Display--Case ProductsCase Products

■Expand the Onigiri Project to encompass other products
Develop products with an emphasis on safety and trust
(Rice balls/bento-boxes/processed noodles/prepared bread/delicatessen items/bakery
　items/desserts)
　　　→　Make products that only Lawson can provide
■Target: Middle-aged and senior citizens
■More emphasis on regional preferences
■Area Ichioshi products
■Use insights from Natural Lawson
■ Greater production capacity at vendor factories

■■Expand theExpand the OnigiriOnigiri Project to encompass other productsProject to encompass other products
Develop products with an emphasis on safety and trustDevelop products with an emphasis on safety and trust
(Rice balls/bento(Rice balls/bento--boxes/processed noodles/prepared bread/delicatessen items/bakeryboxes/processed noodles/prepared bread/delicatessen items/bakery
　　items/desserts)items/desserts)
　　　→　　　　→　Make products that only Lawson can provideMake products that only Lawson can provide
■■Target: MiddleTarget: Middle--aged and senior citizensaged and senior citizens
■■More emphasis on regional preferencesMore emphasis on regional preferences
■■AreaArea IchioshiIchioshi productsproducts
■■Use insights from Natural LawsonUse insights from Natural Lawson
■■ Greater production capacity at vendor factoriesGreater production capacity at vendor factories

(2)Pare lineup to only national brand products that sell well(2)(2)Pare lineup to only national brand products that sell wellPare lineup to only national brand products that sell well

■Reduce registered SKUs, build lineup of best-selling products
■Remove poor-selling products from store shelves (Use DOT)
■■Reduce registered SKUs, build lineup of bestReduce registered SKUs, build lineup of best--selling productsselling products
■■Remove poorRemove poor--selling products from store shelves (Use DOT)selling products from store shelves (Use DOT)
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Improve Improve ProductsProducts－－EnsureEnsure Safety and TrustworthinessSafety and Trustworthiness

Offer products that customers can buy with peace of mindOffer products that customers can buy with peace of mindOffer products that customers can buy with peace of mind

Eliminate preservatives, sharply reduce 
food additive usage

Eliminate preservatives, sharply reduce Eliminate preservatives, sharply reduce 
food additive usagefood additive usage

①① Avoid using preservativesAvoid using preservatives
②② Sharply reduce food additive usage Sharply reduce food additive usage 

<<Concept>Concept>

Preservatives

Food additives

Food additives

Communicate healthy food 
concept to customers
Communicate healthy food Communicate healthy food 
concept to customersconcept to customers

Higher brand equityHigher brand equity
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■Use Natural Lawson stores as “antenna”
shops to improve merchandising at regular 
Lawson stores
★Selected lunch-box series
★Freshly baked bakery items
★Organic coffee

■■Use Natural Lawson stores as “antenna”
shops to improve merchandising at regular 
Lawson stores
★★Selected lunchSelected lunch--box seriesbox series
★★Freshly baked bakery itemsFreshly baked bakery items
★★Organic coffeeOrganic coffee

Improve ProductsImprove Products——Hints From Natural LawsonHints From Natural Lawson

Cater to needs of an 
increasing number of female 
customers, middle-aged and 
senior citizens.

Cater to needs of an Cater to needs of an 
increasing number of female increasing number of female 
customers, middlecustomers, middle--aged and aged and 
senior citizens.senior citizens.
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III. Improve Operational Ability FurtherIII. Improve Operational Ability Further——Enhance Enhance 
Capabilities ofCapabilities of SVsSVs

Improve knowledge and expertise of ordering, customer relations, cleaning

　(Improve open display-case products/Lawson’s Three Challenge Practices)

Improve knowledge and expertise of ordering, customer relations,Improve knowledge and expertise of ordering, customer relations, cleaningcleaning

　　(Improve open display(Improve open display--case products/Lawsoncase products/Lawson’’s Three Challenge Practices)s Three Challenge Practices)

Morning Meetings　
→　Share analysis and information

[Provide the latest information every Wednesday morning]

Morning MeetingsMorning Meetings　　
→　→　Share analysis and informationShare analysis and information

[[Provide the latest information every Wednesday morning]Provide the latest information every Wednesday morning]

Enhance Accuracy of Information Provision
　(Ordering based on analysis of data)

Enhance Accuracy of Information ProvisionEnhance Accuracy of Information Provision
　　(Ordering based on analysis of data)(Ordering based on analysis of data)

Enhance SV Training SystemEnhance SV Training SystemEnhance SV Training System

Achieved with system upgradesAchieved with system upgrades
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IV. Reduce CostsIV. Reduce Costs——Thorough Radical ReviewThorough Radical Review

■Ingredient costs　　　　
■Packaging materials　　　　　　
■■Ingredient costsIngredient costs　　　　　　　　
■■Packaging materialsPackaging materials　　　　　　　　　　　　

Allocate expenses for expanding sales of open display-case 
products (strategic products in fiscal 2003)
・Owner support/promotional materials/TVCM

・Improve ingredients, emphasize keywords (safe, trustworthy, healthy)

Allocate expenses for expanding sales of open displayAllocate expenses for expanding sales of open display--case case 
products (strategic products in fiscal 2003)products (strategic products in fiscal 2003)
・・Owner support/promotional materials/TVCMOwner support/promotional materials/TVCM

・・Improve ingredients, emphasize keywords (safe, trustworthy, healImprove ingredients, emphasize keywords (safe, trustworthy, healthy)thy)

① Open display-case products (PB products)①① Open displayOpen display--case products (PB products)case products (PB products)

Annual target: 
¥3.5 billion reduction

Annual target: Annual target: 
¥¥3.5 billion reduction3.5 billion reduction

② Head Office costs  →　Cost-Cutting Committee　　　②② Head Office costs  Head Office costs  →　→　CostCost--Cutting CommitteeCutting Committee　　　　　　

→→Work with vendors to make Lawson strongerWork with vendors to make Lawson stronger

■Construction materials
■Consumables, etc.　
■■Construction materialsConstruction materials
■■Consumables, etc.Consumables, etc.　　 Annual target:

¥1.5 billion reduction
Annual target:Annual target:
¥¥1.5 billion reduction1.5 billion reduction
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• Lawson with postal services
• Lawson in hospitals　　
• Multiple store openings with ENEOS gasoline stands
• “Convenience Banks” with regional banks

(Financial Services Agency)

　

•• Lawson with postal servicesLawson with postal services
•• Lawson in hospitalsLawson in hospitals　　　　
•• Multiple store openings with ENEOS gasoline standsMultiple store openings with ENEOS gasoline stands
•• ““Convenience BanksConvenience Banks”” with regional bankswith regional banks

(Financial Services Agency)(Financial Services Agency)

　　

V. Open Stores With Greater Emphasis on ProfitabilityV. Open Stores With Greater Emphasis on Profitability——Strengthen B2B Strengthen B2B 
Relationships, Use MCRelationships, Use MC’’s Networks Network

Full-scale developmentFullFull--scale developmentscale development

There are still numerous ideal sites for new convenience stores
→Strengthen B2B relationships, use Mitsubishi Corporation’s network

There are still numerous ideal sites for new convenience storesThere are still numerous ideal sites for new convenience stores
→→Strengthen B2B relationships, use Mitsubishi CorporationStrengthen B2B relationships, use Mitsubishi Corporation’’s networks network



16

LAWSON, INC. Fiscal 2002 
Earnings Presentation 31

Lawson Challenge 2004: Stepping Stones to the Lawson Challenge 2004: Stepping Stones to the 
Consolidated Operating Income Target for FY2004Consolidated Operating Income Target for FY2004

Fiscal 2002Fiscal 2002
Consolidated Consolidated 
operating income operating income 
targettarget

¥¥34.0 billion34.0 billion

Fiscal 2004Fiscal 2004
Consolidated Consolidated 

operating operating 
income targetincome target
¥¥50.0 billion50.0 billion
ROE: 15%ROE: 15%

FY2003FY2003－－

FY2004FY2004－－

Increase daily sales at existing stores

Effect of opening new stores

Improved 
markups

Improved Group-company 
earnings

and related expenses

Flat/FY2003
2% increase/FY2004

Net increase of 200 stores/FY2003
Net increase of 300 stores/FY2004

＜FY2003 and FY2004 Assumptions＞

0.1 percentage point improvement/FY2003
0.2 percentage point improvement/FY2004

Reduced fixed costs

FY2003: ROE 11.0%

FY2004: ROE 15.0%
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Supplementary Information

(7 pages)

Supplementary InformationSupplementary Information

(7 pages)(7 pages)
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FY2002 Results and FY2003 ProjectionsFY2002 Results and FY2003 Projections
FY2002Results FY2003 Projections

Store openings 502 600

Store closures 611 400
Closures (RC) ▲221 -

Conversion to franchiseConversion to franchise 96 -

FC change 112 -

RelocationsRelocations 188 -

Net change ▲109 200

Total number of stores
at year-end

7,625 7,825

Daily sales at existing stores 98.1% 100.0%
Daily sales at new stores 

(¥ thousands) 457 455
Gross profit margin 30.3% 30.9%

((Excluding Highway Card sales)Excluding Highway Card sales)
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Cash Flows: FY2002 Actual, FY2003 Projected, After FY2003Cash Flows: FY2002 Actual, FY2003 Projected, After FY2003

　(Consolidated) (¥ billions)

FY2002FY2002 FY2003FY2003 After FY2003After FY2003

ActualActual ProjectedProjected

Operating cash flows 33.9 40.6 Around Around ¥¥50 billion 50 billion 

Investing cash flows ▲28.7 ▲42.5
Continue to actively invest in remodeling, Continue to actively invest in remodeling, 

exclude marketable securities (over 3 months)exclude marketable securities (over 3 months)

Free cash flows 52.0 ▲19.0 Budgeting for positive free cash flows
Financing activities ▲72.0 35.0
Year-end cash 94.0 95.5

Equity ratio 44.3% －

ROE 5.9% 11.0% Aiming for 15% in FY2004
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LawsonLawson’’s Operating Environment: Fiscal 2002s Operating Environment: Fiscal 2002

YoY existing store salesYoYYoY existing store salesexisting store sales

Rate of increase in competing stores over the last yearRate of increase in competing stores over the last yearRate of increase in competing stores over the last year

Company-
wide 

average

KantoKanto

KinkiKinki

ChubuChubu

KyushuKyushu

ShikokuShikoku

HokkaidoHokkaido

TohokuTohoku

Note: Circle size represents the volume of salesNote: Circle size represents the volume of sales

ChugokuChugoku

•Kanto and Chubu held firm
•Hokkaido, Tohoku and Kinki continued 
to face challenges
•Shikoku showed signs of a recovery 
•Kinki also showed favorable signs of   
change…

••Kanto and Chubu held firmKanto and Chubu held firm
••Hokkaido, Tohoku and Kinki continued Hokkaido, Tohoku and Kinki continued 
to face challengesto face challenges
••Shikoku showed signs of a recovery Shikoku showed signs of a recovery 
••Kinki also showed favorable signs of   Kinki also showed favorable signs of   
changechange……

No major change in competitive conditionsNo major change in competitive conditions
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How Did the Mainstay Kinki Region Perform?How Did the Mainstay Kinki Region Perform?

YoY existing store salesYoYYoY existing store salesexisting store sales

Rate of increase in competing stores over the last yearRate of increase in competing stores over the last yearRate of increase in competing stores over the last year

Kinki 
average

ShigaShiga

WakayamaWakayama

KyotoKyoto
OsakaOsaka

HyogoHyogo
NaraNara

Note: Circle size represents volume of salesNote: Circle size represents volume of sales
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Vendor ReorganizationVendor Reorganization——<Final Food Preparation by the Factory> <Final Food Preparation by the Factory> 
FoFor Tastier Productsr Tastier Products

Preserves the full flavorPreserves the full flavor

　　　　

Manufacturer

Ingredients
Heating to 
sterilize

Lunch-box factory
PackTransport

Loss in flavor from overheating 120 degrees, 40 minutes

Takes time = Taste changes

Prepare
/cooking

Before:

<Final preparation carried out at boxed-lunch factory>

Manufacturer

Ingredients

Boxed-lunch factory

PackTransport

Time reduced = Taste preserved

Prepare
/cooking

No loss in flavor 
from overheating

New system:

○○Main rice dishesMain rice dishes……Improvement in taste, as seen with Improvement in taste, as seen with onigirionigiri (rice balls)(rice balls)
○○Fried foodsFried foods……NikuyasaiitameNikuyasaiitame,, KinpiragoboKinpiragobo, etc. stir fried quickly at high temperature, etc. stir fried quickly at high temperature
○○Boiled foodsBoiled foods……Boiled to bring out the full flavorBoiled to bring out the full flavor 　　　　　　　　　　　　　　
○○GrilledGrilled……Grilled over direct heatGrilled over direct heat 　　　　　　　　　　　　　　　　　　　　　　

Boxed-lunch factories carry out the final preparation  (actual heating/cooking of products such as 
curry rice),  instead of the manufacturer

Boxed-lunch factories carry out the final preparation  (actual heating/cooking of products such as 
curry rice),  instead of the manufacturer

　　<Manufacturer carries out final preparation >
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Closer to home

Better product lineup

Tastier productsTastier products

BrighterBrighter
and cleaner storesand cleaner stores

Friendlier staffFriendlier staff

Internet SurveyInternet Survey——Responses by Age GroupResponses by Age Group

Reasons for changing regular convenience storeReasons for changing regular convenience store

→Friendlier staff and brighter, cleaner stores 
are things we must aim for 
→→Friendlier staff and brighter, cleaner stores Friendlier staff and brighter, cleaner stores 

are things we must aim for are things we must aim for 
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Translating LawsonTranslating Lawson’’s Three Challenge Practices Into Higher Saless Three Challenge Practices Into Higher Sales

★Make stores and store neighborhoods cleaner
★Provider friendlier and more courteous    
customer service

★★Make stores and store neighborhoods cleanerMake stores and store neighborhoods cleaner
★★Provider friendlier and more courteous    Provider friendlier and more courteous    
customer servicecustomer service

Higher scores mean higher daily sales!Higher scores mean higher daily sales!Higher scores mean higher daily sales!

１４１～１５０ 101.3 2.8%
１３１～１４０ 99.5 16.8%
１２１～１３０ 98.2 35.0%
１１１～１２０ 97.5 28.3%
１０１～１１０ 97.2 11.8%
　９１～１００ 95.8 3.8%
　　～９０ 95.8 1.5%

Average

Success in Meeting
Lawson’s Three

Challenge Practices
(Max. 150 points)

Store
Composition

Directly results in higher salesDirectly results in higher salesDirectly results in higher sales


