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Doutor engages in three general categories of business: directly managed shops, wholesale operations, and
other business. Through our directly managed shops, we gain expertise for coffee shops, acquiring shop
locations, and training staff. Our wholesale business supports the sale of products to franchise shops, general
restaurants and convenience store chains, as well as the marketing of kitchen equipment through a subsidiary.
Other business involves royalty income from franchisees. Our integrated business system, unmatched by
competitors, encompasses all operations, upstream and downstream, from the attentive selection, import and
roasting of coffee beans to the wholesale business and franchisee supply of kitchen equipment, and enables us
to precisely respond to changing market needs. This is the power behind Doutor's sustainable growth.
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Cautionary Note with Respect to Forward-Looking Statements

This report contains forward-looking statements that are based on management s assumptions and beliefs in light of the information currently available. These statements are subject to risks
and uncertainties that could cause actual results to differ materially from those discussed in this report. Such risks include, but are not limited to, market trends and economic conditions.
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Financial Highlights

ABAICKR T U BEERE
Fiscal years ended March 31

B ¥ milion
1999 2000 2001 2002 2003

PE 5 Consolidated
wts Net Sales ¥39,258 ¥39,713 ¥44,463 ¥52,319 ¥59,345
[=ElES Operating Income 3,213 3,593 4,189 4,253 4,530
RS Ordinary Income 3,163 3,451 4,216 4,301 4,542
R Net Income 1,420 1,818 2,160 2,290 2,388
EBEEHCKDFryaTO— Cash Flow from Operating Activities — 3,117 3,997 3,368 5,005
KREEHICKDFryaT0O— Cash Flow from Investing Activities — (2,441) (5,074) (8,417) (6,132)
HEEEICKDF vy 70— Cash Flow from Financing Activities — 3,637 (400) 799 8,662
RENVREREYOHFRKES Cash and Cash Equivalents at End of Year — 7,249 6,500 2,248 9,782
—REHO LRI () Net Income per Share (¥)

BEAN Basic ¥144.31 ¥177.41 ¥201.70 212.95 ¥109.11

ek Diluted — 170.70 200.39 208.33 97.33
HEBAFIEE (%) ROE (%) 8.98 9.27 8.93 8.65 8.41
HEASEREA I (%) ROA (%) 6.00 6.28 6.37 6.08 5.26
=B L Nonconsolidated
Tts Net Sales ¥34,809 ¥37,933 ¥42,492 ¥50,033 ¥55,886
SR Operating Income 2,760 3,584 4,146 4,253 4,426
REAER Ordinary Income 2,774 3,453 4,196 4,311 4,445
E LTl Net Income 1,231 1,830 2,161 2,315 2,324
—HREDH IR (F) Net Income per Share (¥)

BEAN Basic ¥125.12 ¥178.59 ¥201.87 ¥215.22 ¥106.61

wEbE Diluted 171.84 200.55 210.55 95.10

FENLSEEBICIE B BB IS BR AR ENTEE A,
2 AFEEAFIEER (%) =L R0+ I & - HER TR E R A X100 (%)
FEEA LHIFR 28R (96) = HHBFIF2E -+ HAE - AR FIIREAX100 (%)

7e L= (&S E)

Net Sales (Consolidated/Nonconsolidated)
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Notes: 1. Consolidated and nonconsolidated net sales are exclusive of consumption tax.
2. ROE (%) = Net income/Average shareholders' equity X100 (%)
ROA (%) = Net income/Average total assetsX 100 (%)
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Net Income and ROE (Consolidated/Nonconsolidated)

B EHM Unit: ¥ million
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Doutor is disclosing a major portion of its financial information on the Web to improve the ease of accessibility and speed of information updates.

Please refer to the following URL for this information:

http://www.doutor.co.jp
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Introducing premium quality across a wide range of market segments

through an integrated marketing system encompassing all operations.
Doutor's own know-how represents the key to successful business development.

Doutor Coffee Group maintains all of its activities in-house, from the production, import, roasting, wholesaling and g—=
retailing of coffee beans to actual store operation, emphasizing its strict Quality First policy. The company exploits its own sIE - BR5T —
distribution and sales channels centered on the wholesale sector and franchise (FC) segment and offers high-quality Cake Bakery and Sales

products developed by utilizing our ability as a food manufacturer.
This business model drives a positive performance cycle and supports Doutor's continuous growth.

BHRAEHYRL—RaYTIIvaFU—
FUIFILT —FDORIE BRFTERT
Madeleine Confectionary Co., Ltd.

Manufacturer and retailer of original cakes

&E R i
Cultivation Roasting Wholesaling

N/

FiEmeRIRTE ——
Eﬁl Sales of
Import y*%&% ° Kitchen Appliances
—H%/\FTIE
Food Service Industry
/Retail
MREHYIFAV5—FVaFb
BREBEGITDOREE-
M DIRFTRT
Magna International Co., Ltd.
A company that sells tableware and
kitchen appliances for the food service industry
EDSIEV SFREERBE" E#XR—X(C ——R([CFERRF IR EERESEIETET v,
BROMBZEKRT S, HHEFI—E—aDH Emphasizing consistent taste and quality HIFEEE Tl BHDOFCIERUEEDABERMISIC
E(CBHHODFRZILOTVET, FEB6TFHV7Z E’OUtOV Dﬁ“/(sj detailed aﬂenﬁo&‘ tothe Fumgase of coffee @I C. O—t—FZEFUHET IR PEEKERE
. SN Vs N e840 e e eans in order to secure product quality. Doutor grows - = S+ —- _
BROEGOENIICHN THBBF TEIREL. oAbttt s Mol OB AR TVET , BREPLZNS. T7
Tﬁﬁ] 47]73\1336*@;5@:'_':_57& coffee plantation, Mauka Meadows, the Xt\j_'\E\ mT}thﬂDrC%ﬂ%<@B?%Eﬁt§ﬁ
. RIS, \ DA B RARE AR *— lrgest plrtaton o he sand of Hawl. U BB EHIT TH0. 20 TSN BB R EHRE
o em . “ outor purchases more than 6, tons of — 4 i SN < ~ =T~
RERIVYD 73:1\ DX (Mauka fresh coffee beans annually from carefuly %Ig%{xi“(?b_\ié'c 3572__\ EFCEFIVEZIVR
Meadows) | T.&E@&ED [/\D--3 | selected plantations, as well as 36 types of ARPPERIEICAIFIETSA *
FIZEEEUTCVET, Fed b, d—k— coffee beans from 14 countries overseas. N—NERDIREEE) F HEE, -
SOEESE. PR T BT e Moreover, coffee beans are roasted at EOBVLVNI—E —EREAD F‘
. L — == Doutor's roasting plants equipped with _ s > e E
fHZEDEHBRIHC—HELTITOTLERT . & advanced roasting technology and state-of-the-art ——XCIEABrmEEREZES ':T

SICUGEEBEIFOTSAN—NIS U REREFED equipment. Doutor is also engaged in developing private- AV FwIUTVET,

FHFBHEE A—H—EEREEED U RE G _E brand products designed for retailers. Doutor utilizes its
_ NS - ability as a food manufacturer to improve quality and
BRI ENTLET . expand its sales channels.



Rh—)LO—b—23v T
Pioneer of the self-service coffee shop

Doutor Coffee Shop

4119804
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First shop opened: 1980

Concept: Casual coffee shop
Average sales per customer: ¥300

S EEAERER CBVABDEILITT—ER
d—kb—3vTDI\AF =7 LVEEZAH
N—=FBERDMYTFI—2EUTREED
EEHENERHEEDET T,

Doutor coffee shops, which pioneered the self-
service market and have become the largest
coffee shop chain in Japan, continue to attract
customers and remain highly profitable.

IoebyA—=IL-h7T
Upscale Italian espresso cafe
Excelsior Caffe

19995

23y TAVEINATUP VTS
52 1ifi: 400/

First shop opened: 1999

Concept: Italian modern
Average sales per customer: ¥400

PREIISA TV 7V TR Iy LA T
eI 2)\AIU—RE IR TIUYYH T T,
MWD DM NI " LELFLDBE" &
RIETDIERETT,

Upscale espresso cafe where visitors can enjoy
authentic Italian-style espresso. This refined

urban cafe has been designed so that adult
coffee lovers may relax in comfort.

YOV -R-F YRL—3
Self-service tearoom for women
Salon de the Madeleine

F4=:20004F
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First shop opened: 2000
Concept: Stylish Paris-style tearoom
Average sales per customer: ¥600

HZR DRl —yNCRIR Uz L
TY—EZADT A—)b— Lo RABEIDHE
FRALCIV—N—Tr—RE BHNER
B CHICISTISHHAICHE I D%#ETT,
This self-service tearoom appeals to women tea
lovers. Salon de the Madeleine offers a variety of
natural-flavor teas, opening up new markets with
its attractive product line.

/
7
Coffer Garden

BEE/E-FCRERH

Development of Directly
Operated Stores
/Franchises

/’\;IP!?HKZIMEMOWS 7]717'77‘3%1\"?7\

Premium Hawaiian Kona coffee shop
Mauka Meadows

¢ i
A7x-305R

Local coffee shop

Cafe Colorado

FE=119964F

22y I ETNIINTA 7Y -UI—~
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First shop opened: 1996
Concept: Hawaiian resort
Average sales per customer: ¥800

A 19724F
Z85(f:550M

First shop opened: 1972

Average sales per customer: ¥55

Y3y TN RERN T ZEBLHITRLDDIE

Concept: Bright and healthy, ideal for both the young and the elderly
0

A VLR HED S — Ty
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Mauka Meadows coffee shops are designed for
such locations as shopping centers. They offer
premium Kona coffee from beans harvested at
our own coffee plantations in Hawail

HBHHBYCT T—VREUCEBERID
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Cafe Colorado, Doutor's first franchise chain, is a
local coffee shop popular among coffee lovers for
its inviting menu and its lineup of coffee beans
and coffee-related equipment.

419854
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Refined spaghetti house + b
Olive Tree First shop opened: 1985

Concept: Warm and friendly spaghetti house

Average sales per customer: ¥1,000

SERICAZTIT VT AANEEUHBDRINT T+
N\DR MERFEDEL P Iy I ZDEH
WEBEY AT LERAL. FEHICHUED
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Olive Tree is a spaghetti house that offers Italian menus in
a casual atmosphere. Featuring specially developed wheat
spaghetti and a kitchen system that eliminates the need
for professional cooks, it offers special seasonal menus.

L7Z&Eh LT

Utilizing Doutor's original products to satisfy customer

needs through diverse distribution channels

In its wholesale operations, Doutor supplies ingredients and
equipment, including coffee beans and kitchen appliances,
to its franchise shops and other retail food establishments.
Doutor has maintained a stable business relationship with
many clients including coffee shops, restaurants, fast food
restaurants, and hotels. Doutor utilizes information obtained
from these clients for product development. Moreover, in
recent years, Doutor has actively offered Doutor-brand
products to convenience stores and mass retailers. Doutor
maintains a high-quality product line to meet the need for
better-tasting coffee beverages.

- AT Bh=)b
Self-service premium French casual
Le Cafe Doutor

FAE19985F
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First shop opened: 1998
Concept: French casual
Average sales per customer: ¥540

IREEAT BICRRSNDB—SMCREZT
DRI IT—EZNTL Fh—ILDRS
eIV TEELUTRBEMIFTTVET,

Le Cafe Doutor is a premium self-service cafe that
targets prime locations such as the exclusive Ginza
4-chome block. It is positioned as the premium
self-service establishment among Doutor shops.

SIRISEERFACTRLVLEBOBEFRANDY —ER%Z
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Offering services to a diverse customer base
through a variety of business operations

Currently Doutor maintains a total of 1,222 directly
operated stores and franchises in Japan (as of March
2003). Because of its wide variety of business
operations, Doutor is uniquely able to meet the needs of
a diverse customer base with various tastes and
lifestyles. Doutor's coffee shops offering a wide selection
of coffee beverages and its tearooms are favored by
many customers for their quality menus and services.
Doutor practices strategic shop expansion based on
accurate perception of market needs and highly efficient
management, starting from its acquisition of ingredients
and appliances. As a result, Doutor maintains an
extraordinarily stable management that achieves both
customer satisfaction and profitability.
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We will engage in further expansion and enhancement of the Doutor brand.

2003F3AHDFEEICDOVTHBENETEL,
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Please tell our readers about the business results for fiscal 2003.
The lingering economic downturn and low consumer spending due to
concerns over the high unemployment rate have continued to bring hard
times for the food service industry, despite the low prices resulting from
intense competition. We responded to the situation by selecting locations
for new Doutor Coffee Shops and Excelsior Caffes, and opened a record
134 new establishments of both directly operated shops and franchises
in Japan. As a result of these activities, consolidated net sales increased
13.4% in fiscal 2003 to ¥59,345 million. Net income rose 4.3% to ¥2,388
million. Although these figures fell short of our initial expectations, they
mark the fifth consecutive year in which both our revenues and profits
have advanced. However, our existing directly managed shops struggled,
at 96.9% of the previous fiscal year sales level, while in our wholesale
business sales from convenience stores decreased to 97.5% of the
previous fiscal year result due to the change our policy during the year.

STEL CLETE - FIm7ZEERT LN TEFEATLUIE, C
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These figures did not meet our original projections for revenues and
profits and clearly defined the issues facing our company.

What is the reason behind the stagnant business results for
existing shops?

Sales for directly operated shops in fiscal year 2003 were lower than the
sales of the previous fiscal year, reaching only 96.9%. | admire of the fact
that our sales beat the performance average last year for all other existing
stores, which was about 94.4%. However, clearly our sales did not meet
projections, and we are placing a high priority on the situation facing our
directly owned shops. The main cause for the decrease in income was
our failure to obtain customer satisfaction, a fundamental principle of
business management, although there were other causes, such as a
drop in the order rate for our food menu due to the economic downturn
and unusually severe weather related to typhoons in the summer and fall.

@%%%BF'%U%EJ:E%% Consolidated Net Sales by Segment

S EHM,Unit: ¥ milion
BEEESRPIEL
Directly Operated Stores

FCHIFTARPI7E L

............................... Sales to Franchises

B0,000 ++++vnerne e e e —RREITEEBPITE £

Wholesale Business

............................... Z DDA
Others

2001 2002 2003
(3A31AICHE T L& HEEE [/ Fiscal years ended March 31)

J@%ﬁ%ﬁﬂﬁ'ﬁ%&tb$ Share of Net Sales

ZDABDIA
Others 4.9%

—ARENFEERPSFE £
Wholesale Business  20.7%

FCHI7EERFI7E £ /
Sales to Franchises ~ 35.4%

BEEERFTLE
Directly Operated Stores  38.9%

4

Bt LS Total
59,345 (2003£:3A31 B3 7E/As of March 31 2003)
B EHM,/Unit: ¥ million
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For example, we experienced a gap in product quality among shops in
local cities, and aging shop buildings failed to quickly update the
appearance of the shops to correspond with changes in the market and
modern lifestyles. We began dealing with these problems fourth in the
quarter of fiscal 2003. We completed improvement on the quality of
existing products at shops in local cities. Moreover, we plan to close eight
directly managed shops that performed below projections in fiscal 2004,
and we will remodel approximately 30 other directly managed shops. We
will develop a list of 260 franchise shops that are older than five years and
assess their results to propose additional remodeling. Meanwhile, we plan
to increase the sales out of existing shops by improving service quality.

Why did Doutor fail to achieve projected sales to convenience
stores and mass retailers?
We have rapidly expanded our business targeting convenience stores

REFRALR

Chief Exective Officer
and President

Hiromichi Toriba

and mass retailers by building on our well-known Doutor brand name and
quality and by continuing to aggressively provide new product concepts
since 1998, all efforts that have been well received by our customers.
However, expanding domestic sales and significantly increasing the
number of products also led to higher sales-promotion costs. Moreover,
because the cost of such items as cups and distribution expenses were
not sufficiently managed or reduced, we experienced some difficulty in
generating a profit. Therefore, we modified our strategy during the fiscal
year to a place higher priority on improving our revenue structure rather
than expanding sales. As a result, although our sales did not reach the
level of the previous year, we were able to complete the firm restructuring
of our revenue management system in the second half of fiscal year
2008. In the future, we will develop products including coffee, which is
our main product, and strategically expand our sales area in order to
grow into a more profitable company.

J@%EBF“?E’U%L% Consolidated Net Sales by Segment

B3 ¥ million
1999 2000 2001 2002 2003
EEEEFITLE Directly Operated Stores ¥12,728 ¥13,789 ¥16,119 ¥19,636 ¥23,076
FCHEIFERRFITE L Sales to Franchises 15,932 17,424 18,496 19,640 21,031
—RRENFEERFITE L Wholesale Business 8,724 6,525 7,601 10,511 12,307
Z DDA Others 1,873 1,973 2,245 2,531 2,929
=Pl Total ¥39,258 ¥39,713 ¥44,463 ¥52,319 ¥59,345

EERFRHOT SR —REFEBFUCETATEIET,
Note: All sales by consolidated subsidiaries are included in the wholesale business segment.

(3A31AICHE T L& HEEE B/ Fiscal years ended March 31)
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What is your view on the current coffee
market in which competitors have
experienced stagnant business results?

In the last two or three years, overseas coffee
shop companies have entered the market and
created a major cafe trend in Japan. This was a
generally favorable situation in which coffee
shops became popular among many;,
particularly young women customers. A variety
of companies entered the market for self-service
coffee shops, and conventional coffee shops accelerated their adoption of
self-service features. However, the boom peaked around summer 2002,
and customers became more selective in choosing which stores they
would visit daily by comparing coffee shops based on their taste, resulting
in a widening gap among shops' abilities to attract customers.

FERICHmDEBOERICECTCVEATY,
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However, | don't think that the overall demand
in the coffee shop industry is significantly
declining. The number of owner-operated coffee
shops continues to decline due, for example, to
the aging of owners, and the total number of
domestic coffee shops has fallen below 90,000.
In this market, | feel that customer demand for
reasonably priced, high-quality, self-service
coffee shops is actually rising. Although the
number of self-service coffee shops is quickly
increasing, having reached 3,000 shops, they only account for
approximately 3% of domestic coffee shops, which leaves plenty of room
for growth.

Since the cafe boom has subsided, we are faced with such issues as
how to meet the potential needs of customers and how to obtain true

CVSE]UEH%EJ:T%_}E%’: Sales to Convenience Stores

BT EJIF. Unit: ¥ million

1999 2000 2001 2002 2003
(3A31BIC#E T L= B = & [&/Fiscal years ended March 31)

ROE-ROADH#F ROE and ROA

BI7:9, Unit: %

1999 2000 2001 2002 2003
(3A31BICHE T L& HEE & B Fiscal years ended March 31)
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customer satisfaction. We are expanding our
Doutor Coffee Shop locations beyond office
districts and shopping malls into areas near
train stations and at gasoline stations, where
they are closely tied to daily activities, in order to
cultivate potential demand while covering
significantly larger geographic areas. The
number of upscale Excelsior Caffes that offer
higher level and quality relaxation has exceeded
100 shops, and we were able to establish
expertise and systems that are developed in the locations suited to the
shop style. Utilizing these strengths, we plan to grow as a leader in the
coffee shop industry by further improving fundamentals such as shop
features, products and services.

EDTEFRUC, INSZBHEL BHDRR THDIE Bmm-
H—EAD#B e—BE LS BRI T EHEa—tE—ay
TDhyTEEEVT SOICHERUTVWER T,

AT H T2 PEIRHBORITOERIE?

2002F 9. BHFOUICFRHLOEMR. EEENAMIH
T3 zEFETUERUIC TS BUfR (e E DR EMIEBICH
IHEMMO LZBRUCIERTY . Fe.AU<LORICFAL 1 85F
9 H30H G SR LEIUIR PRI HLEZ FITUEL
Teo TOENF FHRMNMERDICOICSE MELFDRBIRE
HBERZRFEITDECTT . CNSICHA 1 1RICTH2D%FAD
REDEZREL THRINDREMN L ZRKDIEE S FHEET
D—EDR{EEMEMIBEOE) LZEHUCREICEHTNET,

What is Doutor' s plan for stock options
and convertible bonds?

In September 2002, Doutor granted stock
options to directors and employees of our
company and our subsidiaries. This measure was
intended to improve the awareness of directors
and employees about shareholder value. The
company also issued Japanese yen convertible
bonds, due on September 30, 20086, in order to
raise the facility investment funds needed to
support continuous future growth. In addition to the above actions, the
company initiated a two-for-one stock split in November in order to increase
liquidity of the stock. The company's management focuses on enhancing
operation capabilities and improving shareholder value.

%ﬁﬁ%‘UE%ﬁéﬁﬁ%’? Number of Doutor Establishments by Format

B[ JF.~Unit: Shops

1999 2000 2001 2002 2003
Rh—=)LO—b—23v T (55FC) Doutor Coffee Shop(Franchise) 667(577) 722(632) 786(688) 847(740) 922(811)
IoEIVYF—IL- BT (5BFC) Excelsior Caffe(Franchise) - 10(1) 30(4) 59(6) 97(15)
HYOv-R-F IRU—X(35FC) Salon de the Madeleine(Franchise) - 1(0) 7(0) 7(0)
NITT-RITAARDZ(35FC) Mauka Meadows(Franchise) 1 0(3) 1113) 13(3) 11(0) 12(0)
ATT-3OZK (35FC) Cafe Colorado(Franchise) 184(181) 179(176) 177(174) 165(163) 155(153)
FU—T DR (55FC) Olive Tree(Franchise) 37(22) 36(22) 34(19) 27(15) 24(12)
ZDfh (3BFC) Others(Franchise) ( ) 1 0(4) 1 0(4) 8(4) 5(3)
‘st (35FC) Total(Franchise) 915(788) 968(838) 1,050(892) 1,124(928) 1,222(994)

(3A31B3R7E/as of March 31)
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Offering a variety of shops and exploring potential domestic needs.

SATRIA)DEZHRALPEBHHEBED TR - EEIEICHL.

ADEED FeRBZRKDDIGIFEHDUNcDETAITIFEL TVET,
Nh—ILI)L—T & BEIEFBE KD SO DR ERMFIETH R Z HEE.
ZEDOHDHSDDY — CRENEHFZDFRICIDHEATNET,

A variety of life styles and complex urban functions created many locations where
people meet and seek relaxation.

The Doutor Group promotes diverse, efficient shop expansion including street
shops while also exploring potential demand in different locations in Japan.

E gﬁ%ﬂ@?ﬁﬁz Number of Doutor Establishments

BT/ Unit: Shops

1980 1982 1984 1986 1988 1990 1992 1994 1996 1998 2000 2002
(2003%3A31RHE/As of March 31, 2003)
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BREDEILIbEFELEHS. [Fh—ILO—k—23v T (DCS) |1
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HELTVEWEIAE S TSN TWVWE T . Zitld2E2 000/55H
DEBZEREICAFE—ERRE
DEBELIBBEDN—T T~

2E2,000/55HHE (egwrsd. HYUY RS UREEREERL. )

Targeting 2,000 shops in Japan (Including all Doutor Group shops but exculuding shops located at gasoline stations)

Targeting 2,000 shops in Japan

Although the self-service coffee shop market has expanded, and Doutor
Coffee Shops have become widely recognized in the Tokyo Metropolitan
areas, there are many undeveloped areas nationally. Doutor's first goal is to
expand to 2,000 shops. Doutor
determines the number of

4775, Unit: Shops potential shops in an individual

JICEDKEEEIU7ZTDH
&8 JbBE Shinetsu/Hokuriku Area 49

[ER]RERZ R TE . BT 3ER D

FRHEETEZEREL CLERT, BI78 Kansai Area 290

PUE Chugoku Area 21

HH[E Shikoku Area 42

FUM. 48 Kyushu/Okinawa Area 88

area based on its own market
research and has projected the
number of new shops over the
next three years.

1688 Hokkaido Area 31

B4t Tohoku Area 89

BI5R Kanto Area 1,310

B95f8, TR Tokai/Chukyo Area 119

FRTCIEILHEAN D IR 7Z HEE

2ERRCERICIEROBEEIFDERDHCFILMANDEIEZE#
ELTWET, ER%P‘J’(?/‘I'\T)IJWEB:‘.:\ RITHDV S — . TRIEE EE.
EREEBEOY—EATUTEE S<DADEFDIMICHET DL
T BENLEFRICIDADELBITHIIEHE
BT HRS5NTT . TORADEDHE
HELT CIVITRATAIIDAHIIY AT VR
(SS) TR LzDCS* 7. 3 TICB3IEHEH
BFELUTWWET (20034F3H31HIRHE) -

=
# TV YE—LIVERATEDEBIRIEIC I DRERR. =

HYUD R RHRIES

Shop located at a gasoline station

it T RUE SRR [ T o)LV A —)b- AT T (EXC) | e
EU DI WIENICEEELEEBH TEELR, DCSttI:’\"C
DYSUH DI~ UNERS I R THD, RAEEBHHERD
56, —E T A —RERERBUEN G IHD
T COBDHEHCLDEFHEIFT100EZBA. EY

- RATA—YNDHIIUIET EDS. SHBDFHRLISE

3 Sl MDA R & T BFCEEHICRLET, I omm

E FCRBIE e THTE T AED—REBEOM] o™

FC-BA

EEREROIE. *5[:%)&7&'%&)7’;&?—7’—&0)
B CHT T IS SR RE It DEEZRDE T -

’.*ﬂﬁi

L /4

DCSH —F —RliE&D T

Distribution of DCS by owners

ﬁ_ FR T REEOBVC IR AERET LB,

Promoting shops in new locations

Beyond promoting conventional street shops we also open shops in new
locations. Doutor is able to quickly respond to the emerging demand while also
exploring the potential demand by opening shops in highly frequented locations
n such as train stations, hotels, hospitals, travel
agency counters, financial institutions, bookstores,
and expressway service areas. In our largest scale
promotion, we opened 63 Doutor Coffee Shops*
currently located at self-service gasoline stations
(as of March 31, 2003).

BRI

Shop located at a financial institute

Focusing on franchise shops

Doutor used its strategy to increase the percentage of directly operated
shops in order to promote the new business of Excelsior Caffes, which is
more upscale than Doutor Coffee Shops. Quickly expanding in prime

locations was necessary to improve name
recognition. As a result, the number of Excelsior
Caffes exceeded 100, and Doutor established a
successful business model. In the future, Doutor will
focus on franchise shops, which have been our
strength. By promoting franchises as our main
j_jF_C_';?% business, the company will establish a new shop
ranchise shops structure and locations through partnerships with
o each owner, including corporate partners, while more
efficiently managing business by controlling property
increases and general management costs.

BEEE 12.0%
Directly managed shops

50.0%

(200343A31HH7E/As of March 2003)

*Business resulting from the partnership with Exxon Mobile Ltd.
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Pursuing customer satisfaction and improving our ability to attract more customers.

BERDODEKRUNIVDEEDED BILTATAILTHOIENS
FIESNDHDAKINCITHEZIRIE TEDLIICEEDTNET,
<OBFBDENRE. BHDdEm TRV —EAZRKEI LT,
BVERIZHRL. SOICHA LT EDCOHDEHIIDICEHTNET,

With today’s customers expecting more from coffee shops, Doutor strives to satisfy all
five senses of our customers, even in a self-service environment. We intend to attract
more customers and provide improved shops by offering a relaxing atmosphere,
appealing products, and high-grade services.

EE"E ﬁiﬁﬁﬁtb@qﬁ;ﬂ Year-on-Year Sales of Directly Operated Stores
8479, Unit: %

1996 1997 1998 1999 2000 2001 2002 2003

raue £ZEHEE  Doutor Group shops 99.7 102.6 99.6 99.2 100.0 99.3 99.2 96.9
BXsing stores | HES  poutor Gofee Shop 987 1027 1000 1009 1003 99.2 97.3 97.4
2IEH®  Storewide comparison 1316 1195 1163 1149 1081 1167 1219 1176
SEBIE  Existing restaurants - = 98.8 95.9 96.4 96.5 96.7 94.4
FEIRART—RY—ERBERERN—ILT—E—DF—2EHEICLTVET, (2003%3A31RH7E/As of March 31, 2003)

Note: Data from the Japan Foodservice Association and Doutor Coffee.
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BEREIITEBRZEA TV EEFDDDE

MR 7ZED U, 2002FHDCSHEREICHL)
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LROEYIERZEEHELTVET,

AFYyIDHE -BHICES
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Comfortable shop space

Doutor designs and offers shops that provide clean, comfortable
environments by a33|gn|ng dn‘ferent floors for smoking and non-smoking
areas and by installing automatic
ventilation equipment and improved
lighting. In order to attract more visitors,
Doutor started its remodeling effort in the
il second half of fiscal year 2002 with older
shops requiring an updated appearance
and plans to continue to remodel Doutor
Coffee Shops that are more than five
years old in fiscal year 2004.

Developing high-quality, healthy and reasonably priced products
Doutor provides fresh, appealing products by constantly renewing the menu of
drinks and foods in each business category, such as Milano sandwiches
offered by Doutor Coffee Shops. When inconsistent quality was discovered in
some locations in fiscal year 2003, Doutor
provided enhanced cooking instructions.
Moreover, Doutor takes advantage of its
ability to develop highly recognized
products, which is not only quality-oriented
but also matches the style of the time, and
has developed many popular items,
including bagel sandwiches for health-
T H conscious customers, Orzo Latte made of
wheat extract, and Soy Royal Tea made of
soy milk in Doutor Coffee Shops in 2002.

Enhanced staff training and development

Doutor promotes employee development through a variety of education and
tra|n|ng programs. The company continually enhances its training system for
shop managers and supervisors to further
improve shop management and
operation. The company also sponsors
Customer Service Contests for part-time
employees to improve both motivation
and service performance.

13
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Enhancing Our Targeting 2,000 shops in Japan, Doutor is enhancing production and quality management.
Production System 9eting P P gp quality g

Mh—ILO—E—DEIF INTEHDOTH CHERSN. FEHICHESNTLET,
2002F(CF 2 ERAZRECRA2 TIHDOFHIZBELE U,

Nh—ILIFS TIEDEKRLSZRIZT o CEmBFI—E—T%.
THOMOFRE - BEEEODHE. 2HICHIF CRENICHIGLTNE T,

All coffee beans used by Doutor Coffee are roasted and supplied daily to each
shop from Doutor's own roasting plants.

In 2002, Doutor established a two-tier plant system located in eastern and
western regions to achieve national coverage.

Fresh, high-quality beans that produce Doutor's unique flavor are regularly
delivered across the entire country under stringent quality and safety.

O—b—S4ESH Coffee Bean Production

BN Unit: tons

1995 1996 1997 1998 1999 2000 2001 2002 2003
(3A31BIC#8 T L= & = E &£ & /Fiscal years ended March 31)
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FUIF)ILDENERE
Exclusive direct-heating equipment

Newly opened Kansai plant strengthens the company's infrastructure
Doutor opened the new Kansai Plant in Hyogo prefecture on October 1,
2002, and positioned it as its production point for western Japan to achieve
national coverage. Doutor established a two-tier plant system for the Kansai
Plant and the existing Kanto Plant (formerly the Funabashi Plant, renamed as
of October 1, 2002) to meet the increased demand for coffee beans resulting
from the rising number of shops and the expansion of sales channels to
convenience stores and mass retailers. Two production points also reinforce
risk management.

The newly opened Kansai Plant has a sufficient space for
eight of its exclusively developed direct-heating machines,
and it maintains a current production capacity of 7,500 tons
during regular business hours. It is well equipped to meet
the demand of the 2,000 shops Doutor plans to open. The
Kansai Plant opened with three direct-heating units in
October 2002, and it plans to increase the number of
machines as business expands.

Enhancing the quality and safety management system
In order to continue to provide high-quality coffee, we maintain and
continually enhance our quality and safety management system. To achieve
this goal, the Kanto Plant implements quality management in the production
process in voluntary compliance with ISO 9002. In fiscal year 2004, the
Kanto Plant plans to adopt ISO 9000:2000, which focuses on the
improvement of customer satisfaction. The Kansai Plant also plans to obtain
the formal certification.

Moreover, to comply with HACCP (Hazard Analysis and Critical Control
Point) standards, a food safety management system, the Kansai Plant is

¥ equipped with clean zones divided by production stage
(transportation, roasting, packaging), and with air-shower
devices for all entrance areas to the roasting and packaging
zones. Although HACCP does not specifically monitor
coffee roasting plants, since they do not handle food
materials that can cause food poisoning, Doutor voluntarily
complies with existing HACCP standards.

The Kanto Plant plans to comply with HACCP standards
upon its future relocation.

15
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Market Data
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B ZE P ARERN— )LD IESHIERS Number of Coffee Shops and Doutor Establishments

160,000

120,000

80,000

40,000

Decreasing owner-operated coffee shops, increasing self-service
and chain coffee shops

The scale of the Japanese coffee shop industry has continued to shrink since
the market peaked in 1982 at ¥1739.6 billion. Store numbers hit a high in 1981,
when 154,630 shops were in business. The decrease is most significant in
owner-operated locations due to the aging of owners and changes in modern
lifestyles, and these trends continue. Doutor Coffee Shop opened for business in
1980 and has continued to grow, offering reasonable prices and a casual
atmosphere. In recent years, new companies have entered the self-service
coffee shop market. Many business styles have been established, including
coffee shop chains, with advantages such as skills in menu development and
operational resources compared with owner-managed coffee shops. Currently,
there are approximately 3,000 self-service coffee shops among approximately
89,000 coffee shops in Japan, occupying only about 3% of the total market
share. Therefore, it is expected that the evolution of the coffee shop structure will
accelerate, and that the self-service coffee shop market has the potential.

B[, Unit: Shops

1966 1969 1972 1975 1978 1981 1986

1996 1998 2001 2002

RROBHA 57006 43812 73,651 92,187 120,776 154,630 151,054
lumber of Coffee Shops

101,987 94,251 90,000 88,933

W EZSZEIEEEEL Number of Coffee Shops
SESTSTHERS [ FEFTEHRE | [TRERER CEMRIAE] GEIR) 1ICL3,

— Rh—JLEREAEH (FU—TDARZEFRL) .~ Doutor (including franchises but excluding Olive Tree)

Note: From the1999 Establishment and Enterprise Census conducted by the Statistics Bureau of the Ministry of Public Management, Home Affairs, Posts and Telecommunications.

u¥§¥é1$t H\—) U@%JZ%;E%; Sales by Coffee Shops and Doutor Establishments

BB, Unit: ¥100 million

1981 1982 1983 1984 1985 1986 1987 1988 1989 1990

1992 1993 1994 1996 1996 1997 1998 1999 2000 2001 2002

RRIERR ¥15,567 ¥17,396 ¥17,269 ¥17,148 ¥16,963 ¥16,6156 ¥16,397 ¥16,351 ¥15205 ¥15244 ¥14918 ¥14,833 ¥14,602 ¥14,180 ¥13,677 ¥13,680 ¥14,004 ¥13,722 ¥13125 ¥12337 ¥11,789 ¥11,415

Market size

W B EEAETFE LS Sales by the Coffee Shop Sector

EMEEANREERSPERR 2 [N REEMETERE] L3,
Note: From Food Service Industry Statistics, published by the Food Service Industry Research Center.

— Ph—LEEAST (FCESTRIATT

FU—=TDARZBRL) ~ Doutor (including franchises but excluding Olive Tree)
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Doutor boasts an extraordinary number of shops in the self-service
coffee shop market

Doutor Coffee Shops occupy the largest segment of the self-service coffee
market and is most closely tied to the daily lives of Japanese consumers. Doutor
leads in the number of shops and continues to increase the number of franchise
shops in various locations. Moreover, the new business segment, Excelsior
Caffe, offers a more upscale concept and is expanding its national coverage.
The total number of Doutor Coffee Shops and Excelsior Caffes exceeded 1,000
in fiscal year 2003, representing more than one-third of the domestic self-service
coffee shop market.

ﬁﬁé,ﬁﬂﬂﬂg %ﬁﬁ@?ﬁ%% (—‘SB?’E?@) Number of Stores in Major Coffee Shop Chains (Partial forecasts)

RO RIRIEH B OHER (—EHEE)

Number of Stores in Major Coffee Shop Chains (Partial forecasts)

{715~ Unit: Shops

® DCS&EXC
Doutor Coffee Shop &
Excelsior Caffe

JOvk
PRONT

~NO—FT
CAFE VELOCE

ATIRIUT
CAFE de CRIE

AF—)\WHR
STARBUCKS COFFEE

HU—ZXJ—k—
400 TULLY'S COFFEE

TAIL—F HryTo
SEGAFREDO ZANETTI

SPMVARZS
SEATTLE'S BEST COFFEE

1999 2000 2001 2002 2003

EHERRRFEMENN L E—DF—2EHECLTVET,

Note: Data from the Teikoku Inshokuryo Shinbunsha and Doutor Coffee

BiL:[E Unit: Shops

Fr—r& Cafe Shop Chains 1999 2000 2001 2002 2003
DCS&EXC Doutor Coffee Shop & Excelsior Caffe 678 737 819 909 1 ,01 9
JOvhk PRONT 107 109 119 122 105
~NO—Fx CAFE VELOCE 80 85 97 119 132
HITTIROUT CAFE de CRIE 117 102 17 117 112
=)\ STARBUCKS COFFEE 52 117 227 345 454
H)—X—k— TULLY'S COFFEE 2 8 23 41 110
THIV—R TRoTa SEGAFREDO ZANETTI 1 5 iRl 15 23
TPNVARZ S SEATTLE'S BEST COFFEE — " 15 15 44

EHBERRRMMEN NI E—DF—2EHECLTVET,

Note: Data from the Teikoku Inshokuryo Shinbunsha and Doutor Coffee

H

BEOEINNEHEHRE T ZRER. #BE- - £EEZZEL

Stabilizing supply and production by considering increases in consumption and decreases in shipping

Total Coffee Consumption in Japan AT~/ Unit: Tons

1998 1999 2000 2001 2002 2008

(F8/Forecast)

L*a25—3—-kt— Regular Coffee 199,000 205,500 214,000 222,000 227,000 230,200
A—H—H7EEE (BFA) (voomiion)  ¥3,040 ¥2,935 ¥2,880 ¥2,765 ¥2,785 ¥2,810
AVAZVRI—E— Instant Coffee 39,000 39,000 39,600 40,000 42,000 42,000
A—H—H7EEE (BA) (v1oomiion)  ¥2,000 ¥2,020 ¥2,110 ¥2,110 ¥2,175 ¥2,175

a5t Total 238,000 244,500 253,600 262,000 269,000 272,200
A—A—H7EER (BF) (vioomiior)  ¥5,040 ¥4,955 ¥4,980 ¥4,875 ¥4,960 ¥4,985

LFa25—0—b—0miEhHER

Regular Coffee Sales in Japan by Market Category 8> Unit: Tons

1998 1999 2000 2001 2002 2008

(F18/Forecast)

ESETE Food service 68,000 68,500 69,000 69,500 69,500 69,500
A—H—HEER () (100 million) ¥1,610 ¥1,450 ¥1,400 ¥1,320 ¥1,306 ¥1,300
REAM Consumer 54,500 57,000 60,000 62,500 65,500 66,700
A—H—HEER () (100 million) ¥1,050 ¥1,035 ¥1,045 ¥1,085 ¥1,070 ¥1,090
TH Food processors 76,600 80,000 85,000 90,000 92,000 94,000

A—H—HEER (F8F) (100 million) ¥ 480 ¥ 450 ¥ 435 ¥ 410 ¥ 410 ¥ 420

199,000 205,500 214,000 222,000 227,000 230,200
¥3,040 ¥2,935 ¥2,880 ¥2,765 ¥2,785 ¥2,810

ast Total

A—H— 78R (BF)  (¢100 million)

EITNG2DDT -4, (tk) BRI EEM TERRGME AR ICL)ET, 46, FERFR. BHIRFBEHOT—2EbEICLTVET,

Note: Data in these two tables are from the Food and Beverage Statistics Monthly, published by Nikkan Keizai Tsushin Co., Ltd. All forecasts are also based on data from Nikkan Keizai Tsushin.
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History of Doutor

HEHREMEZR DD MR ZHRERITET

Rh—JUlE DRICHZEFRDIEIF PHARDZE b2 R DHIENS TR
EERRZERIICERUIc. BENEREEZRIDI 2L ChizeRE
KIHEKRITDEEDBIC. ZDED TEDEFNW TS VR NZEEOTET
WET SBOFMCIFREEIZEBU T Z<DRT—INIILE—D
R CERBICIRA CVEET,

Opening the door to a new age for customers and the market

Doutor has made pioneering efforts in expanding its business while closely
monitoring customer tastes and changes in society. By cultivating the
potential demand, Doutor has been able to expand the market and has
established strong brand recognition. Through innovative ideas and taking
on new challenges, Doutor will meet the expectations and maintain the trust
of its stakeholders.
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Opened as a wholesaler of roasted coffee beans
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Established Magna Co., Ltd., as a tableware and kitchen appliances subsidiary
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Established the Funabashi Plant (now Kanto Plant) in Chiba
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Established the West Japan Franchising Headquarters to expand its sales channels
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Opened the Doutor Plantation on the island of Hawaii
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Doutor Coffee Co., Ltd. goes public on the OTC market (Japan Securities Dealers Association)
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Established the North Japan Branch Office to expand its sales channels
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Started a wholesale business for retailers
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Listed in the First Section of the Tokyo Stock Exchange
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Established the Kansai Plant in Hyogo
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To address the changes associated with adapting to the Western lifestyle
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Opened Cafe Colorado, a specialty coffee shop
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! Pioneering in the large-scale mass-consumption lifestyle
I
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' Opened Doutor Coffee, a self-service
] coffee shop
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! Taking advantage of the rising trend toward dining out
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Opened Olive Tree, a casual Italian
restaurant
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Opened Mauka Meadows
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\ Pioneering in the cafe boom
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Opened Le Cafe Doutor, a leader in
i the espresso boom
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Opened Excelsior Caffe, Italian espresso
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Opened Salon de the Madeleine, a tearoom

I targeting women
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Corporate Data

20035 3A31AHE%E
As of March 31, 2003

[iz] 5 MAsRh—LO—E— Company Name: Doutor Coffee Co., Ltd.
% i F B 1962448 Established: April 1962
B X M 14t RREEEXEm—TBI0E1S Office and Factires:
oTis REEE T 12 (FE=EMIEME) 1. Headquarters: 1-10-1 Jinnan, Shibuya-ku, Tokyo
REPE 12 (BRI e BREE < T) 2. Factories: Kanto Plant (Funabashi, Chiba)
SN K i Plant (Kato-gun, H
SHEE EEGES ERHEX) . O bieer)
3. Branches: Sales Division (Minato-ku, Tokyo,
DCSTEASES (KBRirhRK) e e ‘ e, ’(Ch o O
e estern Japan Business Affairs (Chuo-ku, Osaka)
DCSItHAZZEDS (ILETHEEX) , , .
R EOD B Northern Japan Business Affairs (Aoba-ku, Sendai)
. (== " 228 Directly Operated Coffee Shops
b — D kEET N[ —Bg=S
TBUHRNE 1. A—E—OERMLEOIFRTE Principal Products and Services:
2. RO BRFeRUEHA 1. Roasting and marketing of coffee
3. RERED#REE 2. Procurement, marketing and international trading in food products
4, 75\/3:‘\7419:1_\/:/17__L\(C$Z)§’Kﬁ};§® 3. Restaurant management
SENUMBEDES 4. Marketing of and consulting to restaurant franchises
it %2 B ¥ 844% Number of Employees: 844
F&=1t Subsidiaries
Eaez) BXE HtoHBEHE FELEENST
Subsidiaries Capital Equity Ownership Principal Products and Services
BB ITFrAU5—F+varib 1008 /AH 100% BENUEEHKER DRSS
Magna International Co., Ltd. ¥100 million Marketing of tableware and kitchen equipment
(EfEF =%t Consolidated Subsidiary)
MR IRV—XaY T YaFU— 1008/5HM 100% T—FEDRE. BT
Madeleine Confectionery Co., Ltd. ¥100 million Production and marketing of confectioneries
(& T4t Consolidated Subsidiary)
HRRRM—=IVO—E—/\D1 1.6048/HH 100% J—t—REOEE EE
Doutor Coffee Co. Hawaii, Inc. ¥1,604 million Management and administration of coffee plantations
(BEEREF1tNonconsolidated Subsidiary)
HRetyrvrha—e— 108/45H 100% J—kE—Z0D8R5E
Jamaica Coffee Co., Ltd. ¥10 million Marketing of coffee beans

(FBEfSET=%tNonconsolidated Subsidiary)
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Board of Directors and Corporate Auditors (As of June 27, 2003)

Chief Executive Officer and President: Hiromichi Toriba
Executive Director: Yutaka Toriba

Executive Director: Masanori Hoshino

Director: Takeshi Ohtsubo

Director: Toshihiko Kurokawa

Director: Susao Adachi

Director: Hideshi Shimomura

Full-Time Corporate Auditor: Hideaki Nishizu
Corporate Auditor: Koichi Yamamoto

Corporate Auditor: Toru Maeno

Corporate Auditor: Hiroshi Zaizen
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Investor Information

2003f3A31HIRE
As of March 31, 2003

WREBRER Composition of Shareholders and Shareholdings

MREFRIDFEALL Shareholders by Equity Ownership Ratio

MRICEBI DR LE, Shareholders by Number of Shares Held

2001 2002 2003 2001 2002 2003
SRR Financial Institutions 2.66% 1.89% 1.08% SRR Financial Institutions 38.79% 51.49% 51.27%
TOMENE Other Corporations 1.87% 2.39% 1.55% TDOMENFE Other Corporations 2.49% 3.05% 3.17%
BA-Z0ft Individuals and Others 92.91% 93.20% 96.13% A 20t Individuals and Others 45.62% 34.23% 37.75%
HEA Foreigners 2.56% 2.52% 1.24% SNEA Foreigners 13.10% 11.23% 7.81%
100.00% 100.00% 100.00% 100.00% 100.00% 100.00%
MEH () Number of Shareholders 2,738 3,223 5,635 B (3 Number of Shareholders 10,757,527 10,758,251 21,516,864
FOMENE RIEES
Other Corporations Financial Institutions
1.55% 1.08%
SHEA
Foreigners
1.24%
ERIHEES fELA - Z DAt
Financial Institutions Individuals and Others
BA-ZDfth 51.27% | 37.75%
Individuals and Others
96.13%
ZTOMENF ‘ SHEA
Other Corporations Foreigners
- 317% 7.81%
SREH . Fiscal Year End (- HRSHETS Tokyo Stock Price Range
3A31H 5 Date &iE 1B HRE
March 31 High Low Share Volume
20024 48 April 2002 ¥6,550 ¥5,770 528,900%
TERFHREFLS Annual Meeting 20024 58 May2002 7,000 6,400 557,700
— _
BFEHICRME 20024 68 June 2002 7010 5970 375,800
The annual meeting of shareholders is normally held in June.
20024 78 Juy 2002 6,400 5,500 469,300
20024 8H August 2002 6,250 4,880 949,700
=5 Anf]
;ﬁﬁgzgg :Eg/ ;;_1%;—‘“2; 20024 9B September 2002 5,350 4,760 489,100
RE F o
2002410 2,54 2,1 2,7
The First Section of the Tokyo Stock Exchange HRUCL EEeterER /540 100 662,700
2002E1 18 November 2002 2,335 2,030 756,000
= 2002E1 2H December 2002 2,200 1 ,905 640,800
8?2=?§1‘Q}E/A_/Tliaisfer Agent for Common Stock 2003% 18 January 2008 2,055 1,780 824,500
HFIFEERI TR
. N = 2003%F 28 February 2003 1 ,828 1 ,530 1 ,091 ,200
RREBPRX/N\EMN—TE2E1S
2003% 3A March 2003 1,698 1,395 1,141,600

Mizuho Trust & Banking Co., Ltd.

1-2-1 Yaesu, Chuo-ku, Tokyo 12002511 A1 H2OME SEIERIGL ELEL A, 45, B TOME| 5 108 L) HBAEDEEF RMSH

TVET,
Note: In November 2002, the company iemplemented a two-for-one stock split.
Market transactions from Octorber onward are based on the stock price after the split.
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“To provide delicious coffee that soothes the soul and rekindles the spirit..."
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Attt T150-8412 HEMEAXEHE—TH10Z]1S
Tel.03-5459-9008 (ft%K)

Doutor Coffee Co., Ltd.

1-10-1 Jinnan, Shibuya-ku, Tokyo 150-8412, Japan
Tel: +81-3-5459-9008

http://www.doutor.co.jp



