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REINFORCING SHOP OPERATIONS

OPENING MORE SHOPS

Doutor engages in three general categories of business: retail
business, wholesale operations, and other business. Through
our retail business, we accumulate expertise for coffee shop
operations, acquire good locations for shops, and train staff.
Our wholesale business supports the sale of products to
franchise shops, general restaurants and convenience store
chains, and markets kitchen equipment through our
subsidiary. Other business involves royalty income and shop
planning fees from franchisees. Our integrated business
model, over whelming other unmatched by competitors,
encompasses all operations, upstream and downstream, from
the attentive selection, import, and roasting of coffee beans at
our roasting plants, to retailing through directly managed
shops and franchises, wholesaling to convenience and retail
stores, and supplying kitchen equipment through a subsidiary.
This system enables us to precisely respond to changing
market needs and 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

SABTHICKETULEREFE

Fiscal years ended March 31

A B3 Unit: ¥ million

2000 2001 2002 2003 2004

i Consolidated
Pl Net Sales ¥39,713 ¥44,463 ¥52,319 ¥59,345 ¥61,713
S3EF Operating Income 3,593 4,189 4,253 4,530 4,910
R Ordinary Income 3,451 4,216 4,301 4,542 4,904
E Ll Net Income 1,818 2,160 2,290 2,388 723
SBEEHICLDF Y- TO— Cash Flows from Operating Activities 3,117 3,997 3,368 5,005 6,378
BEEECLDFrya-T0O— Cash Flows from Investing Activities (2,441) (5,074) (8,417) (6,132) (4,517)
MEEEICLDFryya-TJ0O— Cash Flows from Financing Activities 3,637 (400) 799 8,662 (1,578)
RENUREREEYDIFRES Cash and Cash Equivalents, End of Year 7,249 6,500 2,248 9,782 9,982

1 ¥R oD ZHARER I (F) EPS (¥) ¥177.41 ¥201.70 ¥212.95 ¥109.11 ¥31.38
HEE Total Assets, End of year 32,225 35,591 39,774 51,096 50,580
HEEKR Total Shareholders’ Equity, End of year 22,847 25,525 27,413 29,401 29,697
HREEAS O (%) ROE (%) 9.27 8.93 8.65 8.41 2.45
BN AR R (%) ROA (%) 6.28 6.37 6.08 5.26 1.42
Bk Non-Consolidated
7tE Net Sales ¥37,933 ¥42,492 ¥50,033 ¥55,886 ¥59,047
S Operating Income 3,584 4,146 4,253 4,426 4,882
BRI Ordinary Income 3,453 4,196 4,311 4,445 4,880
E Ll Net Income 1,830 2,161 2,315 2,324 780

1 ¥R O ZHARER I (F9) EPS (¥) ¥178.59 ¥201.87 ¥215.22 ¥106.61 ¥34.29
HEE Total Assets, End of year 30,817 34,354 38,836 49,986 49,460
HEEAR Total Shareholders’ Equity, End of year 22,353 25,075 26,991 28,920 29,283

ENFEESICIE R BB IOEBRBACIETNTEE A,
2 AREEAFIEER (%) =L HHHEFIE -+ 11 - MR IR E E A X100
HAEA L HIRIFZEER (%) =L BRHEFI 25+ HA e - AR T4 E A X100

7o L@ GERS8R)

Net Sales (Consolidated/Non-Consolidated)

S GBS 8R)

Operating Income (Consolidated/Non-Consolidated)

Notes: 1. Consolidated and nonconsolidated net sales are exclusive of consumption tax.
2. ROE (%) = Net income/Average shareholders’ equity X 100
ROA (%) = Net income/Average total assets x 100

SHAREA S (&S 82R) -ROE

Net Income (Consolidated/Non-Consolidated) and ROE

B EHM Unit: ¥ million

B4 E5 Unit: ¥ million

B4 EF5M Unit: ¥ milion
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JEE  Consolidated B3t Non-Consolidated

JE#E, Consolidated

B340 Non-Consolidated

J8#E, Consolidated

B8 Non-Consolidated
ROE (& Consolidated)

BABSEBEITIRIC DT HEL T FIBMERUBNEHEEE L . Webt A MEFRDICT A RV O—XET> THVET , TBRBEEN,

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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Providing premium quality products through a wide variety of channels
supported by an integrated system encompassing all operations.
Driving growth based upon the Doutor Group’s established strengths.

To maintain the premium quality that our customers have come to expect,

Doutor performs all business operations in-house, from procuring coffee beans to roasting.
In addition, Doutor Group has built a strong profit foundation

by providing a wide range of products and services in many different channels,
from various store settings to wholesaling.

WA -EE

Import/Cultivation

L EROREZBRT DI
HIC. J—b—ZOFEECHMDD
ABRZEISTVET, HBiMED
BECKDERSNCG ZHTRK
15NEXDBATDIFN./\DA
EBRAREZEIERER YD
HARDZ (Mauka Meadows) |
Tl &ERED[\D1-0F =&
EELTCVET,

Doutor purchases coffee beans with
scrupulous care in order to ensure the
highest product quality. Doutor grows
premium quality Hawaiian Kona
coffee beans on our own coffee
plantation, Mauka Meadows, the
largest plantation on the Island of
Hawaii, and also imports, from
approximately 15 countries overseas,
carefully selected coffee beans that
meet Doutor’s premium-quality
standards.

I B

an

Roasting

RO/ I\ D7 ED LT
BRI B E BRI Z S
DE#ENTES (RIS
CEETIH) (CT —EL
TITOTLIET,

All roasting operations are
performed with proven
expertise at Doutor’s roasting
plants (Kanto and Kansai
plants), which are equipped

with state-of-the-art roasting
facilities.

[SLElEE:

Product Development

KBENDEEA 21—
ZRRMIDEEDICHL
WIREH R X D HIFRFRRIC
DA DN FEmbEFEIC
WO#HATVERT,

Doutor develops new
products and provides
popular established menu
items to meet customers’

expectations for both new
and enduring tastes.

fr—=

255 -8Rt
Cake Bakery and
REES

HARMIRV—RAVTIYaFU—
FUIFIVT —FDRIE BRFERHT
Madeleine Confectionary Co., Ltd.

Manufacturer and retailer of original cakes

e

BR5E

Sales of
Kitchen Appliances

HREHYIFAV5—Fvarib
REFEAIT DR FEkEEHM ORFTERT
Magna International Co., Ltd.

A company that sells tableware and
kitchen appliances for the food service industry

NRESR-

—RR/\FEREICT
In the food service
industry and at retailers

BEE-
FCIEICT

At directly operated shops
and franchise stores




ZRHY—VTRAN=IVT SV RERELUS DEmERR
B#OFCERIFTIEEL . 2 EONBEXG(FICI—E—SZF0HETD Providing products that deliver Doutor’s unique brand quality in a variety of business settings

S NS _ Doutor supplies ingredients and equipment, including coffee beans and kitchen
E5 oo 41 = ji X ~ ) ) . . )
B PREHESEOABMERHL TNE T, BEREPVANS Y, T7 b appliances, to its franchise shops and to other retail food establishments. The Group

T—RERTILEVSIEHL<DOBBRERELTELCS has maintained a stable business relationship with many
BZ |6 TVET ., /- CVSICEIF AUV LSS ! clients, from coffee shops, restaurants, and fast food
o o (SN “ [ =aA

LF- L restaurants to hotels. Moreover, Doutor offers its original
products, to convenience stores and promotes a royalty
H business by licensing the Doutor brand to food
. manufacturers. Through all these activities, Doutor meets the
demand for coffee beverages and coffee-flavored foods.

DREP . BRA—N—BENRM=ILTSVRZEEST
BEICKBDOAMTPUTAEI R A BHEE. J—E—BRRIS
KOD—E—TU—N—BEND=—XIIGATVET,

SRS EERHATIELVEDOBERICY —ERZR S
BEEDIOFCERRMICEKD. 2ETEHET1,294/5E4 (P004FE38KIEE) = Providing services to a wide range of customers in a variety of shop settings

. o o _ — Doutor maintains a total of 1,294 directly operated shops and franchise stores in
= Py o o
RFIL CLE T TORADKEIS SRICHKERFA LD, B P51 TR Japan (as of March 2004). Because of its wide variety of business operations, Doutor
JLDEEDRAVBOBERD - —XITHATVDIETT, d—E—DTFES s uniquely able to meet the needs of a diverse customer base representing various

S B EFIEET BEE I — Y3y P ARNS VS TR tastes and hfestyles. Doutor’s coffee shops, which offer a wide selechoh of cgffee
beverages, and its restaurants, are favored by many customers for their quality menus

RELEAZ1—ET—ERICEDEVTFRZVCEWCWE T, M5 -—RA%Z8  and services. Doutor practices strategic shop expansion based on accurate
BRI R e IR S B S B ED SRR (CEA SRR EL T, perception of market needs and highly efficient management, starting from its

W . N L o acquisition of ingredients and appliances. As a result, Doutor maintains extraordinarily
SHFHEEROER G2 S BT O REREZHERULCLE T, stable business operations that achieve both customer satisfaction and profitability.

. 1980 S EEYRER BV BRIV TY—ERI—E—vay
p 5 !/ \ Y3y IV TN EDFEL TD)AFZT s BWEEZEHIN—F2ERDMY TFT—
R ~h—/ U O0—b—33v T == 300/ VEUTRBDESHSNEEEEDET .
\\M}/ Pioneer of the self-service coffee shop First shop opened: 1980 Doutor Coffee Shops, which pioneered the self-service market
Concept: Casual coffee shop and have become the largest coffee shop chain in Japan,
Doutor Coffee ShOp Average sales per customer: ¥300 continue to attract customers and remain highly profitable.
. 19996 FEHISATUT Y TR IV ERUATOIT ) \A
< Y3y IAVE TN AGITIESY IU—RET ATV AT T BRWD DFRS N " £
TOCIVIA—IV- DT zem 41073 B ODE EIRHT DHEETT.
Upscale Italian espresso cafe First shop opened: 1999 Excelsior Caffe is an upscale espresso cafe where visitors can
Excelsior Caffé Concept: Italian modern enjoy authentic ltalian-style espresso. Its refined urban atmosphere
Average sales per customer: ¥410 has been designed so that adult coffee lovers may relax in comfort.
. . YA S RIS — 1 NS BN T T
S > — ERICHEO TSN\ DA EDOERER CINESNDRS
{ w » Y3y TAVETh - \DAT 1 —h
g NTT-ROAAXNDX 24 80073 BOOF -t —ERELTLET.
~ /'/Mauka Meadows Premium Hawaiian Kona coffee shop First shop opened: 1996 Mauka Meadows coffee shops are designed for such locations
S Mauka Meadows Concept: Hawaiian resort as shopping centers. They offer premium Kona coffee from
Average sales per customer: ¥800 beans harvested at our own coffee plantations in Hawaii.
Ents 19724 LU ARYCTF T—VEBRILCHigZER D I —E —5F9
(&,‘w — Yav IOV TN BRI TR EEBLHITELDDE  H. BRUCT—RAZ1—PRETOI-E—F 8580
#7 D7T-a05kK Zef 5201 S T~ — D7 [CRLENTLET.,
coﬁ;ei! ADO Local coffee shop First shop opened: 1972 Cafe Colorado, Doutor’s first franchise chain, is a local coffee
Café Colorado Concept: Bright and healthy, ideal for both the young and the elderly ~ shop popular among coffee lovers for its inviting menu and its
Average sales per customer: ¥520 lineup of coffee beans and coffee-related equipment.
SEE 19854 [IBRCAZVT VT AANEREUD D RINT T AI\D R, I
- Y3w T AV T BESHER T o)\ BRFEOEE P IV U ADEMNEREY AT LEERAL.
AU—T DR BB 1.000F3 SHICIHU =i EREEE 2 RIIL CLIET
. ; Olive Tree is a spaghetti house that offers an Italian menu in
Reflned spaghetti house First shop opened: 1985 a casual atmosphere. Featuring specially developed wheat
Olive Tree Concept: Warm and friendly spaghetti house spaghetti and a kitchen system that eliminates the need for
Average sales per customer: ¥1,000 professional cooks, it offers special seasonal menus.

s 19084 REATBICRRSNDB—SICREEADE I
. Y3y IV TR TUVFAIATIL TH—EZATI. Rh—ILDTmER IV THEREEL THL
L(E:AFE' Jb- 73T -Bh—=)U B 5403 BHIFTLET.
DouTtor Self-service premium French casual Le Cafe Doutor is a premium self-service cafe that targets
Le Café Doutor First shop opened: 1998 prime locations such as the exclusive Ginza 4-chome block
Concept: French casual in Tokyo. It is positioned as the premium self-service

Average sales per customer: ¥540 establishment among Doutor shops.
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Chief Executive Officer
and President

Hiromichi Toriba
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Doutor is adjusting its foundational operations targeting improved profitability.

[ 2004F3AHDERBICOVTHEI ELEE L,

LHADMBEFR (RS LDE T SRR R BIFEORIEN 5T EEDRAMEDHE/  MERN R TESR

UTfehh &5 IKERSSORNBERRDOBEICHA IREFERIEANIR, 47 - IS E DR AL Mg L F
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& DIBINIERZRICT CENTERUIC, UDUIFDS, THEHlE R EDRFRIERZST LT &ITHRD,

LHRRR (G 7 238 5 (FIEALL69.79%/) SRiFEEZ FabEUic,
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BB DE PN JEICB) T C—EDHRZFDCEN TECEBRATVET,

Would you please summarize Doutor’s fiscal 2004 business results?

Food service industry prices appeared to have bottomed out during the period under review, and the decline in sales
from the previous fiscal year at our existing shops was beginning to narrow. However, the management environment
remained difficult due to unfavorable weather conditions, such as a cool summer, concern for product safety, and
price increases for beef and chicken, as well as a lingering domestic economic downturn and increasing competition.
Despite these challenges, Doutor recorded the sixth consecutive year in which both revenues and profits advanced,
with consolidated net sales of ¥61,713 million, a 4.0% increase compared with the previous fiscal year, and ordinary
income of ¥4,904 million, an 8.0% increase. However, netincome decreased 69.7% in fiscal 2004 to ¥723 million
due to extraordinary losses, such as losses due to revaluation of land.

During the current period, we focused on improving profitability as an overall direction for our actions and policies,
and we adjusted our foundational operations in such areas as finance, business activities, and organization. In
particular, Doutor consolidated and made adjustments to its financial base during the current period, taking such
necessary actions as closing and remodeling shops and reexamining our expansion strategy, which are important
aspects of Doutor’s unique business. | believe we have improved our financial system as well as our ability to increase
revenues despite the one-time losses.

Could you provide additional details on the financial adjustment and consolidation?
First, the loss on disposal of fixed assets reached ¥457 million due to remodeling of directly operated shops

SEAEEBPIRITE ESH#ER Consoldated Net Sales EAEERPIRITE_ ESIBLLER Shareof
by Segment Consolidated Net Sales
AL EIF Unit: ¥ million
51000 R ZOMOTE
””” Retail business Other business
50,000 = 2.2% \TEEREEERPT
77777 %E]m%%é%?ﬁ Retall bu;‘ness
olesale operations
40000, -~ ______ = ____| o 39.3%
Z DD = #55_ L=/ Total
30,000 Other business HIFER B f me '?1 3
””” Wholesale operations (:%E/E\i’mmations)
20000 ] 58.5% T AaTe
100000 ] (&73F/¥ milion)
0
2002 2003 2004
FIFE LS AEEEROBIETY .
Note: The figures for net sales are after intercompany eliminations.
(3A31AIC#E T L= B&ET FE/Fiscal years ended March 31) (2004 3R HA/For the year ended March 31, 2004)
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as a result of our active renovation effort. Renovation was implemented in response to the changing times and
to address the need to upgrade aging shops. This effort helped us generate sales of 98.9% of the previous
fiscal year’s sales at existing stores despite the cool summer.

We closed 17 directly operated shops that were underperforming based on business results and the growth
potential of each shop, and consequently reported losses of ¥564 million. We closed 3 Salons de the
Madeleine, self-service tearooms developed four years ago, and also closed directly operated shops that were
seen as unprofitable even from a medium-term perspective.

Furthermore, with regard to guarantees deposited with the owners of our directly operated shops, we wrote off
¥340 million of guarantees that we deemed irrecoverable due to the owners’ financial circumstances. To
address this situation and reduce financial risk, we are striving to strengthen reviews and price negotiations
concerning property for which we pay a considerable amount of guarantee money.

Moreover, during the current period, we reported ¥1,920 million in losses due to revaluation of land based on
market value, which resulted in selling land we had owned for a plant site in Narashino, Chiba, to a subsidiary.
| believe this was a good decision since the property can be effectively used within the Doutor Group in the
future, and we were able to evaluate the property at market prices for improved asset efficiency. Except for the
disposal losses of directly operated shops due to remodeling, | consider these extraordinary losses as
temporary. In addition, although many stores were renovated at the same time during the current period, we
plan to continue routine remodeling by carefully considering the situation of each store.

@%ﬁ%ﬁﬁﬁglj%i_%?E%; Consolidated Net Sales by Segment

BALEAM Unit: ¥ milion

2000 2001 2002 2003 2004
UISHE = S Retail business ¥13,789 ¥16,119 ¥19,636 ¥23,076 ¥24,766
il E S| Wholesale operations 23,949 26,097 31,818 35,189 35,932
EOLEIOE=ES Other business 1,973 2,245 692 1,079 1,016
Bt LS Total ¥39,713 ¥44,463 ¥52,319 ¥59,345 ¥61,713

‘Eﬂjﬁﬁf_‘%ﬁﬂz%tél& HFEEEBPUCETNTHIET,
2 LB NEHEROBIETT,
Notes: 1. All sales by consolidated subsidiaries are included in the wholesale operations segment.
2. The figures for net sales are after intercompany eliminations. _
(3A31BIC#8 T L= BR&T F&/Fiscal years ended March 31)
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What about the specific strategies and results in business activities?
The current period was characterized by the large-scale renovation of 29
directly operated shops and 115 franchise stores in response to the decrease
in sales at existing stores in the previous fiscal year. With this renovation effort,
we have established a foundation for achieving our revenue goals, and it
certainly helped encourage customer visits. We plan to continue an

aggressive renovation effort to further improve the attractiveness of our stores.
As for expansion of the store network, a core of business improvement, we opened a total of 114 new stores (23
directly operated shops, 91 franchise stores), including Doutor Coffee Shops (DCS) and Excelsior Caffes (EXC),
which represent our main shop operations. Although the opening of DCS located in gasoline stations was initially
delayed, we resolved the problems by reviewing and decreasing store construction cost and our approach to
individuals who were interested in opening stores, thereby supporting continued store openings. As our overall
strategy for opening new stores, we utilize our strength in franchise know-how and increase the rate of franchise
store openings to improve management efficiency. In each fiscal year, we plan to open approximately 25 new
directly operated shops, and we will prioritize the opening of many more franchises, in a wide variety of locations.

What is the situation of the wholesale business for retail and convenience stores?
The continuing decline in the number of conventional coffee shops and the intense competition in the regular
coffee wholesale market have created a difficult situation in the entire wholesale market environment. Given

TERHPIRIS R BT Conoldtod Opoating AR B RIEBRL LR Shareof Consoicated

Income Ratio by Segment Operating Income
B11:%Unit:%
NTESREEERFY ZDAhDEE
18.0 Retail business Other business
' ) 31% I\FEERZEERP
HFEEZEERPT
Wm))ILelsale o;eranons Retail business
B . o5aw
L=
R EIFSEREEARPY BRI Total
S0 Wholesale operations (:ﬁf/E\z\mmat\ons)
7% [ e
= (E73F3/¥ milion)
0
2002 2003 2004

EIE R NESHERIOBETT,
Note: The figures for operating income are before intercompany eliminations.

(3A31BIC#8 T L= BR&T & f/Fiscal years ended March 31) (200443FH#A/For the year ended March 31, 2004)
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Organizational reformation to accelerate decision-making and rationalization

Sales and Store Operation Management Headquarters

This headquarters oversees the FC business to improve its attractiveness in four
aspects—coffee shops, people, products, and merchandise stores—and to raise
customer satisfaction. It is also responsible for developing original products for
convenience stores and managing highly profitable wholesale businesses,
including sales of raw material to manufacturers.

EEROMIE BIFEERRE D SMETE CZh—5)bIC
BELFI . JRNE THIDFBENEERZEHEUED. 5
e DEPESRAEZTL. RO ERRE ZRlIEL
TVEEY,

Store Designing Management Headquarters

This headquarters oversees every aspect of the construction and updating of both
new and existing stores, from the design to actual building of facilities for all our
various business operations. It strives to systematically reduce the cost and time
required for construction, develops new construction methods and products, and
creates the next generation of store designs.

J—E—4£Z0EMINS. BER- HRmTBICHITDIE
MECTZh—5)VICEELF T, IS0900 1 DiEEZEL
THIELU @ EERERZHERUEN S, THOEENRR
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Products and Factory Management Headquarters

This headquarters manages all production-related operations, from the purchase
of coffee beans to roasting at the Kanto and Kansai plants. By implementing a
thorough, ISO 9001-certified quality management system, Doutor strives to
continually improve plant productivity.

HOHS N BB ARIER, IFIR AT LBRRE . 2AECRID D
BRI ERARIEBERL REOWREZRSECHBIC. T

Corporate Management Headquarters
This headquarters is responsible for the strategic company-wide management
system, including the General Affairs, Accounting, and Information System

departments to ensure efficiency and fulfill corporate compliance responsibilities.

VISAT VARl EEAZRICLTVER T,

Store Development Management Headquarters

This headquarters promotes the acquisition of desired locations nationwide and
develops franchisees to expand our network of stores and secure high profitability
under the concept of innovative shop development, which aims to discover and
target emerging customer demand.

I ISBRR D= — X< [MIRIEREHRFE] 27—
N EEDOFIIERRU TS Y F AT —DRIRZEH
EL R EDOBVERBOIAZDHELE T .

these conditions, we are taking steps focusing on the convenience store market, and, utilizing the brand
recognition and product strength established in our franchise business, we are aiming to successfully advance
our wholesale venture. However, the rate of return dropped sharply due to the increase in distribution and
sales costs caused by developing and marketing a large number of items. Therefore, we reviewed those costs
in order to improve profitability. Moreover, we established collaboration with Japan Tobacco Inc. (JT) during
the current period, and launched a royalty business that generates brand fees by licensing the Doutor brand
to other makers. Although sales decreased compared with in-house production and sales operations, we plan
to expand the wholesale business as a profit center from the perspective of our emphasis on overall profits.
Since material sales for coffee beverages is expanding due to the attention drawn to our roasting
technology, we were able to establish a system that secures profitability for the wholesale business other
than sales to franchise stores.

How did you adjust Doutor’s organizational foundations?

For improved decision-making and operational efficiencies, we implemented organizational reformation. We
established the Sales and Store Operation Management Headquarters to integrated the departments engaged in
operation of franchises by adding departments such as product development, distribution and sales promotion to
the Franchise Business Department, including DCS. Now, all companies within the Doutor Group are assigned to
one of the five Managing Headquarters. We will incorporate an executive director system in June 2004. We intend
to put into place an efficient, practical organizational management system to ensure sustained corporate growth.

%EEBUE%@SZTE%? Number of Doutor Establishments by Format

B [F ~Unit: Shops
2000 2001 2002 2003 2004
Rh—)LO—t—2397 (35FC) Doutor Coffee Shop (Franchise) 722 (632) 786 (688) 847 (740) 922 (811) 994 (889)
TV —Ib- AT (SBFC) Excelsior Cafe (Franchise) 10 (1) 30 (4) 59 (6) 97 (15)  115(22)
ATT-RIAARTZ(SBFC)  MaukaMeadows (Franchise) 11 (3) 3(3) 11 (0) 12 (0) 12 (0)
H71-305R(35FC0) Cafe Colorado (Franchise) 179 (176) 177 (174) 165 (163) 155 (153) 148 (146)
FU—T DA (SEFC) Olive Tree (Franchise) 36 (22) 34 (1 9) 27 (15) 24 (12) 15 (9)
ZOft (55FC) Others (Franchise) 10 (4) 1(4) 15 (4) 12 (3) 10 (3)
&3t (35F0) Total (Franchise) 968 (838) 1,050 (892) 1,124 (928) 1,222 (994) 1,294 (1,069)

(3A31H3R7E/As of March 31)
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Doutor operates appealing shops to attract customers.

BFEICBIIDINRE L ZDHEL. REVCEEZRIRTED KD
BRSSO <O ERNIHEE (CRDBEATNEY,
KORBESZERZRIZY D DIETHTEP.
BERITHEWCEIF DX 1 —DREREICHEENTVET,

Doutor strives to create an attractive shop atmosphere and to efficiently operate shops,
as we look to improve profitability at existing shops and maintain a stable customer base.
Doutor is remodeling shops to offer an even more comfortable atmosphere,

and we are creating new menu items to increase customer satisfaction.

EEE %J:Eﬁﬁﬁﬁ@qk;ﬁ Year-on-Year Sales of Directly Operated Stores

B1:%, Unit: %
1997 1998 1999 2000 2001 2002 2003 2004

R

B 2ZERE  Doutor Group Shops 102.6 99.6 99.2 100.0 99.3 99.2 96.9 98.9
BXsting stores | 053 poutor Goftes Shops 1027  100.0 1009  100.3 99.2 97.3 97.4 98.3
2IELBL  Storewide comparison 119.5 116.3 114.9 108.1 116.7 121.9 117.6 107.3
HEBERF  Existing restaurants — 98.8 95.9 96.4 96.5 96.7 94.4 95.2

EIEAT Y —ERBAER L O—b—DF—&EbEILTOET (3B31RICH T L& HEE B/ Fiscal years ended March 31)

Note: Data from the Japan Foodservice Association and Doutor Coffee.
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Strengthening remodeling efforts of existing shops

In order to enhance the attractiveness of shops and the ability to draw in customers,
Doutor is remodeling shops older than 5 years. The remodeling initiative is focused on
renewing each shop’s image by updating signboards, chairs, tables, floors, walls, etc.;
increasing the seat-turnover rate by increasing the number of single seats; and reinforcing
the separation of smoking and non-smoking areas through such steps as installing
automatic ventilation equipment. We upgraded a total of 29 directly operated shops and
115 franchise shops through repairing and/or remodeling during the current fiscal year. We
will continue to enhance the attractiveness of the shops in the next fiscal year, primarily
through remodeling.

XZa—RFED=(E

BRSO M CRESFHE T DX 21— 8ROV CF ANV — S@mE - U—
XF TN 7ET =< ICUHEBODBEFICH7ZENTVE T, HH, DCSICHBL
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BT ENTEFUI, A=V ARy
Bacon Spicy Dog

Reinforcing menu development

Our menu significantly influences the production of revenues at existing shops, so we strive to develop new products that
are healthy, high quality, and reasonably priced. During this fiscal year, we produced a number of appealing menu items:
“Bacon Spicy Dog,” an updated version of a popular item at Doutor Coffee Shops; “Hot Sandwiches,” which have grown
into a major menu category at Excelsior Caffes; and “Hayashi Rice,” our first rice dish on the Cafe Colorado menu.

[EEE B ZAEBMERY AT L DE(RE

FERICBF 225882, O00EH AHZ BIEX T EHDPOSE ARSI ZESIERY AT AZEEL. WA EEEE
SEDUICIBEREEDN CEDHFIDEEISEFLEUIc. CTNUITKD. FE LIER CEH\DEEEELEEZU7 LY
ALTBIETEDLDICIED. [EEHICHITDEAERZE LOBEN DIEEICEBCEDLDICEDF U, Fe. S
BT FBFEILROREICANIRIBEZE R 2004FHDAZE ZHELHRT .

Improving our information system connecting shops with headquarters

Targeting 2,000 shops in Japan, Doutor is adjusting its information system connecting POS terminals at the shops to the
headquarters and is configuring an improved system for exchanging information through two-way communication. As a
result, sales information and notifications to the shops can be transmitted in real-time, and basic business activities at the

shops can be conducted more easily and accurately. We plan for full-scale operation in 2004, taking into consideration
new business expansion.

ih
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Doutor is promoting efficient shop expansion focusing on franchises.

[ERRRICHBVTIE. N3RS VIFCRAZHIDIC
HEWBREFEY — Y TTHRAVWEIF B EERERZITOTLET,
LI EYRRAET IV EFTRUIAHMEAFHIICKD.
£E2,000/EHDORRICAF TERICIDBEH ZESH TNET,

Doutor is expanding the number of shops and focusing on highly profitable franchises
so that customers can enjoy and relax in a variety of locations and settings.

We are making steady progress toward opening 2,000 shops in Japan,

utilizing our established business model and comprehensive training system.

é%ﬁﬁo)a—'l—yﬁﬁﬁ$ﬁg Number of Doutor Chain Establishments

B Unit: Shops

1,500

1,200

900

1993 1994 1995 1996 1997 1998 1999 2000 2001 2002
FCIE Franchises EERE Directly Operated Stores

2003 2004
(3A31B%7E/As of March 31)
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Doutor’s shop expansion plan incorporates a business model for Excelsior Caffe

Since opening in 1999, Doutor has expanded the business of Excelsior Caffe, mainly as directly operated shops located
at prime locations in central urban areas, in a move to raise brand awareness. During this fiscal year, the number of
Excelsior Caffes reached over 100, and a business model was established to present a unique, Italian cuisine-based

menu while offering an atmosphere of hospitality, even in a self-service environment. Based on these initiatives, Doutor
will steadily promote the opening of more Excelsior Caffe franchises.

ZBIESHERZ U IR—N 9 i EEERZHLTT

LIESRMZHE T 2 cD. At FEMICHHMEISSZERIT . KDBWVY —EXADRMICEIT T REHF .
FCIBEENDIHE - FBADHBE U TERLTWVET . 2003F4 B3 EXCERE L CHIDIHES RIS SHZ 318
([CA—T2URUTE. FERUCHHESHITEXCERED S S DIAZH>TNEFT,

Expanding training facilities to support shop expansion

In order to promote shop expansion, Doutor established training shops in various
locations, using them exclusively as facilities to train employees in the art of providing
higher-quality services, and to train personnel and hold seminars for franchises. In
April 2003, Doutor opened its first Excelsior Caffe training shop and will support
expansion the Excelsior Caffe business by building upon its comprehensive
training system.

IHRLERIRFE DO HEE

BB HOREOREELE, J——2av TDSTEFFHAEICEEL. [12
HWENERFEF | 25 — < (SR /R CHIEZ U CWVE T . ZHA IO T/ B
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Promoting innovative shop development

Doutor opens shops at new locations under the concept of creative shop sites,
paying particular attention to the variety of ways people use coffee shops: for DCSHATRR/AME
business meetings, biding time, or simply taking a break. During the current fiscal DCS located at Japan Post
year, Doutor opened its first shops in government and public office buildings in
Kasumigaseki, as well as shops in general hospitals and at locations connected
with travel service bureaus. We also promoted cafes in train stations, providing
combined facilities for accessing the Internet and enjoying coffee. Doutor will
continue to promote these diverse shops while developing innovative concepts for
emerging needs.

DCSJ I IFERAZMERTE
DCS located at Kawasaki Medical
School Hospital

13
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We are entering the royalty business based on the strength of Doutor brand recognition.

Rh—ILTSVROEREEREDZ R EZHEL.
INEEPHRELIFOERETTERZRERLTVET,
RO MEECAF TEHZR/T HEEBIC,
BWISYRNDZEEDLcO/VPUTAEIRZERIMUE L.

In order to extend the leverage of the Doutor brand and

create a variety of income generating resources,

Doutor is developing a system to enhance revenue production
by launching a royalty business based on the strength of the Doutor brand.

HHDFERT O I-E—4EE R EYREER THO.
REBEEDURIZBLTCWVNET . COURIZR/IR
[CHIZ DTzl B TIFFFEUSDRBME. BEKX
HESEUICEEC ZORR COME THRERAR (1~2
FIEE) BENITRNZH- AT T RIEZESIRDIC
WL TWET . 2004F3FKRIRET. BIIC20054F
ORFTOEMIIZR TU . ETRMZEELCLET,

TOPICS @ BAEDABURIICDOVT

Exchange risk for imported beans

Coffee beans used by Doutor are traded on the futures market, and
therefore their cost is vulnerable to fluctuations in the exchange rate.
To minimize this risk, Doutor purchases mid- to long-term contracts
(approximately one to two years) when both the price and the
exchange rate are at reasonable levels. As of March 2004, Doutor has
purchased contracts up to September 2005 and stabilized its coffee
bean costs.
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Configuring a system to boost income

Product development for convenience stores utilizing Doutor’s brand name power has faced stagnating revenue growth
despite increased sales as a result of largely uncontrolled promotion and distribution costs. Consequently, Doutor
reviewed its product strategy and cost reduction efforts and established a sales system that can securely generate profit

while emphasizing revenues.

JASRL—2aVIC L DB mDIRTT
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b—=ILTSUNZEE5THO/VUTEIRAZRBLE LI,
THAVICOVTFEHEDEBRICRSUED S ESEDIRFTNZEEN T TET WA
[CREFAIYNEDCERDBENEEELTRIELTVWEXT,

Selling products through collaboration

Aiming to secure a stable revenue base in the wholesale business targeting convenience
stores and retail stores, Doutor launched a royalty business in the autumn of 2003 to
license the Doutor brand. Doutor will enhance this business for mutual benefit by
maintaining its active participation in the development of product quality and design

offerings and utilizing the sales capabilities of the licensees.

SN BERDRER =

Rh—IL ATz -AL
Doutor cafe au lait

FEDILKICKDO—Eb—EDEESEN

O/ VUTAEYRADRIEP—RBEA—H—DI—Et—F
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M &3 B - BrDER TS OBREERE LHCHHFSLE T,
Increasing the volume of coffee bean production with
expanding overall business

Due to enhanced royalty business and expanded coffee bean
wholesale to food manufactures, the volume of coffee bean
production has increased, and the increased earning power in the
wholesale segment and further expansion of our overall business
are driving higher operational efficiency and utilization rates at the
Kanto and Kansai roasting plants.

Eh—)LO—E—(F 2EICEHEL CWLSRh—)LO—E—2ayTF1—
VT HAYVIRI P CERIERER S DIcHDEEEE [Rh—ILHDHED
53] Z2000F 1 1 A oRfHL CWE T BEFDTH IS,
BUWHBICBWVWTHIV RV NIEEZNERD.EEFIBLIRDSE
EH8ERIF16.263.5 14 (2004 F3BFRIRE) LIEDE Uz, BEE(E
BFERSYTATRGE DV P ICERZEDE (ASAC) | ICFHE
UTHD. ITICERSINTVD7/RELEGDOET. 2004FEEXTIC9
RENRRT DT EICIEDET . HEIFTDERHFELTWVLTGET
IHNTOUICEE Z FRNIC[E O —E —EEE DR A RIBRMHIE
DIEDHICBIAFTVEEVNEBR TVE T,

J—E—T4EESEHER Coffee Bean Production
8,000

Efi:k>./Unit: Tons

6,000

1998 1999 2000 2001 2002 2003 2004
(3A31AICHE T L& HEE B Fiscal years ended March 31)

Contributing to society
Since November 2000, Doutor Coffee Co., Ltd. has participated in the Doutor Thank You
Fundraising Program, a nationwide fundraising activity conducted at Doutor Coffee Group to
support the construction of schools in Cambodia. With the help
of its customers, Doutor has continued to raise funds through this
effort, even during difficult economic times. As of March 2004, a
total of ¥16,263,514 has been collected since the beginning of
the drive. The money collected is annually given to the
Association of School Aid in Cambodia (ASAC), a non-profit,
volunteer NGO. A total of 9 schools will have opened by the
summer of 2004, including the 7 schools that were established in
prior years. Doutor will maintain its focus on this activity for the
foreseeable future, although we will expand the effort to support
the strengthening of education in coffee-producing countries.
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u;g%%ﬁﬁst Nh—) b@E%ﬁ%ﬁE?’F% Number of Coffee Shops and Doutor Establishments, in Japan

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 ¥1,739.6 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 greater operational
resources compared with owner-managed coffee shops. Currently, there
are approximately 3,000 self-service coffee shops among approximately
86,000 coffee shops in Japan, occupying only about 3% of the total
market share. It is expected that the evolution of the coffee shop
structure will accelerate, and that the self-service coffee shop market
has significant potential.

E{F~Unit: Shops

200,000 1,500
1,279
160,000 1007 _~° 1,200
1,016
932
120,000 900

80,000
40,000 I
.1l

600
300
0

1966 1969 1972 1975 1978 1981 1986

1991 1996 1999 2000 2001 2003

B DIEHH

Number of Coffee Shops

27,026 43,812 73,651 92,137 120,776 164,630 151,054 126,260 101,937 94,251 90,000 88,933

86,000
(3#7/Forecast)

[0 B2ZEEEIESHEL Number of Coffee Shops @ R— JLEEBEAET (41— DAEBRL) .~ Doutor (including franchises but excluding Olive Tree)

ERTSITIETR [ EREFMERE | [ TR ERHEF - DEMEAE] GER) 1S3,

Note: From the 1999 Establishment and Enterprise Census conducted by the Statistics Bureau of the Ministry of Public Management, Home Affairs, Posts and Telecommunications.

u;g%%ﬁﬁst '\|\_) DU)%J:T%?’E?% Sales by Coffee Shops and Doutor Establishments, in Japan

B EF,Unit: ¥100 million

1981 1982 1983 1984 1985 1986 1987 1988 1989 1990 1991

1992 1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003

BEMEHR ¥15,567 ¥17,396 ¥17,269 ¥17,148 ¥16,963 ¥16,615 ¥16,397 ¥16,351 ¥15295 ¥15244 ¥14,918 ¥14,833 ¥14,602 ¥14,189 ¥13,577 ¥13,680 ¥14,004 ¥13,722 ¥13,125 ¥12,337 ¥11,873 ¥11446 ¥11,410

Market Size

W E2Z53£ 55155 ES . Sales by the Coffee Shop Sector  @—— Rh— ) 28EAET (FCEZDHE

EMEEANREERSAERR L 2— [ REERTERE] ICL2,

Note: From Food Service Industry Statistics, published by the Food Service Industry Research Center.
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Number of Stores of Major Coffee Shop Chains (Partial forecasts)

BEEUERORZHEELEOTVSHDCSIE. thz AT D5
ZEDENSD. SHBFCEZHRNE LTS TS H LM TIER
HEMIEURIITTOWE T, &/ "KO EER Za3EThIUe

® DCS&EXC
Doutor Coffee Shop &
Excelsior Caffe

e JOVk
FERITOTILYZ—)L- A7 (EXC) | b2EICIESERBZILK PRONTO
- e O—7F
bjjﬁogfg_o 2004£|ESHEEIL'5~'—\ (..@2%?5{? 1 s 1 OOE%@% .;‘,\AFE\/ELO%E
BABEEIBRICHBEL. 2D T PIFERD LIRSV I— ey
E—2avdDBRZ 1 SULEELDFT, 25— R
STARBUCKS COFFEE
5 3 400 auij—t—
Doutor boasts an extraorchnary number of shops MEEEENE = 5000080850000009009000000000000000000090000000000800900009°9600009G0000000090000000030 TULLY'S COFFEE
service coffee shop market EHIL—R PRyTo
Doutor Coffee Shops occupy the largest share of the self-service coffee 200 ?EGAFRED? Zme
shop market and are most closely t|ed tO the da||y IiVes Of Japanese 44444444444444444444444444444444444444444444444444444444444444444444444444444444444444 ) ;JEZ\TE)EP;S/E;T]C%FFEE
consumers. Doutor leads in the number of shops and continues to increase = __—o

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 EFERRRHEE NN — L O—E—DF—2EHEICLTVET,
and Excelsior Caffes exceeded 1,100 in fiscal year 2004, representing more N eZeB L T e 0 [ e D Y ] (2 e
than one-third of the domestic self-service coffee shop market.

1999 2000 2001 2002 2003 2004

ﬁﬁégﬂ EEE %ﬁﬁ@?ﬁﬁz (_EBTEE) Number of Stores of Major Coffee Shop Chains (Partial forecasts) 4755 Unit: Shops
FI—r& Coffee Shop Chains 1999 2000 2001 2002 2003 2004
DCS&EXC Doutor Coffee Shop & Excelsior Caffe 678 737 819 909 1,019 1,109
JOVk PRONTO 107 109 119 122 105 142
~NO—Fzx CAFE VELOCE 80 85 97 119 132 144
HI7IRIOUT CAFE de CRIE 117 102 117 117 112 128
RI—)\WwI X STARBUCKS COFFEE 52 117 227 345 454 514
Z—XJ—k— TULLY’S COFFEE 2 8 23 41 110 189
THIV—R TxryTa SEGAFREDO ZANETTI 1 5 11 15 23 24
JTPNVANZ N SEATTLE'S BEST COFFEE — iRl 15 15 44 70

EBERERFMMER L O—E—DF —2EbEICLTVET,
Note: Data from the Teikoku Inshokuryo Shinbunsha and Doutor Coffee

HESOENMEEERE Tz RIER. #E - EEZREL

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

J—E—DfHEE L+a25—J—b—DmizaltR

Total Coffee Consumption in Japan B3> Unit: Tons Regular Coffee Sales in Japan by Market Category 87> Unit: Tons
1999 2000 2001 2002 2003 52004, 1999 2000 2001 2002 2003 2004

LEAT—3—E—  rercoteo 205500 214000 222,000 263,050 267,400 267,400 S Foodsenice 68,500 69,000 69,500 69,500 69,500 69,500

(TER20

A—)— 58 (D) (oomilor)  ¥2,035 ¥2.880 Y2765 Y2750 ¥2775 Y2775 AP ) voomiion  ¥1450 ¥1400 ¥1.320 ¥1305 ¥1.300 ¥1,280

{YZZINT——  nsanCotee 39,000 89,600 40,000 40000 40,500 40,500 AR Consumer - REIGOOORONICES O o DUV ORI OO0

A1~ (D) (oomiior)  ¥2,020 ¥2,00 ¥2120 ¥2100 ¥2,005 ¥2,005 A=) vroomion) Y1035 ¥1,045 ¥1,035 Y1070 ¥1,000 ¥1,115

I%A Food processors 80,000 85,000 90,000 92,000 94,000 96,000

a5t Total 244,500 253,600 262,000 267,050 271,450 271,450
XA—7)—HH7EEE (f8F) (¥100 million) ¥ 450 ¥ 435 ¥ 410 ¥ 410 ¥ 420 ¥ 430

X—H—HE5E (EF) (voomiion)  ¥4,955 ¥4,980 ¥4,885 ¥4,850 ¥4,870 ¥4,870

Bst Total 205,500 214,000 222,000 227,000 230,200 235,500
A—F—H7EEE (18F) (¥100 milion) ¥2,035 ¥2,880 ¥2,765 ¥2,785 ¥2,810 ¥2,825

EIZhS20N0F -4t (#) BHEFHEEM DEERRGITAR] (CLVET, 46 FRRFIR ATIRHREMOT—28bLICLTVET,
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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HEREMIEZR D8 Ml FRZHRERIFE T,

Rh—JUIE DRICHEHRDIEF PHEDZE(LZE R DHIENSSE
SR RERAZ R CEXUc, BENEREZRHBTOIE
THBZEBRICIATDEEDIC. TDENTESELEWVIS VR
NEBEOTCECWVE T SBOMCFRES K ZRBUT. Z<D
AT =RV —DHFEERICIRA TVWEET,

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 its
market share 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.

ﬁ;\ﬁ%ﬁwmﬂﬁ History of Corporate Development

SEAERRFEDHEPF  History of Business Development

J—E—SDBAEIEE U CRIZE ‘] 962

Opened as a wholesaler of roasted coffee beans

|

BENMOEBEGREDIRTTFRARR NI T (1) 2RI ‘| 978

Established Magna Co., Ltd., as a tableware and kitchen appliances subsidiary

TEEE(CAE Y5 (RBER 115) Z5R17 *| 9 80

Established the Funabashi Plant (now Kanto Plant) in Chiba

HRESILA D DFARAFCAERZRTER ‘] 9 8 5

Established the West Japan Franchising Headquarters to expand its sales channels

NIABICBRERZES—T> 1992

Opened the Doutor Plantation on the island of Hawaii

AW 5N ‘] 993
Doutor Coffee Co., Ltd. goes public on the OTC market (Japan Securities Dealers Association)

AREEIAA D DERILBEFZHTR ‘] 99 4

Established the North Japan Branch Office to expand its sales channels

—fR/\GEE) S EHIEEE X T —h ‘]999

Started a wholesale business for retailers

=88 2000
Listed on the First Section of the Tokyo Stock Exchange

SR (CRI D572 5% 2002

Established the Kansai Plant in Hyogo

18

ZHBT(—)o—Ls
o). 2000 TV 220 5 mme

B N [ - 1

To address the changes associated with adapting to western lifestyle

‘l 972 J—b—5FE
[A7T-005K] =5
I Opened Cafe Colorado, a specialty coffee shop

AR AR RIS T o :

! Pioneering in the large-scale, mass-consumption lifestyle

§ 1980 BY7AIt—vavy

| [RR—JLO—E— | s
Opened Doutor Coffee, a self-service

I coffee shop

B —ADOFFEDEERIC - :

| Taking advantage of the rising trend toward dining out

' 1985 #YATILATIT

: [FU—TDAK] %2 s
Opened Olive Tree, a casual Italian
restaurant

1 ‘]996 [ATT-ROAARDX] 2 HIE

Opened Mauka Meadows

AT TT — L DBEBEITSEERIF T - ‘

| Pioneering in the cafe boom —

! 4| 998 TRTUw T—LDFEERIF
[U- A7 -Rh—)U] ZHiE

I Opened Le Cafe Doutor, a leader in
the espresso boom

‘] 99 AZIP VI ITATwY
[ToEILYF—)b-ATT] ZLIE

Opened Excelsior Caffe, an Italian espresso cafe

I Opened Salon de the Madeleine, a tearoom
targeting women
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2004%781BRE
As of July 1, 2004

2] 5 #HAtRh—=ILO—E— Company Name: Doutor Coffee Co., Ltd.
i & H 1962448 Established: April 1962
B A 1AM EREReREE-—TE10818 Offices and Factories:
o Tig R T 18 (FEEERET) 1. Headquarters: 1-10-1 Jinnan, Shibuya-ku, Tokyo
BT T 18 (S EE IS 1Ea ERER 2R HT) 2. Factories: Kanto Plant (Funabashi, Chiba)
., o K i Plant (Kato-gun, H
3XIEE  JLBERAEE QEmEHLRT) ansai Plant (Kato-gun, Hyogo)
N 3. Regional Headguarters: Hokkaido Regional Headquarters (Sapporo, Hokkaido
LA (EHRALAT) s o P e o .))
. ohoku Regional Headquarters (Sendai, Miyagi
5 JEREXAE (BB ET) , . . L
M AR (K BRRTABRTD) Tokai/Hokuriku Regional Headquarters (Nagoya, Aichi)
= " " Kinki Regional Headquarters (Osaka, Osaka)
=B = 1] =
FRE - PHEHDOAES (L BRILST) Chugoku/Shikoku Regional Headquarters (Hiroshima, Hiroshima)
| 37| = [=F=
TUMNHDRAES (RERRABR ) Kyushu Regional Headquarters (Fukuoka, Fukuoka)
BEE225/5 225 Directly Operated Coffee Shops
FEFSEEAT 1. —E—0OBRITLOCERTE Principal Products and Services:
2. BRDMTA BRFEMRUEEA 1. Roasting and wholesale of coffee
3. BRBIEDEE 2. Procurement, marketing and international trading in food products
4. TSUFvARFI—VIATLICERD 3. Restaurant and coffee shop management
MBIEOEENDINEEDIgE 4. Marketing of and consulting to restaurant and coffee shop franchises
it 2 B H 833% Number of Employees: 833
F&1t Subsidiaries
F=anz) = HtoHEtE FELEENT
Subsidiaries Capital Equity Ownership Principal Products and Services
HREt~YIFA1V5—Farb 1008/5HM 100% BERNMUREEHIEEDIRTE
Magna International Co., Ltd. ¥100 million Marketing of tableware and kitchen equipment
(EfEF=%tConsolidated subsidiary)
MABHIYRLV—XOY T YaFU— 43085M 100% T—FRBDORGE. R
Madeleine Confectionery Co., Ltd. ¥430 million Production and marketing of confectioneries
(GEfEF=1t Consolidated subsidiary)
HREHRc—ILO—Ee—/\D1 1.60485H 100% I—t—REDOEREE
Doutor Coffee Co. Hawaii, Inc. ¥1,604 million Management and administration of coffee plantations
(GEEfEF =% Nonconsolidated subsidiary)
HREtYrvrHha—k— 108/HHM 100% J—kE—= DR
Jamaica Coffee Co., Ltd. ¥10 million Marketing of coffee beans
(FEEfE T4t Nonconsolidated subsidiary)
EIEER TR AP EIRERASHTHIET,
Note: Nonconsolidated subsidiaries are accounted for by the equity method.
IR NUBEER Board of Directors and Corporate Auditors
REREFIREE BF E& Chief Executive Officer and President: Hiromichi Toriba
= 8P B (EEHEATR) Senior Executive Director: Yutaka Toriba
=IO 2% 1R (EHAREGEATR) Senior Executive Director: Masanori Hoshino
B % W= KEF i (EESEREARE) Executive Director: Takeshi Ohtsubo
w % W= 2l #E GREBEREARR) Executive Director: Toshihiko Kurokawa
I BY nE (BENELNERREEHRER) Executive Director: Susao Adachi
B E AR =Y S Full-Time Corporate Auditor: Tetsuo Miyabayashi
g5 & % A = Corporate Auditor: Koichi Yamamoto
B & 1= Rl B (CEEEHRATER) Corporate Auditor: Hiroshi Zaizen
E5 = = I & UL BRSNS HER) Corporate Auditor: Hiroshi Kajikawa
g5 & % (A .- Corporate Auditor: Shigeru Takemoto



{ SA3IBIRTUILRBEEE
I **Ec EEE INVESTOR INFORMATION Fiscal years ended March 31

H@E*ﬁﬁﬁ’ﬁg Composition of Shareholders and Shareholdings

*%EEHE'J@*%EJ&E Shareholders by Equity Ownership Hﬁﬂ?ﬂlﬁu@*ﬁﬁﬁtﬁ Shareholders by Number of Shares Held
2002 2003 2004 2002 2003 2004
ERIHEES Financial Institutions 1.89% 1.08% 0.49% SRR Financial Institutions 51.49% 51.27% 48.11%
ZDMEANZE Other Corporations 2.39% 1.55% 0.83% ZDEANZE Other Corporations 3.05% 3.17% 3.05%
fBA-ZDM  Individuals and Others 93.20% 96.13% 97.94% fBA-ZDM  Indviduals and Others 34.23% 37.75% 41.24%
SNEA Foreign Institutions and Individuals 2.52% 1.24% 0.74% SNEA Foreign Institutions and Individuals ~ 11.23% 7.81% 7.60%
100.00% 100.00% 100.00% 100.00% 100.00% 100.00%
BREH () Number of Shareholders 3,223 5,635 10,206 MRV (B Number of Shares outstanding 10,758,251 21,516,864 21,516,864
ZDENF ERIERS
Other Corporations Financial Institutions
0.83% 0.49%
SAEA
Foreign Institutions and Individuals
0.74%
SRR A - Z Dt
inancial Institutions Individuals and Others
BA-Z0ft o 200
Individuals and Others T s
97.94%
ZTOMENSE SEA
Other Corporations Foreign Institutions and Individuals
3.05% 7.60%
SRE R, Fiscal Year End kil - B3RS HEFZ Stock Price Range and Trading Volume on the
38318 Tokyo Stock Exchange (Common Stock)
March 31 =E % stres
=B ZfE RS
#5 Raie High Low Trading Volume
EREESRSE .~ Annual Meeting 2003% 48  Apri2003 ¥1,890 ¥1,570 1,148,600
BE6RICHE 20034 58  May2003 1,750 1,592 616,000
The annual meeting of shareholders is normally held in June. 20034 B8  June 2003 1,667 1,580 704,300
2003%F 7H  Juy2003 1,949 1,624 1,582,200
HISZEESSENS I Stock Listing 2003% 8F  August 2003 1,835 1,646 853,600
=5 Tl Bl
REGESEG AT MiBH—a 20034 98  September 2003 1,800 1,625 1,175,300
The First Section of the Tokyo Stock Exchange
20034108  October 2003 2,150 1,790 1,857,100
EOOSEEW 1 E November 2003 1 ,820 1 ,634 902,200
BEEIRIEA  Transfer Agent for Common Stock
&U[&{EE{EHHK%H EOOSEEW 2% December 2003 1,715 1,581 951,900
S
MR\ &N —T EoE 12 20044 1H  January 2004 1,688 1,580 1,349,600
Mizuho Trust & Banking Co., Ltd. 20044 28  February 2004 1,728 1,602 1,055,300
1-2-1 Yaesu, Chuo-ku, Tokyo 20044 3F  March 2004 1,970 1,681 2,385,400

20



“To provide peace of mind and vitality through a delicious cup of coffee.”
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Attt T150-8412 HREEAXEHFE—THEHI0F1S
Tel: 03-5459-9008 ({£ZR)

Doutor Coffee Co., Ltd.

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

http://www.doutor.co.jp



