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FamilyMart Co.,Ltd.  

FY2020 Second half  

Merchandising Policy 

September 16, 2020 

―Disclaimer― 
This report contains forward-looking statements, including the Company's 

strategies, future business plans, and projections.  Such forward-looking 

statements are not based on historical facts and involve known and unknown 

risks and uncertainties that relate to, but are not necessarily confined to, such 

areas as economic trends and consumer preferences in Japan and abrupt 

changes in the market environment. Accordingly, the actual business 

performance of the Company may substantially differ from the forward-looking 

statements in this report. 
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Provide Response to the Spread of COVID-19 

・Sales promotions that support lifestyles 

  (Sales promotion costs of roughly ¥2.0 billion) 

・Expand sales floors at eat-in areas 

・Demand for Ready-To-Eat Items:  

    Strengthen the “Mother’s Kitchen” Series 

・High added value: Desserts in collaboration 

   with famous specialty stores 

Sales promotions that support lifestyles 

Eel rice box 

Result of Merchandising FY2020 First half 

Mother’s Kitchen Series 

   Desserts in collaboration 

   with famous specialty stores 

新型コロナウイルスの感染拡大により当初計画とは異なる様々な対策を投じたが、 
中食86%、中食以外88％と厳しい結果となった 

20年度上期実績（3-7月） 

中食実績（日商3-7月累計 前年比） 中食以外実績（日商3-7月累計 前年比） 

Reduce wastage・Environmental measures 

開始月 項目 
年間 
削減量 

4月 
バイオマスプラスチック容
器へ完全移行 
（サラダ全品／約30品） 

900 
トン 

6月 PB飲料6種を紙容器に変更 
616 
トン 

7月 レジ袋バイオマス30％配合 
7,000 
トン 

eat-in areas 

Sales 100% 

Waste -80% 

Store Profit +240% 

Core 
operating 

profit 
100% 

・Reservation of eel rice box（Store・Web） 

・ Reduction of plastic packaging material 

Sales results (YoY) 

※It was not reservation-only in 2018. 
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In order to respond to changes in demand due to the spread of coronavirus 

infection, we have been reviewing our product lineup and developing products 

based on three themes. 

Expansion of PB products for daily use 
(saving and enriching stay at home） 

Continue product development concept 
 (Healthy / Full / Satisfactory) 

Strengthen products to acquire customers 

that tendency to cut back on eating out 

due to saving money. 

1. Expand the range of processed food products and 
increase the ratio of processed food products. 

2.   Increase the variety of tastes and sizes. 

1.Healthy : Expanding  products that are expected to have   
               preventive and immunizing effects 
2.Full : Continue planning 
3.Satisfactory : Continue planning 

1. Convenient product that saves cooking time and can be stored 

2. Products of collaboration with famous specialty stores 

“Healthy” 
targeting women 

“Satisfactory” 

flagship products  

“Full” 

large portions  

PB products Daily use products : 100 yen 

Collaboration products 

Merchandising plan in FY2020 second half   

Second half Merchandising Policy 
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Sales flour 

The purpose of customers going to convenience stores has changed due to COVID-

19, so we reconsidered the sales floor composition and product lineup focuses of 

grocery. 

Merchandising plan in FY2020 second half   
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Healthy / Full / Satisfactory 

Product Development Concept 

 

In addition to growing health 

consciousness , we need to develop 

products that the customers demand for 

food that they can't resist eating. 

※FM独自WEB踏査2019年6月実施「健康に関する調査」 N=10,375 

New products 

Healthy Full / Satisfactory 

Branding and developing "barleymax" 

and "wholegrain" products which have 

achieved 150 million units of sales. 

Launch new brand "Gochimusubi“ 
Renewal “Mother's kitchen premium" 

食に対する消費者意識 

New brand 

「Gochimusubi」 

Renewal 

“Mother's kitchen premium” 

Collaboration products 

with famous shop 
Collaboration product Part 2 with 

EITARO Sohonpo Co.,ltd. 

Fluffy and chewy luxury Shokupan 

bread in collaboration with ORENO 

bakery. 

Merchandising plan in FY2020 second half   

Consumer Awareness to the food 
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Response the market in FY2020 

Tax increase（cigarette） 

Merchandise Seminar for franchised store  
コロナ対応 

Promote the bulk 

purchase of cigarettes 

 

Add cigarettes display 

To prevent the spread of coronavirus 

infection, group seminars will be 

cancelled and sift to online seminars. 

Franchised store owners and store staffs 

get knowledge the same merchandise 

seminar contents as before by accessing 

the online site at any time. 

商品影響 
・巣ごもり需要で保存性高い食品伸長 
・マスク、除菌、紙類が日用品で伸長 

製造影響 
・中国製造拠点は大半が稼働開始済み 
・影響のある中国産原料は順次切替 
→長期化に備え切替は継続して検討・対応 

Category Nov 2020 

Beer Tax reduction 

New genre (Malt-based) Tax increase 

Chuhai No change 

Sake Tax reduction 

Shochu and Whiskey No change 

Wine Tax increase 

Tax increase（alcohol） 

Strengthening 

response to 

household drinking 

demand 

 

Responding to 

growing demand for 

products not subject 

to tax increase. 

virtual sales floor. category strategy Opening message 


