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Circle K Sunkus will develop convenience
stores that also accommodate older
(middle-aged and elderly) customers.

Steering a New Course

For many years, Circle K Sunkus’ primary customer base has been men in their 20s and 30s.
Meanwhile, middle-aged and senior citizens aged 50 or older, as well as women of all age groups,
have traditionally shied away from convenience stores. This is because of a generally held public
notion that convenience stores are for young people and men. As a result, middle-aged and
senior citizens, and women do most of their shopping at supermarkets.

This means that convenience stores still have large growth potential if they can develop middle-
aged and senior citizens and women into customers. Circle K Sunkus thus sees increasing demand
from middle-aged and senior citizens as an opportunity for growth. For this reason, we are working
to develop convenience stores that are friendly to middle-aged and senior citizens.
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The Arrival of a Hyper-Aged Society Projected Productive Age Population and Ratio of

Senior Citizens in Japan

According to the Annual Report on the Aging Soci- (in miltions) %)

ety, Japan saw the number of senior citizens aged
65 or older reach 29.58 million as of October 2010.
The aging rate, which is defined as the ratio of
senior citizens to the total population, increased to
23%. Furthermore, the aging rate is estimated to
rise to 35.7% in 2050, marking the arrival of a
hyper-aged society where one in every three people 30
will be aged 65 or older. In line with this trend, the
number of single senior-citizen households is pro-
jected to represent 37.7% of all households. Given %
that the convenience store industry has developed 2005 2010 2015 2020 2025 2030 2035 2040 2045 2050 2055 (?

into an integral part of Japan’s ready-made meal = Productive age population (ages 15-64, left axis)

sector, convenience stores will play an increasingly = Ratio of senior citizens (ages 65 or older in the population, right axis)
crucial role in Japan’s aging society.
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Source: Data projections for October 1 of each year, based on the median birthrate
and death rates estimated in December 2006 for the National Institute of
Population and Social Security Research, “Population Statistics of Japan.”



We will develop retail spaces

that fit the unique aspects of
each store by offering product
lineups based on each type of

location. STANDARD

CONVENIENCE STORES

We will develop a new
mini-store format by opening
small stores serving limited-
access markets.

NEW SERVICES:

Online shopping
Delivery acceptance and holding

We will provide a diverse
array of services based on an
Internet environment.

We will attract new customer
segments to stores by
enhancing the lineup of

FRESH PRODUCE perishable food and daily
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OVERSEAS
EXPANSION

We aim to open stores
overseas by surveying and
exploring potential locations
for overseas expansion.

delivered foods.

CONVENIENCE STORES

We will develop new store
formats that are the fruit of
collaboration with other
different business sectors.

M&As

We will promote capital and
business tie-ups with
companies in other industries,
including the use of sites
where we have closed
convenience stores.



