
� ��Advanced�sustainability��
management

� ��Decline�of�existing��
business�models

� ��Increasingly�accelerating��
digitization

� ��Changes�in�consumer��
behavior�after�COVID-19

� ��Urban�decentralization
� ��Accelerating�income�polarization
� ��Declining�birthrate�and��
aging�population�/�longevity
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From�September�25�to�27�in�2015,�which�is�a�milestone�
year�of�the�development�agenda,�the�United�Nations�
Sustainable�Development�Summit�was�held�at� the��
United�Nations�Headquarters� in�New�York,�and�with��
the�participation�of�more�than�150�leaders�of�member�
states,�the�“Transforming�our�world:�the�2030�Agenda��
for�Sustainable�Development”�was�adopted�as� its�
outcome�document.
We�have�implemented�CSR�systems�using�ISO�26000�as�
their�guidelines�to�create�shared�value.
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Capital investment/ 
growth investment

¥90.0  bn
(Total�FY2021-FY2023)

Group headcount
Approx. 

8,000 people
(February�28,�2022)

No. of the Group’s  
major business partners
Approx.  

9,000 companies
(February�28,�2022)

Energy usage
Approx.  

428,049 MWh
(Results�in�FY2021)

Daimaru/ 
Matsuzakaya/ 
Parco/GINZA SIX

34 stores
(February�28,�2022)
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Prime Life  
Strategy

Developer  
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Vision

Create and  
Bring to Life  

“New Happiness.”
Real×Digital  

Strategy

ROE

10％

Consolidated 
operating profit

¥80.0 bn

Women  
in management  

positions

50%

Scope 1 and 2 
GHG emissions

-60%
(vs. FY2017)

Emotionally  
stirring 

entertainment

Hospitality

Prime  
content

High quality 
products/services

Innovative and 
creative space

Customers
We�will�provide�genuine�
satisfaction�captivating�
customers�by�offering��

new�value.

Shareholders
We�will�enhance�corporate�
value�over�the�long�term��
by�implementing�highly�
profitable�and�highly��
efficient�management.

Business  
partners

We�will�build�the�relations��
of�trust�by�working��
hard�together�and�aim��
to�grow�together.

Employees
We�will�realize�workplaces�in�
which�employees’�performance�
and�contribution�are�fairly�

evaluated�and�they�can�realize�
their�exhibition�of�ability�and�
growth�and�have�job�
satisfaction.

Communities
We�will�contribute�to�
community�development�
and�promote�environment-
friendly�business�activities�
as�a�good�corporate�

citizen.

Input

Materialities
External 

environment 
recognition  

(Risk recognition)

Strategies and KPIs (FY2030)
Output

Outcome

Under the Basic Mission Statement and the Group Vision, J. Front Retailing, together with stakeholders, 

is committed to creating high quality, fresh, hospitable, and fulfilling life adapted to the changing times.

The business activity of J. Front Retailing is to constantly seek to create rich markets that grow with local 

communities, which is led by Daimaru Matsuzakaya Department Stores and Parco. It is nothing less than 

to create, as a public entity of society, new value with which its various stakeholders emphasize.

Circulating the Group’s business model and creating new value using the six capitals of J. Front Retailing 

effectively and efficiently are the process to create the brand value of J. Front Retailing, which will result in 

the creation of new value with which society emphasizes. Through this initiative, we will aim to realize CSV 

management that achieves social value and economic value at the same time, contribute to society at 

large, and develop the Group.

J. Front Retailing Value Creation Process

Value Creation ProcessTop Message
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