
VALUE CREATION

Solution of social issues

Increase social value

Gaining new strengths
and value

Increase
business value

Sharing the Joy of Eating through the pursuit of improvement in             social value and business value

No. 1 management with a high level of quality and corporate governance

Changes in food demand due 
to Japan’s falling birthrate and 
demographic aging

Changes in the supply-demand 
balance for food driven by 
global population growth

Intensification of competition 
with other companies as trade 
agreements come into force

Environmental risks, including 
climate change risks and 
water risks

Food safety risks

Diversification of food needs 
due to lifestyle diversification

Decrease in the number of 
domestic livestock farmers

Increasing focus on work style 
modification

Sales bases 313 locations
(Japan: 279 Overseas: 34)

Social related capital

Consumer Delegate 
Committee, in service for 50 years
Brand power re�ected in 

No.1 market share

Natural capital

Farms 157
(Japan: 126 Overseas: 31)

R&D expenditures

¥ 3.2billion

Intellectual capital

Medium-Term Management Plan 2023

Strengthen profitability by improving 
the efficiency of existing businesses

Pursue sustainability

Business development in growth areas

Strive to improve ROIC by promoting structural reforms 
and strengthening existing businesses

Promote a shift to a business model that reduces risks and 
expands opportunities, while responding to social issues
Shift to a sustainable business model with pro�tability

Expand into growth areas by building on our history and 
the strengths of our existing businesses

Business Segments

Joy of Eating

Corporate philosophy

Fresh Meats 
Business Division

Overseas 
Business Division

Processed Foods 
Business Division

Social 
priorities

targete
 for action

Procurement and production networks that 
support safe, secure, and reliable supply
Developing products from a customer 
perspective
Nationwide sales and distribution network
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Our founding strengths

Strong supply capacity and advanced 
processing technology re�ected in high 
market share
Management commitment to leadership in 
quality backed by highly e�ective quality 
assurance structures

Vision 2030
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Stable procurement and 
supply of proteins

Financial capital

Total equity attributable 
to owners of the parent ratio 52.5%

Cash �ows from operating activities 
¥ 82.5billion

Manufacturing capital

Manufacturing sites 94
(Domestic: 72 Overseas: 22)

Capital expenditure ¥ 82.9billion

Human capital

Number of employees 29,390
(Japan: 22,615 Overseas: 6,775)

Quality assurance 
personnel

1,144people

Business 
activities

Utilization 
of capital

Food diversity and health

Contributing to a sustainable 
environment

Co-creation and shared prosperity 
with local communities and society 
as a whole through food and sports 

Employee development and 
respect for diversity

Vertical integration 
system

Value creation strategy     |    Value creation process

O
ur value creation story
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