
Group Vision

External 
environment 
recognition
(positive risks, 
negative risks)

Financial 
capital

Human
capital

Manufactured
capital

Intellectual
capital

Social 
relationship 
capital

Natural
capital

● Progress of sharing 
economy

● Advanced technologies

● Increasing importance of ESG

● Frequent disasters

● Consumption tax hike 
and post-Olympic recession

● Changes in customers, 
low birthrate and longevity

● Polarized income
　　•　　•　　•　　•　　•　　•

Create and 
Bring to Life

“New Happiness.”

35
Ginza Six
Ueno Frontier Tower
Zero Gate
 • • •

Structure
(Core Businesses)

Strength
(Core Competence)

Human resources

Governance

P.42

P.56

Credit and 
finance

P.38

Innovation of 
existing 
businesses P.32

Finance 
strategy

P.44

HR
strategy

P.42

Urban 
Dominant 
strategy

P.36

ICT 
strategy

P.40

We will provide
genuine satisfaction
captivating customers
by offering new 

values.

No. of major stores 
operated by 
Daimaru Matsuzakaya 
and Parco

Brand value
Know-how for 
store planning
Know-how for 
sales floor development
Know-how for store operation

Approx.10,300
(as of February 28, 2019)

No. of the Group employees

¥200bn
Total FY 2017 ‒ 2021
Capital investment / growth investment

2021 2030

Multi Service Retailer

8% or more

¥56bn

¥60bn or more

FY2021
Consolidated 
operating profit

FY2021 ROE

Contribution to 
a low-carbon 
society

Management 
of the entire 
supply chain

Coexistence 
with local 
communities

Promotion 
of diversity

Realization of 
work-life 
balance

FY 2017 ‒ 2021
Total FCF

Customers

We will increase 
corporate value over the long 
term through highly profitable 

and highly efficient 
management.

Shareholders

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.

Employees

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

corporate citizen.

Communities

We will build the 
relations

of trust by working hard
together and aim to grow

together.

Business partners

P.28

P.04

Business model

Strategy

P.20

Output

Outcome

600万人の
顧客資産

Customer 
assets of 
6 mn

Accumulated 

hospitality 
mind

Store assets 
in urban areas

Credit 
and finance 
service

Real estate

Retail

Information

Energy consumption 

No. of identifiable customers

99,761kℓ
(FY2018)

Approx.6mn

AFFORDABLE AND
CLEAN ENERGY

CLIMATE
ACTION

AFFORDABLE AND
CLEAN ENERGY

CLIMATE
ACTION

PARTNERSHIP
FOR THE GOALS

SUSTAINABLE CITIES
AND COMMUNITIES

DECENT WORK AND
ECONOMIC GROWTH

GENDER
EQUALITY

GOOD HEALTH
AND WELL-BEING

DECENT WORK AND
ECONOMIC GROWTH

J. Front Retailing
Value Creation Process
Under the Corporate Credo and the Basic Mission Statement, J. Front Retailing is committed to creating affluent 
lifestyles with its stakeholders to realize the Group Vision “Create and Bring to Life ‘New Happiness.’”
The business activity of J. Front Retailing is to constantly seek to create rich markets that grow with local communities, 
which is led by department stores and Parco.
It is nothing less than to create, as a public entity of society, new values with which its various stakeholders empathize.
Circulating the Group’s business model and creating new values 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 
values with which society empathizes.
Through this initiative, we strive to create both social value and economic value.

Business Model 　　 J. Front Retailing Value Creation Process

*Figures of the Medium-term Business Plan are before application of IFRS 16.14
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SDGs (Sustainable Development Goals)
Global goals for the period from 
2016 to 2030, which are included in 
the “2030 Agenda for Sustainable 
Development” adopted at the United 
Nations summit in September 2015.

GOOD HEALTH
AND WELL-BEING

ZERO
HUNGER

NO
POVERTY

DECENT WORK AND
ECONOMIC GROWTH

INDUSTRY, INNOVATION
AND INFRASTRUCTURE

AFFORDABLE AND
CLEAN ENERGY

LIFE
BELOW WATER

QUALITY
EDUCATION

GENDER
EQUALITY

REDUCED 
INEQUALITIES

PEACE, JUSTICE
AND STRONG
INSTITUTIONS

PARTNERSHIP
FOR THE GOALS

CLEAN WATER
AND SANITATION

RESPONSIBLE
CONSUMPTION
AND PRODUCTION

CLIMATE
ACTION

SUSTAINABLE CITIES
AND COMMUNITIES

LIFE
ON LAND

“Sustainable Development Goals”
agreed by the world community
to be achieved by 2030
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