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Projections stated in these materials include those based on the Companyôs currently 

obtained assumptions, forecasts and plans regarding the future. Therefore, actual results may differ significantly 

from projections due to risks and uncertainties associated with market competition, foreign exchange rates, etc.

Third Quarter of Fiscal Year Ending December 31, 2024(January 1 to September 30) 
Financial Performance Summary
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Third Quarter of Fiscal Year Ending December 31, 2024(January 1 to September 30) 

Financial Results Summary
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Consolidated
Sales  722.1 billion JPY (YoY +5.0%)

Core operating income 103.6 billion JPY  (YoY +11.7%)

Japan 6.2Ṿ sales increase, 10.8Ṿ profit increase

Overseas

Shareholder

Return

Yearly dividend 44 yen per share

Increased dividend for 23 consecutive years

¸ All-time high for sales and core operating income.
¸ Gross profit margin improved steadily with the effect of continued value-shifting and cost reductions.

¸ Value-shifting seems to have run its course in Pet Care Business. On the other hand, value-shifting in Personal Care Business 

penetrated and expanded, driving Japan's performance.

¸ Despite target population decrease, sustained high growth in Baby Care and Feminine Care Business through further value-shifting.

¸ In Asia, decrease in sales and profit. Recovery of Baby Care Business delayed due to severe competition and impact of market 

contraction. On the other hand, Feminine Care Business expanded steadily in India and Southeast Asia although recovery 

delayed in China. Promotion of Pet Care market development.

¸ In other regions, increase in sales and profit. Strong performance in Middle East, driving performance. Improved profitability in 

North America through high growth in pet food sales. Improved profitability in Brazil. Aggressive promotion of market 

development in Africa including Kenya.

¸ Purchase of own shares: purchased approx. 19 billion yen as planned. (3.9 million shares)

4.5Ṿ sales increase, 13.3Ṿ profit increase
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Sales hit a record high for 7 consecutive years

Core operating income also hit a record high through value-shifting and cost reduction etc.
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3Q of FY Ended

Dec.31, 2023

3Q of FY Ending

Dec. 31, 2024
Gap(yen) Gap(%)

(Forecast)

FY ending 

Dec. 31, 2024

Achievement

(%)

Net sales 6,874 7,221 +346 +5.0% 10,060 71.8%

Core operating income

(margin-%)
927

(13.5%)

1,036

(14.3%)
+109 +11.7%

(+0.8P)

1,440

(14.3%)
71.9%

Profit before tax

(margin-%)
1,010

(14.7%)

1,008

(14.0%)
-3 -0.3%

(-0.7P)

1,440

(14.3%)

70.0%

Profit attributable to owners of

Parent company (margin-%)
610

(8.9%)

596

(8.2%)
΅14 ΅2.4%

(΅0.7P)

900

(8.9%)

66.2%

¸ Consolidated account highlights

(from Jan. to Sep.)

USD Rate (JPY) 138.11 151.29 +13.18 +9.5% 143.00 ˈ

CNY Rate (JPY) 19.61 20.97 +1.36 +6.9% 19.90 ˈ

EBITDA

(profit before tax + depreciation/ amortization)
1,328 1,356 +28 +2.1% 1,860 72.9%

Base earnings per share (JPY) 102.99 101.23 -1.76 -1.7% 153.49 66.0%

(Unit: 100 millions of yen)
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1Q
2020

2Q 3Q 4Q 1Q
2021

2Q 3Q 4Q 1Q
2022

2Q 3Q 4Q 1Q
2023

2Q 3Q 4Q 1Q
2024

2Q 3Q

Sales of third quarter (Jul.-Sep.) reached a new high

Stable earnings despite increase of strategic prior investment, logistics, DX related 

cost and personnel expenses
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¸Core operating income trend 

(quarterly)

1Q
2020

2Q 3Q 4Q 1Q
2021

2Q 3Q 4Q 1Q
2022

2Q 3Q 4Q 1Q
2023

2Q 3Q 4Q 1Q
2024

2Q 3Q

1,779
1,949

2,329

338
356

340

(Unit: 100 millions of yen)(Unit: 100 millions of yen)

2,343

305

2,335

362

¸Sales trend (quarterly)
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Core operating income increased by 10.9 billion JPY by absorbing strategic marketing 

investments, etc. through continuous value-shifting and business mix improvement
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(Unit: 100 millions of yen)

927
1,036

-46 +42-83

3Q of FY 

Ended Dec. 

31, 2023

3Q of FY 

Ending Dec. 

31, 2024

Gross profit rate

2.5P improvement

Sales and administrative expense rate

1.7P deterioration

+128-42 +144-34

¸Core operating income fluctuation (from Jan. to Sep.)

Advertising 

expenses

Other Materials, 

etc.

Logistics 

costs

Increased 

sales 

effect

Productivity 

improvement, 

etc.

Sales 

promotion 

expenses
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In Japan sustained strong performance thanks to further penetration and expansion of value-shifting. In Asia, strong 

performance in India, delayed recovery of Baby Care Business in Southeast Asia and China, increased prior 

investment for Pet Care Business. In other regions sustained high growth in Middle East and strong performance in 

North America leading the performance, Brazil also contributed to profit increase. 
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3Q of FY Ended 

Dec.31, 2023

3Q of FY Ending

Dec. 31, 2024
Gap(yen) Gap (%)

(Ref.)

Actual

gap rate

Japan
Net sales

Core operating income

(margin-%)

2,307

452

(19.6%)

2,450

500

(20.4%)

+143

+49

+6.2%

+10.8%

(+0.8P)

ˈ

ˈ

Asia
Net sales

Core operating income

(margin-%)

3,247

335

(10.3%)

3,245

330

(10.2%)

-2

-5

-0.1%

-1.4%

(-0.1P)

-5.7%

-6.9%

Others
Net sales

Core operating income

(margin-%)

1,320

138

(10.5%)

1,526

206

(13.5%)

+205

+68

+15.6%

+49.0%

(+3.0P)

+7.9%

+36.6%

Consolidation
Net sales

Core operating income

(margin-%)

6,874

927

(13.5%)

7,221

1,036

(14.3%)

+346

+109

+5.0%

+11.7%

(+0.8P)

+0.9%

+7.9%

*1 Actual gap rate excluding foreign exchange effects *2 Others: main regions are North America, Saudi Arabia, Brazil and Netherlands

ẑ1

ẑ2

Actual gap rate of sales in main countries *management accounting base

China -9% Indonesia -5% Thailand -12% India +4% Vietnam -6% Middle East +10% North America +7% Brazil -6%

¸Geographical segment information

(from Jan. to Sep.)

(Unit: 100 millions of yen)
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Highly profitable foundation was built through continuous penetration and 

expansion of valued-added products
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20.9%

16.1%

20.3% 20.6%

18.8%
19.6%

20.4%

13.4%
12.6%

15.7% 16.1%

12.6%

10.3% 10.2%

5.3%
6.3%

10.2%
11.0%

8.6%

10.5%
13.5%

15.2%

13.0%

16.7% 17.0%
14.0% 13.5% 14.3%

'18/3Q '19/3Q '20/3Q '21/3Q '22/3Q '23/3Q '24/3Q

Japan Asia Others Consolidation

*Others: Main regions are North America, Saudi Arabia, Brazil and the Netherlands

Çore operating income margin by geographical segment (from Jan. to Sep.)
ẑ1
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Overseas and Asian markets keep overwhelming sales ratio

9

66.4Ṿ 44.9Ṿ

¸Sales ratio of

overseas markets

¸Sales ratio of

Asian markets
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3Q of FY Ended 

Dec. 31, 2023

3Q of FY ending 

Dec. 31, 2024
Gap(yen) Gap(%)

Personal Care
Net sales

Core operating income

(margin-%)

5,767

743

(12.9%)

6,041

823

(13.6%)

+274

+81

+4.8%

+10.8%

(+0.7P)

Pet Care
Net sales

Core operating income

(margin-%)

1,013

175

(17.3%)

1,079

201

(18.6%)

+66

+26

+6.5%

+14.8%

(+1.3P)

Others
Net sales

Core operating income

(margin-%)

95

10

(10.1%)

101

12

(11.5%)

+6

+2

+6.7%

+21.7%

(+1.4P)

Consolidation
Net sales

Core operating income

(margin-%)

6,874

927

(13.5%)

7,221

1,036

(14.3%)

+346

+109

+5.0%

+11.7%

(+0.8P)

Profitability improved in all businesses of Personal Care mainly in Japan, and business 

mix keeps improving. In Pet Care Business, North America drove sales and profit 

increase through sustained effect of value-shifting penetration and expansion.

10

* Other products refer to those related to industrial materials, etc.

¸Business Segment Information

(from Jan. to Sep.)

(Unit: 100 millions of yen)

ẑ1
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Impacts of foreign exchange fluctuations: 

Approx. 28.3 billion JPY increase in sales and

approx. 3.6 billion JPY increase in core operating income

11

Currency 3Q of ó23/12 rate3Q of ó24/12 rateRate Change

China (CNY) 19.61 20.97 +6.9%

Indonesia (IDR) 0.0092 0.0096 +4.3%

Saudi Arabia (SAR) 36.87 40.39 +9.5%

India (INR) 1.69 1.82 +7.7%

Thailand (THB) 4.01 4.24 +5.7%

USA (USD) 138.11 151.29 +9.5%

Vietnam (VND) 0.0058 0.0060 +3.4%

Netherland (EUR) 149.62 164.40 +9.9%

Taiwan (TWD) 4.47 4.73 +5.8%

Malaysia (MYR) 30.59 32.63 +6.7%

Brazil (BRL) 27.62 28.90 +4.6%

Australia (AUD) 92.36 100.13 +8.4%

Korea (KRW) 0.1063 0.1120 +5.4%

Egypt (EGP) 4.51 3.55 -21.3%

¸Rate fluctuations by currency (Jan. to Sep. average rate)
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Summary of Progress on Performance Forecast 

FY Ending December 31, 2024
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Fiscal Year ending December 31, 2024

Summary of Consolidated Performance Forecast

13

Consolidated
Sales       1,006 billion JPY (YoY +6.8%)

Core operating income   144 billion JPY  (YoY +12.5%)

ṥProgressṦ

Å Sales and core operating income remained in line with the forecast thanks to strong performance in the first half of the year.

Å Aiming to achieve annual performance forecast by increasing sales and profit in the fourth quarter(Oct.-Dec.).

ṥThird quarter topicsṦ

Å Total

¸ Strategic marketing investments were made in advance for growth from the fourth quarter onward. 

¸ Effects of cost reduction were lower than initially expected due to foreign exchange impact.

Å By country

¸ In Japan, despite cost increase trend, increase in sales and profit by absorbing cost rises more than expected through 

penetration and expansion of further value-shifting in Personal Care business.

¸ In India, Strong in-store sales in both Baby Care and Feminine Care business through aggressive sales activities and 

improved profitability.

¸ In Middle East, despite political uncertainty, sustained strong sales and higher growth than expected.

¸ In North America, improved profitability more than expected through sustained strong sales of cat treats in Pet Care 

Business.

¸ In Southeast Asia and China, delayed recovery of Baby Care Business due to market shrinkage and competitive factors.

¸ In Feminine Care Business in China, despite challenges in competitiveness of existing products, new products sold well and 

grew steadily. Expanded sales in quick commerce channel.
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Progress on ñKyo-Sei Life Vision 2030ò
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Becoming No.1 in the world in ñrelative valueò and ñabsolute valueò by 2030 to 

contribute to the ñrealization of a cohesive societyò and ñSDGs achievementò

15

Absolute Value

Creating a circular economy through products and 

services that only we can produce

2030 Target

1.5trillion JPY 17% No.1
Sales Core Operating Income World ShareRelative Value

17%

ROE
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1%

7%
4%

-1%

'19Ÿô20 '20Ÿô21 '21Ÿô22 '22Ÿô23 '23Ÿô24E

VContinued reduction of distribution inventory in China due to economic 

uncertainty.

VDelay in manifestation of new categories such as wellness care in China.

VFailure to further expand potential categories in Japan and overseas.

16

Issue: Asia Business growth slowdown

Although Baby Care Business in Asia has driven Asia business and maintained high share, sales 

growth slowed down due to target population decline and competitions, and this  impact to overall 

performance in Asia

¸Asia business sales growth rate (actual)

ₒMain Factorsₓ

VShrinkage of baby care market due to decrease in the number of births while 

high market share

VExpansion of low-priced products made by emerging companies especially in 

baby care.

VDelayed response to changes in consumer sentiment and purchase behavior

Southeast Asia: Increased competition in Baby Care Business

China: KOL leave due to Fukushima treated water issue

China: distribution inventory reduction

China: Baby Care structural reform

China: Consumer preferences shifting with Chinese products 

China: lockdown

India: factory fire

Lockdown
Rebound increase

in lockdown
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Mid-term Basic Strategy of Baby Care Business in Asia:

Aiming for renewed growth with two brand strategies and unique proposals

1717

¸ Projections of baby care market size in Asia (volume)

0 5,000 10,000 15,000 20,000 25,000 30,000

Africa total

Saudi Arabia

Egypt

Brazil

India

Vietnam

Indonesia

Thailand

China

Japan

2023 2026

Down

Up

Strengthening visible and unique values that capture 

consumer insights and cost competitiveness by 

leveraging the strengths of two brands

¸ Baby care market environment change forecast in Asia

Data  SourceḲ Euromonitor, Unicharm

VIn future, usage pieces in growing markets such as India and 

Indonesia will increase as the number of births and diffusion 

increase, that covers the decline in volume in countries where 

birth rate decreases.

VPolarization between high price-oriented and low price-oriented 

markets is progressing.

¸ Baby Care measures in Asia
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Mid-term Basic Strategy of Feminine Care Business in Asia:

Aiming for further growth through unique products that capture consumer insights and 

expansion of diverse sales channels

1818

¸ Target population projections by region

0 200 400 600

Africa

India&
Surroundings

Middle East

Southeast Asia

Japan

China
2023 2030

Data Source: Unicharm

VMarket expansion by covering declining target population in 

China and Japan with growing markets such as India, countries 

surrounding India and Southeast Asia

VIncreased needs for security, sensory, health and environment

VAccelerated growth of emerging sales channels

Launching market-first and unique new products 

in each country and region in a rapid and 

continuous manner

Approx. 50x than Japan

Approx. 3.6x than China

¸ Feminine care market environment change forecast in Asia

¸ Feminine Care measures in Asia
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Basic Strategy of Wellness Care Business in Asia:

Accelerating growth in southeast Asia by promoting further penetration through marketing activities

Striving for manifestation of performance with a sense of speed in China

1919

¸ Population projections for 65+ years old (compared with Japan)

Japan China India Indonesia Thailand Vietnam

Approx.530%

Approx. 

260%

Approx. 

51%
Approx. 

29%
Approx. 

24%
100%

Data SourceḲUnited Nations

¸Wellness care market size by type in China (volume)

0

5,000

10,000

15,000

20,000

2022 2023 2024 2025 2026

Pants Light Tape Bed sheet Pad

62%

31%

52%

40%

Data Source: Unicahrm

V In Southeast Asia, increased usage pieces with increase in elderly population 

and product penetration.

V In addition to increase in number of users through pants penetration, 

accelerated penetration of care products through increase in low-priced 

products such as tape produced by emerging companies.

V Increase in number of independent and health-conscious caregivers, especially 

in urban areas of China

Accelerating diffusion and penetration of adult 

incontinence care products by providing unique 

product value and strengthening value communication 

capabilities

¸ Wellness care market environment change forecast in Asia

¸ Wellness Care measures in Asia
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Mid-term Basic Strategy of Pet Care Business in Asia:

Aiming to revitalize market and achieve growth by developing products and sales channels that  incorporate 

technologies developed in Japan to meet local needs in markets where the number of dogs and cats is expected to 

increase

2020

¸Forecast of pet dog and cat numbers

0 20,000 40,000 60,000 80,000040,00080,000

USA

Japan

Vietnam

Indonesia

Thailand

China

2022

2026 forecast

Data Source Euromonitor, Unicharm

VContinued increase in number of pet dogs and cats 

VIncrease in number of new entrants due to high market growth 

potential

VExpanded emerging sales channels in Southeast Asia

VMarket growth potential to cover the decline in baby care market

Accelerating growth by strengthening product 

lineups with competitive advantages such as 

supplementary foods

¸ Pet care market environment change forecast in Asia

¸ Pet Care measures in Asia
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Continuous launch of value-shifting products in Feminine Care and Wellness Care Business, which 

are growth categories in existing countries

Expanding business performance by realizing effects of each strategy from the second half of FY2024 

to FY2025

2121

¸ Japan: Sustaining strong performance through continuous 

launch of value-shifting products

¸ Thailand: Driving market growth by creating new markets

VExpanding product lineup with cool-type night panties sanitary napkins and 

Femtec-related products in Feminine Care.

VLeveraging Sofy brand to strengthen light incontinence products in Wellness 

Care

¸ Vietnam: Steady growth in in-store sales
¸ China: Unique products and quick commerce growth

VExpanding lineup of skin care and nighttime products in Feminine Care.

VExpanding lineup focusing on light and moderate incontinence products in 

Wellness Care.

VExpanding distribution of nighttime panty-type sanitary napkins in Feminine 

Care

VExpanding lineup of affordable moderate incontinence products and 

promoting diffusion

VCreating new markets for daytime panty-type sanitary napkins and anti-

bacteria products, and strengthening reasonably priced products targeting 

younger consumers in Feminine Care.

VStrengthening quick commerce.

VExpanding product lineup with a focus on air permeability in Wellness Care
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Steadily increasing sales by expanding product lineup that meet needs of each country and region 

based on Japanese technology in Asia pet care market, where high market growth is expected

2222

¸ China: Achieving high growth by developing products and sales channels that meet consumer needs and creating synergy effects with JIA

¸ Indonesia: Expanding sales size by strengthening in-store 

exposure¸ Thailand: Achieving high growth by developing premium products

VExpansion of product lineup in food and toiletries

VStrengthening quick commerce and e-commerce channels

'24/2Q 3Q 4Q(E)

YoY

+13%

YoY

+21%

YoY

+over 30%(E)

'24/1Q 2Q 3Q

VExpansion of product lineup in food and toiletries and distribution

Approx. 2time in Q3 cumulative total

'24/1Q 2Q 3Q

+55% in Q3 cumulative total

VExpansion of product lineup in food and toiletries
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Steadily building a new foundation for growth by promoting penetration with 

affordable priced products for non-users in India and Africa, where penetration of 

sanitary products is low

2323

¸ India: Keeping high growth through unique products and activities to increase penetration

VPromoting penetration by developing affordable sanitary products

VDevelopment of unique products that meet local needs

VSupporting menstrual education and womenôs empowerment in 

rural areas

¸Africa: Steadily expanding sales areas for sustainable growth

VKeeping high growth in Egypt, where we are already expanding

VStarting sales in Kenya, Ghana, Cote d'Ivoire, etc.

1
Q

2
Q

3
Q

4
Q

1
Q

2
Q

3
Q

4
Q

1
Q

2
Q

3
Q

4
Q

1
Q

2
Q

3
Q

4
Q

1
Q

2
Q

3
Q

4
Q

1
Q

2
Q

3
Q

4
Q

1
Q

2
Q

3
Q

4
Q

1
Q

2
Q

3
Q

4
Q

Nigeria

Egypt

Kenya

Ghana

20242017

CAGR+27%

Establishment of 

subsidiary in 2010

South  Africa

Cote  d'Ivoire
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Shareholders Return Policy
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Through the payment of dividend linking to the business performance and buy-back of 

our own shares, we are also aiming for total return ratio of 50% in 2024

25

0%

25%

50%

75%

0

200

400

600

'15/12 '16/12 '17/12 '18/12 '19/12 '20/12 '21/12 '22/12 '23/12 '24/12E

Dividends Purchase of own shares Total return ratio

We are aiming at returning profits to our shareholder with a goal of total return ratio of 50% by paying dividends 

on a consistent and continuous basis and buying back our own shares, upon necessity, on a flexible manner 

based on the growth of med-to-long term consolidated earnings while focusing on the business investment for 

achieving the uninterrupted growth.

(Unit: 100 million yen)

50%

¸Shareholders return policy
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Dividend per share

Plan to increase dividend for 23 consecutive years (44 yen a year)

26

14.8 16.0
20.0

24.0
28.0

32.0
36.0 38.0 40.0

44.0 

'15/12 '16/12 '17/12 '18/12 '19/12 '20/12 '21/12 '22/12 '23/12 '24/12E

¸Dividends per share (JPY)
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Flexible purchase of own shares depending on the cash condition

Purchased 19 billion JPY, 3.9 million shares, as planned in 2024

27

130 140 140
155 150

72

160 170 170
190

'15/12 '16/12 '17/12 '18/12 '19/12 '20/12 '21/12 '22/12 '23/12 '24/12E

¸Share buy-back history (Unit: 100 million JPY)
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Approach to realize a

ñCohesive Society  (Social Inclusion)ò
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Formulating Mid-to-Long Term ESG Objectives ñKyo-sei Life Vision 2030"

29

20 key themes with the goal in 2030
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Formulating Mid-to-Long Term ESG Objectives ñKyo-sei Life Vision 2030"

30

Ẋ20 key themes of initiatives to realize ñCohesive Society (Social Inclusion)ò

Safeguarding the well-being 

of individuals

Safeguarding the well-being 

of society

Safeguarding the well-being 

of our planet

Unicharm Principles

Å Extension of healthy life expectancy and improvement of QOL

Å Support for a society where gender and sexual orientation do not restrict peopleôs activities

Å Coexistence with pets

Å Improvement of childcare

Å Improvement of public hygiene

Å Innovations to achieve ñNOLA&DOLAò

Å Practicing sustainable lifestyles

Å Construction of value chains that take account of sustainability

Å Improvement of customer satisfaction

Å Provision of safe, reliable products

Å Development of eco-friendly products

Å Addressing climate change

Å Expanding our line of recycled models

Å Promotion of product recycling

Å Reduction of the amount of plastic materials used

Å Management practices that take sustainability into account

Å Practice of appropriate corporate governance

Å Promotion of diversity management

Å Fostering the development of competent human resources

Å Construction of healthier workplaces and workplace safety systems
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Key initiatives, indicators, and target values

31

Ẋ Safeguarding the well-being of individuals

Key initiatives Indicators
Results

Mid- and long- term 

goals

2021 2022 2023 Target value Target year

Our aim is to provide products and services that contribute to the realization of a society where all people can have a sense of individuality and 
enjoy their daily lives.

Extension of healthy life 

expectancy and improvement 

of QOL

Percentage of products and services that contribute to the 

realization of a society where everyone can have a sense 

of individuality.

Continue 

100%

Continue 

100%

Continue 

100%
100% 2030

Support for a society where 

gender and sexual orientation 

do not restrict peopleôs 

activities

Percentage of products and services that contribute to a 

society where people around the world are free from 

discrimination by gender or sexual orientation (including 

products and services that contribute to the elimination of 

sexual discrimination still present in certain countries and 

regions).

Continue 

100%

Continue 

100%

Continue 

100%
100%

2030

Coexistence with pets Percentage of products and services that contribute to the 

realization of a society where pets are welcomed by family 

members and community residents. 

Continue 

100%

Continue 

100%

Continue 

100%
100% 2030

Improvement of childcare Percentage of products and services that contribute to the 

realization of a society where infants and their families can 

live healthily and happily.

Continue 

100%

Continue 

100%

Continue 

100%
100% 2030

Improvement of public 

hygiene

Percentage of products and services that contribute to 

activities which can reduce the spread of preventable 

infectious diseases (contact transmission or droplet 

transmission).

Continue 

100%

Continue 

100%

Continue 

100%
100% 2030
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2020 period2010 period2000 period

(Safeguarding the well-being of each individual)

Support ñlengthening healthy life expectancyò with products and services for 

the senior citizens 

32

ẊExtension of healthy life expectancy and improvement of QOLd

üWe propose optimal care based on the excretion 

care pattern that matches the userôs ADL 

(activities of daily living).

Yr.1990 Yr.1987

ü Using processing and molding technologies for nonwoven 

materials and absorbent cores to maintain and improve 

product functionality while reducing the amount of raw 

materials used

 Those who spend most of 

their time in bed

 Those who can stand / sit

 Peace of mind during outings

Those who can walk alone 

     Those who can walk with assistance

Those who have light incontinence

Rollout of products and services that

enable living with a sense of individuality 

Year 2030 Goal

Continuation 

of 100%

Does not stain 

pants

Does not stand 

out
Does not smell
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Development of products and services that enable  to be 

free from discrimination by gender or sexual orientation

(Safeguarding the well-being of each individual)

Rollout of activities tailored to national and regional characteristics to develop 
a society where women shine

33

ẊSupport for a society where gender and sexualorientation

do not restrict peopleôs activities

ü Efforts to create a world where we feel free to 

talk about menstruation

ü Promote women empowerment support 

globally 
Pink Ribbon Campaign: 

2024 is the 17th year in Japan

Year 2030 Goal

Continuation 

of 100%

Number of training videos provided: 

Approx. 490 companies and organizations

(as of end of June 2024)

TikTok views:
approx. 32 million

(as of end of June 2024)

Participants: 
Approx. 640,000  in India
(as of end of June 2024)

Menarche education / 

menstrual education Female Entrepreneur 
Creation Project

With cultural considerations 

in mind, a women-only 

factory in Saudi Arabia
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(Safeguarding the well-being of each individual)

Unique new value proposals that match the characteristics of each country and 
region

34

ü Pants type napkin that to reduce leakage anxiety

(developed by China subsidiary)

ü Napkin featuring anti-bacterial sheet (developed 

by Indian subsidiary) and napkin containing olive 

oil (developed by Saudi Arabia subsidiary)

ü Cool napkin that feels less dampness and a cool, 

refreshing feeling and type of napkin that contains 

charcoal (developed by Thailand subsidiary)

ü Pantiliners that can help you check your fertility 

timing, and various types of care products suited 

to womenôs lifestyles (developed in Japan)
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(Safeguarding the well-being of each individual)

Support improvement of childcare environment through products and services 
that eliminate discomfort and create the comfort of babies and parents 

35

ü Foods and treats to meet diverse needs that is 

particular to quality, taste, and health

ü Toiletry products that focus on being comfortable and 

convenient, utilizing non-woven materials and 

absorbent core processing and shaping technologies

Development of products and services that 
enable pets to be welcomed by people

ẊCoexistence with pets Year 2030 Goal

Continuation 

of 100%
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(Safeguarding the well-being of each individual)

Support improvement of childcare environment through products and services 
that eliminate discomfort and create the comfort of babies and parents 

36

ü Unique products that meet the needs of each 

country and region

ü ñTebura Toenò, a subscription service (fixed charge 

system) for nursery schools can reduce the burden on 

parents and child care workers, as well as infection risk 

©Fujiko-Pro, Shogakukan, TV-Asahi, Shin-ei, and ADK

Over 5,230 locations in 
47 prefectures

(as of the end of June 
2024)

ẊImprovement of childcare

Development of products and services that 

enable happy and healthy life of babies and 

families

Year 2030 Goal

Continuation 

of 100%
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(Safeguarding the well-being of each individual)

Protect everyday health and support safe and comfortable living

37

ẊImprovement of public hygiene 

ü Pursuing comfort, functionality, and design, 

creating products that match consumers' actual 

usage and needs

Development of products and services 

that enable each one of us to control infection

ü Boost high value-added masks development 

globally 

Year 2030 Goal

Continuation 

of 100%
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Key initiatives, indicators, and target values

38

Ẋ Safeguarding the well-being of society

Key initiatives Indicators

Results Mid- and long- term goals

2021 2022 2023
Target 

value

Target 

year

Our aim is to provide products and services that not only improve the safety, security, and satisfaction of our customers, but also contribute to 

solving social issues and promoting sustainability.

Innovations to achieve 

ñNOLA & DOLAò

Percentage of products and services that contribute to 

liberation from various burdens and finding enjoyment in 

life.

Continue 

100%

Continue 

100%

Continue 

100%
100% 2030

Practicing sustainable 

lifestyles

Percentage of products and services suitable for the 

ñSDGs Theme Guidelineò, an internal guideline for 

contributing to sustainability.

100%β 10.5% 5.9% 50% 2030

Construction of value chains 

that take account of 

sustainability

Percentage of products and services that use raw 

materials procured from ñlocal production for local 

consumptionò, thereby contributing to local economies 

based on the perspectives of the environment, society, 

and human rights.

Under 

development

Under 

development

Under 

development

Double 

increase

(Compared 

to 2020)

2030

Improvement of customer 

satisfaction

Percentage of products and services supported by 

consumers (No. 1 market share).
23.5% 23.7% 23.2% 50% 2030

Provision of safe, reliable 

products

Percentage of products to which a new internal 

guideline for safety and quality has been set and 

certification has been granted.

Continue 

100%

Continue 

100%

Continue 

100%
100% 2030

ẑ Yr. 2021 results for ¬Practicing sustainable lifestylesº were changed from the number of operations to a percentage
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(Safeguarding the well-being of society)

Development of products and services toward the realization of social inclusion so 

that everyone can lead a healthy and sanitary life comfortably

39

ẊInnovations to achieve ñNOLA & DOLAò

üFace masks that quickly utilize UCôs own technology 

after listening to hearing impaired and speech 

impaired persons

Development of products and services that 
contribute to liberation from various 

burdens and finding joy in life

ü Worldôs first* disposable diapers that keep mosquitoes away 

from diapers and protect babies from the threat of dengue fever, 

with the addition of an affordable pants type to support areas at 

high risk of infection

ẑ

Year 2030 Goal

Continuation 

of 100%

*  The tape part is coated with microcapsules containing fragrance.

Target infant disposable diapers for major global brands.

(Based on Unicharm research, February 2020)

ẑ
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Key initiatives, indicators, and target values

40

Ẋ Safeguarding the well-being of our planet

Key initiatives Indicators

Results
Mid- and long- term 

goals

2021 2022 2023
Target 

value

Target 

year

Our aim is to provide products and services that are sanitary and convenient, as well as contribute to activities that improve our planetôs 
environment.

Development of eco-

friendly products

Number of products and services that implement 

ñ3Rs + 2Rsò based on Unicharmôs unique 

approach.

Under 

development
2 2 10 or more 2030

Expanding our line of 

recycled models

Number of disposable paper diaper recycling 

facilities introduced.

Under 

development
1 1 10 or more 2030

Addressing climate 

change

Percentage of renewable energy used for business 

operations in total.
7.3% 11.0Ṿ 22.8Ṿ 100% 2030

Promotion of product 

recycling

Material recycling of non-woven products using 

recycling resources

Under 

development

Under 

development

Under 

development

Start of 

commercial 

usage

2030

Reduction of the amount 

of plastic materials used
Percentage of virgin plastics to total plastics.

Under 

development

Under 

development

Under 

development

Reduced by 

half 

(Compared 

to 2020)

2030
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(Safeguarding the well - being of our planet)

Accelerating ñcomfortò for the global environment and promoting sustainability 

that can be done now

41

ü Launch of ñChoose, Use, Circulateò website to 

communicate global efforts aimed at realizing a 

sustainable society and move forward together

ü Promoting CO2 reduction activities in all processes, 

from material procurement, product production, 

distribution and sales

ü Developing environmentally friendly products in each 

country and region

ü Promoting the mid-term goal ñEnvironmental Goal 2030ò 

to achieve ñVision 2050ò with the aim of achieving ñzeroò 

CO2 emissions by 2050

Virgin petroleum-

based plastic-

reduced paper-

blended packaging

Products using PEFC certified materials

https://www.unicharm.co.jp/en/csr-eco/ghg.html

Products containing unbleached 

materials
Bio-material blended project products
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(Safeguarding the well-being of our planet)

Promoting Three ñ0ò by 2050
ñ0ò waste plastic, ñ0ò CO2emission, ñ0ò natural forest destruction

42

ü Eco Plan 2030
Environmental 

Targets 2030
Implementation items

Base 

year

2021

Results

2022

Results

2023

Results

2024

Targets

2030

Targets

2050

Vision

Responding to

the problem of

plastic waste

Reducing usage of packaging materials Per unit of sales 2019β ƶ0.2 ƶ12.3 ƶ18.4% ƶ21.1% ƶ30

Realizing a new

society with zero

plastic waste

Selling products that contain no petroleum 

derived plastic
Development ongoing Development ongoing Development ongoing Development ongoing

10 or more stock-

keeping units (SKU) 

sold

Raising awareness about proper disposal 

of used products

38

(6countries/regions)

50%

(8countries/regions) 

56%

(9countries/regions)

63%

(10countries/regions)

Rolled out at all Group 

companies

Eliminating the use of plastic in sales 

promotional items
2019

ƶ8.9

(Japan)

ƶ81.8%

(Japan)

ƶ86.9% Japan

ƶ76.5% China

ƶ88.8% Japan

ƶ79.9% China

In principle, reduced to 

zero at all Group 

companies

Responding to

climate change

Reducing COϒemissions associated with 

raw materials procurement
Per unit of sales 2016

9.7%

(Japan)

Ẏ12.6%

(Japan)
ƶ4.1% ƶ5.9% ƶ17

Realizing a 

society

with net zero 

COϒ
emissions

Reducing COϒemissions in 

manufacturing
Per unit of sales 2016 ƶ26.9 Ẏ35.2Ṿ ƶ55.4% ƶ57.8% ƶ34%

Reducing COϒemissions associated with 

disposal of used products
Per unit of sales 2016

23.7%

(Japan)

Ẏ11.6%

(Japan)
ƶ35.1% ƶ37.0% ƶ26%

Not contributing to 

deforestation

(response to

procurement related 

issues)

Ensuring traceability to pulp and palm oil 

production locations (country/region)

Forest-derived raw

materialsβ2 97.0% 97.1% 99.2% 100%
Completed

Realizing a 

society

with zero 

deforestation 

related to

the purchasing 

of

timber

Palm oil 77.2% 72.2% 68.0% 95%

Expanding the use of certified pulp 

(PEFC*3- and CoC-certified)

Percentage of

Certified factoriesβ3 52.0% 56.0% 64.0% 72%

100%
Percentage of certified 

materials procuredβ4 76.0% 72.3% 72.6% 73%

Expanding the use of certified palm oil 

(RSPO*6-certified)β5 77.2% 72.2% 68.0% 95% 100%

Promoting the recycling of used 

disposable diapers
Development ongoing 2β6 2 2

Rolled out in at least

10 municipalities

β1 Initially, the base year was set as 2016, but it was reconsidered in 2020 and changed to 2019

β2 In addition to third-party certified materials, ratio of forest-derived raw materials (pulp) whose country/region of origin can be traced β3 Percentage of our factories that have acquired CoC certification

β4 Calculation method for the procurement ratio was changed from a shipping weight basis to a purchase weight basis, which is ñPurchased weight of pulp with 100% PEFC-derived claim / Purchased weight of entire pulpò
β5 Certified palm oil is RSPO certified oil based on the mass balance method

β6 Starting in 2022, recycling facilities will be operated in two municipalities in Kagoshima Prefecture: Shibushi City and Osaki Town (Verification research regarding the collection of used disposable pants will be conducted in Higashiyamato City in 2020 and Machida City in 2021)
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(Safeguarding and sustaining the well-being of our planet)

From SBTi* obtained certification as a new ¬1.5ṹ Targetº

43

ü Initiatives towards a society with zero COϒemissions by 2050

Year Status of Initiatives

2018 V Certified as the 17th 2.0°C target setting company in Japan

2020 V Setting of ñEco Plan 2030ò

2022
V Start of deliberation on modification to 1.5°C target

V Start of a comprehensive GHG emission volume visualization project, 

including Scope 3.

2023 V Member of RE100

2024

V Started overseas expansion of GHG emissions visualization project (ASEAN)

V Obtained third-party approval of product-specific carbon footprint calculation 

rules (personal product calculation rules are based on SuMPOôsInternal-PCR 

system)

V Obtained ñ1.5ϴ Targetòcertification from SBT

β SBTi (The Science Based Targets initiative): Encourage companies to set reduction targets that are consistent with scientific knowledge, with the goal of limiting the rise in global average 

temperatures due to climate change to 1.5 degrees Celsius compared to pre-industrial revolution levels.
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(Safeguarding the well-being of our planet)

GHG (Green House Gas) emissions visualization and reduction initiatives

44

ü Toward achieving ñ0 (net zero)ò COϒemissions, will calculate carbon footprint value for each product, 

understand the emission status for each scope, and work with stakeholders to promote specific reduction 

measures

Establishment of calculation rules in accordance with 

global rules

Transition to highly accurate and up-to-date primary data

Obtained approval for our internal calculation rules for product-

specific carbon footprints (CFP) under the ñInternal-PCR Systemò

provided by Sustainable Management Promotion Organization

(SuMPO)

Å A town hall meeting on GX/GHG was held on September 27, 2024, 

and public announcements was made regarding demonstration 

experiment of primary GHG data distribution in FMCG industry

Å Aiming to build a platform for efficient and safe data distribution 

in order to measure emissions more accurately toward 

decarbonization

For this release:

https://www.unicharm.co.jp/en/company/news/2024/0404-01.html

For this release (Only in Japanese):

https://www.unicharm.co.jp/ja/company/news/2024/0927-01.html

Joint demonstration experiment begins for "primary data 

distribution platform" to streamline GHG emission measurement 

in the supply chain across the entire industry

~ Participation by daily necessities manufacturers, materials 

manufacturers, IT companies, etc. ~
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(Safeguarding the well-being of our planet)

Aiming for a world with ñzero wasteò Taking on the Challenge of ñDisposable 
Diapers to Horizontal Recycling from Disposable Diapersò

45

Ẋ Development of environmentally friendly products

ü Products that use recycled pulp treated with the worldôs 

first β1 ozone technology as part of the absorbent core 

are now available at major retailer

β1 About horizontal recycling technology from disposable pants diapers to disposable pants diapers 

using ozone treatment technology (UC research, December 2020)

ü For nursery schools that have implemented the ñTebura toen

(Hands-Free Arrivals)ò*2  have introduced ñMamyPoko Pants 

RefFò for use at their facilities

Number of products and services that 
implement

3Rs + 2Rs based on unique approach

2030 Target

More than 10 

cases

β2 Childcare facilities in Shibushi City, Kagoshima Prefecture that use the ñTebura toenò 

system, and all public childcare centers in Yokohama City

In Yokohama City, Kanagawa 

Prefecture

Special products introduced to all 

public nursery schools

Shibushi City / Osaki Town, Kagoshima Prefecture

Collection of used disposable pants and introduction 

of specialized products

Used disposable

diapers Collection Ozone treatment

PulpCommercialization
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Tokyo Machida 

city

(Safeguarding the well-being of our planet)

History of challenge for ñhorizontal recycling from disposable pants to disposable 

pantsò

46

ü Project history from launch to present

Yr. 2010 Yr. 2018 Yr. 2019 Yr. 2020

Started development 

of disposable pants 

recycling technology

Start of demonstration experiment

Yr. 2016: Shibushi City, Kagoshima Prefecture, 

soo Recycling Center

Yr. 2018: Osaki Town, Soo County, Kagoshima 

Prefecture also joins in

ñEstablishment of technology to recycle waste to 

a level that can be used for sanitary productsò and 

ñPrototypes of disposable diapers made from 

recycled raw materialsò have been completed

Co-creation with local governments and companies

Yr. 2020: Tokyo / Higashiyamato City

Yr. 2021: Tokyo /Odakyu Electric Railway / Machida city

Launched in Kyushu region

"Lifely RefF Side Leakage 

Peace of Mind tape typeò

Yr. 2023 Yr. 2024

On sale in Kyushu region

Products with RefF mark

Yr. 2022

Start test use

ñLifree RefF Side Leakage 

Peace of Mind tape typeò

Introducing ñMamyPoko Pants RefFò to nursery 

school that have adopted ñTebura toenò initiative*

Yr. 2021Yr. 2016

Higashiyamato

city

Odakyu Electric Railway

βAll childcare facilities in Shibushi City, Kagoshima Prefecture that 

use the ñTebura toenò program and all public childcare centers in 

Yokohama City

ₒUntreated pulpₓ ₒSanitary grade 

pulpₓ
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(Safeguarding the well-being of our planet)

Reduce waste disposal cost and environmental burden through recycling 
used disposable diaper 

47

ẊExpand our line of recycle model

ü Keep it safe and convenient, toward the future where recycling is the norm 

More than 10 

cases

Installations number of disposable pants 

(disposable diapers) recycling facilities

Disposable diaper pants recycling model

Raw materials Materials Manufacturing Usage
Used disposable 

diaper pants
Recycle (from 

hospitals &institutions

After recycle treatment, 

turn into pulp
Ozone treatmentSanitary graded pulp

Unicharm Original Recycle System
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(Use of disposable diaper)

(Safeguarding the well-being of our planet)

Flow of recycling process of used disposable diapers

48

ü Horizontal recycling (from disposable diaper to disposable diaper) 

Water treatment 

facilities
(Wastewater treatment)

To the raw material 

of disposable diaper

Used disposable diaper

ₒUntreated pulpₓₒSanitary grade pulp (xOzone processing)

iii. Manufacturing process of recycled products

i. Separation collection and transportation ii. Crushing, cleaning, and 

separation processes 

(Crushing)
(Cleaning)

(Separation)
(Special bag for 

collection)
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ü Creating opportunities to experience quality, safety, and 

environmental friendliness of recycled pulp, and 

transmitting information utilizing SNS

ṕSafeguarding the well-being of our planetṖ

Demo-project to promote recycling used disposable diapers

49

ü To expand the supply of disposable pants using recycled 

pulp, developed processing technology for converting 

recycled pulp into base paper for disposable pants with 

Havix Corporation, and started commercial use of recycled 

pulp

ü Oji Nepia to sell RefF-marked toilet paper made from 

RPF derived from used disposable diapers

ü Collection bags and collection boxes made from recycled 

plastic which was derived from used disposable diapers

Ɽꜟⱪ

♥▫♇◦ꜙ

Recycled 

pulp

Tissue

Image of Plastic Recycling

Plastic

Recycle center

Turn Plastic 
to film

Collection bag for 
disposable 

diapers

Used disposable 
diapers

Sorted collectionHygienic Self-Government 

Association

https://www.unicharm.co.jp/en/csr-eco/reff.html https://note.com/unicharm_reff https://e-nepia.com/learn/reff2406.html

New diaper

Used in 

factories Recycled as materials

Crushing, washing, sorting, 
sterilization

Used for power 

generation

Used as part of the 

electricity used in 

production

Collect 

used 

diapers

Horizontal 

Recycling 

from 

disposable 

diapers

Unicharm 

& 

NepiaRefF

project
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(Safeguarding the well-being of our planet)

Make more opportunities to experience recycling 
Create the society where ñDisposable diaper recycling is a natural matterò

50

ü Future vision using recycled materials (image)
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(Safeguarding the well-being of our planet)

Switch all electric power used at factories to green electric power*  aiming to 

reduce CO2 emission

51

ü Offices with 100% of renewable electric power usedü Ratio of renewable electricity: 23% (as of December 31, 

2023); Expected to be approximately 30% in year 2024

Top five nations 
Percentage of renewable 

electric power

Brazil 100%

U.S.A. 100%

China About 57%

Japan About 30%

Malaysia About 21%

ẊAddressing climate change

Percentage of renewable electric power
used for business operation

2030 Target

100%

Use of renewable power

US
(Hartz Pleasant Plain FactoryṖ

Brazil
(Jaguariuna Factory)

Japan (UCP Mie, Itami, Saitama, Kyushu, Toyohama, UC Kokko Nonwoven 

Kawanoe, Toyohama, Kokko, Cosmotec, Peparlet, Kinsei Products)
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(Safeguarding the well-being of our planet)

Initiatives for building an environmentally friendly and sustainable logistics 

system

52

ü Expansion of modal shift through separation of cargo handling 

operations, consolidated transportation, and utilizing swap body 

containers with different industries by railways, and ships

ü By improving transport efficiency through the 

development of logistics hubs near consumption areas, 

total truck travel distances can be reduced

ü Products with improved comfort and compression ratio using 

patented ultrasonic bonding technology, as well as products 

that reduce food loss and contribute to long-term 

preservation, improve the efficiency of logistics delivery and 

reduce greenhouse gas emissions

Vacuum pack & water 

absorbent backing paper

Received the Grand 

Prize at the ñNikkei 

Excellent Products 

and Services Awards 

2023ò

ü Joint logistics through round transportation* with each business 

partner

 Form of transportation in which trucks that have unloaded goods do not run empty, but instead 
load other goods and return to the starting point, thereby increasing the loading rate

Export to overseas
Shimizu Port

Empty container Unicharm 

Product: 

Kakegawa Center

Shimizu Port
Import from 

overseas

Empty container

Transport empty 

container: Sharing 

containers between 2 

companies when importing 

and exporting

Kurabe Miyakoda

Kita Factory

Osaka Saitama
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(Safeguarding the well-being of our planet)

Recycling Initiatives at Production Bases

53

Ẋ Advancing Product Recycling
2030 Target

Start of 
commercial 

use

Implementation of material recycling for non-
woven material products using recycled 

resources

ü Advancing waste reduction by reusing product loss from disposable diapers as raw 

material for cat excretion care products (Paper Litter®)

Pet Care Product Affiliated Production Company: Peparlet 

company new factory

Unicharm Affiliated Production Companies



Copyright (c) 2012 Unicharm Corporation. All rights reserved.Copyright (c) Unicharm Corporation. All rights reserved.

(Safeguarding the well-being of our planet)

Efforts that consider safety and the environment

Ẋ Reducing usage volume of plastic

ü Switched to paper materials for sales promotion 

materials to reduce the usage volume of plastic

Reduction rate of plastic usage 

in promotional materials* 

(Yr.2023 results)

Japan ƶ86.9

China ƶ76.5

* Base year: Yr.2019

2030 Target

Reduced by half

(Compared to 2020)

Ratio of virgin petrochemical-derived 

plastics to plastics

Trim loss emitted at the factory

ü Began recycling plastic ñtrim lossò emitted in the 

manufacturing process as raw material

Recycling raw materials

Trim loss emitted 

during 

manufacturing and 

processing 

processes

Use of recycled raw 

materials for processing 

plastic bags

54Recycling-oriented system
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Key initiatives, indicators, and target values

55

Ẋ Unicharm Principles

Key initiatives Indicators

Results Mid- and long- term goals

2021 2022 2023
Target 

value
Target year

Our aim is to pursue fairness and transparency in order to establish and retain stakeholder trust.

Management practices that 

take sustainability into 

account

Maintain and improve ratings by external evaluation 

agencies.
ṇ ṇ ṇ Highest level

Every year 

starting from 

2026

Number of serious human rights violations in the value 

chain. 

Zero 

occurrences 

1

(Corrected)

1

(Corrected)

Zero 

occurrences 
Every year

Practice of appropriate 

corporate governance
Number of serious compliance violations.

Zero 

occurrences 

Zero 

occurrences

Zero 

occurrences

Zero 

occurrences 
Every year

Promotion of diversity 

management

Percentage of female managers driven by the provision of 

various opportunities for women.
22.5% 23.2 24.7% 30% or more 2030

Fostering the development of 

competent human resources

Percentage of positive answers received for the ñGrowth 

through Workò employee awareness survey.

81.4%

Japan
89.2 88.7% 80% or more 2030

Construction of healthier 

workplaces and workplace 

safety systems

Reduction in the percentage of employees on leave for 

mental or physical health reasons by improving the 

workplace environment so that employees can work with 

peace of mind and maintain mental and physical health.

7 people
(Japan)

7 people

(Japan)

9 people

(Japan)

Reduced by 

half 

(Compared 

to 2020)

2030
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(Unicharm Principles)

Introduction of ESG evaluation system for all employees following on from 
executive evaluation to maximize social and economic value

56

ẊManagement practices that take sustainability into account

ü Toward executive evaluation (directors*, executive officers)

Introduced ESG evaluation in Yr. 2020
ü Introduce an ESG evaluation system for all employees 

from 2023 to realize creating new value through 

individual growth and visualization of contributions to 

society

Maintain and improve ratings by

external evaluation agencies.
We support the Sustainable Development Goals (SDGs)

Contribution to achievement of SDGs

Purpose

Every year starting

from 2026:

Max level

*Except for directors who are audit and supervisory committee members

ESG objective HR system

Encourage individual 

growth to become a 

global No. 1 company

Realize a 

ñCohesive Society 

(Social Inclusion)ò

VConsolidated earnings: consolidated net sales, core operating 

income, earnings per share attributable to owners of parent (weight: 

20% - 50%)

VDivision earnings: division sales, division profit (weight: 0% - 40%)

VCompany strategy: priority strategy, ESG performance (ratings of 

ESG rating agencies, etc.) (weight: 20% -50%)

VDivision strategy: division priority strategy (weight: 0% - 40%) 
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Room L
A womenôs community that enhances a sense of 

security and motivation to work

Empowerment system
One-on-one meetings with executive officers bring 

out leadersô strengths

Maternity leave 

Room L+

This program is aimed at employees preparing to 

return to work after maternity or childcare leave and 

fosters a sense of security after returning to work.

Oocyte (egg) 

Freezing Safety

Bank

Introduced a service into the welfare system that 

enables egg freezing storage to support each 

employeeôs diverse life plans

(Unicharm Principles)

Further strengthening efforts to promote active participation of women

57

ü Supporting the diverse life planning of each and every employee through 

systems and frameworks that enable them to proactively chart their own 

careers (Japan)

ẊPromotion of diversity management
2030 Target

Over 30%

The ratio of female employees in managerial positions

by providing various opportunities to female employees

19.7 

23.0 22.5 23.2 
24.7 

13.3
14.7 14.4 14.4 15.4

24.6

28.3 27.8
29.2

30.7

0

10

20

30

40

'19/12 '20/12 '21/12 '22/12 '23/12

ƴPercentage of Women in Managerial Positions
�B�k�C

Total Company

Japan

Overseas

ü Supporting women's economic independence by 

overcoming issues faced by countries and regions 

(overseas)

Creating Women 

Entrepreneurs in Rural India

Providing New Opportunities 

for Women in Saudi Arabia


