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Joshin Denki identified its management vision and material issues by 
taking a backcasting approach from a medium- to long-term perspective, 
guided by our philosophy: connecting the futures of people and society 
with smiles. While we followed the ITALICS provided by the IFRS 
Foundation and other relevant information to prepare this Integrated 
Report, we focused on presenting the following information to a 
wide range of stakeholders, including our shareholders and investors, 
especially the direction in which the Joshin Group aims to move; our key 
management strategies; and our business activities and ESG initiatives 
that will form the foundation of value creation. The intention is also 
to promote constructive dialogue and improve Joshin’s sustainable 
corporate value.

The sustainability page on our website presents ESG-related 
information that is essentially the same as the information included in 
this Integrated Report. We plan to keep updating our website with the 
latest data and information about new initiatives. Please see our website 
for these updates.

Scope
Applies to Joshin Denki Co., Ltd. and 12 consolidated subsidiaries
From April 1, 2023 to March 31, 2024
(Some information is from the period starting April 2024)
Issued September 2024
Reporting frequency: Yearly

Notes on Forecasts
The forecasts for financial results are based on information currently 
available to us and on certain assumptions that we consider 
reasonable. Actual results could differ from the forecasts due to 
such factors as risks and uncertainties.
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Message from Management

Representative Director, 
President and Executive Officer

We will securely pass the baton to the next generation so that 
we can achieve our management philosophy of “connecting 
people and society to the future with a smile.”

The Japan home appliance market in 2023 (according to an 
investigation by Gfk Japan) shrank by 1.4% from the previous 
year to reach 6.9 trillion yen. This was due to a variety of factors 
including the normalization of demand after the special stay-
home demand and the special government benefits during the 
COVID-19 pandemic, as well as an increase in leisure spending 
following the easing of behavior restrictions. However, the 
home appliance product market has remained at around 7 
trillion yen for the past 10 years, and this stability shows how 
essential home appliances are to our everyday lives. The 
manufacturer designated price system that was introduced in 
2020 restricted price competition and reduced the inventory 
risk of retailers.

As a result, consumers have increasingly trended towards 
making purchase decisions based not only on price, but also on 
high-quality customer services. In this market environment, in 
line with the spirit of our Corporate Credo of “Thoughtfulness*” 
that is the core of the Group’s management philosophy 
structure, we will continue to carry out the service with care that 
we have been dedicated to since our founding, deepen our 
relationships of trust with customers as a concierge to 
customers, drawing closer to their daily lives, and provide 
fine-tuned and high-quality services to every customer in order 
to pursue a business model that is resistant to changes in the 
environment and strive for sustainable growth.
* This means “to always think and act in consideration of the other's perspective.”

Recognition of the External Environment

In fiscal 2023, which was the first year of the new medium-term management plan “JT-2025 Management Plan,” the key management 
targets did not reach the initially forecast values, and the year left top management with regrets. However, we will renew our efforts to 
achieve the ideal image of the Joshin Group for 2030, described as “a company that supports the growth of local communities and 
contributes to the future of people and the environment,” and will steadily carry out the three points of “improving profitability,” 
“pursuing efficiency,” and “boosting growth potential” that hold the important keys to the new medium-term management plan.

During fiscal 2023, the Hanshin Tigers, which the Company is 
an official sponsor of, won the league and became Japan 
champions. Sales events related to this victory were held in the 
second quarter and third quarter, and contributed to an 
increase in sales. However, overall sales were 403.6 billion yen, 
down 1.2% from the previous fiscal year. The number of stores 
declined by three, however as a result of improving quality and 
reinforcing sales strength at our existing stores, Sales via stores 
were up 1.3% from the previous fiscal year. In the EC store 
business, sales were down 14.5% from the previous fiscal year. 
However, as a result of structural improvements aimed at 
strengthening earning power, centered on our own site “Joshin 
web shop,” we were in fact able to improve earning power.

In terms of profits, the “fan base strategy,” which aims to 
increase Joshin fans and core fans by maximizing the value 
provided to customers (based on improving the customer 
service abilities of sales personnel), contributed to an increase 
in the gross profit margin. Gross profit margin increased by 0.6 

points from the previous fiscal year to reach 26.0%. Although 
SG&A expenses were up 1.3 points from the previous fiscal 
year as a result of human capital investment and information 
systems investment, this investment supported growth in the 
gross profit margin, and as a result operating income was 8.3 
billion yen, up 0.6 points from the previous fiscal year.

As a result of declaring impairment of stores and reducing 
cross-shareholdings, ordinary income and net income were 
down slightly.

ROE, ROA, and ROIC are capital efficiency indices 
positioned as important targets in the new medium-term 
management plan, and all were down from the previous year. 
In particular, the failure of ROE to exceed cost of equity 
remains a major issue for improving PBR. In future management 
strategies, we intend to improve these indices in order to 
achieve sustainable growth and meet the expectations of our 
investors.

A Look Back at Fiscal 2023

In fiscal 2023, of the three points that hold the keys to the new 
medium-term management plan, we believe that we are 
partway towards achieving two of them: “improving 
profitability” and “pursuing efficiency.” We recognize that the 
remaining point, “boosting growth potential,” remains an issue.

Fiscal 2024 is an important milestone and marks the 
midpoint of the current medium-term management plan. 
Aiming to maximize return on investment, the Group is focusing 
on achieving the targets for each index: ROE, ROA, and ROIC. 
These indices are indicators of sustainable earning power and 
are directly linked to increased corporate value. The targets of 
11.0 billion yen in operating income and 2.6% operating 
income ratio for fiscal 2025, the final year of the current 
medium-term management plan, are important steps towards 
achieving an operating income ratio of 4.0% in fiscal 2030. 
Essential elements for achieving these targets include efficient 
allocation of management resources, responding rapidly to 
market changes, developing new sources of revenue, and 

thoroughly managing costs. By bringing the entire company 
together to address these issues, we aim to improve corporate 
value over the medium- to long-term, and believe that we can 
meet the expectations of shareholders, investors, and all other 
stakeholders.

Efforts for “improving profitability” are steadily delivering 
results through structural improvements in the EC store 
business and carrying out the fan base strategy. Clear results 
were delivered, including increasing the total number of 
customer members who use the Company by 640,000 during 
the past year to reach a total of 25.6 million. The average 
annual member purchases also grew by 2,500 yen, and we 
assess that the expansion of the customer base and 
improvement in buying sentiment are truly the results of the fan 
base strategy. The introduction of the “Joshin Smile Program” 
(new loyalty program) that was launched in February 2024 is 
playing an important role in terms of strengthening 
relationships with customers. This program strengthens 

Progress of the JT-2025 Management Plan

Ryuhei Kanatani
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Tetsuya Takahashi
Representative Director, Vice President and Executive Officer 
in Charge of Sales Strategy

Message from the Executive Officer in Charge of the Sales Strategy

Fiscal 2023 continues a three-year trend of plateaued sales, a 
rebound from fiscal 2020 that saw strong performance from 
extraordinary demand created by the COVID-19 pandemic and 
cash subsidies. However, sales at real stores are reliably 
growing. While the number of appliance stores remained the 
same as last year, per-store sales grew from 1.48 billion yen in 
fiscal 2022 to 1.52 billion yen in fiscal 2023, so it is believed 

initiatives to strengthen sales capabilities are bearing fruit. 
Gross profit margin also grew from 25.4% in fiscal 2022 to 
26.0% in fiscal 2023. Our restructuring initiatives aimed at 
strengthening the profitability of the EC business saw a drop in 
sales but improvements to operating income ratio and sales 
volume, which is believed to be a good sign for the future.

Completing Year One of the JT-2025 Management Plan

We aim to achieve Joshin’s vision 
for itself through further 
development of the fan base 
strategy and dominant strategy.

239
220 223 221 218

Number of stores (right axis)Sales per store (left axis)

2019 2020 2021 2022 2023 (FY)

0

250

200

150

100

50

(Hundred million yen) (Stores)

0

20

10

15

14.3

16.3
14.6 14.8 15.2

5

■ EarningsNet sales (left axis)

2019 2020 2021 2022 2023 (FY)

(Hundred million yen)

0

800

400

600

571.3

717.1
758.9 755.5

646.2

200

■

With the shrinking working population associated with overall 
population decline, the 2024 problem in logistics and other 
regulation-related issues, and changing customer needs as 
Japan becomes a super-aged society, we must expect that 

Joshin’s market environment will continue to change a breakneck 
pace. An important point moving forward will be how we link 
our business strategy to the economic strategy aimed at a 
“virtuous cycle” of rising wages and prices, and whether we can 

Pursuing the Best State of Business by Predicting Changes in the Market and Society

bring more consumption to the home appliances business.
Assuming that individual consumers replace their home 

appliances in the 50 years between ages 20 and 70, an 
individual will buy a replacement of an appliance six times for 
long-lifecycle products (assuming a 10-year period of use), or 12 
times for short-lifecycle products (assuming a 5-year period of 
use). This approach to buying a replacement of home appliances 
has increased along with increase of the senior citizens’ share of 
the population, leading to an increase in customers who seek 
out truly necessary and valuable items, with a price that 
represents a cost needed to ensure value. Along with this, there 
have also been changes in young people’s approach to home 

appliances as they have watched their parents growing up. 
Changing values and awareness can be seen in diversifying 
needs, such as how modes of consumption have changed from 
an emphasis on “ownership” to an emphasis on “use” through 
subscriptions and other paths. These changing attitudes have 
also led to changes among creators and sellers, and there may 
be major changes to the form of the market, from manufacturing 
to distribution. To tackle these changes, we offer support 
businesses such as reuse and rental services in addition to our 
main home appliance sales business, and we hope to actively 
challenge ourselves to new fields in the future as well.

The Joshin Group began working on the new medium-term 
management plan (“JT-2025 Management Plan”) in fiscal 2023. 
The theme of the new medium-term management plan is to 
become a “concierge to customers, drawing close to their 
daily lives” as we work to strengthen profitability, or our ability 
to generate profits, through growth rooted in quality rather 
than the conventional quantity. In growing a business, it is 
essential to strike a balance between quality (sales capabilities) 
and quantity (number of stores and sales floor area), and we 
believe that improving “quality” is the top priority. Improving 
quality means the Joshin Group’s goals to improve profitability, 
profit structure, and revenue base. The new medium-term 
management plan aims to increase “quantity” only once 

“quality” improvements are ensured. At the core of our plan 
is the fan base strategy, which refers to Joshin’s sales strategy 
itself, rooted in our corporate credo of “Thoughtfulness” that 
has been continuously passed down within the Company since 
our founding in May 1948. We aim to redefine these concepts 
based on the fan base approach, providing two types of value 
— the sentimental value we have amassed over time (trust, 
reliability, stability) and a more functional value that combines 
digital capabilities to be more attuned to customers (provision 
of various information; timely proposals). Through these two 
types of value, we aim to become a company that “supports 
growth of the local community and contributes to both 
individuals and the future.”

JT-2025 Management Plan

SWOT Analysis

“Fan base” refers to the management philosophy that Joshin 
has cultivated since our founding, and the fan base strategy 
refers to our initiatives to see that philosophy become reality. 
The fan base strategy is our ability to continuously provide  
an advanced form of value that has its origins in a deep 
understanding of what customers expect “before the purchase,” 
“during the purchase,” and “after the purchase.” While working 
to enhance products and service content to serve customers’ 
individual needs, the biggest factors for the pre-purchase stage 
are “information provision and solution proposals,” for the 
purchase stage they are “price and solution proposals,” and for 

the post-purchase stage it is “after-sales service.” The 
foundation at all stages is our customer service capabilities. At 
the Joshin Group, information provision is the responsibility of 
the Sales Promotion Department, prices are the responsibility of 
the Merchandise Department, solution proposals are the 
responsibility of the Sales Department, customer service is the 
responsibility of the CS Promotion Department, and after-sales 
service is the responsibility of Joshin Service Co., Ltd. Our 
information systems provide the platform underlying all of this, 
and that role is covered by the Information System Department. 
Each department implements measures with an awareness of 

Fan Base as the Core of Joshin Group’s Growth Strategy

Real Store Performance EC Business Performance

Strengths
• �Quality of employees (excellent customer service and responses that are 

attentive to details)
• �Service infrastructure (delivery, construction, and maintenance) and information 

systems that support channel strategies for real stores and EC business
• �Approx. 5 million active members each year, and approx. 4.81 million online 

app users
• �Carrying of products requiring a high level of expertise (e.g. KIDS LAND 

models and toys)

Weaknesses
• �Our customer base is skewed toward the middle-aged and elderly
• �Lack of resources and framework for addressing the aging of personnel by 

passing along specialized knowledge and skills
• �Lack of human resources who have advanced expertise in DX, etc.

Opportunities
• �Expansion and diversification of the senior citizens market
• �Diversification of customer needs and forms of consumption (e.g. from 

“owning” to “using”)
• �Focusing of business resources under the dominant strategy in limited 

business areas in the Kansai, Tokai, Kanto, and Hokushinetsu regions
• �Expansion of new sales channels via e-commerce, etc.
• �Introduction into the market of IoT home appliances and other such new 

sectors of products

Threats
• �D-to-C (emergence of direct sales by manufacturers)
• �Selection of product supply destinations for manufacturers
• �Aggressive store openings by competitors and participants entering the 

market from other industries
• �Shrinking market due to shrinking population
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Our “fan base” is our management philosophy rooted in 
our corporate credo of “Thoughtfulness” that has been 
continuously passed down since our founding. We are always 
thinking about the other party and their perspective in order to 
provide even more value than was expected, and our “fan base 
strategy” is a plan for putting this philosophy into action in our 
actual business activities. Naturally, the JT-2025 Management 
Plan is our top priority strategy now and for the immediate 
future.

Domestic demand for home appliances in Japan is 
expected to continue to gradually decline in the future due to 
the declining birthrate, aging population, and lengthening of 
appliance replacement periods. In this market environment, by 
leveraging our excellent customer service—refined since our 

founding through sincere service—and practicing a fan base 
strategy that builds a solid base of customers, we can achieve 
steady business growth over the medium to long term.

In February 2024, we launched the new “Joshin Smile 
Program.” In the Joshin system, we call our top-ranked VIP 
members “core fans,” while our platinum members and 
gold members are “Joshin fans,” and in this way, we provide 
customers with many store visits and high purchase totals with 
a higher level of service.

We also combine shopping totals across our e-commerce 
store and real stores for improved convenience. Moving 
forward, Joshin will continue to position the fan base strategy 
as our most important strategy to be implemented both during 
the JT-2025 Management Plan period and beyond.

The fan base strategy, promoted as a top-priority strategy in the JT-2025 Management Plan, is the very business philosophy 

that Joshin has developed since the Company was founded. Rooted in our corporate credo of “Thoughtfulness” and our 

management philosophy of “Connecting people and society to the future with a smile,” the fan base strategy means to 

always think and act in consideration of the other party’s perspective. As population decline has become unstoppable, it 

has become increasingly important to have customers become Joshin fans in order to ensure that they choose Joshin from 

among the many choices available. I believe there are three stages to sales activities built on “fans” as a base or platform 

(see diagram below). (1) It is essential to create new fans. In order to turn customers into fans, we will put forth our very best 

to secure their purchase today and support them in resolving the issues they face, potentially earning trust in our 

employees. (2) Continued active communication with trusting customers can help us to strengthen those relationships of 

trust. (3) Customers with the strongest relationships of trust will not stop at shopping for themselves. They will become true 

core fans (enthusiastic fans) who send out recommendations to their friends, acquaintances, relatives, and others. Fan base 

information collected from customer service activities, Fan Meetings, Customer Service Roleplaying Contests, and other 

opportunities is shared with both real stores and departments responsible for EC stores, shipping, installation, and 

construction in an effort to turn more customers into Joshin fans and core fans.

(1) �Creating new fans

In order to turn customers into fans who will visit 
stores multiple times and make purchases on a 
continuous basis, we put forth our very best to 
secure their purchase today and win their trust.

(1) �Creating new fans

(2) Building relationships of trust with fans

We work to have more customers visit our stores 
and make more purchases by sending them thank-
you letters and invitations, thereby developing 
their fondness for Joshin. Through customer 
service over several visits, we strengthen our 
relationships of trust with them.

(2) �Building relationships 
of trust with fans

(3) Fans earning us fans (Rooting for us)

We are deeply grateful for customers who introduce 
us to their friends, acquaintances, relatives, and 
others. When customers make a purchase from us 
and we then resolve their dissatisfactions and other 
problems, the trust they had in our sales staff grows 
into “support” for us (rooting for us).

(3) �Fans earning us fans (Rooting for us)

Fan Base Strategy

Executive Officer’s Message

What is the Joshin Smile Program?
• �Common services that provide discount rewards based on 

customers’ usage of both Joshin Group stores and the Joshin 
web shop

• �Member rank is determined by shopping total across both 
stores and the Joshin web shop

• �Members advance across five member ranks, with discount 
rewards awarded for both stores and the Joshin web shop 
based on rank

Please refer to our website for details.
https://card.joshin.co.jp/smileprogram/ (Japanese only)

The Joshin Group positions Joshin and core fans as customers who appreciate our 
products and services and repeatedly visit and use our stores

Create Joshin fans and core fans by increasing the number of members

Strengthen earning power by switching from expansion of quantity to improvement of quality
Expansion of Joshin fans and core fans = Expansion of purchase unit x Purchase frequency

Consumers Customers Repeaters Joshin fans Core fans

Customers who visited 
or accessed Joshin 

Denki for the first time

Customers who used 
Joshin services for the 

first time

Customers who used 
Joshin services 
multiple times

Customers who support 
and continuously use  
Joshin Group services

Customers who strongly 
support Joshin Group services 

and co-create future value

Appreciate offered value and  
repeatedly use Joshin

 Enhance membership rewards, services
 Appropriate employee placement
 Ensure ample time serving customers
 Improve customer service skills

+

Concierge to customers,  
drawing closer to their daily lives

Competency
in customer

service,
proposing
solutions

ICT
Expand 
service 
fields

× ×

New customers 
from mass base

Consumers Repeaters

Joshin fansCore fans

Customers

Improve 
customer 

experience 
values (CX)

Attract new 
customers 

through word of 
mouth

Implementing the Fan Base Strategy

Katsutoshi TakagiKatsutoshi Takagi
Executive OfficerExecutive Officer
in Charge of Sales Management in Charge of Sales Management 
and Fan Base Strategyand Fan Base Strategy
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Business Foundation

* CDP: Customer Data Platform. Data platform that collects, integrates, and analyzes the attribute and behavior data of each individual customer

Promotions in the home appliance retail industry seem to have suddenly jumped from mass marketing to personalized 

digital ads during the COVID-19 pandemic. This is due in part to the unstoppable declining birthrate and aging population, 

as well as the digital shift occurring among young people. The Joshin Group anticipated those developments and has 

shifted away from traditional folding ads and some paper media in favor of smartphone apps and digital advertising. We 

also introduced the Joshin Smile Program to support our fan base strategy and enable more precise promotional activities 

targeted at members set to specific ranks. Moving forward, by having highly ranked fan/members become repeat users of 

the Joshin Group, we can expect those fan/members to go beyond being mere users and create a chain of fans by 

recommending us to their friends, acquaintances, relatives, and others. Having these customers use both real stores and 

the Joshin web shop will increase their customer lifetime value and lead to sustained growth. Moving forward, we will 

continue to work on the fan base strategy as a keystone of our overall growth strategy.

Promotion and Marketing

Executive Officer’s Message

Kazuhiko Hashimoto
Executive Officer
in Charge of CRM and MA

In fiscal 2024, our initiatives implemented to address the “2024 problem” facing logistics will be tested, including revisions 

to delivery routes, relaying of transport (swap transport and driver replacement) centered on the Chubu region, and 

bolstering of the functions of the Tokyo Logistics Center (EC shipments began in June 2024).

Joshin aims to build a more stable product supply system by both resolving social issues through these initiatives and 

by efficiently linking the operations of the Kansai Ibaraki Logistics Center and Tokyo Logistics Center (fully launched in 

October 2023). Moreover, by developing a two-hub east/west logistics framework, we can cut down on CO2 emissions 

through more efficient delivery routes, establish more stable operations through BCP measures, and reduce logistics costs, 

among other benefits.

We will also continue to bolster our collaboration with 3PL* to build a sustainable high-efficiency logistics system and 

rapidly address a variety of problems.

Infrastructure (Logistics)

Executive Officer’s Message

Kensuke Motoi
Executive Officer
in Charge of Logistics

Joshin Service aims to transition from a traditional cost center model to a benefit center model capable of creating added 

value. To achieve this, we plan to secure a certain ratio of Company-owned vehicles in addition to our current Company 

partnership system for delivery and installation, to enhance both capacity and quality. Furthermore, we have restructured our 

in-house service personnel system over the past two years and are working on one aspect of our social value creation: 

“helping to strengthen the resilience of an aging society.” To this end, we are continuously investing in human resources, 

including hiring diverse talent and providing reskilling support training.

Beginning in fiscal 2024, we implemented nationwide recruitment of new graduates throughout Japan and have 

established rules on “relocation preparation funds” and “Company housing with meals provided” as a part of our 

employee benefits. In terms of training, 5,794 employees participated in training programs in fiscal 2023, with a total of 

604 training sessions held.

While there are negative external factors such as a shrinking labor force due to the declining birthrate and aging 

population, and the reduction in service opportunities due to the increase in direct-to-consumer sales, Joshin anticipates 

new opportunities to arise such as the spread of electric vehicles. We aim to achieve sustainable business operations by 

building systems that can flexibly respond to these environmental changes.

Infrastructure (Delivery, Installation, Construction)

Executive Officer’s Message

Kazuya Hatashima
Executive Officer
in Charge of Support Services

The Joshin Group is pushing ahead with initiatives utilizing ICT and DX to adapt to changes in the external business 

environment and provide new value to our customers. By integrating real stores with EC stores, proposing solutions to 

customers in virtual spaces, and innovating business models using AI technology, we provide an optimal shopping 

experience tailored to each customer. Through the completion of the CDP* analytics platform and the promotion of 

digitalization within stores, we are continuously working to improve service quality by deeply understanding customers’ 

needs and even predicting unmet needs to incorporate them into the service proposals we make to customers.

In addition, we are aiming to achieve efficient and effective business operations by addressing the issue of labor 

shortage due to a declining workforce with utilization of ICT and DX. To achieve this, we hold monthly DX Committee 

meetings with Company executives and work to promote DX as a priority management issue. The Joshin Group sees the 

evolution of technology as an opportunity and promises to remain our customers’ most trusted partner.

Information Systems (ICT)

Executive Officer’s Message

Tatsuhiro Kihara
Executive Officer
in Charge of ICT/DX

 Offering convenient services to high-loyalty 
customers based on the Joshin Smile 
Program

 �Digital marketing using marketing 
automation
 �Effective use of apps and paper media for 
different purposes to attract customers, 
customized to each customer

Priority Strategy / Key Measures

 �Introduced the Joshin Smile Program 
in February 2024
 �Increase in contracts for “Joshin 
Ads” retail media that utilizes digital 
signage (23 partner manufacturers, 
75 projects)
 �Digital leaflet pageviews grew to 
180% YoY due to app collaboration

Progress of JT-2025

 �Young people‘s shift away from TV and transition towards 
smartphone-centric information collection
 �Fiercer competition for customers through shared reward points 
systems in domestic Japanese markets
 �Rapid digital shift in retail during and after the COVID-19 
pandemic

 �Approx. 5 million active members each year, and approx. 4.81 
million app users
 �Segmentation of customers based on loyalty, and the gathering 
of useful data
 �Base of support among middle-aged and senior citizens with a 
lot of disposable income
 �Room for growth among Kanto area customers

External Surroundings

Strengths and Issues

 �Maintaining and expanding high-quality 
delivery, installation, and construction 
services, as well as repair systems

 �Enhancing internal Company training and 
human resource systems to secure human 
resources and pass along technical skills

 �Enhancing construction capabilities through 
collaboration with partner companies

Priority Strategy / Key Measures

 �Diversifying talent acquisition (38 
new graduate and mid-career hires, 
including four women), hiring one 
female delivery supporter, and 
conducting various training programs

 �Establishing a remote diagnostic 
system for product malfunctions using 
the Joshin app

 �Strengthening relationships with 
partner companies (developing new 
partners and providing training for 
new partner companies)

Progress of JT-2025

 �Shrinking and aging workforce due to the declining birthrate and 
aging population

 �Wage increases due to labor shortages
 �Spread of EV
 �Reduction in service opportunities due to the increase in direct-
to-consumer (D-to-C) sales

 �High construction work quality achieved through strong 
relationships of trust with partner companies

 �Business Development Department established to pass along 
various advanced technical skills

 �Independent CS Promotion Department established to improve 
customer satisfaction

 �Passing on of technical skills, aging employees, and securing talent

External Surroundings

Strengths and Issues

 �Seamless linking of customer service 
between online and real stores using tablets 
and apps

 �Improvements to operational efficiency and 
productivity through DX

Priority Strategy / Key Measures

 �Completion of the CDP analytics 
platform

 �Installation of order card issue devices 
that both display product details and 
can summon staff in 115 stores (as of 
the end of July 2024)

 �Started issuing “electronic receipts” 
to Joshin app members beginning in 
November 2023 (enabling access to 
purchase history for up to 10 years 
prior)

Progress of JT-2025

 �Shifting from real stores to EC usage
 �Increase in the use of virtual spaces to make service proposals to 
customers

 �Labor shortages due the declining population
 �Business reforms through advancements in AI technology

 �Advanced ICT implementation in apps, in-store devices, etc.
 �Implementation of a profitability management system for each 
business division

 �Securing ICT and AI talent

External Surroundings

Strengths and Issues

 �Full launch of the Tokyo Logistics Center 
after renovations to strengthen its functions
 �Establishment of labor-saving systems 
through further automation at the Kansai 
Ibaraki Logistics Center (establishing a high-
efficiency logistics framework)
 �Bolstering of initiatives contributing to 
logistics efficiency with an aim to reduce 
manpower in Joshin’s internal logistics 
operations (e.g. pick-up service for EC 
purchases at real stores, paperless store 
replenishment system, inspection-less 
delivery operations)

Priority Strategy / Key Measures

 �Adapting to the Act on the 
Arrangement of Related Acts to 
Promote Work Style Reform in the 
logistics industry (revising delivery 
routes and times; establishing a relay 
transport hub in the Chubu region)
 �Advanced start of a paperless store 
replenishment system in the Kansai 
region
 �Renewal of the “order online, pick-up 
at stores” system

 �Expansion of the shipping, installation, 
and recycling pick-up service for large 
home appliances to cover the entire 
country of Japan

Progress of JT-2025

 �Addressing the “2024 problem” in logistics (regulations related to the 
enactment of the “Act on the Arrangement of Related Acts to Promote 
Work Style Reform;” driver shortage; increasing logistics costs)
 �Advancements in logistics DX and material handling equipment
 �Re-delivery problems for home deliveries
 �Addressing environmental problems (e.g. gas emissions 
regulations, improved energy efficiency)

 �A logistics structure with two bases in the west and east (Kansai 
Ibaraki Logistics Center, Tokyo Logistics Center), with the Kansai 
Ibaraki Logistics Center as the central hub
 �Logistics centers that can handle both real stores and EC stores 
(TC/DC/EC integrated centers) (Kansai Ibaraki Logistics Center, 
Tokyo Logistics Center)

 �Strong connections with 3PL (MITSUI-SOKO LOGISTICS Co., Ltd.)
 �Building efficient inventory management systems focused on 
stock turnover rates

External Surroundings

Strengths and Issues

* 3PL: Contractor that comprehensively undertakes and implements logistics strategy planning and logistics system proposals on behalf of the shipping company
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Factors for Changes in Operating Income: Vs. Previous Year

83
–7

84
–2

■ Increase ■ Decrease ■ Total
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profit

Rent Logistics
expenses

Other Operating 
income 

for FY2023 
April to March

Operating 
income 

for FY2022 
April to March

150

100

50

(Hundred million yen)

0

+13 +4 +1

–9

Personnel
expenses

Advertising
expenses

MD&A

The scale of the domestic home appliance retail market (according to a 

survey by GfK Japan) has been approximately seven trillion yen in recent 

years, as per the diagram at right. Stay-at-home demand from the COVID-19 

pandemic and special demand from pandemic-related government cash 

payments boosted the market to 7.3 trillion yen in fiscal 2020, but demand 

somewhat normalized from those spikes in the form of a gradual decline for 

the three years since fiscal 2021. In the most recent year, fiscal 2023, the 

market dropped below 7 trillion yen to 6.9 trillion yen, a 1.4% YoY decline. 

Meanwhile, the Company maintained a steady 5.8% share of the home 

appliance market. Indexing against fiscal 2018 as 100, a year that saw rush 

demand in advance of fiscal 2019’s consumption tax increase,1 the Japanese 

domestic home appliance market dropped below 100 in fiscal 2023. Yet 

although the Company closed some stores, it has continued to stay above 

the standard in the Japanese home appliances market.

The Joshin Group sees this as the fruit of steady initiatives that 

contributed to our business performance based on two strategies: the “fan 

base strategy,” aiming to increase the number of fan members by maximizing 

the value of every customer and by developing Joshin fans and core fans, and 

the “dominant strategy” that aims to fuse store networks with the 

e-commerce business in certain commercial areas (Kansai, Tokai, Kanto, and 

Hokushinetsu) where we can capitalize on our strengths, then adding a 

business foundation (including branding, logistics, delivery, construction, ICT, 

etc.) with the aim of establishing a Joshin commercial zone. Especially in the 

case of the dominant strategy, we focused on profitability at specific stores (in 

the opening of new stores) and bolstering sales strength (at existing stores) 

by ensuring quality, including through scrap-and-build. Although there was 

little growth in terms of store count, per-store sales are increasing year by 

year.
1. In October 2019, the consumption tax was increased from 8% to 10%.

Turning to financial results for fiscal 2023, companies focused 

on department stores, convenience stores, food supermarkets, 

and similar stores performed well across the board thanks to 

widespread acceptance of price increases and the resurgence 

of demand from inbound tourism, but there was a stark contrast 

with other companies even in the same retail industry.

Business conditions have not fully rebounded from the 

COVID-19 pandemic. The gap between U.S. and Japanese 

interest rates, which has persisted ever since the United States 

began raising interest rates in March 2022, has continued to 

make for a cheap yen and strong dollar. Real consumer 

spending was sluggish due to rising prices, and a “preference 

for saving” is causing consumers to stay away from durable 

consumer goods. Especially in the home appliance sector, the 

consumer mindset is fading in part because consumers’ 

replacement cycle for appliances has become longer. Moving 

forward, that mindset will be key to predict consumer spending 

trends while implementing sustained, structural wage increases 

that outpace the rising prices of goods.

It was in this context that the financial results for fiscal 2023 

were as follows. Net sales were 403.6 billion yen (-1.2% 

compared with the previous fiscal year), operating income was 

8.3 billion yen (+0.6% compared with the previous fiscal year), 

ordinary income was 8.2 billion yen (-0.8% compared with the 

previous fiscal year), and net income attributable to owners of 

the parent was 4.8 billion yen (-1.6% compared with the previous 

fiscal year), resulting in a decrease in both revenue and income 

(ordinary income slightly improved over the previous fiscal year). 

This trend of declining revenue and income has been ongoing 

for three consecutive fiscal years. The Company’s two chief 

strategies—the fan base strategy and the dominant strategy—

need to be deeper and need more thorough penetration. On 

Summary of Financial Results

In March of 2023, the Tokyo Stock Exchange published the 

Action to Implement Management That is Conscious of Cost of 
Capital and Stock Price to express concern about the high 

proportion of Japanese companies with a P/B ratio of less than 

one compared to Europe and North American companies. 

Reacting to this, the Company turned an ear to the views of 

external organizations and took a precise and conservative look 

at our own capital costs (cost of equity [CAPM2] and weighted 

average cost of capital [WACC3]) with the aim of enhancing our 

mindset towards improving corporate value in the medium to 

long term. The Company then presented a basic direction for 

our earnings plans and capital policy, established target levels 

for ROE and ROIC as metrics for capital profitability to aim for, 

and described our review of our business portfolio as well as 

our allocation of management resources including investment 

in physical capital and human capital towards achieving those 

goals, which was laid out in the new medium-term management 

plan JT-2025 Management Plan that was published alongside 

our financial results for fiscal 2022. Additionally, in October of 

2023, additional content requirements were added for 

corporate governance reports and the TSE began publishing a 

list of companies that had completed their disclosures. 

Therefore, in December of 2023, we reported that we had made 

our disclosures (with an English version available) with respect 

to Action to Implement Management That is Conscious of Cost 
of Capital and Stock Price.

Return on Capital and Capital Cost

2, 3. With the release of our financial results for fiscal 2023, we reviewed our 
risk-free rate basis (yields on domestic and international sovereign bonds and 
similar securities) and re-calculated results based on recent data. For more 
information, see the “Briefing Materials on the Financial Results for the Fiscal 
Year Ended March 31, 2024,” p. 15.

Recognition of the Business Environment

ROE

7.78%

4.8%
8.0%

10.0%

ROIC

Level that the market expectsLevel that the market expects

WACC

3.67％

3.4%
5.0%

7.0%

Ideal state 
in FY2030FY2025 

targets

FY2023 
results

CAPM

Net D/E Ratio

■
■
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The Company’s approach to cash allocation is a balanced one, 

wherein cash flows generated in each fiscal year are actively put 

to use in growth investments to maximize corporate value, as 

well as being directed to shareholder returns, reducing interest-

bearing liabilities, and other avenues. For growth investments, 

we made capital investments not only in new store openings 

but also in the scrap and build of existing stores. We also 

invested in ICT-related areas and reinforced logistics and service 

infrastructure. We will continue such investments going forward.

The new medium-term management plan included 40 to 

45 billion yen in cumulative operating cash flow throughout the 

period, but sales were sluggish in fiscal 2023 due to the effects 

of the prolonged COVID-19 pandemic and inventories 

stagnated, resulting in operating cash flow of just roughly 2.3 

billion yen. Beginning in fiscal 2024, the second year of the new 

medium-term management plan, we will engage in initiatives 

based on the fan base strategy that is core to our growth 

strategy and generate cash flow through sound management 

over the three years of the medium-term management plan.

The Company’s financial soundness is ensured by generating 

cash flow and correcting the balance of assets and liabilities, but 

while operating cash flow struggled in fiscal 2023, the net D/E 

ratio stayed below 0.5.

Our Cash Flows and Financial Position

Asset Efficiency

JT-2023 JT-2025

(Million yen) FY2020 
Results

FY2021 
Results

FY2022 
Results

Cumulative 
Results to Date

FY2023 
Results

Planned 
Cumulative Results

Operating CF 25,836 1,442 7,119 34,399 2,278 40,000 to 45,000

Investment CF –6,118 –9,573 –9,070 –24,762 –4,806

Free CF 19,718 –8,131 –1,951 9,636 –2,527

the front lines, efforts are underway to streamline tasks through 

operational reforms that utilize ICT (e.g. fully self-service cash 

registers and “Raku-Raku” printer ink ordering machines). This 

frees up more time to devote to customer service. Through 

these efforts, including the Joshin Customer Service Roleplaying 

Contest and other initiatives aimed at boosting personnel’s 

customer service skills, we increased frontline staff’s ability to 

generate profits, resulting in a gross profit margin that improves 

with every reporting period from 24.0% (FY2021) to 25.4% 

(FY2022), and finally to 26.0% (FY2023).

In terms of costs, high logistics expenses were a major 

factor depressing operating income in fiscal 2022 but finally 

began declining with the Kansai Ibaraki Logistics Center 

entering full operation. Despite that, with an eye to the ideal 

form of the Company in 2030, projects such as bolstering the 

e-commerce business functions of the Tokyo Logistics Center in 

its role as a “mother center” that covers the Kanto area, as well 

as preemptive initiatives to address the logistics “2024 

problem,” contributed to a slight decline in costs of -400 million 

yen compared with the previous fiscal year.

�General electronics retailer store market, domestic market, 
based on sales revenue, according to GfK Japan survey
�The data year of the GfK Japan survey is the calendar year 
(January 1 to December 31).

2018 2019 2020 2021 20232022 (FY)

7.0 7.1
7.3 7.2

7.0 6.9

5.75 5.87 6.17
5.71 5.83 5.83

■ Domestic home appliance retail market size (left axis)
Company’s share of net sales (right axis)

(Trillion yen) (%)
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Index of Domestic Retail Home Appliance Market 
Vs. Company‘s Net Sales

�With the fiscal 2018 domestic market for retail home 
appliances and Joshin Denki net sales as an index of 100 
General electronics retailer store market, domestic market, 
based on sales revenue, according to GfK Japan survey
�The data year of the GfK Japan survey is the calendar year 
(January 1 to December 31).
The number of stores does not include franchisees.

Domestic home appliance retail market (left axis)
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Our environmental mission is one of the 
strengths of the Group, and we intend to 
convincingly communicate this to our 
customers and all other stakeholders to 
ensure that it makes a large contribution to 
business (profit-making business).

Message from the Officer in Charge of Infrastructure Strategy

The Group established the Environmental Principles as part of its 

environmental initiatives in 1998. We acquired ISO 14001 

certification for our Head Office building in 2000, and have been 

working continually to reduce our environmental impact and 

improve our environmental performance by establishing and 

operating an environment management system. Addressing 

climate change as we work for decarbonization is an important 

initiative for the Group. This initiative closely aligns with the 

achievement of one of our seven material issues: “contributing 

to the creation of an enriching society that is in harmony with the 

global environment.”

We recognize that people’s growing concern regarding the 

environment in the future represents a large business opportunity 

for the Group, as we have been at the forefront of environmental 

initiatives. In addition to reinforcing sales of environmentally 

friendly products, we will expand our EV-related business, and 

explore the feasibility of a future renewable energy agency 

business for households. Through these environmental initiatives, 

we will create the social value of “achieving household carbon 

neutrality,” which we believe will in turn enhance our corporate 

value. Initiatives for transitioning the energy used at each 

business site to renewable energy will make a large contribution 

to reducing the corporate financial burden, which will depend on 

the amount of greenhouse gas emissions when Japan introduces 

carbon pricing in the future. 

Amidst the need to reduce GHG emissions throughout the 

supply chain as we aim to achieve carbon neutrality by 2050, we 

believe that an active approach to visualization and reduction of 

GHG emissions based on their correct calculation, and the 

knowledge gained from such initiatives, are essential requirements 

for the Group to maintain sustainable business relationships with 

home appliance manufacturers and other suppliers.

As will be described in more detail later in this document, we 

have also participated in a variety of international initiatives and 

external initiatives, and taken other steps to steadily take action 

and produce results in the areas in which the Group operates. 

As a result, when we take an overall look at the environmental 

initiatives of the Group, we are confident that we are among the 

leading environmental corporations, remaining a step ahead both 

within our industry and within the retail industry as a whole. 

The Prime Market where the Joshin Group is listed is 

positioned as a market for listing corporations that are targets 

for investment by international investors. This requires corporate 

governance with English document disclosure with greater 

quantity and quality, and that disclosure needs to be based on 

the TCFD and other frameworks.

Under these conditions, our leading initiatives in addressing 

climate change have raised the social evaluation of the Group 

among investors and all other stakeholders. We will continue to 

work to improve the image of the Group and strengthen our 

branding in order to generate the desire to buy among consumers. 

In the near future, our previous and current actions for 

mitigating climate change will likely become the norm for 

businesses, underscoring the significance of being proactive and 

ahead of the curve on this issue. 

Initiatives for Environmental Issues and Their Significance

The achievement of 100% renewable energy at business 

sites that contract directly with power suppliers, and the 

completion of solar power generating systems at 100% of our 

business sites where such installation is possible, are parts of 

the action plan that we worked to achieve in fiscal 2023 in the 

roadmap for environmental issues announced by the Group. 

We were successful in achieving both of these goals as planned 

during fiscal 2023. 

In the future, we will continue to tenaciously negotiate 

with tenants regarding the introduction of renewable energy, 

aiming to achieve 100% renewable energy at all business sites 

including tenants by 2040. Regarding the installation of solar 

power generating systems, since there will be no space left to 

install solar panels at our business sites, we are actively working 

to introduce corporate power purchase agreements (PPA) where 

solar panels are installed at locations separate from our business 

sites. Our goals are to achieve a 25% in-house consumption 

rate by 2030 for total power consumed by business sites that 

contract directly with power suppliers, and a 50% rate by 2050.

As one of our international strategies, we obtained SBT 

certification, which we had previously applied for, of our science-

based targets for reduction of GHG emissions by 2030 that are 

consistent with the levels required by the Paris Agreement.

The largest topic for fiscal 2023 was our acquiring an A 

score, the highest CDP rating, for our information disclosure 

under the CDP Climate Change Program that we began 

responding to in fiscal 2021. We received a score of C in the first 

year of our response in 2021, and moved up one rank to B in 

fiscal 2022. In fiscal 2023, the third year, we moved up two ranks 

and were able to achieve a score of A.

In fiscal 2023, 1,985 Japanese corporations responded 

to the CDP questionnaire. Among them, just 112 Japanese 

corporations (including the Company) received an A score. We 

believe that this shows how the Group’s initiatives to mitigate 

climate change and promote information disclosure have been 

highly evaluated internationally. Beginning from fiscal 2024, 

we will improve the quality and accuracy of our disclosed 

information to maintain our A score.

In 2023, we were selected for the second consecutive year 

as a component stock in the FTSE Blossom Japan Index stock 

price index for Japanese corporations that are actively working 

for ESG (Environment, Society, and Governance) initiatives. 

We were also selected for the third consecutive year for the 

FTSE Blossom Japan Sector Relative Index that evaluates the 

quality of action related to risks and opportunities involved in 

transitioning to a low-carbon economy. Both of these indexes are 

used as standards for ESG investment decisions by the Japanese 

Government Pension Investment Fund (GPIF), which is one of 

the largest pension funds in the world.

In the future, we will continue to engage with our partners to 

reduce GHG emissions, working towards achieving the SBT targets. 

At the same time, through initiatives for achieving carbon neutrality, 

we will reinforce the relationship between our ESG initiatives and 

the Group’s business and connect it to new environmental business. 

While it is also an issue that we are presently working on, our 

environmental mission is one of the strengths of the Group, and 

we intend to convincingly communicate this to our customers 

and all other stakeholders to ensure that it makes a large 

contribution to business (profit-making business).

As part of efforts to reinforce this branding, we will strongly 

promote our A score for CDP initiatives, achievement of 100% 

renewable energy at business sites that contract directly with 

power suppliers, and other accomplishments through signage at 

business sites and our homepage. 

In order to prevent problems such as a loss of sales 

strength for environmentally friendly products resulting from 

insufficient environmental education of employees, we are also 

proceeding with creation of a skills improvement plan system 

focusing on environmental education. 

This will further reinforce sales of environmentally friendly 

products and renovations, products that have long been a focus 

of our sales and contribute to household carbon neutrality, and 

will promote wider use of products with high energy generation, 

energy storage, and energy conservation performance. We will 

also strengthen our proposal ability and promote sales of home 

EV charging equipment and other EV-related products in order 

to strengthen our earning power. 

In regards to initiatives for biodiversity, we recognize 

that climate change is a major causes contributing to the loss 

of biodiversity and that we require a nature-positive approach 

based on the dual goals of carbon neutrality and getting back 

on course to prevent loss of biodiversity. In September 2023, 

the Taskforce on Nature-related Financial Disclosures (TNFD), an 

information framework related to natural capital, was released. 

We believed that through this disclosure of nature-related 

information, corporate initiatives to preserve biodiversity will 

accelerate rapidly, and that disclosure based on the TNFD 

framework will become necessary in the future, just as it has for 

TCFD. 

The Joshin Group has positioned preservation of 

biodiversity as one of its material issues to be addressed. We 

have begun with a LEAP approach for identifying and analyzing 

how we engage with natural resources as part of the retail 

industry, including store construction, product procurement, 

delivery and installation, and scrapping and recycling of used 

products, in other words our dependence on, impacts on, and 

risks and opportunities involved with nature. We first intend to 

advance to a level where we are capable of simplified TNFD 

disclosure. We will also clearly connect these initiatives related to 

biodiversity to the branding of our environmental mission.

Issues for the Future

The Joshin Group is a retail business and we do not have plants 

as businesses in the manufacturing industry do. When we 

consider what the Group can do as a retail business to achieve 

decarbonization, we see that the majority of the Group’s GHG 

emissions are produced by the use of power at our stores 

(business sites). For this reason, we have prioritized the use of 

renewable energy for the power used at business sites, and have 

steadily carried out this change.

Fiscal 2023 Initiatives and Results

Director and Managing Executive Officer
in Charge of Infrastructure Strategy

Koichi Yokoyama
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store
Renewable
energy
electric
power

Renewable
energy
electric
power

Power system

Joshin exclusive solar power plant

Energy service contracts

Energy service company

• Climate change
• Resource depletion
• Habitat loss
• Invasive species

• �Procurement of reused 
products as one aspect of 
resource recycling

• �Initiatives for environmentally 
friendly products with low 
environmental impacts

• Climate change
• Habitat loss

• Climate change
• Habitat loss

• Climate change
• Habitat loss
• Invasive species

The Joshin Group has positioned preservation of biodiversity  
as a material issue to be resolved, and it is incorporated into 
the Joshin Group Basic Environmental Policy and the Joshin 
Group Procurement Policy and Procurement Guidelines.

In addition, in our role as a corporation, we endeavor 
to preserve biodiversity and protect the natural environment 

based on our impacts on natural capital. The Group endeavors 
to avoid and minimize negative impacts on the natural 
environment and human rights through our business activities, 
and contributes to the preservation and regeneration of the 
natural environment (nature positive).

Biodiversity Conservation Response

The Environment

Please refer to our website for the Joshin Group Environmental Principles, Basic Policy, Action Guidelines, and the Joshin Green Smile Challenge 2050.
https://www.joshin.co.jp/en/csr/environment/policy.html
Please refer to our website for the Joshin Group Procurement Policy and Procurement Guidelines.
https://www.joshin.co.jp/en/csr/policy/list/procurement/main/0/link/Procurement.pdf

Within the Joshin Group, the Board of Directors maintains 
supervisory functions through regular reports (three reports in 
fiscal 2023) concerning the implementation of initiatives related 
to climate change and biodiversity. A basic policy for this 
implementation is formulated by the Sustainability Committee, 
which is chaired by the Representative Director, President 
and Executive Officer. This committee also sets important 

targets and conducts progress management, and discusses 
and decides policies in response to issues. The Climate 
Change Project, led by the person in charge of Environmental 
Management, discusses individual issues and reports to the 
Sustainability Committee before consulting with the Board of 
Executive Officers and Board of Directors.

Governance

We have analyzed risks and opportunities related to 
biodiversity arising from the business activities of our Group. 
Opportunities include initiatives for resource recycling, 
reduction of environmental impacts by reducing and reusing 
waste, contributing to GHG emission reductions through 
sales of environmentally friendly products, thereby helping to 
combat climate change. Risk factors include a decline in natural 
resources resulting from use of energy resources, and the 

effects on climate change and environmental impacts resulting 
from emissions into the atmosphere and water bodies. In this 
way, we understand that our business has various effects on 
biodiversity. These have been collected into the following 
relationship map. In line with the TNFD LEAP approach, we will 
analyze dependence, impacts, risks, and opportunities in the 
future.

Analysis of Risks and Opportunities Related to Biodiversity in the Value Chain of the Joshin Group

Energy, water, and land

Energy, water, and land

Energy

Product procurement
(natural resources, 

chemical substances)
Land and soil changes

Chemical releases

Chemical releases

GHG emissions

GHG emissions

GHG emissions

Energy

Chemical releases

GHG emissions

• �Reduction in GHG emissions 
related to sales of environmentally 
friendly products, and contribution 
to long-term storage of organic 
vegetables, rice, and other foods

• �Reduction in GHG emissions 
resulting from waste reduction

• Recycling of waste

• �Reduction in GHG emissions 
resulting from introduction 
of new energy vehicles

• Improving delivery efficiency
• �Initiatives to reduce 

environmental impacts

Energy

Chemical releases

GHG emissions

Construction and 
opening of stores

Recycling and scrapping 
of used products

Product sales

Product 
delivery and 
construction

Input to business activities

Output from business activities

Relationship with biodiversity (risk)

Contributions (opportunities) 
in business activities

Product procurement

• Climate change
• Resource depletion
• Habitat loss

• �Reduction in GHG emissions 
resulting from introduction of 
renewable energy

• �Introduction of energy-saving 
equipment

Carbon Neutrality Initiatives

Off-grid renewable energy consumption results 
following introduction of off-site solar power 
generating systems (PPA)

  �Introduction of off-site PPA in cooperation with 
Daigas Energy Co., Ltd. in November 2023
�Off-grid renewable energy consumption (expected): 2,129 MWh

  �Introduction of off-site PPA in cooperation with The 
Kansai Electric Power Co., Inc. in April 2024
�Off-grid renewable energy consumption (expected): 2,156 MWh

Amount of solar energy generated in fiscal 2023 
(including PPA)

15,159 MWh

(Breakdown) 	�• On-site generation in fiscal 2023 

	 • Off-site generation in fiscal 2023

14,465 MWh 
(including FIT)

694 MWh

Off-grid solar power consumption in fiscal 2023 11,953 MWh

Off-grid Solar Power Consumption (MWh per Year) and GHG Emissions Reduction (t-CO2 per Year)

969

1,964

5,128

6,836
7,465

9,953

12,441

0

5,000

10,000

15,000

20,000

25,000

30,000
(MWh) (t-CO2)

On-site PPA Off-site PPA

2021

2,259
4,579

11,953
15,935

17,400

23,200

29,000

2022 2023 2024 2030 2040 2050 (FY)

2,000

0

4,000

6,000

8,000

10,000

12,000

* Default value defined by the Ministry of Economy, Trade and Industry and the Ministry of the Environment Ordinance No. 3 is 0.429 kg-CO2/kWh 
(announced in December 2023).

Photovoltaic generation off-grid power consumption (left axis) GHG reduction (right axis)

Installation of EV charging systems

 � Installed at a total of 82 stores by the end of fiscal 2023
	 �Installation at 20 stores in fiscal 2024 (total installed: 102 stores)
	 Notes:
	 1. Charging stands (details) Rapid charging: 3 stores, normal charging: 99 stores 
	 2. �Rapid charging will be installed as soon as preparation of the necessary 

infrastructure is completed.

Introduction of storage batteries

  �Introduction of lithium-ion batteries linked with solar 
power, serving also as a BCP measure

	 Introduced at 32 business sites as of the end of fiscal 2023.
	 Note: �3 kW internal power conditioner type (Can sustain continuous 

power usage of approx. 900 W for 12 hours.)

Introduction of BEMS
  �We are introducing demand control devices, and using 

automatic air conditioner control to reduce energy 
consumption and perform energy management.

	 �Introduced at 70 business sites (as of March 2024)

Acquisition of ZEB* (net zero energy building) certification

  �At present, we are acquiring ZEB certification for 
new stores that are at the planning stage. We are 
also studying whether acquisition of Nearly ZEB 
certification is possible at existing stores.
ZEB 	� Reduction to 0% with energy generation + energy savings
Nearly ZEB 	�Reduction to 25% or less with energy generation + 

energy savings
ZEB Ready 	Reduction to 50% or less with energy savings

* ZEB: �Buildings that utilize advanced architectural designs to reduce energy burdens, actively utilize natural energy, and introduce high-efficiency equipment to 
achieve large energy savings while maintaining the quality of the interior environment. Renewable energy is then added to increase energy independence as 
much as possible and reduce the annual primary energy consumption budget to zero.

Biodiversity Relationship Map of Joshin Group Business Activities

Active introduction of renewable energy

  �At the end of fiscal 2023,  
we achieved 100% 
introduction of renewable 
energy at 150 business 
sites where the Company 
contracts directly with 
power suppliers.

Results from renewable energy generation and off-grid 
energy consumption following introduction of off-site 
solar power generating systems (including off-site PPA)

  �For the solar power generating systems that we 
have been installing since fiscal 2012, installation was 
completed at 73 business sites where such installation 
is possible at the end of 2023.
�Amount of renewable energy generated: 14,465 MWh (including FIT)

Ibaraki Store

We began working for carbon neutrality at Group 
business sites from an early stage, and have actively 
introduced solar power generating systems through on-
site and off-site PPA.

In the future, we aim to further increase our 
percentage of off-grid power consumption by 
introducing storage batteries, and will prepare for the 
risk of high renewable energy power prices.
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The Environment

Environmental 
conservation items

FY2023 FY2024 Department in 
chargeTarget Result Target

Sales promotions for 
environmentally friendly 

products
Sales ratio of 35% 25.6% Sales ratio of 30% Merchandise 

Department

FY2023 Results and FY2024 Targets for Sales of Environmentally Friendly Products

The Group’s initiatives for creating a circular economy The Group is continuing to work for sales of environmentally 
friendly products. However in fiscal 2023, energy-saving label 
standards for color televisions were reviewed, and there was a 
trend toward increasing screen sizes that conflicted with energy 
savings, producing a decline in the number of three-star or 
higher products. As a result, a deviation from our product 
policy occurred, and it was decided to exclude these products 
from the category of environmentally friendly products 
beginning from fiscal 2024.

Starting from fiscal 2024, in addition to three-star or 
higher refrigerators, air conditioners, and instant water heating 

For home appliances adopting the uniform energy-saving label, 
we set a replacement cycle guideline using refrigerators, air 
conditioners, and warm water washing toilet seats made in 
fiscal 2013 as the base models. For average GHG emissions per 
product in fiscal 2013, an approximate emissions guideline was 
extracted for each category from Energy-Saving Replacement 
Navigation: Shinkyusan issued by the Ministry of the 
Environment. For fiscal 2021 to 2023, the amount of reduction 

type warm water washing toilet seats, drum-type washer/dryers 
were newly added to the list of environmentally friendly 
products. Drum-type washer/dryers are products that are not 
subject to the energy-saving labeling system, however they 
provide energy saving effects due to the faster washing and 
drying times compared with conventional top-loaded washer/
dryers, as well as water saving effects due to the smaller 
amount of water used.

The target sales ratios for environmentally friendly 
products in fiscal 2024 are shown below, and we will continue 
to address them actively.

was calculated based on the number of environmentally friendly 
products (subject categories were reviewed due to a change in 
the energy-saving labeling system for air conditioners in fiscal 
2023) sold and the difference in emissions from when the same 
number of base model products were sold. (The approach to 
targets for fiscal 2025 and 2030 involves calculations assuming 
there is no change in the achievement rate of energy-saving 
standards under the Top Runner Program.)

Goals and measures By 2025 By 2030

Rebuilding the resource 

circulation cycle that includes 

reuse and resale

Construct a circular economy model through engagement with outside parties.

 Main initiatives

Initiatives for collecting used 

paper and reusing cardboard 

through alliances

 Main initiatives

Reducing the use of plastics by 

no longer offering disposable 

shopping bags and taking 

other related actions

Achieve a 90% reduction in the plastics used 
for shopping bags (compared with FY2019)

Stop using shopping bags made with plastic 
materials

 Main initiatives

•	�Achieve a 65% collection rate for the four products subject to home appliance recycling (total of 
Joshin Denki + Joshin Service). 

•	�Strengthen the web purchasing system with consideration for external alliances (actively promote 
buy-back campaigns on the web). 
As the target for fiscal 2025, we are aiming to double the number of cases to 1,000 from fiscal 
2023, and are aiming for 3,000 cases in fiscal 2030.

•	�At present, in cooperation with an agent that collects used paper and cardboard, we are 
establishing and will implement a plan for recycling of collected used paper for regeneration 
and reuse as different packing material, toilet paper, printer paper, or for other purposes.

Introduce shopping bags that do not 
contain plastic, and eliminate the use of 
conventional shopping bags.

•	�Initiatives to improve the rate of refusal 
for plastic bags while introducing LIMEX 
material plastic bags

•	�Consider the introduction of replacement 
bags that do not use plastics.

Initiatives to Move Toward a Circular Economy

Roadmap for Major Action Plans Related to Construction of a Recycling-oriented Society

Initiatives for Environmentally Friendly Products

Avoided Emissions through Environmentally Friendly Products

Sales Promotion of Environmentally Friendly Products in Cooperation with Local Governments  
<Initiative for Improving Awareness and Changing Behavior for Decarbonization with Osaka Prefecture and Sakai City>

Aiming to achieve materially zero GHG emissions in 2050, 
in order to improve awareness and change behavior for 
decarbonization among the citizens of Osaka Prefecture we have 
been utilizing a Joshin point system as part of our participation 
in the “Decarbonization Point Awarding System Promotion 
Project for Promoting Environmentally Friendly Consumption” 
since fiscal 2022. This project grants “decarbonization points” 
for subject energy-saving air conditioners, thereby promoting 
sales of environmentally friendly products.

In the Eco Life Point Project that we have participated 
in since fiscal 2023, a special smartphone app is used by 

the citizens of Sakai City to enter a prize drawing after 
buying an environmentally friendly product or to collect 
original Sakai City “Eco Life Points.” Through these sales of 
environmentally friendly 
products in cooperation 
with local governments, 
we will continue to 
support initiatives aimed 
at decarbonization of 
customer households.

Target

Target

Suppliers

Partner companies

Purchasing center

Different 
packing material

Our sales network

Customers

Our business sites
Reuse products

Repaired 
products

Recycle items

Regenerated items

Repair and  
re-commercialization

Recycle items

• �Aim to increase the number of items 
handled based on the reuse model 
by increasing the number of items 
purchased and strengthening purchases 
at real stores and through the EC store.

• �Send the collected packing materials 
(such as styrofoam and vinyl packing 
sheets) to partner companies, after 
sorting. Partner companies will process 
and reuse the material as different 
packing material.

Collaborative plan  
to create a circular economy

Inside the 
Company

Partner companies 
in the purchasing 

business

Recycling

Collecting of packing materials

Service center

Regeneration plant

Please see our website for information on the Group’s initiatives for developing a resource recycling-oriented society.
https://www.joshin.co.jp/en/csr/environment/recycling2.html

Category for avoided emissions
(Energy-saving level: three to five stars)

Reduction in GHG emissions Avoided GHG emissions

FY2021 FY2022 FY2023 FY2025 target FY2030 target

Environmentally friendly air conditioners total 4,590 3,256 7,948 8,000 8,500

Environmentally friendly refrigerators total 5,501 4,596 6,714 7,000 8,000

Instant water heating type warm water washing 
toilet seats total 288 188 371 400 500

Environmentally friendly categories total 10,379 8,040 15,032 15,400 17,000

Note: Comparison of GHG reductions assuming the same sales ratio as fiscal 2013 in each fiscal year

Note: �Subject categories and target sales ratios: 45% or higher ratio of three-star or higher refrigerators, 20% or higher ratio of three-star or higher air conditioners, 
25% or higher ratio of drum-type washer/dryers, 75% or higher ratio of instant water heating type warm water washing toilet seats

Unit (t-CO2/year)
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Message from the Officer in Charge of Management Planning and 
Human Resources Strategy

Utilizing diverse human resources to 
increase corporate value and put our 
management philosophy into practice

Looking forward to 2050, the Group has established the 
management philosophy of “Connecting people and society 
to the future with a smile.” As part of our efforts to put this into 
practice, we have set an interim goal of being “A company 
that supports growth of local communities and contributes 
to the future of people and environment” by 2030. We are 
developing a system of management that contributes to 
building a sustainable society through the creation of two social 
values: helping to strengthen the resilience of an aging society 
and achieving carbon neutrality in households.

The theme of the Group’s medium-term management plan 
is to be a concierge to customers, drawing closer to their daily 
lives. This is also an unchanging theme in our training of human 
resources. We have established interconnected initiatives to 

[secure human resources] who can satisfy a diverse range of 
customer needs, [train human resources] who can support 
new growth businesses, and [increase employee engagement] 
in pursuit of the idea that “new customer satisfaction equals 
new business.” We consider our human resources strategy 
for increasing corporate value to be an integral part of our 
management strategy that aims to contribute to a sustainable 
society.

Based on our human resources strategy that is grounded 
in Diversity & Inclusion (D&I), one of the Group’s seven 
material issues, we are working to secure a diverse range 
of human resources who can respond flexibly to changes in 
the management environment and to increase the level of 
employee engagement.

Aiming to create “new customer satisfaction,” the Group is now 
engaged in securing and training a diverse range of human 
resources with D&I as the pillar of our strategy. The universal 
value of respect for human rights is the foundation of D&I that 
aims to ensure diversity. As well, initiatives for health and 
productivity management maximize organizational performance 
by fully harnessing the potential of diverse employees.

We will reinforce our organizational strength through D&I promotion as a foundation for respecting 
human rights and carrying out health and productivity management.

By pursuing expertise and shifting to growth fields, we are implementing a human resources 
strategy that is coordinated with our management strategy.

Human
resource

development

Health and productivity management

Respect for human rights

Improve corporate value

Strengthen customer satisfaction

Connecting people and society to the future with a smileManagement
Philosophy

Employee
engagement

Securing
human

resources

Employee ownership

Ease of work

s a t i s f a c t i o nJ o b  
Diversity & 
Inclusion

The Group is expanding its business in the five categories of 
home appliances, entertainment, renovation, mobile 
communications, and support business, and the retention rate 
of the employees who support these businesses will have a 
large effect on the business growth potential. Improving the 
already high retention rate increases the level of employee 
expertise, and long-standing relationships of trust with the 
customers will produce lifestyle ideas with high added value 
and increase the income ratio. (See p. 65 for details.) In the 
home appliances business, which is a stable foundation of 
management, the percentage of employees who have home 
appliance advisor certification has risen to 84.2%, and we have 
trained approximately 300 qualified electricians and installation 
technicians as we pursue a higher level of expertise.

An issue for the future will be securing personnel in 
growth businesses. In the home appliances business, we must 
proceed with training of IT personnel and using ICT installation 
to reduce the required labor in order to improve CS while 
shifting our human resources to growth businesses.

The renovation business is closely related to the two 
social values that the Group aims for, namely “helping to 
strengthen the resilience of an aging society” and ”achieving 
household carbon neutrality,” and is a growth field where we 
can expect synergy with the home appliances business.

The renovation market is supported by the needs for 
“stock recycling” and “improving QOL by increasing efficiency” 
of housing, backed by factors such as the soaring prices of new 
housing and the increase in empty housing units. We expect 
steady growth in this market as a result of demand for nursing 
care renovations in a super-aging society, and housing energy 
conservation aimed at reducing GHG emissions. We must 
expand our renovation menu to meet a diverse range of needs, 
and must also pursue specialization in the home environment 
field. Training of housing environment coordinators who are 
experts in nursing care renovations is an urgent issue, and we 
must also expand our construction system, including by 
securing architects and interior planners who are capable of 
large-scale projects. We will strengthen the sales and 
construction system by shifting human resources in order to 
support growth in the renovation business.

Another important management issue is maximizing 
employee abilities and the desire of employees to participate 
in management, and strengthening the organizational 
capabilities that will support continued growth. We will refine 
our sensitivity to the variety of issues faced by society  
(potential needs), and construct a resilient organization that is 
capable of turning the ideas that come from the freethinking of 
diverse employees into new businesses. This is the sustainability 
management of the Joshin Group.

The Group’s human resources strategy includes creating a 
work environment where diverse people can perform at their 
best and play an active role, in this way creating an upward 
spiral that increases ease of work, leading to job satisfaction, 
then to employee ownership, and finally to improved 
engagement.

Although the indicators for capital-related profitability including 
ROE, ROA, and ROIC fell below the plan targets in fiscal 2023, 
the first year of the JT-2025 Management Plan, as a result of 
our pursuit of expertise in human resources we were able to 
increase the gross profit margin from 25.4% in the previous 
year to 26.0% this year. Starting from 20.2% in fiscal 2013, we 
have achieved a 5.8-point improvement over the last 10 years. 
Regarding “Human capital RoI” in the graph on the following 
page, although no immediate benefits from investment are 
visible, continual investment in human resources for training 
concierges leads to high value-added product sales based on 
lifestyle proposals, and has raised the profit base.

In May 2024, the Group introduced a performance-linked 
stock-based compensation system for employees. The purpose is 
to engender a sense of belonging and desire to participate in 
management among employees, and improve the awareness of 
increasing business performance and stock price, in order to 
improve the medium- to long-term corporate value of the Group. 

Granting stock of the Company and sharing economic value as a 
result of improved business performance creates a feeling of 
unity among Joshin employees, and leads to sharing of interests 
with stakeholders. Aiming for partnership management where the 
Company and its employees share the same perspectives in 
creating economic value, we hope that this will serve as a trigger 
for a positive cycle of increasing corporate value starting from 
employee engagement.

The goal of our human resources strategy is for the 
Company and employees to share a management vision and 
values, have every employee feel a bond with the Joshin brand 
and actively demonstrate their abilities, and to motivate them 
to contribute to the creation of new social value. We intend to 
connect “new customer satisfaction” to improved corporate 
value through the active participation of employees in 
management, and to realize our management philosophy of 
“Connecting people and society to the future with a smile.”

By investing in human resources from a medium- to long-term perspective, we will work to increase 
our corporate value.

Koji Tanaka
Director and Managing Executive Officer
In Charge of Management Planning and  
Human Resources Strategy
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We will implement initiatives aimed at building a rewarding work environment where diverse employees play a more active role.

Human Capital KPI for Realization of Our Management Philosophy

The Group believes that the active participation of diverse 
human resources is the source of our organizational strength to 
seize new business values, and to achieve sustainable growth. To 
improve the Group’s corporate value by contributing to society 
as an infrastructure hub for a better life, it is necessary to create 
new value by understanding the issues and needs of society. For 

that reason, the Group will create an internal environment where 
everyone is given a fair opportunity and can thrive in good 
mental and physical health while achieving job satisfaction.

We will then turn the ideas coming from the freethinking 
of diverse employees into new businesses as well as make 
sustainability management a reality.

Internal Environmental Improvement Policy

Human Resources Strategy

1. �Rate of male employees taking childcare leave or leave for the purpose of child care: Rate of taking childcare leave or leave for the purpose of child care based on the 
Act on Childcare Leave, Caregiver Leave, and Other Measures for the Welfare of Workers Caring for Children or Other Family Members

2. �Health index score: An original index compared with national data based on the number of those who have medical checkup results for weight, blood pressure, liver 
function, fats, and blood sugar within the average range and of nonsmokers (target: 40 years old and above)

3. �Presenteeism: Where employees are at work but their work efficiency is declining due to health problems (measured by WLQ-J). Performance in the best condition is 
calculated as 100%.

4. Stress check participation rate: All business sites are targeted, including those with less than 50 people.

Category KPI FY2022  
results

FY2023  
results

Gap
Negative gaps are 
indicated by “-”

FY2030  
target

Securing 
human 

resources
Human 

resource 
development

Number of new graduates and 
mid-career hires

238 237 87 150 annually

Turnover rate (female permanent 
employees)

4.8% 5.2% -2.7% 2.5% or less

Turnover rate (male permanent 
employees)

2.5% 2.6% -0.1% 2.5% or less

Turnover rate (permanent 
employees total)

2.8% 2.9% -0.4% 2.5% or less

Number of Home Appliance 
Advisor certification holders  

(total number of people)
6,524 6,676 - -

Number of Smart Master 
certification holders

2,267 2,436 - -

Diversity & 
Inclusion

Percentage of female directors 22.2% 22.2% -7.8% 30.0%

Percentage of female managers 
(section manager or higher)

1.3% 1.8% -3.2% 5.0%

Percentage of female junior managers
(deputy section manager or higher)

3.6% 4.3% -15.7% 20.0%

Number of female chiefs 35 40 - -

Percentage of female permanent 
employees

13.0% 14.1% -15.9% 30.0%

Percentage of female employees 36.5% 36.7% -13.3% 50.0%

Percentage of female new 
employees

47.2% 56.4% 6.4% 50.0%

Wage difference between men and 
women (permanent employees)

71.4% 72.1% -5.9% 78.0%

Percentage of employees with 
disabilities

2.7% 2.7% -0.3% 3.0%

Number of employees 65 years 
old and over

102 126 - -

Rate of male employees taking 
childcare leave or leave for the 

purpose of child care1

100.0% 96.3% -3.7% 100.0%

Health and 
productivity 
management

Health index score2 -4.2% -4.2% -6.2%
+2.0% average score 

across Japan

Presenteeism3 92.9% 93.0% -1.0% 94.0%

Medical checkup participation rate 99.5% 98.3% -1.7% 100.0%

Stress check participation rate4 98.7% 98.9% -1.1% 100.0%

Overtime work hours
(monthly average)

15.0 hours 13.6 hours - -

Paid leave usage rate
(all employees)

62.9% 60.9% -9.1% 70.0%

Ideal form

Realization of 
management 
philosophy

Improved 
corporate value 
and customer 
satisfaction

Improved 
employee 
ownership

Enhancement 
of employee 
engagement

Realization of  
job satisfaction 

and ease of  
work

20202019 2021 2022 2023 (FY)

34.1

25.5

9.8

 Human capital investment (billions of yen)
 Gross profit per full-time employee (millions of yen)
　 Customer satisfaction (%)1               Human capital RoI2

23.3 22.4
23.827.9

42.9

24.7

30.3

24.8

10.0 9.4 9.1 8.7

90.3 91.2 92.2 92.9 93.4

Human Capital Investment and Related Data

1. �Customer satisfaction (%) = very satisfied + satisfied in our online 
questionnaire

2. �Human capital RoI: ISO 30414 indicator  
[Sales - {Sales, general, and administrative expenses - (Wages and allowances 
+ Bonuses + Legally required and other welfare expenses)}] ÷ (Wages and 
allowances + Bonuses + Legally required and other welfare expenses) - 1

3. In fiscal 2019 we carried out large-scale investment in electronic pricing.

�At present, we are making upfront investments to maximize 
the potential of our human resources and create value for the 
future. Going forward, we will continue investment to produce 
future leaders.

Recruiting and education ............... ¥765 million (-¥17 million)

• Cost of hiring new graduates and mid-career workers
• Recruitment expenses
• Education and training expenses

Wage increases and a revised HR system  
...................................................... ¥1,672 million (¥518 million)

• Wage increases (including part-time employees)
• Risk-responsive lump sums for retirement annuities
• �Increased costs due to the extended retirement age, 

revision of the management retirement system
• �Talent management system introduction and operating 

costs 

Investments leading to job satisfaction and ease of work  
.........................................................¥114 million (-¥152 million)

• Investment in new work styles
• �Salary compensation for ikumen (men rearing their 

children) leave and COVID-19 special paid leave
• Nursing care support
• Expenses for conducting engagement surveys

Investments in systems that improve productivity  
...................................................... ¥1,742 million (¥917 million)

• �Expenses for self checkout systems, digital POP, and 
electronic pricing

• Electronic receipt systems and order card issue systems
• Expenses for introduction of generative AI, etc.

FY2023 Human Capital Investment � ¥4,293 million (¥1,266 million)

Note: Figures in ( ) are changes from the previous year.

Human Resources Linked with the Business Stage

Human Capital Investment

Innovative human
resources

Providing two types
of social value

Human resources with
knowledge of home appliances

and customer service skills

Real store business for
home appliances

Human resources with
knowledge of the entertainment

field and EC business

Business founded on home
appliances and entertainment

OMO of real stores and EC

Human resources who can utilize ICT
and lead business that has synergy

with home appliances

Human resources who can identify
changes in society and connect them

to new business

Expanding business areas through
the renovation, mobile communication,

and support businesses

Helping to strengthen the resilience
of an aging society

Achieving household carbon neutrality

Past

Present

Near future

The
future

Business stage
The employees

we are looking for
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Human Resources Strategy

For a Group that promotes “fan” and “core fan” development based on the fan base strategy, supporting the mental and physical 
health of the employees who interact with customers is an important foundation for supporting our HR strategy. The Group’s top 
management personally leads and practices health and productivity management so every employee can maximize their potential and 
grow. Our goal is to maximize organizational performance and create new customer satisfaction (social value) as the driving force for 
sustainable growth.

To encourage better health and productivity management, based on instructions received from the Director, President and Executive 
Officer, the Health and Productivity Management Promotion Team is addressing the health challenges of the Group in cooperation with 
internal and external organizations.

We have been recognized as a 
Certified Health and Productivity 
Management Outstanding 
Organization selected by the 
Ministry of Economy, Trade and 
Industry and Nippon Kenko 
Kaigi for five consecutive years, 
or since fiscal 2020.

Promotion System

  Main Initiatives
•• �Mandatory complete medical checkups for permanent employees who 

have reached the age of 35 (at no cost to them)
•• �Conduct Good Condition Interviews with public health nurses, aiming 

to improve self-care abilities based on a higher level of health literacy 
(for all ages)

•• �Conduct interviews with national registered dietitians and use the 
“MealSelect Program” app for follow-up, aiming to prevent lifestyle 
illnesses by improving dietary habits (employees under 40 years of age)

•• �Promote Company-wide smoking cessation programs

  Future Initiatives
•• �Conduct Company-wide walking events, aiming to create opportunities 

to develop exercise habits
•• �Self-care and line care training for health issues specific to women
•• �Encourage initiatives for the early detection of cancer
•• �Self-care and line care training on mental health

We are also working on a response to long working hours, 
labor accidents, infectious diseases, workplace harassment, and 
improving productivity by implementing ICT on the front lines 
of sales to create a safe and secure work environment where 
employees can fully demonstrate their performance.

Health and Safety

  Main Initiatives
•• �Promoting “No Overtime Day” 

every day
•• �Promoting the system of 

intervals between working hours
•• Shortening business hours
•• �Internally sharing information 

on and enacting thorough 
countermeasures to disasters

•• �Implementing risk assessments
•• �Subsidizing infectious disease 

immunizations
•• �Establishing an internal 

harassment consultation desk 
(from 2003)

•• �Safety management when 
working at heights (equipment 
and behavior management)

 
•• �Introduction of cut-proof 

gloves that combine cut-
proof performance and good 
workability

•• �Wearing safety boots and back 
support belts when carrying 
heavy items

•• �Asbestos removal and dust 
control

•• �Sharing information about 
accidents and implementing 
countermeasures at regular 
meetings with logistics 
contractors

Chief Wellness Officer (CWO), Representative Director, 
President and Executive Officer

Joshin Group employees and families

Deputy Chief Health and Productivity Management Officer
Executive Officers

Health and Productivity  
Management Promotion Team

Chief Health and Productivity Management Officer
Director in charge of Human Resources Strategy

Health and Productivity Management Promotion Office

In charge of Health and 
Productivity Management 

Promotion, Human Resources 
and General Affairs Department

Occupational health staff 
(industrial physicians and 

public health nurses)

Internal cooperation

Diversity 
Promotion Office

Labor Union

Health 
Committee

External cooperation

Health insurance 
association

Osaka Prefecture 
Comprehensive 

Cooperation 
Agreement

Sustainability Committee

Health and Productivity Management

https://www.joshin.co.jp/en/csr/social/hr/health.html

Shortening business hours, which had been promoted as 
part of our workstyle reforms, was further expanded during the 
COVID-19 pandemic. Annual total business hours have been 
reduced, and the gross profit margin has been increasing. We 
will continue to promote labor savings by implementing ICT 
and we will increase contact points with customers to improve 
customer satisfaction.

Total Business Hours/Gross Profit Margin of Store Divisions

1,000

800

860 26.2

720 750 740

27.527.827.1

740
25.0

0 0

30

25

(%)(Thousand hours)

2019 2020 2021 2022 2023 (FY)

～～ ～～

Total business hours per year           Gross profit margin

Total business hours per year: the total time actually in operation
* �Total hours of business minus hours not open due to closures or shortened hours 

due to COVID-19, closures due to renovations, and regular holidays.

Gross profit margin: total gross profit margin of store divisions
* �This differs from the gross profit margin of the consolidated Group. Including the 

withdrawn divisions.

  Approach to Human Rights
Since our foundation, the Group has cherished the Corporate 
Credo of “Thoughtfulness,” “to always act in consideration 
of the other’s perspective.” This credo connects directly with 
respect for human rights that values an individual’s perspective. 
With the foundational spirit of respecting human rights, and 
with the intention of contributing to resolving social issues 
through our business activities, we signed the United Nations 
Global Compact in July 2022 and announced the Joshin Group 
Human Rights Policy in December 2022 to clarify how we stand 
both internally and externally.

  �Human Rights Risks Identification and Impact 
Assessment

We identified potential human rights risks associated with 
the Group’s business activities and evaluated them from the 
standpoints of severity and our involvement. Based on these 
results, we will consider specific actions to reduce human rights 
risks that have been indicated as highly significant, and prioritize 
ways to address them.
Human Rights Impact Assessment Process
1) �Identifying the status of human rights in our business activities

�Identify the overall value chain process, and identify the 
human rights risks that may occur at each stakeholder.

2) Identifying and assessing human rights risks
Directors and executive officers assess the “human right 
issues” and “specific matters of concern” for each stakeholder 
from the perspectives of severity and our involvement.

3) �Risk mapping (risk assessment results) and subsequent 
initiatives
The average assessment score for each human rights issue 
is plotted in the risk map, and priority is given to addressing 
human rights issues with high severity and a high level of 
Company involvement.

  �Measures Related to Human Rights in Fiscal 2023
As one specific action for reducing human rights risks, in 
January 2024 we conducted a supply chain procurement 
questionnaire intended to identify the status of initiatives by 
suppliers related to the four key areas and Ten Principles of the 
UN Global Compact. A video introducing the initiatives of the 
Group was provided to all suppliers to whom we requested 
response to the supply chain procurement questionnaire.

Respect for Human Rights

https://www.joshin.co.jp/en/csr/policy/list/humanrights/main/0/link/human_rights2.pdf

Human Rights Risk Map (Risk Assessment Results) Unlike a typical risk matrix, there are also areas of high priority at each end of the axis.

�Refer to United Nations Guiding Principles on Business and Human Rights, The Arc of Human Rights Priorities of the Danish Institute for Human Rights, the Stakeholder 
Engagement Program of the Caux Round Table, etc.

Employees of the Group Customers Business partnersLocal communitiesLarge

StrongThe Company’s Involvement

Unjustifiable 
low wages

Child labor

Discrimination (hiring, 
employment, and promotion)

Leaks of personal information 
and invasion of privacy

Violation of the right to freedom of 
association and collective bargaining

Abuse of dominant 
position

Harassment

Leaks of personal information 
and invasion of privacy

Harassment

Improper disciplinary 
action

Improper disciplinary 
action

Unjustifiable 
low wages

Leaks of personal information 
and invasion of privacy

Violation of the right to freedom of 
association and collective bargaining

Discrimination (hiring, 
employment, and promotion)

Unethical advertising, 
etc.

Failure to provide safe 
goods and services

Failure to provide suitable 
product information

Long working hoursHealth and safety 
violations

Violation of the rights 
of local residents and 
indigenous people

(negative effects on the 
living environment)

Violation of the rights 
of local residents and 
indigenous people

(pollution of the natural 
environment)
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Violation of the rights 
of local residents and 
indigenous people

(negative impact on life 
and physical safety)

Long working hours

Health and safety 
violationsForced labor

Harassment

Infringements on life, 
health, property, etc.

  Main Initiatives to Date

April 2023 	 �Established the Human Rights Awareness Promotion Office
July 2023 	� Launched a human rights education promotion activity 

on the Company intranet
September 2023 	�Began publishing a series of articles related to respect 

for human rights in the Company newsletter
November 2023 	� Formulated the Joshin Group Human Rights 

Awareness Promotion System
	 Began operation of the Human-rights Remedy System
January 2024 	� Conducted the first in-house training related to human 

rights policy
	� Conducted the supply chain procurement questionnaire

  Future Actions

Dissemination of Human Rights Policy

• Conduct continued training related to human rights policy.

• Conduct stakeholder meetings (dialogues).

• Conduct observation visits to suppliers in the value chain.

Information Disclosure

• �In the future, we will disclose the number of reported cases for each fiscal year.

Number of reported cases related to the supply chain in FY2023: 2

https://www.joshin.co.jp/en/csr/policy/policy-4629973818172643225.html

For details about the Human Rights Awareness Promotion System and 
Human-rights Remedy System, please refer to our website.
https://www.joshin.co.jp/en/csr/social/strategy/promotion_structure.html
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Since Joshin was founded, we have been developing our 
business based on the concept that “The duty of a retailer is to 
ensure that the customers who purchase products always use 
them with peace of mind,” with the consistent offering of safe 
and secure products and services to our customers as a key 
question.

Approach to Product Safety and Voluntary Action Guidelines

We proactively incorporate product safety-related subjects into 
the curriculum of various employee training programs conducted 
within the Company. Also, employees of our aftersales service 
department serve as instructors to provide product safety 
education to delivery, installation, and construction partner 
companies. Further, at the Joshin Training House inside our 
Technical Training Center, we conduct training for delivery, 
installation, and construction suitable for various house structures 
to prevent product accidents due to installation defects.

In order to maintain the Company’s operating standards 
and high-quality services, beginning from fiscal 2023 we have 
increased the variations in training for employees of partner 
companies.

In addition to training to prevent recurrence of serious 

Development and Implementation of Education System

Targets of the training Frequency

Management candidates At least 10 times a year

Service technology At least 100 times a year

Solar power & Home renovation At least 10 times a year

Product installation demonstration (store staff) A few times a year

New employee Once a year

Result of training for employees (including training on product safety)

Targets of the training Frequency

Delivery & Construction (partner companies) At least 70 times a year

Result of training for external companies (including trading on product safety)

At our Group, every division in charge of product safety reports 
to the Risk Management Committee every quarter on the state 
of activities based on the CSR Action Plan for the development 
and promotion of the product safety management system, in 

this way sharing information. The Risk Management Committee 
regularly reviews the CSR Action Plan, and has established a 
system to direct departments to make required improvements.

Product Safety Management Promotion System

Progress / Report resultsProgress / Report results

Suppliers
Partner companies 
(Delivery, installation, 

construction, etc.)

Real stores / EC store

Education / 
Information sharing

Information sharing / 
Cooperation

Education / Information 
sharing / Improvement 
of defect information 
search tool, etc.

Request for improvement 
of defect information 

search tool, etc.

Proposals for improvement

Information sharing

Purchases (based on 
product safety 

assessment criteria)

Education
Merchandise 
Department

Joshin Service 
Co., Ltd.

Sustainability 
Promotion Office

Product Safety Management 
Promotion secretariat

Risk Management Committee

CSR Action Plan
(Development and promotion of a product safety management system)

Information sharing

Diagram of the product safety management promotion system

Responding to social demand for environmental protection and 
human rights required of the Group is no longer just our 
responsibility but that of the entire supply chain. For this 
reason, we established a Procurement Policy that includes 
selecting business partners, taking into consideration human 
rights, labor, and the natural environment, as well as monitoring 

and improvements, and we will work hard for more sustainable 
procurement. In addition, the Procurement Guidelines, based 
on the Procurement Policy, help us to maintain and improve the 
environment and society throughout the supply chain. All of 
our suppliers are now expected to follow these guidelines.

Promotion of Safe and Secure Procurement Based on the Joshin Group Procurement Policy and 
Procurement Guidelines

Sending of Joshin Group ESG Videos to Suppliers

In January 2023 we conducted the first “supply chain 
procurement questionnaire” as an assessment of whether or 
not our suppliers are engaged in suitable management and 
operations. The questionnaire centers on the Ten Principles of 
the UN Global Compact that is the foundation of our Human 
Rights Policy, Procurement Policy, Anticorruption Policy, 
Environmental Policy, and other policies, including protection 
of human rights, elimination of unfair labor, and addressing 
environmental problems.

The Company has set an objective of achieving a 70% 
sustainable procurement rate (procurement from suppliers 
responding to the questionnaire / total Company procurement) 
by 2030. The result in fiscal 2023 was 68.8%.

The results of the questionnaire showed that many suppliers 
have constructed internal systems for implementing sustainable 
initiatives and enacted measures for “ensuring safety and quality,” 
“fair and equitable trade as well as full compliance with laws and 
regulations,” and “complete information security.” Regarding 
“consideration for the environment,” we learned that there are 
many suppliers who are facing issues in construction of an internal 
promotion system and information disclosure.

We will continue the supply chain procurement 
questionnaire in the future in order to identify issues with human 
rights, environment, and others in the supply chain, and discuss 
solutions to be carried out in cooperation with suppliers when 
improvements are necessary.

We will also work to improve engagement by actively 
establishing opportunities for dialogue with suppliers who fail to 
respond.

Supply Chain Procurement Questionnaire Results and Objectives

Building a Responsible Value Chain Providing Safe and Secure Products and Services

We formulated the “Voluntary Action Guidelines for 
Product Safety of Joshin Group” in 2007 to further embody this 
idea, and have developed a product safety promotion system 
in cooperation with the Group, so that our customers can 
always select and use the products we sell with peace of mind.

Please see our website for the “Voluntary Action Guidelines for Product Safety of Joshin Group.”
https://www.joshin.co.jp/en/product_secure.html

Please see our website for the video.
https://www.joshin.co.jp/en/csr/policy/policy-4629973818172643225.html

The video that was viewed by suppliers has been edited for general viewing 
and uploaded to the corporate website.

Please refer to our website for details of the Procurement Policy and Procurement Guidelines.
https://www.joshin.co.jp/en/csr/policy/list/procurement/main/0/link/Procurement.pdf

In January 2024, we created a video introducing the Group 
initiatives related to ESG, titled “Joshin Group ESG—About the 
Joshin Group Procurement Guidelines.”

We sent the URL for accessing this video together with 
a supply chain procurement questionnaire to the top 249 
suppliers of the Company, and requested that they view it.

Compared to actually gathering the suppliers together 
for an explanation meeting, this allows viewing at a convenient 
time within the period. By responding to questions through a 
questionnaire system, we believe that this method provided 
a better understanding of the purpose of the Joshin Group 

Procurement Policy and Procurement Guidelines, and details of 
our ESG activities.

Number of 
questionnaires sent

249 companies (selected from the 
top values of procurement)

Questionnaire responses 151 companies (response rate 60.6%)

Sustainable 
procurement rate

68.8% (Procurement from suppliers 
responding to the questionnaire / 
Total Company procurement)

Supply chain procurement questionnaire response results 
(fiscal 2023) 

Ensuring quality and safety
Fair and equitable 
trade as well as full 
compliance with 
laws and regulations

Consideration for 
the environment

Initiatives for balancing 
solutions to social 
issues with business 
growth

Measures for business continuity

80.9%

85.5%

30.9%

Consideration for human 
rights and the work 
environment

63.5%
Complete information security

81.6%

63.8%

61.2%

Note: �For all questions, the ratio of the highest response is indicated as a 
percentage, and the average value for each question item is shown.

accidents and training to reinforce CS and work quality, we also 
carry out introductory training for partner companies and are 
working for complete safety education and to strengthen 
delivery and construction skills.

P
ro

fi
le

V
al

ue
 C

re
at

io
n 

St
o

ry
B

u
si

n
e

ss
 S

tr
at

e
g

y
F

in
an

ci
al

 S
tr

at
e

g
y

T
h

e
 E

n
vi

ro
n

m
e

n
t

S
o

ci
e

ty
G

o
ve

rn
an

ce
D

at
a

Joshin Integrated Report 2024 70Joshin Integrated Report 202469





Promoting Synergies with Local Communities

The Joshin Group believes that our brand value increases 
when we successfully develop a good relationship with local 
communities as part of our business operations, and by offering 
solutions to issues facing local communities while promoting 
their development through our business activities. These efforts 

toward symbioses with local communities create business 
benefits and value. By putting these benefits and value into the 
cycle of capital, we will contribute to the development of these 
communities and improve our corporate value.

Following the Noto Peninsula Earthquake in 2024, we provided 
a variety of support for recovery for many reasons including 
because the Group operates in those communities. Beginning 
from January 2024, we have collected assistance through 
donations at our stores, and provided matching assistance from 
the Company to the generous donations received from customers 

Support Following the 2024 Noto Peninsula Earthquake

and employees, donating five million yen to the Japan Red Cross.
In February 2024, in response to a request for support for 

home appliances in free housing provided to victims by Osaka 
Prefecture, we donated home appliances (electric kettles, air 
purifiers, and humidifiers, 40 of each) to support the disaster 
victims.

As the Group considers project activities for achieving 
“Promoting synergies with local communities” that is 
positioned as a material issue, we believe that contributing to 
community revitalization in cooperation with local governments, 
and nurturing the next generation and providing them with 
opportunities for new experiences, is one of our important 
missions.

One area is the e-sports that are particularly popular 
among the younger generations and are receiving attention as 
an area where we can increase our corporate value, and we are 
actively involved in projects related to e-sports.

E-Sports Project Conducted in Cooperation with Local Governments

E-sports project activity results (fiscal 2023)

We support the E-Sports MICE Content Verification Project 
conducted by Izumisano City in Osaka Prefecture, and provided 
donations using the corporate version of the hometown tax 
system, which were used in the following two events hosted by 
Izumisano City.
• �E-Sports Camp 2023 Summer e-sports camp for high school 

students
• �E-Sports Game Creator Academy Spring 2024 job experience 

event that parents and children participate in together
In addition in February 2024, we provided the eSPORTS 

Arena Kobe Sannomiya on the 9th floor of Joshin Sannomiya 1 
Bankan as the championship venue for the HYOGO High School 
E-Sports Championship for high school students organized by 
Hyogo Prefecture.

2016 2017 2018 2019 2020 2021 2022 2023 2024

Ensuring diversity of the Board of Directors

Skills matrix

Succession plan

Appointment of  
outside directors

Appointment of  
female directors

Improving effectiveness of the Board of Directors
Nomination and 
Compensation 
Committee
Performance-linked 
stock compensation 
plan

Individual performance-
linked compensation

Executive officer system

Training for officers

Evaluation of 
effectiveness of the 
Board of Directors

Management strategies / 
Management plan

Enhancement of the 
Board of Auditors

Corporate Governance

Our management philosophy is “Connecting people and society 
to the future with a smile” and our management vision is 
“Becoming an infrastructure hub for a better life through the 
power of home appliances and ICT.” To realize the goals of our 
vision and philosophy, the Group chose seven material issues 
(materiality) that we should address first.

The Company examined these issues from the viewpoints 
of their risks and opportunities, while incorporating them into 
our management strategies and business portfolio. We intend 
to continue improving our corporate governance system to 
better manage the value creation processes that we have built 
up, using our capital flow in a beneficial cycle to create more 
social and economic value.

To improve the supervisory function of the Board of Directors 
and the execution divisions, the Group ensures diversity of the 
Board of Directors by increasing the number of independent 
outside directors, appointing female directors, and in other 
ways. At the same time, the Group is working on improving 
management effectiveness by establishing the Board of 
Directors Effectiveness Evaluation Committee, which is made 
up of a majority of outside directors, as well as the Nomination 
and Compensation Committee. As a result of appointments at 

the General Meeting of Shareholders held in June 2024, the 
percentage of independent outside officers among all directors 
is 44.4%, and the percentage of female directors is 22.2%. The 
percentage of independent outside officers among all directors 
and auditors is 53.8%, and the percentage of female officers is 
30.8%. The Group will continue to strengthen the monitoring 
function of the Board of Directors, which supports the 
Company’s value creation processes.

Basic Concept of Corporate Governance

History of Enhancing Corporate Governance

(FY)

• Formulated the succession plan

• �Increased to 
two (2) outside 
directors

• �Increased to 
three (3) outside 
directors

• �Appointed 
one (1) female 
director

• Increased to four (4) outside directors (44.4% composition)

• Increased to two (2) female directors (22.2% composition)

• �Developed the  
skills matrix

• �Revised the  
skills matrix

• �Revised the skills matrix 
and utilization policy

Main theme

Promoting  
symbiosis

Goal

Main theme

Scene from the E-Sports Camp 2023 Summer held in August 2023 HYOGO High School E-Sports Championship held in February 2024

From 2014
• �Appointed one (1) 

outside director

• �Disclose the reason 
for skill set selection

• Established the Nomination and Compensation Committee

• Introduced performance-linked Board benefit trust scheme

• �Introduced individual performance-linked compensation (for assessment criteria focused on 
monitoring functions)

• Introduced the executive officer system
• �Introduced performance-linked stock 

compensation plan

• �Revised performance-linked stock 
compensation plan

* �Also applies to executive officers other than directors

• Six (6) times a year• Four (4) times a year • Began practical training for management skills

• �Transitioned to a 
delegation-type executive 
officer system

• Established the Effectiveness Evaluation Committee for the Board of Directors / Once a year

• �Disclosed capital cost

• �Appointed female 
independent outside 
auditor

(The percentage of independent outside officers among all directors and auditors is 53.8%. The percentage of female independent outside officers is 30.8%.)

• �Update capital cost to 
most recent value

• �Increase to two (2) 
female independent 
outside auditors

Supporting the Development  
of the Next Generation

The Environment

Safety and Security

Healthy Life

Offering solutions to issues 

facing local communities and 

promoting their development

Improving the 

corporate value of the 

Joshin Group
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  Process of determining compensation to directors/auditors
The total amount of compensation for directors is set by 
resolution at the General Meeting of Shareholders, and 
monetary compensation is set within the range of 240 million 
yen per year, and stock compensation is set within the range 
of 50,000 points per year (1 point = 1 share). The Nomination 
and Compensation Committee, in which independent outside 
directors account for the majority of members with one of them 
serving as chairman, consults with the Board of Directors and 
deliberates on the allocation of compensation to individual 
directors based on the Regulation on Compensation for 
Directors, and the Board of Directors then makes the decision 
based on their report.

Corporate Governance

Evaluation of the Effectiveness of the Board of Directors

To strengthen corporate governance in an aim to achieve 
sustainable growth and improve medium-to-long-term 
corporate value, the Board of Directors Effectiveness Evaluation 
Committee, consisting of outside directors and auditors each 
fiscal year, takes the lead in analyzing and evaluating the 
effectiveness, etc. of the Board of Directors, and the Company 
takes continual action to improve the effectiveness. Further, 
based on the belief that the diversity of directors has an impact 

on the Board of Directors’ effectiveness and has a major impact 
on sustainable growth and the ability to increase the Company’s 
corporate value over the medium- to long term, we compiled 
a list of the skills required of the Board of Directors as a whole 
into the skills matrix (see pages 83 to 84 for details). These 
skills are necessary to achieve the goals of our management 
strategies and for the effectiveness of the matrix for appointing 
director candidates.

(1) Evaluation process

Anonymous, voluntary questionnaires 
to each director and auditor

Interviews with executive directors 
by outside officers

Compiling results by the Board of Directors 
Effectiveness Evaluation Committee and 
submitting reports to the Board

Identifying challenges and determining 
measures for improvement and enhancement 
at the Board of Directors meetings

(3) Initiatives for fiscal 2023, evaluation, and future policies

Initiatives 
for fiscal 

2023 
contents

In fiscal 2023, the Board of Directors launched the JT-2025 Management Plan (a medium-term management plan), demonstrated an 
awareness of capital costs for carrying out efficient management with a focus on capital costs, formulated a plan for capital profitability 
indicators such as ROE and ROIC, and worked for strengthening earning power and improving management efficiency.

Evaluation 
results for 
fiscal 2023

Operation of the Board of Directors featured multifaceted discussions utilizing the diverse range of knowledge of the Board of 
Directors, strengthened monitoring through substantial delegation of authority to the Board of Executive Officers, identified medium- 
to long-term management responsibilities through revision of the directors’ compensation system, and carried out other ongoing 
improvements, and we have concluded that the effectiveness of the Board of Directors has been maintained.

At the same time, the results for capital profitability indicators during the first year of the medium-term management plan fell far 
below the plan, and discussions were incomplete regarding specific strategies aimed at the PBR improvement listed in the plan and 
at improving corporate value. As a result, we have concluded that it is necessary to further improve the resolution level for the growth 
strategies themselves by making KGI and KPI clearer in the future.

Policy for 
fiscal 2024

Brushing up medium- and long-term management strategies and promoting more efficient management with a focus on capital costs
(Repeated challenge for carrying over fiscal 2023 policies to fiscal 2024)

Management skills selected for  
the skill set

Number of training courses on 
related subjects

Corporate management 7

Finance, accounting, and capital policy 9

Legal affairs and governance 13

Management planning and business 
strategies

9

Management skills selected for  
the skill set

Number of training courses on 
related subjects

HR, personnel management, and 
diversity

1

ICT/DX 6

Environment and energy 1

Total 46

Training for Officers

(2) Key assessment items

1) �Ensuring suitability of diversity and skills balance for the overall 
Board of Directors based on the skills matrix

2) �Culture that values free and open, constructive discussion and 
exchange of opinions among officials including outside directors

3) �Multifaceted discussion of medium- to long-term management 
strategies and management vision that make full use of diversity

4) �Compensation system that is based on a medium- to long-term 
perspective that supports sustainable management

5) Training for officers based on the skills matrix
6) �Reinforcing the functions of the Board of Directors by delegating 

authority to the Board of Executive Officers
7) �Functions of the Nomination and Compensation Committee that 

is in charge of appointing directors, deciding compensation, and 
formulating succession plans

In fiscal 2023, “improving officer skills based on the skills 
matrix” was positioned as a theme of the greatest importance. 
Training through outside courses was carried out focused on 
building up management skills that are lacking in individual 
directors, auditors, and executive officers among the 
“management skills” listed in the skills matrix (pages 83 to 84).

As one part of the succession plans, the system was 
changed so that directors and executive officers serve as chief 
officers related to sustainability and risk management, and 
practical training is carried out for acquisition and improvement 
of management skills through actual work.

 Policy to determine the compensation of directors/auditors
In order to maximize the performance of duties in line with the 
management strategies and management goals, compensation 
for officers of the Company is based on job position and 
contribution to performance. With the aim of sharing profits 
and risks with shareholders, the compensation system provides 
incentives to manage the Company from the perspective of 
shareholders. With the start of the medium-term management 
plan (JT-2025 Management Plan), management responsibilities 
have been further clarified, and the compensation system was 
revised to aim for improved corporate value over the medium 
to long term.

For outside directors who are independent from business 
execution, variable compensation such as performance-linked 
compensation is not necessarily appropriate. Therefore, outside 
directors are paid fixed compensation only.

  Directors compensation by position
Compensation for directors is based on “Directors and 
Executive Officers” compensation, and the standard monthly 
compensation is set at no more than 300% of the maximum 
monthly salary as set forth in the employee salary system. 
For individual allocations, a compensation multiplier is set 
according to the position.

Compensation to Directors/Auditors

  Composition of directors compensation

<Configuration and purpose of the compensation system for directors>

1) �Clarify management responsibilities by setting the component ratio of 
performance-linked compensation to 50%.

2) �Provide incentives for management aimed at improving corporate value 
from the perspective of the shareholders, with the component ratio of 
stock compensation set to 30%.

3) �Promote sustainability management from a medium- to long-term 
perspective, with the component ratio of compensation based on ESG 
indicators set to 20%.

2) Financial indicator-linked monetary compensation (10%)
To encourage labor and management to work together to improve 
business performance, this type of compensation is based on the 
achievement of operating income, the same as year-end bonuses for 
employees. The amount paid will vary between 0% and 150%, with 
100% indicating achievement of the targets. For details on position-
specific base compensation amounts and performance-based 
coefficient, please see the Securities Report.

Stock compensation paid as long-term incentive compensation 
(30%)
Directors are awarded points for each position once a year, 
calculated by multiplying the base points for each position by 
the performance-based coefficient based on the performance 
of the immediately preceding fiscal year (one ordinary share of 
the Company per one point), and each director receives ordinary 
shares of the Company (some are converted to cash) upon their 
retirement.

1) Financial indicator-linked stock compensation (10%)
To reflect in the compensation the degree of improvement in 
capital profitability, shares are issued as compensation based on 
the degree of achievement of ROE targets in the medium-term 
management plan.
2) �Stock compensation based on environmental management 

indicator (10%)
The Company has introduced this incentive to encourage directors 
to address the environmental issues caused by climate change 
within the management strategies from the perspectives of risk and 
opportunity, as well as to link the creation of the positive impact of 
our operations on society with the Company’s sustainable growth. 
These incentives are awarded as shares for compensation based on 
an environmental management indicator (the CDP climate change 
score).
3) �Stock compensation based on employee engagement 

indicator (10%)
The creation of an internal environment where diverse human 
resources can play an energetic, active role as well as investments in 
human resource development that improve employee engagement 
should improve customer satisfaction, or CS, (by creating new social 
value). In order to link this to the Company’s sustainable growth, 
the Company continually measures engagement to monitor the 
progress as an engagement score and reflects this in directors’ 
compensation.

* �The table above assumes that the level of achievement of performance targets is 100%. 
The composition of directors’ compensation is common to all executive directors.

Fixed compensation 
(50%)

Variable compensation (50%)

Fixed 
compensation

(50%)

Individual 
performance-

linked 
compensation

(10%)

Financial indicator-linked 
compensation (20%)

Sustainability indicator-
linked compensation (20%)

Operating 
income 

results-linked 
compensation 

(10%)

ROE-linked 
compensation 

(10%)

Environmental 
management 

indicator-linked 
compensation 

(10%)

Employee 
engagement 

indicator-linked 
compensation 

(10%)

Monetary compensation (70%)
Short term

Stock compensation (30%)
Long term

Currently, the Company strategically holds shares of listed 
companies from the perspective of enhancing the Company’s 
corporate value over the medium to long term, with the aim 
of strengthening business relationships and promoting smooth 
business operations. The Company is gradually reducing the 
number of shares held, and as a general rule, will not purchase 
any new shares.

The Company conducts qualitative assessments of the 
shares currently held to maintain smooth and amicable business 
relationships with business partners and to establish smooth-
running supply chains. In addition, every quarter the Board 
of Directors conducts quantitative reviews of the percentage 
of total assets as well as profits and dividends derived from 
business relationships and then sells the shares, if necessary. 
In the fiscal year ended March 31, 2014, the Company held 
39 stocks, but as of March 31, 2024, this number had been 
reduced to 25 (7.4% of consolidated net assets).

The Company exercises its voting rights by 
comprehensively taking into consideration the governance 
system and business performance of the issuing company.

Cross-Shareholdings

* Two courses were conducted for each director, auditor, and executive officer.

  Calculation of performance-linked compensation
Monetary compensation paid as short-term incentive 
compensation (20%)
1) Individual performance-linked compensation (10%)
Each fiscal year, the Nomination and Compensation Committee 
evaluates the results from execution of duties by each director 
from the perspectives of monitoring and managing, and decides 
the individual performance-linked compensation by multiplication 
using the performance-based coefficient, which is based on a 
comprehensive evaluation. The amount paid will vary between 50% 
and 150%, with 100% indicating achievement of the targets.
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Roundtable Talk with Outside Directors

Introduction

Deeper discussion focused on management 
strategies and business strategies is more 
necessary than ever.

Naito: The fiscal 2023 Board of Directors conducted multilateral 
discussion utilizing a wide range of knowledge regarding the 
issues from the previous fiscal year: reinvigorating the Board of 
Directors, brushing up medium- and long-term management 
strategies, and promoting more efficient management with 
a focus on capital costs. It also carried out other discussions, 
such as strengthening of monitoring through a major transfer of 
authority to the Board of Executive Officers. At the same time, 
the fiscal 2023 results fell far below the capital profitability 
indicators in the new medium-term management plan JT-2025 
Management Plan. Deeper discussion is now more important 
than ever regarding the management strategies and fan base 
strategy that represent a shared understanding of issues among 
the independent outside directors, and I hope to discuss these 
matters with all of you.

on the frontlines must consider what they can propose to all 
customers, including the customers who are core fans and 
fans, challenge themselves, share examples of success, and 
deploy them across the Company as strategies. I believe that 
we needed to operate this cycle at a rapid pace, for example 
every quarter. In addition, what is important when we propose 
ideas to the customers is the link with the social value that the 
Company wants to demonstrate. The Company has presented 
the two social values of “helping to strengthen the resilience of 
an aging society” and “achieving household carbon neutrality.” 
By refining these proposals to produce high quality that 
matches these values and connecting them to sales, this will 
lead to profits. It is important that we create this kind of flow. I 
first want to check whether the message from management to 
the frontlines was primarily focused on profits.

Nishikawa: Although partly due to the existing corporate 
culture at the Company, I feel a lot of the proposals were for 
bottom-up type measures. While this is also important, steering 
a great ship requires a top-down strategy in the form of a 
company-wide strategy, as well as the leadership to carry it out.

Sustainable Management and Growth Strategies

Based on strong leadership, we should challenge 
ourselves to achieve structural innovations in 
home appliance sales itself on the dual axes of 
the fan base strategy and DX promotion.

Kawano: When I look at the recent external environment that 
faces our company, I feel that the future of the home appliance 
volume sales business is becoming increasingly uncertain. From 
my experience developing new businesses over many years and 
from my position in great support of the fan base strategy, I 
believe that a new area centering on renovations has potential. 
Our company has a base of fan customers that it has valued 
for 70 years, and as these customers grow older, the demand 
for renovations is expected to increase. Joshin Service, which 
is responsible for shipping, installation, and construction, also 

A Look Back at the First Year of the JT-2025 Management Plan

We must check whether the Board of Directors 
is effective and where the responsibility lies for 
the failure to achieve the targets.

Naito: Despite the large event following the championship 
victory of the Hanshin Tigers, which the Company is an official 
sponsor of, we did not take full advantage of this opportunity, 
and the results for fiscal 2023 failed to achieve the targets.
There was some level of awareness that the Hanshin victory sale 
was a kind of festival, however it felt like the Board of Directors 
was not fully committed. The Board of Directors did not take 
any effective steps in response to the large postponement 
of buying prior to start of the Japan champion sale, or to the 
drop in sales after the sale concluded. We must recognize that 
advice to management and monitoring were not sufficient.

Kawano: I feel that monitoring of measures to connect the 
fan base strategy that is at the core of the new medium-term 
management plan to sales and profits was lacking. Everyone 

believes the value of visiting customer homes is large. When we 
visit them, it gives us an opportunity to find out what they need. 
The fan base strategy is the core strategy that will support the 
Company in the future. In fiscal 2024, we assigned an officer in 
charge, and the system for implementing this strategy reached 
full speed. We have great expectations for this strategy, and 
should provide it proper support.

Nishikawa: As Ms. Kawano understands, I believe that 
structural reforms of home appliance sales are a prerequisite for 
sustainable management at the Company. In order to steadily 
carry them out, there are two key points, namely the fan base 
strategy and DX promotion.

First, the fan base strategy: this should not simply be 
action on an extension of the course we charted in the past. 
I believe it must consist of comprehensive action that will 
resonate with the customers. For example, take changes to 
the organization system. We will create an organization where 
all actions taken by the Company are linked to the fan base 
strategy at its core (for example, a Fan Base Strategy Division), 
demonstrate it inside and outside the Company, and develop a 
sense of unity within the Company as a whole. This organization 
should be given authority including sales, marketing, and PR. 
Changing the way that we have been working in the past with a 
focus on the fan base is one idea, and I think reference should 
be made to the institutional customer strategies operated by 
department stores.

Next, DX promotion: the Company system runs the risk of 
becoming siloed because each organization has prepared the 
items that it requires. We need to rapidly construct or transition 
to a comprehensive platform focused on realizing the fan base 
strategy starting from the customers.

Yamahira: To be ready for the future, the initiatives that we 
carry out each and every year from the base are also important, 
but at the same time the target figures in the new medium-
term management plan are not easy figures to achieve.
In order to achieve the targets, I believe we must constantly 
be reviewing the strategies for (1) stores, (2) products, (3) 
marketing and sales, and (4) costs, in order to determine 
whether continuing on our present course is the correct choice.

When we consider sustainability of the Company, over 
the long term there is the possibility of large-scale changes 
in the structure of the home appliance industry. In order for a 
company to continue growing and be sustainable in an age of 
high uncertainty, the management team must have sensitivity 
to identify the changes in the times, as well as passion and 
vision, and the ability to quickly take action. The key to success 
is spreading this concept throughout the Company.

Naito: The reason that we took up the subject of structural 
changes in home appliances in the agenda for this discussion 
was due to the concerns that we felt over the in inventory and 
interest-bearing debt trends in the fiscal 2023 results. Since the 

Kinya Naito
Outside Director

Keiko Yamahira
Outside Director

Junko Kawano
Outside Director

Seiji Nishikawa
Outside Director

Advice from Outside Directors for the Future of Joshin





Directors

Number of outside 
directors among all 
directors

Positions Representative Director, 
President and Executive Officer

Representative Director, Vice 
President and Executive Officer

Director and Managing 
Executive Officer

Director and Managing 
Executive Officer

Director and Managing 
Executive Officer

Outside Director Outside Director Outside Director Outside Director 4/9

Career summary

March 1979	� Joined the Company
July 1993	� Manager of General Affairs 

Department
June 1998	� Director, Manager of General 

Affairs Department
March 2002	� Director, General Manager of 

Sales Planning Division
June 2002	� Managing Director, General 

Manager of Sales Division
April 2006	� Managing Director, General 

Manager of Management 
Planning Division

October 2006	� Senior Managing Director, 
General Manager of 
Management Planning Division

July 2008	� Representative Director, Senior 
Managing Director, General 
Manager of Management 
Planning Division

June 2011	� Representative Director, Vice 
President, General Manager of 
Management Planning Division

June 2016	� Representative Director, Vice 
President and Executive Officer, 
General Manager of Business 
Administration Headquarters 
and Manager of Management 
Planning Department

June 2019	� Representative Director, 
President and Executive Officer 
(to present)

March 1986	� Joined the Company
June 2013	� Manager of Tokyo & Tokai Sales 

Department
June 2016	� Executive Officer, Assistant 

General Manager in charge of 
Store Sales of Sales Division and 
Assistant General Manager of 
Local Sales Support Division

October 2016	� Executive Officer, General 
Manager of Sales Division 
and Manager of Kansai Sales 
Department

June 2017	� Director and Executive Officer, 
General Manager of Sales 
Division

June 2019	� Director and Managing 
Executive Officer, General 
Manager of Sales Division

April 2021	� Director and Senior Managing 
Executive Officer, in charge of 
Sales Strategy

June 2021	� Representative Director and 
Senior Managing Executive 
Officer, in charge of Sales 
Strategy

April 2023	� Representative Director, Vice 
President and Executive Officer, 
in charge of Sales Strategy (to 
present)

March 1985	� Joined the Company
April 2001	� Manager of PitONE Sales 

Department
September 2004	� Manager of Kansai Sales 

Department and Manager of 
Central Area

June 2005	� Director, Manager of Kansai 
Sales Department

April 2012	� Director, General Manager of 
Sales Division

April 2016	� Director, General Manager 
of Development Division and 
Manager of Development 
Department

June 2016	� Director and Managing 
Executive Officer, General 
Manager of Development 
Division and Manager of 
Development Department

April 2022	� Director and Managing 
Executive Officer, in charge 
of Infrastructure Strategy (to 
present)

March 1986	� Joined the Company
April 2006	� Manager of General Affairs 

Department
June 2010	� Director, Manager of General 

Affairs Department
April 2016	� Director, Assistant General 

Manager of Business 
Administration Headquarters

June 2016	� Director and Managing 
Executive Officer, Assistant 
General Manager of Business 
Administration Headquarters 
and Manager of General Affairs 
Department

June 2019	� Director and Managing 
Executive Officer, General 
Manager of Business 
Administration Headquarters

April 2021	� Director and Managing 
Executive Officer, in charge of 
Management Planning & Human 
Resources Strategy (to present)

April 1986	� Joined The Kyowa Bank, 
Ltd. (currently Resona Bank, 
Limited)

July 2002	� Assistant General Manager 
of Sales Department II, Head 
Office Sales Division, The 
Asahi Bank, Ltd. (currently 
Resona Bank, Limited)

April 2005	� General Manager of Sales 
Department II, Nanba Branch, 
Resona Bank, Limited.

April 2012	� Joined the Company; 
Manager in charge of 
New Properties of Store 
Development Department

April 2014	� Manager of Accounting 
Department

June 2018	� Executive Officer, Manager 
of Accounting Department 
and Manager of Management 
Planning Department

June 2019	� Director and Executive Officer, 
Assistant General Manager 
of Business Administration 
Headquarters and Manager 
of Accounting Department 
and Manager of Management 
Planning Department

April 2021	� Director and Executive Officer, 
in charge of Financial Strategy, 
and Manager of Accounting 
Department

April 2023	� Director and Managing 
Executive Officer, in charge of 
Financial Strategy (to present)

April 1986	� Admitted to the bar
June 2003	� Outside Auditor, Ikko 

Corporation (currently J Trust 
Co., Ltd.)

April 2012	� Vice President, Osaka Bar 
Association 

April 2014	� Part-time Auditor, National 
University Corporation Osaka 
University

June 2016	� Outside Auditor of the 
Company Outside Director, 
FALCO HOLDINGS Co., Ltd.

April 2017	� Established Naito Law Office 
(to present)

June 2017	� Outside Director of the 
Company (to present)

January 2020	�Chairman, Development 
Investigation Committee, 
Osaka City

April 1983	� Joined Kubota House Co., 
Ltd. (currently Sanyo Homes 
Corporation)

June 2013	� Director & Senior Executive 
Officer, Sanyo Homes 
Corporation

June 2015	� President & Director, Sanyo 
Homes Corporation

April 2017	� Chairman and Representative 
Director, Sanyo Homes 
Community Corporation

June 2019	� Outside Director of the 
Company (to present) 
Outside Director, Fujitec Co., 
Ltd.

June 2021	� Outside Director, Takara 
Leben Co., Ltd. (currently 
MIRARTH HOLDINGS, Inc.) 
(to present)

June 2022	� Outside Director, Shinagawa 
Refractories Co., Ltd. (to 
present)

June 2024	� Outside Director of Maruichi 
Steel Tube Ltd. (to present)

April 1986	� Joined Recruit Co., Ltd
January 1997	�Chief Editor of Travail
July 2008	� Joined Sumitomo 

Corporation
February 2013	� Director, Institute of Global 

Human Capital Strategies 
Co., Ltd.

April 2020	� Senior Researcher of Keio 
Research Institute at SFC (to 
present)

June 2021	� Outside Director of the 
Company (to present)

December 2021	� Director and Chief Marketing 
Officer, Life Shift Japan Co., 
Ltd. (to present)

April 2022	� Outside Director, DyDo 
Group Holdings, Inc. (to 
present)

April 1980	� Joined Nippon Telegraph and 
Telephone Public Corporation 
(currently Nippon Telegraph 
and Telephone Corporation)

April 2000	� Chief Engineer, Information 
Systems Department, NTT 
DoCoMo, Inc.

October 2001	� Executive Chief Engineer, 
Information Systems 
Department

June 2003	� Department Manager, 
Information Systems 
Department

June 2006	� Department Manager, 
Information Systems 
Department and Executive 
Officer

June 2012	� Department Manager, 
Information Systems 
Department and Managing 
Executive Officer (CIO)

June 2013	� President and Representative 
Director, DOCOMO Systems, 
Inc.

March 2021	� Member of Mizuho Bank’s 
independent System 
Failure Special Investigative 
Committee

June 2022	� Outside Director of the 
Company (to present)

Term of office 26 years 7 years 19 years 14 years 5 years 7 years 5 years 3 years 2 years
Number of Company shares held 58,800 shares (22,400*) 22,157 shares (14,257*) 34,312 shares (13,212*) 31,312 shares (13,212*) 14,174 shares (8,474*) 3,300 shares 700 shares - 400 shares

Committee membership

Nomination and Compensation Committee    (Chairman)   

Board of Directors Effectiveness Evaluation Committee  (Chairman)   

Attendance at meetings 
of the Board of Directors 
and Board of Auditors

During fiscal 2022 18/18 18/18 18/18 18/18 18/18 18/18 18/18 18/18 14/14

During fiscal 2023 18/18 18/18 18/18 18/18 18/18 18/18 18/18 18/18 17/18 Number of 
applicable directorsAreas of experience/skills

Management  
skills

Corporate management          9
Finance, accounting, 
and capital policy    3

Legal affairs and governance     4
Management planning 
and business strategies        7

HR, personnel 
management, and diversity       6

ICT/DX    3
Environment and energy      5

Skills related 
to business 
specialization

Home appliance retail business   

Housing environment business  

Marketing     

Logistics 

Skill set Reason for selection

Management skills

Corporate management
In order to achieve continual growth for the Group and improve corporate value by achieving our management philosophy “Connecting people and society to 
the future with a smile,” we require a wide range of knowledge and experience that can identify changes in the management environment and construct suitable 
management strategies from a long-term perspective.

Finance, accounting, and 
capital policy

We must ensure our financial soundness, and balance growth investment and shareholder returns through efficient operation of capital. At the same time, we 
require extensive knowledge and experience that can connect the creation of new social value to continued growth of the Group and increase our corporate value.

Legal affairs and governance
In order to increase corporate value through stable operation of the Group business, we require a broad range of legal knowledge including social norms and 
corporate ethics, and require the skills that can construct an effective corporate governance system that can connect the implementation of management strategies 
to continual growth.

Management planning and 
business strategies

In order to achieve continual growth for the Group and increase our corporate value, we require the knowledge and experience that can construct a solid earnings 
base through effective recomposition of our business portfolio and can construct an external alliance system for creating new social value.

HR, personnel management, 
and diversity

We require knowledge and experience related to management of diverse human resources in order to take the lead in training of the human resources who are the 
source of our organizational strength to control risks posed by changes in society, to seize new business opportunities, and to achieve sustainable growth for the 
Group, and to connect higher employee engagement to the creation of new customer value and increased corporate value.

ICT/DX
In order to optimize the data flow from perspectives including delivering customer convenience and new experience value, improving operating efficiency, making 
fast and correct management decisions, business continuity, and security, we require a complete understanding of digital technologies and the knowledge and 
experience that enables us to take the lead in innovation.

Environment and energy
We require the knowledge and experience that can rapidly incorporate medium- to long-term risks and opportunities resulting from environmental issues such as 
climate change, as well as energy problems, into our management strategies, and can create the new social value by achieving household carbon neutrality—a 
goal of the Group.

Skill set Reason for selection

Skills related 
to business 
specialization

Home appliance retail 
business

Our largest earnings base is the home appliance retail business, which we have engaged in for generations and which we have positioned as a core business for 
the medium to long term. In order to develop related businesses that feature high compatibility including being able to utilize the existing business infrastructure, 
we require knowledge and experience of the home appliance retail business.

Housing environment 
business

We require knowledge and experience of the housing environment business, which is a pillar of the Group goal of creating new social value by helping to 
strengthen the resilience of an aging society and by achieving household carbon neutrality. This business is also highly compatible with the home appliances retail 
business in terms of product performance and business infrastructure such as delivery, installation, and construction (work within the house).

Marketing
We require marketing skills that are specific to the industry, including marketing with ample variations that match the consumers and lifestyles of any generation, 
collecting vast amounts of customer information and providing product information not only for after-sale service but also for recalls and other product safety 
measures, and carrying out marketing automation and OMO (Online Merges with Offline) based on customer purchasing trends.

Logistics
We require logistics-related knowledge and experience that is specific to the industry in order to handle products involved in installation of large, heavy equipment 
and carry out construction, maintain a product stockpile, provide supply to business locations including sales stores and delivery sites, control a logistics 
infrastructure that combines complex functions such as shipping and delivery in the EC business, and serve as the arteries of the home appliances retail business.

Reasons for skill set selection

Directors

Ryuhei Kanatani Suguru OshiroKoichi Yokoyama Keiko YamahiraTetsuya Takahashi Kinya NaitoKoji Tanaka Junko Kawano Seiji Nishikawa

Independent Independent Independent Independent

* Number of shares to be issued under the stock-based compensation plan

Directors and Auditors
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Auditors
Number 
of outside 
auditors 
among all 
auditors

Positions Full-time Corporate Auditor
Outside Auditor Outside Auditor Outside Auditor

3/4

Career summary

April 1977	 Joined the Company
April 2002	� Area Manager, PitONE 

Sales Department
September 2004	� Manager of Hannan and 

Wakayama Area, Kansai 
Sales Department

April 2012	� Manager of Kansai Sales 
Department and Manager 
of Central Area

June 2016	� Executive Officer, Manager 
in charge of Hokuetsu 
Sales and Manager in 
charge of Hokushin Sales 
of Local Sales Support 
Division

June 2017	� Executive Officer in charge 
of Support Service of Sales 
Division

April 2021	� Executive Officer in charge 
of Support Service

June 2021	� Full-time Corporate 
Auditor (to present)

October 1980	�Joined Showa Audit 
Corporation (currently 
Ernst & Young ShinNihon 
LLC), Osaka Office

March 1985	� Registered as a certified 
public accountant

August 2003	� Member of Tax System 
Examination Committee, 
The Japanese Institute of 
Certified Public Accountants

July 2005	� Senior Partner, ShinNihon 
& Co. (currently Ernst & 
Young ShinNihon LLC)

April 2007	� Part-time Lecturer, School 
of Accountancy, Graduate 
School of Kansai University

June 2011	� Retired from ShinNihon 
& Co. (currently Ernst & 
Young ShinNihon LLC)

July 2011	� Established Hayakawa 
Accountant Office (to 
present)

December 2011	� Registered as a tax 
accountant

May 2014	� Part-time Auditor, 
Education Corporation 
Osaka Seikei Gakuen (to 
present)

March 2015	� Part-time Auditor, Rokko 
Butter Co., Ltd. (to present)

June 2017	� Outside Auditor of the 
Company (to present)

December 1995	� Joined Chuo Audit 
Corporation

May 1999	� Registered as a certified 
public accountant

April 2002	� Registered as a tax 
accountant

August 2007	� Joined Tohmatsu & Co. 
(currently Deloitte Touche 
Tohmatsu LLC)

December 2019	� Established Yoshikawa 
Kazumi Certified Public 
Accountant Office (to 
present)

September 2020	� Director, SAKA NO 
TOCHU Co., Ltd.

June 2022	� Outside Auditor, VALTES 
CO., LTD. (now VALTES 
HOLDINGS CO., LTD.) (to 
present)

September 2022	� Outside Auditor, Ubie, Inc. 
(to present)

June 2023	� Outside Auditor of the 
Company (to present)

October 1996	� Joined Tohmatsu & Co. 
(currently Deloitte Touche 
Tohmatsu LLC) 

May 2000	� Registered as a certified 
public accountant

December 2015	� Left Deloitte Touche 
Tohmatsu LLC 

January 2016	� Joined Imaoka Certified 
Public Accountant and 
Certified Public Tax 
Accountant Office (to 
present) 

September 2021	� Auditor, Osaka Research 
Institute of Industrial 
Science and Technology 
(to present) 

March 2023	� Outside Director of Sakata 
INX Corporation (to present)

June 2023	� Outside Director of 
Ishihara Chemical Co., Ltd. 
(Audit and Supervisory 
Committee) (to present)

Term of office 3 years 7 years 1 year Newly appointed

Committee membership

Nomination and Compensation Committee

Board of Directors Effectiveness Evaluation Committee    

Attendance at 
meetings of the Board 
of Directors and Board 
of Auditors

During fiscal 2022 Board of Directors 17/18
Board of Auditors 13/13

Board of Directors 18/18
Board of Auditors 13/13

Board of Directors   -
Board of Auditors    -

Board of Directors   -
Board of Auditors    -

During fiscal 2023 Board of Directors 18/18
Board of Auditors 13/13

Board of Directors 18/18
Board of Auditors 13/13

Board of Directors 14/14
Board of Auditors 10/10

Board of Directors   -
Board of Auditors    -

Auditors

Independent Independent Independent

Compliance Systems

Compliance Promotion System

The sustainability activities of the Company are actions to 
resolve issues in overall Group business activities and the 
system to promote compliance that creates the foundation 
to support these actions. The Board of Executive Officers 
determines policies on how to address various issues in our 
business activities and social challenges, and checks the status 
on a regular basis in order to improve corporate value.

We have formulated the Joshin Group Code of Conduct 
as the foundation for promoting compliance. This code 
shows the course of action that all employees working for 

the Group should take, as well as the assessment criteria and 
the guidelines for action that must be followed. This Code 
of Conduct, along with the Joshin Group Anti-Corruption 
Policy, sets out the behavior required of various stakeholders, 
as well as compliance with laws and social norms, fair trade 
practices, conservation of the environment, handling personal 
information, policy on purchasing products, etc., and guidelines 
for activities within the supply chain. The Code of Conduct 
is used as a basic tool for training of employees by category 
including company orientation and schooling for promotion.

Compliance Promotion System

To prevent and promptly correct illegal and misguided acts, 
and to improve the capability to govern these acts, the 
Company uses a public interest notification system as our 
whistleblowing program. This system is made available not only 
to the employees of the Group, but also to the employees of 
franchisees, staff of business partners and contractors, as well as 
former employees as prescribed by laws.

It guarantees the protection of whistleblowers, including 
measures to prevent disadvantage to whistleblowers resulting 
from their reporting, and accepting of anonymous reports. 

Joshin Group Public Interest Notification System

Whistleblower

Notify of 
report

Request investigationReport investigation results

Report Report

Operation of the Public Interest Notification System

Based on the belief that the diversity of the directors who are 
on the Board of Directors determines the effectiveness of the 
Board and has a significant impact on sustainable growth and 
on improving corporate value over the medium- to long-term, 
the Board of Directors regularly deliberates on the balance and 
diversity of the Board of members, including the knowledge, 
experience, and abilities of directors, and identifies the skills 
required of directors and auditors, which are published in the 
skills matrix.

The Company sees the skills matrix as a tool to ensure 
the requisite skills and diversity of the Board of Directors by 
recruiting a wide range of human resources with strengths 
in specific fields. When appointing directors and auditors, 
the Company will select candidates with the required skills 
and experience in light of the skills matrix and follow the 
procedures to be approved at the Annual General Meeting of 
Shareholders.

We believe that the skills matrix will play an important 
role in our succession plan, and we use it, as indicated on the 
right, for evaluating core personnel in order to develop them 
as candidates for executive director and CEO positions. We 
continually provide training for the current directors, executive 

officers, and executives in order to develop candidates for the 
next term. (See p. 77 for information on training for officers.) 
In particular, executive officers share a wide range of skills and 
knowledge required of directors, including experience with 
legal issues and governance, sales strategies, finance, human 
resources, and managing subsidiaries gained at meetings for 
the Board of Executive Officers, the Sustainability Committee, 
and the Risk Management Committee. Directors and auditors 
attend these meetings. In addition, the Board of Directors 
regularly receives reports on the results of the executive 
officers’ performance, and the Company takes time to evaluate 
and develop them as employees capable of serving as directors 
and CEO in the future.

1. �Identification of the necessary skills for the Board of Directors 
in light of the business strategy

2. �Understanding the gap between the ideal composition of the 
Board of Directors and the current situation

3. �Appointment of human resources with skills that the  
directors lack

4. Enhanced director training for new skills
5. Use in succession plans for directors
6. �Use in succession plans for executive officers and other 

executives

Purposes of the Skills Matrix

Using the Skills Matrix to Improve the Effectiveness of the Board of Directors In order to prevent information that could identify the 
whistleblower from leaking, and to thoroughly communicate 
confidentiality obligations not only to employees involved 
with whistleblowing, but to all Group employees, these 
requirements have been applied to the Group Code of Conduct 
and regulations and procedures have been established.

[Whistleblower cases (number of cases) (FY 2023)]
39 (38 harassment cases and 1 internal rule violation case)

Joshin Denki Co., Ltd. Risk Management  
Department

Chief Compliance 
Officer

Department in charge 
of investigation

Internal reporting 
contact

External point of 
contact

Umeda Sogo Law Office

Report

Board of Executive Officers

Board of Directors

Business divisions and management divisions (including Group companies)

Audit Department

Compliance Audit/Internal Control Unit

Chief Compliance Officer

Internal controls
Personal information protection

Product safety
Environmental conservation

Director, president and executive officer

Kazuko OtsukiHidetoshi Yamamoto Kazumi YoshikawaYoshio Hayakawa
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 First Joshin Customer Service Roleplaying Contest 

In fiscal 2023, the Joshin Group held the first ever Joshin Customer Service Roleplaying Contest as part of our Fan Base Strategy that 
aims to create a chain reaction of value through our customer Joshin fans and core fans by spreading the bonds rooted in trust and 
confidence nurtured through our practice of service with care based on the Corporate Credo of Thoughtfulness.

The purpose of this contest is to promote self-directed growth in employees’ customer service awareness and skills, while 
boosting the Company’s customer service standards that are already so highly praised by our Joshin fans and core fans. Representatives 
from each store attend the contest to polish their hospitality and customer solutions skills in competition with one another. Participating 
employees who are rated the highest based on the judging criteria will be recognized and given monetary bonuses.

Employees who are victorious in the qualifier contests will be declared the “No. 1” employees in their respective areas and 
thereby qualify to participant in the finals competition. The top three at the finals will be awarded certificates, with 1st place receiving a 
trophy and monetary prize, and 2nd and 3rd places receiving monetary prizes as well.

Stock Information (As March 31, 2024)

Number of shares authorized: 	 99,000,000

Number of shares outstanding: 	28,000,000

Number of shareholders: 175,881 (excluding treasury shares)

�(including 18,543 shareholders holding unit shares)

Number of Shares

Current Major Shareholders

Shareholder Number of Shares Held Shareholding Ratio (%)

The Master Trust Bank of Japan, Ltd. (trust account) 1,961,100 7.44

Joshin Denki Employee Shareholding Association 1,836,805 6.97

Resona Bank, Limited 1,200,010 4.55

Custody Bank of Japan, Ltd. (trust account) 904,575 3.43

The Dai-ichi Life Insurance Company, Limited 675,000 2.56

Sharp Corporation 542,500 2.05

Sompo Japan Insurance Inc. 506,500 1.92

Daikin Industries, Ltd. 432,792 1.64

Sumitomo Mitsui Trust Bank, Limited 420,000 1.59

Mitsubishi UFJ Trust and Banking Corporation 400,000 1.51

* The above ratio is calculated excluding treasury stock (1,653,495 shares).

1.06%

Securities 
companies

32.69%

Financial
institutions

Other
companies

28.82%

Overseas 
companies,
etc.

7.98%

Individuals and 
others

29.45%

Share Prices (After calculations for reverse stock splits)

(Thousands of shares)

March 2023 March 2024March 2020 March 2021 March 2022March 2018 March 2019March 2016 March 2017March 2014 March 2015March 2013
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Joshini Denki (left axis) TOPIX (left axis) TOPIX Retail Trade (left axis) Adjusted volume (right axis)

* On October 2, 2017, the Company consolidated ordinary shares issued by two to one.

Distribution of Shares

* The above ratio is calculated excluding treasury stock (1,653,495 shares).

Dividends per Share

20192018201720162015201420132012
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By staffing our stores with incredible personnel who have great customer service and customer 

solution skills, we aim to impress our customers with the very best hospitality possible.

The 2nd “Joshin Customer Service Roleplaying Contest” will be held in FY2024.

October 26, 2023

Contest Finals
(Held at the Head Office)

August to October 2023

Qualifiers (Area Contests)
(Total of 16 held in various regions)

June 2023

Representatives from 
each store compete

(Total 221 participants)

Overview

I strive to stand in the customer’s shoes, 
address their concerns, and create an 
environment in which they find it easy 
to contact us even after they make their 
purchase.

I always try to be bright and cheerful.
I do everything I can to ensure that 
customers continue wanting to shop at 
Joshin Denki in the future.

I listen carefully to what customers have to 
say, and rather than simply pointing them 
in the direction of what they want, I engage 
them in conversation and provide advice 
on how to use the products, giving my own 
ideas and mixing in my own experiences.

1st place - 
Yamashina branch

Mr. Takeda

3rd place - 
Konosu branch

Ms. Enomoto

Note: The employees’ respective places of work were up-to-date as of the time of the contest.

2nd place -  
Fukui Main Store

Mr. Yamaguchi

Hokuriku Area Kyoto Area Kanto Area
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Inquiry:
Management Planning Department
Joshin Denki Co., Ltd.
Tel.: +81 6-6631-1122
Fax: +81 6-6644-3626




