
Value Creation Process 

A world-class 
retail group 
focused on food 

Ideal Group Image 
for 2030

Dialogue with stakeholders based on 
our Corporate Creed and Basic Stance

Leveraging accumulated capital and strengths 
to expand business focused on food
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Dialogue

Co-creation

Changes in the environment 
surrounding the Company 
and stakeholders

• Escalation of environmental 
issues and social challenges

• Increased awareness of 
sustainability

• Advances in 
technology

• Diversification of 
values

• Increasing and visible 
country risks

Global trends

• Population decline, 
declining birthrate, and 
aging population

• Population 
concentration in 
urban areas, 
depopulation of 
rural areas

• Externalization of 
housework and food

• Diversification of working 
styles

• Competition that 
transcends the boundaries 
of business types

Domestic 
social 
structure 
and 
consumption

• Thoughts on safety, security, and health
• Spread of digital consumption and delivery
• Non-contact/remote society
• Small trade areas and their diversification
• The need for resilience

Changes accelerating due to COVID-19
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Driving a Medium-Term Management Plan that identifies seven material issues and integrates 
growth and sustainability strategies in pursuit of sustainable growth

Financial value

• EBITDA

¥1.1 trillion or more
• Operating CF 

(excluding financial services)

¥900 billion or more
• Free CF level 

(excluding financial services)

¥500 billion or more
• ROE

11.5% or more
• ROIC 

(excluding financial services)

8.0% or more
• Debt/EBITDA ratio

Less than 1.8 times
• EPS

CAGR: 18% or more

(FY2025 targets)

Social value
Realizing decarbonization, 
a circular economy, and society in 
harmony with nature
• CO2 emissions from store operations

Net zero
• Eco-friendly materials in containers 

for original merchandise

100%
• Organic waste recycling rate

100%
• Raw food ingredients with guaranteed 

sustainability used in original merchandise

100%
Supporting the active role of 
women, youth, and seniors across 
the Group and in society
• Ratio of female executive officers and 

managers (section manager and 
team leader)

30%
Note: Refer to pages 45 and 56 for details on the 

fiscal year in which each value/KPI is 
achieved, calculation conditions, etc. 

(FY2050 targets)

(FY2025 target)

Share created social value with stakeholders

Medium-Term
Management Plan

2021-2025
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Store Operations

Overseas Convenience 
Store Operations

Superstore
Operations

Financial 
Services Business

p. 29

p. 03 p. 43p. 17

p. 33

p. 37 p. 39

Seven material 
issues

Create a livable society 
with local communities

Provide safe, reliable, and 
healthier merchandise 
and services

Realize decarbonization, 
a circular economy, 
and society in harmony 
with nature

Achieve a society in 
which diverse people 
can actively participate

Improve work 
engagement and 
environment for people 
working in Group 
businesses

Create an ethical society 
through dialogue and 
collaboration with 
customers

Achieve a sustainable 
society through 
partnerships
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Sustainability
Strategy

p. 41

The Group’s
Growth Strategy

p. 25

GREEN CHALLENGE 2050:  
Seven & i Group's 

environmental declaration
p. 45

Human resource measures: 
Ensuring both a motivating and 
comfortable work environment

p. 55

Corporate Governance

A system for establishing and maintaining a sincere 
management structure to ensure the trust of all 
stakeholders and continuously increasing the Group’s 
corporate value over the medium and long term in both 
financial and non-financial (ESG) aspects

Execute ongoing growth investments

Adapting to changes in the business environment and 
pursuing sustainable growth with stakeholders 
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