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Y o u r  l i f e .
Y o u r  b e a u t y .

F r o m  c h a s i n g  s o c i e t y ' s  d r e a m s  t o  f o l l o w i n g  y o u r  o w n :

T h e  t i m e s  a r e  c h a n g i n g .

W e ' r e  h e r e  t o  h e l p  y o u  f i n d  y o u r  b e a u t y .

W e ' r e  h e r e  t o  m a k e  y o u r  l i f e  s h i n e .
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R e a l

L i v e  y o u r  t r u e  b e a u t y .
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B e  t r u e  t o  y o u r s e l f !

E a s y  t o  s a y ,  h a r d e r  t o  d o .

W e  b e l i e v e  e v e r y o n e  p o s s e s s e s  

p e e r l e s s  b e a u t y — a  w a y  o f  l i v i n g  

v i b r a n t l y  e n t i r e l y  t h e i r  o w n .
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C r e a t i v e

D i s c o v e r  y o u r  s m i l e .  D i s c o v e r  y o u r  b e a u t y .
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H e l p i n g  s o m e o n e  u n c o v e r  t h e  

b e a u t y  w i t h i n  r e q u i r e s  t r u s t

— a  r e l a t i o n s h i p  b u i l t  l i t t l e  b y  

l i t t l e ,  m o n t h  b y  m o n t h .

A s  a  c u s t o m e r ’ s  c o n n e c t i o n  w i t h  

t h e i r  o w n  t r u e  b e a u t y  d e e p e n s ,  

a  s t y l i s t  c a n  h e l p  t h e m  d i s c o v e r  

n e w  w a y s  o f  r e v e a l i n g  a n d  

e x p r e s s i n g  i t .

P r o f e s s i o n a l  H a i r  S t y l i s t s :  

F a c i n g  b e a u t y ,  f a c i n g  t h e  s o u l .
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S a l o n s : N o t  j u s t  f o r  h a i r .  F o r  t h e  c o m m u n i t y .

T h e y ’ r e  p l a c e s  w h e r e  s t y l i s t s  a n d  c l i e n t s  m e e t  

t o  d i s c u s s  p o s s i b i l i t i e s ,  s h a r e  t r e n d s ,  a n d  f i n d  

i n s p i r a t i o n .  T h e y ’ r e  s p a c e s  t o  c h a t ,  t o  l e a r n ,  t o  

s m i l e ,  a n d  t o  s h a r e  o u r  l i v e s  w i t h  o n e  a n o t h e r .

H e l p i n g  p e o p l e  e n h a n c e  t h e i r  l i v e s  t h r o u g h  b e a u t y :

Y o u r  s t y l i s t ,  y o u r  s a l o n .
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Y o u r  l i f e ,  y o u r  b e a u t y .
S t a r t i n g  t o d a y .

L i t t l e  b y  l i t t l e ,  w e  h e l p  y o u  f i n d  y o u r  b e a u t y ,  

y o u r  c h a r m ,  a n d  y o u r  s m i l e .  T h e  d a z z l i n g  

f u t u r e  y o u ’ v e  b e e n  l o o k i n g  f o r  s t a r t s  h e r e .
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Y o u r  B e a u t y

D i s c o v e r i n g  a  u n i q u e  w a y  t o  l i v e  

y o u r  b e a u t y .

U n c o v e r i n g  t h e  h i d d e n  b e a u t y  

t h a t  o n l y  y o u r  s t y l i s t  c a n  s e e .

O u r  b u s i n e s s  i s  f o c u s e d  o n  

b u i l d i n g  a  b e a u t y  m a r k e t  t h a t  c a n  

f o r g e  t h e s e  c o n n e c t i o n s  a n d  h e l p  

t h e m  t h r i v e  f a r  i n t o  t h e  f u t u r e .

R e a l :

C r e a t i v e :

18

（R e a l  ×  C r e a t i v e）



V a l u e  C r e a t i o n  
S t r a t e g y

1

2

3

O u r  C re d o

S u s t a i n a b l e  
G r o w t h

19

M i l b o n  I n t e g r a l  S t r a t e g y



M i l b o n  I n t e g r a t e d  R e p o r t  2 0 2 0

1 O u r  C re d o Yo u r  B e a u t y P p .  1 – 1 8

2 Va l u e  C re a t i o n  
S t ra t e g y

0 1  M e s s a g e  f r o m  t h e  P r e s i d e n t

0 2  O u r  S t o r y

0 3  T h e  S t o r y  o f  O u r  V a l u e  C r e a t i o n

0 4  T h e  M i l b o n  B u s i n e s s  M o d e l

0 5  F i n a n c i a l  a n d  N o n - F i n a n c i a l  H i g h l i g h t s

0 6  F i n a n c i a l  S t r a t e g y

0 7  P e o p l e  o f  M i l b o n

0 8  I n t r o d u c t i o n  t o  O u r  B r a n d s

0 9  R & D  a n d  P r o d u c t i o n

1 0  S a l e s  a n d  S a l o n  E d u c a t i o n

1 1  C o r p o r a t e  B r a n d i n g

P p .  2 3 – 3 0

P p .  3 1 – 3 2

P p .  3 3 – 3 4

P p .  3 5 – 3 6

P p .  3 7 – 3 8

P p .  3 9 – 4 0

P p .  4 1 – 4 2

P p .  4 3 – 4 4

P p .  4 5 – 4 6

P p .  4 7 – 4 8

P p .  4 9 – 5 0

3 0 1  F e a t u r e :  A  D i s c u s s i o n  o n   
M i l b o n ’s  S D G  C o n t r i b u t i o n

0 2  S u s t a i n a b i l i t y

0 3  C o r p o r a t e  G o v e r n a n c e

S u s t a i n a b l e  
G ro w t h P p .  5 3 – 5 6

P p .  5 7 – 5 8

P p .  5 9 – 6 2

C o m p a n y  O v e r v i e w  a n d  S t o c k  I n f o r m a t i o n P p .  6 3 – 6 4
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Salons Customers
Salon 

Distributors

to C2

B to B1 B to C1

Branding that strengthens connections between salons and their customers

Forge strong relationships with salons, creating connections to their customers
Showcase the value of salons and salon-exclusive products to customers 
Strengthen Milbon internally to create a platform for communication with salons and customers

1

2

3

3

Shohei Takebuchi
Manager of Brand Strategy
Corporate Strategy 
Development Department
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slogan of “Find Your Beauty.” This may be why 
we are known as the brand that has the clos-
est relationship with beauty salons and profes-
sional stylists.

Our Relationship with Salons
The reason why salons continue to choose 
Milbon brands is because our Field Persons 
are successful in building steady relationships 
with salons through daily interactions. We sell 
exclusively to salons, and this is a value that 
we try to impress upon our customers. Because 
we have long adhered to this approach, we have 
developed a reputation of stability and trust-

The Milbon Brand
Milbon has been carrying out brand perception 
surveys for several years. The results have con-
sistently shown that customers rate us highly in 
such areas as “trustworthiness” and “approach-
ability.” In fact, these fit well with the values wom-
en look for in beauty salons. Since our found-
ing, our approach has been to work “together 
with salons,” and rather than just showcasing our 
products, we have been pursuing the corporate 

worthiness; we think about our salons, distribu-
tors, and customers more than our competitors 
do. This has become the foundation that sup-
ports the Milbon brand.

In addition, we hope to create the impres-
sion that we are progressive and innovative as 
we take on a new challenge in cosmetic prod-
ucts. We intend to expand our brand prudently 
yet boldly.

This year we launched an e-commerce web-
site that is exclusively for use via salons. This is 
one of the measures that we are taking to work 
with salons to raise customer value in a way that 
fits the times.

Milbon’s Corporate Branding

Corporate Branding

Working with Salons to Produce Beauty Partners Trusted by Customers



Instagram FollowersTwitter Followers FYB MAGAZINE 
Page Views per Month

Approx. 5,000
Approx. 10,000

Approx. 30,000

201920182017

Approx. 5,000

Approx. 50,000

201920182017

Approx. 90,000

Approx. 40,000

Approx. 110,000
Approx. 130,000

201920182017

写真あたり

50

Our Vision and Implementation Measures
To date, we have concentrated on being custom-
er-orientated and have worked to get to know 
our customers. Going forward, we think it is im-
portant to develop this one-way process into in-
teractive communication. As one example, in 
recent years we have increasingly hosted events, 
such as small-scale, fan social events, but even 
there we never lose sight of our fundamental 
role as partners—working “together with salons.” 
Beauty salons that use Milbon products not 
only increase their own value, but also attract 
more customers. Salons that develop together 
with Milbon become salons that are chosen by 

customers, and we hope that this relationship 
will increase the value of both partners.

Changing Times and Looking to the Future
We live in an era of information overload, where 
our customers’ needs are changing at a dizzying 
pace. In this environment—what has come to be 
known as “The Age of Personalization”—Will peo-
ple accept this kind of uniform brand image?

We think that the concept of “together with 
salons” is key to answering this question. Salons 
are constantly faced with changing customer 
needs, and they have a long history of meet-
ing these needs at every turn. No matter the 

age, salons have always provided the value of 
personalization.

We will continue to work with salons—those 
“communities of beauty and soul” that have 
consistently met the needs of their customers—
no matter how their lives change. We will ensure 
that the value of salons is not forgotten, but 
rather grows together with the times—and with 
us alongside. 

This is the Milbon strategy, tried, tested, 
and perfected.

Examples of Milbon Corporate Branding (under       in the diagram on the left)

Key corporate visual Events for general customers

FYB MAGAZINE, a website providing customers with beauty 
care information 



S h a p i n g  t h e  f u t u r e .
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S u s t a i n a b l e  G r o w t h

3



Masahiro Murai
Managing Director, Milbon Co., Ltd.
Chairman of the SDGs Promotion Committee

Profile Joined Milbon in 1992. 
He has served as a manager in 
the Company for many years, 
primarily in charge of adminis-
trative divisions. He is currently 
responsible for Corporate Ad-
ministration Department, Cor-
porate Strategy Development 
Department, Finance Depart-
ment, and other areas as a 
managing director. Since Feb-
ruary 2019, he has been pro-
moting Companywide initia-
tives to achieve the SDGs as 
Chairman of the SDGs Promo-
tion Committee.

CSR/SDGs Consultant
Hidemitsu Sasaya

Profile Joined Japan’s Ministry 
of Agriculture and Forestry in 
1977. He has served as deputy 
director-general for the Minis-
try of the Environment, deputy 
director-general of the Ministry 
for Agriculture, Forestry and 
Fisheries, and director-general 
of the Kanto Regional Forest 
Office before leaving the minis-
try in 2008. In the same year, 
he joined Ito En, Ltd. and served 
as a director, among other po-
sitions, until April 2019. He has 
been teaching as a visiting pro-
fessor at The Graduate School 
of Information & Communica-
tion since April 2019. He lever-
ages his experience serving in 
administrative bodies and of 
business management to pro-
vide corporations and local gov-
ernments with consulting and 
advice regarding the theory and 
practice of sustainability.

Feature: A Discussion on Milbon’s SDG Contribution

Promoting SDG-conscious management driven by individuals
Since 2019, Milbon has been actively incorporating efforts to achieve the Sustainable Development Goals (SDGs) into our busi-
ness activities.

Hidemitsu Sasaya, a consultant specializing in CSR and the SDGs, and Masahiro Murai, the Chairman of Milbon’s SDGs 
Promotion Committee, shared their opinions regarding achievements in the first year of SDG-conscious management and the 
challenges to be faced going forward.
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ーOne year has passed since the SDG 
initiatives started. What kind of response have 
you seen so far?

Murai: In 2019, the first year of action, we worked 
to raise awareness of SDGs at Milbon. We asked 
Professor Sasaya to cooperate in our initia-
tives through activities such as visiting every 
division and our board members, and holding 
study sessions and workshops for all employ-
ees, including part-timers, for approximately 
two months. We felt it was crucial that each in-
dividual employee fully understood our initia-
tives aimed at achieving the SDGs so that we 
can realize a Companywide effort. It cannot just 
be left to board members and the divisions re-
sponsible for certain areas. The responses we re-
ceived from employees were more favorable 
than expected, and now many of them want to 
lead activities in their divisions. I also feel that 
the board members recognize now that SDG 
efforts need to be directed at an executive level.
Sasaya: I think that this ability to get all employ-
ees working together toward the same goal, 
from the very top down to the frontlines, is one 
of Milbon’s greatest strengths. What has been 
the response from external stakeholders?
Murai: We have been sharing our SDG initia-
tives in dialogues with investors. They have 
asked us various questions and are showing 
interest in our progress. We are confident that 

the market has a positive expectation about 
the results. 
Sasaya: ESG investment is becoming increas-
ingly prominent globally, and many investors 
have started using a company’s contribution 
toward achieving the SDGs as an indicator when 
weighing up ESG considerations. SDG initiatives 
are already an important management issue for 
companies and one that has a direct impact on 
share price, so investors are most probably pay-
ing close attention.

ーIn 2019, in addition to raising aware-
ness among employees, you created an ESG/
SDG matrix and SDG value chain. How do you 
plan to utilize these? 

Murai: The ESG/SDG matrix shows how each of 
the 17 SDGs relates to each ESG topic, provid-
ing a visualization of the key issues we should 
be addressing. The content of the matrix was 
created based on advice from Professor Sasaya 
and we will use it and share it as a KPI. 

The SDG value chain shows how each of 
the SDGs map onto Milbon’s value chain in the 
sectors of procurement (selecting materials), 
planning and development, manufacturing and 
distribution, and sales and marketing. It also 
clarifies what we should be aiming for in each 
of these sectors to develop beauty markets and 
solve social issues. The matrix and the value 

chain have been posted on the Company in-
tranet so that all employees have access and 
can use them as a reference. At the end of 2019, 
we used them as a basis for setting specific SDG 
targets in each sector, including quantitative tar-
gets, and the president himself shared these 
with employees at the announcement of the 
Company’s management plan. In 2020, we start-
ed working to achieve these targets.
Sasaya: The ESG/SDG matrix is an SDG-focused 
management tool that presents information in 
a structured and easy-to-understand way, mak-
ing it effective for communicating ideas both 
within and outside a company. The process of 
creating this matrix provided an overview that 
facilitates integrated thinking. The method of 
mapping the SDGs onto the value chain is also 
an extremely effective way to prompt real ac-
tion. This approach gives individual employees 
a concrete idea of specific targets they should 
be working toward within wide-ranging goals, 
increasing their sense of agency. By not only 
showing individual cases but also giving an over-
view of all activities being carried out across the 
Company, you can also appeal and be persua-
sive when explaining SDG activities to external 
stakeholders; why you are focusing on certain 
key issues and what you hope to achieve through 
SDGs promotion.
Murai: Exactly. These tools provide a visualiza-
tion of the Company’s activities in non-finan-
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cial areas. We plan to share them externally, 
while also using them to motivate and raise 
employees’ understanding to accelerate efforts 
in each sector. We will also focus on using them 
in dialogues with stakeholders to provide infor-
mation that is more complete and clear.
Sasaya: Who takes responsibility for each SDG? 
Murai: Our approach is that all board members 
are responsible for working to achieve the SDGs. 
We have the SDGs Promotion Committee provid-
ing Companywide support, but rather than imple-
menting top-down initiatives, we would like all 
employees to share our ideas and objectives 
concerning the SDGs so that each individual 
can show initiative and take action.
Sasaya: In addition to strong leadership, cor-
porate culture is one of the biggest factors in 
whether a company’s efforts will lead to suc-
cess in achieving the SDGs. Companies that 
provide an environment where each individual 
is aware of the issues and can take action can 
achieve a lot more than organizations without 

this awareness. Milbon is definitely the former. 
Milbon's corporate culture cannot be realized 
overnight, and I think it is an asset that reflects 
the Company’s character.

ーFinally, please share your outlook and 
any thoughts about upcoming challenges.

Sasaya: I think Milbon has made an extremely 
good start, but the top runners regarding the 
SDGs have already incorporated each of the 
169 targets contained within the 17 goals into 
their efforts. I hope Milbon will get its Companywide 
approach moving forward quickly so it can also 
advance to the next stage.
Murai: I agree. As you point out, it is important 
to carry out activities that target specific so-
cial issues, and we intend to actively employ 
these targets.
Sasaya: I think that target 12.8, which involves 
contributing to “sustainable development and 
lifestyles,” is an example of an area where Milbon 
can make a difference. You have already started 
taking action in this area, such as using sustain-
able palm oil in products and recycling contain-
ers, but I think you can also leverage the strength 
you offer through your network of client salons 
across Japan to raise awareness of sustain-
ability among these salons and their custom-
ers as well as offer suggestions of what they 
can do. I think the essence of SDG-conscious 

management is setting yourself ambitious 
challenges while also carefully controlling any 
risk factors.
Murai: We recognize that contributing to the 
development of the beauty industry is an essen-
tial factor for SDG-conscious management. For 
the industry to develop sustainably, we need to 
turn salons into special presences as “commu-
nities of beauty and soul” that really connect with 
people. Milbon will strive to support the evolution 
of the beauty industry all over the world through 
our business activities. I believe the promotion 
of SDG-conscious management will be a sig-
nificant driver for realizing this.
Sasaya: The desire to be beautiful and live a 
fulfilling life is universal. As an issue-solving 
company that is concerned with both beauty 
and soul, I hope that Milbon will leverage its 
influence both inside and outside the Company 
to become global No. 1.

Feature: A Discussion on Milbon’s SDG Contributions 



研究開発費

社外取締役を3名に増員する 〇 ●

次期経営幹部の育成 〇 ●

取締役会の実効性評価実施方法を検討し、機能の向上を図る。継続的な改善を行う。 ●

取締役の業績連動報酬を経営指標に直接連動したものに見直す ●

取締役、監査役に対して年1回以上トレーニングを実施する 〇 ●

内部統制 内部統制システムをより機能させるための体制の確立（規程の見直しを含む） ●

代表取締役、担当取締役による機関投資家との対話推進。 ●〇

四半期ごとに機関投資家との対話内容をIRレポートにまとめて取締役会で報告 ●〇

各調査機関からのESG調査に適宜回答することで、会社のESGに関する現状を把握するととも
に、各投資家からの期待を把握する。

●〇

サステナビリティ基本方針の策定 ●〇

サステナビリティ推進体制の確立 ●〇

国連グローバル・コンパクトに署名する ●〇

サステナビリティ教育 新入社員、海外駐在社員向けSDGs勉強会の実施 ●〇

統合報告書の発刊 2020年度より発行を始め、継続して統合報告書を発刊する ●〇

有効なリスクマネジメント体制の確立 リスクマネジメント体制をより実効性のあるものに強化する。 ●●●

生産本部におけるBCPの確立 〇 〇〇〇

各部門におけるBCPの検討 〇 〇 〇

コンプライアンス コンプライアンス対応力の強化 階層型、部門別研修、従業員意識調査の継続実施 〇〇 ●

公正な取引の遵守 取引に関する法令の遵守と、社内浸透 関係法令の把握と、対応プログラムの作成 ● ●

サプライチェーンマネジメント 原料調達のサプライチェーンマネジメントの実施 サプライチェーンマネジメントシートの完成と、取組課題抽出 ●〇●

定策の針指除排の力勢会社反定策の針指除排の力勢会社反除排の力勢会社反 ●

定策の針方権人定策の針方権人止禁の別差るゆらあ ●● ●

討検容内の動運発啓権人内社施実の動運発啓権人内社重尊の権人 〇 ● ●

出抽題課組取、と成完のトーシトンメジネマンーェチイラプサ進推の達調RSC避回の担加害侵権人 ●〇●

健康宣言の策定 ミルボン健康宣言の策定と発信 〇●

労働時間短縮・有給取得の促進 所定外労働時間の短縮、有給取得率70％以上 ●〇

安全な職場環境の整備 全社安全衛生委員会の継続実施 ●〇

安全運転活動の推進 全社事故発生率〇〇％以下 〇 〇 〇

多様なキャリアパスモデルの実現 ミルボンCDPの作成（Carrer Development Program） ●〇

従業員の健康・安全

7つの中核主題

組織統治ガバナンス

BCP管理
リスクマネジメント

●=直接的に関連があると考えられる。 〇=間接的に関連があると考えられる。

公正な事業慣行

人権

SDGs 17目標との関連

2020年～2022年目標

MILBON ESG/SDGsマトリックス（2020年～2022年版）

題課要重GSEGSE

企業統治

サステナビリティマネジメント体制の確立

主な目標（KPI項目）

IR（投資家との対話）

コーポレート・ガバナンス

サステナビリティ・マネジメント

(Produced under 
the direction of 
Hidemitsu Sasaya) 
(In Japanese only)

Check below for details regarding the ESG/SDG matrix:
https://www.milbon.co.jp/company/sustainability/
esg-sdgsmatrix.pdf/

Milbon’s SDG Value Chain (target year: 2030)

Procurement (Selecting Materials)

Beauty 
Market 
Development

Social 
Issues

What We 
Should 
Pursue

Values to 
be Created

Platform 
for Value 
Creation

Planning and Development Manufacturing and Distribution Sales and Marketing

To become the 
world’s No. 1 
professional
hair care 
manufacturer

• Securing traceable major 
materials

• Using environmentally friendly 
containers

• Continuing efforts to reduce 
resource consumption

• Socially and environmentally 
aware development processes

• Development of original 
materials that pursues both 
sustainability and functionality

• Development of environmentally 
friendly containers

• Development of efficient and 
environmentally friendly 
manufacturing technologies

• Emissions standards that 
factor in recycling

• Proactive contribution to 
regional revitalization

• Sanitization of wastewater 
from factories

• Local awareness-raising 
aimed at realizing a 
sustainable society

• Proactive contribution to 
regional revitalization

Beauty Solutions that Create 
Values Unique to Stylists

• A development system that 
learns from the world’s best 
stylists (Global TAC Product 
Development System)

• A lineup of products and 
services that are up to date 
and meet the various needs of 
stylists

• Quality standards attuned to 
the sensibilities of stylists

• Securement of Milbon’s 
original techniques based on a 
patent and IP strategy

• Development of new 
techniques through open 
innovation

• Research structures that 
produce leading-edge 
technology

• Inspection technology that 
ensures high levels of safety

Responsible and Sustainable 
Procurement

• Procurement based on 
Milbon’s original sustainability 
standards and organizational 
structures

• Disclosure of procurement 
standards

• Securement of stable 
procurement channels

Production Systems that are 
Conscious of Both Quality and 
Environment

• Multi-product variable volume 
production systems in 
response to varied demands

• Quality controls that take into 
account the sensual aspects 
of products

• Use of recyclable production 
energy

• Energy-efficient production
• A stable supply network 

comprising global production 
and distribution systems

Beauty Industry Development

• Market policies tailored to 
each global region that 
consider social factors such 
as demographics 

• Strategic support systems for 
salons (FP Support Triangle 
Systems)

• Provision of essential training 
programs for stylists through 
a variety of methods

• Advanced technique training 
provided by specialists

• Information sharing over 
broad areas in cooperation 
with distributors

• Expertise certification 
systems that enhance a 
stylist’s value

• Coordinated services that 
address every aspect of 
beauty

• Network of salons that act as 
local hubs (Japan) 

• Leadership from the Corporate Governance, Risk Management, and Compliance committees
• Personnel and organizational systems that are transparent and 

facilitate diversity
• Financial strategy that facilitates agile yet stable business development 
• Respect for human rights in accordance with the Universal Declaration of 

Human Rights

• Open dialogue with stakeholders
• Spread management philosophy within the Company
• Development of human resources who understand the 

market and can create value accordingly (Field Person 
training, specialization systems)
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Basic Approach
Following the management philosophy on which 
the company was founded, Milbon has devel-
oped a business focused on the beauty market. 
We believe that achieving sustainability in the 
beauty industry will lead to the realization of a 
sustainable society. Each and every employee, 
including members of our executive team, en-
gages in these efforts by envisioning and taking 
action toward a sustainable society.

Structure for Promoting Sustainability
At Milbon, we expect each employee to play a 
leading role in advancing sustainability based 
on our Basic Policy for Sustainability, and we 
have established the SDGs Promotion Com-
mittee to provide Companywide support for 

Basic Policy for Sustainability

Sustainability Initiatives
• Sustainable Procurement
The consumption of palm oil is growing world-
wide as it is increasingly used in food and cos-
metics due to its excellent processing properties. 
However, large volume production is leading to 

Milbon is committed to realizing a sustain-
able society by creating a beauty industry 
that offers a richness of beauty and soul 
through hair stylists.

Participation in the UN Global Compact
In May 2020, Milbon joined the UN Global Compact (UNGC). The UNGC is a volun-
tary initiative to encourage businesses worldwide to adopt sustainable and socially 
responsible policies.

As a signatory, we contribute to creating a sustainable society by adhering to 
10 principles related to human rights, labor, environment, and anti-corruption.

these efforts. Chaired by a board member, the 
committee works to incorporate sustainability 
into management strategy through the Board 
of Directors.

In-House Education
In 2019, study sessions on the SDGs were held 
for each tier of employees, including board mem-
bers, managers, and domestic employees, 
with the aim of engaging each individual em-
ployee. We will also create opportunities for 
incoming employees to gain an understanding of 
the SDGs, and we will hold study sessions for 
subsidiaries and representative offices overseas 
through online videos by the end of 2020.

Sharing Sustainability Policy with Our Partners
Milbon cannot develop a sustainable beauty 
industry alone. In February 2020, we held a sus-

tainability policy presentation for the distribu-
tors and salons we work with to share our activ-
ities and to create a framework for realizing 
an industry-wide partnership.

Sustainability

Each Employee Leading the Way to a Sustainable Society

President Sato giving a presentation on Milbon’s efforts to achieve 
the SDGs
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• Helping Children to Build a Future through 
Our Products
Milbon participates in 
“Kids Helping Kids,” an 
initiative led by the Kids 
Earth Fund (KEF). This 
NPO supports children 
who suffer from the ef-
fects of war, poverty, and 
environmental contami-
nation. As part of this ini-
tiative, we launched products presented in 

Relevant SDGs

Relevant SDGs

Relevant SDGs

special packaging that used these children’s art 
for a limited time. 

Milbon and KEF share a common spirit of 
positive energy for creation. We hope to create 
a better future for children around the world by 
combining our beauty products with KEF’s sup-
port for children through art. 

Elujuda FO (left) and 
Elujuda MO (right) in the 
special packaging

notable problems such as deforestation and the 
use of child labor.

As a manufacturer that uses palm oil, in 
2019, Milbon became a member of Roundta-
ble on Sustainable Palm Oil (RSPO), an orga-
nization that promotes the sustainable use 
of palm oil to help solve 
these problems.

Currently, a portion of 
our products use RSPO 
certified palm oil and we 
are working to expand its 
application across our en-
tire product lineup.

Employment for People with Disabilities
Milbon actively supports the employment of people 
with disabilities to realize a society in which a diverse 
workforce can thrive. 

Since 2005, we have been working with Iga Koi-
ku-kai, a social welfare corporation, to offer people with 
disabilities an off-site work program at our Yumega-
oka Plant in Mie Prefecture. As of May 2020, we have 
around 30 people working on our production lines 
through the program and in some cases, this has led 
to direct recruitment by the Company.

We participate in Iga City’s efforts to provide em-
ployment opportunities to people with disabilities 
through an off-site work program, which is widely at-
tracting attention as the “M.I.E Model,” (also known as 
the Mie Inclusive Employment project). In February 
2020, President Sato spoke at “The Forum of Off-Site 
Work Program, M.I.E Model” to showcase our experi-
ences working with people with disabilities. On the 
second day of the Forum, we offered a site visit of 
our Yumegaoka Plant to the participants.

A tour of the Yumegaoka Plant during The Forum of Off-
Site Work Program, M.I.E Model

President Sato giving the keynote talk at The Forum of 
Off-Site Work Program, M.I.E Model

RSPO Trademark Logo
9-2994-19-100-00
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We consider enhancing corporate governance to 
be of the utmost importance for our management. 
We aim to sustainably grow our corporate value 
by increasing the transparency, fairness, and 
effectiveness of management.

*1 Maximum number of directors stipulated 
in the Articles of Incorporation: 15

*2 Maximum number of auditors stipulated 
in the Articles of Incorporation: 4

*3 For details on how we are interpreting 
the corporate governance code, see the 
Company’s website or Corporate 
Governance Report 

Corporate Governance Framework (As of March 31, 2020)

Governance Structure Company with a board of corporate auditors

Number of Directors 9*1 (including two outside directors)

Number of Corporate Auditors 3*2 (including two outside corporate auditors)

Term of Office for Directors 2 years

Executive Officer System Adopted

Voluntary Advisory Committees 
to the Board of Directors

Nomination and Compensation Committees 
established

Accounting Auditor GYOSEI & CO.

Reason for Appointment

Ryuji Sato President and CEO Ryuji Sato has wide-ranging experience in sales, product development, marketing, corporate planning, and other fields. Since his appointment 
as president and CEO in 2008, he has demonstrated strong leadership and contributed to the Company’s growth.

Noboru Shigemune
Senior Managing Director
In charge of FP Headquarters Dept., Educational Planning 
Dept., and International FP Headquarters Dept.

Noboru Shigemune has held positions of responsibility in many different divisions, including marketing, corporate planning, accounting, and 
sales, giving him abundant experience of and insight into the operations of the entire company. He has contributed to the Company’s growth 
as General Manager of the sales divisions.

Masahiro Murai
Managing Director
In charge of Corporate Administration Dept., Corporate 
Strategy Development Dept., Internal Audit Dept., Finance Dept., 
and Cosmetics Planning Dept.

Masahiro Murai has served as a manager in the Company for many years, primarily in charge of administrative divisions, and he has abundant 
experience and wide-ranging knowledge of all facets of administration. He is currently developing the Company’s personnel framework and 
financial strategy. 

Teruo Murata Director
General Manager of Production Headquarters Dept.

Teruo Murata has served as a manager in Production Headquarters for many years and has significantly contributed to building up the Company’s 
production platform. Currently, he is further enhancing production systems with an eye toward increases in the supply of products to 
domestic and overseas markets. 

Yasuhumi Takeda Director
General Manager of Development Headquarters Dept.

Yasuhumi Takeda has abundant experience in and wide-ranging knowledge of product development and he has contributed to the Company’s 
growth for years.

Mitsuru Oshio Director
In charge of Business Development Dept. Mitsuru Oshio served as a branch manager across Japan for many years and has abundant experience in and a broad insight into sales strategy.

Kazunobu Konoike
Director 
Manager of Information System Dept. and in charge of 
CS Promotion Dept.

Kazunobu Konoike has a track record of developing overseas markets as president of the Company’s first overseas subsidiary, as well as 
experience as Manager of Corporate Strategy Development Department.

Shoichiro Takahata Independent Outside Director
Certified Public Accountant

Shoichiro Takahata has built up knowledge of finance and accounting as a Certified Public Accountant and also has a broad perspective and 
abundant experience as the president of the Management Strategy Research Institute. 

Taizo Hamaguchi Independent Outside Director
Advisory Member at ITOCHU-SHOKUHIN Co., Ltd. Taizo Hamaguchi has abundant experience as an executive of a major trading company and as an executive of a food products wholesaler. 

Koji Murata Corporate Auditor
Koji Murata has spent many years engaged in corporate planning and internal auditing among other duties. As a result, he has extensive 
experience and a deep understanding of the beauty industry and Milbon’s business model, as well as insight and expertise related to 
administration and auditing. 

Keisuke Endo Independent Outside Corporate Auditor 
Lawyer Keisuke Endo offers legal knowledge and experience as a qualified lawyer.  

Yoshihiko Okuda Independent Outside Corporate Auditor
Certified Public Tax Accountant Yoshihiko Okuda offers knowledge and experience of accounting and tax matters as a Certified Public Tax Accountant.

Corporate Governance

Sustainably Growing Corporate Value through Transparent, Fair, 
and Effective Management

15/15

15/15

15/15

15/15

15/15

15/15

15/15

13/15

13/15

15/15
8/8

15/15
8/8

(New appointment)

For details, please visit the link below for our 
Corporate Governance Report. 
https://www.milbon.co.jp/english/ir/management/
management_04.html

Directors and Corporate Auditors (As of March 31, 2020)
Meeting Attendance (Board of Directors/Board of Auditors)
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KAZUNOBU KONOIKE
Director

RYUJI SATO
President and CEO

YASUHUMI TAKEDA
Director

KEISUKE ENDO
Outside Corporate Auditor

TERUO MURATA
Director

TAIZO HAMAGUCHI
Outside Director

NOBORU SHIGEMUNE
Senior Managing Director

MASAHIRO MURAI
Managing Director

KOJI MURATA
Corporate Auditor

YOSHIHIKO OKUDA 
Outside Corporate Auditor

MITSURU OSHIO
Director

SHOICHIRO TAKAHATA
Outside Director

取締役
鴻池 一信

代表取締役社長
佐藤 龍二

取締役
武田 靖史

社外監査役
遠藤 桂介

取締役
村田 輝夫

社外取締役
濱口 泰三

専務取締役
重宗 昇

常務取締役
村井 正浩

常勤監査役
村田 浩二

社外監査役
奥田 芳彦

取締役
大塩 充

社外取締役
高畑 省一郎
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Assessment of Board Effectiveness
Once a year, we conduct an assessment and 
analysis of the Board of Directors’ effectiveness. 
The results are shared at Board of Directors 
meetings and used as the basis for discussing 
improvement measures. 

An assessment of the effectiveness of the 
Board in FY 2019 was carried out in February 
2020. The method and results of the assessment 
are shown below. 

Training for Board Members and Auditors
Training to enable board members and auditors 
to properly fulfill their role in implementing 
corporate governance is held at least once a 
year. In FY 2019, a study session on the SDGs 
was held, through which participants improved 
their knowledge of the key matters needed to 
make management decisions.

Cultivating Future Managers
Milbon considers succession planning for top 
management positions as one of its most 
important business strategies. In 2015, we 

launched Milbon Corporate University (MCU), 
an in-house program for cultivating managerial 
talent for the next generation. MCU has carried 
out the two-year program successively with 
42 participants divided into four groups. The 
Company plans to select a future CEO from 
candidates identified through the program. 
Board members also actively participate in the 
program and provide oversight, with directors 
giving lectures on their fields of expertise 
and responsibility.

Subjects: All directors (10) and corporate auditors 
(3) serving during FY 2019

Assessment Method: Questionnaire and individual 
interviews with each subject

Major Categories of Questions: Composition of the 
Board of Directors, composition of voluntary advisory 
committees, roles and responsibilities of directors, 
status of Board of Directors meetings operations, 
information provision and training for directors 
and auditors

 

•Discussions and deliberations on various aspects 
have been conducted, which prompted the dynamic 
exchange of opinions regarding topics such as medium- 
to long-term management strategies and challenges, 
the needs of diverse stakeholders, and risk management. 

•Organization and scheduling of agenda items to be 
proposed at Board of Directors meetings has been 
improved. 

Achievements

•It was suggested that there is still room for improvement 
regarding the appropriate number of directors, criteria for 
agenda items, and the enhancement of director training.

Challenges

Achievements and Challenges in FY 2019

Aim: Provide growth opportunities for 
future management executives through 
sessions with current board members 
and other means, covering topics from 
continuing the Company’s core values 
to fostering a forward-looking vision
Theme: Continuity and change
Points of Edification: Full understand-
ing of core values, self-awareness, 
future-orientation, foresight, determina-
tion, and executive capabilities
Program Length:  Two years (First 
four programs were carried out 
during the 2015–2019 
medium-term management 
plan)

Milbon Corporate University (MCU): Succession Plan for Top Management Positions

Knowledge acquisition through 10 internal 
courses (company history and core values, 
organization and personnel, human 
resources development, marketing, 
leadership qualities and mission, etc.)

Creation of a hypothetical medium-term 
business plan

Discussions concerning visions for the 
future, fostering of an organizational 
culture

End-of-Program
Assessment Test

Second-Year Activities

First-Year Activities
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Director Compensation System
Before the decision of compensation amounts 
are made, the Board of Directors proposes its 
plan to a compensation committee comprised 
mainly of outside directors, and then receives 
advice. 

The director compensation system has 
been modified effective April 2020 to improve 
its effectiveness as a healthy incentive to realize 
the Company’s sustainable growth. It is com-
prised of fixed compensation, performance 
-based compensation, and stock compensation.

For independent, outside directors and 
auditors, the Company believes that compensa-
tion linked to business results is not appropriate, 
and therefore only provides 
fixed compensation. 

Policy for Cross-Shareholdings
In principle, Milbon does not engage in share-
holding for short-term trading. Also, while we 
hold stocks of companies other than affiliates 
that are expected to contribute to our business 
growth, our policy is to continue holding these 

based on an annual comprehensive assess-
ment to verify the benefits gained from the 
holding. If a holding is no longer considered 
beneficial, we will consider selling cross-share-
holdings. In FY 2019, the Board of Directors 
carried out a comprehensive assessment of 
individual cross shareholdings, including their 
cost of capital.

Governance Enhancement TimelineNew System for Director Compensation (Effective April 2020)

Directors Fixed compensation Performance-based 
compensation

Stock 
Compensation

Fixed compensation
Outside Directors

Corporate Auditors
Outside Corporate Auditors

Milbon starts MCU, an in-house program for 
cultivating future management 
Two outside directors appointed 
Nomination and Compensation Committees 
established with outside directors as chairs 
The first questionnaire survey conducted to assess 
and analyze the effectiveness of the Board of 
Directors with the results reviewed by the Board
The Board starts assessing cross-shareholdings 
to determine the sale of some companies’ shares  
Adopted an executive officer system 
Conducted interviews with outside directors in 
addition to the questionnaire survey for the Board 
effectiveness assessment 
Revised director compensation scheme with a 
new framework more focused on the Company’s 
financial performance. Introduced transfer 
restricted stock compensation scheme

2015 

2016 
 
 
 
 

2017 

2019 
 
 

2020

• Fixed Compensation (Monetary Compensation)
Fixed amount based on position.

• Performance-Based Compensation (Monetary Compensation)
Set amount based on position and business performance multiplied by a performance 
coefficient (0–200%) 
Performance coefficient: A variable, performance-based figure calculated with the weighting 
of the previous fiscal year’s target achievement ratio of 60% for net sales, 30% for operating 
income, and 10% for profit attributable to owners of parent.

• Stock Compensation
Grant of transfer restricted shares of the Company to the value of 20% of monetary 
compensation.
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Company Overview and Stock Information

Stock Information Principal Shareholders

Note: Shareholding ratios have been calculated based on the total number of shares outstanding excluding treasury shares (378,250 shares).

Shareholding Ratio by Type of Shareholder Share Price and Trading Volume

Individuals 
and Others

Foreign Institutions 
and Individuals

32.17%

Financial 
Institutions

Financial 
Instruments 
Firm

Other Domestic 
Companies

29.05％

0.56%

14.01%
24.2%
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2016

Dec.
2015

Dec.
2014

Share price
Trading volume

(Yen) (Number of shares)

Stock listing Tokyo Stock Exchange, 
First Section

Stock code 4919
Number of shares per unit 100
Total number of shares 
authorized 120,408,000

Number of shares outstanding 33,117,234
Number of shareholders 11,274

Shareholder Number of shares held Shareholding ratio
Konoike Asset Management Company 1,920,000 5.86 ％
The Master Trust Bank of Japan, Ltd. (Trust Account) 1,868,400 5.71 ％
Keiko Murai 1,483,624 4.53 ％
Maiko Kitajima 1,482,424 4.53 ％
SMBC Trust Bank Ltd. Designated Securities Trust 1,328,000 4.06 ％
SSBTC CLIENT OMNIBUS ACCOUNT 1,128,725 3.45 ％
Japan Trustee Services Bank, Ltd. (Trust Account) 991,200 3.03 ％
MILBON Cooperating Companies Shareholding Association 959,156 2.93 ％
Sumitomo Mitsui Trust Bank, Limited 934,400 2.85 ％
Kazunobu Konoike 861,328 2.63 ％

(As of December 31, 2019)
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Company Overview Website Information

Trade Name

Established

Capital

Number of Employees 

Head Office 

Central Research 
Institute

Branches 

Sales Offices 
 

Plants

Subsidiaries 
 
 
 

Representative Offices

Milbon Co., Ltd.

July 1960

2.0 billion yen

Non-Consolidated: 723 
Consolidated: 910

Kyobashi Edogrand, 2-2-1 Kyobashi, Chuo-ku, 
Tokyo

2-3-35 Zengenji-cho, Miyakojima-ku, Osaka 

Saitama, Tokyo Aoyama, Tokyo Ginza, Nagoya, 
Osaka, Hiroshima, Fukuoka

Sapporo, Sendai, Yokohama, Kanazawa, 
Shizuoka, Kyoto, Kobe, Okayama, Matsuyama, 
Kumamoto

Yumegaoka, Thailand

MILBON USA, INC. / Milbon Trading (Shanghai) 
Co., Ltd. / Milbon Korea Co., Ltd. / MILBON 
(THAILAND) CO., LTD. / MILBON MALAYSIA SDN. 
BHD. / MILBON VIETNAM CO., LTD. / MILBON 
SINGAPORE PTE. LTD.

Taiwan, Hong Kong, Turkey, Indonesia, 
Philippines, Europe

Corporate Website
For further information about Milbon, please 
visit our website using the link below.

http://www.milbon.com/en/

https://www.milbon.co.jp/english/ir/

https://www.milbon.co.jp/beauty

IR Website
Information for shareholders and investors is 
available, including materials related to financial 
results and video and audio broadcasts of 
financial results briefings.

Website for Stylists (in Japanese only)
Milbon performs a wide range of activities for 
the benefit of beauty industry professionals.
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F i n d  Y o u r  B e a u t y .

G e t t i n g  t o  k n o w  y o u r s e l f  i s  a  l o n g  

a n d  b e a u t i f u l  j o u r n e y .
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Milbon considers it important to provide stakeholders with regular explanations about both financial 

and non-financial information concerning the Company, including information related to the 

environment, society, and governance (ESG), as well as human resources. Our goal is to give a wide 

range of stakeholders a complete picture of the Company. To provide a deeper understanding of our 

management strategy and business activities, a particular focus has been put on the concepts that 

define the Company and how we interact with salons and stylists. With that focus in mind, we have 

divided our first integrated report into three sections: Our Credo, Value Creation Strategy, and 

Sustainable Growth.

We hope this report will help you to get to know us better and enrich interactions with 

our employees.

Editorial Policy

Note Concerning Forward-Looking Statements

Business result forecasts and other forward-looking statements set forth in this report are projections 

made using information that was available at the time of writing. They involve risks and uncertainties 

and do not represent a commitment from the Company that they will be achieved. Therefore, we 

recommend that investment decisions should not be made solely based on these statements. The 

Company’s actual results are influenced by various material factors and actual results may differ 

significantly from forecasts. Factors that can influence actual results include, but are not limited to, the 

business environment around the Company’s business areas, exchange rates including yen-US dollar 

rates, and the Japanese stock market.
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Milbon Integrated Report 2020 “Your Beauty”
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