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Drawing on the DNA cultivated over the past 128 years,  
we will create together with stakeholders as we look to the future

Core Corporate Strategies That Support Our 
Management Foundation

(1) Financial Capital 
Strategy

(4) IP and Legal Strategy

(2) Human Resources 
Strategy

(5) Environmental Strategy

(3) Research and 
Development Strategy
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Purpose

Providing “Comfort Solutions for Life”

Vision
Coexistence and 

Co-prosperity with 
Future Generations

Mission
Corporate Motto

Value

Safety = Sound Quality, History

Trust = Customer-centric Approach

Comfort = The Pursuit of Comfort

DNA

Founding 
Philosophy

People-oriented Approach,
Commitment to Quality, Coexistence

Vision 2030  stage 1

2022~2024

Vision 2030  stage 2

2025~2027

Vision 2030  stage 3

2028~2030

Vision 2030

Gunze’s originality as defined by its employees based on the founding philosophy

Gunze’s Core Technologies

Fiber 
Processing 
Technology

Resin 
Processing 
Technology

Surface 
Processing 
Technology
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Gunze’s Roadmap for the Future The Future We Want for Gunze

The Capital That Supports Our Management Foundation
We will continue to create new value on the back of our three core technological strengths by multiply-
ing and updating our inherent capital.

To ensure that people can live with 
increased “Comfort Solutions for Life,” 

we will play an indispensable role 
in creating new value that meets 

the needs of society.



1896~
Establishment of a silk manufacturing company to contribute to 
the local community through the development of local industry

1960~ 
Tackling the challenge as a technology-oriented com-
pany through the development of applications for 
new materials

1985~
Putting forward rich lifestyle culture proposals 
through diversified business operations

2023~
Creating value by splitting off the medical business 
as an independent segment and pushing forward 
under a four business structure

Products and services created as solutions to social issues and changes in the business environment

1976 

Corporate Motto

1997 

Environmental 
Charter

1998 

Action Guidelines

1969 

Three Disciplines
 Exchange greetings   Keep your personal belongings in order   
 Participate in cleaning

Management Philosophy Preserved Across the Gunze Group

2007 

Gunze Group  
CSR Policy

2012 

Brand Charter

2021

Gunze Group Sustainable Procurement 
Guidelines

2019 

Basic Policy for Plastic Resource 
Circulation

2022 

GUNZE’S HUMAN RIGHTS POLICY

1963 

Three Important Character Traits
Sincerity, Affection, Modesty

Experiencing the harsh realities of silk farmers, the heart and soul of 
the silk industry in Japan, Gunze’s founder, Tsurukichi Hatano, was 
deeply moved to improve the structure of the industry. With his belief 
that good people make good silk, Hatano dedicated himself to the 
education of employees to help ensure the high quality of products.

1930~
Improving people’s lifestyles through rapid expan-
sion of apparel products (hosiery and knitted 
innerwear) after the end of WWII
After initiating the manufacture of full-fashion silk stockings as a second-
ary processed product to replace raw silk, began the production of knitted 
innerwear soon after the end of World War II. Owing to its superb quality, 
this new product was quickly recognized as “the nation’s innerwear.”

In addition to entering the plastic film field as a new business, the 
Company commenced production of packaging films for its own stocking 
products. Through its functional solutions business, a B2B business for a 
diversity of applications which includes the engineering plastics field, 
Gunze is always working to develop new solutions.

As consumer preferences and purchasing patterns diversified, 
Gunze expanded its apparel product lineup to meet a wider 
range of consumer requirements. These efforts attracted many 
loyal customers. At the same time, the Company redeveloped 
the site of its former factory and is creating a new lifestyle cul-
ture from each of the clothing and housing perspectives.

Amid the need to build a business structure that is capable of 
responding to abrupt changes in the structure of society and the econ-
omy as well as calls for corporate management that is conscious of cli-
mate change, Gunze will develop products that help create new value 
and will contribute to the realization of a global sustainable society.

Gunze has continued to provide products and services that 
address social issues and changes in the business environment 
as a going concern for 128 years.
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Changes in the Composition of Sales

 �Functional Solutions 
 �Apparel 
 ��Lifestyle Creations
 �Medical

FY1996
100 years in business
Consolidated net sales  

¥200.3 billion
Non-consolidated number of  

employees 3,494

FY1967
Company renamed Gunze Limited

Net sales ¥31.3 billion
Number of employees

9,003
(FY1966)

Establishied

FY2023
Consolidated net sales  

¥132.8 billion
Consolidated number of  

employees 4,883

Evolution of the Group’s Principal Businesses 2005  Transition to a three business segment structure 2023  Transition to a four busi-
ness segment structure

Silk Stockings and Knitted Innerwear Functional Solutions Business Expansion Expansion of Products and Services That Contribute to the QOLApparel Business as a Mainstay

1983 
Engineering plastics 
business launched

1962 
Plastic films business launched

1985 
Medical Materials 
business launched

1989 
Mechatronics 
business launched

1998 
Electronic Components 
business launched

2014 
QOL Research Center established

2017 
Gunze Medical Japan 
Limited established

2019 
Medical U&A, Inc. included in the Company’s scope of consolidation
Formulated the Basic Policy for Plastic Resource Circulation

Functional Solutions Business

1934 
Full-fashion socks
production 
launched

1946 
Knitted inner-
wear produc-
tion launched

1968 
Stockings  
production launched

1954 
Sewing thread 
production 
launched

1977 
Pajamas Center established

1986 
Entered the outerwear field 
(Tryon Co., Ltd. established)

2013 
Launched the official mail  
order service Gunze Store

2014 
Opened the Gunze directly managed stores 
(Mitsui Outlet Park Kurashiki Store)

2016 
Jeans & Casual the dan Co., Ltd. 
joined the Gunze Group

Apparel Business

1973 
Landscaping  
and greening 
business 
launched

1984 
Gunze Sports Co., 
Ltd. established

1985 
Tsukashin shopping center opened

2007 
Gunze Engineering Limited established Medical Business

2023 
GUNZE MEDICAL LIMITED established
(From October 2022)

Medium-term Management Plan

2010~
Expanding the functional solutions 
business
Gunze developed unique new technologies through the fusion of resin and 
surface processing technologies. Thereafter, the Company has continued to 
develop and deploy one-of-a-kind, niche products across all of its business, 
including the plastic film, engineering plastic, and medical fields.

1990 
Establishment of Gunze 
Development Co., Ltd.

VISION 203090V V100 VS 3C10 SHINKA 3S Innovation 4SV100 S-21 CAN20

Lifestyle Creations Business
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A Track Record of Value Creation

Founding 
Philosophy

Corporate Motto

Founder 

Tsurukichi Hatano

1.
Contribute to Society through 
the Supply of Quality Products 2. Operate with integrity to build strong relation-

ships with our customers and associates 3. Aim at global leader by utilizing 
youthful energy and creativity

Striving for harmonious coexistence with all stakeholders 
surrounding the Company through a people-oriented 
approach and a commitment to quality.

The Gunze Group has consistently lived up to the founding philosophy of 
“Striving for a harmonious coexistence with all stakeholders through a 
people-oriented approach and a commitment to quality.” This philosophy 
serves as the “warp” threads of our corporate management, while our 
business operations represent “weft” threads, which serve to meet the 
expectations of our society sincerely and flexibly. The combination of these 
“warp” and “weft” threads is how we positively contribute to society.

Management Philosophy Brand Statement

Comfort Solutions for Life



110 million

4,883  (Consolidated)

40% 40%

(As of March 31, 2024)

Segment composition ratio

Net sales

Net sales Net sales 
(exterior data)(exterior data)

Operating Operating 
profitprofit
(interior data)(interior data)

Operating profit 

¥132.8 billion

¥6.7 billion

58%

19%

14%

8%

45%  
¥60.1 billion

9%  
¥12.8 billion

37%  
¥48.9 billion

9%  
¥11.6 billion

¥0.8 billion

¥1.4 billion

¥1.9 billion

¥6.0 billion

 �Functional Solutions    
 �Medical
 �Apparel               
 �Lifestyle Creations

90%

128 years Established in 1896 77.1 %
従業員創業

売上高 平均年齢 勤続年数

吸収性人工皮膚
シュリンクラベル 吸収性組織補強材

Apparel products

Number of units  
sold annually in Japan

Number of employees

10 countries

Number of global bases

57
Affiliated companies

Plastic film products

Shrink films

20.0 years

Years of service

¥132.8 billion

Net sales

43.5 years old

Average age

Medical products

Absorbable artificial skin 
Medical products

Bioabsorbable  
reinforcement felts

Founded Level of brand awareness

Functional Solutions Business
Working through its functional solutions business, the Gunze Group has worked 
diligently to develop a variety of applications by combining its core resin process-
ing and surface processing technologies. Going forward, energies will be directed 
toward further expansion through the development of one-of-a-kind products 
used in a variety of material- and device-related fields, including plastic films, 
where we develop, manufacture, and sell products that are closely related to daily 
life, such as beverages, groceries, toiletry products and packaging films, as well as 
engineering plastics, where we develop, manufacture, and market functional 
components used in OA equipment and industrial manufacturing processes.

Lifestyle Creations Business
In the lifestyle creations business, the Gunze Group is active in real 
estate-related fields, which include commercial facility management, hous-
ing and office building rentals, and energy-saving management, in the 
sports club field, where the Group provides high-quality services and 
options that are closely tied to the community, and in the landscaping and 
greening field, which comprises tree sales that supply trees and seedlings 
and flower sales that add color to everyday life.

Medical Business
In its medical business, the Gunze Group engages in the manufacture and 
sale of bioabsorbable medical devices, including surgical suture threads, 
bone fixation devices, artificial dermis, adhesion barrier sheets as well as 
other medical devices that employ the technologies developed over many 
years.

Apparel Business
In a bid to address diversifying needs, the Gunze Group is strengthening its 
lifestyle proposals in its apparel business as a part of efforts to attract new 
customers. At the same time, energies are being directed toward inner-
wear based on a variety of concepts and legwear products that incorporate 
both fashion and functionality approaches.
In the textile materials field, the Group is also developing a wide range of 
products, from various sewing threads with new functions and threads for 
clothing to diverse industrial materials.

Source: Nikkei Brand Japan 2024 Survey

Paternity/maternity leave 
utilization rate

Paternity 42%

Maternity 100%

Domestic 691
Overseas 249特許保有件数

Number of patents acquired

* �The total amounts are consolidated total net sales and total operating 
income (after Group-wide adjustment). The breakdown amounts are net 
sales and operating income by segment (before Group-wide adjustment).

Domestic market 
share approx.

Domestic market 
share approx.

Domestic market 
share approx.
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At a Glance/Gunze by the Numbers



Toshiyasu Saguchi
Representative Director  
and President

Driving Forward VISION 2030  
toward the Realization of a Sustainable Society

Having raised our founding philosophy of a people-oriented approach, a commitment to quality, and harmonious 
coexistence as our Management Philosophy, the Gunze Group engages in customer-centric business activities. In fact, 
this approach dates back to the origins of our founding in 1896.
The majority of the large companies in Japan at that time were owner-operator companies led by capitalists like Eiichi 
Shibusawa, whereas Gunze was primarily funded by small local shareholders and therefore got its start as an enter-
prise with strong overtones of a public entity. Today, 128 years after our founding, we engage in the four business seg-
ments of functional solutions, medical, lifestyle creations, and apparel—the segment for which we are most 
well-recognized—and have enhanced corporate value through our commitment to quality.
The Gunze Group will create new value toward the future along the “warp” threads of our founding principles, which 
must remain unchanged, and along the “weft” threads representing our adapting to the shifting needs of the times.

Surviving as a Company amid a Dramatically Changing Market Environment

Our Assessment of the Second Year of Medium-term Management Plan VISION 
2030 stage1

We have all experienced the dramatically shifting external 
environment over the past few years, yet I personally feel 
that this has also become the new norm for the future. 
Despite the emerging recovery in socio-economic activities 
following the end of COVID-19, the world continues to 
face geopolitical issues like the conflicts in Ukraine and 
Israel, and has, for example, exhibited increasing complex-
ity with the radicalization of these conflicts. At the same 
time, I am also aware that taking action on environmental 
problems is an issue of the utmost importance.
Amid the country’s inherent challenges of limited national 
territory and paucity of resources, Japan is expected to see 
its population decline by nearly 8 million people from 2023 
to 2030. This situation is already placing severe strains on 
corporate activities. Despite these conditions, companies 
are expected to generate a virtuous cycle for the domestic 
economy in the immediate future by engaging in activities 
intended to steadily increase wages and prices. Yet these 

companies will also need to continuously improve the 
earnings that serve as capital if they are to achieve sustain-
able growth. A declining population will also lead to 
smaller markets and a shrinking labor force. Workers will 
then hold the power to choose companies during recruit-
ment activities. As a company, we therefore stand today at 
a turning point: Will potential workers choose us? Will we 
survive? In light of these underlying questions and circum-
stances, we must take charge of the situation with the 
resolve to act upon these dramatic shifts.
In our quest for survival, the most important element as a 
company is competitiveness. Competitiveness indicates the 
level of acceptance among society, and Gunze’s competi-
tiveness, specifically, stems from its ability to provide a “feel-
ing of comfort.” Although our core technologies also serve 
as a method of realizing this feeling of comfort, these tech-
nologies alone will not ensure our survival. Which is why I 
recognize the importance of continuously providing value.

As our aspiration for 2030, we aim to create new value and 
deliver a feeling of comfort. Under VISION 2030 stage1, we 
included four pivotal strategies for achieving this goal, namely 
new value creation, capital cost-focused management, evolu-
tion of our corporate constitution, and environmentally respon-
sible management. Through these strategies we have sought 
to provide a balanced-degree of value to four groups of stake-
holders, namely business partners and customers, shareholders 
and investors, employees, and society and the environment.
Although individuals interpret feelings of comfort differ-
ently, our business partners and customers have continued 
to use the many unique products and services that we have 
offered over the years because they recognize them as pro-
viding a feeling of comfort. As the central management 
policy on returning profits to shareholders and investors, 
we have established a policy of continuously delivering a 
total return ratio of 100% until consolidated ROE exceeds 
the cost of shareholders’ equity. In the fiscal year ended 
March 31, 2024, we issued a dividend of ¥153 per share, ¥6 
higher than the previous year. As far as employees are con-
cerned, we endeavor to improve the working environment 
by increasing wages and expanding employee benefits. 
Turning to society and the environment, we have worked 
through our business activities to provide solutions to the 
challenges they face. This includes converting the Moriyama 
Plant (Moriyama City, Shiga Prefecture), one of our key facil-
ities in the plastic films field, into a Circular FactoryTM 

(resource-recycling facility) and building plant buildings 
that are certified under the Comprehensive Assessment 
System for Building Environment Efficiency (CASBEE).
Under VISION 2030 stage1, we made steady progress in 
our efforts targeting these four groups of stakeholders. 
However, as we have yet to achieve our goals, I do not feel 
the outcomes have been sufficient. In FY2024, the final fis-
cal year of the Medium-term Management Plan, we will 
therefore conduct initiatives in each segment intended to 
increase productivity through automation and DX pro-
grams; to enhance cost competitiveness through a globally 
optimized production system; and to expand our raw 
material procurement network, as we continue to gener-
ate new value that captures changes in the market.

 �Medium-term Management Plan P.16-17

 �Financial Capital Strategy P.28-31
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When asked about our policy for developing management 
personnel, I answer that candidates must have acquired a 
certain degree of management sensibility, knowledge, 
experience, and skill, as described in textbooks. Yet these 
can also be acquired later on through effort. In contrast, 
the two things I think are absolutely essential for engaging 
in management are health and a personality that connects 
to management qualities. Health and personality are attri-
butes with which we are born, and are greatly affected by 
where we come from. You cannot change these by sud-
denly making an effort. Yet both are extremely important 
for engaging in the work of management. Although direct 
competition among candidates only begins after we 
screen for these two aspects, candidates must make every 
effort at this point to acquire the skills they are lacking. 
Given the increase in job-based employment and the shift 
away from the concept of working for one company for an 
entire lifetime, however, we will flexibly address these 
changes as we develop human resources.
My motto is do my best to choose the right people and to 
leave the rest to chance. Although this might make some 
people mistake my stance as leaving things up to others, I 
believe these words convey the importance of first and 
foremost putting every effort into the duties with which 
we have been tasked. When performing our duties, the 
most important goal is for us to perfect competitiveness, 
no matter how small the task. And I ask that all employees 
continue to enhance their competitiveness within the 

Company as they identify the competitiveness of Gunze 
from the stance of its customers. Simply putting our best 
foot forward does not mean that we will proceed smoothly 
with our work. Yet I still think it is important to always stay 
at least one step ahead of our competition. We should not 
simply aim in one giant leap for the top, but should gradu-
ally accumulate duties in a steady manner, one step at a 
time. With 2024 marking our 129th year in business, I feel 
this very approach is exactly what the Gunze Group needs 
if it is to survive over the long-term.

The Gunze Group engages in an extensive range of busi-
nesses, from apparel to plastic films and medical devices. 
Despite the difficulty in bringing these together under one 
definition, we manage to leverage the respective characteris-
tics of each business to execute business portfolio strategies in 
a way that generates Group-wide synergy. I therefore believe 
that we can provide the value of a feeling of comfort to soci-
ety by ensuring that each division flexibly responds to the 
business environment in a way that builds competitiveness.
In one example, we split off the medical business, which 
had originally been part of the functional solutions seg-
ment in FY2023, and have clearly positioned it as a driver 
of growth as an independent segment. Ahead of this 
move, we merged Medical U&A Inc. and Gunze Medical 
Japan Ltd., which had operated as sales subsidiaries for the 
medical group, to establish Gunze Medical Limited in 
October 2022. Moreover, in April 2023, we merged the 
R&D, pharmaceutical affairs, and management sections of 
the medical devices business, thereby creating an organi-
zational structure dedicated to medical devices with the 
ability to manage all stages from R&D to sales in an inte-
grated manner. At present, we are working to establish a 
unique business structure tailored to the medical industry 
by actively recruiting mid-career professionals.
Although we do not plan to announce details of the next 
Medium-term Management Plan VISION 2030 stage2 until 
May 2025, in working toward our next set of milestones we 
intend for the medical business to create new corporate value 
and lead as a pillar of the Gunze Group growth strategy. In 

particular, the medical business will do so by providing innova-
tive medical devices with a focus on bioabsorbable products.
Specifically, this effort will entail the three growth strategies 
of achieving sustainable growth by expanding the ratio of 
high-profitability, proprietary products; promoting area-spe-
cific portfolio strategies, including strengthening sales of 
products for the wound care (WOUND) and thoracic/abdom-
inal (Surgical) areas; and developing new products and chal-
lenging new areas that enhance our presence as a company. 
In order to accelerate these three strategies, we will construct 
a new plant (the third plant) on the site of the Ayabe Plant in 
Kyoto, which is the site of our founding. Scheduled for com-
pletion in February 2025, this plant will include expanded 
R&D facilities to enhance our development capabilities. The 
new plant will also be equipped to increase production of the 
absorbable adhesive barriers for which demand is growing.
Meanwhile, in the engineering plastics field, which is expected 
to experience a huge increase in demand from the medical and 
semiconductor sectors, we will expand the main Konan Plant 
(Aichi Prefecture) with a completion target of March 2025. 
Moreover, we will strengthen investments in growth businesses 
in the plastic films field, the area in which the Gunze Group is 
currently taking the most aggressive action on environmental 
problems. This move will include putting our Circular FactoryTM 
into full-scale operation and establishing recycling centers as the 
foundation of our transformation into a circular manufacturer.

Originally launched as a silk manufacturing company, 
today the Gunze Group shares the same DNA of differenti-
ating products and services across its diverse range of busi-
nesses, underpinned by a commitment to quality. So, I 
would like to introduce an example that shows just how 
far this awareness has spread among our employees.
Many of you probably remember how masks flew off the 
shelves in Japan and could not be found in stores for months 
on end following the rampant spread of COVID-19 at the 
start of 2020. At the time, given our technologies in the apparel 
business, we could have moved immediately to manufacture 
and sell masks made using cloth fabrics to drive up profits.
But because the frontlines of the apparel business were 
thoroughly committed to how the masks felt against the 
skin, if they fit easily, if they were gentle around the ears, 
and other aspects of mask quality when worn, it was only in 
May that we were able to launch sales of a gentle cloth 

mask that was uniquely made by an underwear manufac-
turer. As we continued to enhance the quality and provide a 
feeling of comfort by developing masks for the summer, we 
received praise from customers and ended up creating one 
of the top selling products on our e-commerce site. I believe 
this stance of the apparel business itself embodies our spirit, 
and our sense of ethics. Introducing this effort Group-wide 
has given rise to a synergistic effect within the Company. 
The direction for which I feel the Gunze Group must con-
tinue to aim in looking to 2030 is sustainability-related ini-
tiatives, including those focused on environmental issues, 
primarily climate change, and those for strengthening 
human capital. Our founding spirit lives on within the 
human resources strategies that are essential for sustainable 
management. With the beliefs that “good people make 
good silk yarn” and “a good conscience produces a yarn of 
high luster,” our founder, Tsurukichi Hatano, worked hard to 

We will continue to engage in the effort to “Transform and 
Challenge,” and we will tirelessly work to enhance cus-
tomer satisfaction and corporate value with the intense 
desire to contribute to society by providing new products 
and services that create the future. Through sustainable 

management that aims to balance social and economic 
benefits, we intend to remain a company that will survive 
for the coming 50 and 100 years.
I therefore humbly ask for your further support and under-
standing. Thank you.

Providing a “Feeling of Comfort” to Society through Unique Businesses

Gunze Group Sustainability as a Generator of New Value

Passing on the Gunze Group’s DNA

Co-creation Woven Together with Stakeholders

strengthen education for female mill workers in order to 
improve the quality of our yarn. People at that time spoke of 
the factory as “a factory on the outside but a school on the 
inside.” This reputation was built by Hatano, who steadfastly 
followed the policy of respect for people. This policy, as well 
as the commitment to cultivating and empowering people, 
has been preserved throughout Gunze’s history.
Today, as job-based employment and mid-career recruit-
ment become more common, and the concept of lifetime 
employment is starting to change, we must take an 
approach that suits the needs of the times. Besides the 

obvious themes of promoting women’s empowerment 
and engaging in work style reforms, we will also work to 
enhance the awareness that all employees are involved in 
management, to reform the employee benefit system, and 
to support self-led career development.
In addition to training specialists like myself, after all, my 
career proceeded almost entirely within the plastic films 
field, we will work to train human resources in a way that 
helps develop future generations of management execu-
tives, including through personnel exchanges between 
business divisions.

 �Special Feature: Fine-Tuning Existing Businesses and Early 
Signs toward Future Business P.22-27

�Human Resources Strategy P.32-35
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(March 31, 2024) (March 31, 2024) (March 31, 2024)

Safety

Security

Comfort

Human Capital
 �Ratio of women employees (non-

consolidated)� 33.8%
 �Ratio of women in managerial roles� 7.0%
 �Ratio of women corporate officers� 13.6%
 �Improvement of engagement 

(Engagement score = 62 pt. / Survey results 
fiscal year ended March 31, 2024)

 �Work-life balance 
Paternity/maternity leave utilization rate 
� 42.0%/100% 
Average number of annual leave days taken 
� 14.9

Manufactured Capital
 �Capital investment costs� 9,147 million yen

Financial Capital
 ��Return of profits to shareholders (dividend 

per share)� 153 yen (2.6 billion yen in total)
 ��Total shareholder return (TSR)� 138.3%

Natural Capital
 �CO2 emissions (Domestic + Overseas) 

Scope 1+Scope 2*� 115,517-CO2 
(Compared with FY2013 BM: 33.0% 
reduction) 
* Gunze Group total

 �No. of plants with ISO 14001 certification 
� 14 business sites

Intellectual Capital
 ��R&D expenses� 2,471 million yen
 ��Number of patents published 

� 80 (Domestic 52, overseas 28)

Social and Relationship Capital
 �Brand awareness� 77.1% 

� (Nikkei Brand Japan 2024 Survey)
 �Contributions to the local community: 

Entered into regional comprehensive 
agreements with Osaka Prefecture, Osaka 
City, and Kyoto Prefecture 
Model Forest Movement (forest conservation 
activity)� Four times, total participants: 125 
� (collaboration with Kyoto Prefecture) 
Joined the emergency disaster response 
alliance SEMA 
Love Earth activities 
(support for six organizations, including 
NPOs)

Solving social issues through com
fort 

solutions for life

FY2023 ResultsHuman Capital
 �Consolidated number of employees (5,214)
 �Employees holding qualifications (1,336)
* �Number of employees incentivized to obtain a 

qualification

 �People-oriented approach
 �“Three disciplines”  

taking hold
 �Diversity of talent

Manufactured Capital
 �Number of global bases 10 countries 

Domestic affiliated companies� 29 companies 
Overseas affiliated companies� 28 companies

 �Robust production system 
with powerful 
manufacturing expertise

 �Total cost competitiveness
 �IT communications 

environment

Financial Capital
 �Net assets� 117,691 million yen
 �Interest-bearing debt� 15,426 million yen

 �Stable financial standing
 �Medium- to long-term 

capital policies
 �Cost of capital-based 

management

Intellectual Capital
 �Know-how
 �Number of R&D personnel� 49
 �Number of industry-government-academia 

collaboration projects� 29 projects (FY2023 results)
 �Number of patents acquired 

� Domestic 691; overseas 249
 �Number of designs acquired 

� Domestic 216; overseas 10
 �Number of trademarks acquired 

� Domestic 1,934; overseas 803
 �Number of utility model patents acquired 

� Domestic 20; overseas 4

 �Broad range of intellectual 
properties and 
technologies, from textiles 
to polymers

 �Corporate brand loyalty

Natural Capital
 �Energy consumption (domestic) 

� 43,445 kL (Crude oil equivalent)
 ��Environmentally friendly 

products / services
 ��Wholesaling of plants  

and trees

Functional Solutions Business	 P.46

Apparel Business	 P.50

Medical Business	 P.48

Lifestyle Creations Business	 P.52

 �Plastic Films Business
 �Engineering Plastics Business
 �Electronic Components Business
 �Mechatronics Business

 �Medical Materials Business

 �Innerwear Business
 �Legwear Business
 �Lifestyle Apparel Business
 �Threads & Accessories Business

 �Real Estate-related Business
 �Sports Club Business
 �Landscaping and Greening Business

Social and Relationship Capital
 �Diverse partnerships 

(suppliers, external research organizations,  
customers, local public organizations, etc.)

 �Brand power 
Share of domestic market: 
Shrink film� approx. 40% 
Bioabsorbable reinforcement felts� approx. 90% 
Artificial dermis� approx. 40% 
Number of apparel products  
sold annually in Japan� 110 million units

 �Collaboration with local communities

 �Activities to address social 
issues through 
collaboration with local 
communities

 �Sustainable procurement 
based on harmonious 
coexistence and 
coprosperity

BUSINESS MODEL / A Value Chain That Leverages Competitive AdvantagesINPUT

Social Issues

OUTPUT OUTCOME IMPACT

Sustainable management

Management 
Foundation

R&D� P.38~

Governance� P.58~

Finance� P.28~

IP, Legal� P.38~

Human resources� P.32~

Environment� P.42~

Creating added value by 
combining Gunze’s  
core technologies*

* �Fiber processing, resin processing, and 
surface processing technologies

Flexible, market-responsive, 
global production and 

sales systems

Sales / 
Customer 
Feedback

Production

Marketing Procurement

R&D
Product

Development

Talent development  
through Human Capital  

a people-oriented approach

Harmonious coexistence  
with the environment and 

 local communities

Responding to  
the depletion of natural 

resources

Reducing  
environmental impact

Addressing global  
warming and climate 

change

Improving quality of life 
while addressing 

growing health needs

Respecting labor and 
human rights

Promoting the reduction 
of waste and recycling

Expanding the use of 
renewable energy

Responding to increasingly 
diverse work styles, 

employment and careers

Addressing the shrinking 
domestic labor market

Addressing accelerated 
digitization

Gunze’s core 
technologies

Fiber 
processing 
technology

Resin 
processing 
technology

Surface 
processing 
technology
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Value Creation Model



The value chain activities identified in Gunze’s value creation model strengthen the Company’s busi-
ness activities by efficiently using the Group’s various capital resources and leveraging its unique 
strengths.

Here we present details of the principal categories of capital for each activity, Gunze’s competitive 
advantage, and the challenges we face in further deepening the Group’s efforts to create new value.

• �Sales comprise all activities that result in the delivery of products that embody the customer’s point of view.
• �Customer feedback refers to the comments and inquiries received from customers and end-users that are reflected in 

efforts to develop, improve, and manufacture products.

• �Putting in place a management strategy to build and maintain the Gunze brand or GUNZE brand products and services
• �Taking steps to differentiate Gunze from other companies while instilling in customers’ mindsets the value of the Gunze 

brand over time
• �Engaging in general marketing activities

Activities to create sustainable product lines that utilize specific technologies based on core technologies of fiber 
processing, resin processing, and manufacturing and equipment development

Managing specifications, manufacturing costs, and lot sizes while engaging in activities that lead to the commer-
cialization of products based on the realistic viewpoint of what kinds of products we are looking to bring to the 
market and what kinds of products we are able to release based on plans

Procurement activities, including those for the raw materials, parts, production equipment, sub-materials used for products 
based on the manufacturing technology standards determined by the development and design divisions; stable procure-
ment through fair, equitable, transparent as well as socially and environmentally responsible transactions with suppliers

Activities that require collaboration across a wide range of operations, including manufacturing, quality assur-
ance, production technology as well as facility and production control, to ensure strict control over manufactur-
ing, quality, cost, and delivery (QCD) at Gunze Group production plants

Sales / Customer Feedback Production

Marketing Procurement

R&D Product Development

Principal categories of capital and 
resources Gunze’s features and strengths Challenges when deepening the Group’s efforts to 

create value (corresponding to the capital axis)

Human Capital 
Sales and customer service personnel

Intellectual Capital 
Post-market launch surveys and follow-up 
capabilities

Social and Relationship Capital 
Trusted relationships with clients and 
customers

• �Problem solving-type sales that embody the 
customer’s point of view / / /

• �Professional human resources that are capa-
ble of achieving the highest levels of QCDS 

/ /

• �The ability to build trusted relationships with 
customers through customized products  

• �The Company’s own comprehensive e-com-
merce site 

• �Analysis of customer preferences /

• �Timely response to market needs / /

• �The provision of solutions to customers that integrate the 
sales, development, and manufacturing functions /

• �Expansion of sales channels to younger customers 

• �Entry into new fields / /

Principal categories of capital and 
resources Gunze’s features and strengths Challenges when deepening the Group’s efforts to 

create value (corresponding to the capital axis)

Human Capital 
Merchandisers (MDs) that are responsive to 
customer needs

Intellectual Capital 
Core technologies that leverage the strengths 
of each business division

Social and Relationship Capital 
Trusted relationships with customers

• �High-value-added product development 
capabilities, from R&D to sales / /

• �One-of-a-kind products that combine the 
Company’s core technologies /

• �The ability to develop differentiated products 
based on a market-in concept / /

• �Enhancing brand awareness / /

• �Training and strengthening development personnel  
/ /

• �Passing down the necessary expertise and knowledge to 
specialists and training / / /

• �Strengthening global expansion / /

Principal categories of capital and 
resources Gunze’s features and strengths Challenges when deepening the Group’s efforts to 

create value (corresponding to the capital axis)

Human Capital 
Human resources with expertise in the busi-
ness field

Intellectual Capital 
A wide range of R&D themes

Social and Relationship Capital 
The ability to uncover new fields through 
industry-government-academia collaboration

Financial Capital 
Financial foundation that underpins R&D

• �Increasingly sophisticated core technologies 
and the ability to create new businesses

• �Concentration of elemental technologies and 
development capabilities that maximize value

• �Promotion of industry-government-academia 
collaboration

• ��Progress management with stage gates / /

• ��Identifying future-oriented themes / /

• �Building business model proposal capabilities / /

• �Promoting researcher-led technology marketing  
/ /

Principal categories of capital and 
resources Gunze’s features and strengths Challenges when deepening the Group’s efforts to 

create value (corresponding to the capital axis)

Human Capital 
Human resources tailored to development, manufac-
turing, and customer needs

Intellectual Capital 
Product development capabilities that anticipate 
market needs

Social and Relationship Capital 
Trusted relationships with stakeholders

• �Product design that generates high 
quality / /

• �Ability to develop differentiated prod-
ucts based on a market-in concept  

/ /

• �Environmentally friendly product devel-
opment / / /

• �Product development capabilities for a 
recycling society / /

• �Global development capabilities that 
comply with the regulations of each 
country /

• �The launch new products in new areas using core tech-
nologies / /

• �Timely response to market needs / / /

• �Development geared toward global expansion  
/ /

Principal categories of capital and 
resources Gunze’s features and strengths Challenges when deepening the Group’s efforts to 

create value (corresponding to the capital axis)

Human Capital 
Human resources that can guarantee the best quality

Intellectual Capital 
Accumulation of procurement know-how that under-
pins a broad product lineup

Social and Relationship Capital 
Trusted relationships with suppliers

Natural Capital 
Procurement of environmentally friendly parts and 
materials

• �Collaboration with suppliers through 
strong, trusting relationships  

/ / /

• �Traceability management of raw materials 
/ /

• ��Ability to respond to risk through the 
multiple procurement of raw materials 

/

• �Selection of suppliers taking into consideration sustain-
ability issues and concerns / /

• �Appropriate transactions to maintain and improve rela-
tionships with suppliers / / /

• �Transactions that take into consideration human rights 
and biodiversity /

• �Procurement of materials with an eye that extends to 
Scope 3 /

Principal categories of capital and 
resources Gunze’s features and strengths Challenges when deepening the Group’s efforts to 

create value (corresponding to the capital axis)

Human Capital 
Production engineers familiar with each business site

Intellectual Capital 
Systematized manufacturing technology standards based on 
the identification of core technologies within the Company

Social and Relationship Capital 
Contributions to the local economy through collabora-
tion with affiliates and global bases

Natural Capital 
Ongoing capital investment to create new technologies

Manufactured Capital 
High quality through in-house manufacturing and a 
seamless structure

• ��Pursuit of the highest quality as a tech-
nology-oriented company / /

• �In-house complete and seamless pro-
duction structure /

• �High overall equipment efficiency based 
on P-value* management / /

* �P value: Productivity improvement rate 
(Gunze’s own productivity metric over the pre-
vious year)

• �Transfer in technology in response to an aging workforce  
/ /

• �Centralized visualization of information in plants 
through IoT / /

• �Lack of workers in domestic plants / /

• �Aging domestic facilities /

• �Strengthening productivity and the ability to manufac-
ture a variety of products at overseas plants / /

• �Ability to customize production to local characteristics 
and needs / /

Functional Solutions Business Apparel BusinessMedical Business Lifestyle Creations Business

Sales /  
Customer 
Feedback

Production

Marketing Procurement

Product 
DevelopmentR&D

(As of March 31, 2024)
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Creating Value through the Value Chain by Leveraging the Group’s 
Competitive Advantage



Net Income per Share/Dividends per Share

 Net Income per Share   Dividends per Share

Number of Employees Who Have Acquired Shorter 
Working Hours for Childcare

The annual dividend for FY2023 was set at ¥153 per share, up from 
¥147 per share in FY2022. The annual dividend for FY2024 is projected 
to come in at ¥157 per share.

In FY2023, the Gunze Group undertook investments (¥9,147 million) 
mainly in plastic film production equipment and the construction of an 
apparel SCM platform.

The Group promoted sustainable energy-saving activities and the use of 
renewable energy to reduce CO2 emissions.

The number of employees decreased on both a consolidated and 
non-consolidated basis. The percentage of female employees came in at 
33.8%, essentially unchanged from the previous fiscal year.

Both the ratio of women in managerial positions and the ratio of women 
hired on a main career track increased. The ratio of women hired on a 
main career track excludes women working rotating shifts.

Gunze’s system of short working hours for children is available to 
employees who are raising a child up to the end of March of the third 
year of elementary school. The system was utilized by 59 employees in 
FY2023.

After retiring at the age of 60, 72.2% of employees continue to work 
under the reemployment program at the Gunze Group.

The number of days of annual leave taken, which the Group promotes as 
part of its efforts to establish and organizational culture, increased 0.8 
days year on year.

Average Number of Days of Annual Leave Taken

Based on the posting of a gain on sales of securities, business restructur-
ing expenses, and income taxes – deferred (gain) related to investments 
in subsidiaries, profit attributable to owners of parent climbed ¥608 mil-
lion year on year.
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Profit Attributable to Owners of Parent

CO2 Emissions (Japan + Overseas) Scope 1 + Scope 2

The equity ratio came in at 73.2%, up 3.4 percentage points year on year 
owing to a variety of factors, including the effects of streamlining total assets 
through the sale of securities and the repayment of borrowings.
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 Total Assets (Left axis)   Equity Ratio

Ratio of Women in Managerial Positions/Ratio of 
Women Hired on a Main Career Track

Reemployment Rate after Retirement

 Ratio of Women in Managerial Positions 
 Ratio of Women Hired on a Main Career Track

Number of Employees and Ratio of Women 
Employees in the Workforce

R&D Expenses/Capital Investments

 Number of Employees (Consolidated)   Number of Employees (Non-consolidated) 
 Ratio of Women Employees in the Workforce (Non-consolidated/Right axis)

 R&D Expenses   Capital Investments

 Scope 1   Scope 2 Functional Solutions   Apparel   Lifestyle Creations
 *Medical (Segment independent from Functional Solutions)

Net Sales by Segment  * �Total data is consolidated net sales: After 
Group-wide adjustment

Net sales decreased ¥3,144 million year on year owing to the transfer of 
the electronic components business and real estate development proj-
ect factors in FY2022.
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ROE and ROA increased 0.5 of a percentage point year on year in line 
with the upswing in net income and operating income.

ROE/ROA

 ROE   ROA
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Total Shareholders Return (TSR)

Total Shareholders Return (TSR) in FY2023 came in at 138.3% compared 
with the base year of FY2018, up 26.5 percentage points from the TSR for 
FY2022 of 111.8% using the same benchmark.
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Results in FY2023 fell below the previous fiscal year. The Gunze Group 
will strive to reduce the amount of generated waste while promoting 
waste recovery and reuse.

Total Waste Generated (Japan)
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Promoted as child-rearing support, the men’s paternity leave utilization rate 
came in at 42.0%, up 6.0 percentage points year on year.

Number of Employees Taking Childcare and Nursing 
Care Leave/Men’s Paternity Leave Utilization Rate

 Number of Employees Taking Childcare Leave   Number of Employees Taking Nursing Care Leave
 Men’s Paternity Leave Utilization Rate (Right axis)
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 Functional Solutions   Apparel   Lifestyle Creations
 *Medical (Segment independent from Functional Solutions)

Operating Profit by Segment  * �Total data is consolidated operating 
profit: After Group-wide adjustment

Operating profit increased ¥965 million year on year primarily owing to 
improved profitability in the apparel business.
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Financial Non-financial* The medical materials field, which was included in the Functional Solutions segment, was split off as the independent Medical segment from FY2023.
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Financial and Non-financial Highlights




