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Ideal Group 
Image for 2030
A world-class retail 
group centered 
around its food
that leads retail 
innovation through 
global growth 
strategies centered 
on the 7-Eleven 
business and 
proactive utilization 
of technology 

Enhancing corporate value 
and shareholder value

Glocal brand that is 
tailored to customers’ lives 

around the world

Evolution of the value chain

Contribution as 
social infrastructure
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Governance (p. 79)
Stakeholder Dialogue 
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Corporate Creed and 
Basic Stance (p. 3)

Strength in food is the key source 
of competitive advantage for the 

Group’s CVS business
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Overseas CVS

Maximize the value 
of each business
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Outcome

Human capital
• Improvement of employee 

engagement

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

Financial capital
• Enhancement of operating 

CF and EBITDA
• Increase in ROE and ROIC

Human capital
• Diverse human resources from around the 

world with extensive capabilities
Number of employees (consolidated): 157,177

Natural capital
• GREEN CHALLENGE 2050, Seven & i Group’s 

environmental declaration aimed at reducing 
environmental burden (FY2022 results)
• Reduction of CO2 emissions: ·························32.5%
• Measures against plastic ····················34.5% usage
• Food loss/recycling (Japan): 
 Reduction in food waste ·································22.1%
 Food waste recycling rate ···························· 58.7%
• Sustainable procurement (Japan) ············· 19.1%

Intellectual capital
• A robust franchise system and store 

management know-how and technology
• 7-Eleven’s trademark and brand strength
• Team Merchandising (Team MD)
• Item-by-item management

Manufacturing and sales capital
• Approximately 85,800 stores spread across 

20 countries and regions
• A strong value chain

• SEJ commissaries: 172 (156 of which 
manufacture only SEJ merchandise)

• SEI commissaries: 31 (two of which are 
dedicated commissaries)

Social capital
• Number of daily customer visits to Group stores: 

63.6 million
• Regional comprehensive partnership agreements 

with local governments in Japan: 331

Non-financial

• Robust cash-generating capability
• Application of accurate investment criteria 

reflecting the cost of capital
• External credit ratings that support optimal 

capital procurement

Financial
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Value Creation Process

Promoting a growth strategy centered on domestic 
and overseas CVS operations toward achieving the 
Ideal Group Image for 2030




