
ÆON’s environmental report was renamed in 2003 the “Environmental 
and Social Report (Sustainability Report),” more clearly putting forth 
the policy of ÆON Co., Ltd. to contribute to the building of a sustain-
able future society from the standpoint of a retail business. Annual re-
ports cite ÆON’s Basic Principles to benefit society (customers), 
ÆON’s Corporate Commitment, and the ÆON Code of Conduct. 
Specific activities being undertaken under these basic policies include 
tree-planting projects and community-based social-contribution activi-
ties such as Children’s Eco-Club. Most important of all, however, is the 
development and supply of safe and secure products for customers. 
ÆON carries such products under the TOPVALU brand, further sub-
brand food products with emphasis on safety and environmental con-
sciousness as TOPVALU Green Eye, and recycled paper and other recy-
cled articles as TOPVALU Kyokan Sengen. These brands are quite 
impressive. But how many TOPVALU products are actually on the 
shelves? Do shop attendants really understand the philosophy of TOP-
VALU products? Are customers actually buying these TOPVALU prod-
ucts? Indeed, these are the key points of my evaluation.

ÆON’s action policy for environmental-preservation and social-  
contribution activities can be described, in my view, as one of the par-
ticularly cutting-edge ones for Japanese companies. If this is the case, 
my job is to ascertain whether the top management’s policies are really 
understood by every staff member on the store floor and the policies’ 
impacts are being felt by customers or they are mostly talk and little ac-
tion. In 2004, I visited JUSCO Atsuta Store in Aichi Prefecture, a large-
scale outlet that opened its doors a year and a half ago. There, I first 
asked the store’s management staff about their own environmental con-
sciousness as well as such specific issues as staff education and ways of 
communication. Then, I walked through the store for on-site observa-
tion and posed a few questions directly to several sales attendants. Per-
haps partly because the store is relatively new, a large number of TOP-
VALU items were placed at highly visible spots in the store, with fairly 
nice descriptions of these items. I felt that salespeople were learning (or 
were compelled to learn) quite a lot about TOPVALU products and 
that ÆON’s philosophy on safe and environmentally conscious prod-
ucts was being shared among the executive staff as well as employees. 
However, as product information and other information were being 
supplied without adequate coordination, it appeared that employees 
sometimes had to provide customers with information they themselves 
did not fully understand (like changes in materials used). As far as safety 
and environmental issues are concerned, there would be little point in 
responding only after something harmful happened. Therefore, I view it 
necessary to give thought to a system for adequately managing the col-
lection of information and risks involved, all the more so as the size of 
the enterprise increases.

The Chairman of the Board of Directors spoke of the need 
for “enhanced auditing.” Whether or not auditing can be en-
hanced will be determined by whether or not the PDCA cy-
cle of “plan, do, check and act” functions effectively. Histori-
cally, auditing was perceived more often than not as 
nitpicking in Japan. But internal auditing indeed represents 
the PDCA checking function. Thus, the Chairman’s reference 
to the need for enhanced auditing indicates the intensity of 
ÆON’s efforts in this respect. ÆON is also boosting its ef-
forts in such areas as supply-chain management and traceabil-
ity. That said, these issues have come to be addressed only re-
cently in Japan, and as such I would hope that ÆON will 
keep leading the pack in these areas.

For further improvements in line with the President’s com-
mitments such as “Customers First” and “A Future of Limit-
less Promise,” I would like to see further efforts exerted in the 
following areas:

It is desirable for internal auditing to be improved further 
and conducted every year.

The environmental report addresses food security. It is de-
sirable for ÆON to enhance efforts toward securing not only 
the safety of food but also the stable supply of food and de-
scribe such efforts in the report. Exchanges with local com-
munities in Japan are a wonderful thing, but as a global en-
terprise, ÆON should be expected to describe such 
exchanges in other countries in more detail in the report. 
Global warming is an issue of paramount importance that 
could threaten the continued existence of mankind. To take 
the extreme view, the Kyoto Protocol can be considered too 
little too late. As such, I would hope that ÆON will put 
forth a more ambitious, longer-term goal, such as an “80% 
reduction in the use of fossil-fuel energy by 2050,” and pro-
pose drastic measures to attain that goal.

The ÆON report should be commended for its foresighted 
reference to biodiversity. But it would have been much better 
if the report had expounded on ÆON’s policy for this partic-
ular area with specific goals and explanations about its track 
record.

The ÆON report has been prepared in accordance with 
the Global Reporting Initiative (GRI) guidelines, but the ad-
dition of contrast tables would prove very useful for sustain-
ability efforts going forward. This report, in Editorial Policy, 
states that it covers a total of 156 ÆON group companies. 
This explanation is not clear enough. It is advisable to pro-
vide a little more specific description of the report’s coverage.
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ABL: Adelaide Blue Gum Pty. Ltd.
The company was established in Adelaide, Aus-
tralia, through joint capital investment by ÆON 
and six other companies, for the purpose of op-
erating afforestation projects, which will virtually 
assure us of carbon credits for the Kyoto Mecha-
nism and a stable supply of wood pulp for paper 
making. ABL is planting fast-growing eucalyptus 
seedlings in land areas at a rate of 1,000 hec-
tares per year for consecutive ten years, and 
starting in the 11th year, the 10-year-old euca-
lyptus trees will be felled for pulp. The land will 
then be cleared and replanted, and the cycle will 
be repeated every year.

ÆON people
ÆON people, our employees, are one of the 
most important assets for ÆON and are leaders 
in creating value at ÆON. Every ÆON person    
listens to the voices of his/her colleagues and 
respects his/her colleagues as he/she does  
him-/herself.

Best practice
The term “best practice” refers to the most effec-
tive and/or efficient way of doing something. 
When a store or affiliate company has a sales-
promotion method that has achieved a remark-
able advantageous effect, our prompt action to 
share this best practice within the ÆON group 
companies leads directly to improvements in our 
services.

Biomass
This is the generic name for biogenic resources 
that differ from fossil resources such as petro-
leum and coal. Biomass allows its sustained use 
as energy sources and raw materials. Biomass 
can be broadly grouped into resource crops such 
as corn and sugar cane, straw, and other not-  
exploited biomass material, as well as biomass 
originating from waste, such as food waste or 
scrap lumber from construction or demolition 
sites.

Food Artisan
In the Food Artisan project, collaborating with 
producers who have been maintaining local 
foodstuff tradition and taste in every region in 
the country, ÆON markets their products, and 
thus we provide an arena to enable them to 
continue their traditional local dietary cultures, as 
well as opportunities for dietary education. The 
Food Artisan project was developed based on 
customers’ comments and opinions extended in 
the first ÆON 21 Campaign. A panel of judges 
consisting of representatives of our customers 
and merchandising experts select products to 
become Food Artisan items from among the en-

tries made directly by local producers and those 
recommended by others. As of April 21, 2005, 
Food Artisan items total 325.

FSC: Forest Stewardship Council
FSC is an NGO with a membership system in 
which it accredits third-party organizations to 
“properly manage forests” in terms of planting 
and felling, thereby promoting efforts to “protect 
forests while capitalizing on timber harvested 
from those forests.” As of October 2004, the 
FSC-accredited forests extend over a total of 
some 47.01 million hectares round the world, 
and FSC has membership of 629 organiza-
tions/individuals in 74 countries. This sustain-
ability report is printed on paper stock made 
from wood pulp extracted from FSC-accredited 
forests.

GMS: General Merchandise Store
Paraphrased as “integrated retailing business,” 
the type of operation at a GMS is likened to a 
mass merchandise outlet with an abundant as-
sortment of goods covering food, clothing, and 
household goods. As it is based on store-facility 
development with minimum capital outlays and 
displays goods in the low-end price range on 
specified sales floors by product category in clus-
ters, a GMS is distinguished from department 
stores. JUSCO is a typical GMS.

Group synergy
Group synergy is defined as the multiple effect 
obtained by capitalizing on the diversity and 
economies of scale unique to a group. In diverse 
areas, including the procurement of commodi-
ties, sales promotion, and social-contribution ac-
tivities, group synergy brings about a multiplier 
effect to make 1 + 1 = 3 or 4, for example.

ISO: International Organization for Standard-
ization
ISO is the international cooperation institution 
founded in London in 1947 to develop and im-
plement unified standards and specifications. 
Headquartered in Geneva, 146 countries have 
joined ISO as of April 2003. Derived from the 
Greek “ISOS,” which means “equity,” the abbre-
viation ISO does not stand for the name of the 
institution in English.

Kyoto Mechanism
This is a mechanism to facilitate, through inter-
national cooperation, achievement of target re-
ductions in emissions of CO2 and other green-
house gases, to which countries participating in 
the Kyoto Protocol on Climate Change have 
committed. This mechanism includes “emissions 
trading,” which allows trading of allotted carbon 

credits among developed countries, “shared im-
plementation,” which distributes fruits of a joint 
project among developed countries who partici-
pate in the project, and the “clean development 
mechanism,” in which developed countries sup-
port emission-reduction efforts in developing 
countries and may take over the latter’s’ carbon 
credits in proportion to their contributions.

Local Production, Local Consumption
This means to consume foodstuffs produced in 
a locality in that locality. This approach not only 
saves distribution cost and energy, but also cre-
ates a linkage between the people who are in-
volved in the production and the consumers of 
the foodstuffs in question. Furthermore, this ap-
proach provides several advantages, which in-
clude preservation of local dietary tradition to 
pass down to the next generation, contribution 
to local dietary education, and community devel-
opment by means of quality foodstuffs.

Private brand (PB)
This is a brand attached to an original line of 
goods uniquely planned and developed by a re-
tailer. TOPVALU is a typical private brand that is 
developed taking into account customers’ voices 
and embodying ÆON’s ideals. As opposed to 
private brands, commodities produced by well-
known producers, and usually sold by various re-
tailers, are sold under “national brands.”

Supply-chain management
In this specific management practice, a series of 
businesses encompassing product development, 
procurement, manufacture, distribution and 
sales act as a chain linking suppliers and retail-
ers, and in turn, customers, and managed ac-
cordingly. ÆON believes it has accountability for 
the whole processes of the supply chain for 
TOPVALU in particular, and has established the 
“ÆON Suppliers CoC.” And, through these and 
other efforts, ÆON strives to develop a system 
that assures customers safety and a sense of se-
curity on the delivered commodities.

Traceability
As a compound word of “trace” and “ability,” 
“traceability” refers to a system able to identify 
safety of fresh foods by tracking their history 
back to the point of production. ÆON has initi-
ated this traceability service for certain domesti-
cally produced beef, pork, and farm products, for 
which customers themselves can retrieve pro-
duction records via the Internet on products they 
have purchased.
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