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Key principles towards 2030

Focus all of our resources on 

solving food and health issues

Strengthen Tangible 

Assets (Financial) 

Enhance Intangible Assets 

(Human resources / Customer assets)

Establish Profitable and 

Sustainable growth
(ROE>ROIC>ROA>WACC)

Sustainability of Society and the Earth 

Create Corporate Value 

(Corporate Brand Value, Employee Engagement, Market Capitalization)

ROIC

(＞WACC)

Organic

growth

Sales ratio of
core businesses

Add Consumer Value

Centered on Health 

Unit price growth

Our Customer

Transform management of 

HR & organization

Employee 

engagement

Our People Finance

Digital transformation （ＤＸ）

Priority KPIs
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Sustainability of Society and the Earth:

Reduce GHG by 50% by 2030 and mitigate economical risks

ESG issues Our solutions Targets Risk

Risks 

equivalent

to JPY 8-10B

Implement 

measures to 

reduce risks

Climate

change

• Participate in international 
initiatives

• Use energy-saving, renewable 
energy

• Contribute to the society with new 
technologies

Greenhouse effect 
gas reduction rate
FY25: Reduce by 30%
FY30: Reduce by 50% 
(vs. FY18)

• Reduce water use in the 
manufacturing process

• Conserve forest as source of water

Water use reduction rate1
FY30: Reduce by 80%
(vs. FY05)
Recharge rate of drinking 
water into forest
FY25:100%

Greenhouse 

effect gas

Water

risk

Sustainable

procurement

• Procure sustainable coffee beans, 
palm oil, paper, soy beans, beef

• Make procurement along the "group 
shared policy on better mutual 
relationship with animals"

Sustainable procurement 
ratio
FY30: 100% of issue 
materials

Food loss

• Reduce: compact packaging
• Recycle: 

Convert to mono-materials
Share industrial-government
collaborative technologies

• Improve manufacturing process yield 
• Expand destinations for effective use

Plastic waste
FY30: Achieve "Zero"

Food loss reduction rate2
FY25: Reduce by 50% 
(vs FY18)

Plastic 

waste

Food loss

Resource

circulating

society

building

1 : vs.  Production primary unit reduction rate  2 : From acceptance of raw materials to delivery to customer (Scope 1)
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1 E: Environment
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Sustainability of Society and the Earth:

(Reference) Initiatives to reduce plastic waste

Copyright © 2020 Ajinomoto Co., Inc. All rights reserved.

2020–2025 2026–2030

・Reduce amount of plastic used (e.g., thinner, more compact)

・Switch to alternative materials (e.g., paper) 

Reduce

Promote Reuse and Recycling

Recycle

Reuse
• Take part in LOOP, an online home delivery service where 

containers are collected, reused, and recycled, in which 

global food majors have announced participation, with roll 

out in 20 countries around the word under consideration

From 2026

Introduce recyclable packaging materials 

and recycling technologies on full scale
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(E.g.)

“Put in trash after use”

“Protect the global environment”

For LOHACO

Switch to paper packaging for 

100g AJI-NO-MOTO®

• Develop recyclable materials and packaging 

materials

• Develop recycling technologies for current 

packaging materials

• Use the back of packages to promote waste collection

1 E: Environment
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52%
63%

Nov 2018Jan 2018

Consumer perception of MSG has been improving

Image of MSG is improving
among dietitians

Ratio of nutritionists who responded that they have 

a positive image toward MSG1

Continuous fostering of an accurate understanding of MSG
• World Umami Forum in New York in Sep 2018

Revival of MSG is a future trend

Application of MSG in meat alternatives and major restaurant menus is 

becoming more common

Global leading research company

Mintel report "MSG Revival" (Sep 2019)2

1 : Results of survey conducted after World Umami Forum, 2. Mintel Reports US, Flavor Innovation on the Menu, 2019
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(Excerpt)
"It’s not until recent years that celebrity chefs and food 
scientists alike have begun to speak out and discredit this 
notion of MSG being harmful, stating instead that the poor 
perception stemmed from racism against Chinese 
Americans"

"But this trend may soon change in food products and 
restaurants alike as more consumers understand that 
MSG is not only safe, but a wonderful source of umami."

２ S: Society (our customer)
Slide from the FY2020–2025 MTP Presentation
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Consumer perception of MSG has been improving 

(Reference) Review of evidence for salt reduction by the international 

science journal Nature
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For health, try a pinch of deliciousness

Umami could be the missing ingredient in global salt reduction campaigns.

The use of MSG, or umami, may help food scientists reformulate popular products and reduce the sodium 

content without sacrificing taste.

２ S: Society (our customer)
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Started Umami Project in North America in 2018, Now Developing 

Activities in Each Region

Umami Project
Working to improve perception of MSG in U.S. by promoting 

usefulness based on salt reduction and thereby eliminating the 

negative image

South America

Using networks and KOLs to

promote usefulness of MSG, 

such as salt reduction

Europe, Africa, Middle East

Promoting usefulness and safety 

of umami in each region

North

America
Head office

ASEAN

Rolling out our Umami Project for ASEAN region 

focused on the Five Stars

Japan

• Correcting misperceptions about 

superiority of no chemical seasonings 

labelling

• Proactively educating to raise 

awareness of umami seasonings

S: Society (our customer)
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• Simpler organization eliminating 

any work which does not create customer value

• Faster organization with digital

• Streamlined management structure 

along regional and functional axes

New ways of
working

Faster response
to changes

• Increasing females in board and 

management-level employee to 30%2 by 2030
Female Talent Committee

Cultural shift to more open and to promote challenges

Increasing 
sales 

per person

Workforce
productivity

(FY19 = 100)

100

115

134

19 22 25

340

880

17-19 20-22 23-25

Invest more in our people to build organization

of solving social issues, and to enhance productivity

Investment in
our people

Increasing
HR investment 

per person1

Employee
Engagement

Diversity &
Inclusion

(Unit = 1,000 JPY)

More innovation

Copyright © 2020 Ajinomoto Co., Inc. All rights reserved.

1: Investment is calculated for Ajinomoto Co., Inc.  2. Ratio of Ajinomoto Co., Inc.

Stronger capability
to solve issues

• Penetrating ASV as one's own initiative
Each employee sets one's own ASV target

• Training to increase expertise in health issue 

and digital

• Alliance with startups, more internal 

entrepreneurs

S: Society (our people)
3 G: Governance

Slide from the FY2020–2025 MTP Presentation



8
Copyright © 2020 Ajinomoto Co., Inc. All rights reserved.

ASV as own 

initiatives

Understanding

Sensemaking

Resonance

Empathy

Execution

Realizing process

Monitoring

Improvement

Personal

development

Setting 

organizational and 

personal goals

ASV

Engagement survey

Dialogue with CEO

regarding MTP

Dialogue with GMs 

of each division

Participatory 

training

Ajinomoto Group

Accelerator
(Collaboration program with

outside ventures)
A-STARTERS

(In-house entrepreneur

development program)

Personal goal 

presentation

ASV stories 
sharing

応募
選考

ASV performance 

evaluation Improve literary for 

nutrition, environment 

and DX

Evolve Management cycle by OE1

(The related divisions in the company and between group companies are the customer)

ASV Management Cycle to reinforce 

‘ASV as own initiatives’ and personal development 

S: Society (our people)
3 G: Governance

1:Operational Excellence
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➢ Forward-looking statements, such as business performance forecasts, made in these materials 

are based on management's estimates, assumptions and projections at the time of publication. A 

number of factors could cause actual results to differ materially from expectations.

➢ This material includes summary figures that have not been audited so the numbers may change.
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