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3. Regeneration

Restore well-
being of the earth

We will actively conserve the 
environment and regenerate the 
earth back into a planet with 
abundant nature where diverse 
organisms coexist and thrive.

1. Hygiene

Protect well-being 
of the body

We will make hygiene products 
accessible, inspire good habits, 
protect people’s health, and 
realize an inclusive society in 
every community.

2. Life

Enhance well-being 
of lifestyles

We will provide services that 
enhance lifestyles, improve 
the quality of life, and 
enable people to lead 
happy and enriching lives.
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In anticipation of declining demand for newsprint 
and paper, the Group has shifted its product mix 
to products selling well, such as containerboard 
and household paper. As a result, the total 
production volume of all products remained at 
the same level as in 2014.

Swift decision-making and execution
×

Production system that flexibly
responds to demand changes
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responds to demand changes
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Daio Paper Group’s Vision and Medium-Term Business Plans

The Group made a fresh start as the restructured Daio Paper Group in 2012, and has since primarily pursued 

structural reforms and overseas expansion under its medium-term business plans. The Group set out its 

long-term vision with specific targets to be achieved by the fiscal year ending March 31, 2027 (FY2026): 

net sales of ¥800 billion to ¥1 trillion, 50% or more of which will be generated by the H&PC Business and 

30% or more from the H&PC overseas business, and an operating margin of 10%. Aiming toward the next 

growth stage and a new future, the Group will strategically transform its business portfolio to become a 

corporate group capable of continuous growth.

Product Mix Shifts through Structural Reforms

Management 
Philosophy

Overseas Business Expansion Trajectory

The Group has formulated medium-term 

business plans by backcasting from the 

targets set out in the long-term vision, 

and pursued two business strategies: 

reinforcing the business foundation 

and transforming the business 

portfolio through structural reforms; 

and strengthening and expanding the 

H&PC Business through expansion into 

overseas growth markets.

With regard to structural reforms, 

while maintaining full pulp production 

at the Mishima Mill, the Group 

promoted a strategic shift of product 

mix without stopping machines and 

increased its kraft pulp production. 

The Group has maintained its machine 

utilization rate and achieved greater 

competitive advantages by increasing 

the share of household paper and 

containerboard, which are experiencing 

growing demand, in its product mix. 

Regarding overseas business 

expansion, by establishing production 

bases in China, Thailand and Indonesia, 

the Group has built systems for local 

production and consumption in Asia, 

centered on baby diapers. Under the 

Third Medium-Term Business Plan, the 

Group conducted M&A in Brazil and 

Turkey, establishing new “entry points” 

in South America and MENA (Middle 

East and North Africa).

While implementing these business 

strategies, the Group is also striving 

to tackle climate change, which is an 

urgent global challenge, and other 

social issues from the ESG (environment, 

social and governance) perspective and 

to create a sustainable society, which 

the SDGs are aimed at, thereby aiming 

to realize its management philosophy 

of “Shaping an abundant and affable 

future for the world.”

Production Volume by Product Type (Daio Paper)

Net Sales Trend by Overseas Region
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Review of the Medium-Term Business Plans

Over the nine years from the First to Third Medium-Term Business Plans, the Group achieved significant improvements 
in business performance through the expansion of the H&PC Business, while maintaining stable sales in the Paper and 
Paperboard Business through structural reforms. The Group recorded increases in net sales and operating profit for eight 
and three consecutive years respectively, and successfully built the foundation for the next growth stage and a new future.

From the Fourth Medium-Term Business Plan onward, the Group will continue to implement a radical cross-business 
structural reform of the Paper and Paperboard Business and the H&PC Business. With regard to overseas expansion, the 
Group plans to promote multi-category business expansion (business multi-layerization) in a full-fledged manner by 
entering into new markets through its bases in Asia, Brazil and Turkey (expanding “point” to “surface”).

Value Creation Story Growth Strategies for Sustainable Value Provision

SECTION 02SECTION 01

The Second Medium-Term Business Plan                            (FY2015–FY2017):

Under the Second Medium-Term Business 
Plan, the Group continued to promote the 
structural shift of the paper business and 
shifted the product mix to maximize profit. 
It also worked to further strengthen the 
containerboard and corrugated container 
business by starting operation of the No. 3 
paper machine at Iwaki Daio Paper. 

With regard to the H&PC domestic 
business, the Group acquired paper 
products business from Nisshinbo Holdings, 
achieving an increase in market share of 
household paper products. The Group also 
worked to increase sales of high value-
added products by leveraging the strength 
of the Elleair brand, and expanded the 
domestic supply capacity for absorbent 
products by commencing operation of 

the Elleair Product’s Fukushima Factory As for 
overseas business, in addition to expanding its 
production facilities and broadening the product 
lineup to increase sales in Thailand, China and 
Indonesia, the Group expanded exports from 
Japan to Korea, Russia, Taiwan, etc. 

Furthermore, with regard to Cellulose 
Nanofiber (CNF), a new business that is expected 
to drive future growth, the Group worked to 
expand the CNF product lineup by starting the 
operation of a pilot plant for the production of 
dry powder type CNF.

●  Rebuilding of business foundation
●  Improvement of profitability of the paper business through cost 

reduction and structural shift of product mix
●  Strengthening of the containerboard and corrugated container business
●  Expansion of Home and Personal Care (H&PC) Business

R
eview

B
asic Po

licies

●  Structural shift of the 
paper business

●  Strengthening of the 
containerboard and 
corrugated container business

●  Further growth and acceleration of 
H&PC Business

●  Development of new businesses/
Cellulose Nanofiber (CNF)

Promoted H&PC overseas 
business expansion 
Achieved significant 
expansion of net sales 
through domestic M&A
Failed to achieve the profit 
target

●  Radical cross-business structural reform of Paper and 
Paperboard Business and H&PC Business

●  Global expansion and strengthening of profitability of H&PC 
Business

●  Early commercialization of Cellulose Nanofiber (CNF)

Promoted structural 
reforms and 
improvement of 
financial strength to 
rebuild the business 
foundation

(Billions of Yen) Targets Results

Net sales 450.0 450.2

Ordinary profit 22.5 21.7

Interest-bearing debt 400.0 375.0

Equity ratio 17% 23.7%

Net debt to equity ratio 3.8 2.4

(Billions of Yen) Targets Results

Net sales 500.0 531.3

Ordinary profit 25.0 12.8

Net interest-bearing debt 250.0 280.0

Equity ratio 28% 25.9%

Net debt to equity ratio 1.5 1.6

(Billions of Yen) Targets Results

Net sales 615.0 562.9

Operating profit* 32.0 36.9

H&PC overseas net sales ratio 15% 11.1%

ROE 8% 10.1%

Net debt to equity ratio 1.6 1.3

Conducted cross-
business structural 
reforms and overseas 
M&A 
Achieved targets for all 
items other than net 
sales

The First Medium-Term Business Plan (FY2012–FY2014):

Step-up—Leap and Expand Move on: Reform and Soar Above

The Third Medium-Term Business Plan (FY2018–FY2020):

Net Sales and Operating Profit by Business

Under the First Medium-Term Business Plan, in response to a continuing decline in demand for 
paper and in order to maintain full pulp production at the Mishima Mill, the Group embarked on 
a structural reform. Aiming to improve the profitability of the paper business through thorough 
cost reduction and structural shift of the product mix, the Group worked to reduce pulp costs by 
increasing kraft pulp production and improve the profitability of paper products by shifting to 
higher value-added products. At the same time, in order to build an optimal production system 
that meets demand, the Group converted paper machines at the Kani Mill and the Mishima 
Mill into containerboard machines to respond to increasing demand for containerboard. It 
also promoted the merger and integrated operation of corrugated container subsidiaries to 
strengthen the containerboard and corrugated container business. 

Meanwhile, to further expand the H&PC Business as part of its growth strategy, the Group 
established factories in Thailand in 2011, in China (Nantong) in 2012, and in Indonesia in 2014 
to produce mainly baby diapers, thereby building 
systems for local production and consumption in 
Asia. 

The Group also worked on revamping its 
governance structure and improving its financial 
strength in order to rebuild its business foundation.

Under the Third Medium-Term Business Plan, the Group launched a radical cross-business 
structural reform of the Paper and Paperboard Business and the H&PC Business. The 
Group resumed operation of the Kawanoe Mill in October 2018 to produce household 
paper by using pulp that was made available by shifting from paper to containerboard, 
and also strengthened the paper products business acquired from Nisshinbo Holdings. 
Through these measures, the Group increased its share of the household paper products 
market and strengthened the profitability of the H&PC Business. As for growth strategies, 
the H&PC overseas business focused on expanding sales of premium toilet tissue in 
China. Furthermore, the Group established new operation bases in new markets in South 
America and MENA through M&As in Brazil (Santher S.A.) and Turkey (Özen A.S.). In new 
businesses, the Group commenced the biomass power generation business using the feed-
in tariff (FIT) scheme in July 2020. Also, progress was seen in the commercialization of CNF 
(as material for table tennis rackets, materials for electric vehicle [EV] racing cars, etc.).

●  Continuation of ongoing structural reforms and promotion of overseas growth 
strategies (bringing overseas business into the black)

●  Promotion of management that is conscious of capital efficiency and strengthening of 
financial strength

Review ReviewReview

●  Further structural shifting of the paper 
business

●  Strengthening of production facilities 
of the H&PC Business

Issues

●  Radical structural reform from paper business to 
growth business

●  Expansion into new overseas markets

Issues Issues

* Operating profit is used as a profit indicator from the 3rd MTBP.

Restart—Solid Reform and Further Growth
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●  Newsprint and paper
●  Industrial paper and 

corrugated containers

●  Household paper
●  Baby diapers

●  Feminine care products
●  Adult diapers

●  CNF business
●  RFID business (IC tags)

●  Maintain stable supply
●  Strengthen printing and 

corrugated containers in the 
processing field

●  Shift to product types where 
demand is anticipated

●  Capture e-commerce demand 
and demand generated by a 
growing trend toward plastic 
reduction

●  Solidify the household paper business 
and strengthen the absorbent products 
business

●  Increase brand loyalty
●  Strengthen e-commerce sales channels
●  Continually offer high-quality, high value-

added products
●  Respond to the with/after-COVID-19 

society

●  Premium strategy
●  Accelerate expansion 

into growth segments 
and areas

●  Accelerate growth 
through M&A

●  Promote multi-category 
business expansion

●  Swift commercialization of the 
CNF business

●  Entry into potential growth 
markets

Overview of the Fourth Medium-Term Business Plan

The Next Growth Stage, to a New Future

In FY2021, the Daio Paper Group launched its Fourth Medium-Term Business Plan under the slogan “GEAR UP: 

The Next Growth Stage, to a New Future.” Toward achieving its long-term vision, the Group will shift into high 

gear to accelerate its initiatives to shape a new future.

Value Creation Story Growth Strategies for Sustainable Value Provision

SECTION 02SECTION 01

Basic Policies of the Fourth Medium-Term Business Plan

Net Sales and Operating Profit Results and Outlook by Segment 

Overview of Strategies of Each Business Group

Amid shrinking demand for paper, the Paper and Paperboard 
Business aims to strengthen its performance through 
comparative advantages, by shifting to product types where 
high demand is expected and by capturing e-commerce 
demand and demand generated by a growing trend toward 
plastic reduction. The H&PC Business seeks to maximize 
growth opportunities by turning the overseas business into 

a growth driver of the entire Group, while expanding market 
share across all categories: household paper, baby diapers, 
feminine care products, and adult diapers.

Amid growing environmental awareness, in addition to 
these businesses, the Group will strive to develop the CNF 
business and the RFID business into a third business pillar, 
thereby leading to creation of future growth opportunities.

FY2020FY2019FY2018

34.5

0

34.5

-1.9

62.6

-0.8

FY2023
(Target)

135.0

7.0

FY2020FY2019FY2018

316.5

8.1

FY2023
(Target)

330.0

18.0

317.8

19.9

302.5

19.6

Paper and Paperboard Business H&PC Overseas Business
■ Net sales　■ Operating profit ■ Net sales　■ Operating profit

FY2020FY2019FY2018

160.6

4.3

FY2023
(Target)

225.0 23.0

170.2

9.9

175.4
15.5

■ Net sales　■ Operating profit

(Billions of Yen)

H&PC Domestic Business

Establish a strong and resilient 
business portfolio

1
Improve financial strength

2
Respond to climate change

(Achieve carbon-neutral status by 2050)
P&P Business

Material issues

H&PC Overseas Business New Businesses

Pursue further growth 
opportunities

Maximize growth opportunities
Create future growth 

opportunities

Strengthen the business through 
comparative advantages

Expand market share across all 
categories

Overseas business will lead 
growth Create a third business pillar

●  Accelerating decline in 
graphic paper demand

●  Increasingly diverse packaging 
uses

●  Structural growth of 
e-commerce market

●  Rise in hygiene consciousness
●  Lifestyle changes
●  Fragmentation and 

diversification of uses

●  Structural growth of 
e-commerce markets

●  Progress of the aging society

●  Increase in consciousness of 
environmental conservation

●  Economic growth in 
developing countries

●  Change in social issues

Environmental changes Environmental changes Environmental changes

3

●  Build an even greater competitive advantage 
in the Paper and Paperboard Business 
through continuous structural reforms

●  Lead the Group’s growth through faster 
multi-category business expansion and 
further acquisitions in the H&PC Business

●  Create future growth opportunities 
through new businesses such as CNF

●  Strengthen cash generating capacity and 
improve cash flow by capitalizing on the 
results of structural reforms and strategic 
investment

●  Promote management conscious of capital 
costs and return on capital by introducing 
ROIC as a management indicator

●  Obtain and maintain a credit rating of A 

Aim to achieve consolidated net sales of 720.0 billion yen in FY2023 (+157.1 billion yen from FY2020) 
and consolidated operating profit of 51.0 billion yen in FY2023 (+14.1 billion yen from FY2020)

Prioritize allocation of investment to 
H&PC, a growth business 

●  Promote the use of renewable energy, 
aiming to achieve decarbonization by 2050

●  Continually engage in proper plantation 
management and expansion of plantation 
areas

●  Promote a shift to environmentally friendly 
materials through CNF and plastic-free 
product businesses

1st MTBP 
(FY2014)

2nd MTBP 
(FY2017)

3rd MTBP 
(FY2020)

4th MTBP 
(FY2023)

Vision for 5th MTBP 
(FY2026) 

Net sales 450.2 531.3 562.9 720.0 ¥800 billion to ¥1 trillion

Operating profit (Operating margin) 21.8（4.8%） 11.1（2.1%） 36.9（6.6%） 51.0（7.1%） 80.0-100.0（10%）

H&PC overseas net sales ratio 4.9% 7.7% 11.1% 18.8% 30% or more

ROE 10.0% 2.2% 10.1% 10% or more 12% or more

Net debt to equity ratio 1.9 1.6 1.3 1.0 Less than 1.0 

(Billions of Yen)

3rd MTBP (FY2020) 4th MTBP (FY2023) Targets

Business segment
Net sales

(Billions of Yen)
Operating profit 

(Billions of Yen)
Operating 

margin
Net sales

(Billions of Yen)
Operating profit 

(Billions of Yen)
Operating 

margin

Paper & Paperboard 302.5 19.6 6.5% 330.0 18.0 5.5%

H&PC 238.0 14.7 6.2% 360.0 30.0 8.3%

(Breakdown) Domestic 175.4 15.5 8.8% 225.0 23.0 10.2%

Overseas 62.6 -0.8 ー 135.0 7.0 5.2%

Other businesses
(including adjustments) 22.5 2.6 11.4% 30.0 3.0 10.0%

Total 562.9 36.9 6.6% 720.0 51.0 7.1%

For the first time, sales of the H&PC Business will surpass 
those of the Paper and Paperboard (P&P) Business

H&PC Domestic Business

Strategic transformation of business portfolio Acceleration of global expansion Creation of new businesses

2827 Integrated Report 2021Integrated Report 2021



Value Creation Story

SECTION 01 SECTION 04
Data and Information

SECTION 02
Growth Strategies for Sustainable Value Provision Foundation Underpinning Sustainable Growth

SECTION 03

Supporting the Group’s Progress through to FY2026 with 

Solid Financial Foundation and Effective Risk Management

Toshihiro Adachi
Executive Vice President and Representative 
Director, Executive Vice President
(Responsible for Corporate Unit, Compliance 
and Sustainability; General Manager of Business 
Administration Division, Corporate Unit)

Message from the Officer Responsible for Financial Affairs

Looking back 10 years ago, we were in a financial 
situation with high debt levels. In FY2011, the year before 
the First Medium-Term Business Plan was started, the net 
debt to equity ratio was 3.7 times. In addition, having 
plenty of cash on hand, we had many problems with fund 
operation efficiency. 

Externally, the Group announced its vision and 
medium-term business plan, and made a fresh start 
as a new Daio Paper Group. To improve our financial 
position, we introduced a cash management system that 
centralizes the entire Group’s cash management. 

By consolidating the fund procurement functions 
of the 32 affiliated companies into the Finance Unit 
at Daio Paper Headquarters and introducing such a 
cash management system, we managed to reduce the 
number of banks that we did business with to one-
fourth from 100 to 25 and interest-bearing debt by over 
40 billion yen, improving fund operation efficiency. We 
enhanced the governance of our subsidiaries by enabling 
constant monitoring of their bank accounts through the 
cash management system and consolidating payment 
operations into the Daio Paper Headquarters. 

We also organized and sold non-core assets to 
streamline the balance sheet. As a result, Daio Paper’s 
credit rating improved from BB in the 1st MTBP to BBB+ in 
the 3rd MTBP. We also diversified our fund procurement 
methods such as by issuing bonds. 

With regard to growth investments, we carefully 
selected investment projects during the six years of the 1st 
and 2nd MTBPs. With a significantly improved financial 
position during the period of the 3rd MTBP, we made 
growth investments with high leverage. Also, we were 
able to receive preferential treatment in interest rates as 
we were borrowing a greater amount from each bank 
because of the substantial reduction in the number of 
banks from which we procured funds.

Through these series of financial improvement 
measures, our financial position has steadily improved, 
and I believe the results are visible: the net debt to equity 
ratio improved to 1.3 times as of the end of FY2020, and 
net sales, ordinary profit and net profit reached record 
highs in FY2020. In the first year of the 4th MTBP (as 
of September 2021), we obtained a credit rating of A- 
(Stable) from both JCR and R&I.

Q   Please summarize financial achievements over the last 10 years.

One of the three basic policies of the 4th MTBP is to improve 
financial strength. To strengthen cash generating capacity to 
enable further growth under the 5th MTBP, we will work to 
improve cash flow. 

In view of the uncertain economic outlook, we will carefully 
select capital investment projects for the three years of the 
4th MTBP in line with our basic policy of keeping investments 
at the same level as depreciation expenses of the same 

Q   How would you, as the officer responsible for financial affairs, contribute to achieve the Fourth 
Medium-Term Business Plan?

Over the three years of the 4th MTBP, we plan to make 
capital investments of approx. 125 billion yen, of which 
76.5 billion yen will be allocated to growth investments 
centered on the H&PC Business. Although we will strive 
to maintain net sales of approx. 300 billion yen annually 
in the Paper and Paperboard Business, which has thus 
far driven the growth of the Group, the H&PC Business 
will become the future growth engine of the Group as 
the paper market itself is shrinking. In Japan, the H&PC 
Business is expanding its market share in all categories, 
centered on household paper (facial tissues, toilet 
tissues, etc.) and absorbent products (baby diapers, etc.). 

Overseas, in addition to China, Thailand and Indonesia, we 
have increased our operation bases through acquisitions 
in Brazil and Turkey. Out of growth investments of 
76.5 billion yen, we will allocate 55.5 billion yen to the 
H&PC Business, and 10.5 billion yen each to the Paper 
and Paperboard Business and new businesses including 
Cellulose Nanofiber (CNF), which is expected to contribute 
to decarbonization in the long run. 

Aside from this 125 billion yen, 30 billion yen is 
reserved for M&A investments. We will flexibly mobilize 
these funds for projects that can lead to the growth of the 
Company.

Q   Tell us about your asset allocation strategies to achieve sustainable growth.

In the past, we judged whether or not to invest in a project 
based primarily on the payback period method and business 
strategies. From the 4th MTBP, we will introduce ROIC to 
evaluate capital investments and measure the progress 
of specific measures. In ROIC analysis, rather than simply 
comparing the business groups side-by-side, we will evaluate 

the business groups' progress toward their respective goals 
and take into account market size and growth potential. 
Also, in our investment decision-making process, we 
will evaluate various factors comprehensively—not only 
monetary return, but also non-financial indicators such as 
CO2 emission reduction effects.

Q   How do you analyze and judge individual investment projects?

We consider shareholder return to be one of our most 
important management issues, and have made it a policy 
to maintain stable dividend payment. In the future, 
while maintaining stable dividend payment with due 
consideration given to maintaining a balance with growth 

investments and financial soundness, we will introduce DOE 
(dividend on equity ratio) as a new indicator and reflect the 
increase in net assets accompanied by business growth in 
shareholder returns. Our DOE was 1.2% in FY2020. We aim 
to achieve a DOE of 2.0% in the medium to long term. 

Q   What is the shareholder return policy of Daio Paper?

We aim to achieve net sales of 800 billion yen to 1 trillion 
yen in FY2026, the final year of the 5th MTBP. During the 
course of implementing growth strategies, such as M&A, 
production facility expansion and overseas expansion, 
we will most certainly have to deal with risks related to 
finance and accounting, the environment, IT security, legal 
compliance, etc.

The strengths of our Company are its ability to embody 
ideas, make speedy investment decision and execute 
them, and its ability to generate profits quickly through the 
speedy start-up of machines and new companies. These 
strengths lead to the speedy growth of the Company. 

I always tell the Corporate Unit staff, “Never let the 

Company stop growing,” or not to put brakes on the speed 
of growth of the Company.

To prevent risk management from slowing down 
the growth strategies that the line divisions such as sales 
and production are pushing, I want to establish a system 
that makes it possible to preempt risks by anticipating the 
activities and movement of the line divisions, identifying 
and eliminating the pitfalls which may turn into risks, and 
thereby allowing them to continue at full speed.

To this end, by using the skills matrix of the Corporate 
Unit, we will strive to develop people with specialized 
knowledge and excellent skills to identify, analyze and deal 
with potential risks.

Q   Lastly, could you tell us about issues that you recognize at the moment?

period. We will also strive to maintain a credit rating of A 
(JCR, R&I) during the period of the 4th MTBP to achieve a 
higher credit rating during the 5th MTBP. 

Also, to improve capital efficiency, we will promote 
management that is conscious of capital cost and return 
on capital. To this end, in addition to ROE, we have 
introduced ROIC (Return on Invested Capital) as an internal 
management indicator for evaluating the profitability of 
each business and investment decision. 

Toward the 5th MTBP, the Group will promote the 

further expansion of overseas business and the acceleration 
of e-commerce business in Japan and overseas. We will 
provide proper support in the accounting and financial 
aspects to enable each business group to respond effectively 
to external changes. To this end, the accounting and 
financial team will focus on three priorities: (1) strengthening 
the Group governance system in Japan and overseas, (2) 
developing accounting and finance personnel with global 
competencies, and (3) enhancing corporate value through 
disclosure of non-financial information and IR activities.
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Proposing total packaging solutions 
with new materials that make 
packaging sustainable

Newsprint and Paper Business Group Industrial Paper and Containerboard Business Group

Toward Achievement of the Fourth Medium-Term Business Plan

Overview and characteristics of the Business Group
One of the strengths of the Newsprint and Paper Business Group is 
that it strives to improve profitability by keeping paper machines at 
full production and selling out products. We achieve this by making 
full use of highly competitive pulp of the Mishima Mill to shift 
its product mix through cross-unit machine conversion. We also 
implement collaborative sales activities (integrated operations) that 
disregard the boundaries of Group companies and departments. 
Such collaboration enables us to propose integrated total solutions 
to end users, covering the entire spectrum from paper (upstream) 
to printing (downstream). Our ability to provide total solutions is 
another strength that differentiates us from our competition.
Perception of the market environment (risks and opportunities)
Due to the COVID-19 pandemic, demand for paper declined by 
20% in FY2020 from the previous year. With the acceleration of 
digitalization and a shift to paperless operations, it is hard to picture 
a recovery in paper demand even after the COVID-19 pandemic 
subsides. We expect that paper demand will continue to decline 
by 5% every year. In the face of this difficult situation, we will 
strive to expand sales of high value-added products among our 
paper product lineup by further promoting machine conversion 
and product mix shift. In response to increasing needs from our 
business partners for products that contribute to the SDGs, we will 
also promote a structural shift through the development of new 
environment-friendly products.
Contribution to the achievement of the Medium-Term Business Plans
In a situation where a substantial recovery in demand is unlikely, 

we will strive to transform the newsprint and paper business into a 
stronger and leaner business. We will leverage the advantages of 
the Mishima Mill to pursue a shift to high value-added products and 
maintain high operating rates while restructuring the product mix. 
Also, despite declining demand for commercial printing, demand for 
high value-added printed materials (stickers, labels, business forms, 
etc.) is expected to remain firm. We will work to strengthen one-stop 
sales across all product types, and expand sales of high value-
added printed materials to further expand net sales of the printing 
business from 33 billion yen in FY2020 to 40 billion yen in FY2023, 
thereby maximizing total profitability from paper to printing. The 
Paper & Paperboard Unit achieved net sales of 302.5 billion yen 
and operating profit of 19.6 billion yen in the final year of the Third 
Medium-Term Business Plan (FY2020). The targets for the final year 
of the Fourth Medium-Term Business Plan (FY2023) are net sales of 
330 billion yen and operating profit of 18 billion yen.
Resolution of social issues through business activities
We expect that people’s hygiene consciousness which have 
heightened amid the COVID-19 pandemic will continue to remain 
high in the future. Seeing this as an opportunity, we will actively 
propose antibacterial and antiviral films. Also, in light of growing 
public interest in a decarbonized society, we will continue to actively 
provide environment-friendly products, such as paper made from 
recovered paper, paper materials that can replace plastic materials 
or laminated paper, water-disintegrable self-adhesive paper, and 
FSC-certified paper, to help address social issues and achieve the 
SDGs through our business.

Overview and characteristics of the Business Group
One of the strengths of our Business Group is its ability to provide 
total packaging solutions, by taking advantage of its extensive 
lineup of wrapping and packaging paper (containerboard, 
corrugated container, wrapping paper, functional paper, etc.) 
and integrated operations across divisions. Daio Paper is the only 
company in the industry that can offer one-stop delivery of all types 
of containerboard. Regarding market positions in the industry, the 
Company ranks fourth in containerboard, fourth in corrugated 
containers, and second in packaging paper. The Company boasts 
an industry-leading comprehensive product lineup, ranging from 
lightweight paper to heavyweight paper and functional paper.
Perception of the market environment (risks and opportunities)
Amid the progress of integration of papermaking and converting in 
the industry, our Company is also pursuing M&As with downstream 
corrugated container and bag manufacturers. At the same time, we 
are also working to create a loose alliance network to strengthen 
relationships with independent converting companies. Also, with 
growing global momentum toward plastic-free packaging, we 
will strive to expand sales of EliPla Paper, which we are marketing 
as an alternative material to plastic for containers and cutlery, and 
heat-sealable paper and RPS (Reduce Plastic Support) paper by 
proposing them as materials that reduce plastic use in secondary 
food packaging.
Contribution to the achievement of the Medium-Term Business Plans
The Paper & Paperboard Unit’s targets for the final year of the 
Fourth Medium-Term Business Plan (FY2023) are net sales of 330 
billion yen and operating profit of 18 billion yen. With regard to 

the containerboard business, we aim to achieve an operating 
margin of 5% or more by bringing the business of export sales of 
containerboard manufactured by the N7 machine into the black. 
Regarding the packaging paper business, to capture demand 
generated by a growing trend toward plastic reduction and 
elimination, we will speed up the expansion of sales by proposing 
value-added final products directly to end users, so as to capture 
the No. 1 market share in the industry (from the current 22% to 
26%). With regard to the corrugated container business, we aim 
to achieve net sales of 60 billion yen by keeping existing facilities 
at full production, expanding the business through M&A activities, 
and considering overseas expansion of the corrugated container 
business through the use of overseas bases for the H&PC Business.
Resolution of social issues through business activities
By taking advantage of our broad lineup of packaging paper, 
from lightweight paper of 5 gsm (grams per square meter) to 
heavyweight paper above 1,000 gsm, we will propose paper 
alternatives to replace plastic containers and cutlery and 
plastic secondary food packaging, in order to contribute to the 
achievement of the SDGs through the reduction and elimination 
of plastic use. Furthermore, in the Japanese culture, we wrap 
something with paper not just because we want to cover it. We 
wrap things in paper to treat them carefully. We also wrap gifts 
in paper because we want to please the recipient. In this era of 
digitalization, the Daio Paper Group would like to contribute to 
enriching people’s lives by passing down and developing the 
unique and fascinating Japanese culture of paper wrapping as a 
way to connect the hearts of people.

Message from the General Manager of the Business Group

Promoting the development of new products 
that contribute to the resolution of social issues 
and those that respond to market  
needs to make up for  
declining demand

Message from the General Manager of the Business Group

Tetsuya Kawabata
Executive Officer

General Manager of Newsprint and Paper Business Group,
Paper & Paperboard Unit

Atsushi Ishida
Director, Managing Executive Officer

General Manager of Industrial Paper and Containerboard Business Group,
Paper & Paperboard Unit

Paper & Paperboard Unit

[New product]
EliPla Premium Series stir sticks

[Functional product]
Outer package that uses FS-RPS
(Fujiya Co., Ltd.)
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Self-adhesive paper that uses 
paper recycling friendly adhesive
“WD-ECO Tack”

[Functional product]
Antibacterial/antiviral film
“Vires Adhesive Sheet”
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Domestic Business Group Overseas Business Group

Overview and characteristics of the Business Group
Since its market launch in 1979, Elleair has been widely recognized 
as a daily necessities brand by many consumers and has been 
trusted for its high quality. The Elleair brand holds the No. 1 market 
share position in the household paper market (facial tissue, toilet 
tissue and kitchen towel).* Another strength of our Business Group 
is a flexible production system that can flexibly respond to changes 
in the market and business environment. Currently we are working 
to expand and reinforce our production facilities to respond to 
changes in market needs caused by the COVID-19 pandemic.
Perception of the market environment (risks and opportunities)
Due to heightened hygiene consciousness amid the COVID-19 
pandemic, the use of paper towels and the frequency of use of 
sanitizing wet tissue products have increased. Also, with an increase 
in the number of people staying home, demand for kitchen 
towels and house cleaning products is expanding. To capture 
opportunities presented by increased demand for household paper 
products, we will continue to enhance our product lineup to better 
meet consumer needs and proactively introduce high value-added 
products. In the meantime, demand for baby care and feminine 
care products is expected to decrease due to population decline. 
We will strive to expand the market share of these products by 
proposing products that offer value (value = benefit/cost) and 
excitement to consumers.
Contribution to the achievement of the Medium-Term Business Plans
In the final year of the Third Medium-Term Business Plan (FY2020), 
the Domestic Business Group of the H&PC Unit achieved net sales 
of 175.3 billion yen and operating profit of 15.4 billion yen, both 

record highs, and an operating margin of 8.8%. Under the Fourth 
Medium-Term Business Plan, we will strive to achieve the targets 
of net sales of 225 billion yen, operating profit of 23 billion yen, 
and operating margin of 10.2% for FY2023, thereby driving the 
Group’s growth. We have been able to contribute significantly to 
the growth of sales and profits by launching into a new product 
category of disposable masks and expanding sales of sanitizing 
wet tissue products and paper towels, while rapidly changing the 
production system to respond to changes in market needs. In the 
future we will continue working to ensure stable supply of products 
while optimizing production, sales and inventory management.
Resolution of social issues through business activities
“Period poverty” has become a global issue in recent years. The 
Group also regards it as a major social issue. Meanwhile, increasing 
recognition of Daio Paper’s menstrual product brand “Elis” is 
essential to expanding sales of the absorbent products business. To 
address both of these issues together, the Group launched a project 
named the “Heart Support Project” in 2018, under which various 
activities have been carried out in Africa (Kenya and Zambia) to 
support women’s independence, including menstruation education 
and access to job training. In Japan, the Group also carries out 
support activities for women through the donation of sanitary 
napkins to local governments. Also, as part of our efforts to reduce 
plastic use, we have marketed a paper-packaged toilet cleaning 
sheet product (a limited-time product) under the Kirekira! brand, 
the first such product in a paper secondary packaging in Japan. We 
will continue to undertake businesses that will lead to solutions to 
social issues while working to enhance our brand value.

Overview and characteristics of the Business Group
With the rise of local manufacturers, the competitive advantage 
of “Made in Japan” for daily necessities such as disposable diapers 
and household paper—the products that we provide—is fading. In 
line with our basic policy of local production for local consumption, 
we address local issues locally, together with local employees. 
Specifically, we work together with local employees to identify local 
consumer trends, predict market trends by observing purchasing 
habits at stores, and make decisions quickly. One of our Business 
Group’s strengths is that we sensitively perceive changes in 
consumer preferences and market trends, predict what they will be 
in a year or two years’ time, and respond quickly.
Perception of the market environment (risks and opportunities)
In terms of risks and opportunities, we have identified the following 
four items (risk → opportunity): (1) Temporary or permanent closure 
of stores due to the spread of COVID-19 → Strengthen e-commerce 
sales (find new distributors, strengthen sales promotion); (2) 
Declining birthrate → Promote multi-category business expansion—
not only baby-related products, but also feminine care and 
household paper products, wet tissues and healthcare products; 
(3) Exchange rate fluctuations → Control export sales; and (4) Rise 
of local manufacturers → Develop new technologies, and obtain 
patents and register designs in each country.
Contribution to the achievement of the Medium-Term Business Plans
To achieve an overseas net sales ratio of 30% or more in the final 
year of the Fifth Medium-Term Business Plan (FY2026), we have 
set targets of net sales of 300 billion yen and an operating margin 
of 10% for FY2026. To reach these targets, in the final year of 
the Fourth Medium-Term Business Plan (FY2023)—the midpoint 
year toward FY2026, we aim to achieve net sales of 135 billion 
yen and an operating margin of 5.2% or more. In China, we will 

promote multi-category business expansion in a full-fledged 
manner, while continuing strategic investments to enhance the 
brand value of our products, focusing on the GOO.N brand. In 
Southeast Asia, in addition to further advancing our multi-category 
business expansion strategy to respond to increased demand for 
household paper products and wet tissues due to rising hygiene 
consciousness, we are also reviewing our distributor policy to 
reflect the characteristics of each area. We are expecting that the 
Southeast Asian business will turn into the black. In terms of human 
resources, at present, 70% of employees who are managers and 
above are local hires. As we hope to further promote qualified 
local employees to executive positions, we will set clear targets and 
continue our efforts to develop human resources.
Resolution of social issues through business activities
In order for the Group to grow sustainably overseas, we respect 
the culture, religions and customs of each country, and will 
continue the following activities in keeping with our mission to 
resolve social issues through our business: (1) Sell alcohol-based 
sanitizing wet tissues to help prevent the spread of COVID-19, 
(2) Sell individually packaged disposable diapers for low-income 
consumers in traditional shops (warung) in Indonesia, and (3) As 
part of our preparation to enter developing countries such as those 
on the Africa continent, implement various local initiatives including 
awareness-raising activities (menstruation education, etc.) and 
job training support. We will also promote various initiatives to 
address environmental issues while also achieving cost reduction. 
Such initiatives include eliminating/reducing the use of plastics, 
recycling production rejects from manufacturing operations, and 
shifting from buying electricity to generating power in-house using 
renewable energy (solar power).

Message from the General Manager of the Business Group

Strengthening the product lineup to meet  
consumer needs, while proactively 
introducing high value-added  
products

Message from the General Manager of the Business Group

Aiming to achieve overseas business 
net sales ratio of 30%

Hiroyuki Shidara
Director, Managing Executive Officer

General Manager of Domestic Business Group, Home & Personal Care Unit

Toshiki Yamagami
Managing Executive Officer

General Manager of Overseas Business Group, Home & Personal Care Unit;
General Manager of Overseas Business Promotion Division, Overseas Business Group, Home & 

Personal Care Unit

Home & Personal Care Unit
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[Newly launched product]
Kirekira! Room Cleaner
(disposable cleaning wipes)

[Functional product]
GOO.N Plus
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*Source: INTAGE SRI (nationwide retail store tracking research) Facial tissue/toilet tissue/kitchen paper towel market (in value terms in FY2020)

[Newly launched product]
Thailand  Baby diapers 

(Mommy Kiss)

[Functional product]
China  Alcohol-based sanitizing 

wet tissues
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37.0
billion yen

FY2023

62.0
billion yen

FY2023

1.9*
billion yen

FY2020

6.4
billion yen

FY2020

8.0
billion yen

FY2023

14.0
billion yen

FY2023

31.7
billion yen

FY2020

22.6*
billion yen

FY2020

East Asia

Central and 
South America

Southeast Asia

FY2020 62.6 billion yen

FY2023 135.0 billion yen
(including 14.0 billion yen 
from new M&A activities)

Overseas Net Sales Targets by Region

MENA + Russia
(Middle East, North Africa)
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Baby
diapers
55％

Baby
diapers
64%

Baby
diapers
95％

Adult diapers,
wet tissues, other

Household paperHousehold paperHousehold paper

Feminine care

Feminine care

Adult diapers,
wet tissues, otherAdult diapers, 

wet tissues, 
otherFeminine care

135.0
billion yen

FY2023

62.6
billion yen

FY2020

34.5
billion yen

FY2018
45％36％5％

2020 2023

8%

32% ● Household paper products
● Feminine care products
● Adult diapers

■ Baby diapers
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Overseas Strategies and Specific Initiatives

Under the Fourth Medium-
Term Business Plan, the Daio 
Paper Group aims to further 
expand the Home & Personal 
Care (H&PC) overseas business, 
as its core growth engine, 
through multi-category business 
expansion in existing markets 
and entry into new markets. 
Daio Paper will strive to achieve 
positive operating profit across 
all overseas subsidiaries, realize 
synergies in Brazil and Turkey, 
into which it has made its full-
scale entry through M&A, and 
expand export businesses.

Under the management philosophy of “Shaping an abundant and 

affable future for the world,” the Group has been undertaking 

various initiatives to resolve social issues at its overseas bases. Those 

initiatives include installing solar panels on factory roofs to use clean 

energy and reduce greenhouse gas emissions, and installing green 

curtains made of climbing plants to save energy. The factory in 

China held a commemorative event for the first time in two years to 

celebrate its ninth anniversary, boosting staff morale.

In October 2018, we commenced sales 
of household paper including toilet 
tissues, marking the start of our multi-
category business expansion. We will 
enter the Chinese feminine care market, 
which is valued at approx. 700 billion 
yen (nine times the size of the Japanese 
market), and bring the feminine care 
business on track as early as possible 
by leveraging the brand power and 
sales channel developed through the 
baby diaper business. We plan to install 
sanitary napkin converting machines in 
our second factory in China and start 
local production in January 2022. 

We will promote multi-category 
business expansion (including 
household paper, etc.) in China by 
applying the same local production for 
local consumption strategy as for the 
baby diaper business.

Daio Paper has been expanding our business through local 

production and sales in each region. We established a local 

production and sales subsidiary for baby diapers in Thailand in 

2011, China in 2012, and Indonesia in 2014, and acquired local 

manufacturers in Turkey and Brazil in 2020. As a result, Daio Paper’s 

baby diapers are now sold in 30 countries. Through these sales 

channels, we will promote multi-category business expansion by 

marketing feminine care products, adult diapers, household paper, 

etc. in each country, and we will also establish new overseas bases to 

achieve further growth.

Toward a net sales target of 135 billion yen for FY2023, we aim 

to increase net sales by 30% in FY2021 over the previous year. To 

achieve this target, we are accurately grasping changes in consumer 

preferences and store selling trends, quickly predicting market 

trends, and leveraging our speedy decision-making and execution 

capabilities, in order to diversify our product lineup and increase the 

sales ratio of other categories while expanding net sales of baby 

diapers. In FY2023, we plan to raise the sales ratio of products such 

as household paper, feminine care products, adult diapers to 45% to 

increase net sales and profits.

In China, we are working on business 

expansion in third-tier cities, where 

demand for baby diapers are growing, 

and also sales expansion in the super-

premium zone.

We will further expand sales 

of our mainstay baby diapers in the 

super-premium zone, for which there 

is growing demand, by leveraging 

the brand power of GOO.N and by 

constantly enriching the lineup of 

top-of-the-line products to further 

strengthen our brand power. In the 

past, we focused on sales in the first- 

and second-tier cities, and produced 

products that matched local needs. 

Through these efforts, the GOO.N 

brand is recognized as being high 

quality. In order to further expand our 

China business in the future, we will 

expand our sales channel in third-tier 

cities and below, which account for 

80% of the entire Chinese market.

 Initiatives in the China Business

China business: Promote multi-category business expansion

Promote multi-category business expansion

Environmental conservation activities, and initiatives to foster a sense of unity with local employees at overseas subsidiaries

Overseas business on the whole: Promote multi-category business expansion

Strategies for baby diapers
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(Billions of Yen)

2014

(Source: Company estimate based on data from Nielsen 
and China Statistical Yearbook (16.80 JPY/CNY))

2017 2019 2020

■ Premium
■ Standard
■ Economy

26%19%
9%

1%

Super premium

Constant launch of highest-grade products

Changes in Chinese market composition (by zone)

Changes in Sales Ratio by Category

Market segmentation by 
zone and sales channel

Maximize shopfront exposure through cross-selling of 
GOO.N with high brand recognition
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400
(Billions of Yen)
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(Source: Nielsen (16.80 JPY/CNY))

2018 2019 2020

84%81%

Third-tier cities

■ First- and second-tier cities

Chinese baby shop market size by city tier

Full-scale entry into third-tier cities

Further sales expansion of 
paper products and wet tissues

Alcohol-based 
sanitizing wet tissues

Establish consumer recognition 
of the high quality of GOO.N 
brand products

elis Super Premium 
Napkin Super Ultra 

Thin

Antibacterial toilet paperelis Premium 
Napkin Cotton 

Ultra Slim

GOO.N® Super Premium 
Gold (Highest-grade 
product)

*  Only nine months of net sales from the 
acquisitions in Brazil and Turkey are included 
in the FY2020 data.

Strengthening storefront promotion of GOO.N® 
Super Premium Gold series

GOO.N Sunny Days  
(for third-tier cities) Store decoration and sales floor display for 

“GOO.N Sunny Days” in baby shops 
in third-tier cities

EICN (China): Installation of 
solar panels

EIT (Thailand): Installation of 
solar panels

EICN: Green curtains
EICN: In-house event celebrating the 
ninth anniversary of the founding

Feature

1

Full-scale entry into the 
feminine care market
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Promote multi-category business expansion

Utilize the Daio Paper Group’s know-how and promote multi-category 
business expansion2020 2023

25%

27%

● Feminine care products
● Wet tissues
● Household paper products

■ Baby diapers

2020 2023

0%

3%■ Baby diapers

● Wet tissues
● Other

Feature 1  Overseas Strategies and Specific Initiatives
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 Initiatives in the Thailand Business

 Initiatives in the Indonesia Business

 Initiatives in the Turkey Business

 Initiatives in the Brazil Business

In Indonesia, we will step up efforts 
to capture fluid consumer demand 
by launching baby diaper products 
featuring Disney characters. We will 
also strive to increase sales of baby 
diapers by expanding sales channels 
to traditional stores (warung) through 
the adoption of individual packaging 
and by raising the sales ratio of 
e-commerce, which continues to 
grow. To this end, we will actively use 
social media to increase our brand 
recognition and promote consumer 
understanding of our product features.

Furthermore, to achieve multi-
category business expansion, we 
are importing and selling products 
manufactured by the Group’s factory 
in Thailand while we continue to make 
progress toward it.

In Brazil, even under the COVID-19 

pandemic, demand for household 

paper and personal care products, 

which are daily necessities, remains 

strong and the factory continues to 

operate as per normal. In June 2020, 

Daio Paper established a business 

operation system in cooperation with 

Marubeni and Santher. 

Aiming to develop the Brazil 

business into its second core overseas 

business after China, we will strive to 

maximize synergies between Marubeni, 

Santher and Daio Paper. Specifically, 

by enhancing the lineup of premium 

zone products including baby diapers, 

reorganizing existing factories and 

introducing new machines, and 

strengthening sales strategies and 

product development systems, we will 

promote integrated operations of the 

production, development and sales 

divisions. Furthermore, we will expand 

export sales to increase our presence in 

the South American market.

In Thailand, local production of 

feminine care products and wet tissues 

has already begun, and export sales to 

neighboring countries such as Vietnam 

and Malaysia have been expanding.

Aiming to achieve stable profits 

in the baby diaper business, we will 

revamp premium products to improve 

their sales. With regard to the well-

performing feminine care business, 

we will increase the lineup of scented 

products. We will also work to expand 

distribution from cities to regional 

areas, and conduct rigorous store 

selection and focused sales promotion. 

We also plan to use e-commerce to 

expand sales of high-profit products.

In Turkey, to achieve 

further business 

expansion, we are now preparing to 

launch GOO.N brand baby diapers by 

dispatching engineers from Japan to 

localize production. We will establish 

the GOO.N brand by entering the 

premium zone of baby diapers. In 

addition to strengthening sales within 

Turkey, we will vigorously promote 

exports to neighboring countries 

by utilizing Turkey’s geographical 

advantage.

We will also roll out Elleair 

International Turkey’s liquid soap 

business (body soap, etc.), which is a 

new product category for the Group, 

to other companies within the Group, 

in order to develop the liquid soap 

business as one of the Group’s strategic 

businesses in the future.

Promote multi-category business expansion Expand business by taking advantage of Turkey’s 
strategic location to increase exports

Enhance product lineup

Strengthen in-store visibility, and advertising/sales promotion activities
Reform production and development systems

Baby diapers (premium product: 
Mommy Kiss)

Bragança Paulista Factory

Feminine care 
products (scented)

Wet tissues

Strengthen in-store visibility, and advertising/sales promotion activities

Promotion to encourage use of 
wet tissues

Sales at a small-scale store Advertisement to promote the strong adhesive 
performance of our feminine care product “Elis”

Baby diapers (economy product)

Baby diapers
(3rd grade)

Sales in a traditional shop 
(warung)

Brand site on e-commerce platform Instagram advertisementInstagram influencers

Elleair International Turkey head 
office and factory

Baby diapers

Feminine care 
products

Household paper

Baby diapers Shampoo, hand soap, 
shower gel

Wet tissues

Wet tissues 
(produced in Thailand)
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