Mandom Group’s Human-Oriented Value Creation
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Only One Marketing through
Consumer-led Lifestyle Value Creation”
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Sales Promotion

Unique communications
that connect products
with consumers

Human Capital “Human-Oriented”
Company

Creating new value through imagining

people’s happiness and excitement
Intellectual Capital

Strengths of Mandom @

Strong relationships with
suppliers/customers in and
outside Japan

Procurement/Production

Production and supply system
that allow high-quality and

Manufacturing low-cost products
Capital
Business Activities
Financial Capital Materiality Future challenges to be addressed

by taking advantage of our
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Social Capital

Mission Framework

*1 The action principle of regarding consumers as the starting and ending points in the course of all corporate business activities to capture
them wonder, inspiration, and satisfaction
*2 A way of thinking to pursue the uniqueness by constantly asking ourselves, “What's new?” and “What has changed?” with a close eye on
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BE ANYTHING, A A

BE EVERYTHING.
mandom

Model

Unique sustainable management to balance enriching
daily life and solving social issues through our concepts
of Health, Cleanliness, Beauty and Fun
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Maintaining/ * Human resources who are highly g
enhancing the engaged with the Company <
corporate base * Human resources overflowing 8
with the spirit to take on -
challenges
* Human resources overflowing with Government/
intellectual curiosity and creativity . oo o
* Human resource marketers various organizations g
with strong understanding of B
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Resolving issues leading to medium-term growth

their latent demands, and offer

changing consumer lifestyles
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