
What Direction to Take?

A History of Value Creation

The Sanwa Group has grown and developed based on two pillars: a 
thorough “Multi-Product Sales Strategy” that expanded from the door 
business during its foundation in the 1960s into a wide range of product 
lines other than Shutters and then to the second pillar, “Globalization,” 
which began in the 1990s.
 Manji Takayama founded Sanwa Shutter in 1956 with a fundamental 
ethos of passion, trust and diligence. The Sanwa Group formulated its 
mission, values and principles of business in 2002. Since then, we have 
continuously passed along the Sanwa Group spirit of contributing to 
society by providing safety, security and convenience, all of which are 
symbolized by the three rings of the corporate emblem.

Multi-Product Sales Strategy
Globalization

Entry into the shutter industry
Sanwa Shutter Manufacturing Co., Ltd. began 
manufacturing lightweight shutters in 1956 
near the Sanwa Market in Amagasaki, Hyogo. 
We established a leading position in the shutter 
industry in 1960s. Our production capacity 
grew to a world-class level with the construc-
tion of six factories.

  The first step toward 
multi-product sales

The Sanwa Group’s multi-product sales 
strategy began with its entry into the door 
business in the late 1960s. Focusing on 
fields where we could apply the know-how 
we cultivated in the shutter business, exist-
ing production facilities and sales and instal-
lation networks, we began producing 
made-to-order steel doors. We rapidly rose 
to the top of the industry.

   Gaining a foothold overseas
In 1974, we entered into a technical tie-up 
with Overhead Door Corporation (U.S.A.; 
ODC), and began manufacturing and selling 
overhead doors. In 1986, we established 
Sanwa Shutter (H.K.) Ltd. in Hong Kong, 
making us the first in the industry to focus 
on overseas markets.

  The Expanding Multi-Product Strategy
We have promoted multi-product sales strategy 
through acquisitions to further broaden our value. 
The first company we acquired was Showa Front Sales 
Co., Ltd. (now Showa Front Co., Ltd.) in 1984. That 
was followed by the acquisitions of Showa Kensan 
Co., Ltd., a manufacturer of automatic door opera-
tors; Venix Co., Ltd. a manufacturer of partitions; and 
Sanwa Tajima Corporation, which manufactures and 
sells stainless steel building products. By acquiring 
quality companies with established product brands, 
we accelerated our multi-product sales strategy.

   Business Expansion by Penetrating the 
American Market

In 1996, we acquired tie-up partner ODC. Through 
the addition of new businesses boasting leading 
shares in the United States into the Group, we pro-
ceeded with collaborative product development and 
sales, as well as expansion into new markets.
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sales ratio*

Approx. 62.3% 
(1988)

* Non-shutter ratio: The amount of net sales after excluding heavy-duty and lightweight shutter net sales from Sanwa Shutter total net sales/Sanwa Shutter total net sales x 100
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  PDCA Advances the Multi-Product 
Sales Strategy

To vigorously push forward with multi-product 
sales, in fiscal 2011 Sanwa Shutter Corporation 
revamped its organization, subdivided regional 
construction markets mainly by comprehen-
sively reviewing the scope of its sales activities, 
and increased its flexibility in marketing. Our 
corporate culture of placing the highest priori-
ty on implementing the PDCA cycle is the 
backbone of our daily business activities.

  Product Development in Harmony with Society
We launched environment-conscious and energy saving 
products and products that use natural energy sources. 
With these products, along with its extensive lineup of 
disaster prevention products that provide flood preven-
tion, earthquake resistance and other functions, Sanwa 
Shutter contributes to the sus-
tainability of society.
 We have been expanding 
maintenance services to com-
ply with inspection legislation 
for fire prevention equipment 
in Japan.

   Establishment of Three-Pronged 
Platform: Japan, U.S.A., Europe

In 2003, we acquired German Novoferm Group 
(NF), making the European market our third cor-
nerstone. We started to grow into a leading glob-
al brand by pursuing business and regional 
diversification, in addition to expanding and 
growing our core businesses through the develop-
ment of multiple product types.

   Aspiring to be a Major Global Player
Formulating the Sanwa Global Vision 2020 in 2013, we set 
out to offer products and services that provide safety, secu-
rity and convenience to customers worldwide as a major 
global player in the access systems industry. Looking 
towards 2020, we are implementing this Three-Year Plan to 
establish a foundation in this field.

Sanwa Global Vision 2020

Under Sanwa Global Vision 2020, 
we set out to offer products and 
services that provide safety, security 
and convenience to customers 
worldwide as a major global player 
in the access systems industry. To 
this end, we aim to: (1) Become 
definite No. 1 brand in Japan, the 
U.S. and Europe; (2) Establish a 
business model for service business; 
(3) Expand shutter & door business 
in emerging markets, spotlighting 
Asia, and make them grow to be 
top brands; and (4) Promote reali-
zation of Group synergy in global 
markets.

Waterproof shutter

Non-shutter 
sales ratio*

Approx. 75.8% 
(2018)

Novoferm

M&A 
(2003)

Non-shutter 
sales ratio*

Approx. 65.5% 
(1998)

Non-shutter 
sales ratio*

Approx. 70.3% 
(2008)

FY 2018

¥410 billion

FY 2018

¥190 billion

Record-High Net Sales

Record-High 
Overseas Net Sales

Overseas 
sales ratio

Approx. 46.4% 
(2018)

Operations in

25countries 
and regions 
(2019)

Three years to establish basis for 
becoming a major global player

Challenge
2013-2015

Two years to establish the foun-
dation for becoming the top 
brand as a major global player

Become a Leading Global Brand
2019-2020

Three years to strengthen our 
competitiveness as a major 
global player

Leaping
2016-2018

Overhead Door 
Corporation

M&A 
(1996)

1990s 2000s 2010s
2000 2010
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What Direction to Take?

Message from the Chairman

Providing safety, security and convenience globally is  
our universal mission that we continue to carry forward.  
We will promote sustainable management by taking PDCA to the next level.

Toshitaka 
Takayama 
Representative Director,  
Chairman & CEO 
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Our Universal Mission and Business Model

The times have undergone monumental changes in the 63 years that have passed since we were estab-

lished in 1956. I have a strong sense that we have always responded swiftly to the demands placed upon 

us through the ages, in methodical fashion, evolving to become the company we are today.

 It is the mission of the Company, the overarching concept of the Group, to offer “products and services 

that provide safety, security and convenience to further contribute to the prosperity of society.” This is 

what clearly defines our reason for existence. This mission does not change year by year; indeed, it is 

immutable, and as the shared sense of values held by the Group it is our universal belief that is firmly root-

ed in Group companies around the world. In responding to competition in the market environment that is 

escalating in severity, however, we must certainly take steps to transform ourselves in line with the chang-

ing demands from society. This is a management style which takes into account the vision gained by listen-

ing to the voices of our shareholders, partners, employees and other stakeholders.

 The Company’s business model has steadily evolved in the 60-plus years since our establishment. Japan 

in particular is characterized by a sales organization that extends to every corner of the nation in a mesh-

like network, and through this network we have constructed a vertically integrated business model, from 

installation to after service. On top of that is our multi-product sales strategy which takes advantage of the 

channels we have created. Our products are not standardized, but in a novel way of operating they are 

made-to-order customizations in accordance with customer requests for each individual property. This is a 

business model that relies heavily on human resources. Consequently, this has been well received for the 

meticulous care in which we respond to customer needs, and is what lies behind our results, which are 

represented by the Company’s consistently high share and profitability. This works to hinder market entry 

from companies in other industries, making the shutter industry a unique market.

From a Japanese Maker of Building Materials  
to a Major Global Player

The Sanwa Group completed its positioning of factories nationwide in a period of intense growth, which 

earned an unshakeable position at the top of the industry. Following that, the Company became involved 

in the steel door business, leveraging its shutter production equipment, as well as its sales and installation 

network, demonstrating its full-fledged break away from dependence on shutters. This was a critical point 

marking its first step toward today’s multi-product sales strategy. The Company continued to accelerate 

this strategy to develop a range of product types, such as residential construction materials and partitions, 

but then Japan’s economic bubble burst. This was a period characterized by chronic oversupply, and the 

Company arrived at a time in which it was extraordinarily difficult to maintain the growth it had previously 

achieved. This was the time when I looked to the future and made a decision of immense importance; we 

would change course and look to achieve growth through globalization. In 1996, we acquired the 
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What Direction to Take?

Message from the Chairman

Overhead Door Corporation, a U.S. company with whom we had already been in a technical tie-up, then in 

2003, we acquired Novoferm (NF) Group of Europe, which gave us a three polar structure in Japan, the U.S. 

and Europe, respectively. This fiscal year the global structure of the Group is entering a new phase with a 

four polar structure as we welcome four companies from China and Asia into the scope of consolidation.

 Global markets all differ in terms of a specific country’s laws and regulations, ethnic distinctions, climate, 

history and other aspects. This means that what had been common sense in Japan will not be applicable 

elsewhere. If we are unable to apply the Group’s business to the character and needs of respective regions, 

we will not be able extend our roots into a region, and it will be impossible to achieve sustained growth 

there. Since we started all-out efforts to establish our overseas presence, we have made progress on local-

ization, from products to people, and have been persistent in our efforts to become a corporate group that 

can be accepted in every region of the globe.

Positioning of the Third Mid-Term Management Plan toward 2030

In fiscal 2018, we achieved record-setting net sales of ¥400.0 billion. Our goal is to grow that to ¥450.0 

billion by fiscal 2020, the Mid-Term Management Plan’s final year, and we can envisage reaching the 

¥500.0 billion mark after that. This will not be a mountain that is easily climbed, but we are resolved to 

take this difficult path and go to the top. Consequently, the current Mid-Term Management Plan has been 

formulated as a two-year plan, and we have positioned it as a period in which we aim to secure a founda-

tion as a major global player. We are treating this as a period in which we will sow the seeds to realize our 

next long-term vision, and as a critical two years during which we will calmly and with a critical eye look to 

the market following 2020, and will consider the path and methods we should take going forward.

A Sanwa Global Vision 2020

2013 2016 2019 2020
2013-2015 First Three Year plan

Three years to establish basis for 
becoming a major global player

Three years to strengthen  
our competitiveness  
as a major global player

Two years to establish  
the foundation for becoming 
the top brand  
as a major global player

2016-2018 Second Three Year Plan 2019-2020 Third Mid-Term Management Plan

To offer products and services that provide  
safety, security and convenience as a major global player  
in the access systems industry
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Reliable Management Built by Enhanced PDCA Cycle Implementation

One of the strengths of the Sanwa Group is that we are an organization that is intensely diligent and seri-

ous. Keeping in mind the spirit of our establishment, namely an organization with comradery, you might 

say we have a backbone that is flexible enough to respond to the changes of a new age. Furthermore, I 

will not waver in the implementation of the Plan, Do, Check, Action cycle, which is the linchpin of man-

agement. This management cycle has become ubiquitous to our employees worldwide, and I am con-

vinced that it is this hands-on realization of PDCA’s speed that secures our ability to execute the strategies 

of the plans we make, and it is the secret to realizing the Sanwa Group’s vision and seizing upon success.

“Two Kinds of Reliability, One Sanwa”  
to Achieve the Next Long-Term Vision

Achieving our challenging long-term goals will require management’s strong belief and resolve. I use the 

expression “two kinds of reliability” to capture the essence of this thought. First, there is raising the reli-

ability of business performance that is driven by the growth of each business, and next, there is boosting 

the reliability of the management foundation, which consists of safety, quality, corporate governance and 

other aspects. It is through these, I believe, that we can grow relationships of trust with our customers and 

partners, and fulfill the future dreams of our over 10 thousand employees around the world.

 Among the approximately 10 thousand employees in the Sanwa Group, over half account for human 

resources with diverse nationalities. Among those as well, more than any other, the greatest topics we 

have are the sharing of vision and goals, and the building of relationships of trust. One thing I am con-

stantly considering is our human resources, specifically, nurturing them and making use of their efforts in 

fulfilling ways so that we can link each and every employee’s growth to the prosperity of the Company. At 

the same time, we need to be a Group that allows employees to dream. My belief is that to achieve sus-

tainable management nothing is possible without supporting the human talent that will comprise the next 

generation. Please look forward to the evolution of management that forges ahead to increase corporate 

value for the Group’s continued growth as “one Sanwa.”

Toshitaka Takayama 
Representative Director,  
Chairman & CEO 
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What Direction to Take?

Sanwa Value Creation Model

Protecting 
against natural 
disasters from 
global climate 
change

Protecting 
against frequent 
crimes against 
people and 
property

Being mindful  
of diversity such 
as nationality, 
age, gender  
and disabilities 

L  Technology/ 
Manufactured  
Capital

•  Uniform supply chain from 
development to mainte-
nance and service

•  Proprietary technical devel-
opment process

•  Most facilities in the industry
 
 
 
 
 

L  Intellectual Capital
•  Know-how in access systems 

field that realizes multi-prod-
uct types

•  R&D systems in each region
•  Firmly rooted PDCA cycle 

from management to rank-
and-file employees

 
 
 
 
 

L  Human Capital
•  24/7/365 full-time service
•  Utilizing global personnel
 
 
 
 
 

L  Financial Capital
•  ROE and SVA focused finan-

cial strategies

L  Social and 
Relationship Capital

•  Trust of stakeholders
•  The power of brands that have 

taken hold in each region

The Sanwa Group creates value to fulfill its mission of offering products and services that provide safety, 
security and convenience to further contribute to the prosperity of society and resolve global social issues.

Social Issues Input Sanwa Business Activities

Reliable Business Performance
A corporate group that earns the trust of stakeholders by  

reliably achieving its performance targets

PlanActi
on

C
h

eck
Do

No. of 
Production 

bases

60

Capital 
expenditures

¥12.4 billion

R&D 
expenditures

¥4.6 billion

No. of  
products

No.1

No. of 
employees 

Over  

10,000

No. of 
installers

Over 

3,800
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Offer products and  
services that provide  
safety, security and  

convenience to further  
contribute to the  

prosperity of society

Safe living with protection  
from disaster

Secure living with protection from
crimes against people and property

Comfortable living through  
easy-to-use access systems

Output & Outcomes Value Provided to SocietySanwa Business Activities

Reliable Management
A sincere corporate culture that earns the trust of society through safety,  

corporate governance and thorough compliance

Sanwa Global 
Vision 2020

L  Financial Targets

Fiscal 2020 Targets

•  Net sales ¥450 billion

•  Operating income ¥37.5 billion

•  Operating income ratio 8.3%

•  SVA ¥15.9 billion

•  ROE 14.1%

•  Heavy duty shutters/ 
Lightweight shutters

Japan No.1
North  
America No.1

•  Industrial sectional doors

Japan No.1
North  
America No.1
Europe No.2

• Steel doors

Japan No.1
Europe No.2

•  Aluminum & stainless  
steel facades

Japan No.1

Employees

Installers

Business 
Partners

Customers

Share- 
holders and  

Investors

Local Com-
munities
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What Direction to Take?

Sanwa Value Creation Model

Realizing our social responsibility through our business activities and gaining the understanding of our 
stakeholders by providing safety, security and convenience to further contribute to the prosperity of society 
is very meaningful for the Sanwa Group, which is a company that continues to earn the trust of society. To 
this end, we share with our stakeholders a complete picture of our value creation process and reveal the 
details of Sanwa Group value creation activities on pages 10-11.

1  External Environment and Social Issues

External Environment

Sanwa Group products have a wide range of uses at businesses 
and facilities vital for people’s daily lives, such as detached hous-
es, housing complexes, commercial facilities/offices, medical/
welfare facilities, and factories/warehouses in 25 countries and 
regions worldwide. Accordingly, we need to respond appropri-
ately to changes in economic conditions and market trends in 
regions where Sanwa Group operates, including Japan, North 
America, Europe, and Asia. Meanwhile, we undertake business 
activities by identifying business growth opportunities that help 
to solve global social problems.

Social Issues

The Sanwa Group contributes to society by providing safety, 
security, and convenience. Protecting customers from disasters 
and accidents, and bringing convenience and comfort to cus-
tomers in their daily lives is the Sanwa Group’s mission. To con-
tinue to deliver that value, our access systems must meet the 
expectations of customers at all times. To meet this responsibili-
ty, introducing a diverse array of management resources into 
our business activities while realizing safety, security and conve-
nience worldwide is our approach to becoming a major global 
player in the access systems industry.

2  Input

Technology/Manufactured Capital

The Sanwa Group focuses on product categories that are 
expected to see growth over the long term, and also invests in 
systems to reduce manpower, streamline operations and 

improve product reliability. In Japan, we newly established the 
Osaka plant as our western Japan production base for partitions 
in April 2018. In North America, we expanded the Matamoros 
plant (Mexico), which manufactures automatic doors and door 
openers, in May 2019. In Europe, we enhanced production 
capacity in 2018 by upgrading Alpha plant (Netherlands), which 
manufactures industrial sectional doors, and Wykroty plant 
(Poland), which makes dock levelers.

Intellectual Capital

The Sanwa Group maintains proprietary technological develop-
ment processes for its businesses and products that boast high 
market shares. Leveraging our know-how in the access system 
domain in R&D activities, we are realizing multi-product sales 
that extend beyond shutters and doors. In addition, we are 
engaging in development that promotes increases in quality, 
security, and installation while reducing costs, have built a R&D 
system for Group companies since venturing overseas, and are 
sharing and effectively using core technologies.

Human Capital

The Sanwa Group continues to grow and develop together with 
its employees by engaging in personnel training from the per-
spective of increasing product quality and underpinned by our 
growth strategies. Our staff of around 10,000 employees and 
over 3,800 installers is a management resource that plays a vital 
role in supporting the Sanwa Group’s growth. We focus on 
respecting the diversity among our employees, enhancing sys-
tems and working environments that enable staff members to 
maximize their abilities, and personnel training that is the driv-
ing force behind individual creativity.

Financial Capital

The Sanwa group maintains healthy earnings and a stable 
financial position while engaging in disciplined fiscal manage-
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What Direction to Take?

Sanwa Value Creation Model

Offer products and  
services that provide  
safety, security and  

convenience to further  
contribute to the  

prosperity of society

Safe living with protection  
from disaster

Secure living with protection from
crimes against people and property

Comfortable living through  
easy-touse access systems

Protecting 
against natural 
disasters from 
global climate 
change

Protecting 
against frequent 
crimes against 
people and 
property

Being mindful  
of nationality, 
age, gender  
and disabilities 

L  Technological and 
manufacturing 
capital

•  Uniform supply chain from 
development to mainte-
nance and service

•  Proprietary technical devel-
opment process

•  Most facilities in the industry
 
 
 
 
 

L  Intellectual Capital
•  Know-how in access systems 

field that realizes multi-prod-
uct types

•  R&D systems in each region
•  Firmly rooted PDCA cycle 

from management to rank-
and-file employees

 
 
 
 
 

L  Human Capital
•  24/7/365 full-time service
•  Utilizing global personnel
 
 
 
 
 

L  Financial Capital
•  ROE- and SVA-focused 

financial strategies

L  Social Capital
•  Trust of stakeholders
•  The power of brands that have 

taken hold in each region

The Sanwa Group creates value to fulfill its mission of offering products and services that provide safety, 
security and convenience to further contribute to the prosperity of society and resolve global social issues.

Social Issues Input Output & Outcomes Value Provided to SocietySanwa Business Activities

Reliable Business Performance
A corporate group that earns the trust of stakeholders by  

reliably achieving its performance targets

Reliable Management
A sincere corporate culture that earns the trust of society through safety,  

corporate governance and thorough compliance

Sanwa Global 
Vision 2020
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No. of 
Production 

bases

62

Capital 
expenditures

¥12.4 billion

No. of  
products

No.1

No. of 
employees 

Over  

10,000

No. of 
installers

Over 

3,800

L  Financial Targets

Fiscal 2020 Targets

•  Net sales ¥450 billion

•  Operating income ¥37.5 billion

•  Operating income ratio 8.3%

•  SVA ¥15.9 billion

•  ROE 14.1%

•  Heavy duty shutters/ 
Lightweight shutters

Japan No.1
North  
America No.1

•  Industrial sectional doors

Japan No.1
North  
America No.1
Europe No.2

• Steel doors

Japan No.1
Europe No.2

•  Aluminum & stainless  
steel facades

Japan No.1

Employees

Installers

Business 
Partners

Customers

Share- 
holders and  

Investors

Local Com-
munities

R&D 
expenditures

¥4.6 billion
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ment. We take capital efficiency into consideration, particularly 
focusing on ROE and SVA. We will return profits to stakeholders 
by prioritizing the strategic investment of cash flows generated 
through sound financial management toward sustainable 
growth from 2020 and further promoting management aimed 
at increasing corporate value.

Social and Relationship Capital

The trust of our stakeholders forms the basis of our business 
activities. The Sanwa Group has a broad array of stakeholders 
that include affiliates, dealers and other trading partners, inves-
tors, employees, and local communities. The Sanwa Group has 
continued to exist by expanding its businesses globally, realizing 
a high level of social responsibility, and meeting the great 
expectations of its stakeholders over the long term.

Natural Capital

The Sanwa Group engages in business activities in harmony 
with the global environment and local communities in order to 
help achieve a sustainable society as a good corporate citizen. 
The Group engages in environmentally oriented business activi-
ties as well as providing eco-friendly products and services as a 
global comprehensive construction materials company. In addi-
tion, we work to reduce greenhouse gases such as CO2 to 
appropriately address climate change risks while helping achieve 
a sustainable society.

3  Sanwa Business Activities

Protecting customers from disasters and accidents, and bringing 
convenience and comfort to customers in their daily lives is the 
Sanwa Group’s mission. To continue to deliver that value, our 
access systems must meet the expectations of customers at all 
times. In other words, our responsibilities include not only 

development, production and sale of products, but also extend 
to installation and maintenance and service. Meeting those 
responsibilities and realizing safety, security and convenience 
worldwide through strict adherence to PDCA as part of the 
Group’s proprietary management is our approach to becoming 
a major global player in the access systems industry.

4  Output & Outcomes

We intend to achieve our Medium-Term Plan targets by strategi-
cally keeping abreast of trends in value creation. We will aggres-
sively allocate resources in order to maximize the impact of each 
initiative. Management is committed to establishing leading 
brands as a major global player for our stakeholders by imple-
menting the Medium-Term Plan.

Value Provided to Society

The Sanwa Group aims to provide value to our stakeholders by 
leveraging the Group’s uniqueness in keeping with its mission 
and management philosophy. There are two kinds of reliability: 
“reliable business performance,” which gains the trust of stake-
holders by achieving performance targets, and “reliable man-
agement,” which is built through a sincere corporate character 
that gains the trust of society through strict adherence to safety, 
quality, and corporate governance and compliance. Based on 
this, we will contribute to society through the provision of secu-
rity, safety, and convenience by promoting ESG-oriented busi-
nesses in cooperation with each division.
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What Direction to Take?

Financial & Non-Financial Highlights

Financial Indicators

Operating income in fiscal 2018 rose 11.5% 
year on year and 0.3% compared with the 
initial target to reach the Company’s projec-
tion. As a result, operating income ratio—
which had remained flat from fiscal 2015 to 
fiscal 2017—rose 0.4 points year on year to 
7.7% in fiscal 2018. The Company targets 
operating income ratio reaching 10% over 
the medium to long term.

Operating Income &  
Operating Income Ratio
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The Company views financial health as 
important, and one criterion for evaluating 
this, debt/equity ratio, has been steadily 
declining after peaking in fiscal 2014. In fiscal 
2018, debt/equity ratio was 0.38, falling 
below the initial estimate of 0.40. In light of 
current interest rate conditions, debt/equity 
ratio is expected to remain in sufficiently safe 
territory for the time being.

Debt/Equity Ratio

Profit in fiscal 2018 reached a record high of 
¥20,910 million, and ROE was 13.5%. With 
the Company estimating shareholders’ equity 
costs at around 8%, corporate value has 
increased steadily since fiscal 2014, when 
ROE reached the 10% range. The Company 
targets ROE of 14.1% in fiscal 2020.

Profit Attributable to Owners of the 
Parent Company & ROE

Notes:  SVA:  Our unique indicator of added value.  
Net operating profit after tax (NOPAT) – Invested capital × Weighted average cost of capital (WACC) (6%)

ROIC:  Return on Invested Capital. NOPAT ÷ Invested capital* × 100 
* Invested capital based on Sanwa Group ROIC is calculated by subtracting cash/deposits and securities. 
* The effective tax rate has changed from 40% to 33% from fiscal 2018.

Sanwa Value Added (SVA) &
Return on Invested Capital (ROIC)

The Sanwa Group focuses on product fields 
anticipated to grow over the long term and 
engages in investment to increase product 
reliability. Capital expenditures (including tan-
gible and intangible) amounted to ¥12,367 
million in fiscal 2018. The amount of invest-
ment in fiscal 2017 and fiscal 2018 increased 
on large-scale strategic investment but 
remained on par with depreciation and amor-
tization as usual.

Capital Expenditures & 
Depreciation and Amortization*

Our policy is to allocate free cash flow, 
excluding dividends paid, for growth invest-
ments such as M&A and strategic capital 
investments. However, if there are fewer 
 strategic investments and our cash position 
becomes larger than expected, we will specif-
ically  consider using it for shareholder returns, 
such as stock buybacks.

Free Cash Flow

 Operating income (left scale) 
 Operating income ratio (right scale)

  Profit attributable to owners of the parent 
company (left scale)

 ROE (right scale)

  SVA (left scale)
 ROIC (right scale)

 Capital expenditures
 Depreciation and amortization

* Excluding amortization of goodwill

The Company’s unique indicator, Sanwa Value 
Added (SVA) is important for indicating profit-
ability in relation to shareholders’ equity and 
general business invested capital (including 
liabilities). In fiscal 2018, SVA exceeded the 
initial forecast of ¥10.3 billion. Consequently, 
ROIC reached 15.0%. The Company targets 
SVA of ¥15.9 billion and ROIC of 16.4% in 
fiscal 2020.
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Non-Financial Indicators

The number of Sanwa Group employees on a 
consolidated basis exceeded 10,000 in fiscal 
2018. This breaks down to approximately 
35% in Japan and 65% overseas. The addi-
tion of employees at Asian Group companies 
from fiscal 2019 will further increase the 
overseas ratio.

Number of Employees (Consolidated)

2014 2015 2016 2017 2018

12,000

10,000

8,000

4,000

2,000

0
(FY)

8,546 8,790 9,051
9,643

10,151

1,979 2,039 2,177
2,545

2,8082,808

3,562 3,634 3,617 3,666 3,8193,819

3,005 3,117 3,257 3,432 3,5243,524

6,000

2014 2015 2016 2017 2018

4,000

3,000

2,000

1,000

0
(FY)

2014 2015 2016 2017 2018

(Millions of yen) (%)

6,000

2,000

0

1.2

0.8

0.4

0
(FY)

1.03

1.121.13 1.15

1.06

3,505
3,868 3,999

4,422
4,6114,611

4,000

Installers are the source of the Sanwa Group’s 
competitiveness. We are adding more install-
ers every year to handle construction of large 
buildings and inspection of fire prevention 
equipment. We will continue to focus efforts 
on securing employees and training to 
upgrade their skills to prepare for an expected 
additional increase in the maintenance and 
service business as regular fire prevention 
equipment inspection systems go into full 
swing in Japan.

Number of Installers &
Number of Installation Training Center
Trainees (Sanwa Shutter)

R&D activities involve promoting product line-
ups in each application market; pursuing plat-
form development, consolidating products, 
materials, and components; increasing quality, 
safety, and installation; lowering costs; devel-
oping new products; and improving existing 
ones. R&D expenditures in fiscal 2018 totaled 
¥4,611 million, up 4.3% year on year.

R&D Expenditures &
R&D Expenditures to Net Sales Ratio

2014 2015 2016 2017 2018

(Tons)

35,000

30,000

25,000

20,000

10,000

5,000

0
(FY)

29,757
27,946

30,501

15,000

29,081 28,32528,325

In fiscal 2018, we reduced CO2 emissions by 
approximately 7% despite increased sales by 
installing energy-saving equipment, promot-
ing energy conservation companywide, and a 
decrease in the utility CO2 emission factor.

CO2 Emissions (Japan)

  Service business net sales (left scale)
  Ratio of service business sales to net sales  
(right scale) 

 Number of installers
 Number of installation training center trainees

 Japan
 Overhead Door Corporation
 Novoferm

2014 2015 2016 2017 2018

(%)

2.00

1.5

1.00

0.50

0
(FY)

1.9

1.06

1.20

0.9

1.6

1.06 1.02

0.8

1.8

1.15

Frequency rate is an indicator of the frequen-
cy of casualties from labor accidents and 
shows the number of casualties per million 
actual working hours. The frequency rate at 
the Group’s domestic factories in fiscal 2017 
was 0.8, below the manufacturing industry 
average, and while rising slightly to 0.9 in fis-
cal 2018, remains low.

*Source:  Ministry of Health, and Welfare 
“Survey on Industrial Accidents”

Rate of lost-worktime due to injuries 
(Japan)

 Japan (domestic factories)
 Manufacturing industry average*

 Japan   North America
 Europe (left scale)

 R&D expenditures to net sales ratio (right scale)

(Target)

(Billions of yen) (%)

60
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0

18

12

6

0
2015 2016 2017 2018 2020(FY)

10.7

12.9

8.9

12.1
11.332.5

37.8

43.7

49.0

55.055.0

40

Service business net sales in fiscal 2018 rose 
12.1% year on year, a 1.46-fold growth com-
pared with fiscal 2015. The Company aims to 
reach net sales of ¥55 billion in fiscal 2020 by 
developing the service business in line with 
customer needs worldwide, gaining new cus-
tomers, and expanding its business model.

Service Business Net Sales 
(Consolidated)

Note:  CO2 emissions are calculated from the consump-
tion amounts of electricity, gas, gasoline, diesel fuel 
and kerosene.
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What Direction to Take?

Third Mid-Term Management Plan

First Three-Year  
Plan Results

(FY2013-FY2015)

Second Three-Year 
Plan Targets

(FY2016-FY2018)

FY2018 (Actual)
Third Mid-Term 

Management Plan 
FY2020 Targets

Variance vs. FY2018

Net Sales ¥365.6 billion ¥410.0 billion ¥410.0 billion ¥450.0 billion +9.8%

Operating Income ¥26.87 billion ¥37.00 billion ¥31.59 billion ¥37.50 billion +18.7%

Operating Income 
Ratio

7.3% 9.0% 7.7% 8.3% +0.6%

SVA ¥  8.3 billion ¥ 12.8 billion*1 ¥12.7 billion ¥ 15.9 billion*3 +¥3.2 billion

ROE*2 11.4% 15.0%  13.5% 14.1% +0.6%

Shareholders’ 
Equity Ratio

41.7% 42.0% 47.4% — —

D/E Ratio 0.54 times 0.40 times 0.38 times — —

*1 Calculated at the weighted average cost of capital (WACC) of 6%, tax rate of 40% (FY2018 is 33%)
*2 The cost of capital target is 8%
*3 Calculated at the weighted average cost of capital (WACC) of 6%, tax rate of 33%
*Forex rate  (Second Three-Year Plan 1$: ¥110.00, 1 : ¥125.00) (FY2018 Actual 1$: ¥110.36, 1 : ¥130.01) 

(Third Mid-Term Management Plan FY2020 forecast 1$: ¥105.00, 1 : ¥120.00)

Third Mid-Term Management Plan Numerical Targets

Yasushi Takayama 
Representative Director,  
President & COO 
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Sanwa Global Vision 2020: Third Mid-Term Management Plan Strategies

Under the Sanwa Group Third Mid-Term Management Plan, which covers the two-year period from FY2019 
to FY2020, we are working towards the goal of establishing the foundation for becoming the top brand as 
a major global player. In particular, I would like to focus on explaining the positioning of the region-specific 
strategies that form the core of the Management Plan.

Based on the results of the First Three-Year Plan (FY2013-
FY2015), we defined the three-year period covered by the 
Second Three-Year Plan (FY2016 to FY2018) as one in which 
the Sanwa Group will strengthen its competitiveness as a major 
global player. During FY2018, the final fiscal year of the Second 
Three-Year Plan, net sales tracked the figures announced at the 
start as planned, but profits fell short of the initial targets pri-
marily due to a higher than expected rise in steel prices and var-
ious costs. However, the Group recorded record high numbers 
for net sales and operating income.
 Despite continued expansion, our businesses in Japan experi-
enced a backwards slide in performance due to market factors. 
Overseas, however, residential doors and door openers served 
as drivers for continued growth in both volume and quality for 
our businesses in North America. In Europe, the success of 
structural reforms led to greater sales in the industrial door busi-
ness, primarily, and helped businesses here achieve wide-spread 
improvements in profitability. Our businesses in China and Asia 
maintained profitability for two consecutive years, but the 
speed of growth remained lower than expected.

 “Two years to establish the foundation for becoming the top 
brand as a major global player” is the Sanwa Group’s goal for 
the Third Mid-Term Management Plan. As part of this goal, the 
Group is aiming to become a central global presence as a major 
global player in the access systems industry and is aiming to 
expand our position as a top brand from G7 markets, as we 
stand today, to G20 markets. Over the long term, we will pro-
mote system standardization in cooperation between produc-
tion, sales, and installation, and focus heavily on improving 
business efficiency for the purpose of working towards overall 
optimization.
 Among net sales by product for our businesses in Japan 
during fiscal 2018, maintenance and service experienced the 
strongest growth at approximately 15%. This business is already 
one of the Group's strengths, but we foresee greater growth 
when the new periodic inspection reporting system for fire pre-
vention equipment goes into full effect in fiscal 2019.

Basic Strategies

Two years to establish the foundation for becoming 

the top brand as a major global player

Core Business  1   Expand and strengthen business areas in core businesses in Japan, 
the U.S. and Europe

Growing Business  2   Strengthen service segments and expand business model

 3   Enhance operation bases of China Business and Asia Business

Reinforcing Business  4  Reform work styles and improve productivity

 5   Promote ESG to develop a corporate structure that is more trusted 
by society
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What Direction to Take?

Third Mid-Term Management Plan

L Japan
The status of orders in fiscal 2019 remains robust following sim-
ilar levels during the previous fiscal year. Meanwhile, the tight 
supply-demand balance has deepened labor shortages at every 
level, including manufacturing, logistics, and installation. 
Although a combination of concentrated deliveries and natural 
disaster recovery response was one factor, in fiscal 2018 the 
occurrence of delivery management problems made it clear that 
the Group’s supply systems do not stand on a firm footing. 
Currently, we are focusing our energies on efforts to solve this 
problem.
 As a fundamental strength of the Group, the supply chain 
was the highlight setting us apart from our competition. 
Currently, however, product supply capability and labor short-
age problems have emerged as urgent challenges, so will be 
taken up as important themes in the new Mid-Term 
Management Plan.
 Meanwhile, against a backdrop of rising raw material, logis-
tics, and installation costs, we are no longer able to avoid pass-
ing these increases on to customers. In this respect, as well, we 
will proceed with an awareness of our status as price leader and 
as the top brand in the industry.
 Although it may seem obvious, in fiscal 2019 we will keep in 
mind our goal of delivering high-quality products and properly 
installing these as scheduled. And we will tighten cooperation 
between manufacturing, sales, and installation, in particular, to 
achieve a high level of added value. Moreover, we will work to 
further promote multi-product sales by expanding strategic 
growth products such as partitions, stainless steel doors, auto-
matic doors.

L North America
North America has experienced strong market conditions over 
the past few years, allowing the door and door opener divisions 
to achieve steady growth in sales. Through fiscal 2020, we will 
continue working to expand our core businesses to achieve our 
targets for net sales and profit. Still, there are many challenges 
in strategic sectors, and problems remain for introducing and 
operating ERP*1, restructuring downstream strategies, and 
undertaking other measures.
 In fiscal 2018, we began operating an ERP system at our 
main shutter plant, but problems occurred when modifying the 
workflow in response to the system’s introduction. As such, this 
measure has not progressed as expected. In terms of down-
stream strategies, we are investigating frameworks for how we 
will implement these strategies for sales, installation, and ser-
vice operations, and we will exchange information with our dis-
tributors as we move forward with a sharper focus. In terms of 
the organization, we are considering returning sales and instal-
lation professionals to the door division as part of restructuring 
from a long-term perspective.
 In consideration of introducing new products to and expand-
ing the product lineup for existing businesses, we will investi-
gate adding product groups that we do not currently supply. 
Another important initiative will be working to generate syner-
gy, for example by expanding the product lineup through M&As 
and deploying expertise related to products sold in Europe to 
the North American market.

*1  ERP (Enterprise Resources Planning): A Central Information System designed to properly 
allocate and effectively utilize the resources and elements (people, things, money, infor-
mation) that form the foundation of corporate management.

Expand and strengthen business areas in core businesses in Japan, the U.S. and EuropeBasic Strategies 1

Enhancement of  
product development 

capabilities

Improvement of safety 
awareness and 

management system

Human resource  
strategy and work-style 

reforms

Preparing for the next  
10 years (AI, IoT, ZEB..)

Reinforcement of 
manufacturing, logistics 
and installation systems

Further improvement of 
product quality and 

enhancement of the quality 
management system

Strengthen the structure for business expansion

Japan  Measures

Grow as an access system company by establishing our 
position in each business field

Core Business •  Promotion of customer strategy, unrivalled product appeal

Growing 
Business

•  Strategy to defeat rival manufacturers in competition for 
market share

Domestic  
Group

•  Strengthening of synergies through cooperation, business 
optimization of Group companies in Japan

Maintenance  
& Service  
Business

•  Taking advantage of periodic inspection reporting system 
for fire prevention equipment to expand repair and 
maintenance businesses

North America  Measures

ODC: Strengthening core business segments while entering 
adjacent business fields

Existing Businesses •  Gain share in the residential and commercial door 
markets by improving quality and maximizing 
customer satisfaction

•  Reinforce sales channels including addition of 
resources in major metropolitan areas

•  Implement the West Coast strategy in manufacturing 
and sales

•  Restructuring of the forward integration strategy

New Businesses •  Expand access controls business into offering security 
related equipment

•  Enter peripheral business fields
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Enhance bases of China/Asia Business

L Europe
During fiscal 2018, our businesses in Europe saw a steep rise in 
the industrial door business. This gain led to an overall net sales 
growth of 10.7% on a euro basis and helped maintain robust 
growth of 30.0% in operating income. One feature of the 
European market is that it is not shifting towards an oligopoly. 
The shutter market in Japan is dominated by the top three com-
panies, which hold approximately 90% of market share, while 
the North American market is also dominated by the top three 
or four companies, which hold 70-80% of market share. In 
Europe, however, the top three companies, including our own, 
account for only 50% of the market. The European market is 
also composed of many countries and different markets. Our 
sales over the past three years have been robust, and despite 
moderate market growth, we feel there is still plenty of room to 
expand our share of the market. During fiscal 2020, the final 
fiscal year of the Third Mid-Term Management Plan, we have 
set a target of expanding net sales by just over 8% compared 
with fiscal 2018. The priority policies include further strengthen-
ing the industrial and hinged door businesses, expanding sales 
throughout the European region, and expanding our share of 
the garage door business. Along with expanding and strength-
ening existing businesses through these policies, we will work 
to reform operational processes (estimate and ordering process 
digitalization, efficient systemization of production, logistics, 
and sales) through digitalization.
 There are also still untapped, attractive regions within the 
European market, so we will proceed with M&As in a way that 
fills in these parts of the mosaic.

L  China/Asia
Starting in fiscal 2019, Shanghai Baosteel-Sanwa Door, Sanwa 
Shutter (H.K.), and An-Ho Metal Industrial (Taiwan), among our 
businesses in China, and Vina-Sanwa (Vietnam), among our 
businesses in Asia, were brought into the scope of consolida-
tion. The scale of sales in Asia as a whole is still small at just 
over ¥10 billion (including unconsolidated businesses), so 
including these businesses in our consolidated accounts has 
only now just brought us to the starting line. In China, we will 
consider the three companies: Shanghai Baosteel-Sanwa Door 
for shutters, Novoferm Shanghai for doors, and Sanwa Shutter 
(Hong Kong) and their integration into a single operation to 
expand business.
 In other regions of Asia, we will work to expand the facilities 
at Sanwamas Metal Industry in Indonesia as our second location 
after Vietnam. Both of these countries have large populations 
and a growing middle-income group. We will also investigate 
expanding into other ASEAN countries, including Malaysia, the 
Philippines, and Myanmar.

L  Strengthening service segments: Expanding 
added value in this division with remark-
able growth

Consolidated net sales for our service businesses in fiscal 2018 
reached ¥49 billion, making for significant growth of 1.5 times 
the net sales recorded in fiscal 2015, the first year of the 
Second Three-Year Plan. We aim to increase consolidated net 
sales in fiscal 2020 to ¥55 billion, 12.2% growth compared 

Expand and strengthen business areas in core businesses in Japan, the U.S. and Europe Basic Strategies 3

Measures 

China Business

Companies Covered:  Baosteel-Sanwa, NF Shanghai,  
An-Ho Metal, Sanwa Shutter (H.K.)

•  Integrate operations in the Eastern China, where BaoSteel-Sanwa and NF 
Shanghai are located

 •  Strengthen the door business and businesses for logistics facilities
•  Expand businesses in the Southern China
 •  Strengthen collaboration with Sanwa Shutter (H.K.) and BaoSteel-Sanwa
•  Expand the Taiwan business
 •  Boost production capacity

Asia Business

Companies Covered:  Vina-Sanwa, Sanwamas,  
Dongbang NF, Sun Metal

•  Enhance operation basis of production and installation
 •  Increase production capacity and implement measures to strengthen 

installation capacity at Vina-Sanwa
 •  Reinforce production facilities at Sanwamas
 •  Optimize production at ASEAN areas

Europe  Measures

NF: Further strengthen industrial segment and promote 
digitalization through NF4.0

Industrial Business •  Expand sales as a total solution provider

Hinge Door Business
•  Expand sales throughout Europe by enhancing 

product lineup

Garage Door  
Business

•  Increase market share throughout Europe by 
strengthening brand power and expanding sales 
channels

Reform Operational 
Processes

•  Promote digitalization in processes, including sales, 
service, production and logistics
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What Direction to Take?

Third Mid-Term Management Plan

with fiscal 2018. Our strategy here consists of two essential 
parts, namely (i) providing service businesses that meet the 
needs of customers in regions throughout the world, including 
Japan, the U.S., Europe, and Asia, and (ii) working to cultivate 
new customers and expand the business model. In Japan, a 
new periodic inspection reporting system for fire prevention 
equipment will go into full effect starting in fiscal 2019, which 
we expect to drive further growth. The service segment includes 
businesses that utilize the strengths of the Sanwa Group. Along 
with investigating M&As, we hope to grow by demonstrating 
the brand power of a leading manufacturer.

L  Reforming work styles and improving pro-
ductivity: Improving efficiency by utilizing 
systems

Work-style reforms are a requirement of the times and a theme 
that we cannot avoid. For this reason, we are employing AI, IoT, 
and other systems in all sales, design, manufacturing, installa-
tion, maintenance, and management processes in order to 
improve the efficiency of business. Including the systemization 
and digitalization of ODC and NF, as discussed as part of the 
region-specific strategies on the previous page, we believe that 
we can advance work-style reforms in a more beneficial direc-
tion by strengthening global initiatives. As a result, we feel 
these initiatives will help raise productivity and contribute to 
expanded profits.

Providing service businesses that meet the needs of customers in various regions/Cultivating new customers and 
expanding the business model

Measures

FY2015 FY2018 FY2020 (Target)

Consolidated Service 
Business Net Sales

¥32.5 billion ¥49.0 billion ¥55.0 billion 
(vs. FY2018 +12.2%)

 *Not including Asia

Initiatives

Japan
•  Increase market share of legal inspection
•  Expand general repair and service businesses

ODC
•  Expand direct sales businesses of direct sales divisions, such as CDS
•  Introduce the field service system

NF
•  Expand businesses centered on the industrial door business
•  Introduce the field service system

Improve productivity through work-style reforms and enhanced operational efficiency using latest information systems, 
such as AI and IoT, in all processes from sales, to design, manufacturing, installation, maintenance and management.

Measures

Japan

•  Optimize businesses of Group companies in Japan/Collaborate on sales 
systems/Improve operational efficiency through use of IT, etc.

•  Improve installation productivity by enhancing ease of installation/Develop 
labor-saving products and products that can be installed quickly

•  Improve productivity by strengthening the manufacturing system/Strengthen 
plant supply capabilities and improve quality/Enhance prompt delivery by 
building the logistics system

•  Reduce long work hours through work-style reforms, improve efficiency 
through IoT and RPA

China/Asia

•  Support for cooperation between two companies in Shanghai (BaoSteel-
Sanwa and NF Shanghai) through Sanwa Shanghai (regional control 
company)

•  Rebuild production and supply systems in each area

 

ODC

•  Achieve operational innovation by introducing ERP
•  Improve productivity by introducing the field service system
•  ASD (door division): Improve production capacity and quality by promoting 

automated production
•  Automatic doors: Improve productivity and quality

Novoferm

•  Continue to improve operational efficiency through NF3.0
•  Reform operational processes through NF4.0 (digitalization)
•  Consolidate U.K. businesses (BGS, NFUK)
•  Optimize dock leveler production and supply chains, etc.
•  Strengthen production capacity of industrial door plants

Strengthen service segments and expand business model

Reform work styles and improve productivity

Basic Strategies 2

Basic Strategies 4
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From cash flows, we will allocate ¥30 billion to strategic investments for growth and steadily expand SVA 
and ROIC in order to build up corporate value.

In fiscal 2001 we adopted SVA as a performance indicator, and 
work with a particular awareness of capital cost and capital effi-
ciency, not simply profit and loss, in North America and Europe.
 After reaching ¥12.7 billion in fiscal 2018, SVA is expected to 
reach ¥15.9 billion in fiscal 2020. Moreover, ROIC reached 
15.0% in fiscal 2018 and is forecast to reach 16.4% in fiscal 
2020. With both indicators steadily rising under the current 
Mid-Term Management Plan, we feel this signifies we are accu-
mulating corporate value.
 Among performance results, for some time our approach has 
been to emphasize the operating income ratio. Although the 
actual operating income ratio for fiscal 2015 during the First 
Three-Year Plan was 7.3% and the actual ratio for fiscal 2018 
during the Second Three-Year Plan was 7.7%, our target is to 
achieve 10%. By increasing the operating income ratio, we 
expect to further improve ROE and other indicators.
 In terms of strategic investments, we plan to allocate approxi-
mately ¥30 billion to capital investments and M&As over the 
two fiscal years of 2019 and 2020 with a focus on promoting 
multi-product sales, strengthening service businesses, and 

growth sectors where synergy effects are anticipated. 
Specifically, we expect to provide approximately ¥20 billion in 
strategic investments for M&As and ¥10 billion for equipment.
 Shareholder returns were set at an annual dividend of ¥32, as 
initially forecast. In fiscal 2019, we plan to raise the annual divi-
dend by ¥2 to ¥34 (eight consecutive years of dividend increas-
es: planned). The payout ratio for fiscal 2018 was 34.4%, with 
a target of 35% for fiscal 2020.

Capital Policy: ¥30 billion in strategic investments over two years

Financial Policy in the Third Mid-Term Management Plan

Cash flow allocation policy

Prioritize strategic investments to 
become a major global player

Operating cash flow:  
¥74.5 billion  

(Three-year total)

Second Three-Year Plan Third Mid-Term  
Management Plan

Operating cash flows:  
¥61.2 billion (forecast)

(Two-year total)

Dividends J  Payout ratio target of 35%

Share 
buybacks

J  Prioritize growth investments including 
M&A. Consider share buybacks if there are 
no substantial cash outflows related to such 
investments.

Capital 
investments

J  In principle, we make capital investments 
necessary for maintaining and continuing 
existing businesses within the range of 
depreciation and amortization.

J  Allocate FCF to strategic investments.

Dividends: ¥19.2 billion
Share buybacks:  

¥5 billion

Strategic investments: 
¥17.6 billion

Capital investments: 
¥20 billion

Interest-bearing debt 
buybacks, etc.:  
¥12.7 billion

Dividends: ¥15.5 billion  
Share buybacks, etc.

Strategic investments: 
¥30 billion

Capital investments: 
¥9 billion

Interest-bearing debt 
repayments, etc.:  

¥1.7 billion

Key Figures

FY2018 Actual FY2020 Forecast

SVA (Effective corporate tax 
rate: 33%)

¥12.7 billion ¥15.9 billion

ROIC (WACC: 6%) 15.0% 16.4%

 * The amount of improvement in corporate value is confirmed by SVA,  
 and the ratio of improvement by ROIC.

ROE (Cost of capital: 8% ) 13.5% 14.1%

Payout Ratio 34.4% Around 35%

FCF (Before strategic 
investment allocation)

¥18.2 billion ¥28.0 billion

D/E Ratio 0.38 0.35

Shareholders’ Equity Ratio 47.4% 47.8%

Financial Strategy

21SANWA HOLDINGS CORPORATION INTEGRATED REPORT 2019



What Direction to Take?

Third Mid-Term Management Plan

Under the concept of ESG, we place particular importance on human resource development and work to 
expand systems that enable employees to reach their full potential. Ensuring safety will also influence 
the future of the company. We will earn the trust of society through uncompromising safety, quality, 
and compliance.

The perspectives of Environment (E), Social Responsibility (S), 
and Governance (G), in short ESG, are essential to sustainable 
corporate growth. Since our founding, we have valued reliability 
and trust, and have undertaken related initiatives as a matter of 
course long before ESG became a focus of the market. 
Although we naturally emphasize all of these themes, we con-
sider those involving Social Responsibility (S) to be of particular 
importance. In fact, of the 20 key issues that we have identified 
and undertake, 10 of these fall within the scope of Social 
Responsibility. Although some of the aspects related to human 
rights, labor practices, and consumer issues are somewhat 
abstract and vague, we feel that clearly defining the direction of 
these measures is a key point because this is also an area in 
which the understanding of people changes continuously.

ESG Message: Key Issues of human resource development and safety

Increase Sanwa’s “two kinds of reliability” through cooperation among all divisions to promote important ESG issues, 
and link this to sustainable growth into the future

•  Reduction of greenhouse gas 
emissions

•  Appropriate waste management

•  Promotion of green purchasing

•  Providing of Eco-Friendly Products

•  Respect for Human Rights/ 
Work-Life Balance

•  Diversity/Human·Resource Development/
Health and Safety

•  Offering products and services that 
contibute safety, security and 
convenience

•  Strengthening of Quality Control

•  Improvement of Customer Satisfaction/
Regional Contribution/ 
Social Contribution

•  Corporate Governance

•  Compliance

•  Risk Management

•  Stakeholder Dialogue

•  Fair competition

•  Anti-Corruption

 E  Environment   S  Social   G  Governance

Reliable Business Performance
A corporate group that earns the trust of 
stakeholders by reliably achieving its 
performance targets

Reliable Management
A sincere corporate culture that earns the trust 
of society through safety, quality, corporate 
governance and thorough compliance

Two Kinds  
of Reliability

Promote ESG to develop a corporate structure that is more trusted by societyBasic Strategies 5
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 Among issues of Social Responsibility (S), human resource 
development is of particular importance. Historically, our 
employees have held a high sense of professional awareness 
and morals, so our turnover rate has also tended to be low. 
These types of human resources are our most important man-
agement resource, and we make every effort to establish sys-
tems that allow our employees to reach their full potential. In 
addition to our employees, the installation technicians that ulti-
mately ensure quality are similarly important. This field is also 
being affected by aging, which has made it difficult to secure 
personnel. Likewise, we see our challenge as firmly approaching 
this issue by enhancing the training system and putting other 
systems into place. Our business is unique in that we rely heavily 
on outsourcing to affiliated companies for not just installation, 
but also for the design and production divisions. Without these 
partners, our business would not stand. Under our spirit of valu-
ing all of those who help create the Sanwa Brand and our sense 
of working together towards a common goal, going forward 
we will continue to act by combining our capabilities within this 
strong relationship of trust.
 The second area is safety. We constantly strive to reduce acci-
dents at manufacturing and installation sites to as close to zero 
as possible. Work sites that are rife with accidents do not attract 
good people, so we also tackle this challenge with an aware-
ness of its relationship to our future.

 Our growth foundation stands on Two Kinds of Reliability. In 
short, these are Reliable Business Performance and Reliable 
Management. The latter refers to earning the trust of society 
through uncompromising safety, quality, governance, and com-
pliance. Instead of approaching both of these with the same 
weight, we place a greater emphasis on the latter.
 In terms of Environment (E), we implement initiatives 
designed to reduce greenhouse gases and waste as a matter of 
course, but we also believe it is our responsibility as a manufac-
turer to develop and provide eco-friendly products that contrib-
ute to energy savings and waterproof products that protect life 
and property from global warming related flood damage. At 
the same time, we also feel that developing and providing these 
products is a business opportunity in the face of climate 
change.
 Finally, in terms of Governance (G), we are aware that we 
must consciously increase the transparency of decision-making. 
We hope to earn a greater level of trust among all our share-
holders and other stakeholders as we work towards sustainable 
growth.
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