
Towards Creating Corporate Value
Creating both social and economic values and ensuring 
sustainable business continuity

The Company formulated a new Medium-term Management 
Strategy (FY2023 Strategy) for the three years from fiscal 
2021, which was published on March 25, 2020.
	 Our previous Medium-term Management Strategy (FY2020 
Strategy) for the period from fiscal 2018 to fiscal 2020 focused 
on the execution of the key strategies of “Achieve growth 
through innovation,” “Create value by building a recycling-
oriented society,” “Increase the company’s market presence 
through investment for growth,” and “Increase efficiency 
through continuous improvement,” based on the Group-wide 
policy of “Optimization of business portfolio,” “Comprehensive 
efforts to increase business competitiveness,” and “Creation 
of new products and businesses.”
	 However, due to the quality control problems that occurred 
in November 2017, we prioritized “Restructuring Measures 
of the Governance Framework for Quality Control in the 
MMC Group” and “MMC Group Governance Framework 
Enhancement Measures” as pressing issues, while confirming 
product safety with the cooperation of our customers.
	 We cannot deny that delays occurred in some key 
strategies due to internal factors and inadequate handling of 
changes in the external environment, such as the deceleration 
of the Chinese economy, slowdown in economic growth in the 
regions of Thailand and Indonesia, reduced demand related 
to automobiles and semiconductor products, and reduced 
domestic demand for cement.
	 As a result, our consolidated operating profit, consolidated 
ordinary income, return on asset (ROA), and net D/E ratio 
failed to reach the estimated values for fiscal 2020 at the time 
of formulating the FY2020 Strategy.
	 As a result of analyzing this situation in the previous strategy, 
we have identified factors for improvement as “Insufficient 
marketing activities,” “Insufficient gathering of customer 
information,” and “Insufficient ability to solve manufacturing 
problems on site,” and will position “Strengthen marketing,” 
“Promote digitalization,” and “Fortify manufacturing excellence” 
as key strategies in the FY2023 Strategy in order to achieve 
those improvements as their countermeasures, and thereby 
reinforce our management foundation.

	 To strengthen our governance system including quality 
control, we positioned 2018 as the first year for governance 
enhancement, based on a recognition of the issues regarding 
“Quality and quantity of communication,” “Compliance 
framework and awareness,” and “Resource allocation,” and 
as a result of actively working on these issues, we have made 
continuous improvements. In these efforts, SCQDE (see p.46 
and the back cover) is positioned as the order of priority in 
business decisions when conducting routine work. SCQDE is 
the entry point to considering various aspects of management, 
and is reflected in the priority of resource allocation and the 
priority of reporting at meetings.
	 We have also promoted a bad-news-first policy. The 
number of reports on incidents dramatically increased in fiscal 
2020, due to our promotion of the bad-news-first policy. Our 
foundation is stronger than before and we will continue these 
efforts to contribute to the future progress of the Company.
	 The three items given as the Group-wide policy will continue 
in the FY2023 Strategy. Although our strategy is formulated 
every three years, our business activities are conducted 
seamlessly, without being interrupted every three years. 
Therefore, basic concepts like the Group-wide Policy are not 
subject to major change, but the tactics to use must adapt to 
the environment.
	 In terms of the Group-wide Policy, we have been 
successfully proceeding with activities that will lead into 
the FY2023 Strategy, as indicated in Figure 1 : Reformation 
of business structure. Major efforts for business portfolio 
optimization include our absorption of fully-owned subsidiary 
Mitsubishi Shindoh Co., Ltd., making Mitsubishi Hitachi Tool 
Engineering, Ltd. (company name changed to MOLDINO Tool 
Engineering, Ltd. on April 1, 2020) a wholly owned subsidiary, 
and the signing of a letter of intent to start discussions on 
integrating our cement business with Ube Industries, Ltd. 
Efforts such as starting the joint development of lithium-ion 
battery recycling, obtaining the rights for new copper mines, 
and establishing a technical center in the metalworking 
solutions business, as well as investing in the geothermal/
hydroelectric/biogas business, are based on the ideas of 
“Comprehensive efforts to increase business competitiveness” 
and “Creation of new products and businesses,” and we will 
consolidate these results in the FY2023 Strategy and beyond.

From a Review of the Previous Medium-term 
Management Strategy to the New Medium-term 
Management Strategy

Figure 1 Reformation of business structure
C : Stands for “in-house company”  : Long-term business goals

• Acquisition of Luvata
• Absorption-type merger
 of Mitsubishi Shindoh

Advanced Products C 

• Establishment of technical centers
• Making Mitsubishi Hitachi Tool Engineering 
 as a wholly owned subsidiary

• Launch of an E-Scrap Sampling Center in Netherlands
• Stake acquisition in Mantoverde copper mine
• Establishment of Mining & Metallurgy Laboratories

• Joint development 
 of LiB recycling 
 technology

• Started operations of the Wasabizawa Geothermal Power Plant
• Started construction of geothermal and water power plants
• Establishment of biogas business company

Copper & 
copper alloy

Transfer of copper tube business
(Kobelco & Materials Copper Tube)

To be integrated with the cement 
division of Ube Industries, Ltd.

Separation of 
Aluminum Division from 

Advanced Products Company

Electronic 
materials Cemented carbide Mining & smelting Cement

Environmental 
recycling

Renewable 
energy

Sintered parts 
Aluminum Business

Metalworking Solutions C Metals C Environment & Energy Business C Structural ImprovementsCement C

Leader in the domestic and 
international cement industry with 

advanced environmental technologies

• Driving force of resource-recycling systems
• Leading company in geothermal development

• Reform of business structure improvement
• Improvement of profitability

• Acceleration of international business

Leader in 
environmentally-friendly 

mining & smelting business
Top 3 supplier in strategic marketsGlobal First Supplier
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Overview of FY2023 Strategy
The FY2023 Strategy indicates our goal for the end of fiscal 
2023 on our way to achieve our mission for 2030 to 2050, 
based on the idea of creating both social and economic 
values and our corporate philosophy of “For People, Society 
and the Earth.”
	 Following the left side of Figure 2 : Overview of FY2023 
Strategy from top to bottom, we find the Corporate 
Philosophy, Vision, Group-Wide Policy, long-term business 
goals and strategy, and then further down in the FY2023 

	 Material issues are social issues solved via business, and 
since business that solves social issues needs to be ongoing 
rather than temporary, it is also necessary to take a standpoint 
of viewing material issues necessary for ensuring business 
sustainability.
	 The company identifies issues from the two viewpoints 
indicated above, organizes them according to their importance 
for stakeholders and the Group, and defines high priority 
issues as the final material issues. The term “stakeholders” 
covers a wide range of parties, so we analyze stakeholders 
by different levels in our discussions, and then bring together 
the results at the end. We also added the relationship with 
the SCQDE order of priority of the Group. As a result, we 
categorized material issues as either “issues for solving 
social issues through the Group’s businesses” or “issues for 
strengthening the management base and core,” and consider 
the former to be elements for our “Mission” in the FY2023 
Strategy, and the latter to be elements for our “Corporate 
Strategies” and “Governance and organizations for supporting 
management strategy and ensuring business sustainability.”
	 We believe that indicating how the elements in Figure 2  

organically connect and integrate, and how their relationships 
are structured is extremely important to promote the sharing, 
understanding, and penetration of the FY2023 Strategy within 
the Group. An understanding of the overall structure will clarify 
the meaning of the details in the Business Strategies, Corporate 
Strategies, and Governance, which are its constituent elements.

Mission
Our mission is defined as “Contribute to build a prosperous 
society,” “Contribute to build a recycling-oriented society,” and 
“Contribute to build a decarbonized society,” as these efforts 
are linked with the resolution of social issues. We have had 
various discussions on where the Company should go and 
how it can make such contributions. Our young and mid-level 
employees made various proposals, and the mission was 
formulated based on the result of long discussion.
	 The relevance of climate change and environment 
protection technologies as social issues is an important 
part of our mission. The fact that almost all of the Group 
businesses are deeply connected with these social issues 
and that we can contribute to solving issues via our business 
activities is fully reflected in the formulation of our mission. 
By clarifying our mission, we have made it possible to define 
a more specific direction for the Company, including setting 
numerical business goals and determining how to connect 
with our mission when formulating the long-term strategy and 
long-term business goals of our business divisions. We also 
organize the relationship between our business strategies and 
SDGs, as well as the “ES” of ESG investment.
	 In fields related to the environment, it is true that it is 
difficult to create both social and economic values via our 
efforts alone. I believe that we also need to encourage 
related industries and society as a whole to establish more 
efficient social systems and share costs, etc. As a company 
conducting business, we must also search for ways to create 
both social and economic values in this field, via dialog with 
the market.

Strategy, we find the Business Strategies, Corporate 
Strategies, and Governance Approach. Our vision is “We will 
become the leading business group committed to creating 
a sustainable society through materials innovation, with 
use of our unique and distinctive technologies, for People, 
Society and the Earth” and we will further realize this vision 
and clarify our ”Mission,” including what we consider to be 
the relationship between our vision and our material issues 
(materiality).
	 The idea underpinning this is “Create both social and 
economic values.” Our mission for 2030 to 2050 is summed 
up as three points for working to create economic value by 
solving social issues that we recognize as material issues.

Group-wide Policy
The Group-wide Policy of the FY2023 Strategy is “Optimization 
of business portfolio,” “Comprehensive efforts to increase 
business competitiveness,” and “Creation of new products 
and businesses,” which is the same as that of the FY2020 
Strategy
	 When aiming to optimize our business portfolio, We 
must think about what businesses the Group needs to take 
ownership of, and focus our management resources on those 
businesses. “Ownership” is normally used when talking about 
an individual, and refers to when someone considers a job 
their own, and autonomously tackling issues in that job with 
a strong passion and sense of responsibility. We believe that 
a company should take the same stance, and that is why we 
use the term “ownership.”
	 The four characteristics of businesses that the company 
should take ownership of are as follows: Figure 3

	 1) �Businesses that are consistent with the Group’s vision 
and mission

	 2) �Businesses that are governable by the Group
	 3) �Businesses that are capable of earning a leadership 

role in a specific region or the world
	 4) �Businesses that can deliver stable returns over capital 

costs on a medium- to long-term basis

	 I believe that 1) comes naturally, because our vision is the 
highest concept of the Group, and our mission was defined in 
terms of how we can realize our corporate philosophy.
	 The idea of 2) is a matter that I really feel the need for from 
the experience of confronting quality issues. I believe that 
a business being governable means that we must have an 
adequate understanding of every nook and cranny of that 
business, and be able to share that understanding.
	 3) refers to the fact that attaining a leading position in a 
scope or field of business means becoming essential for the 
customers in that field, and I believe that means that we can 
gather more information and swiftly and efficiently identify 
the products and business fields we must develop in the 
future. The long-term business goals indicated in the FY2023 
Strategy are aligned with this concept.
	 The idea of 4) is that outperforming capital costs leads to 
the creation of corporate value. Adopting ROIC as an index 
for visualizing profitability when building a business portfolio 
enables comparisons with capital costs and thereby provides 
easy-to-understand assessments of corporate value creation.
	 In order to ensure returns that exceed capital costs, it is 
necessary to maintain and continue a state where the ROIC 
value is above capital costs, even when the ROIC value varies 
(the ROIC spread increases or decreases).
	 I personally believe that in addition to the conventional 
concept focused on the flow, we must also aim to ensure 
that the ROIC continuously exceeds capital costs. Therefore, 
as indicated in our Group-wide Policy, it is necessary for us 
to incorporate the appropriate reshuffling of our business 
portfolio, polishing of our business competitiveness, and 
creation of new products and businesses in concrete strategies 
and measures for execution.

FY2023 Strategy

R&D and Marketing Strategy Manufacturing excellence strategy

Corporate Philosophy

Business Strategies

Corporate strategies
Quality management strategy Digital Transformation strategy Human resources strategy

Governance and organizations for supporting management strategy and ensuring business sustainability 

Corporate governance Targeting organization and corporate culture (Group governance)

Continuous functional 
improvements as a company 
with a nomination committee
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Stable supply of 
product /material

[Q,D]

Creation of a recycling-
oriented society

[C]

Dealing with
climate change

[C]

Environment 
protection technologies

[C]

Workplace safety 
and hygiene

[S]

Governance
[C]

Development of 
diverse talents

Responsibility 
in value chain

[Q,D]

Stakeholder 
communication

Digital 
transformation

Vision

Mission

Group-wide Policy

Long-term business goals
Long-term strategy  

Materiality (related to SCQDE)

For People, Society and the Earth

We will become the leading business group committed to creating a sustainable society through materials 
innovation, with use of our unique and distinctive technologies, for People, Society and the Earth

 Advanced Products Company :
 Global First Supplier
 Create new businesses and products through the sophistication and 
 integration of our core competencies
 Accelerate marketing activities to replicate successful practice
 Metalworking Solutions Company :
 Top 3 supplier in strategic markets
 Provide high-efficiency products with advanced technology
 Metals Company :
 Leader in environmentally-friendly mining & smelting business
 Stable supply and recycling of nonferrous metal materials, 
 predominantly copper
 Cement Company :
 Leader in the domestic and international cement 
 industry with advanced environmental technologies
 Secure domestic advantage and growth in overseas markets
 Environment & Energy Business Company :
 Driving force of resource-recycling systems
 Leading company in geothermal development
 Solving the problem of urban waste and expanding the renewable 
 energy business

• Organization with good and healthy communication where employee 
 has unrestricted communication
• Organization capable of autonomously solving issues
• Organization that adequately shares the understanding of its business
• Organization that makes prompt and resolute decisions
• Organization that manages its business with the awareness of the 
 differences between product-type and process-type businesses
• Organization that aims for thorough digitization

[Business Divisions]
Promotion of Environmental and Energy Business Division 
to in-house Company 
Separation of Aluminum Division
[Corporate Division]
Establishment of Corporate Communications 
Department and Marketing Department
[Company-wide organization]
Establishment of Digital Transformation Management 
Office and Sustainable Management Office

1) Optimization of business portfolio
2) Comprehensive efforts to increase business competitiveness
3) Creation of new products and businesses

New organization

[Create both social and economic values]
Contribute to build a prosperous society by providing nonferrous metal materials, predominantly copper, and high 
value-added functional materials and products.
Contribute to build a recycling-oriented society by providing recyclable products and advanced technology-based waste 
recycling.
Contribute to build a decarbonized society by developing and promoting the use of renewable energies such as geothermal 
energy, and ensuring to consider the reduction of environmental impact in manufacturing.

Figure 2 Overview of FY2023 Strategy
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Contribute to build a prosperous society Contribute to build a recycling-oriented society Contribute to build a decarbonized society

Mission

Advanced Products 
Business

Metalworking Solutions 
Business

Metals Business Cement Business Environment & 
Energy Business

*1 Next-generation automobile, semiconductor / electronics, industrial machinery / infrastructure   *2 Li-ion battery recycling   *3 Solar panel recycling

•Advance multifunctional products
•Advance product function through 

failure diagnosis and prediction of 
materials corresponding to IoT

•Develop new materials and new parts 
into anchor products

•Expand advanced metal powder 
business

•Achieve 80% cemented carbide 
recycling rate

•Promote clean manufacturing
•Advance solutions

•Achieve E-Scrap processing of 
200,000t/Y

•Operate mines to secure stable supply 
of clean copper concentrate 

•Reduce CO2 emissions from smelters 
by 10%

•Advance technological development for 
reducing, capturing, and utilizing CO2

•Improve waste disposal

•Establish comprehensive recycling 
facility

•Commercialize LiB-R*2, PV-R*3 
•Start operations of new geothermal 

power plants

FY2024-2031

•Provide composite products in key 
business areas*1 and create novel 
materials and parts using new 
materials and technologies

•Respond to high current and high 
voltage by electric vehicles

•Respond to high frequency and large 
capacity communication

•Support advanced sensing technology

•Develop advanced metal powder 
business

•Increase cemented carbide recycling 
rate

•Use renewable energy
•Expand high efficiency tools
•Digitize solutions

•Advance recycling technology
  (e.g. dissolution/precipitation / 

separation technology)
•Acquire a stake in clean copper 

concentrate mine project
•Reduce CO2 emissions from smelters 

by 5%

•Reduce CO2 by introducing 
low-temperature burning technology

•Expand capabilities in waste plastics 
processing and install chlorine dust 
cleaning equipment

•Expand recycling business
•Demonstrate LiB-R*2, PV-R*3 technology
•Complete new hydroelectric power plant 

(begin operations in 2023)
•Construct Appi geothermal power plant
  (begin operations in 2024)
•Survey new geothermal sites

FY2021-2023 (FY2023 Strategy)

Advancement and 
diversification of digital devices

Longer lifespans of people and buildings Efficient treatment of urban waste

Effective measures against disastersAdvancing mobility

CO2 emissions reductionAutomation of production 
and business processes

Development of renewable 
and unutilized energiesEfficient use of mineral resources

and alternative substances

Efficient use of 
energy resources

Social issues

Figure 4 Business strategy for solving social issues

The Portfolio Matrix Figure 3  indicates where each business 
is located in terms of profitability and growth potential. The 
horizontal axis indicates profitability and the vertical axis 
indicates the growth potential for the business or market. 
The measures to implement differ according to the position, 
and can be either “Maintain and grow a healthy profit with 
enhanced investments,” “Maintain and grow profitability 
through operational efficiency and M&A,” “High growth 
potential but requires careful business decisions for the next 
step,” or “Improve profit structure while considering M&A and 
business withdrawal.” This can be used as a guide for what 
measures each business currently requires.
	 The current position may change as a result of 
implementation. Optimization of the business portfolio 
is nothing more than changing the current portfolio to 
pursue what we are aiming for. I believe that there are two 
perspectives to consider when doing so.
1) �Profitability
	 Ensure that the various businesses exceed the capital costs 
(WACC) as a result of implementing the measures that must 
be taken and reshuffling our businesses as required, upon 
understanding the current situation.
2) �Growth potential
	 Possessing a combination of businesses with high potential 
for growth.
	 In this case, we must possess businesses with a high 
growth potential even if they have inferior short-term 
profitability, have the management ability to support and 
accelerate the growth of those businesses, and our other 

is formulating a vision for each business site based on 
relationships with each business strategy, performing self ability 
evaluations based on a management framework, setting items 
for improvement, and voluntarily implementing internal reform.
	 The slogan of our Quality Management Strategy is 
“From reactive quality management to proactive quality 
management.” We will transition from a system that prevents 
non-conforming products from leaking to a system that 
achieves design, equipment, and processes that prevent non-
conforming products from being produced in the first place.
	 We consider the Digital Transformation Strategy to be the 
core strategy for our FY2023 Strategy and beyond. Since this 
involves intra-departmental efforts in a diverse range of fields 
including R&D, marketing, human resource development, 
and general management, as well as being closely related 
to manufacturing excellence and quality management, we 
will launch a new Digital Transformation Management Office, 
invite external talent to act as our Chief Digital Officer (CDO), 
and accelerate these efforts. Although digital transformation 
has been partially proceeding at the Company, we are behind 
other companies in terms of group-wide activities, and are 
in danger of perhaps never being able to catch up in several 
years time if we do nothing now. But if we do act now, we 
definitely have an opportunity to catch up.
	 Our Human Resources Strategy is positioned as something that 
supports the entire foundation, as is the case with governance.

Ensuring Business Sustainability
Ensuring business sustainability is essential for continuously 
supporting the creation of both social and economic values. 

businesses must generate the capital required.
	 Comprehensive efforts to increase business competitiveness 
involves polishing core technologies and knowledge that can 
be provided to the market and acquiring things that we lack 
or that need supplementation via M&A and collaboration. It is 
important that our Manufacturing Excellence Strategy, Quality 
Management Strategy, and Digital Transformation Strategy 
support this.
	 The R&D and Marketing Strategy is positioned to support 
the creation of new products and businesses.

Business Strategies (p.16-17, Figure 4 )
In the FY2023 Strategy, I believe it is important that we 
express our long-term business goals of where we want 
our business divisions to be in the year 2030, in light of our 
Mission. This is because having business goals enables us to 
recognize what is currently lacking, and enables us to think 
deeper about the path to solve that problem. Of course, there 
is more than one path to long-term business goals and it is 
necessary to change course according to the environment we 
face, but long-term business goals are essential to ensure that 
we do not get lost along the way.
	 Furthermore, I feel that these long-term business goals 
express the passion of each business division, and that 
in itself has meaning. I believe this is because the key to 
success in business management lies in having a market with 
customers, possessing technology or products that can be 
supplied to that market, and having passion for that business. 
This also applies to the concept of “ownership,” which was 
mentioned above.
	 The table on p.16-17 indicates the long-term business 
goals/strategy of each business and their relationships with 
ESG/SDGs, and how business strategies can help solve social 
issues in the long term and in the FY2023 Strategy. I believe 
that a future challenge we will face is to further accelerate and 
promote the relationships between business divisions so that 
they can head towards common goals, without becoming 
separated.

Corporate Strategies
Our corporate strategies include a R&D and Marketing 
Strategy, Manufacturing Excellence Strategy, Quality 
Management Strategy, Digital Transformation Strategy, and 
Human Resources Strategy.
	 The R&D and Marketing Strategy is positioned as 
supporting the creation of new products and businesses in 
the Group-wide Policy, and the Manufacturing Excellence 
Strategy, Quality Management Strategy, and Digital 
Transformation Strategy are positioned as supporting 
comprehensive efforts to increase business competitiveness.
	 In regard to the research and development in our R&D 
and Marketing Strategy, we identify fields to focus on and 
other important fields, determine mega trends connected to 
our mission, and thereby narrow down the key targets. In 
terms of marketing, business divisions are in charge of fields 
surrounding existing fields of business, and a new Marketing 
Department established in corporate divisions is in charge of 
new fields more distant from existing fields of business.
	 The key to our Manufacturing Excellence Strategy 

In order to do so, it is important to reinforce corporate 
governance and group governance upon clarifying the 
organizational culture to aim for, in addition to having a 
corporate strategy supporting the execution of business 
strategy and efforts via our business.
	 We have already established the following six items as the 
organizational culture to aim for.
	 1) �Organization with good and healthy communication 

where employees have unrestricted communication
	 2) �Organization capable of autonomously solving issues
	 3) �Organization that adequately shares the understanding 

of its business
	 4) �Organization that makes prompt and resolute decisions
	 5) �Organization that manages its business with the 

awareness of the differences between product-type 
and process-type businesses

	 6) �Organization that aims for thorough digitalization

	 1), 2), and 3) are goals of Group governance enhancement. 
I believe that we can aim for these goals by conducting 
smooth and autonomous communication at all levels, between 
the parent company and subsidiaries, between the head office 
and business sites, and within each business site and group 
company. In addition to conventional communication work 
at all levels conducted by Executive Officers including the 
Chief Executive Officer, the FY2023 Strategy aims to stimulate 
communication, evaluate the effectiveness of the Board of 
Directors at the Group companies, implement improvements 
based on that evaluation, and enrich the Group companies’ 
officer training. 

Figure 3 Portfolio matrix

[Characteristics of businesses that the company should take ownership of]
• Businesses that are consistent with the Group’s vision and mission

• Businesses that are governable by the Group

• Businesses that are capable of earning a leadership role in a specific region or the world

• Businesses that can deliver stable returns over capital costs on a medium- to long-term basis

[Building business portfolio]
• Profitability and growth potential determine the business direction

• Profitability is measured by ROIC (spread)

• Growth potential is measured by EBITDA growth rate, etc.

Maintain and grow a healthy profit
with enhanced investments

High growth potential but requires careful 
business decisions for the next step

High

Gr
ow

th
 P

ot
en

tia
l

Low

Low Profitability (ROIC) High

Maintain and grow profitability through
operational efficiency and M&A

Improve profit structure while 
considering M&A and business withdrawal

New business
•Copper & 
 copper alloy
•Cemented carbide

•Sintered parts
•Aluminum Business •Cement

•Electronic materials

•Mining & smelting
•Environmental 
 recycling
•Renewable energy
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	 Furthermore, the FY2023 Strategy promotes activities for 
the heads of corporate divisions to conduct hearings at the 
various levels of business sites in order to identify issues and 
promote activities, in addition to the Internal Audit Department.
	 4) is related to corporate governance, and we plan to evolve 
it by enhancing and improving the supervisory function and 
transferring authority to the execution side after our migration 
to a company with a Nomination Committee.
	 For 5), I believe that focused management is required, 
especially in R&D, manufacturing, and human resources 
exchange.
	 6) will be accelerated via strategy execution by the Digital 
Transformation Management Office.

	 Since we became a company with a Nomination Committee 
in fiscal 2020, Outside Directors have accounted for the 
majority of the Board of Directors members, and the debate 
and investigation at Board of Directors meetings have been 
from more diverse perspectives than ever before, including the 
discussions regarding the formulation of our FY2023 Strategy. 
The composition of Outside Directors will be partially changed 
from July 2020, and I hope that this will lead to debate 
based on new diversity. We will continue to pursue improved 
functionality as a monitoring board and ensure diversity to 
achieve continuous improvements for the Board of Directors.
	 Extremely lively discussions were held at the Nomination 
Committee, Audit Committee, and Remuneration Committee 
meetings in fiscal 2020. As Chief Executive Officer, I presented 
proposals for discussion at the Nomination Committee and 
Remuneration Committee meetings. Colorful debate was had 
based on the previous knowledge of the various members, 
and I believe that this led to good results. Looking ahead, we 

date of annoucement on March 25, 2020, and does not take 
the subsequent global impact of COVID-19 into account. 
COVID-19 is causing a drop in demand for the automobile, 
semiconductor, and construction markets in Japan and 
abroad, which are deeply related to the business of the 
Group, and there is concern that the impact on the business 
of the Group will increase.
	 Therefore, in the financial results for the fiscal year ended 
March 2020 published on May 27, 2020, we announced that 
it is difficult to rationally estimate our earnings forecast for 
the fiscal year ending March 2021, and that dividends for the 
fiscal year ending March 2021 will remain undecided.
	 We will carefully examine our Medium-term Management 
Strategy that covers our financial plan including our 
shareholder return policy, based on the changes to the 

	 This Integrated Report focuses on the FY2023 Strategy 
published on March 25, 2020. People inside the company 
and the Board of Directors spent a large amount of time 
formulating the Strategy via lively and detailed discussion. 
As a result of this, our mission for 2030 to 2050 was able 
to be summed up as working to create economic value by 
solving social issues that we recognize as material issues. 
The FY2023 Strategy indicates our activities for the next three 
years toward achieving that mission,.
	 The business environment is rapidly changing at a 
bewildering rate. However, since our mission is based on a 
long-term outlook and fundamental creation of value, it is not 
so susceptible to occasional changes in the environment.
	 The creation of corporate value is not possible with the 
planning and formulation of a strategy alone. The strategy 
must also be executed. A strategy itself is a concept or an 

must implement plans, operate systems, and continuously 
make improvements based on those results.
	 On April 1, 2020, we established the Sustainable 
Management Office, which is led by the Chief Executive Officer, 
as an organization for promoting business sustainability across 
the entire Group. In addition to establishing and operating the 
panels, we will hold management office meetings in order to 
swiftly perform the required decision-making. When the issues 
we should tackle change due to social or other factors, we will 
flexibly change our target issues and panel structure.
	 I believe that efforts for ensuring business sustainability are 
like training the core of a human body. This core training will 
surely make a difference the next time that the Group needs 
to make a great leap.

Financial Plan and the Impact of COVID-19
In the FY2023 Strategy, we published the financial indicators 
to adopt and the financial targets for the final year of the 
FY2023 Strategy (fiscal 2023), as well as our investment 
plan, shareholder return policy, and policy regarding strategic 
holdings. Figure 5

	 Financial ratios include ROIC for profitability and 
EBITDA, etc. for growth potential, and ROA also plays a 
complementary role in the processing business. Group-wide, 
we plan to adopt a combination of ROIC, ROE, and ROA.
	 Our investment policy places importance on its balance with 
the operating cash flow and cash in via the sale of assets, 
etc., and when there is a large-scale investment project for 
growth,  we proactively execute the project with the net D/E 
ratio of 1.0 times or less to ensure fiscal discipline.
	 However, our financial plan, including our shareholder 
return policy of an 80 yen dividend per share, is as of the 

business environment and the impact on the medium to long-
term business forecast caused by COVID-19, and will swiftly 
publish any decisions made if changes are deemed necessary.
	 I believe that there is no need to significantly change the 
direction of our strategies in the FY2023 Strategy other than 
the financial plan, but the impact that COVID-19 will have on 
our business and the countermeasures we will implement 
must focus on the changes that will occur in the business 
environment in a post-COVID-19 world, including immediate 
countermeasures. Figure 6

	 I believe that we must prepare for the need to add and 
review the social issues that the Group must tackle and the 
need for short-term strategic changes and strategies based 
on structural changes to the industry, according to the extent 
and nature of those changes.

idea of what we want to be. The key is whether we all really 
aim to do so. Everyone from top management to on-site 
workers needs understand and sympathize with the strategy. 
Therefore, since announcing the FY2023 Strategy, we have 
been working to ensure the penetration of the strategy at 
more levels than before, via a wide range of efforts such as 
remote meetings with representatives in Japan and overseas, 
the delivery of supplementary materials via intranet, serialized 
features in our Group newsletter, the delivery of training 
materials, and sharing in each business division.
	 This Integrated Report plays a role in conveying our ideas 
to a wide range of stakeholders both inside and outside the 
Company, and I hope that it will enable us to receive feedback 
from many different perspectives and thereby stimulate 
discussion. I also hope that we can brush up our ideas and 
mission to create a higher dimension of corporate value via 
discussions with our stakeholders.

Figure 6

Short-term
(FY2021)

Medium to 
long-term

Reflecting to FY2023 Strategy/long-term strategy

• Understand business environment and performance and revise plans frequently

• Timely execution of various measures

• New work styles

 (changes to meetings/events/offices bring changes to personnel systems, evaluation, and hiring)

• Efforts for Digital Transformation strategy

• Changes to the concept of mobility 
 (restrictions on the movement of people)
• Structural changes to 
 the automotive/aerospace industries
• Acceleration of Digital Transformation
• Manifestation of the differences 
 in strength between companies
• Increasing demand for ensuring safe 
 lifestyles

• Reviewing the relationship between business 
 and social issues/SDGs
• Acceleration of industry restructuring
• Changes in M&A
• Changes in the relationship with suppliers 
 and customers
• New opportunities to secure talent due to 
 outflow of human resources
• Accelerating entry into the medical and 
 lifestyle industries

• Planning and prioritizing investment (prioritize SCQ measures), and investment period

• Appropriate management of working capital

• Ensure liquidity on hand

• Investigate measures for increasing cash inflow

Understanding of business 
environment

Cash flow management

Changes in the business 
environment

New normal
(new lifestyle)
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Creating a Higher Dimension of Corporate Value

Figure 5

Investment Policy

Shareholder return 
Policy

Strategic holdings

• Make investments using cash flows from operations, and proceeds from business restructuring and asset sales

• If there are other attractive large-scale investment projects for growth, investments will be made proactively as 	
long as a net D/E ratio of 1.0 times or less is maintained

 Cumulative investment plan from FY2021 to 2023 (unit: billion yen)

*1 �Business restructuring, sales of 
strategic holdings, etc.

*2 �Dividends paid and dividends paid 
to non-controlling shareholders

• �MMC intends to pay stable dividends despite fluctuating business results, and pay out an annual dividend of 
80 yen per share.

• �However, if the consolidated payout ratio becomes less than 25%, MMC will temporarily increase the 
dividend or conduct share buybacks.

• �Unless required for strategic objectives, MMC will not acquire or hold shares other than purely for 
investment purposes

• �Expected reduction in FY2020: 12%

Cash in

Operating CF 280

Others*1 60

Total: 340

Cash out

Investing CF

Investment for growth 190

Investment for maintenance and upgrading 170

Subtotal 360

Financing CF Dividends*2 46

Total: 406

Total Investment: 360
Maintenance & upgrading: 170 Growth strategy: 190

22%
(Copper & copper alloy 15,  

Electronic materials 7)

Advanced Products

30%
(Cemented carbide 28, Sintered 2)

Metalworking Solutions

21%

Metals

8%

Cement

4% 15%
(Affiliated 2, Aluminum 9, 

Group wide 4)

Others

FY2020 (actual) FY2021-2023
Dividends 80 yen/share 80 yen/share

Environment & Energy Business

 Cumulative cash flows from FY2021 to 2023 (unit: billion yen)

Top Message

Investment Policy, Shareholder Return Policy, Strategic Holdings

Response to changes in the business environment
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