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The PARCO Group has long expressed independent-

minded lifestyles and the beauty of diversity through 

fashion, culture, and art. Discovering new possibilities in 

boundless imagination with a sense of the future has 

been our constant pursuit.

 The world now, and Japan, and the PARCO Group, 

are undergoing great change.

 PARCO has to this point focused on Incubation, 

Urban Revitalization, and Trends Communication as its 

major roles in society. For our next stage, we have 

dynamically refashioned these three axes to put forward 

a new Vision: Excite, Design, and Create. Based on a 

sensitive reading of the times, we will spearhead a 

group that creates to transcend the ordinary, generate 

excitement, and change the world.

Sharing excitement in tune with the times. Drawing and  
designing with belief in sensibility. Creating, with the focus on  

people, place, and connection. 
To change the world with excitement beyond imagining—

this is our new vision for the future.

Fashion, theater, film, literature, music, art.  
We have long expressed through culture the beauty of living and 

the splendor of being free. And we have constantly explored 
the potential of the imagination to fashion the future.

We will join with the next generation to forge a new era by  
connecting together diverse individualities and sensibilities driven by 

the imagination and passion of individuals. 
With sensibility, we will change the world.

Cover Design
A number of lines connecting together create the letters in 
PARCO and the three words of our Vision: Excite, Design, and 
Create. The lines represent diverse individualities, sensibilities, 
and partners, and they connect in various forms to express the 
creation of PARCO itself.

MESSAGE

KOZO MAKIYAMA
Representative Director, President and Executive Officer

 We have also defined a new Purpose: To Change the 

World with Sensibility. In this coming age of DX* and 

sustainability, when what is essential will come into focus, 

the driving force for the Group to be needed by society 

and for expressing PARCO’s trademark edginess will be 

the sensibility, imagination, passion, and adventurous 

spirit of each and every employee. I firmly believe that 

individuals thinking independently is the energy that gen-

erates innovation, and that the sensibilities of individuals 

can change the world and bring about a new era.

 We will connect diverse individualities and sensibili-

ties for the future and propose sustainable lifestyles with 

the next generation to create the trends to come.

* DX: Digital Transformation

July 2021
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Positioning of Medium-term Business Plan 
(FY2021-2023)
The PARCO Group has defined a new Vision and Purpose and put 
forward a new ideal for PARCO in 2030. Backcasting from this ideal, 
we established our Medium-term Business Plan (FY2021-2023) with 
the aim of restoring profit to FY2019 levels over the plan’s three years. 
We will work under the plan to build the foundation for renewed 
growth. The plan also establishes a 2030 outlook for each of our busi-
ness domains, which we will work toward while reforming and creating 
business models that utilize digital in pursuit of sustainable growth.

Overall Policy of Medium-term Business Plan (FY2021-2023)
Guided by a policy of building a foundation for renewed growth, which is centered on the two axes of the PARCO 
Shopping Complex Business and Development Business, plus the Content Business, we will carry out business with a 
focus on “raising,” “changing,” and “creating.” In addition, we will promote a digital strategy for our sustainable 
growth and conduct socially meaningful business activities by defining sustainability themes from our own standpoint.

2030 Outlook for Business Domains

PARCO Shopping 
Complex Business

Establish a uniquely dominant presence by evolving PARCO’s longstanding 
competitive advantage and creating new value (= rebranding)

Digital Strategy Maximize experience value in real and digital and create unique value

Development Business
Aim to be an urban lifestyle developer to propose diverse urban lifestyles  
and create appealing communities

Content Business
Develop and expand SDGs- and CSV-oriented content and  
incorporate it into businesses to further increase brand value

PARCO Shopping  
Complex Business
Rebranding

  Expand stores business domain modeled on  
Shibuya PARCO

  Clarify the roles of stores in each market
  Strengthen inbound measures from global standpoint

  Promote collaborative sales floors and  
new content development
  Pursue platform for digital shopping complex
  Refashion building configurations at core stores

Digital Strategy
DX strategy

  Build and implement systems for promoting  
CRM* strategy

  Engage customers in J. Front Retailing Group
  Reform PARCO Online Store
  Create PARCO appeal with XR* technology

  Promote innovations in business foundations
* CRM: Customer Relationship Management
 XR: Extended Reality
  XR refers collectively to virtual reality (VR), augmented reality (AR), 

mixed reality (MR), and other such technologies

Development Business
Portfolio reform

  Develop JFR’s “Urban Dominant Strategy” in priority areas
  Initiatives for diverse applications not limited to retail
  Diversify revenue sources through cyclical investment scheme

  Develop new site creation during the “new normal” in 
semi-urban locations

  CRE* strategy focused on properties acquired from 
Daimaru Matsuzakaya Department Stores

* CRE: Corporate Real Estate

Content Business
Raise brand value

  Develop content not limited to specific sites
  Develop sustainability-themed businesses

  Coordinate within the J. Front Retailing Group and increase 
customers through projects and products 

Sustainability
Lifestyle co-creation

  Establish sustainability policy of “Connect diverse individualities and sensibilities and co-create exciting, sustainable life-
styles” and conduct activities on six key themes: Cultural value creation, With the next generation, D&I and fulfilling work, 
Increasing local appeal, For a carbon-free society, and Co-creation with stakeholders 

HR Strategy   Promote solutions to issues and reforms to the corporate culture by building an HR system oriented to strategy promotion

Management Restructuring   Select and focus investment in anticipation of future changes and increase cost efficiency in various areas

Priority Strategies of Medium-term Business Plan (FY2021-2023) 

Deeply connect people with communities,  
co-create with diverse partners, and provide unique 

experiences and emotional riches 

Strategy Pillars
   Position the Development Business 

as our next growth domain
   Rebuild value of store brands
   Create appealing content

Sustainable Development
   Digital shift
   Promote socially meaningful 

businesses

Strengthen Business Foundation
   Secure and develop human 

resources and build systems for 
achieving the Medium-term 
Business Plan

Management Restructuring
   Revise business foundation and 

increase cost efficiency

Medium-term  
Business Plan  
(FY2021-2023)

Building a foundation 
for renewed growth

Ideal PARCO for 2030

Deeply connect people  
with communities, co-create  

with diverse partners, and  
provide unique experiences  

and emotional riches

FY2020 H2
PARCO acquires the real estate 
business (excluding some portions) 
of the J. Front Retailing Group

Creation of Medium-term 
Business Plan by backcasting 
from an ideal

PARCO
Medium-term Business Plan

(FY2021-2023)

Medium-term  
Business Plan 
(FY2017-2020)

PARCO Shopping  
Complex Business

Development Business

Raise Change Create

Content Business
Change Existing Businesses / Create New Businesses

HR Strategy
Share sensibilities and co-create with people inside and outside the company to  

create new value and businesses

Management Restructuring
“Scrap-and-build” and increased cost efficiency to change to a new business platform

Promotion of Digital Business

Strengthening Sustainability Initiatives
Share the sensibilities of people (inside/outside the company) and markets

Evolution of existing 
stores modeled on 
Shibuya PARCO

Ideal PARCO for 2030

Coordinate
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PARCO Shopping Complex Business

We develop PARCO shopping complexes throughout the country, from Hokkaido to Fukuoka in Kyushu, and operate 
each with a store concept matched to the local market. We help tenants increase sales in equal partnerships with 
them through renovations and renewals, advertising and sales promotions to attract customers, and attentive, 
detailed support. Moreover, since our founding, we have not simply focused on selling products; we have 
produced new ways of spending time and enjoying life, creating unique forms of culture as a communicator of 
lifestyles. These initiatives have played a major role in enhancing our corporate brand and differentiating PARCO 
shopping complexes from competitors.

PARCO’s Seasonal Ad Campaigns for Spring/Summer and Autumn/Winter

Against the backdrop of COVID-19, our 2021 seasonal advertising campaign 

for spring/summer and autumn/winter is “HOPE FLOATS.” It conveys the mes-

sage that now is the time to throw out your worries and fears, put the warmth 

of hope in your heart, forget the weight of gravity, and move forward boldly 

into the future. The campaign’s creative director, Jamie Reid, also headed last 

year’s campaign, “PARCO HEROES” with its message of “Don’t be afraid to 

change. Walk towards the future with a new culture.”

2021 Spring poster 2021 Autumn poster

New Days Begin—Shinsaibashi PARCO Opens Opened November 20, 2020

Shinsaibashi PARCO opened on November 20, 2020 on the former site of Daimaru Shinsaibashi 

North Building; it is the second property we’ve developed jointly with the J. Front Retailing 

Group. The new complex is PARCO’s eighteenth store nationwide and our first in nearly nine 

years in Osaka’s Shinsaibashi district, one of the most prominent commercial areas in the 

Kansai region. It joins Shibuya PARCO and Nagoya PARCO as core stores in Tokyo, Nagoya, 

and Osaka. Going beyond a fashion building-department store framework, Shinsaibashi 

PARCO is a new commercial building where products and services, daily life and art, and the 

real and technology mingle without borders. It takes the essence of Shibuya PARCO and 

adds elements from department stores to create a complex with large specialty stores and a 

multipurpose hall and event space, transcending the typical commercial complex.

 Facilities like the restaurant floor and cinema complex have since opened as well, after 

having been delayed by COVID-19. Midosuji Dining opened on January 21, 2021 on the 13th 

floor; Theatus Shinsaibashi, a seven-screen Aeon Cinema complex with cutting-edge video and 

sound, opened on March 16 on the 12th floor; and Shinsaibashi Neon Restaurant Street, an 

exciting dining space with entertainment and cultural offerings beyond the normal restaurant 

experience, opened on March 18 on the second underground floor. With these openings, 

Shinsaibashi PARCO went into full operation— all its floors and some 170 shops and restaurants.

Pre-opening event at Shinsaibashi PARCO

Shinsaibashi PARCO  
2nd underground floor
Shinsaibashi Neon Restaurant Street

Open shops, join in events

Enjoy PARCO Enjoy shopping
Sales activities

PARCO

Customers

Shops

Equal Partnership
For growing business together

Make fans of PARCO

921 companies/2,202 tenants 
(As of February 28, 2021) 

* The number of tenants excludes short-term contracts.

For enjoying PARCO

Comprehensive 
capabilities in the 
shopping complex 

business

Marketing

Planning

Shop  
Selection

DesigningOperationsAdvertising

Sales 
Promotion

Maintenance 
Services

Renovation

TenantsShopping-complex developer

Equal Partnership

PARCO has agreements with tenants that clarify our respective roles. PARCO is responsible for sales promotions and attracting 

customers to our complexes, while tenants focus on actual sales to customers. The commercial spaces we design for our stores 

nationwide give people places to gather and enjoy themselves, earning the support of customers and giving us a strong cus-

tomer base. Tenants and PARCO are partners—we grow and develop together while sharing each other’s values. This principle 

of equal partnership is a key characteristic of PARCO. Building win-win relationships with tenants built on lasting trust is what 

supports our own continuing growth.

Total Production and Regular, Proactive Refurbishment

We produce every aspect of our PARCO shopping complexes, from shop selection to design and presentation, store opera-

tions, advertising and sales promotions, and even store maintenance. Refurbishments are also made regularly and proactively 

to ensure PARCO sales floors are always fresh and attractive.

Digital Technologies for Customer Service and Tenant Shop Support

PARCO is enhancing its use of digital technologies to communicate with ten-

ants and customers. POCKET PARCO is our official app for customers, which 

is used to provide services before, during and after store visits. PARCO 

ONLINE STORE can be utilized by tenant shops to sell their products without 

time or place restrictions, giving tenants the opportunity to sell both at shops 

and online. Digital technologies are also used for shop staff members. For 

example, there are training and e-learning systems for improving customer 

service skills across real and online channels and groupware that reduces 

clerical work at shops.
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Create new value
1  Promote collaborative sales floors and new content development

With the aim of being OMO* stores, a hybrid of real and digital, we will develop shop formats through outside co-creation and 

develop appealing content for inside and outside PARCO to enhance daily life and provide distinctive experiences.

* OMO: Online Merges with Offline

2  Pursue platform for digital shopping complex
Along with making changes to our online store, we will build a system for increasing customers with in-house PARCO IDs and 

carry out sales promotions with Daimaru Matsuzakaya Department Stores that utilize the customer information of both compa-

nies. We will also work to create PARCO appeal in real and digital using XR technology.

 Refer also to “Digital Strategy” from page 10.

3  Refashion building configurations at core stores
We will conduct major renovations that include changing the brand image and area positioning to further enhance the pres-

ence of PARCO’s core shopping complexes.

3  Expand domain of PARCO Shopping Complex Business
Create and amplify resonances between the PARCO Shopping 

Complex Business and other businesses like Entertainment, 

based on Shibuya PARCO as the key media center.

4  Strengthen initiatives for global customers
Promote differentiation by providing appealing content and 

information for international customers and incorporating 

overseas content.

School and education
Combine in-store learning and Web-based learning for 
various schools

Beauty and wellness
Expand the clinic-mall format and related zones through 
collaboration with beauty and wellness-related curators

Food-related themes
Promote store visits with delivery services and food carts 
offering food from famous restaurants and through 
online recipe content

Experiential value
Provide new in-store audio/visual experiences using 
video technologies at designer boutiques

Medium-term Business Plan (FY2021-2023)

Through rebranding we will establish a strong presence as the complex of choice for tenants, creators, and 
customers and work to both evolve our longstanding competitive advantage and create new value to improve 
our financial value over the medium to long term

Shibuya PARCO 9th floor
GAKU

PARCO online TV

Evolve our longstanding competitive advantage
1  Rebuilding that began with Shibuya PARCO

We will further raise awareness of PARCO as a company that takes on new challenges.

2  Clarify roles based on store type
Each PARCO complex will integrate the information and new consumption experiences communicated by Shibuya PARCO 

into their own markets and provide unique value for their respective locations.

 1  Worldwide media center
Constantly provide unique value with an edge

  Shibuya PARCO

 2  Major urban terminal stores
Communicate to the market a combination of unique values for that area 
and values originating at Shibuya PARCO. Collaborate with galleries and 
entertainment and strengthen inbound and incubation-related initiatives

  Ikebukuro PARCO Fukuoka PARCO

 3  Demonstrate scale via urban-department store synergies

  Nagoya PARCO Shinsaibashi PARCO

 4  Medium- to broad-range co-creation in major regional cities Increase variation in the motivation to visit stores and expand the cus-
tomer base by developing building configurations and communicating 
information through tie-up events and collaboration with local media 
and companies across medium- to broad-range markets

  Hiroshima PARCO Sendai PARCO Sapporo PARCO
  Shizuoka PARCO Matsumoto PARCO

 5  Locally cultivated in narrow- to medium-range markets Along with the ability to draw customers and encourage repeat visits, 
through food products and cinemas, etc., promote local cultivation in 
narrow- to medium-range markets, including tie-ups with local compa-
nies and collaboration with merchant associations, to establish a position 
as a commercial complex with community functions for that area

  Chofu PARCO Urawa PARCO Kinshicho PARCO
  Kichijoji PARCO PARCO_ya Ueno Hibarigaoka PARCO
  Tsudanuma PARCO Shin-Tokorozawa PARCO

Provide unique value  
in the market

1  2  3

Branding
Entertainment
Art and culture
Incubation-based  
collaboration
Global

Local co-creation
Sustainability

Locally rooted collaboration
Joint development formats

 CRM / online evolution   Rebranding

Evolution of longstanding competitive advantage provided by PARCO, updating of consumption styles via DX

Co-created value provided over  
a medium to broad range

4

Locally cultivated values shared over  
a narrow to medium range

5

Digital
Semi-autonomous 

formats
Revenue 

diversification

PARCO Shopping Complex Business
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Sendai PARCO

Matsumoto PARCO

Hiroshima PARCO

Fukuoka PARCO

Shinsaibashi PARCO

Sapporo PARCO

Shibuya PARCO Chofu PARCO

Tsudanuma PARCOKichijoji PARCO Kinshicho PARCO

Shin-Tokorozawa PARCO Urawa PARCO

PARCO_ya UenoHibarigaoka PARCO Ikebukuro PARCO

Shizuoka PARCO

Nagoya PARCO

PARCO Shopping Complex Business

PARCO Shopping Complexes
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PARCO is promoting programs that use digital technologies to propose new forms of communication with 
customers and provide new ways of experiencing art.

Shinsaibashi PARCO Virtual Tour

Shinsaibashi PARCO Virtual Tour is online content that provides a highly realistic 

tour through the new complex with 360-degree video of recommended spots and 

shops. Viewable with smartphones, computers and other digital devices, the tour 

was available from November 20 when Shinsaibashi PARCO opened to the end of 

the year.

NEWVIEW Communicates New Digital Art

NEWVIEW is an experimental project* to pioneer creative expression using XR 

technology; it has conducted XR content awards, art classes, collaborative  

projects, and other programs since 2018. In May 2021, the project launched 

DOMMUNE, a live streaming studio, and NEWVIEW DOMMUNE, an experimental 

XR program based on collaboration.

*A joint project with Psychic VR Lab Co., Ltd. and Loftwork Inc.

Medium-term Business Plan (FY2021-2023)

We are currently growing our platform for digital shopping complexes in four stages: launch, develop, 
transition, complete. The three years from fiscal 2021 to 2023 are the second stage, “develop,” and during this 
time we plan to promote DX with a focus on the following four points

1   Build and implement systems for promoting  
CRM strategy

Through enhancements to POKEPARU PAYMENT, our pro-

prietary code-based settlement service, we are increasing the 

number of customers with in-house PARCO IDs. Executing an 

ongoing cycle of data, analytics, planning, and communication 

(“DAPC”), we will work to expand our base of loyal 

customers. 

Ongoing DAPC Cycle

2   Engage customers in J. Front Retailing group
A customer database for the PARCO Group will be built to 

enable us to provide value as the J. Front Retailing Group 

to the fullest extent possible. We will work to share customers 

with Daimaru Matsuzakaya Department Stores and consider 

integrated identification and data analysis of both companies’ 

customers using the customer database of the J. Front 

Retailing Group.

3   Reform PARCO Online Store
We plan to promote online store reforms, enhance 

e-commerce services to be a receptacle for both real and Web 

channels, and build a framework for mutual customer referrals.

4   Creating real & digital PARCO appeal with  
XR technology

Smart glasses are expected to be the next digital device after 

smartphones to gain widespread use, and we will respond by 

augmenting the PARCO experience both visually and audibly 

using XR technology to create new forms of appeal.

Succeeding and consolidating the real estate business of Daimaru Matsuzakaya Department Stores Co., Ltd. 
(some portions excluded)

Object of the Succession

Number of applicable  
facilities/properties:  47

J. Front Retailing

Daimaru Matsuzakaya Department Stores PARCO

Real Estate Business (Facilities related to department stores)

Real Estate Business

Digital Strategy Development Business

PARCO has taken over the real estate business of the J. Front Retailing Group (excluding some portions) and is 
promoting a business strategy in domestic real estate development with the aim of being an urban lifestyle developer 
that delivers diverse proposals for urban living and helps create highly attractive urban districts. In Nagoya’s Sakae 
district and Osaka’s Shinsaibashi district in particular, which are the Group’s strategic priority areas, we are carrying 
out redevelopment of large-scale complexes and are planning development projects that contribute to the appeal of 
these districts over the long term. By tackling new diverse applications not limited to commercial and the challenge 
of new formats and categories using development mechanisms like cyclical investment schemes, we will transform 
the real estate portfolio of the J. Front Retailing Group and thereby expand the Group’s business domain.

Our business strategy for domestic store development is to operate commercial facilities in diverse locations and 
formats nationwide, centering on ZERO GATE, low- and medium-rise commercial complexes in prime urban 
locations, and BINO, whose focus is beauty and health.

Data

Analytics

Planning

Communication

Building of data utilization  
environment and infrastructure

Analysis (hints and insights) and 
data utilization

Planning of appropriate, high-quality,  
data-driven communications

Creation and execution of  
planned communications

Real customer 
referrals

Web customer 
referrals

E-commerce  
customer referrals

E-commerce  
customer referrals

Attract 
customers

Attract 
customers

PARCO’s real 
channels

PARCO ONLINE 
STORE
Tenant 

e-commerce  
sites

PARCO’s Web 
channels

ZERO GATE

ZERO GATE is our category of low- and medium-rise commercial complexes in prime urban locations. These locations are 

utilized to create complexes consisting of one or a small number of tenants—which differs from PARCO-brand complexes—

and they are efficiently operated based on the scale of the business. Going forward, we plan to introduce a high-rise category 

linked to diverse sectors not limited to retail and to create new business schemes that utilize DX technologies and the high 

level of visibility afforded by prime locations. PARCO has long produced urban lifestyles based on themes like fashion and 

culture, and the name ZERO GATE signals our desire to return to a zero point, a new beginning, to propose new values 

through the gate, the entrance, to the district at large.

Other stores

We operate commercial facilities in diverse formats and locations around the country that are needed by their districts.

BINO Sakae Opened November 6, 2020
The fourth in the BINO series and the first since the business was transferred to PARCO, BINO Sakae opened in Nagoya’s Sakae district 
on November 6, 2020. The new BINO in Sakae, where redevelopment projects have been progressively transforming the district, takes a 
step forward from BINO’s traditional concept. It reinterprets the “beauty” in BINO to include gourmet food and luxury accessories and 
seeks to be a place that enriches the daily lives of visitors.

BINO

BINO consists of low- and medium-rise commercial facilities transferred to PARCO 

from Daimaru Matsuzakaya Department Stores Co., Ltd. in September 2020. Its main 

focus is beauty and health, on providing support for beauty from the inside and the 

outside. The name BINO is an acronym of the phrase “beauty inside and out.”
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Medium-term Business Plan (FY2021-2023)

As an urban lifestyle developer, we promote real estate development and format creation based on five key points

1  Development in priority areas for the J. Front Retailing Group
In priority areas like Sakae in Nagoya and Shinsaibashi in Osaka, which have clusters of the Group’s key properties, we will 

maximize synergies to further increase the appeal and dynamism of these districts. Along with building large-scale urban com-

plexes that generate new images, consumption, and customers as a format that bridges PARCO shopping complexes and 

department stores, for medium-scale facilities in prime locations we will work to create new business schemes that utilize DX 

technologies and the visibility afforded by these locations.

2  Initiatives for diverse applications not limited to retail and store openings in commercial complexes
In order to flexibly accommodate changes in the real estate market, we will not only develop commercial-oriented real estate 

but also collaborate with business partners and build real estate portfolios with diverse applications. We will promote building 

plans based on a mix of various applications and segments and create new formats through linkage with retail.

3  Building a cyclical investment scheme
By entering the asset management business and expanding ownership and involvement in real estate while separating owner-

ship from operations through private funding schemes, we will accelerate the trajectory of our Development Business and 

work to diversify revenue. (Investment advisory and agency business licensing has been acquired.)

4  Semi-urban site development
Promoting new development in semi-urban locations in anticipation of increasing demand for facilities where work, home and 

shopping are all in close proximity, we will take on the challenge of developing next-generation complexes that accommodate 

these changes to the “new normal,” both in terms of tenants/products and facilities. This category of complex will propose 

new sustainable lifestyles through a mix of stores and segments to function as a hub for collaborative area living and creation.

5  Executing CRE strategy
We plan to sell or reshuffle some of the assets transferred from Daimaru Matsuzakaya Department Stores Co., Ltd. in order to 

maximize the value of our overall real estate portfolio. 

3 Nishiki, Naka-ku, Nagoya Due to open in 2026
Envisioning a center for cultural exchange and value creation, one that will be a new landmark for 
Nagoya’s Sakae district, we are joining with another developer to build a new complex with a hotel, 
office space, cinema, and commercial facilities and plan to own and operate the commercial portion.

Kumamoto Shimotori GATE Project Due to open in spring 2023
At this commercial and hotel complex planned for the former site of Kumamoto PARCO in central 
Kumamoto, we intend to lease the commercial portion and open a commercial facility. The hotel and 
commercial facility will be linked seamlessly with the goal of bringing additional synergies to the life 
of the district.

Main Stores

Kawasaki ZERO GATE

Cattleya Plaza ISEZAKI

SAN-A Urasoe West Coast  
PARCO CITY

Shinsaibashi ZERO GATE

Com Terrace Higashi-Shinsaibashi

Dotonbori ZERO GATE

Sapporo ZERO GATENagoya ZERO GATE

BINO Sakae

Kyoto ZERO GATE

BINO Higashinotoin

Courtesy of Mitsubishi Estate Co., Ltd.

Development Business

Product (real estate) 
planning and 
development

Real estate procurement 
(property acquisition) Fund formation Investor recruiting 

(outsourcing)
Asset management 

services

Harajuku ZERO GATE

Shibuya ZERO GATE

BINO Okachimachi

BINO Ginza

Pedi Shiodome

Com Terrace  
Okachimachi

Hiroshima ZERO GATE

Hiroshima ZERO GATE2

Sannomiya ZERO GATE
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Wellness Business
With societal conditions surrounding consumers changing and values diversifying at an accelerating rate, and with 
awareness of physical health and mental wellbeing sharply increasing during the COVID-19 pandemic, we 
established the Wellness Business Department in September 2020 to propose new lifestyles and provide new value 
in the wellness field. The department will work to develop new wellness services in support of women’s inner 
beauty and health.

Business Alliance and Investment Agreement with Dricos, Inc.

In March 2021, we entered into a business alliance and investment agreement with Dricos, Inc., a healthcare company that 

provides personal healthcare services using digital technologies. The partnership will work to create new value by combining 

the real facility knowhow of PARCO with Dricos’ expertise in digital.

Working Space Business
“Between like and like” is the concept for the community-based working space SkiiMa, which is being developed 
by PARCO as a place for polishing your likes and giving them tangible form with your friends in the highly 
stimulating space of a commercial facility where people and goods are in constant interchange. Through this 
space, we hope to create a world where individuals with talent and ideas can continuously take on challenges.

SkiiMa Locations

Opened November 2020 Opened April 2021
SkiiMa No. 1 Shinsaibashi PARCO SkiiMa No. 2 Kichijoji PARCO

Medium-term Business Plan (FY2021-2023)

Develop content not limited to specific sites
Strengthening hybrid entertainment through digital technologies to combine live shows with digital streaming, we plan to 

develop online projects for art content like exhibitions, online projects for music and the theater, live commerce events, and more.

Enriching urban living
Through strengthening collaboration with local districts, we will hold art festivals and cultural events that become identified 

with that area and develop sustainable projects with the next generation that help increase the appeal of these local areas.

Increasing customers
Partnering with the companies of the J. Front Retailing Group, we will develop entertainment projects, exclusive products, and 

live commerce events.

Crowd Funding Service
BOOSTER, a crowd funding service, is a mechanism that enables people and organizations that need funds for 
new challenges to raise those funds from individuals over the internet. Projects get off the ground with support 
that fuses online and real-world resources, including collaborations with PARCO stores, and are sent out into the 
world through partnerships with community members. 

Entertainment Business
Since its establishment, PARCO has actively introduced new cultural offerings in the fields of theater, music, and 
art through our Entertainment Business, contributing to enriching the lifestyles of our customers. We produce 
varied, highly appealing content from the standpoints of theater, music, movies,  publishing, and content 
development. In addition to multi-media productions, such as DVD and book versions of this content, and 
organizing collaborations, we also offer entertainment with real emotion and discovery. 

PARCO STAGE @ONLINE

PARCO STAGE @ONLINE is a project of PARCO Theater to convey the appeal of the the-

ater online. “I want to see a play,” “I want to participate in the theater,” “I want to know 

more about it,” “I want get a glimpse behind the scenes”—a variety of content is provided 

online from perspectives such as these.

 https://stage.parco.jp/blog/detail/2335

PARCO-Produced Play Wins Outstanding Play Award at the 28th Yomiuri Theater Awards

“Guernica,” staged in September 2020 at PARCO Theater as its Opening Series, won the 

Outstanding Play award at the 28th Yomiuri Theater Awards.

Screenplay  Ikue Osada

Direction  Tamiya Kuriyama

Cast   Moka Kamishiraishi, Yuma Nakayama, Ryo Katsuji, Seina Sagiri, Reo Tamaoki, Shota Matsushima,  
Kazutaka Hayashida, Takenori Goto, Shoichiro Tanigawa, Mika Ishimura, Ayumi Tanida and Midoriko Kimura

PARCO Hosts “Life is Beautiful,” the First Large-scale Exhibition by Mr. Brainwash in Japan

Shibuya PARCO’s PARCO MUSEUM TOKYO and Shinsaibashi PARCO’s SPACE14 hosted Japan’s first 

large-scale exhibition by Mr. Brainwash, a Los Angeles-based graffiti artist. The exhibition showed 

existing works by the artist as well as pieces made specially for the event, plus limited-edition works on 

Japanese themes, a total of 80 two- and three-dimensional pieces. An online exhibition was also held 

that provided the chance to experience the show through a 3D viewer.

 https://my.matterport.com/show/?m=JMaKybtVRwD

Content Business

Shinsaibashi PARCO 4th floor

“Daichi” streamed online

“Guernica”

Kichijoji PARCO 8th floor
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P.O.N.D.—PARCO’s Festival of New Culture Held October 16-25, 2020
The 2020 festival was held with the participation of around 30 groups of young creators. It communicated 
content to open up new dimensions from the stage of Shibuya PARCO, including an exhibition at PARCO 
MUSEUM TOKYO, an online exhibition that lets viewers take in works online, a pop-up store and live 
streaming at GALLERY X, and a food-themed pop-up store at COMINGSOON. On the first weekend of the 
event, over 1,600 people came to the exhibition at PARCO MUSEUM TOKYO, the main venue, so the 
response was very good.

Environment

Shinsaibashi PARCO
Renovations and use of 100% renewable energy
Shinsaibashi PARCO is in the renovated Daimaru Shinsaibashi North Building. The renovation 

made extensive use of the existing building to make the project more sustainable. The distinc-

tive natural stone on the elevator-side wall was retained and utilized in the space design on the 

first, second, ninth, and tenth floors. Tiles inlaid with a gingko tree pattern that had been in the 

building’s elevator hall, which were inspired by Midosuji’s gingko-lined boulevard, were used in 

the flooring design on the first floor. The bronze sculptures that were on the outside walls and 

the mosaic tiles on the ceiling were also reused in the design as public art, and the pillars with 

fireproof coating that framed the existing building were covered in glass and reused in the 

space design. Moreover, for the sake of the environment, all of Shinsaibashi PARCO uses 100% 

renewable energy from hydropower.

Chofu PARCO
First shopping complex to acquire Eco Mark certification
Chofu PARCO became the first shopping complex to acquire Eco Mark certification under the first 

version of the standard for commercial facilities (Eco Mark Product Type No. 509). The certification 

came after the complex met the six basic standards used by the program to make its evaluation—

consideration for the building and surrounding environment, environment-friendly facilities, effi-

ciency of transportation and logistics, cooperation with tenants, eco-activities with customers, 

and environment-friendly facility management—and also scored highly in individual categories 

such as appropriate maintenance, management and operation of building facilities, consider-

ation for the environment surrounding stores through measures taken for car and bicycle parking, 

reducing food loss through food drives, and contributions to local social welfare programs. As an 

Eco Mark-certified facility, we will work to maintain Chofu PARCO as an environmentally friendly 

complex that contributes to the local community and helps achieve a sustainable society.

Diversity

Promoting diverse work styles
To foster a corporate culture where our unique 

personnel can generate new ideas through diverse 

work styles, PARCO promotes initiatives to realize 

a diverse organization that is free of prejudice 

against the LGBT community. As part of our efforts 

to create an environment and structure that allows 

all employees to express their individuality while 

enjoying a fulfilling career, we have established 

LGBT-related regulations and a leave system.

Supporting work styles that do not require a specific workplace
We are promoting mobile work to further raise per-hour productivity. For example, 

employees whose jobs frequently take them out of the office are able to make more 

productive use of their travel time. We also have a telework program to help employees 

balance their individual circumstances with job duties and to ensure corporate activities 

can continue when there are emergencies. The program had been limited to employees 

with time restrictions, but it was revised in April 2020 to allow all employees, in prin-

ciple, to broadly utilize it. In addition, communication is being promoted and work 

expedited and condensed by utilizing and expanding digital technologies such as 

cloud services and mobile computers and smartphones for all employees.

Incubation

P.O.N.D. (Parco Opens New Dimension)
P.O.N.D. is a festival of culture staged at Shibuya PARCO and featuring art, fashion, music, 

theater, and more. The name Parco Opens New Dimension reflects our desire to have the 

event constantly opening up new dimensions. At a time when people’s engagement with 

culture is changing greatly, we plan to develop a variety of projects and initiatives that are 

enjoyable for all culture-lovers. The energy of creators gathered in the middle of Shibuya, 

ever-changing in turbulent times, will open up new dimensions beyond anyone’s imaging.

Industry-academia partnership agreement with Showa Women’s University
We entered into an industry-academia partnership agreement with the university for the 

purpose of practical, project-based learning and regional revitalization. Through the part-

nership, we will connect the educational achievements of students to PARCO’s sustainability 

activities to help identify and solve issues for regional revitalization. Through creating an 

environment for diverse collaborations with educational institutions, PARCO will engage in 

the growth of the next generation, in diversity, and in utilizing the ideas of Generation Z in 

business. By taking part in actual business activities at PARCO, students will hone their 

problem-solving and communication abilities to address real issues in society and business 

and utilize their sensibilities to identify issues faced by society, companies, and local  

governments and propose projects that help solve them.

With a strong commitment to providing sustainable lifestyles that excite people, PARCO creates new value with 
the next generation that can be shared broadly in society. Under our sustainability policy, we conduct activities 
organized into six main themes to help achieve the UN’s Sustainable Development Goals (SDGs) and through the 
practice of sustainable management to earn the trust and satisfaction of stakeholders and raise corporate value.

 www.parco.co.jp/en/sustainability/

Sustainability

Summary of activities under industry-academia agreement
1  Tre-share Project—students identify local products and conduct crowd funding

2  College students gain business experience as interns

3   The next generation of young people learn about appealing local products for regional revitalization over the medium to long term

LGBT Consultation Center
A consultation center has been established for inquiries about LGBT-
related workspace issues and systems.

Same-Sex Partnership System
PARCO recognizes same-sex partners as having a relationship equivalent 
to marriage. Employees just need to complete a set of company proce-
dures for the rules to apply. In addition, the same rights are recognized for 
de facto heterosexual marriages.

Gender Transition Support Leave
Employees who take a leave of absence for hormone therapy, gender confir-
mation surgery, or pre- and post-operative medical examinations may use 
any expired annual paid leave arising from the most recent two-year period.

Exhibition at PARCO MUSEUM TOKYO by Ryu Ika

Tiles inlaid with a gingko tree pattern were 
moved from the 1st floor elevator hall of the 
North Building of the former Daimaru 
Shinsaibashi department store 

Satellite offices also being utilized depending 
on the employee’s home office environment
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Medium-term Business Plan (FY2021-2023)

We plan to incorporate sustainability into all corporate activities and promote projects while integrating 
sustainability with corporate strategy and to co-create in collaboration with the next generation, local 
communities and all other stakeholders to further develop our businesses. Guided by a sustainability policy of 
“Connecting diverse individualities and sensibilities and co-creating exciting, sustainable lifestyles with the next 
generation,” we will promote activities in six main themes to also help achieve the SDGs

Local Communities

BOOSTER
#Stand By Tohoku and Shizuoka MIRUI Project cheering each other on
BOOSTER, a cloud funding service, provides a mechanism for people and organizations with specific aspirations to raise funds 

from individuals via the Internet. It gives a boost to fledgling projects by joining together the online and real worlds, including 

collaborations with PARCO stores, and sends these creative challenges out into the world. #Stand By Tohoku was launched in 

October 2020, ten years after the Great East Japan Earthquake, and provides support for local products from Tohoku’s six 

prefectures. The Shizuoka MIRUI Project was started in January 2020 and supports new projects and solutions for business 

owners in Shizuoka Prefecture. These two programs mutually assist one another and cheer each other on to further accelerate 

consumption in support of their respective regions.

Project No. 1   Shizuoka MIRUI Project

Launched: January 2020
Members:  Shizuoka PARCO, Matsuzakaya Shizuoka, The Shizuoka Shimbun and Shizuoka 

Broadcasting System and Crowd Funding BOOSTER
Initiatives:  Stores (Shizuoka PARCO, Matsuzakaya Shizuoka) and media (Shizuoka Shimbun/

Shizuoka Broadcasting Company) provide advertising assistance to lead selected 
projects to success.

Listings: 19 projects listed (as of February 26, 2021)

Project No. 2   #Stand By Tohoku

Launched: October 2020
Members:  Tohoku Standard Market (KANEIRI CO., LTD.), Sendai PARCO and Crowd Funding 

BOOSTER
Initiatives:  Direction is provided from a unique standpoint for traditional crafts and local prod-

ucts spotlighted by Tohoku Standard Market. The store (Sendai PARCO) also pro-
vides advertising assistance for publicity that reaches Tohoku and all of Japan.

Listings: 3 projects listed (as of February 26, 2021)

Matsumoto PARCO
PARCO de Museum: A Collaboration between Matsumoto City Museum of Art and Matsumoto PARCO
As a part of the Matsumoto Machinaka Art Project 2021 organized by Matsumoto City, 

Matsumoto PARCO opened a public museum, PARCO de Museum, using all of its top floor 

(the sixth floor) and rooftop, one of the very few museums in a shopping center in Japan. It 

will be open until February 2022 to host art exhibitions curated by Matsumoto City Museum 

of Art, whose main facility will be closed for a year for major renovations. With concerns 

about the impact on tourism from the museum’s closure, we plan to publicize art and cul-

ture from PARCO de Museum to generate opportunities for creation, communication, visits, 

and purchases from the stage of Matsumoto, a city rich in history and culture. And with the 

motivation to travel and shop lagging due to the prolonged impact of the COVID-19 pan-

demic, we will create opportunities to honor art throughout the city to provide added value 

to the experience of shopping in real locations, create new flows of people, including tour-

ists, and help enliven the downtown area.

PARCO de Museum
Matsumoto City Museum of Art at  
Matsumoto PARCO
Matsumoto PARCO 6th floor, rooftop

Cultural value creation

Increasing local appeal

With the next generationCo-creation with stakeholders

D&I and fulfilling work

Sustainability

Cultural value creation
We will generate cultural value for the future and propose rich, 

sustainable lifestyles that allow for appreciation of this value

D&I and fulfilling work
We will create places where diverse personnel can flourish as 

we work to fully embody the values of diversity and inclusion

For a carbon-free society
We will collaborate with the other companies around us, start-

ing with our partners, to help achieve a decarbonized society

With the next generation
We will promote incubation/innovation for a new era with 

people full of creativity and vitality

Increasing local appeal
We will actively participate in the community and through 

maintaining safe and secure environments help raise the 

appeal of local neighborhoods and districts

Co-creation with stakeholders
We will strengthen partnerships with stakeholders, includ-

ing creators, tenants, and customers

For a carbon-free society
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PARCO

About PARCO

Corporate Profile (As of February 28, 2021) About the PARCO Group

Relationship within J. Front Retailing Group

Corporate History

Company Name PARCO CO., LTD.

Headquarters 1-28-2 Minami-Ikebukuro, Toshima-ku, 
Tokyo 171-0022, Japan

Head Office Shibuya First Place Bldg. 8-16 Shinsen-cho, 
Shibuya-ku, Tokyo 150-0045, Japan

Founded February 13, 1953

Paid-in Capital ¥34,367 million

Parent Company J. FRONT RETAILING Co., Ltd.

Employees 662 <male 359, female 303>  
(As of May 30, 2021)

Number of 
Locations

PARCO 18
ZERO GATE 11
BINO 4 
Others 34

1953 Feb. Established Ikebukuro Station Building Co., Ltd.

1954 Oct. With the capital participation of Marubutsu 
Co., Ltd., the company shifted operations from 
the management of the Ikebukuro Station 
Building to the operation of department stores

1957 May Changed company name to Tokyo Marubutsu 
Co., Ltd. 

Dec. Started operation of department store under 
the name Tokyo Marubutsu

1969 Nov. Opened Ikebukuro PARCO

1970 Apr. Changed company name to PARCO CO., LTD.

1973 Jun. Opened Shibuya PARCO

1975 Aug. Opened Sapporo PARCO

1 9 7 7 Jul. Opened Tsudanuma PARCO

1980 Sept. Opened Kichijoji PARCO

1983 Jun. Opened Shin-Tokorozawa PARCO

1984 Aug. Opened Matsumoto PARCO

1988 Aug. Stock listed on the 1st Section of the Tokyo 
Stock Exchange

1989 May Opened Chofu PARCO

Jun. Opened Nagoya PARCO

1993 Oct. Opened Hibarigaoka PARCO

1994 Apr. Opened Hiroshima PARCO

2002 Apr. Opened Shibuya ZERO GATE

2005 Feb. Opened Pedi SHIODOME

2007 Mar. Opened Shizuoka PARCO

Oct. Opened Urawa PARCO

2008 Aug. Opened Sendai PARCO 

2010 Mar. Opened Fukuoka PARCO

2013 Apr. Opened Shinsaibashi ZERO GATE 

Opened Dotonbori ZERO GATE 

Oct. Opened Hiroshima ZERO GATE 

2014 Oct. Opened Nagoya ZERO GATE

2016 Feb. Opened Sapporo ZERO GATE

Sept. Opened Hiroshima ZERO GATE2

2017 Nov. Opened PARCO_ya Ueno 

Opened Kyoto ZERO GATE

2018 Mar. Opened Harajuku ZERO GATE 

Sept. Opened Sannomiya ZERO GATE

2019 Mar. Opened Kinshicho PARCO 

Jun. Opened SAN-A Urasoe West Coast  
PARCO CITY 

Aug. Opened Kawasaki ZERO GATE 

Nov. Opened the new Shibuya PARCO

2020 Mar. Became wholly owned subsidiary of 
J. FRONT RETAILING Co., Ltd. 

Delisted from Tokyo Stock Exchange

Sept. Real estate business (excluding some por-
tions) transferred from Daimaru Matsuzakaya 
Department Stores Co., Ltd.

Nov. Opened BINO Sakae

Opened Shinsaibashi PARCO

The PARCO Group centers on PARCO CO., LTD. and includes PARCO SPACE SYSTEMS CO., LTD., which is involved in space 
creation and building management, PARCO Digital Marketing CO., LTD., which develops effective services and apps for com-
mercial facilities that utilize digital, and PARCO (Singapore) Pte Ltd, which develops shopping complexes in Asia, creates soft-
ware content, and provides consulting services for commercial facilities.

Companies of the J. Front 
Retailing Group

PARCO Group

Content promotion

Website production
DX support for stores

Store and facility operations
Space creation

Place creation and 
production

Coordinate

Coordinate

Content promotion

PARCO SC事業 デベロッパー事業

コンテンツ事業

PARCO Shopping Complex Business

PARCO Digital Marketing PARCO SPACE SYSTEMS

Development Business

Content Business

PARCO (Singapore)

PARCO SPACE SYSTEMS CO., LTD.

Provision of solutions based on space 
creation, operations, and management

PARCO SPACE SYSTEMS CO., LTD. provides comprehensive services and solutions 
for every phase of the creation of a facility, including space design planning and 
construction, facility operation, and safety management. Services range from the 
space product business, which covers aspects of space creation such as interior 
design and display presentation, to the building management business, concerned 
with the maintenance and management of facility safety and comfort. For shopping 
complexes, specialty stores, public facilities, large-scale city hotels, medical facilities, 
museums, and other facilities where users value aesthetic design and comfort, we 
take advantage of PARCO’s deep expertise to help sustain and enhance the business 
partner’s asset value.

Web / ICT utilization support to commercial 
facilities and specialty store companies

PARCO Digital Marketing CO., LTD.

PARCO Digital Marketing CO., LTD. has a core business of support for ICT utilization 
at commercial complexes and provides PARCO support for effective use of digital 
technologies. In close coordination with commercial facilities and specialty stores, it 
supports the creation of new commercial spaces that fuse real and digital, through 
website building and operation, planning and development for digital signage and 
other tools, and consulting on digital marketing for commercial facilities and national 
chains. In this way, the company provides multiple services combining digital and 
online tools as store operation solutions for more than 300 commercial facilities and 
specialty stores.

PARCO (Singapore) Pte Ltd is actively engaged in business in South and Southeast 
Asia utilizing the development and operational knowhow in shopping centers we 
have cultivated over many years inside and outside Japan. In recent years, the com-
pany has leveraged its network and experience in Singapore to promote “itadaki-
masu” Japanese restaurant zones in commercial facilities, office buildings, hotels, 
and other locations both in Singapore and neighboring countries. It’s also involved in 
the overseas expansion of character collaboration cafés produced by PARCO and 
provides consulting services in support of their operation outside of Japan.

Shopping complexes in Asia, software content, 
and consulting for commercial facilities

PARCO (Singapore) Pte Ltd

 www.parco.com.sg
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