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Based on our value creation hypothesis, this year we presented specific 
examples and opinions from our stakeholders to illustrate how and what 
kind of value we have created, and how co-creation has accelerated value 

creation. What are your thoughts on this?

Having ongoing dialogue about the value creation 
hypothesis
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The approach of reviewing things through dialogue is a good one. For the previous value 
creation hypothesis, the diagram illustrating its system helped us understand it better, but it left 
us with a further question: “Are you truly serious about making it a reality?” Through the exam-
ples this time around, I believe the clarity of the process by which strengths and issues com-
bine with strategy, individual strengths, and corporate culture to create value has increased.

Investors with medium- to long-term perspectives are shifting their expectations from superfi-
cial information to more in-depth information. Resonac’s hypothesis for value creation and the 
accompanying examples of initiatives contain information that I consider to be “in-depth” 
information, which demonstrates everyone’s enthusiasm and ability to execute. As Resonac 
moves into Phase 2, I look forward to seeing its genuine commitment to realizing its unique 
hypothesis and the further expansion of results disclosure.

The sole and most important job of a manager is to maximize corporate value. In Phase 1, we 
thoroughly implemented reforms in strategy, individual strengths, and corporate culture, and I 
believe the results of these efforts are being recognized by the market in the form of our stock 
price. However, what we aim to be is a company that continuously creates “value that would 
not exist in a world without Resonac” and changes society, and to be a World-Class Functional 
Chemical Company that co-creates a more sustainable planet and society where people can live 
with happiness.

To achieve this, it is essential to have a system and culture that allows human resources who 
resonate with our Purpose and put our Values into practice to further participate and take on 
challenges. As a World-Class Functional Chemical Company from Japan, we aim to succeed on 
the world stage. We will also prove the potential of Japanese manufacturing to the world. This 
challenge is what constitutes Resonac’s value creation as we look ahead to Phase 2 and 
beyond.

Many companies include some element of social issue resolution in their purpose, but not many 
actually translate that purpose into business that generates financial returns while connecting it 
to customer and beneficiary outcomes.

Through Resonac’s case study at ICEA, we were able to derive the hypothesis that the “model 
of co-creation” in which value is created alongside customers and partners, and the “degree of 
implementation” of the Purpose by each employee who actually drives that co-creation are 
important KPIs, and that the “commitment” with which the CEO and other executives take the 
lead in improving these activities is the driver that will achieve both impact creation and 
increased corporate value.

Furthermore, I believe that the commitment of each and every employee enhances the compa-
ny’s resilience, fostering the expectation that even if a new social issue arises in our rapidly 
changing society, “Resonac will be able to turn that social issue into an opportunity for busi-
ness growth,” and that this will be reflected in the evaluation of corporate value.

The amount of non-financial information disclosed by Japanese companies is increasing year by 
year, but despite the growing amount of information available, it is often difficult to use it effec-
tively for decision-making. In response, some companies are attempting to explain the causal 
relationship between their activities and value creation using data such as certain numerical 
models and statistical methods.

On the other hand, global companies with advanced information disclosure are beginning to 
adopt an approach that communicates value creation through written stories rather than data. 
They begin with their story and then present the underlying facts as data, thereby illustrating 
causality. I advocate for disclosure through stories and facts as one effective way to express 
value creation, but this may be a method that is somewhat difficult for Japanese companies.

Resonac carefully understands the story that leads to value creation and demonstrates its 
connection to the Company’s core approaches, then supports it with a wealth of materials 
including data and testimonials from stakeholders. In this way, Resonac’s success lies in its 
ability to effectively communicate its unique approach to value creation. This may be a new way 
of expressing value creation that cannot be found in Europe or among other global companies. 
Resonac’s Integrated Report is similar to a “strategy” report.

Rather than simply listing financial and non-financial elements, I felt that Resonac’s value 
creation hypothesis was an ambitious attempt to express how corporate value is created from 
a unique perspective. In particular, the way Resonac positions strategy, individual strengths, 
and corporate culture as the source of value creation reflects its unique way of thinking. On the 
other hand, the essence of value creation is not confined to the internal environment of a 
company, but is nurtured within the context of its relationship with society. Resonac’s Purpose, 
“Change society through the power of chemistry,” is not simply about improving corporate 
value, but rather a demonstration of its intention to bring about social change beyond that. 
Going forward, I look forward to seeing how Resonac’s worldview will be further refined as it 
creates new changes through co-creation with customers, partners, and society. I see great 
potential in Resonac as a platform that supports social transformation, connecting the 
strengths of diverse people and organizations and accelerating the creation of new value.
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