
Opened first Don Quijote store, in Fuchu, Tokyo
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Dec. 1996 
Registered stock for trading on the over-the-counter market

Commenced nationwide expansion

Jun. 1998 
Listed stock on the Second Section of the Tokyo Stock Exchange

Jul. 2000 
Listed stock on the First Section of the Tokyo Stock Exchange

Opened “Dorobo Ichiba” 

Launched a new organizational framework
Established a new governance framework and oversaw its reinforcement 

Implemented the new Medium/Long-Term Management Plan “Passion 2030”

Delegation of  
Authority

The PPIH Group’s delegation of 

authority makes for a system in 

which various aspects of 

operations, including product 

procurement, pricing, displays, 

and sales, are entrusted to store 

employees.

Ability to Adapt

All store staff, or those who interact 

directly with our customers, are 

given flexibility when making 

decisions regarding store operations. 

This approach enables stores to 

swiftly adapt to changes in customer 

needs and the operating environment.

Discovery of Unmet  
Nighttime Demand

Catalyst to begin  
nighttime operations 

Creation of  
Distinct Shop Floors

Starting point of value  
creation through  

provision of “stores as a  
place to spend time”

Founded Just Co., Ltd. (currently the PPIH Group)

1980

Commenced  
overseas operations 

Acquired  
Don Quijote (USA) Co., Ltd.  

as a consolidated  
subsidiary 

Expanded store network in 
Tokyo metropolitan area 

Acquired Doit Co., Ltd.  
as a consolidated subsidiary

Created family-oriented  
store format  

Acquired Nagasakiya Co., Ltd.  
as a consolidated subsidiary 

Accelerated expansion in the United States  
Turned MARUKAI CORPORATION  

into a consolidated subsidiary 
Launched “majica” e-money service 

Implemented post-GMS and NEXT Convenience Store strategy 
Commenced capital and business alliance with FamilyMart UNY 

Holdings Co., Ltd. (currently FamilyMart Co., Ltd.) 

Acquired QSI, Inc. as a consolidated subsidiary

Opened first DON DON DONKI store (in Singapore)

Embarked on a journey to become a globally competitive retail group
Acquired UNY Co., Ltd. as a consolidated subsidiary

Changed name to Pan Pacific International Holdings Corporation
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Section 1 Core Value of the PPIH Group 

Changing the Future with Things Unchanged 
Since Our Founding 

Unique Value of the PPIH Group

Marking its 40th anniversary, the PPIH Group has grown into a global company with a store network that extends to the U.S. and 
throughout the Asian region. Our store count has expanded from just one spot in Tokyo’s Suginami City to 631 stores,* including 
overseas operations, and we have broadened our network to a level that provides the joy of shopping to many more customers 
than ever imagined at the time of our founding. What has supported this growth is the strength of “delegation of authority x ability 
to adapt” crystallized through our pursuit of “The Customer Matters Most,” which has been unchanged since our founding. 
Even in a new era, we aim to utilize this unique strength and seek even further growth.

� * As of October 31, 2020

With the arrival of our 40th anniversary, we have built a framework to 

support further growth. The adoption of a new organization with “internal 

companies” enables us to achieve far-reaching delegation of authority 

and thereby accomplish overall optimization. We also promote strate-

gies using AI and digital capabilities, such as the Marshmallow 

Project, to bolster the ability of frontline operations to adapt. Our 

“delegation of authority” culture passed along since our early years is 

truly alive as a strength fashioning a new era.

In 1978, founder Takao Yasuda opened the miscellaneous goods store 
Dorobo Ichiba, the predecessor of the PPIH Group. Despite starting 
this business without any retail experience, he passionately exhibited 
a commitment to “The Customer Matters Most.” While convenience 
stores closed by 11 pm at that time, many customers reacted favor-
ably to a miscellaneous goods store that stayed open until midnight. 
	 A commitment to “The Customer Matters Most,” which has been 
unchanged since our founding, and a contrarian approach of “never 
copying other major retailers” are still our fundamentals.  

Our Roots Unchanging Strength Born from the Founding Spirit

Start of Delegation of 
Authority Founded on  

Trust
Source of strength

Maximizing the Strength of Adapting to the Times

Started with pursuit of  
“The Customer Matters Most” 

* �Store numbers are 
as of October 31, 2020.
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