
Kochi Prefecture:
Mascot for House of Councillors election

Okayama Prefecture: Co-sponsorship of 
special museum exhibit

Wakayama Prefecture: Support for campaign to attract visitors

Okazaki, Aichi Prefecture: 
Support for tourism promotion

Ibaraki Prefecture: Co-sponsorship of special museum exhibit
Saitama Prefecture: Co-sponsorship of special museum exhibit

Kofu, Yamanashi Prefecture: Conclusion of
comprehensive partnership agreement
2020: Kofu, Yamanashi Prefecture: Stamp rally
Ueda, Nagano Prefecture: Support for tourism event

Kyoto Prefecture: Mascot for vehicle-related 
theft prevention awareness

Hyogo Prefecture: Mascot for vehicle-related 
theft prevention awareness

Osaka Prefecture: Mascot for vehicle-related 
damage and theft prevention
Use in recruitment ads for cybercrime investigators

2020: Osaka Prefecture
Mascot for employment support event

Initiatives Across Japan

Cultural Awareness 
Raising

Participation 
in Elections

Prevention 
Education

Economic 
Development

2020: Osaka Prefecture
Mascot for Cybercrime prevention
Production of posters and display of original
collaborative videos on digital signs in train stations

Hamamatsu, Shizuoka 
Prefecture: 
Support for tourism promotion

Other
2020: Fukushima 
Prefecture
Mascot for Tamura 
Police Station traffic 
safety awareness 
campaign
Production of original 
collaborative 
merchandise, including 
posters and reflectors

2020: Fukushima 
Prefecture
Plastic file folders for 
traffic safety 
awareness in Tamura 
area

Regional Revitalization
Activities

Supporting regional revitalization using the appeal of 
Capcom video game content

Miyagi Prefecture: Mascot for gubernatorial election

Kochi Prefecture: 
Mascot for gubernatorial election

Miharu is an historic castle town known as the birthplace of 
Megohime, the daughter of Tamura Kiyoaki (who was the lord 
of the Miharu Castle), and wife of Date Masumune, who was 
nicknamed Dokuganryu, or the One-Eyed Dragon.
        We collaborated with Capcom to utilize the Felyne characters 
from Monster Hunter in a traffic safety PR campaign. The main 
target of the campaign was elementary and junior high school 
students, and the Felyne were a big hit with children and students. 
        Going forward, we hope to continue collaborating with 
Capcom, a company that values community engagement, 
utilizing anime and game content that appeals to young 
people in regional revitalization efforts.

General Affairs Division,
Miharu Municipal Government

Yukihiro Ohuchi

Comments from a city official

Relationship with Regional Communities

Contributions to Regional Revitalization

The appeal of video game content was demonstrated to the world 
during the opening ceremonies of the preeminent international 
sporting event of summer 2021 held in Tokyo when video game 
music was played to accompany the entrance of the athletic teams. 
In the same vein, Capcom is following a Single Content Multiple 
Usage strategy for our content, which we deploy in a wide range 
of fields beyond video games. As such, we are proud to have a 
high level of recognition and popularity among men and women, 
young and old alike.
        Based on our corporate philosophy of making people happy 
through games, Capcom has been engaged in the following 
four regional revitalization activities not only in Osaka, where 
we have our head office, but across Japan, since the mid-2000s: 
1) economic promotion that supports the local tourism industries; 
2) cultural awareness raising that supports education concerning 
local history and culture; 3) crime prevention education through 
coordination with the police; and 4) raising awareness about 
voting in elections in coordination with the Committee for 
Election Administration.
        Further, going forward we will provide support for esports 
activities regionally throughout Japan while looking into activities 
to promote regional revitalization through playing games.

Utilizing the appeal and brand recognition of
popular games to contribute to society

Medium- to Long-Term
Growth Strategy

Latest Creative Report Financial Analysis and
Corporate Data

Value Creation Story Foundation for
Sustainable Growth (ESG)
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Number of Female Managers and Ratio of Female Employees
(Capcom Co., Ltd.)

2016 2017

24

2018

25

2019

25

(Years ended March 31)

22%

19 20 21

Impressions of the on-site classes
(An excerpt of this fiscal year’s comments)

Listening to the stories of people who do the work, such as 
programmers and sound creators, and observing their 
enthusiasm made me want to be like them when I start 
working in the future. (Elementary school student)
Because it came from a game creator rather than a teacher, 
the lesson of how to make and interact with games really 
resonated with the children. (Elementary school teacher)
(The students) seemed to recognize that they themselves 
were consumers and realize that on the other side of the 
games there are efforts being made by the game creators. 
(Junior high school teacher)

24

21

2020

24

22

Society and Capcom

2021

27

22

Promoting Healthy Relationships with Games

Games are a relatively new cultural phenomenon with little 
academic research, and discussions tend to focus on the 
detrimental effects rather than the educational aspects. Recently, 
recognition by WHO of gaming disorder made headlines as 
did the establishment of the Kagawa Prefectural Ordinance on 
Countermeasures for Addiction to Internet and Computer Games. 
However, video game creator is a popular future career choice 
among children, and programming and other such lessons will be 
made compulsory in Japanese elementary schools starting in 
2020. Many private sector efforts are also underway, including 
opening programming academies for youth. Considering these 
developments, it is reasonable to expect that the number of 
children hoping to become game creators will increase. 
Additionally, smartphone use rates among young people—53.1% 
of elementary school students and 79.3% of junior high school 
students—are rising each year. Smartphone games are also gaining 
popularity and children are growing more familiar with games.
        Given this, with a desire to promote social understanding of 
games, we accept visits to our offices from primarily elementary 
and junior high school students and conduct on-site classes at 
schools to promote sustainable economic growth and social 
development. Class programs have three sessions: Career 
Education introduces the work done in a game company and its 
challenges and rewards; Game Literacy Education helps students 
use their judgement to build a healthy relationship with games; 
and CAPCOM: Work × Mathematics shows students how 
mathematics—typically not a favorite subject—is used in work. 
These programs have been well-received with schools, and 
Capcom is incorporating educators’ feedback to improve them. 
In addition, based on prior feedback expressed by educators we 
launched an online program starting in fiscal 2021, which also 
allows us to hold classes smoothly even during the COVID-19 
pandemic. We will continue to launch new initiatives to enable us 
to respond flexibly over a wider geographical area than before.
        Altogether, Capcom has welcomed 3,355 children as part 
of 403 different field trips to its offices (as of March 31, 2021). 
Capcom has also held 174 on-site classes for 15,726 students 
(as of March 31, 2021) at schools such as the one held at Miharu 
Junior High School in Fukushima Prefecture in November 2020.

More than a decade of on-site classes for
children in school

Relationship with Employees

Promotion of Diversity

Capcom is currently engaged in initiatives aimed at improving 
the work environment for women and proactively hiring 
non-Japanese.
        In terms of providing an environment that facilitates women, 
we introduced systems enabling women to take a leave of 
absence before and after giving birth, childcare leave and 
shortened working hours, and promote their use throughout the 
Company. In fiscal 2020, 34 employees took childcare leave, 17 of 
whom were men, and 100% of eligible women took childcare 
leave (fiscal 2019: 23 employees, 10 of whom were men and 100% 
of eligible women took leave). A high percentage of women 
returned to work afterwards: 31 (96.9%) returned in fiscal 2020 
(fiscal 2019: 27 (100%) returned). As a result, despite it being said 
that Japan’s gaming industry is generally dominated by men, 
women account for roughly 22% of Capcom’s workforce, and 27 
(10.3%) of Capcom’s managers are women. In accordance with the 
execution of the Act on Advancement of Measures to Support 
Raising Next-Generation Children and the Act on Promotion of 
Women’s Participation and Advancement in the Workplace, in 
2019 we formulated the General Employer Action Plan, which 
seeks to achieve two things: (1) developing a personnel system 
that contributes to diversity in work styles, and (2) having women 
comprise at least 15% of managers by the end of fiscal 2024. In 
recognition of Capcom’s efforts toward improving the workplace 
environment for women, since 2014 we have earned the 
“Kurumin” mark, the symbol of a “company supporting 
childcare,” from the Ministry of Health, Labour and Welfare.
        In terms of the proactive employment of non-Japanese 
individuals, Capcom is making efforts to strengthen overseas 
expansion capabilities including creating an English hiring 
website. We currently employ 192 non-Japanese workers 
(representing 6.5% of our employees). Going forward, we will 
create a system for improving motivation in an attempt to 
increase the ratio of foreign employees, including support for 
career advancement and the promotion of non-Japanese 
individuals to management positions.

Initiatives aimed at promoting the improvement
of the work environment for women and
proactively hiring non-Japanese

Number of Female Managers Ratio of Female Employees (%)
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