
AEON MALL Ota expansion and renovation projectSpecial feature

Social context and pursuit of external growth opportunities
In response to recent environmental changes, AEON REIT Investment Corporation is expanding 
opportunities for external growth with the aim of enhancing stabilized distribution per unit (DPU). Our 
growth strategies focus not only on acquiring new properties but also on expanding and renovating 
existing properties to improve portfolio scale and quality. In this process, it is essential to manage and 
maintain properties with sustainability in mind, rather than pursuing profits from scale alone. Both newly 
acquired properties and expansion/renovation projects are called upon to generate social value through 
reduced environmental impact, engagement with local communities, and enhanced disaster resilience.

In recent years, growing interest in environmental, social, and governance (ESG) investment has 
significantly changed the role expected of retail facilities. In addition to functioning as spaces for 
consumption, these facilities are now expected to serve as community hubs and disaster-response centers, 
fulfilling diverse roles as community infrastructure assets.

AEON MALL Ota (Ota City, Gunma Prefecture), whose expansion was completed in spring 2024, 
exemplifies the balance between AEON REIT’s external growth strategy and sustainable management. This 
special feature introduces the key characteristics of AEON MALL Ota, approximately one year after its 
renovation, along with its sustainability-related initiatives.

AEON MALL Ota, located in Ota City, Gunma Prefecture, is a flagship large-scale retail facility in the North 
Kanto region. Its history began in 2003 with the opening of AEON Ota Shopping Center, initially spanning 
approximately 95,000 m2 of total floor space and hosting around 140 tenants. At that time, no other retail 
facilities of comparable scale existed in Ota City or its surrounding areas, making it a popular destination 
not only for local residents but also for visitors from neighboring prefectures such as Tochigi and Saitama. 
In 2007, the facility was renamed AEON MALL Ota, and over the years, it has undergone four renovations, 
refreshing both its overall design and tenant mix. The mall has expanded its variety of tenants and services 
to meet the needs of a broad range of generations, including families, seniors, and younger customers. For 
more than 20 years, AEON MALL Ota has continued to enhance its mall functions as a retail facility loved 
by the local community.

Over 20 years of AEON MALL Ota

In April 2024, AEON MALL Ota completed its largest expansion since opening, marking a major evolution 
of the mall. The total floor area increased from approximately 95,000 m2 to about 116,000 m2, and the 
number of tenants grew from around 150 to 185, creating a more user-friendly retail facility that meets a 
wide range of customer needs.

For example, on the first floor of the new West Mall expansion, Mirai Garden, an outdoor community 
space featuring trees and seasonal plants, was newly introduced. This area allows visitors to experience 
nature throughout the year and serves as a venue for local gatherings, events, markets, and outdoor 
activities.

On the second floor of the expansion, FOOD FOREST, one of the largest food courts in Gunma 
Prefecture, was established, offering approximately 1,100 seats—about a 20% increase from before the 
expansion. The Picnic Court area was also created, allowing visitors to experience a natural atmosphere 
indoors through all five senses. These spaces accommodate diverse groups, including families, seniors, and 
students. Additionally, through a collaborative project with Subaru Corporation, which has deep historical 
and economic ties with Ota City, a children’s play area called Egao no Asobiba (Playground for Smiles) was 
added on the second floor of the specialty store zone. The facility also enhanced accessibility by adding 
ramps, multi-purpose restrooms, and wheelchair-accessible elevators, adopting a universal design to 
ensure comfort for everyone, including seniors, people with disabilities, and parents with strollers.

Aligned with the renovation concept, “A place for of relaxation where people connect and resonate 
with each other,” approximately 54% of the tenant mix (99 stores) was renewed. In addition to retail and 
dining options requested by customers, the mall now includes tenants offering interactions with animals, 
new learning experiences, and Gunma Prefecture’s first-time stores. AEON MALL Ota has begun to show a 
richer variety of offerings, increasingly serving as a “face of the community.”

Mall evolution through the largest-ever expansion

1 Project overview and key features

AEON MALL Ota is 
located along National 
Route 122 (Ota Bypass), 
approximately 2 km east 
of Tobu Railway’s Ota 
Station. It is 
conveniently accessible 
by public transportation, 
with buses from Ota 
Station on the Tobu 
Isesaki, Kiryu, and 
Koizumi lines taking 
about 10 minutes, or a 
25-minute walk.
The primary trade area 

includes Ota City, Ora Town, and Oizumi Town, with a 
population of approximately 280,000. The secondary 
trade area covers Ashikaga City, Kiryu City, Tatebayashi 
City, and Midori City, bringing the total regional trade 
area population to roughly 600,000.

Surrounding environment and trade area
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The expansion of AEON MALL Ota incorporated various sustainability measures. First, timber sourced from 
Gunma Prefecture was used for the columns, walls, and eaves of the first floor of the expansion building, 
and was also actively incorporated into the newly added children’s play area, Mokuiku Hiroba, in the 
existing building. This approach supports local production and consumption of materials while contributing 
to the prevention of global warming through the use of wood.

During the paving renovation accompanying the expansion, removed asphalt concrete and cement 
concrete from the existing pavement were crushed and reused as base material for new pavement, 
achieving both resource recycling and waste reduction. 

In addition, the tile carpets on the second floor of the existing building were replaced during the 
renovation. The removed carpet tiles were repurposed as PVC flooring for the food court in the new 
expansion, reducing environmental impact by reusing construction waste.

Since the expansion, AEON MALL Ota has actively hosted community co-creation events. A representative 
example is the Ota Nadeshiko Marche, led by local female entrepreneurs and creators. The October 2024 
event featured 63 participating vendors, offering handmade goods, art, food, and workshops, supporting 
local women’s initiatives and networking opportunities. Due to strong popularity, the event was held again 
in November 2025.

The previously mentioned children’s play area, Egao no Asobiba, was opened in November 2024, six 
months after the expansion, as part of a collaborative project with Subaru Corporation. It provides a safe 
and enjoyable space for local families and children. First, the ideal image of Ota City was defined as a 
vibrant environment and culture where people coexist with diverse living creatures and nature. The play 
area was designed to offer an overarching perspective on the relationships among the local community, 
Subaru Corporation, and AEON MALL Ota, incorporating the motif “co” throughout the space to symbolize 
collaboration and mutuality. Benches surrounding the play area use fruit pulp byproducts from food 
processing, which would otherwise have been incinerated, reducing waste and contributing to the creation 
of a sustainable society.

At the outdoor community space Mirai Garden, events have been held in collaboration with local 
nurseries and other organizations, including seasonal flower-planting activities and summer snow play 
events. These activities also provide local children with opportunities to engage with nature and raise their 
environmental awareness.

In addition, a walking course has been installed inside the mall to provide a space for local residents to 
walk for health purposes. Leveraging this course, health-related programs are conducted in collaboration 
with the Ota Walking Association and local medical institutions, contributing to the extension of healthy life 
expectancy among community residents.

Sustainability-focused initiatives and measures

Creating community spaces through collaborative events

AEON MALL Ota signed a disaster preparedness agreement with Ota City in 2005. In the event of an 
emergency, the mall is committed to supporting disaster response efforts by providing evacuees with 
shelter, access to tap water, restroom facilities, and essential food and daily necessities.

Assuming a scenario in which a fire occurs within the mall, all smoke barriers in the common areas 
have been fitted with transparent, fire-resistant sheets and panels. This helps temporarily contain the 
spread of smoke, allowing more time for safe evacuation. Measures have also been taken to prevent the 
detachment of heavy piping, ducts, and cable racks within the ceilings, and impact-resistant sprinkler 
heads have been installed, mitigating secondary damage in the event of a major earthquake.

As a recovery hub in the event of a disaster, the following measures have been implemented:
•Securing disaster-response and water supply power sources to ensure customer safety and peace of mind
•Providing power to key management rooms and the food section via emergency generators
•Installing emergency water supply outlets connected to the 230 m3 water tank, enabling access to 
drinking water even during water outages or blackouts
•Installing escalators designed to minimize damage and maintain functionality in the event of an earthquake
•Stockpiling cardboard cots for infants and cardboard baby care rooms (temporary nursing spaces)

Doubling as a disaster preparedness and mitigation hub

1 Project overview and key features

Reusing existing pavement materials

Gunma Prefecture-sourced 
timber

Gunma Prefecture-sourced 
timber
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Mission and daily responsibilities of the general manager (GM)
Seki: First, could you tell us about the GM’s primary mission?
Yoshida: In short, my role is to serve as the person responsible for managing and operating the mall. At 
AEON MALL Co., Ltd., we handle the entire process in-house, from location analysis and mall planning to 
development, construction, leasing, and mall operations and renovations. Within this framework, the GM’s 
role is to consider what creates value for the local community and to realize that value through mall 
management and operations.
Seki: That is indeed an important mission, but what specific responsibilities does it entail?
Yoshida: First, I ensure that the mall remains safe and clean so that visitors can enjoy a comfortable 
experience. At the same time, it is also important to create an environment where the specialty store 
tenants can operate their businesses smoothly. I also respond promptly to feedback from customers and 
use that input as a basis for discussions with specialty store tenants. In addition, I focus on hands-on tasks 
such as rearranging sofas to create a comfortable environment and conducting patrols to check for 
potential hazards.
Seki: So the GM personally walks the floor, paying attention to even the smallest details.
Yoshida: That’s right. While there are limits to what I can do alone, I make a point of communicating to our 
employees, specialty store staff, and community partners that “fun,” “cleanliness,” and “kindness” are the 
three key elements defining the mall. I also strive to lead by example in embodying these values. Even 
something as simple as greeting staff I pass in the mall contributes to the overall atmosphere, so I am 
mindful of my tone, words, and behavior.
Seki: To create a space where customers feel comfortable and at ease, you are steadily taking even the 
smallest actions, recognizing their importance. As a result, does being chosen by customers as a place 
they want to visit in turn become the key reason specialty stores choose it as a place they want to operate, 
creating that kind of virtuous cycle?
Yoshida: Exactly. AEON MALL’s business model relies on rental income from specialty store tenants as its 
main source of revenue. To sustain this, it is essential that the mall is the place customers want to visit 
most. While always keeping the fundamental principle of “customer first” in mind, our ultimate goal is to 
contribute to the enrichment of customers’ lives and become a place that makes them want to continue 
living here.
Seki: In April 2024, AEON REIT acquired the expansion building of AEON MALL Ota. The concept for this 
expansion and renovation was “A place for of relaxation where people connect and resonate with each 
other.” To what extent have you been involved in developing initiatives aligned with this concept?
Yoshida: With a strong focus on fostering interactions among people, we have created spaces that can be 
used for a variety of purposes, hosting a wide range of events requested by customers, schools, and private 
organizations. We also proactively plan community co-creation events and initiatives, and as GM, I am 

2 Dialogue between top management and AEOM MALL Ota general manager

responsible for overseeing their operation and management. In the first year following the renovation, we 
held 161 community events covering music, art, sports, and more, with extensive participation and 
performances by local schools and organizations.

Aspects emphasized in the expansion project
Seki: The large-scale expansion project was completed in 2024. What aspects were given particular 
emphasis?
Yoshida: AEON MALL Ota has set a 2030 vision to become a lifestyle hub connecting the Ryomo region. 
With the aim of supporting the communities and population of approximately 800,000 residents in this 
area, we thoroughly considered what is currently lacking in the region during this expansion project. There 
were four key points of emphasis: creating an overwhelming tenant mix to become the No. 1 in the Ryomo 
area, establishing the No. 1 food court in Gunma Prefecture, developing a new community hub—a place for 
people to gather and relax, and implementing comprehensive facility enhancements, including 
improvements to back-of-house areas.
Seki: I can sense a strong commitment in each of these priorities. Specifically, what measures or 
innovations were implemented?
Yoshida: For the specialty store lineup, we conducted a comprehensive comparative analysis with 
competing facilities, enhancing our strengths in hobbies and lifestyle categories while addressing weaker 
areas such as youth apparel and children’s products. The food court was fully relocated from the existing 
building. Although there were concerns that its greater distance from the restaurant zone might reduce 
customer convenience, we addressed this by enhancing the tenant lineup and upgrading the seating 
environment, creating a space that customers would genuinely want to visit. As part of establishing a new 
community hub, we introduced spaces such as the Picnic Court and Mirai Garden, where visitors can 
experience nature with all their senses even indoors. In addition, we opened Mokuiku Hiroba in the 
restaurant area as a children’s play space, and “Egao no Asobiba” through a co-creation project with 
Subaru Corporation. These initiatives were designed to provide a relaxation and community space that 

well received is the introduction of a daycare facility for 
children aged 0 to 12. Allowing employees to work with 
their children nearby creates a safe and supportive 
environment, contributing to higher employee satisfaction 
(ES). In fact, in the ES survey conducted in fall 2024, 
AEON MALL Ota ranked within the top 20 among 157 
AEON MALL locations nationwide.

Future priorities and outlook
Seki: Following the largest expansion and renovation 
since its opening, what do you see as the challenges and 
outlook going forward?
Yoshida: First, I feel that the expansion and renovation have received a certain level of positive evaluation. 
However, a major theme going forward is how we can contribute to addressing Japan’s overall population 
decline, particularly regional issues such as the decrease of young people and child-rearing families.
Seki: This will require even deeper engagement with the local community.
Yoshida: Exactly. AEON MALL Ota aims to be a regional hub where a diverse range of people can gather 
with peace of mind. As I mentioned earlier, the area around Ota City experiences very hot summers and is 
at high risk of flooding. Therefore, the mall is also expected to serve as a cooling and evacuation center in 
times of disaster. We want to continue being a resilient community living hub that goes beyond the role of a 
typical retail facility. To further enhance the value of AEON Mall Ota, we listen to our customers and 
continue negotiations to bring in stores that are well supported by the local community. Having shops that 
are loved by the community will further increase the mall’s value. Through the operation of the mall, we will 
continue gradually shaping initiatives that return value to the local community.
Seki: Finally, could you share your expectations for AEON REIT?
Yoshida: I feel very reassured that AEON REIT is the owner of the buildings, as this allows facility 
management to be approached from a medium- to long-term perspective. The REIT structure enables us to 
focus on planned renovations and maintenance over the long term, without being constrained by short-term 
profits. Enhancing the asset value ultimately benefits the REIT’s unitholders, which in turn is returned to the 
local customers. As a Life Design Developer, we support the daily lives of the community. AEON, with its 
diverse specialty stores and retail operations, is a familiar presence for local customers, and each AEON 
MALL location, as a collection of these stores, is recognized as “our city’s AEON.” Ideally, a virtuous cycle 
would emerge in which investing in AEON REIT ultimately helps improve our own living environment.
Seki: Such a cycle is also ideal for AEON REIT as the building owner. AEON MALL takes responsibility for 
the operational aspects of facility management, while AEON REIT handles the buildings and land. By each 
fulfilling their respective roles and working together to contribute to the community, we aim to achieve 
further growth.

goes beyond the traditional role of a retail facility.
Seki: You made significant changes to the specialty store lineup. What prompted this revision?
Yoshida: Over roughly 20 years of operations since opening in 2003, the mall’s main customer base has 
been families with children. However, because there are few department stores or similar facilities nearby, 
AEON MALL Ota also became a destination for upper-income customers seeking specialty stores. In that 
process, there were many specialty stores that, despite stable sales, had to leave simply because their 
products were available at other malls. As a result, products desired by customers in their 20s and 30s 
were often unavailable at AEON MALL Ota, causing them to travel to other malls. We realized that 
attracting this younger demographic is essential for the mall’s sustainability over the next decade. To 
achieve this, we focused on creating an environment where local residents can shop easily and regularly. 
While maintaining our core focus on families with 
children, we restructured the specialty store lineup 
to include appropriate specialty stores that would 
also appeal to young adults and young families, 
ensuring value without unnecessary gimmicks.
Seki: It has been just over a year since the 
expansion. Have the results, such as customer 
traffic, met your initial expectations?
Yoshida: With the number of stores increasing from 
approximately 150 to 185, visitor traffic has risen by 
more than 20% year on year. In particular, our core 
customer segment—families in their 40s—has grown 
by 30%, and visitors in their 20s and 30s have also 
increased by nearly 30%. The trade area has 
expanded, and average visit time has lengthened by 
about 10 minutes on both weekdays and weekends. 
The aspect that exceeded our expectations was the 
reception of the food court. Compared with other 
malls of similar size, it has received very high 
customer approval, and sales have been 
exceptionally strong.
Seki: Have you received any particularly notable 
feedback from customers?
Yoshida: Among the feedback we received, just over 
30% related to specialty stores, which we interpret 
as a sign of high expectations. We also received 
many compliments describing the mall as 

“spacious” and “clean,” accounting for roughly one-quarter of all feedback. We view these comments as 
recognition of the recent expansion and renovation.

Sustainability initiatives unique to AEON MALL Ota
Seki: Sustainability is clearly a major focus in the mall’s operations. What specific initiatives have you 
implemented?
Yoshida: We are advancing three key sustainability initiatives throughout the Company: realizing 
decarbonized societies, achieving circular malls, and preserving biodiversity. At AEON MALL Ota, we 
implemented several measures in line with these goals. For example, during the parking lot repaving 
associated with the expansion, we reused existing pavement materials to reduce CO2 emissions. 
Additionally, waste materials generated when replacing the carpet tiles in the existing building were 
repurposed as flooring for the food court in the new building. As part of our biodiversity preservation 
efforts, birdbaths and nest boxes were installed in the planting areas of the Mirai Garden. We also conduct 
biannual wildlife surveys together with children participating in the AEON Cheers Club, which offers 
experiential learning on environmental and social themes. Other initiatives include workshops with local 
companies using plants to foster community engagement and environmental awareness.
Seki: You also place great emphasis on creating spaces that reflect the local climate and environment.
Yoshida: That’s right. The previously mentioned Picnic Court is a prime example. Ota City experiences very 
hot summers and strong winds in winter, making it difficult to spend time outdoors on many days. To 
address this, we created an indoor space where visitors can experience nature through all five senses. For 
sight, we use lighting that mimics natural sunlight; for hearing, the sounds of birdsong; for touch, the 
texture of artificial turf and simulated breezes; for smell, seasonal fragrances; and for taste, tables are 
provided so visitors can freely bring food from the food court.
Seki: Creating a space that appeals to all five senses is truly unique.

Yoshida: Indeed. Seeing children excitedly spread out 
their leisure sheets for picnics has been incredibly 
rewarding. Events such as an indoor cherry blossom 
festival and indoor hydrangea festival, which allow visitors 
to enjoy seasonal flowers even on rainy days or during 
high pollen seasons, have also been very well received.
Seki: Please tell us about initiatives to improve the 
workplace environment for employees.
Yoshida: We focus on identifying what on-site staff truly 
need and have implemented numerous improvements, 
both in terms of facilities and services, including 
expanding employee break rooms and enhancing 
restroom facilities. One initiative that has been especially 

Tomo Yoshida
General Manager, AEON MALL Ota

Nobuaki Seki
Executive Director, AEON REIT 
Investment Corporation
President & CEO, AEON Reit 
Management Co., Ltd.

Behind the scenes of the expansion and renovation 
project, aiming to balance growth and sustainability
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Mission and daily responsibilities of the general manager (GM)
Seki: First, could you tell us about the GM’s primary mission?
Yoshida: In short, my role is to serve as the person responsible for managing and operating the mall. At 
AEON MALL Co., Ltd., we handle the entire process in-house, from location analysis and mall planning to 
development, construction, leasing, and mall operations and renovations. Within this framework, the GM’s 
role is to consider what creates value for the local community and to realize that value through mall 
management and operations.
Seki: That is indeed an important mission, but what specific responsibilities does it entail?
Yoshida: First, I ensure that the mall remains safe and clean so that visitors can enjoy a comfortable 
experience. At the same time, it is also important to create an environment where the specialty store 
tenants can operate their businesses smoothly. I also respond promptly to feedback from customers and 
use that input as a basis for discussions with specialty store tenants. In addition, I focus on hands-on tasks 
such as rearranging sofas to create a comfortable environment and conducting patrols to check for 
potential hazards.
Seki: So the GM personally walks the floor, paying attention to even the smallest details.
Yoshida: That’s right. While there are limits to what I can do alone, I make a point of communicating to our 
employees, specialty store staff, and community partners that “fun,” “cleanliness,” and “kindness” are the 
three key elements defining the mall. I also strive to lead by example in embodying these values. Even 
something as simple as greeting staff I pass in the mall contributes to the overall atmosphere, so I am 
mindful of my tone, words, and behavior.
Seki: To create a space where customers feel comfortable and at ease, you are steadily taking even the 
smallest actions, recognizing their importance. As a result, does being chosen by customers as a place 
they want to visit in turn become the key reason specialty stores choose it as a place they want to operate, 
creating that kind of virtuous cycle?
Yoshida: Exactly. AEON MALL’s business model relies on rental income from specialty store tenants as its 
main source of revenue. To sustain this, it is essential that the mall is the place customers want to visit 
most. While always keeping the fundamental principle of “customer first” in mind, our ultimate goal is to 
contribute to the enrichment of customers’ lives and become a place that makes them want to continue 
living here.
Seki: In April 2024, AEON REIT acquired the expansion building of AEON MALL Ota. The concept for this 
expansion and renovation was “A place for of relaxation where people connect and resonate with each 
other.” To what extent have you been involved in developing initiatives aligned with this concept?
Yoshida: With a strong focus on fostering interactions among people, we have created spaces that can be 
used for a variety of purposes, hosting a wide range of events requested by customers, schools, and private 
organizations. We also proactively plan community co-creation events and initiatives, and as GM, I am 

Mirai GardenPicnic Court
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ESG and digital investments for the project

Total: ¥120million

• Use of Gunma Prefecture-sourced 
timber: ¥8,343 thousand

• Use of low-carbon asphalt: 
¥50,344 thousand

• Planting plan for Association for Business 
Innovation in harmony with Nature and 
Community (ABINC) certification: 
¥10,431 thousand

• Effective utilization of felled trees: 
¥7,341 thousand

• Reuse of existing building floor materials: 
¥2,077 thousand

• Expansion of EV charging facilities: 
¥4,100 thousand

• Additional digital signage: ¥19,000 thousand
• Sensory-enhanced design for the 

2nd-floor food court in the new building: 
¥18,412 thousand

Digital investments

Social

Environment

responsible for overseeing their operation and management. In the first year following the renovation, we 
held 161 community events covering music, art, sports, and more, with extensive participation and 
performances by local schools and organizations.

Aspects emphasized in the expansion project
Seki: The large-scale expansion project was completed in 2024. What aspects were given particular 
emphasis?
Yoshida: AEON MALL Ota has set a 2030 vision to become a lifestyle hub connecting the Ryomo region. 
With the aim of supporting the communities and population of approximately 800,000 residents in this 
area, we thoroughly considered what is currently lacking in the region during this expansion project. There 
were four key points of emphasis: creating an overwhelming tenant mix to become the No. 1 in the Ryomo 
area, establishing the No. 1 food court in Gunma Prefecture, developing a new community hub—a place for 
people to gather and relax, and implementing comprehensive facility enhancements, including 
improvements to back-of-house areas.
Seki: I can sense a strong commitment in each of these priorities. Specifically, what measures or 
innovations were implemented?
Yoshida: For the specialty store lineup, we conducted a comprehensive comparative analysis with 
competing facilities, enhancing our strengths in hobbies and lifestyle categories while addressing weaker 
areas such as youth apparel and children’s products. The food court was fully relocated from the existing 
building. Although there were concerns that its greater distance from the restaurant zone might reduce 
customer convenience, we addressed this by enhancing the tenant lineup and upgrading the seating 
environment, creating a space that customers would genuinely want to visit. As part of establishing a new 
community hub, we introduced spaces such as the Picnic Court and Mirai Garden, where visitors can 
experience nature with all their senses even indoors. In addition, we opened Mokuiku Hiroba in the 
restaurant area as a children’s play space, and “Egao no Asobiba” through a co-creation project with 
Subaru Corporation. These initiatives were designed to provide a relaxation and community space that 

well received is the introduction of a daycare facility for 
children aged 0 to 12. Allowing employees to work with 
their children nearby creates a safe and supportive 
environment, contributing to higher employee satisfaction 
(ES). In fact, in the ES survey conducted in fall 2024, 
AEON MALL Ota ranked within the top 20 among 157 
AEON MALL locations nationwide.

Future priorities and outlook
Seki: Following the largest expansion and renovation 
since its opening, what do you see as the challenges and 
outlook going forward?
Yoshida: First, I feel that the expansion and renovation have received a certain level of positive evaluation. 
However, a major theme going forward is how we can contribute to addressing Japan’s overall population 
decline, particularly regional issues such as the decrease of young people and child-rearing families.
Seki: This will require even deeper engagement with the local community.
Yoshida: Exactly. AEON MALL Ota aims to be a regional hub where a diverse range of people can gather 
with peace of mind. As I mentioned earlier, the area around Ota City experiences very hot summers and is 
at high risk of flooding. Therefore, the mall is also expected to serve as a cooling and evacuation center in 
times of disaster. We want to continue being a resilient community living hub that goes beyond the role of a 
typical retail facility. To further enhance the value of AEON Mall Ota, we listen to our customers and 
continue negotiations to bring in stores that are well supported by the local community. Having shops that 
are loved by the community will further increase the mall’s value. Through the operation of the mall, we will 
continue gradually shaping initiatives that return value to the local community.
Seki: Finally, could you share your expectations for AEON REIT?
Yoshida: I feel very reassured that AEON REIT is the owner of the buildings, as this allows facility 
management to be approached from a medium- to long-term perspective. The REIT structure enables us to 
focus on planned renovations and maintenance over the long term, without being constrained by short-term 
profits. Enhancing the asset value ultimately benefits the REIT’s unitholders, which in turn is returned to the 
local customers. As a Life Design Developer, we support the daily lives of the community. AEON, with its 
diverse specialty stores and retail operations, is a familiar presence for local customers, and each AEON 
MALL location, as a collection of these stores, is recognized as “our city’s AEON.” Ideally, a virtuous cycle 
would emerge in which investing in AEON REIT ultimately helps improve our own living environment.
Seki: Such a cycle is also ideal for AEON REIT as the building owner. AEON MALL takes responsibility for 
the operational aspects of facility management, while AEON REIT handles the buildings and land. By each 
fulfilling their respective roles and working together to contribute to the community, we aim to achieve 
further growth.

goes beyond the traditional role of a retail facility.
Seki: You made significant changes to the specialty store lineup. What prompted this revision?
Yoshida: Over roughly 20 years of operations since opening in 2003, the mall’s main customer base has 
been families with children. However, because there are few department stores or similar facilities nearby, 
AEON MALL Ota also became a destination for upper-income customers seeking specialty stores. In that 
process, there were many specialty stores that, despite stable sales, had to leave simply because their 
products were available at other malls. As a result, products desired by customers in their 20s and 30s 
were often unavailable at AEON MALL Ota, causing them to travel to other malls. We realized that 
attracting this younger demographic is essential for the mall’s sustainability over the next decade. To 
achieve this, we focused on creating an environment where local residents can shop easily and regularly. 
While maintaining our core focus on families with 
children, we restructured the specialty store lineup 
to include appropriate specialty stores that would 
also appeal to young adults and young families, 
ensuring value without unnecessary gimmicks.
Seki: It has been just over a year since the 
expansion. Have the results, such as customer 
traffic, met your initial expectations?
Yoshida: With the number of stores increasing from 
approximately 150 to 185, visitor traffic has risen by 
more than 20% year on year. In particular, our core 
customer segment—families in their 40s—has grown 
by 30%, and visitors in their 20s and 30s have also 
increased by nearly 30%. The trade area has 
expanded, and average visit time has lengthened by 
about 10 minutes on both weekdays and weekends. 
The aspect that exceeded our expectations was the 
reception of the food court. Compared with other 
malls of similar size, it has received very high 
customer approval, and sales have been 
exceptionally strong.
Seki: Have you received any particularly notable 
feedback from customers?
Yoshida: Among the feedback we received, just over 
30% related to specialty stores, which we interpret 
as a sign of high expectations. We also received 
many compliments describing the mall as 

“spacious” and “clean,” accounting for roughly one-quarter of all feedback. We view these comments as 
recognition of the recent expansion and renovation.

Sustainability initiatives unique to AEON MALL Ota
Seki: Sustainability is clearly a major focus in the mall’s operations. What specific initiatives have you 
implemented?
Yoshida: We are advancing three key sustainability initiatives throughout the Company: realizing 
decarbonized societies, achieving circular malls, and preserving biodiversity. At AEON MALL Ota, we 
implemented several measures in line with these goals. For example, during the parking lot repaving 
associated with the expansion, we reused existing pavement materials to reduce CO2 emissions. 
Additionally, waste materials generated when replacing the carpet tiles in the existing building were 
repurposed as flooring for the food court in the new building. As part of our biodiversity preservation 
efforts, birdbaths and nest boxes were installed in the planting areas of the Mirai Garden. We also conduct 
biannual wildlife surveys together with children participating in the AEON Cheers Club, which offers 
experiential learning on environmental and social themes. Other initiatives include workshops with local 
companies using plants to foster community engagement and environmental awareness.
Seki: You also place great emphasis on creating spaces that reflect the local climate and environment.
Yoshida: That’s right. The previously mentioned Picnic Court is a prime example. Ota City experiences very 
hot summers and strong winds in winter, making it difficult to spend time outdoors on many days. To 
address this, we created an indoor space where visitors can experience nature through all five senses. For 
sight, we use lighting that mimics natural sunlight; for hearing, the sounds of birdsong; for touch, the 
texture of artificial turf and simulated breezes; for smell, seasonal fragrances; and for taste, tables are 
provided so visitors can freely bring food from the food court.
Seki: Creating a space that appeals to all five senses is truly unique.

Yoshida: Indeed. Seeing children excitedly spread out 
their leisure sheets for picnics has been incredibly 
rewarding. Events such as an indoor cherry blossom 
festival and indoor hydrangea festival, which allow visitors 
to enjoy seasonal flowers even on rainy days or during 
high pollen seasons, have also been very well received.
Seki: Please tell us about initiatives to improve the 
workplace environment for employees.
Yoshida: We focus on identifying what on-site staff truly 
need and have implemented numerous improvements, 
both in terms of facilities and services, including 
expanding employee break rooms and enhancing 
restroom facilities. One initiative that has been especially 
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Mission and daily responsibilities of the general manager (GM)
Seki: First, could you tell us about the GM’s primary mission?
Yoshida: In short, my role is to serve as the person responsible for managing and operating the mall. At 
AEON MALL Co., Ltd., we handle the entire process in-house, from location analysis and mall planning to 
development, construction, leasing, and mall operations and renovations. Within this framework, the GM’s 
role is to consider what creates value for the local community and to realize that value through mall 
management and operations.
Seki: That is indeed an important mission, but what specific responsibilities does it entail?
Yoshida: First, I ensure that the mall remains safe and clean so that visitors can enjoy a comfortable 
experience. At the same time, it is also important to create an environment where the specialty store 
tenants can operate their businesses smoothly. I also respond promptly to feedback from customers and 
use that input as a basis for discussions with specialty store tenants. In addition, I focus on hands-on tasks 
such as rearranging sofas to create a comfortable environment and conducting patrols to check for 
potential hazards.
Seki: So the GM personally walks the floor, paying attention to even the smallest details.
Yoshida: That’s right. While there are limits to what I can do alone, I make a point of communicating to our 
employees, specialty store staff, and community partners that “fun,” “cleanliness,” and “kindness” are the 
three key elements defining the mall. I also strive to lead by example in embodying these values. Even 
something as simple as greeting staff I pass in the mall contributes to the overall atmosphere, so I am 
mindful of my tone, words, and behavior.
Seki: To create a space where customers feel comfortable and at ease, you are steadily taking even the 
smallest actions, recognizing their importance. As a result, does being chosen by customers as a place 
they want to visit in turn become the key reason specialty stores choose it as a place they want to operate, 
creating that kind of virtuous cycle?
Yoshida: Exactly. AEON MALL’s business model relies on rental income from specialty store tenants as its 
main source of revenue. To sustain this, it is essential that the mall is the place customers want to visit 
most. While always keeping the fundamental principle of “customer first” in mind, our ultimate goal is to 
contribute to the enrichment of customers’ lives and become a place that makes them want to continue 
living here.
Seki: In April 2024, AEON REIT acquired the expansion building of AEON MALL Ota. The concept for this 
expansion and renovation was “A place for of relaxation where people connect and resonate with each 
other.” To what extent have you been involved in developing initiatives aligned with this concept?
Yoshida: With a strong focus on fostering interactions among people, we have created spaces that can be 
used for a variety of purposes, hosting a wide range of events requested by customers, schools, and private 
organizations. We also proactively plan community co-creation events and initiatives, and as GM, I am 
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responsible for overseeing their operation and management. In the first year following the renovation, we 
held 161 community events covering music, art, sports, and more, with extensive participation and 
performances by local schools and organizations.

Aspects emphasized in the expansion project
Seki: The large-scale expansion project was completed in 2024. What aspects were given particular 
emphasis?
Yoshida: AEON MALL Ota has set a 2030 vision to become a lifestyle hub connecting the Ryomo region. 
With the aim of supporting the communities and population of approximately 800,000 residents in this 
area, we thoroughly considered what is currently lacking in the region during this expansion project. There 
were four key points of emphasis: creating an overwhelming tenant mix to become the No. 1 in the Ryomo 
area, establishing the No. 1 food court in Gunma Prefecture, developing a new community hub—a place for 
people to gather and relax, and implementing comprehensive facility enhancements, including 
improvements to back-of-house areas.
Seki: I can sense a strong commitment in each of these priorities. Specifically, what measures or 
innovations were implemented?
Yoshida: For the specialty store lineup, we conducted a comprehensive comparative analysis with 
competing facilities, enhancing our strengths in hobbies and lifestyle categories while addressing weaker 
areas such as youth apparel and children’s products. The food court was fully relocated from the existing 
building. Although there were concerns that its greater distance from the restaurant zone might reduce 
customer convenience, we addressed this by enhancing the tenant lineup and upgrading the seating 
environment, creating a space that customers would genuinely want to visit. As part of establishing a new 
community hub, we introduced spaces such as the Picnic Court and Mirai Garden, where visitors can 
experience nature with all their senses even indoors. In addition, we opened Mokuiku Hiroba in the 
restaurant area as a children’s play space, and “Egao no Asobiba” through a co-creation project with 
Subaru Corporation. These initiatives were designed to provide a relaxation and community space that 

well received is the introduction of a daycare facility for 
children aged 0 to 12. Allowing employees to work with 
their children nearby creates a safe and supportive 
environment, contributing to higher employee satisfaction 
(ES). In fact, in the ES survey conducted in fall 2024, 
AEON MALL Ota ranked within the top 20 among 157 
AEON MALL locations nationwide.

Future priorities and outlook
Seki: Following the largest expansion and renovation 
since its opening, what do you see as the challenges and 
outlook going forward?
Yoshida: First, I feel that the expansion and renovation have received a certain level of positive evaluation. 
However, a major theme going forward is how we can contribute to addressing Japan’s overall population 
decline, particularly regional issues such as the decrease of young people and child-rearing families.
Seki: This will require even deeper engagement with the local community.
Yoshida: Exactly. AEON MALL Ota aims to be a regional hub where a diverse range of people can gather 
with peace of mind. As I mentioned earlier, the area around Ota City experiences very hot summers and is 
at high risk of flooding. Therefore, the mall is also expected to serve as a cooling and evacuation center in 
times of disaster. We want to continue being a resilient community living hub that goes beyond the role of a 
typical retail facility. To further enhance the value of AEON Mall Ota, we listen to our customers and 
continue negotiations to bring in stores that are well supported by the local community. Having shops that 
are loved by the community will further increase the mall’s value. Through the operation of the mall, we will 
continue gradually shaping initiatives that return value to the local community.
Seki: Finally, could you share your expectations for AEON REIT?
Yoshida: I feel very reassured that AEON REIT is the owner of the buildings, as this allows facility 
management to be approached from a medium- to long-term perspective. The REIT structure enables us to 
focus on planned renovations and maintenance over the long term, without being constrained by short-term 
profits. Enhancing the asset value ultimately benefits the REIT’s unitholders, which in turn is returned to the 
local customers. As a Life Design Developer, we support the daily lives of the community. AEON, with its 
diverse specialty stores and retail operations, is a familiar presence for local customers, and each AEON 
MALL location, as a collection of these stores, is recognized as “our city’s AEON.” Ideally, a virtuous cycle 
would emerge in which investing in AEON REIT ultimately helps improve our own living environment.
Seki: Such a cycle is also ideal for AEON REIT as the building owner. AEON MALL takes responsibility for 
the operational aspects of facility management, while AEON REIT handles the buildings and land. By each 
fulfilling their respective roles and working together to contribute to the community, we aim to achieve 
further growth.

goes beyond the traditional role of a retail facility.
Seki: You made significant changes to the specialty store lineup. What prompted this revision?
Yoshida: Over roughly 20 years of operations since opening in 2003, the mall’s main customer base has 
been families with children. However, because there are few department stores or similar facilities nearby, 
AEON MALL Ota also became a destination for upper-income customers seeking specialty stores. In that 
process, there were many specialty stores that, despite stable sales, had to leave simply because their 
products were available at other malls. As a result, products desired by customers in their 20s and 30s 
were often unavailable at AEON MALL Ota, causing them to travel to other malls. We realized that 
attracting this younger demographic is essential for the mall’s sustainability over the next decade. To 
achieve this, we focused on creating an environment where local residents can shop easily and regularly. 
While maintaining our core focus on families with 
children, we restructured the specialty store lineup 
to include appropriate specialty stores that would 
also appeal to young adults and young families, 
ensuring value without unnecessary gimmicks.
Seki: It has been just over a year since the 
expansion. Have the results, such as customer 
traffic, met your initial expectations?
Yoshida: With the number of stores increasing from 
approximately 150 to 185, visitor traffic has risen by 
more than 20% year on year. In particular, our core 
customer segment—families in their 40s—has grown 
by 30%, and visitors in their 20s and 30s have also 
increased by nearly 30%. The trade area has 
expanded, and average visit time has lengthened by 
about 10 minutes on both weekdays and weekends. 
The aspect that exceeded our expectations was the 
reception of the food court. Compared with other 
malls of similar size, it has received very high 
customer approval, and sales have been 
exceptionally strong.
Seki: Have you received any particularly notable 
feedback from customers?
Yoshida: Among the feedback we received, just over 
30% related to specialty stores, which we interpret 
as a sign of high expectations. We also received 
many compliments describing the mall as 

“spacious” and “clean,” accounting for roughly one-quarter of all feedback. We view these comments as 
recognition of the recent expansion and renovation.

Sustainability initiatives unique to AEON MALL Ota
Seki: Sustainability is clearly a major focus in the mall’s operations. What specific initiatives have you 
implemented?
Yoshida: We are advancing three key sustainability initiatives throughout the Company: realizing 
decarbonized societies, achieving circular malls, and preserving biodiversity. At AEON MALL Ota, we 
implemented several measures in line with these goals. For example, during the parking lot repaving 
associated with the expansion, we reused existing pavement materials to reduce CO2 emissions. 
Additionally, waste materials generated when replacing the carpet tiles in the existing building were 
repurposed as flooring for the food court in the new building. As part of our biodiversity preservation 
efforts, birdbaths and nest boxes were installed in the planting areas of the Mirai Garden. We also conduct 
biannual wildlife surveys together with children participating in the AEON Cheers Club, which offers 
experiential learning on environmental and social themes. Other initiatives include workshops with local 
companies using plants to foster community engagement and environmental awareness.
Seki: You also place great emphasis on creating spaces that reflect the local climate and environment.
Yoshida: That’s right. The previously mentioned Picnic Court is a prime example. Ota City experiences very 
hot summers and strong winds in winter, making it difficult to spend time outdoors on many days. To 
address this, we created an indoor space where visitors can experience nature through all five senses. For 
sight, we use lighting that mimics natural sunlight; for hearing, the sounds of birdsong; for touch, the 
texture of artificial turf and simulated breezes; for smell, seasonal fragrances; and for taste, tables are 
provided so visitors can freely bring food from the food court.
Seki: Creating a space that appeals to all five senses is truly unique.

Yoshida: Indeed. Seeing children excitedly spread out 
their leisure sheets for picnics has been incredibly 
rewarding. Events such as an indoor cherry blossom 
festival and indoor hydrangea festival, which allow visitors 
to enjoy seasonal flowers even on rainy days or during 
high pollen seasons, have also been very well received.
Seki: Please tell us about initiatives to improve the 
workplace environment for employees.
Yoshida: We focus on identifying what on-site staff truly 
need and have implemented numerous improvements, 
both in terms of facilities and services, including 
expanding employee break rooms and enhancing 
restroom facilities. One initiative that has been especially 
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