Lessons from Kumamoto

Japan’s Nature Positive Movement




From commitment to transformation

Nature is running out of time, and in Kumamoto, Japan, more
than 3300 leaders from business, finance and government came
together to do something about it.

The 2nd Global Nature Positive Summit, held 14th - 15th July 2026 with
satellite events running throughout the week, set out to move the world’s
nature-positive ambitions from pledges to practice.

With over 90% of attendees coming from within Japan, including
representatives from government, academia, non—proﬁts and
major corporations, the summit underscored the country’s growing
ambition and urgency on corporate nature action.

Encouragingly, Japan has a strong foundation to build from. Nearly 250
Japanese enterprises have adopted the Taskforce on Nature-related
Financial Disclosures (TNFD) framework, far ahead of any other country.
As a result, Japan has emerged as a global leader in private-sector action to
restore ecosystems, protect biodiversity and strengthen

economic resilience.



https://tnfd.global/engage/tnfd-adopters/tnfd-adopters-list/?_sfm_hq-country=Japan&sf_paged=2

Biodiversity co-hosted a panel discussion with the
Japan Business Initiative for Biodiversity (JBIB), a
consortium of major Japanese companies focused on
nature-positive action.

Biodiversify founder Dr Samuel Sinclair and JBIB

Executive Director Naoki Adachi were joined by
representatives from Suntory Holdings, one of the

world’s largest drinks makers known for its brands
including Ribena, BOSS Coffee and Yamazaki
whiskey; Kanematsu Corporation, a major Japanese
trading company; and Sumitomo Forestry, one of
Japan’s oldest forest and timber companies, dating

back to 1691.

Together, they explored how internal structures and
decision-making frameworks can either accelerate
or hinder nature action, sharing practical lessons on
building business resilience through nature-positive
approaches.



http://www.biodiversify.com/
https://www.suntory.com/
https://www.kanematsu.co.jp/en
https://sfc.jp/english/
https://jbib.org/

Japanese companies are tapping into their history to innovate action

Suntory Holdings’ General Manager for Water & Raw Ingredients Sustainability, Kenji Takeuchi,

understands the material risks ecosystem degradation poses to sourcing security and price stability.

Facing price shocks in commodities such as coffee and oranges, Suntory has been identifying the
highest-risk areas within its supply chains. The company sees ecosystem restoration and regeneration
as key tools for reducing these risks, work currently supported by Biodiversify.

Recognising that it is “sustained by the gifts of nature”, Suntory views the health of sourcing landscapes
as critical to long-term business stability. In Japan, this thinking has led to the creation of nearly 30
Suntory Natural Water Sanctuaries, groundwater restoration projects that support water security,
biodiversity and ecosystem resilience.

A similar philosophy is evident at Sumitomo Forestry. Executive Officer and Head of Sustainability
Yuko lizuka highlighted how the company’s relationship with nature underpins its entire business. With
forestry holdings dating back more than 300 years, sustainable forest management, soil conservation
and biodiversity protection have long been viewed as essential for long-term business success.


https://www.suntory.com/sustainability/forest/

Greater transparency and communication are needed to accelerate progress

While Japanese businesses are making rapid progress on embedding nature into strategy and
operations, panellists identified transparency and communication as potential barriers to further
progress.

This challenge is especially relevant within Japan’s supply chains, where trading companies often sit
between brands and upstream suppliers.

Japan’s major trading houses play a central role in sourcing and distributing commodities ranging from
agricultural products to industrial materials. Kanematsu Corporation, founded in 1889, is one of the
country’s leading trading companies, with operations spanning ICT, electronics, food, materials and

aerospace.

r L
rd I‘:-i "
Py a

b
-
-.{.'-q_n"_

!

BIODIVERSIFY




According to Tsubasa Tamura, Lead of Kanematsu’s Sustainable
Business Section, the company is one of the few trading houses
with a dedicated sustainability adaptation team focused on
helping customers anticipate and manage climate and

nature risks.

“Raw materials essential for a FMCG company’s business
operations are not simply produced and supplied as a matter of
course. Rather, they are produced and supplied thanks to
production fields constituted by surrounding healthy soil conditions,
water access and so on. This ecosystem should be understood not as
fragmented risks but as a comprehensive whole for business
continuity. Once damaged, it takes considerable time to recover, so
businesses should take proactive initiatives to ensure

its sustainability.”

As businesses gain a deeper understanding of nature-related risks,
expectations around sourcing transparency are increasing. Many
companies still have limited visibility into where commodities
originate or how resilient supply chains are to environmental
disruption.

Tsubasa suggested that, without greater transparency, trading
companies could ultimately face being cut off as customers work
more directly with suppliers to develop collaborative approaches
to nature-risk management and long-term supply security.




From Commitment to Results

Despite their different sectors and perspectives, the panellists shared a common view: commitments
alone do not deliver change. Whether adopting TNFD or setting 2026 and 2030 targets, success

depends on sustained communication that helps employees and stakeholders understand both the
nature strategy and its business value.

Kenji Takeuchi of Suntory highlighted the challenge of aligning different business functions:

“One of the biggest challenges is that procurement, sustainability and finance operate with
different priorities and time horizons. The costs are visible today, while the benefits may
emerge later and across several departments. Moving from commitment to action requires us
to connect these perspectives through shared measures.”

Kanematsu Corp’s Tsubasa Tamura offered a practical solution:

“Rather than viewing Nature Positive as a final goal, it is more practical to understand the
connection between business and nature. Select one or two supply chains with significant im-
pact and dependency, and begin projects through dialogue with all stakeholders within the
supply chain, even if it is a small start.”



Dr Samuel Sinclair observed that companies such as
Suntory, Kanematsu and Sumitomo Forestry are
developing distinctive approaches to nature
restoration as a means of protecting |ong—term
business continuity. But turning ambition into action
ultimately depends on securing leadership buy-in.

“Organisations are obsessed with data,
measurement and evidence. These are of course
important but in our experience it’s a simple and
compelling narrative that gets leadership on board
with nature strategy.

Sustainability leads and teams need to be much
sharper in taking this morass of new and
exciting ideas and packaging it up into a really
punchy narrative that leadership can understand
and take action on.”




Find out more:

www.biodiversify.com






