
Contact Us (Kao Consumer Communication Center)

The Kao Consumer Communication Center handles various kinds of personal information. We 
recognize that personal information is a valuable asset and adhere to the Privacy Policy of Kao 
Group Companies in Japan.

Personal information 
protection

Details of the Privacy Policy of Kao Group Companies in Japan www.kao.com/jp/corporate/privacy/privacy-en/

Telephone

LINE

0120-165-690 (in Japan)
•Support desk hours: 9:00–17:00 (Except for Saturdays, Sundays and public holidays)

Official Websites

Kao Corporation www.kao.com/global/en/

A collection of questions frequently received from customers 
and their answers is available in a Q&A format.
You can search for answers by brand, category, purpose and first aid, 
including accidental ingestion.
www.kao.com/jp/qa/ (in Japanese)Q A

Household Product 
and Cosmetics Q&A

* Support desk hours may be changed according to the situation.

Please use the telephone relay service for communication via sign language or text-based chat.
Telephone relay service provider designated by the Minister for Internal Affairs and Communications
The Nippon Foundation Telecommunication Relay Service
Tel: 03-6275-0912   Fax: 03-6275-0913   Sign language and text-based chat (in Japanese): https://nftrs.or.jp/contact/

For customers with hearing impairments

* The telephone number for product inquiries is different for different products. The 
correct number is indicated on the product or appears on the official website.

Scan the 2D barcode with your smartphone or tablet 
and add us as a friend.

We answer questions on LINE about household products 
(except for Curél, Sofina and KANEBO products).

E-mail Please use this online form to make inquiries by e-mail.
https://sampleform2.kao.com/n/form/qngb/pkzbKfu69Au7JH665JDLQ

2-1-3 Bunka, Sumida-ku, Tokyo 131-8501
Kao Corporation Consumer Communication Center

Letter

English, 中文, 한국어
Call Center

03-6837-5778
9:00–17:00
(Except for Saturdays, Sundays, Public holidays and other holidays specified 
by Kao Corporation) Kao

Consumer Communication Center
Annual Activity Report 2025

January 1, 2024–December 31, 2024

Contact information for inquiries regarding Kao’s household products, cosmetics and corporate 
information can be found on the official website below.

www.kao.com/jp/support/ (in Japanese)

Kao Consumer Communication Center Annual Activity Report 2025
Published: April 2025
Published by: Akiko Oshida, Consumer Communication Center, Kao Corporation

Kao Corporation
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Our consumer-oriented approach has evolved over time and is maintained to this day

1978

Kao established the Housework Science Laboratory in 1934 to educate consumers on scientific and 

rational approaches to managing a household. We have maintained this relationship with consumers 

ever since, evolving the “Laboratory” into today’s Consumer Communication Center (CCC). Guided by 

our purpose—“For better life and society, by connecting to consumers”—we listen closely to con-

sumers and bring their ideas into Kao’s Yoki-Monozukuri, a term that for us means an excellent creation 

process that enriches the lives of all. This serves as a good starting point for helping consumers build 

lives that reflect their values.

Recently, we have seen a rise in the age of the individuals who come to consult with us, while inquiries 

from younger generations have been on the decline. Many younger consumers hesitate to reach out due 

to concerns that they may be perceived as complainers. They often choose to stop using our products 

rather than seek help if an issue arises. In 2024, Kao implemented several initiatives to support and en-

gage younger consumers who are interested in our products and activities. These include expanding 

consultation services via LINE, enhancing our Q&A resources and setting up an anonymous online sug-

gestion box. We have also been doing our utmost to ensure that consumer feedback is shared internally 

and then reflected in our Yoki-Monozukuri and all of our efforts to become a better company.

We hope you will take the time to read about these initiatives in this report.

We have been incorporating customer feedback for 90 years.

Consumer Communication Center

Opening

History of the Consumer Communication Center

For better life and society, by connecting to consumers

Tomiro Nagase establishes Nagase Shoten, a Western sundry goods dealer that would later become Kao

Direct communication with customers to share scientific 
and rational approaches to all aspects of housekeeping
Housework Science Laboratory established 
(forerunner of the Consumer Communication Center)

1934

1887

To make the best use of customer feedback
Kao ECHO System introduced for consumer 
consultations

Centralized system established to consolidate customer 
feedback from various countries across the Kao Group
OneECHO introduced at all Kao companies in Asia

2019
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Declaration of Consumer-orientation

Kao’s New Mission

To realize a Kirei world in which all life lives in harmony

To protect people from 
hazards so that they can 
enjoy their everyday lives

To maintain the planet 
as a sustainable and 

clean place to live

To achieve a sustainable 
and prosperous society

The “Kao Way” embodies our corporate philosophy, and is the foundation of the business activities of the 

Kao Group.

As our cornerstone, the Kao Way provides consistency to Group activities from the formulation of mid- to long-

term business plans to each business decision that we make every day. 

Kao’s ESG strategy, the Kirei Lifestyle Plan, was devel-

oped to focus on consumers’ desire for a more sus-

tainable and fulfilling way of living, which we call the 

Kirei Lifestyle, while contributing to a more sustainable 

society. The Kirei Lifestyle Plan is built around Kao’s 

ESG vision and is supported by the three commit-

ments to be achieved by 2030, along with the 19 key 

leadership actions.

Kao Group’s corporate philosophy—The Kao Way
See here for more information www.kao.com/global/en/about/purpose/kaoway/

Kirei Lifestyle Plan
See here for more information https://www.kao.com/global/en/sustainability/klp/

Kao announced this declaration in January 2017. In September 2023, we revised the declaration to align with our 

ESG strategy, and activities are now being carried out in line with the Kirei Lifestyle Plan.

See here for more information (in Japanese) www.kao.com/jp/sustainability/klp/policy/customer-first/
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Roles and Activities 
of the Consumer Communication Center

Kao ECHO System—supporting the Consumer Communication Center’s purpose

* Consumer communication division in Japan is Japan CCC

Kao ECHO System

Communication support/
Communication search

Top management

Search &
analyze

Sales

Production

R&D

Marketing

Product
Development

Quality
Assurance

Japan
CCC

Retailers

• Register
• Gather info
• Analyze

Consumer feedback

Consumer communication
divisions at companies*

Consumers around the world

P
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u
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Consumers

• Boosts loyalty to Kao and its brands

• Proposals for Yoki-Monozukuri
• Share consumer feedback within the company 

and ensure that all employees understand 
the consumer’s viewpoint

Kao Corporation

Sharing/
Development

Sharing consumer feedback
and making proposals

Providing
information

Inspiring
experience

Providing answers that
exceed expectations

Society

Kao
Consumer

Communication
Center

For a better life and a future of smiles

Product issues,
lifestyle questions,

etc.

• Q&As and other lifestyle information
• Lifestyle seminars
• Information exchange with the government, 

consumer groups, etc.

Enabling a future of smiles and sustainability by 
listening closely to consumers in inspiring consultations, 
utilizing their feedback in Yoki-Monozukuri and providing 
lifestyle information

Consumer feedback is gathered in the Kao ECHO 

System and shared company-wide.

The system enables employees to search and review 

feedback from consumer consultations to support the 

Kao Group’s Yoki-Monozukuri.
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Slight decrease in consultations as complaints over discontinuation of  
long-selling brands subsided

As the escalation in complaints received in 2023 about 

the discontinuation of long-selling brands abated, the 

number of consultations in 2024 decreased by 2%. 

Consultations have been hovering around 180,000 per 

year over the past several years.

■ Types of consultation

Since the beginning of the year, the frequency of nat-

ural disasters such as major earthquakes, typhoons 

and rain-caused flooding has led to more inquiries 

about the expiration dates of emergency stockpiles 

and about sheet products that keep people clean 

without the use of water.

There was also an increase in inquiries about the im-

provements made in our laundry detergent series.

Although several makeup brands were discontinued 

in 2024, we took great care and consideration in rec-

ommending alternative products, which have a similar 

feel and color, to consumers.

■ Age of consumers making inquiries

Comparing the age groups of consumers making in-

quiries, consumers in their 60s and older accounted 

for almost half of all consultations, although the pro-

portion decreased slightly from last year. With the ex-

pansion of communication channels, inquiries from 

those in their 40s and younger have been increasing.

■ Method of consultation

Telephone consultations accounted for 75% of all 

consultation methods, down four percentage points 

from the previous year. Furthermore, the total number 

of telephone consultations can be observed to have 

fallen to 93% compared to that of the previous year. 

Meanwhile, consultations via chat (LINE) and sub-

missions to the suggestion box on the website more 

than doubled.

Ratio of consultations by business type

Ratio of those making consultations by age group
★Age groups include estimated ages and only count general consumers

Change in the ratios of consultations methods

Hygiene &
 Living Care

Fabric Care

Skin Care

Sanitary Products

Home Care

Health & Beauty Care

Cosmetics

Hair Care

Personal Health

Nivea-Kao

Kanebo
Cosmetics

Sofina

Curél

40%

32%

2%

26%

175,000
communications
(2% YoY decrease)Life Care

20s and under 3%

40s 

70s and over

7%12%

30s

13%

24%

Unknown

18%

23%

50s

60s 

0 20 40 60 80 100 (%)

Telephone E-mail Letters, etc. Chat (LINE)Via retailers

2022 79% 10% 9%

2023 10% 9%

2024 75% 10% 9%

1%1%

3%3%3%

1%1%

79%

About 175,000 consultations in 2024 (2% YoY decrease)



5

Our Channels of Communication 
with Consumers

Kao has established various communication channels to engage with consumers, 
including operator-assisted options such as telephone, e-mail and LINE, as well as 
self-service options like the product Q&A website section and chatbot. These options 
allow consumers to gather information and share feedback at their convenience.

Telephone

Sign language

Retailers

Interactive bot that responds 
to questions automatically 
(24 hours a day)

Product catalog
(Web)

LINE

Consultation with staff using LINE Talk 
(commenced October 2023)

Suggestion box

Suggestion
box

E-mail

Comments can be 
sent anonymously

How to use or select products, 
emergency care, etc.

Product Q&A

Chatbot

Two-way communication
channels with operators

Resolutions through dialogue leading to
a smooth support experience

Digital communication
channels

Get or send information regardless of time or location

Consumers

Letters

Offering diverse channels of communication
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In response to a decline in inquiries from younger generations, we are strengthening 
channels that allow consumers to engage with Kao at any time, such as expanding the 
product Q&A section on our website and introducing consultations via LINE.

1

2

3

Setup of a “suggestion box” on the website to encourage customer feedback

Expansion of consultations via LINE among younger generations

Enhancing product Q&As to support self-help

To encourage younger people—who often associate giving feedback with being a complainer—
we are introducing initiatives that use customer feedback on our website to help  
convey that sharing one’s opinion can lead to real improvements in people’s lives.
We have also introduced an anonymous “suggestion box,” which has led to a  
noticeable increase in submissions, particularly from younger consumers.

We have launched a household products consultation service on LINE that allows customers to send inquiries 24 
hours a day. Compared to telephone inquiries, a higher proportion of users are in their 40s or younger. Many ques-
tions people have are about whether products are safe for children or where to purchase limited-edition items.
The LINE text chat service has been well-received by consumers for its ease and convenience, especially for those 
who dislike talking on the phone, who want to ask short questions in a free moment, or who want to send a photo. 
As a result, even those who previously had given up seeking help are now reaching out through this channel.

The product Q&A section of our website provides answers to questions we anticipate receiving when new or 
improved products are launched.
In 2024, the website was accessed by 6.4 million UU* (22% YoY increase).
To help consumers resolve their issues without needing to contact customer support, we provide clear, 
easy-to-understand explanatory answers supported by visuals such as images and videos.

Percentage of consultations by age group (excluding unknowns)

Strengthening digital communication for younger generations

25% 26% 24% 9%14%

6% 14% 20% 28% 31%

2%

1%

40s and under  65%

 21%

LINE

Telephone

20s and under 30s 40s 50s 60s 70s and over

* Acronym for “Unique Users.” Indicates the number of users who visited a site within a specific time period.
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With the increasing frequency and severity of natural disasters such as earthquakes and 
extreme weather in recent years, disaster preparedness has become more important than ever 
for safeguarding people, their families and their livelihoods. Here, we will share the disaster-
related inquiries that Kao received in 2024, along with introducing the support activities we 
carried out and the useful information we provided regarding disaster preparedness.

■ Support for areas affected by the 2024 Noto Peninsula Earthquake

Trend in the number of disaster-related consultations

Immediately after the 2024 Noto Peninsula Earthquake, we received many requests for household product support.

As people became more aware of the need for disaster preparedness, inquiries rose later from households and lo-

cal governments about the expiration dates of stored emergency supplies. We also received many similar inquiries 

after summer weather events such as torrential rains and typhoons.

Kao donated money and supplies to help those affect-

ed by the Noto Peninsula Earthquake in January 2024.

We also delivered Kao Daily Necessity Sets to indi-

viduals residing in emergency temporary housing 

(purpose-built) in collaboration with local governments 

to help make their living conditions as comfortable as 

possible.

We have received many heartfelt messages of grati-

tude from those who received the support.

Note: The number of consultations received in 2024 included inquiries utilizing keywords such as, natural disaster, earthquake, typhoon, torrential rain and Nankai Trough earthquake.

202401 202402 202403 202404 202405 202406 202407 202408 202409 202410 202411 202412

0

20

40

60

80

(cases)

January 1
2024 Noto Peninsula 
Earthquake

September 20
Torrential rain in 
Ishikawa Prefecture

July 25
Torrential rain in Tohoku area

August 12  Typhoon No. 5
August 16  Typhoon No. 7
August 28  Typhoon No. 10

August 8
Nankai Trough Earthquake
Extra Information

Testimonials from recipients of Kao Daily Necessity Sets

•“I felt that we hadn’t been forgotten, and that made me happy. I'll never forget what Kao did for us.”

•“As a housewife, I felt down some days and better on others, so the support cheered me and my family up.”
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■ Provision of useful disaster preparedness information

When no water is available

When water is available Relaxation

The “Sonaēru” page on Kao’s website provides information on everyday items that are useful in an emergency 

and creative ideas to help in the event of a disaster, with a focus on cleanliness for evacuees.

Useful Kao products in the event of a disaster

For wiping hands, fingers and 
things around you
Bioré u Antiseptic Soft Wet Wipes

Four types of sheets in the 
set to keep you clean even 
when water is not available
Clean Set Even without Water

Easy washing anywhere, 
anytime
Attack Anywhere with a 
Plastic Bag

Bathe the area around your eyes 
in warm steam to relax
MegRhythm Gentle Steam 
Eye Mask

Contains antibacterial 
ingredients to clean while 
protecting skin moisture
Bioré u Foaming Hand Wash

Designated quasi-drug
Alcohol-free

type

Not intended for 
medical use

Alcohol
type

Quasi-drug

Hair TeethBodyHands

For cleaning and disinfecting 
hands and skin
Bioré u Hand Sanitizer
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Incorporating Customer Feedback 
into Yoki-Monozukuri

We listen to the feedback provided by consumers at multiple points of contact with 
our products, reflecting the feedback in enhancements of the products, services 
and information that represent our Yoki-Monozukuri. We aim to fill people’s lives 
with smiles.

Before improvement After improvement

Outer shrink wrap 
hides part of the 
instructions

Instructions can 
be read even with 
shrink wrap on

We received feedback commenting on the lack of clarity regarding how the product was 
to be used, even after reviewing the instructions printed on the reverse side. When we 
asked for further details, we found that the product was being used with the outer shrink 
wrap still in place, which made it difficult for the instructions to be read.
To resolve the issue, we updated the packaging so that the instructions could be read 
even with the shrink wrap on, and we enlarged the illustrations to make the instructions 
simple and easier to understand.

For a life true to you—Filled with smiles

Learn

Select

Purchase

Take home
or deliver

Store

Use

Refill

Put out
in the trash

What do I do after I put the foam on my tongue?

Pureora Foaming Toothpaste
Improved with simpler instructions
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I wish there was no smell of chlorine

Foaming Kitchen Haiter  
New odorless version released

The cap needs to be easier to open

Attack ZERO  
Cap improved to prevent over-tightening

Since its launch in 1998, Foaming Kitchen Haiter has been well-received as an easy-to-use spray-type bleach 
product. However, we have consistently received feedback from customers saying that they don’t like the chlo-
rine smell and wish it didn’t have that odor.
In response, we launched a new odorless version in 2024.
It is now easier to use, especially on items that come into contact with the mouth, such as stainless steel water 
bottles and cups, as there is no need to worry about a chlorine odor.

We received feedback stating that the cap became difficult to open after 

using the product for some time.

With any similar bottle, when the liquid detergent gets on the screw threads, 

the cap turns more easily, and it is prone to over-tightening. Because the 

Attack ZERO bottle is round, it tends to be even easier to tighten than other 

bottles. To remedy this issue, we tested several improvements and devel-

oped a new cap, now adopted to prevent over-tightening.

Foaming Kitchen Haiter
Odorless Bleach Spray

Foaming Kitchen Haiter
Bleach Spray
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Incorporating Customer Feedback 
into Yoki-Monozukuri

I want to use hair coloring even though I have allergies

Launch of the long-awaited dark brown Blauné Naturila

What can I do about clothing discoloration from sunscreen or antiperspirant?

Product Q&A site updated to show how to 
clean difficult clothing stains

We have received an increasing number of inquiries from customers who are wondering what to do about their clothing 
that has become discolored after using large amounts of sunscreen or antiperspirants in persistent hot weather.
To address this issue, we added information to the product Q&A section of the website on how to use a “pinch 
washing” technique to skillfully remove sweat, sebum, sunscreen and antiperspirant stains—which can be diffi-
cult to clean by ordinary washing. We also added a video to show exactly what to do.

See here for more information (in Japanese) https://www.kao.com/jp/qa/detail/25855/

*Coloring component: Dihydroxyindole

Blauné Rerise has been well-received by our many loyal customers for its natural coloring ingredients* and its 
“easy dyeing without damaging my hair.” After nearly 10 years of research, we were able to release this new dark 
brown hair coloring product in response to many requests for not only black but also brown hair coloring.

Blauné Rerise has been 
reborn as Blauné Naturila, 
with updated packaging that 
has a natural look and feel.
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I want to use hair coloring even though I have allergies

Launch of the long-awaited dark brown Blauné Naturila
It is hard to figure out how to use a container with only written instructions

“Watch and understand” product Q&A videos 
now available

We receive many questions from customers about how to use products, which we publish on the product Q&A site.
For topics that are difficult to explain with text alone, we have created videos that show exactly how to perform the required action.
These videos show clearly how to hold the product, move your fingers, the appropriate amount of pressure 
to use, etc., which can be hard to convey in writing. Customers have responded positively, saying the videos 
“solved the problem perfectly” or “showed me what I needed to do.”

If the aluminum seal has not been fully removed when opening the prod-
uct, any remaining part could lead to inadvertently cutting one’s finger 
when scooping out the cream.
The label already includes the warning, “Be careful not to cut your finger 
on the edge of the aluminum cover.” However, we decided to expand the 
message to alert more people and prevent injury, so we now provide this 
information on the product Q&A site.

Warning displayed on 
reverse side

To prevent cutting a finger

NIVEA MEN CREME  Safety notice improved

See here for more information (in Japanese)   https://www.kao.com/jp/qa/detail/35547/

How to remove cap
Nozzle

Hold the base of the cap 
firmly and turn the nozzle 

counterclockwise
Point the nozzle tip down, grip the white upper part and bend it 

at the point where it meets the can to remove
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Messages of Thanks from 
Customers

Our support desk receives many questions and comments from customers, 
including some heart-warming words of thanks.

I decided to give the detergent a try after see-
ing it on a TV commercial. It really smooths 
out the wrinkles in my kid’s school uniform and 
gives the shirt a crisp finish. Before, I used to 
hate how everything got 
tangled up inside the wash-
er, and it was such a hassle 
to separate. But now that 
I can pull the laundry out 
so easily, hanging it up to 
dry is the easy part. It feels 
like Kao understands what 
it’s like to be in charge of 
household chores. I am tru-
ly grateful.

My daughter had sensitive skin as a baby, 
but her skin never got irritated when we used 
Merries. Now that I have five grandchildren,  
I  t o ld  my  daugh te r,  ‘ You  we re  ra i sed  
with Merries, so you 
should use them for 
your children too.’ Af-
ter switching to Mer-
ries, she said their 
skin issues cleared 
up. That confirmed 
for me that Kao re-
ally makes excellent 
products.

Cleaning up the ‘pee accidents’ of my teen-
age son, who has a developmental disorder, 
used to be very stressful for me. But recent-
ly, he’s been able to use the Toilet Magiclean 
spray and wipe it up by himself. I’m so hap-
py everything stays 
clean now. It is easy 
to quickly wipe clean, 
and i t  deodorizes, 
too. That has really 
made an unpleasant 
task easier. We will 
continue using it with 
gratitude.

Today, I bought the MegRhythm Steam Ther-
mo Patch (Apply-to-Skin Type) and applied 
it right away to a painful spot. I feel so much 
better. It was such a relief that I just had to call 
and say thank you. It really helped and I feel 
incredibly grateful. I can’t express how happy 
I am! Thank you for 
making such a great 
product.

Attack Antibacterial EX 
Easy Dry Plus

Merries Air Through Pants

Toilet Magiclean
Deodorizing and Cleaning Spray

MegRhythm Steam Thermo Patch
Apply-to-Skin Type
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These heartfelt messages inspire us to provide our customers with even more consistent, 
attentive support. Sharing such sentiments across the company also energizes our employees.

The dispenser is fantastic. It’s compact and 
looks stylish on the sink, and once I tried it, I 
found it incredibly convenient. No more push-
ing a pump—just place your hand under-
neath and the foam comes out automatically. I 
was also surprised by the thoughtful detail of 
having an adjustable 
amount of foam—less 
or more. Since you don’t 
touch the container, it 
stays clean. And it’s af-
fordable, too.

Both my daughter and I have dry, sensitive 
skin. Other products would sting our scalps, 
but with Curél, there was no stinging at all. Our 
hair is now moist and silky, and my daughter 
was so happy that she wanted everyone 
to know and said 
she would share it 
on social media. 
We’re over joyed 
that the irritation is 
gone. As a mother 
and daughter who 
love Curél, we hope 
to keep using it for 
a long time.

I bought the new THE ANSWER product on the 
day it was released and started using it right 
away. I thought melt was also great, but THE 
ANSWER is described as the culmination of 
100 years of Kao hair care research, and it’s 
made my hair feel better than ever! I really 

hope you release an out-of-
bath treatment, too.

I’d heard that NIVEA was a miracle product, so 
I tried rubbing it in at night—and it really im-
proved my skin. Nothing else had worked, but 
NIVEA saved me. I was so happy that I called 
to say thank you. I’m very grateful. I honestly 
feel like I can’t sleep with my 
feet pointed toward Kao—
thank you so much.

Curél INTENSIVE MOISTURE 
CARE Moisture Hair Pack

THE ANSWER

NIVEA Creme
NIVEA Skin Milk

Bioré u Automatic Foaming 
Hand Wash Dispenser



Contact Us (Kao Consumer Communication Center)

The Kao Consumer Communication Center handles various kinds of personal information. We 
recognize that personal information is a valuable asset and adhere to the Privacy Policy of Kao 
Group Companies in Japan.

Personal information 
protection

Details of the Privacy Policy of Kao Group Companies in Japan www.kao.com/jp/corporate/privacy/privacy-en/

Telephone

LINE

0120-165-690 (in Japan)
•Support desk hours: 9:00–17:00 (Except for Saturdays, Sundays and public holidays)

Official Websites

Kao Corporation www.kao.com/global/en/

A collection of questions frequently received from customers 
and their answers is available in a Q&A format.
You can search for answers by brand, category, purpose and first aid, 
including accidental ingestion.
www.kao.com/jp/qa/ (in Japanese)Q A

Household Product 
and Cosmetics Q&A

* Support desk hours may be changed according to the situation.

Please use the telephone relay service for communication via sign language or text-based chat.
Telephone relay service provider designated by the Minister for Internal Affairs and Communications
The Nippon Foundation Telecommunication Relay Service
Tel: 03-6275-0912   Fax: 03-6275-0913   Sign language and text-based chat (in Japanese): https://nftrs.or.jp/contact/

For customers with hearing impairments

* The telephone number for product inquiries is different for different products. The 
correct number is indicated on the product or appears on the official website.

Scan the 2D barcode with your smartphone or tablet 
and add us as a friend.

We answer questions on LINE about household products 
(except for Curél, Sofina and KANEBO products).

E-mail Please use this online form to make inquiries by e-mail.
https://sampleform2.kao.com/n/form/qngb/pkzbKfu69Au7JH665JDLQ

2-1-3 Bunka, Sumida-ku, Tokyo 131-8501
Kao Corporation Consumer Communication Center

Letter

English, 中文, 한국어
Call Center

03-6837-5778
9:00–17:00
(Except for Saturdays, Sundays, Public holidays and other holidays specified 
by Kao Corporation) Kao

Consumer Communication Center
Annual Activity Report 2025

January 1, 2024–December 31, 2024

Contact information for inquiries regarding Kao’s household products, cosmetics and corporate 
information can be found on the official website below.

www.kao.com/jp/support/ (in Japanese)

Kao Consumer Communication Center Annual Activity Report 2025
Published: April 2025
Published by: Akiko Oshida, Consumer Communication Center, Kao Corporation

Kao Corporation


