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Customer service and 
aftercare have long been 
a traditional standard 
in Japanese business. 
In food production, it’s 
more important than 
most. � at’s the central 
mission of Japanese food 
machinery manufacturer 
Watanabe Foodmach 
Co. , Ltd., which ensures 
that a comprehensive 

suite of aftercare measures is in place before venturing into 
new markets. With global ambitions,  Watanabe Foodmach’s   
proud reputation precedes the business around the world. 
“We do not end our services once we sell the product. We 
focus on aftercare and maintenance and try not to sell our 
products to territories where there is no capacity to provide 
these services,” said  Hiroyuki Watanabe,  the � rm’s general 
managing director . “We believe that this is the only way for 
companies to survive in a global economy,” he said.   Watanabe 
Foodmach   o  ers a wide range of food industry machinery 
including grinders and frozen meat slicers . It    works to ensure   
continued quality by investing in innovation and production. 

As with many modern manufacturers, this includes factory 
automation to reduce energy usage and costs, while maintain-
ing safety and quality. 

� e � rm also has a solid   plan to build on the existing level 
of foreign sales that currently makes up 10% of turnover. � is 
strategy includes tailoring product development to suit the 
cuisines of di  erent nations, and with special divisions man-
aging regions of the globe, the � rm enjoys strong partnerships 
with local agencies.   � is is all part of a dynamic plan to boost 
growth and maintain  the  highest possible standards.    “Our 
goal and vision as a family-founded � rm is to continue the 
success of the company and set the stage for the next genera-
tion,” said Watanabe.  

� e Taste of Success is Measured in Sales and Aftercare
 Japanese food machinery � rm  Watanabe Foodmach  is planning for global expansion by capitalizing 
on Japanese quality and customer service. 

ーHiroyuki Watanabe
General Managing Director, 
Watanabe Foodmach Co., Ltd.

Good Health, Good Wealth

Founded in 1893 and celebrating its 130 years of success, 
Tomita Pharmaceutical Co., Ltd., is improving the lives 
of patients in Japan through market leadership in dialysis 
solutions with its dry granulated dialysate. � is success is just 
the beginning. Leveraging its unique technical capabilities 
in many areas, Tomita Pharmaceutical is dedicated to the 
development of new products. Building on its domestic suc-
cess, Tomita Pharmaceutical has established global customer 
relationships, particularly by focusing on multifunctional 
molding agents such as “FLORITE®” and minerals. “Our 
pursuit is to enrich the lives of people by upholding the spirit 
of our founder, which encompasses unceasing curiosity, 
unwavering e  ort, and 
unending passion,” 
said President Yoshi-
hiro Tomita.

“We take pride in our 
traditions and our ability 
to develop high-quality, 

safe, products.”

– Yoshihiro Tomita,
President,

Tomita Pharmaceutical Co., Ltd.

Crafting Successful  Business
Japan may be well known for its manufacturing prowess. 
However, the nation prides itself as much on its skilled 
craftsmanship as its heavy industry. � is history of artisan 
workmanship and proud artistic heritage is not taken lightly 
by today’s businesses. 
 Yoshitaka Yamagiwa, president of arts and crafts retailer 
Kuretake Co., Ltd., is a keen student of the past when it 
comes to his business. “Painting methods have remained the 
same for a long period of time, with techniques passed down 
through generations from our ancestors, and this exempli� es 
one of the strengths of Japanese culture,” said Yamagiwa. 
Craftsmanship is also evident in all kinds of manufacturing 
businesses. For example, at Mikuro Spring Co.,Ltd., the 
� rm adheres proudly to Japan’s tradition of monozukuri, 
meaning the best possible standards. “We have been able to 
inherit the technology and know-how passed down through 
generations. Of course, we also have the notion that Japanese 
monozukuri-style manufacturing is the best in the world,” said 
President Takuya Kojima. 
 At textiles � rm Hirose Sangyo Co., Ltd., craftsmanship 
remains vital even as the newest technology processes are 
integrated. “Where we need a personal touch to maintain the 
high quality of the product, we still employ handmade and 
hand-sewing processes. In areas where we can automate, we 
utilize factory automation to enhance e�  ciency,” said Presi-
dent Danichiro Usui.
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al – but sta   too. Soga hopes to employ 
more foreign workers and encourages 
Japanese sta   to broaden their own 
horizons. “I would also like to diversify 
our company more because if we have 
only Japanese employees, the ideas we 
come up with will be very homoge-
nous,” said Soga. � e � rm is committed 
to improving sustainability, and there 
are exciting plans in place to showcase 
its advances in automation across its 
manufacturing facilities. “Next year, 
when we celebrate our 110th anniver-
sary, in order to achieve more e�  cient 
automation, we are aiming to establish 
a hub for experts throughout our 11 
global factories to smoothly integrate 
a planned 500 robotic units with 
our production lines,” said Soga. “In 

this building, each 
country’s personnel 
can compete to see 
which country can 
implement the tech 
the most seamlessly,” 
he said. Production 
techniques, such as 
changing materials 

and miniaturizing components, are 
also at the heart of the business’s move 
towards the Sustainable Development 
Goals. “We address SDGs by think-
ing about product speci� cations with 
smaller carbon footprints, and we are 
actively engaged with an initiative to 
make our products lighter, smaller      
and more compact. We are also aggres-
sively working towards recycling goals 
and employing renewables in the form 
of solar panels,” said Soga.

and ability to change with the times is 
something we’re very proud of,” said 
Soga. 
 A key part of this evolutionary 
success is the company’s interna-
tional reach. Even before the current, 
globally-mobile president took charge, 
the business was making bold moves 
overseas.  Forty years on from its � rst 
worldwide forays in the 1980s, Nichirin 
enjoys strong connections across Asia, 
North America and particularly in 
Europe – including a subsidiary in 
Spain, where now more than half of the 
cars sold by Volvo, Peugeot and Land 
Rover carry its products. At present, 
Japan accounts for about 30% of the 
� rm’s sales, with Japanese automotive 
clients in the ASEAN region more 
broadly contributing 
another 30%. Motor-
cycle sales increases in 
� ailand, Indonesia 
and Viet Nam are also 
expected, while Africa 
is seen as a strong 
growth area in the 
near future. Nichirin 
operates a global QMS (Quality Man-
agement System) to maintain its high 
Japanese standards in di  erent nations, 
and the president is proud of his � rm’s 
border-crossing bravery. “Back in the 
1980s it was decided to expand our 
reach overseas for the � rst time and 
now my generation has really commit-
ted to improving ourselves. We have 
strived to make our bases stronger,” said 
Soga. “I think a key facet of our success 
was the ability to develop our overseas 
market over the last 40 years. I believe 
that forming trust through dialogue is 
the simplest way to approach business 
internationally,” he said. It’s not just 
sales and products that are internation-

As a keen traveler who has lived all over 
the world, Hiroyuki Soga brings a true 
international ̈  avor to a proudly Jap-
anese business. � e president of hose 
manufacturer Nichirin Co., Ltd., is 
currently preparing for his � rm’s 110th 
anniversary next year, so he is particu-
larly aware of how important change 
and evolution are for long-term busi-
ness success. It’s his mission to build on 
this landmark and lay the foundations 
for a bright future with increased inter-
national sales and partnerships, more 
sustainable production and even greater 
levels of customer service and satisfac-
tion. “Our company has a philosophy, 
‘Contribute to the 21st century with a 
joyful and trustful manufacturing spirit 
that touches our heart’,” said Soga. 

� e � rm has managed to stay at 
the cutting edge of new technology by 
evolving from rubber product man-
ufacturing, such as bicycle tyres and 
aircraft tubes, to producing hoses for 
automotibles, motorcycles, and even 
home furnishings. So, it’s no surprise 
the president likes to quote Charles 
Darwin about adapting to survive. 
“Nichirin has been able to adapt to the 
change over the years, and our agility 
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Evolving into an International Success Story
Japanese manufacturing business Nichirin is about to celebrate its latest milestone anniversary by show-
casing the agility and innovation that has been the secret of its longevity.

“Our constant agility and 
ability to change with the 

very proud of.”

Hiroyuki Soga

ーHiroyuki Soga
President & Representative Director, 
Nichirin Co.,Ltd.
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