
New Frontiers, New Ideas and New Arrivals 
Showa University is celebrating 95 years of academic excellence by pushing its scienti� c research bound-
aries and welcoming new international students. 

Japan’s Showa University has a great 
story to tell when it comes to attracting 
the best and brightest students. With 
95 years of innovative thinking, it is 
renowned as a leading institution for 
medical progress. Now, it’s continuing 
to bolster and re� ne its reputation by 
welcoming all international arrivals.   
�  e  university  include s  the stunning 
Fujiyoshida campus nestled at the base of 
the iconic Mount Fuji,  which   is distin-

guished   for its nearly 60-year history of  
holistically integrat ing  students from 
di� erent facult ies, through its � rst-year 
dormitory system where all students live 
and study together .   
 Showa  has also made leaps in inno-
vative learning techniques, by developing 
new virtual treatment simulations before  
students  embark on real patient treat-
ment for the most well - rounded educa-
tion. Showa researchers are also making 
great strides in cancer treatments as well 
as  Endobrain   –  AI endoscopic technology 
treatments, that they hope to export 
to nations such as India, Vietnam and 
� ailand. Dr. Tadashi Hisamitsu,  p resi-
dent of Showa University, is proud of  his 
institution’s  research and international 
outlook.  “Our students are able to work 
on   site with real patients, performing real 
treatments and providing real help, and 
building this community together. We 
are positive any student will cherish an 
education here,” said Dr. Hisamitsu. 

ー Tadashi Hisamitsu
President, Showa University

A Taste of Global Success 

When it comes to importing and exporting the � nest food 
and drink brands, the priority is always the consumer. Japa-
nese business Kataoka & Co.  , Ltd.   partner s    with the � nest 
luxury     brands around the world and arranges for domestic 
sales,  while       export  ing  its own  labels, and     always  prioritizing 
customer satisfaction. Renowned       b  rands such as Twinings 
tea and Mon Café, a unique single  -    drip co� ee, have           achieved 
great success with seasonal gifting  .        Mean  while  ,      Tsuji  ri Mat-
cha tea,  with its reputation    for    impeccable taste and  health 
bene� ts,  Van Houten cocoa, and Échiré butter,      have     become   
well-loved brands.   In addition,       quality raw ingredients are 
carefully selected   and imported     for Japanese manufacturers. 
“We have always introduced 
enjoyable new products and 
intend to continue this,” said 
President Kenji Kataoka. 

“ As  ambassadors of each 
brand , we  take   care to 
maintain  and enhance  

its image.” 

Kenji Kataoka
President, 

Kataoka & Co., Ltd.

Japan’s International Impact
As a smaller nation, Japan’s economic growth has always been 
built on looking outwards and embracing international markets 
and partners. Today, a diverse generation of companies and 
organizations are keeping that tradition strong by forging new 
connections. Across Asia, Japan has a long tradition of working 
in partnership with other Paci� c nations. “Our company has 
close ties with Southeast Asia and we have a�  liate companies 
in this region. We focus on products with added value, trans-
forming requests from end users into design and development,” 
said Masaki Sawada, representative director and president of 
KYOWA KAKO Co., Ltd. In the business of  infrastructure, 
Chuo Kaihatsu Co., Ltd. has a footprint that crosses continents. 
“We have branches in China and Brazil. � e Japanese govern-
ment has recently been pushing for Japanese infrastructure 
to expand overseas, so there is momentum,” said President 
Makoto Tanaka. 
 Universities o� er the international exchange of ideas and 
students, with Japanese institutions now getting involved. 
“Having our students mingle in a global setting is hugely im-
portant. We have excellent connections in North America, Asia 
and Europe,” said Akaso Naoyuki, president of Nagoya Gakuin 
University. “We are planning to expand our international 
program. In an age of declining population and aging societies, 
it is very important that we open up more globally, otherwise 
we cannot reasonably expect growth,” said Shigeki Itakura, vice 
president of Sano Nihon University College.

Independence � rough Mobility

Japanese wheelchair company Matsunaga Manufactory Co., 
Ltd. was � rst launched with a mission to make people more 
independent and happier in their lives. Almost 50 years later, 
it’s the leading wheelchair producer in Japan, providing more 
mobility solutions than ever and improving accessibility for 
its customers. With demand growing, the custom-designed 
nature of its wheelchairs precludes mass manufacturing, so the 
company utilizes a partially automated system instead. � at 
can involve making chairs for all ages and needs, supporting 
Para athletes in the wake of the Tokyo Paralympics, and help-
ing to mitigate the impact of the aging 
population crisis. “We build totally 
from scratch and believe in taking 
challenges. I can proudly say it is part 
of our company philosophy,” said 
President Noriyuki Matsunaga.

“Allowing people to do 
more by themselves is 

important for quality 
of life and freedom”

Noriyuki Matsunaga
President and CEO,

 Matsunaga Manufactory Co., Ltd.

Japan’s Healthy Pro� t

� ere is no more important � eld for innovation and enterprise 
than healthcare. In Japan, the sector has a proud tradition of 
success that bene� ts society, and the economy in general, through 
development of medicines, equipment and systems. According 
to leaders within the industry, this impact can be attributed to a 
combination of traditional Japanese business standards and cut-
ting-edge research and development (R&D). Sohta Yamaguchi, 
president of ASKA Pharmaceutical Co., Ltd., admitted the in-
dustry faces sti�  competition from overseas. “We are seeking new 
ways to maintain our edge in the � eld by trying new, out-of-the-
box ideas and leveraging the unique demographic situation in 
Japan,” said Yamaguchi. Tadashi Imamura, managing director of 
MIZUHO MEDY Co., Ltd., agreed.“Innovation is absolutely 
necessary when working in � elds where human lives are at stake,” 
said Imamura. � e aging population and shrinking workforce are 
issues the health industry takes very seriously, as does Noriyuki 
Matsunaga, president of Matsunaga Manufactory Co., Ltd. 
“One issue for the future is the shortage of care workers. Creating 
more sophisticated wheelchairs that allow the elderly to do more 
by themselves is the goal,” said Matsunaga. A further delicate 
challenge facing R&D is introducing robotics to support medical 
testing. “We have already initiated collaborations with pharma-
ceutical companies to develop automated inspection solutions,” 
said Keiji Katano, the president of Icomes Lab Co., Ltd.

� e medical and pharmaceuticals industries have 
always been vital to the economy.

� e transition to next-gen 
technology is a crucial step 
for all major manufacturing 
companies in the modern 
business world. At Ben-
da-Kogyo Co., Ltd., the 
idea of making a di� erence 
through innovation has 
been the philosophy from its 
early days, allowing the Jap-
anese � rm to enhance its key 
role in new developments 
across Asia and beyond. Its 

core business specialty is ‘cold bending’, an energy e�  cient form 
of manipulating metals into products such as rings and gears for 
use in cars, construction vehicles and agricultural equipment, 
among others. President Kazunari Yashiro has big plans for an 
innovation-powered future to help the business take advantage 
of hybrid and electric vehicle (EV) developments, along with 
the CASE (Connected, Autonomous, Shared, Electric) trend 
transforming the industry. “At the core of our philosophy lies 
the aspiration to create what has yet to exist and our paramount 
competitive edge resides in dual commitment to devising inno-
vative equipment and solving client-requested challenges,” said 
Yashiro. � e � rm has evolved signi� cantly in its 59-year history, 
which has also included developing cold-bending technology for 
H-shaped steel, which is said to be used in 80% of Japan’s dams. 
Today, the Tier 1 supplier splits its research and development 
work between an advanced research center in South Korea and 
the Japan-based Benda Global Technical Center, which opened 
in 2021. Meanwhile an alliance with Iwaseya Seisakusho, which 
specializes in alternator manufacturing, has helped it branch 
further into the EV market. � e company’s plans are implement-
ed in its groundbreaking ‘One Benda Project’, which con� rms 
its commitment to working with the latest developments in 
industries such as automotive, utilizing its newest plants opened 
during the last decade in Japan, � ailand, South Korea and Chi-
na. As a result, the business has set ambitious revenue targets for 
the medium- to long-term. “Our portfolio goal, set for the early 
2030s, is an equitable distribution of 50% for existing products 

and 50% for HVs 
(hybrid vehicles), 
EVs, robots and in-
dustrial machinery,” 
said Yashiro.

Ahead of the Curve
Metal-bending � rm Benda-Kogyo targets a key 
role in the EV industry.

ーKazunari Yashiro
President, Benda-Kogyo Co., Ltd.
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