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E
nvironmental accountability
was not a focus for most
companies up until the past 20
years, when adverse effects
started threatening the

sustainability of many industries.
Possessing the foresight to advocate
green solutions, Suminoe Textile
leveraged its technological expertise to
produce environmentally friendly
products as early as the 1990s, decades
before other companies followed suit. 

Suminoe started as a carpet
manufacturer in 1883 and later expanded
its product portfolio to include car seats,
cushions and seat covers for public
transport vehicles. It also manufactures
textiles for interiors such as floors, fabrics
and vinyl wall coverings. 

Suminoe is the only company in
Japan to provide all kinds of fabrics to the
vehicle industry, from seats to carpets
and car mats. 

Guided by its “KKR+A” philosophy 
(K for kenko which means health, K for
kankyo which means environment, R for

recycling, and A for amenity), Suminoe
employs a more environmentally friendly
production cycle. The company has
leveraged its industry know-how to
streamline its processes, promoting
recycling and reducing carbon dioxide
emissions. 

The production process of one of
Suminoe’s revolutionary products, the
Eco Mark-certified SG-300 recycled
carpet tile for interiors such as floors,
emits 19 per cent less CO2. It also uses a
special polyester fibre named
SUMITRON, exclusive only to Suminoe,
which is made from recycled PET bottles. 

Suminoe’s innovative business
approach has earned the trust of 
major Japanese car manufacturers 
such as Toyota and Nissan. Aside from
the vehicle segment, Suminoe also
caters to hotels and theatres for their
carpet needs. 

“Even before our customer requests
for a particular design, we already do
some research and try to understand
their needs,” says Ichizo Yoshikawa,

Suminoe Textile president. “Because of
this, many companies trust us. There are
three factors that enabled us to earn
client trust: we never betray the
customers, we provide good quality and
we give proper costing.” 

With subsidiaries in Thailand, the
mainland and the United States, Suminoe
is ready to fulfil its vision of becoming the
most successful automotive supplier in
the world. 

Suminoe seeks to increase its
international customer base in the
automotive segment and is confident of
the capabilities of its subsidiaries to meet
imminent demand. The company is
looking to expand its railway division
internationally as well.

“We will aggressively market our
eco-friendly products to international
markets. Suminoe has invested time and
money to manufacture products with
such quality and we believe that it will
meet the requirements of even the most
meticulous international clients,”
Yoshikawa says.

Rooting success 
on environmental
accountability 

Ichizo Yoshikawa,
president

Notwithstanding the ups and downs of the
global economy, the beauty and wellness
industry remains resilient as consumers
worldwide increasingly perceive health
and beauty as essential to improving the
quality of life. Total industry sales in Asia-
Pacific will reach HK$820 billion by 2014,
according to research firm Euromonitor.

Beauty equipment specialist Takara

Belmont has been supporting the
development in this sector for 90 years.
Takara is pursuing more innovations as
Japan’s leading manufacturer of health
tools and equipment such as hair salon
chairs. The company, which also supplies
medical and dental equipment, serves as
a total solutions partner for its clients by
providing design and other related
services.

“Takara Belmont exists for a more
beautiful and healthy life,” says chairman
and CEO Hidetaka Yoshikawa, who is
continuing the legacy of excellence that
his grandfather Hidenobu Yoshikawa
began when he founded the company in
1921. The company has since expanded its
operations to major markets in Europe, the
United States and North America and has
attracted high-profile customers for its
cutting-edge design, durable products
and dedication to meeting clients’ needs. 

Clients, from Takara’s point of view,
are not only its direct buyers such as
hairdressers, salon owners, dental clinics
and hospitals but also the end-users of its
products. Takara’s research and
development team closely monitors
trends in the beauty and medical fields.

“We take care of our direct customers for
them to be able to work more easily and
efficiently. We also take care of their own
customers so that they can be
comfortable,” Yoshikawa says.

Asia-Pacific is an important growth
area for Takara, which derives 60 per cent
of its revenues from the hairdressing
equipment business and 40 per cent from
the medical and dental segment. The
company is present in Hong Kong,
Singapore, South Korea, Taiwan and the
mainland, where it has a representative
office in Shanghai.

“We are in the process of upgrading
our operations in China,” Yoshikawa says.
“Within two to three years it’s going to be
the No 2 market of Takara Belmont, next
to Japan.”

Aside from selling beauty equipment,
Takara is establishing an interior design
shop on the mainland to cater to middle-
to-high-end local beauty salons. The
company also aims to push its medical
and dental equipment business on the
mainland. Its growth strategy hinges on
building partnerships with local operators
and educating the market about the
special features of its products. 

Takara Belmont looks back 
on 90 years of sitting pretty

Hidetaka
Yoshikawa,
chairman
and CEO

On the path to reclaim its position as the
No 1plastic food container manufacturer
in Japan, Chuo Kagaku targets the
growing high-end Chinese market as it
renews its commitment to the mainland. 

The only Japanese manufacturer of
plastic food containers in the region
since 1994, the company has plants in
Haicheng, Beijing, Wuxi, Shanghai and
Dongguan. It also has sales offices
throughout the mainland and Hong Kong. 

“We experienced a decline in the
past but I have made it my mission to turn
the business around,” says president
Susumu Ukawa, who joined Chuo
Kagaku last year. “We made efforts 
to convey and instil our corporate
philosophy and policies among the 
local management, and are seeing 
sales rise as a result of our rebuilding
efforts in China.”

Providing Chinese customers the
same premium quality and safety that
make it a trusted name in Japan, Chuo

Kagaku has gained the approval of
government bodies. It was the exclusive
supplier for the Beijing Olympics in 2008,
and Shanghai Expo and Guangzhou
Asian Games last year. 

Chuo Kagaku is also leveraging its
extensive local presence in sourcing raw
materials such as polypropylene (PP) and
talc. Among its products are CT
containers that combine 70 per cent PP
and 30 per cent talc. These use less
petrochemicals, and are more heat-, 
oil- and shock-resistant and durable 
yet easier to incinerate and recycle. 

The company proactively practises
material and chemical recycling, and
plans to establish a bridgehead of an
industry-wide movement for efficient
plastic waste processing.

“We are optimistic about growing
further in China – by reinvigorating our
existing plants and then establishing new
ones,” Ukawa says. “We aim to reach
HK$971.12 million in the next three years,
double that in five years and surpass the
success we have in Japan within 10
years.”

Chuo Kagaku eyes the rest of
Southeast Asia as its next frontier.

Chuo Kagaku rebuilds Japan’s 
top food container manufacturer 

Susumu Ukawa, president

In the Switzerland Country Report published on June 10, 2011, in the article headlined “Posalux is technological leader in automatic
machine tools”, there was an error in the caption. The people photographed were: René Stoessel (left), CEO, and Christian Stalder

Correction
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