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米誌『TIME』に社長インタビューが掲載されました 

 

米誌『TIME』アジア太平洋版（2023 年 12 月 25 日号）に当社社長 森 義昭のインタビ

ュー記事が掲載されましたのでお知らせします。 

 

「Japan’s Tech Stars Point the Way」と題する日本企業特集のなかで、持ち前の技術を

活かしてサステナビリティに貢献することで未来を拓こうとしている企業の一つとして

紹介されています。 

 

今後も世界中のお客様に価値をお届けできるように努力を続けてまいります。 



include Kids’ Café projects to support lower-income families 
and community cleanup programs to promote environmental 
awareness and sustainability. It has also integrated local cul-
tures into the garbage bag designs to create a more appealing 
look. Meanwhile, Sanipak’s groundbreaking R&D has led to 
the development of ‘Niowaina’ odor-suppressing bags, a line 
that has enjoyed 40% sales growth in recent years. “We always 
perform product ideation 
to build better products, 
so it is vital to listen to the 
consumers before every 
launch,” said Inoue.

For businesses that deal 
directly in refuse pro-
cessing, it’s no surprise 
that sustainability and 
emissions are of major 
importance.  Working 
at the sharp end of 
waste and rubbish, bag 
manufacturer Sanipak 
Company Of Japan, 
Ltd. takes its environ-
mental responsibilities 
very seriously. It has 

developed a series of sustainable policies to play its part in 
supporting green issues. Working with research-and-devel-
opment (R&D) experts and international suppliers, the � rm 
has created a new garbage bag using 24% less plastic, meaning 
lower emissions from the waste disposal process. � e product 
is popular among municipalities,  also working with more 
than 160 chain stores across Japan. “We have developed an 
eco-friendly product called ‘nocoo,’ which releases 20% less 
CO2 than burning regular plastic in an incinerator, reduc-
ing overall greenhouse gas emissions,” said Sanipak CEO 
Mitsuharu Inoue. � e company’s social responsibility policies 

Lower Carbon, Less Pollution, Greater Success
Japanese bag manufacturer Sanipak has been leading by example in its drive for lower carbon emissions, 
which includes an innovative range of eco-friendly garbage bags. 

ーMitsuharu Inoue
CEO, Sanipak Company Of Japan, Ltd.

Scan to learn more

Steel has been the backbone of manufacturing for generations, 
but in the 21st century, success is less about strength–and 
more about agility and � exibility. Japanese � rm Shimomura 
Tokushu Seiko Co., Ltd. has enjoyed signi� cant success in 
major sectors, including automotive. With evolving technolo-
gy and trends, Shimomura is diversifying into a range of steels 
made with di� erent speci� cations to meet the needs of the 
health and medical industries. With innovations, such as lead-
free technology developed in collaboration with steelmaker 
Daido Steel, the company is aiming for continued growth and 
increased production throughout Southeast Asia. “We are very 
good at customizing steels, which is what creates new designs 
and technologies,” said President Yoshiaki Mori.

Strength and Flexibility 
“ There is potential 

for customized steels 
thanks to their durability 

and stable quality.” 

Yoshiaki Mori
President, 

Shimomura Tokushu 
Seiko Co.,Ltd.

Pro� t and Sustainability
In an economy renowned for long-term thinking, it’s no 
surprise that Japanese companies are taking the Sustainable 
Development Goals (SDGs) seriously. More and more � rms 
are integrating both SDGs and corporate social respon-
sibility (CSR) into waste, energy and e¢  ciency strategies. 
Shogo Hirukawa, the president of textiles � rm Okadaya 
Co., Ltd., believes his industry has a major part to play in 
terms of sustainable supplies. “We need to communicate the 
importance of those materials to permeate the market, not for 
pro� t, but for the bene� t of everyone,” said Hirukawa. � is is 
also essential in steel manufacturing, according to Yoshiaki 
Mori, president of Shimomura Tokushu Seiko Co., Ltd. 
“� ese days, it is impossible to survive without taking CSR 
very seriously. We are addressing UN SDGs and aligning our 
corporate vision with these goals,” said Mori. Food and drink 
trading business O’will Corporation opened an entire divi-
sion devoted to environmental services. “When it comes to 
wastewater treatment, we grabbed the bull by the horns and 
committed to researching solutions ourselves,” said President 
Kazuki Date. Responsibility through diversi� cation is also 
evidenced by the positive work taking place at logistics � rm 
HONDA LOGICOM Co., Ltd, which invests in farming, 
daycare, local athletes, and businesses within its community. 
“� ese intangible e� orts not only add value to our corpora-
tion but also contribute to fostering a diverse and inclusive 
society,” said President Atsushi Honda.

� e modern logistics industry is about more than just delivery 
speed. Sustainability is key for businesses such as NIPPON 
KAKO-KIZAI Co., Ltd., wh ich  ha s  placed it at the heart of  its  
strategy. � e eco-minded Japanese � rm has found internation-
al success through its 1995 expansion into Malaysia through its 
subsidiary Axis Versatile Sdn. Bhd. Axis specializes in innova-
tive products such as the Kumilink range of paper-based items, 
including furniture. Across all its interests, the business priori-
tizes sustainable design and fabrication, with a lineup including 
the � rst spiral square paper tube. President Koichiro Osawa 
is conscious of customers’ growing environmental awareness 
and aims to help them work towards sustainable development 
goals. “We are commit-
ted to rolling out our 
initiatives beyond Japan’s 
borders,” said Osawa. 

Going Global and Green 
“ We must always 

consider the lifecycle of 
paper when developing 

our products.” 

Koichiro Osawa
President & CEO

NIPPON KAKO-KIZAI Co., Ltd.

Japan’s Food and Drink Trailblazers Serving up the Future
Another attempt was a drive-thru style shop, and we ex-
panded our business to the highway with six restaurants and 
shopping zones,” said Noritaka Takeda, president of Maneki 
Foods Co., Ltd. At Nakaki Food Co., Ltd., an overall spirit 
of innovation is crucial for continued success. “� e mindset 
behind the evolution of the company is always considering 
the next thing that might be accepted by a new market. � is is 
why we constantly strive for research and development,” said 
President Toshikazu Nakamura.    

A sense of historical tradition is the unique selling point that 
has made Japanese cuisine popular all over the world. To 
sustain that popularity, however, food and drink leaders know 
they have to keep improving, growing and innovating, and 
the best businesses in this sector are working hard to build on 
these foundations. 
 “Regarding the food culture of Japan, our main competi-
tive advantage is our � exibility. We are eager to make progress 
and improvements,” said Kazuhiro Sakurai, president and 
representative director of Asahi Shuzo Co., Ltd.  According 
to Toshiro Tanaka, the president of snack and seafood � rm 
Maruesu Corporation remaining true to traditions while pur-
suing global expansion is fundamental. “We have a responsi-
bility to preserve our unique culture, so � nding the harmony 
between existing products and promoting Japanese food-
stu� s overseas is a must,” said Tanaka. � e same holds true for 
the iconic beverage sake, according to Shinuemon Konishi, 
president of Konishi Brewing. “We set our eye on the global 
market and have paid close attention to trends while brewing 
our own sake and maintaining our authenticity,” said Konishi. 
With changing consumer trends, many � rms are looking at 
added nutritional value. “It is really di¢  cult to ‘invent’ new 
fruits and nuts. However, the key is in the way that people eat 
them. Adding functional ingredients such as MCT oil is one 
way of doing this, as well as working with sports scientists 
for mid-workout nutrition,” said Takashi Toriumi, CEO 
of DELTA International Co., Ltd. Added bene� ts are also 
indispensable for snack food � rm THE OYATSU COM-
PANY. “� ese days, all food makers really need to consider 
nutritional content due to increased customer awareness. 
� is includes calorie content, vitamins and minerals,” said 
President Fumio Teshima. 
 In the modern sector, looking for new marketing strate-
gies is also imperative. “We aim to boost sales not just by dis-
playing our products at the shop front. Taking tofu and konjac 
as examples, their popularity has been boosted by social 
media,” said Akira Nonami, president and CEO of Kiyoken 
Co., Ltd. “Our employees worked to create the perfect bento 
for day-to-day consumption, which led us to frozen bento. 

eLEAP: Japan’s Display Technology Revolution
Building upon its deep technical capabilities, JDI has now 
created eLEAP, its next-generation organic LED (OLED) 
display technology. A fundamental challenge with OLED 
displays is that while they are extraordinarily beautiful, the 
organic pixels burn out over time. eLEAP delivers all of the 
high performance of OLED displays while dramatically 
lowering their cost and increasing their lifetime. eLEAP is 
also greentech that cuts CO2 emissions by over 50% through 
a highly energy-e¢  cient production process. “With eLEAP, 
we stand on the verge of a third display revolution,” 
said CEO Scott Callon. “JDI is committed to de-
livering game-changing innovations that improve 
people’s lives and move the world forward.”

Displays are everywhere. We use them at work and play, in 
cities and the wilderness. � ey have become a foundational 
technology for modern life. Japan Display Inc. ( JDI) is a 
global leader in display technology. � e � rm was founded by  
the merger of Sony, Hitachi and Toshiba’s display businesses. 
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