
Healthy Dinner, Healthy Life
IN A FAST-MOVING AND HIGH-STRESS SOCIETY, MORE AND MORE 
people are turning to nutritional food and drinks to support their 
health and well-being. According to a Japanese government 
report  in 2002, food retailers reported a spike in fruit and veg-
etable sales in the wake of the pandemic, with consumers keen 
to eat as healthily as possible. Matcha green tea has become 
popular with consumers around the world and hailed for reported 
health benefi ts , such as alleviating stress. Takeo Sugita, president 
of matcha green tea producer AIYA Co., Ltd., said interest in his 
product surged during the pandemic, and he revealed that his 
fi rm is now developing the tea as an ingredient in food products. 
“We have established good sales of matcha as a beverage, and 
now, we are focusing on processed food. The key to our business 
success lies in the quality of ingredients, and we must source 
ingredients that are not only of high quality but can also be 
produced on a large scale by farmers,” says Sugita. Food and 
farming are key subjects at Gunma University given the strong 
agricultural heritage of the local prefecture, and its president, 
Yasuki Ishizaki, revealed that a new research initiative has been 
launched to mark the institution’s 150th anniversary last year. 
“With our current expertise, we hope to work on food science, 
food production engineering, and the promotion of wellness,” 
says Ishizaki. 

A Digital Revolution, Delivered 
AS A BUSINESS MODEL, E-COMMERCE SOUNDS TOO GOOD TO BE 
true, with no storefront overheads, fewer staff , and an exponen-
tially larger customer base. E-commerce has been growing in 
importance ever since the fi rst dotcom shop opened its digital 
doors, but during the pandemic, it became a vital part of daily life 
and business. Japan’s digital sales business—the fi fth largest 
market in the world for e-commerce with a predicted value of 
$131.9 billion for this year—may be behind some Western na-
tions, but Tadahide Kameyama, president of logistics warehouse 
fi rm CRE, Inc., believes Japan will catch up. “The e-commerce 
usage rate in Japan has been increasing in recent years, but 
it remains low compared to Western countries. However, the 
demand for home delivery is expected to grow and, as a result, 
demand for warehouse groups to handle logistics is expected to 
increase,” says Kameyama. At fashion fi rm ABAHOUSE Interna-
tional, e-commerce is a major priority, according to its president, 
Yuichiro Mizukami, who described the fi rm as a pioneer in the 
sector and revealed additional benefi ts to the practice.

“E-commerce is a valuable testing ground for our apparel 
brand. In an industry prone to overstock risks, e-commerce pro-
vides insights into customer preferences, while for high-volume 
items such as furniture, physical space is unnecessary beyond 
warehousing,” says Mizukami.

Kyoto’s Semiconductor Success 

IN AN AGE OF FAST-MOVING TECHNOLOGY, SEMICONDUCTOR 
manufacturing is increasingly becoming one of the most important 
sectors in the Japanese economy. Home to several key companies 
in the industry, the city of Kyoto is a major focal point for semicon-
ductor production. According to Osamu Tsuji, chairman and CEO of 
electronics fi rm Samco, the region is the ideal base for tech devel-
opments due to its innovative traditions and global outlook. “We are 
proud of our long history. Until 150 years ago, Kyoto was the capital 
of Japan. Tokyo is now the center of politics, but we remain Japan’s 
technical hub,” says Tsuji. The business is supporting its research 
and development drive by opening a new 1 billion yen (almost $6.5 
million) research center to help expand its product range and 
scope. The new site, scheduled to launch in December 2024, will 
add to existing facilities across Japan and the U.S. Additionally, it 
will focus on pioneering technologies for wafer bonding at room 
temperature, targeting substantial enhancements in heat dissipa-
tion effi  ciency from silicon and standard industrial classifi cation 
substrates. “We want to increase our research capabilities in Kyoto 
and globally, especially in the U.S.,” says Tsuji. To that end, Samco 
has also strengthened overseas ties by arranging a partnership 
with the Eastern Switzerland University of Applied Sciences, devel-
oping a presence in the technology hub region of the Rhine Valley. 
The fi rm hopes these initiatives will support future success and has 
set a target of long-term sales growth from 10 billion to 50 billion 
yen (approximately $64.7 million to about $323 million), generating 
strong returns for investors. Fueled by the longstanding Kyoto tra-
ditions of innovation and looking outwards, the fi rm is excited for 
the challenges ahead.“Entrepreneurship is still very alive in Kyoto. 
We have big dreams and big ambitions,” says Tsuji.
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“We look to make profi ts 
in Japan and on the global 
stage. Our platform is the 
wider world.”
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