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Japan’s Clean Beauty 
for a Global Aging Market

«We are pioneers and 
specialists in cosmetics for the 
aging generation, backed by 
robust data.» 

SHIONA YUKIMURA

F ounded in 1984 within a major 
trading house before becoming in-
dependent, the company has built 

a strong reputation as a trusted cosmet-
ics manufacturer. Its long-standing relation-
ship with Japan’s Co-op network—known for its 
rigorous safety standards—has reinforced this 
credibility, positioning the business as a reliable 
provider of safe, high-quality products.

A clear focus on consumers aged 50 and above 
has become a defining strength. Deep experience 
serving this demographic informs product devel-
opment, enabling highly targeted solutions in a 
segment that is rapidly expanding worldwide. 
“We are pioneers and specialists in cosmetics for 
the aging generation, backed by decades of ex-
pertise cultivated in Japan’s co-op market, known 
for its rigorous quality standards,” said President 
and CEO Shiona Yukimura.

Building on this foundation, Willumina is 
accelerating its transition toward direct consum-
er engagement. E-commerce sales are growing 
strongly, reducing reliance on traditional chan-
nels while allowing closer relationships with end 
users. At the same time, following its expansion 
in Taiwan, the company aims to scale its global 
presence through a strategy that combines online 
and offline distribution channels.

Partnerships are central to this next phase 
of growth. While Japanese quality offers a 
clear competitive edge, collaboration with lo-
cal distributors remains essential to navigating 
overseas markets effectively. “By working with 
strong local partners, we can accelerate market-
ing and distribution overseas,” said Yukimura.

Beyond commercial ambitions, the company 
is also aligning with broader social priorities. 

Willumina is leveraging decades of expertise in Japan’s 
cosmetics sector to expand globally, offering high-quality 
solutions rooted in the country’s trusted standards.

It recently received an Excellence Award at the 
Tokyo Women’s Empowerment Award from the 
Tokyo Metropolitan Government, recognizing 
efforts to address gender bias through corpo-
rate culture reforms and strengthened internal 
systems. This reflects a wider commitment to 
tackling demographic challenges through both 
products and initiatives.

As aging societies expand across Asia, Eu-
rope and beyond, Willumina’s experience in 
Japan offers a scalable model. “Japan has spent 
decades building capabilities,” said Yukimura. 
“Now is the time to use that strength and grow 
together with global partners.” 
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A Taste of 
Growth

F ounded in 1971, the company trac-
es its roots to the marine products 
trade, supplying raw and salted 

roe products to manufacturers across 
Japan. What began as a business focused on 
seafood wholesaling and octopus processing has 
evolved into one of the country’s most recogniz-
able names in mentaiko. Mentaiko, marketed 
internationally as “spicy caviar,” is a mildly spicy 
pollock roe that originated in Fukuoka.

Growth came early. During the 1980s, the 
company expanded overseas with manufacturing 
operations in South Korea and China, helping 
establish a global presence. Today, production is 
concentrated in Japan, a decision that reflects its 
commitment to quality and traceability. From raw 
material procurement to processing, operations 
are managed under a rigorous in-house system 
designed to ensure consistency and food safety.

“Our strength is our management system and 
quality control system,” said President Takeuchi. 
“All of the processes are managed in-house.”

The company also places increasing empha-
sis on sustainability, producing goods using raw 
materials certified under MSC standards.

Beyond manufacturing, Kanefuku has taken 
a distinctive approach to brand development 
through “Mentai Park,” a network of six themed 

Kanefuku has transformed a 
regional seafood business into 
a nationally recognized food 
brand while positioning itself to 
expand its sales and distribution 
channels internationally.

attractions across Japan dedicated to promoting 
the country’s iconic delicacy.

Combining exhibitions, factory displays, 
family activities and food experiences, the parks 
aim to introduce new generations of consumers 
to mentaiko culture and expand its appeal far 
beyond its traditional roots in Fukuoka.

International growth remains an important 
focus for the company, with plans to further ex-
pand its overseas sales and distribution networks. 
With established bases in Bangkok, Thailand, 
and California in the United States, Kanefuku is 
strengthening local sales channels and logistics 
capabilities to build its presence in global mar-
kets. The company aims to deepen collaborative 
partnerships with overseas businesses to enhance 
distribution and market access, enabling it to 
reach a broader range of consumers. 
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«Our strength is our 
management system and 
quality control system. All of 
the processes are managed 
in-house.» 

MASAYA TAKEUCHI

80 Years of Innovation 
in Hand Protection

F ounded in 1947 as a manufacturer 
of cotton work gloves, the compa-
ny steadily expanded into leather, 

vinyl chloride, and natural rubber prod-
ucts. As Japan’s industrial economy developed, 
Towa Corporation grew alongside it, serving cus-
tomers across industries ranging from steel man-
ufacturing to rail transportation. International ex-
pansion followed, with manufacturing operations 
established in Malaysia, China, and Bangladesh.

A willingness to evolve has been a defining char-
acteristic throughout the company’s history. “We have 
taken on a variety of challenges so far,” said Presi-
dent Satoshi Watanabe. That philosophy has guided 
the development of products designed to meet the 
changing needs of industrial customers worldwide.

The company is also responding to increasingly strin-
gent environmental and safety regulations across major 
global markets. Demand for PFAS-free products is rising, 
particularly in the United States, where customers are 
seeking solutions that align with evolving sustainability 
requirements. “The customers in the U.S. wanted PFAS-
free gloves,” Watanabe said. “Since last year, we have 
tackled this problem.” Beginning this fall, the first PFAS-
free PVC fully coated gloves will be released to both exist-
ing customers and new users seeking compliant solutions 
as regulations continue to evolve.

PFAS is not the only substance under increased 
scrutiny. DMF, silicone, and latex have also become 
important considerations within the industry. In re-
sponse, Towa has been exploring the use of poly-
urea, a polymer rarely used in glove coatings.

The company’s proprietary coating technology 
combines the inherent advantages of polyurea—
free from DMF, PFAS, silicone, and latex—with 
Towa’s manufacturing expertise to deliver en-
hanced abrasion resistance, strong grip in both dry 

As it approaches its 80th anniversary, Towa Corporation is combining 
decades of expertise in protective equipment with a forward-
looking strategy focused on safety, sustainability, and automation.

and wet conditions, high impermeability, and re-
duced water consumption during production.

Earlier this year, Towa launched the Airex® Ther-
mo 932 and 934, the first products to utilize the tech-
nology. The development forms part of a broader inno-
vation strategy that also includes recently introduced 
cut-resistant gloves containing neither steel nor glass 
fibers, providing improved comfort for users.

Towa is also developing a new range of high-
er-rated cut-resistant gloves meeting ANSI A7-
A9 standards while maintaining the company’s 
signature performance features.

Chemical protection is expected to become an-
other major focus area in 2027. Towa plans to in-
troduce a fully coated chemical-resistant solution 
utilizing its NanoFinish coating technology, manu-
factured at its Bangladesh facility.

Looking ahead, Towa Corporation sees automation 
as a major growth opportunity. Anticipating labor short-
ages and increasing factory mechanization, the compa-
ny has begun offering solutions for robotic applications.

As manufacturing enters a new era, Towa Cor-
poration is positioning itself at the intersection of 
worker protection, environmental responsibility, 
and industrial innovation. “We have taken on a va-
riety of challenges so far,” Watanabe said, a philoso-
phy that continues to guide the company’s future. 
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Driving the Next 
Industrial Wave

G lobal supply chains faced signifi-
cant disruption throughout 2025 
as tariff uncertainty, shifting in-

vestment plans and changing trade pat-
terns affected industries worldwide. De-
spite the volatility, Toyo Tanso maintained solid 
performance by relying on its diversified portfolio 
and global manufacturing network.

The company benefited from steady demand 
in key semiconductor segments while offsetting 
weakness in parts of the power semiconductor 
market. A global footprint of 13 production sites 
helped customers adapt to changing supply-chain 
requirements and reinforced the company’s resil-
ience during a period of uncertainty.

To strengthen its long-term competitiveness, 
Toyo Tanso expanded its organizational capabilities 
through new global strategy and supply-chain func-
tions. These initiatives improved coordination across 
subsidiaries and enabled faster responses to market 
shifts, production requirements and customer needs. 
According to Chairman, President and CEO Naotaka 
Kondo, the company used the slowdown in certain 
markets to pursue new customers and applications, 
particularly in semiconductor-related fields.

Semiconductors remain a major growth focus 
for 2026. The company has completed evaluations 
with new customers and is preparing to expand 
into additional applications where advanced 
graphite materials play a critical role in thermal 
management, durability and process performance. 
Close collaboration with leading semiconductor 
equipment manufacturers continues to support in-
novation in next-generation chip production.

Beyond semiconductors, Toyo Tanso is ex-
panding its presence in the energy, medical and 
aerospace sector. Growing investment in hydrogen 
infrastructure, natural-gas power generation and 
advanced nuclear technologies is creating new op-
portunities for its graphite products. A notable mile-
stone was the agreement with X-energy to supply 
graphite core structural components for the first 
deployment of the Xe-100 advanced nuclear reac-
tor in the United States, highlighting the strategic 
importance of Japanese materials expertise in the 
development of next-generation energy systems.

Innovation remains central to the company’s 
strategy. Toyo Tanso is increasing investment in re-
search and development, pursuing new materials, 

Toyo Tanso is leveraging advanced graphite technologies, 
semiconductor demand and emerging energy opportunities to 
position itself at the center of the next phase of industrial growth.

composite technologies and advanced manufactur-
ing methods. “Now is the time to move forward for 
the next generation. It is the perfect moment for 
us to develop new products and bring them to the 
market,” said Kondo. Artificial intelligence is also 
being integrated into production processes and op-
erational management, helping improve efficiency, 
quality control and workforce productivity.

Looking ahead, the company sees strong 
potential in deeper U.S.-Japan cooperation. 
Combining American resources and investment 
with Japanese manufacturing expertise creates 
opportunities across semiconductors, ener-
gy and advanced industrial technologies. “We 
never stop; we always go forward. Continuous 
improvement and creating new things are part 
of our culture,” said Kondo. 
That philosophy continues to 
underpin Toyo Tanso’s am-
bitions as it expands its role 
in some of the world’s most 
strategic industries. 

NAOTAKA KONDO, CHAIRMAN, PRESIDENT AND 
CEO OF TOYO TANSO.




