


Followed by Nippon companies 
both big and small, monozukuri 
is the Japanese manufacturing 
philosophy focused on crafts-
manship, attention to detail, the 
pursuit of perfection and con-
stant innovation. And in the case 
of FUJI Kogyo, a manufacturer 
of original fishing tackle and rod 
components, the principle of the 
company’s monozukuri is “mak-
ing anglers’ dreams come true”.

“FUJI’s product development 
and manufacturing is to provide 
excitement to anglers by making 
original products,” says president 
and CEO Kazuhito Omura. “We 
would like to be an independent, 
stand-alone rod component 
manufacturing company, a one-
of-a-kind and unique enterprise. 
We believe that the reliability of 

the company is established by 
continuing to serve stable and 
value-added quality to customers, 
and that enables us to distinguish 
ourselves from our competitors.”

While to an outsider, the fish-
ing rod market may not be seen 
as one which is constantly evolv-
ing, that could not be further 
from the truth. Indeed, the needs 
and demands of anglers are con-

tinuously changing. And with the 
evolution of materials and compo-
nents, as well as changes in fish-
ing methods and rod usage, FUJI 
expects that it will become even 
more important to meet various 
needs and take manufacturing 
one step further in the future. 

“We strive to manufacture 
something that best fits the needs 
of the customers. We are a manu-
facturer of rod components, but 
rather than only trying to sell 
the components themselves, we 
tell our customers how the per-
formance of their fishing rods 
is improved by using our rod 
components,” adds Mr. Omura. 
“This means that we believe that 
it is very important to propose 
both the ‘Hard (products)’ and 
‘Soft (concept)’ to customers. 
And our mission is to keep in-
novating products which meet 
various needs from customers, in 
harmony with new materials and 
new styles of fishing.”

Besides its mainstream busi-
ness, FUJI is also now focusing 
on creating a new market for 
“custom-made rod building” by 

expanding its product range for 
the anglers who want to create 
a “one-of-a-kind” rod in a “DIY-
type concept”. 

“We can say our business is 
shifting slightly from B2B to 
B2C where you have much more 
custom-made solutions, this is a 
transition we have been making 
for the past several years,” states 
the company president. 

The needs of anglers across 
the globe differ from country to 
country, and to cater to vary-
ing needs, FUJI has built up a 
product catalog comprised of a 
staggering 10,000 types of rod 
components, including guides, reel 
seats, top cover, butt accesso-
ries, grip materials, metal parts, 
sinkers, and hook keepers. As Mr. 
Omura ensures: “All our products 
are developed for the needs of 
anglers. We listen to the voices 
of anglers, and develop products 
which match their needs, in order 
to bring the joy of fishing to them. 
It is simple, but this is the starting 
point of FUJI’s monozukuri.”

Monozukuri is firmly associated 
with ‘Made in Japan’. And although 
many of FUJI’s products are made 

in its Chinese factory, the company 
ensures the highest Japanese stan-
dards are followed to ensure the 
highest quality components are 
created. “We pursue monozukuri 
at our Chinese plant, thoroughly 
sticking to the quality standard of 
‘Made in Japan’,” says Mr. Omura. 
“‘Quality first’ is the principle of 
our business and that is the man-
tra shared by all our employees. 
No matter where a product is 
manufactured, to achieve ‘Japan 
quality’ and ‘FUJI quality’ is the 
most important consideration and 
that is the objective of our produc-
tion plant in China. We have been 
working and cooperating closely 
with our staff in China in order to 
achieve ‘FUJI quality’ there.”

For FUJI, its commitment to 
society and the environment is 
just as important as its com-
mitment to anglers. In 2008, 
the company introduced the 
“We Love the Earth” concept, 
which shares the same values  
as the U.N.’s Sustainable Devel-
opment Goals. “We, of course, 
try to decrease the burden of 
our production processes and 
in addition we are doing some 
nature conservation activities in 
cooperation with the local com-
munity,” adds Mr.  Omura. “We 
are a manufacturing company, 
but want to raise the value of 
our existence by contributing to 
the environment, local society, 
and the fishing tackle industry, 
as ‘a company creating culture’”.

Variety of rod components

A top manufacturer of fishing tackle and rod components, FUJI Kogyo leverages monozukuri to develop unique products 
loved by anglers and is constantly innovating to meet the ever-changing demands of the sports fishing industry.

Making anglers’ dreams come true

www.fujitackle.com
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SiC (Silicon Carbide) guide

“We listen to the voices 
of anglers, and develop 
products which match 
their needs, in order to 
bring the joy of fishing 
to them. It is simple, but 
this is the starting point 
of FUJI’s monozukuri.”

Kazuhito Omura, President 
& CEO, FUJI Kogyo Co., Ltd.

In today’s green-conscious world, 
most consumers are acutely aware 
of the impact of household cleaning 
products on the environment, not to 
mention on our skin and overall health.

Having long held a desire to clean 
up the oceans, Masakazu Hattori, 

the fourth president of Hattori 
Paper, decided that the company 
should reorient its focus to develop 
environmentally friendly products 
in the early 2000s . As a result, he 
succeeded in developing kitchen 
wet cleaning wipes using alkaline 
electrolyzed water.

Hattori explains: “Alkaline elec-
trolyzed water is alkaline, but it is 
gentle on the skin and environmen-
tally friendly. We are the only com-
pany developing wet cleaning wipes 
using alkaline electrolyzed water 
without using a pH stabilizer.”

With Hattori’s products already 
popular in Japan, the company 
now aims to reach a wider global 
audience. “We are a small manu-
facturer, but we have a big dream. 
Our mission for alkaline electro-
lyzed water is to make kitchens 
around the world cleaner,” adds 
the president. As part of its strat-
egy to appeal to U.S. and European 
consumers, for example, Hattori 
has increased the capacity of its 
Wet Cleaning Wipes packaging to 
hold 80 wipes instead of 20.

As the company looks to ex-
pand its international reach, Mr. 
Hattori’s vision is to “contribute 
to health and the environment 
on a global scale”. 

“Our ‘sodium bicarbonate 
electrolyzed water’ and ‘alkaline 
electrolyzed water’ are cleaning 
agents that do not use synthetic 
surfactants and are therefore less 
harmful to the skin and the envi-
ronment,” he says.

“In addition, we hope to con-
tribute to relieving skin prob-
lems around the world by sell-
ing these products as strongly 
acidic electrolyzed water is a 
skin care material with no re-
ported side effects. To achieve 
this, we would like to spread our 
products in every way.”

With R&D focused on alkaline electrolyzed water, Hattori Paper has been able to 
develop eco-friendly cleaning products that are good for the skin and the environment.

Natural ingredient-based cleaning 
products to reduce ocean water pollution 

“I would like to pass on 
our mission to ‘clean 
up kitchens safely and 
securely worldwide’ to 
the next generation.” 

Masakazu Hattori, President, 
Hattori Paper Mfg. Co., Ltd.

www.hattoripaper.co.jp

Alkaline electrolyzed water wet 
cleaning wipes  Strongly acidic electrolyzed 

water skin care sheets 

Automation in agriculture is of-
ten associated with large farms 
and heavy machinery, but a new 
generation of hybrid machines 
is changing the working lives 
of smaller ones too. One of the 
companies providing forward-
thinking solutions for farms of 
all sizes, as well as society as a 
whole, is Japan’s Atex Co., Ltd.

Founded in 1934, Atex produces 
brush cutters, electric scooters, and 
carriers, among other products. 
The company is dedicated to us-
ing research and development to 
create new solutions centered on 
quality. One such machine is the 
Kamigari, the fi rst hybrid remote 

controlled brush cutter to feature 
smartphone connectivity. Kamigari 
can run for one hour when 
fully charged if it runs out of 
gas, so it is possible to come 
back to refuel. Not only 
that, it can cut grass at 
an angle of up to 45 de-
grees, making it possible 
to work in places that 
are diffi cult to cut.

Company presi-
dent Masahiro Mu-
rata reveals Atex’s 

Kariba-O ride-on brush cutter 
has sold well overseas, and the 

company’s interna-
t ional  presence 
includes a Chinese 
factory which it 
runs directly. Mr. 

Murata says Atex 
is always looking 
for new partners 
both at home and 
abroad, explain-

ing: “We have direct 
contracts with local agents to 

sell our branded products, and we 
also do OEM.”

Atex’s products are not limited 
to the agriculture industry, with 
the company also producing its 
Mypia electric scooters with the 
same dedication to performance 
seen in its brush cutter. Mr. Mu-
rata says as Atex targets further 
overseas expansion and develops 
new products for the digital age, 
it will not lose sight of the quality 
that drives the company forward, 
stating: “We believe that what 
satisfi es the customer is quality 
and cost.”

Japan’s ATEX is developing automated machines that improve the effi ciency and 
capabilities of farms of all sizes.

ATEX: driving automation in agriculture

“Our strength is with 
our out-of-the-box 
innovation and we 
believe what satisfi es 
the customer is quality 
and cost.”

Masahiro Murata, 
President, ATEX Co., Ltd.

https://atexnet.co.jpMypia
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ATEX: driving automation in agriculture
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