
Surface Treatment Pioneers 
Japan’s Asahi Precision has enjoyed 75 years of 
success by prioritizing quality.

It’s a company  that  began life as 
a small business employing only 
eight people, developing electro-
plating technology.   Seventy-� ve 
years later,   Asahi Precision Co., 
Ltd. has grown  in to  a company 
that  count s  some of the biggest 
brands in the world as clients and 
is involved in landmark projects for 
the International Space Station. 
� e Japanese surface treatment 
developer, renowned for coatings 
and mold technologies across a va-
riety of industries, aims to expand 
its business across the  Asia-Paci� c  

region while always looking to improve its product line. Recent 
success stories include  its  PHOSBLACK and SOLBLACK 
ultra-low re� ective coatings, with high light absorption and 
UV resistance.   A  niche business , Asahi Precision  places great 
importance on collaborations with  private-sector  clients such as 

Boeing, as well as higher education partnerships such as Hok-
kaido University’s International Space Station project,  and     t he 
University of Tokyo’s work on a gravity-wave telescope. Accord-
ing to the � rm’s president, Yasumitsu Yamanaka, this success 
is built on both strong customer relations and a commitment 
to ever-higher levels of service. “When we develop a product, 
we always maintain clear communication with the client. At 
the fundamental level, we work on basic research constantly,” 
said Yamanaka. He  hopes    these developments can help fuel 

international expansion, 
with Indonesia, � ailand 
and Vietnam  as  target s , 
while India and Africa are 
longer-term goals.
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Asahi Precision has been honing its techniques for decades. 

SOLBLACK surface treatment. 

Invaluable Valve Work 
Japanese � rm Consuss Corporation is working to 
take its valves across the world. 

� e phrase “Made in Japan” 
is one of the most respect-
ed hallmark standards in 
business. However, valve 
manufacturer Consuss 
Corporation takes its multi - 
national production quality 
standards so seriously that 
its leaders have developed 
their own version of this 
slogan. “Our motto is ‘Made 
with Japan,’ meaning that 
our products are not only 
designed by Japanese people 
but also with Japanese 

quality and mindset. � e Japanese approach to manufacturing 
itself is connected to the branding of Consuss,” said Presi-
dent and CEO Yasushi Doi. � e � rm’s stainless steel valves, 
manufactured in Japan, Taiwan and China, are in demand 
across Asia, while further expansion will potentially target 
the United States, Europe and the Middle East. Graduate 
recruitment is essential to the � rm as it seeks to maintain a 
youthful energy and approach, which it hopes will lead to an 
expansion in both its Japanese and overseas market share. “We 
must shift our attention internationally. Our new generation 
of employees will lead our company to a global future,” said 
Doi. Every worker is given a personal training budget to im-
prove skills, education and personal development, and is also 
expected to maintain the company’s “5 System” of values. “� e 
5 System trains employees to the level we expect. It includes 
� ve points – honesty, sincerity, activity, altruism and network-
ing–and we want to ensure our employees have these as part of 
their working personality,” said Doi. � e � rm’s work includes 
producing valves used in all kinds of manufacturing, includ-
ing shipbuilding, petrochemicals and semiconductors, while 
“clean valves” suited to the food and pharmaceutical industries 
have been listed as having growth potential for the future. As 
the business targets international markets, its � agship materi-
al –stainless steel– could prove a signi� cant advantage. “In the 
context of SDGs  (Sustainable Development Goals) , many 

companies are branching 
toward using stainless 
steel due to its sustainabil-
ity, leading to increased 
demand,” said Doi.
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For many Japanese SMEs, recruiting 
foreign trainees as casual workers has 
been a tactic to mitigate labor short-
ages. However, manufacturing � rm 
Ondo Metal Co. ,  Ltd. is committed to 
integrating   more overseas sta�  into its 
core team and believes a global work-
force is critical to its future. � e business 
has grown its international relations 
signi� cantly in the last 50 years, from 
producing hundreds of tons of cast 
counterweights in Japan every month 
to importing over 3,000 tons. � e � rm 
plans to hire more foreign workers with 
the aim of bringing an international 
dynamic to the business. For future 
overseas expansion, President Noriyasu 
Ondo believes it’s essential to create an 
environment where Japanese and inter-
national employees can work together. 
“I set a target of attaining 10% foreign 
workers as I had a strong ambition to 
breathe new life into the company. But 
the target now sits at 20% ,  and we are 
well on the way to achieving it,” said 
Ondo.   
 Since 2008,  Ondo Metal has been  
targeting science and engineering 

Forging a Global Workforce for the Counterweight Market
Japanese � rm Ondo Metal is looking to broaden its global horizons with more international recruits and 
overseas business. 

graduates, in particular, as part of its  
e� orts to increase its international 
workforce.  Although these recruits 
could not speak Japanese at � rst, they 
were given a year of in-house language 
classes while training in each depart-
ment. � e strategy predates the current 
sta§  ng crisis a� ecting Japan and was 
originally conceived in response to a 
trend of graduates gravitating to larger 
businesses over SMEs.   � is  global 
recruitment experience 
means the company is 
well-placed to deal with 
the e� ects  of Japan’s aging 
population and labor 
shortage that have been 
causing personnel issues 
across the nation . � e in-
ternational workers have 
joined the company through the Asia 
Human Resource Project (AHRP), 
launched by T RANSCEND  Co., Ltd., 
where the � rm’s president Nobuhi-
ko  Takeda is a long-time associate of 
President Ondo.  At Ondo Metal, the 
president gathers overseas employees 
every quarter to hold a seminar on 
“next-generation management” that 

includes guest lecturers from outside 
the company to discuss its strategy and 
management philosophy. � e value 
of these meetings was shown by the 
impact of the seminar organized in 
December 2023. “When I announced 
the schedule for this training course, the 
heads of all departments told me that 
they could not do their jobs without the 
invited workers. � is is proof that for-
eign sta�  play an important role in our 

company,” Ondo said. � e 
plan has made signi� cant 
progress since the hiring 
of the � rst two employees 
from China. � e com-
pany also currently has 
employees from Vietnam, 
Indonesia, Myanmar 
and the United States. 

As much as possible, President Ondo 
visits these countries and personally 
conducts � nal interviews. � e  program  
has continued even in the wake of 
major global events of the last 15 years 
,  such as the 2008 Financial Crisis, the 
Great Tohoku Earthquake and even 
the pandemic. � e president believes 
that hardworking foreign employees 
will help determine the future of the 
organization. Some have already been 
promoted to managers in the China and 
Indonesia o§  ces. “� ese days, they are 
appreciated more for their own skills on 
the production line or in the o§  ce, but 
I fully expect them to display manage-
ment skills moving forward. I wouldn’t 
be surprised if the next president, my 
successor, is selected from our overseas 
human resources,” said Ondo. 

Ondo Metal recruits overseas employees to invigorate its global operations. ーNoriyasu Ondo
President and CEO, 
Ondo Metal Co., Ltd.

“Our strengths 

for client demands 
and environmental 

changes.”

Noriyasu Ondo
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