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Crafting Artisan Innovation

A Japanese business is defying trends by championing its 
innovative range of paper calendar products in the digital age. 
For 121 years, Todan Co. ,  Ltd. has been supplying corpo-
rate clients with quality products in a sector that remains 
strong despite the prevalence of smartphones. According to 
President Kunio Kowaguchi, the � rm has maintained success 
by focusing on quality artisan designs that often celebrate 
Japanese culture and landscapes, while innovating to stay 
ahead of the curve.   is includes developing smaller calen-
dars designed to suit pockets and bags, and a special range 
featuring a mirror.   e � rm’s lineup has also expanded to 
include traditional daruma dolls, and it utilizes e-commerce 
platforms to grow sales, especially overseas. “We are targeting 
both international markets 
and visitors to Japan,” said 
Kowaguchi. 

Kunio Kowaguchi
President & CEO

Todan Co., Ltd.

Japanese � rm Miyauchi aims to produce world-class, 
high-quality cosmetics, at a low cost. 

  e makeup and beauty industry is one of the most valuable, 
competitive and fast-moving  businesses .   at’s why Japa-
nese OEM � rm Miyauchi Co., Ltd. has developed its own 
production machinery in-house, helping boost its speed, 
e�  ciency and quality control as it rolls out a wide range of 
cosmetics. In addition to those in-house developments, the 
� rm also produces its own cosmetic compact cases, helping to 
lower product prices.     e company is a major player in Japan, 
and President Kenichi Taira believes that prioritizing quality 
by controlling all aspects of production and packaging gives 
Miyauchi an edge over its rivals.    “Because of our in-house 
systems, we can provide any type of product with the same top 
quality.   is enables us to produce the same kinds of products 
as our competitors but at twice the speed and with the highest 
quality,” said Taira. Japan’s beauty industry, estimated at $32 
billion in 2024, is  constantly  evolving ,  and Miyauchi is plan-
ning for a big future. “Having started out as a manufacturer of 
powder pigments, we want to make better use of this exper-
tise while expanding our production lineup of eyeshadows, 
foundations and so on. In the near future, we are planning to 
set up new factories to increase our capabilities,” said Taira.   
A key target for the company is the lucrative U.S. market, a 
challenge that President Taira embraces.    “At an expo in Japan 
recently, we were approached by an American artist who has 
a strong interest in our business. It is de� nitely an exciting 
time for our company as we are looking to  ful� ll  our founder's 
dream of becoming well-established in the U.S.,” said Taira. 

Inspiring Japanese Glamour 

Miyauchi creates its own equipment to boost productivity and quality.

In every aspect, Japan is a nation built on balance. It is re-
nowned for cutting-edge technology and ancient traditions, 
as well as high-powered business alongside world-class 
arts and culture.   at sense of harmony is especially vital in 
customer-focused industries such as food, tourism and beauty, 
with � rms enjoying success while supporting society. Tatsuto 
Mamiya, general manager of boutique hotel  THE BOLY 
OSAKA , said Japan’s clashing cultures are among its greatest 
strengths. “Japan uniquely allows tourists to immerse them-
selves in the local community and embrace the authentic 
local mindset, ensuring a safe yet immersive experience,” 
said Mamiya. Masashi Koyama, president of culinary business 
Fonz Co. ,  Ltd.,  is a  champion  of  local cultures. “If our busi-
nesses can help keep these areas alive, we are more than happy 
to do our part in supporting communities,” said Koyama. 
Japan’s food industry has a major impact on green issues. Kenji 
Noda, president of Food Techno Engineering Co. ,  Ltd., is 
actively pursuing  the  SDGs.“We are committed to acceler-
ating the use of renewable energy. We have also applied it to 
R&D, with every piece of equipment designed for energy 
saving,” said Noda. Supporting the community is a priority 
for wellness � rm  POLA  Inc. “Our commitment encompasses 
diversity and inclusion, personal growth and the improvement 
of our products and services,” said President Miki Oikawa.

The Art of Harmony
Japanese consumers are bene� ting from holistic 
changes in today’s evolving social climate. 

In today’s ultra-competitive cosmetics 
industry, beauty is no longer just skin-
deep. Japanese cosmetics company 
StylingLife Holdings Inc., BCL  
COMPANY  is working to develop 
new products that are bene� cial to 
customers’ general health, as well 
as their beauty and appearance.   e 
Tokyo-based � rm is looking to build 
on brands with natural essence and 
ideas like ROAliv by developing a new 
generation of products. “Consumer 
interest in cosmetic ingredients has 
risen strongly in recent years, and fur-
thermore, there is a growing interest 
in medicated formulas with proven 
scienti� c bene� ts or specialized 
ingredients that target speci� c skin 
concerns. In the future, we will work 
on developing not only cosmetics but 
also food products and beauty devices 
to meet the needs of our diversifying 

Instead, we prefer to produce many 
brands that target niche markets 
and incorporate diversifying global 
trends,” said Omura.   e company 
is also looking to expand beyond the 
cosmetics it has been best known 
for over the last 45 years.   e � rm is 
already exporting to 40 countries and 
regions, but it also aims to increase 
its e-commerce sales and expand into 
potential new markets ,  such as India 
or Brazil. “By 2030, we aim to double 
our sales by expanding our cosmetics 
lines, food and beverage, and aesthet-
ic beauty devices to cater to a wider 
range of customer needs around the 
world,” said Omura.

users,” said  BCL President Kazushige  
Omura. In its 45-year history, the 
company has always prioritized 
innovation. As part of this, BCL aims 
to release hundreds of new products 
every year across its di¢ erent brands. 
“With approximately 200 new prod-
ucts released every year, agility is key 
in our company. Collaboration with 
other parties for R&D is also crucial,” 
said Omura. A major factor in the 
� rm’s success has been its ability to ca-
ter  to  di¢ erent demographics with its 
diverse product line. Omura insisted 
his company will always seek to de-
liver speci� c skincare solutions and  a 
lifestyle rather than generic products.  
“Our products have di¢ erent audienc-
es. One targets users in their early 20s, 
some are for mothers, and others are 
for mature people. We do not focus on 
producing one-size-� ts-all products. 

President
StylingLife Holdings Inc. 
BCL COMPANY

The Next Evolution of Skincare and Cosmetics 
Japanese beauty � rm StylingLife Holdings aims to take its product range to the next level with innovative 
technologies, natural essences and added health bene� ts.  

Scan to learn more

BCL boasts a diverse product range.
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