
A new dawn for India-Japan economic relations: Insights from industry leaders

J apan’s Sakata Inx Corp., the third-larg-
est ink manufacturer in the world, is a 

pivotal player in the industry. Committed 
to quality and innovation, the company 
has built a robust reputation over its his-
tory. Its wholly owned Indian subsidiary, 
Sakata Inx (India), Pvt., has played a sig-
nificant role in this success, navigating 
challenges and seizing opportunities in a 
rapidly evolving market, exporting to the 
Middle East, Africa and parts of Europe.

The pandemic years were transforma-
tive for Sakata Inx India, Managing Direc-
tor V.K. Seth  said.

“The past five years, including the 
COVID period, were undoubtedly chal-
lenging. However, Sakata Inx India man-
aged to classify our products as essential 
services, allowing us to continue opera-
tions at full steam. Our inks are used in 
packaging, food, pharmaceuticals and 
other essential sectors.”

A significant milestone for the com-
pany over that period was the success-
ful commissioning of its plant in Bangla-
desh in 2021, designed to produce liquid 

inks for the flexible packaging industry. 
“This plant has already become profitable, 
contributing to our consistent growth,” 
Seth said.

The company’s trajectory has mirrored 
India’s gross domestic product growth, 
maintaining a steady pace of around 6% 
to 7%.

 “We’ve established ourselves as a 
profitable company and a role model for 
potential Japanese investors in India,” 
Seth said. Driven by a unique operational 
model, “A blend of local management, local 
resources, and global technology,” Seth 
noted, the overall picture is one of signif-
icant growth in both volume and profit-
ability.

With over 25 years of operation, Sakata 
Inx India has emerged as a leader in the 
sector, boasting annual sales exceeding 
$100 million. 

“Our workforce of 1,000-plus employ-
ees has grown alongside the company, and 
we’ve been recognized as a ‘Great Place to 
Work,’” Seth said, underscoring the com-
mitment to employee welfare and a safe 
work environment.

Looking forward, Sakata Inx India is 
determined to maintain its momentum. 
“Sustainability, compliance and employee 
well-being will continue to be our top pri-
orities,” Seth affirmed. 

The company is actively reducing its 
environmental footprint while capitalizing 
on the immense growth potential in India, 
setting benchmarks for resilience, quality 
and sustainability and exemplifying the 
successful integration of Japanese and 
Indian business practices in the ink man-
ufacturing sector. 

www.sakataindia.com

P anasonic Life Solutions India Pvt. has 
been a cornerstone of technological inno-

vation in India since its establishment in 1972. 
The company marked a pivotal moment in 
its journey with its re-entry into the Indian 
market in 2008, leading to the formation of 
Panasonic India Pvt. This strategic move has 
significantly propelled Panasonic’s growth, 
with revenues increasing more than tenfold 
since 2007.

Manish Sharma, chairman of Panasonic 
Life Solutions India and South Asia, empha-
sized this transformation: “From reposi-
tioning the brand to appeal to India’s young 
demographic, launching enterprise (busi-
ness-to-business) solutions to address the 
institutional demands, to expanding manu-
facturing and building a robust distribution 
network, we are now focusing on a solutions-
based approach that helps solve consumers’ 
day-to-day challenges through a compre-
hensive portfolio of products and solutions.”

Over the years, Panasonic has enriched 
Indian households with various innovative 
products and services. The company’s brand 
slogan, “Create Today. Enrich Tomorrow,” 
encapsulates its commitment to enhancing 
consumers’ lives while promoting sustain-
ability. A standout innovation is the Miraie 
“smart living” platform, introduced in 2020.

“To enable smart living for our consum-
ers, we introduced Miraie, an Internet of 
Things, artificial intelligence-enabled con-
nected living platform for our appliances, 

electrical products and enterprise offerings. 
With mirai meaning future and ie mean-
ing home in Japanese, the platform aims to 
empower the everyday lives of consumers 
with comfort, convenience, seamless con-
nectivity and energy efficiency,” Sharma said.

This platform seamlessly integrates most 

Panasonic appliances, embodying the future 
of smart living. Additionally, the company 
has launched the world’s first Matter-enabled 
air conditioners, highlighting its dedication 
to pioneering technology in the consumer 
space with smart home devices.

In alignment with government initiatives 
such as “Digital India” and “Make in India,” 
Panasonic has made significant investments 
in local manufacturing. The establishment of 
11 manufacturing units and three research 
and development centers underscores the 
company’s commitment to bolstering local 
capabilities.

Sharma said, “Our management is actively 
engaging with government bodies to boost 
local manufacturing and be an active par-
ticipant in ‘Viksit Bharat’ (‘Developed India’).” 
With a diverse portfolio of products made 
in India, Panasonic continues to enhance 
local production while eyeing global export 
opportunities.

As Panasonic Life Solutions India contin-
ues to innovate and expand, it remains ded-
icated to making homes, commercial spaces 
and manufacturing smarter — ultimately 
enriching the lives of millions while promot-
ing sustainability. 

www.panasonic.com/in

Founded in Japan in 1937, Hirose Electric 
Co. is a global leader in high-precision 

connectors and electronic components. The 
company is renowned for its commitment to 
technological innovation and quality across 
sectors such as telecommunications, auto-
motive and industrial automation.

Since entering India in 2012, Hirose Elec-
tric has achieved significant milestones. 

“Hirose has always believed in India’s 
promising growth. Over 12 years, we have cre-
ated a good network and customer base in 
India, not only limited to established com-
panies, but also to startups, some of which 
reached unicorn status,” Katsunori Takizawa, 
managing director for India, Oceania and 
Southeast Asia at Hirose Electric Singapore 
Pte., said.

Takizawa noted: “Our brand presence 
and acceptance are strong across various 
segments. Customers appreciate us for our 
unique approach to problem-solving, min-
iaturization and other noteworthy features. 
We’ve already established ourselves as a 
trusted brand.”

Hirose sees particular promise in the con-
sumer mobile phone and electric vehicle sec-
tors, driven by fast-evolving requirements. 

“These sectors are very promising due to 
their rapidly changing landscape,” he empha-
sized. Takizawa also pointed out potential in 
government spending in industrial sectors, 
such as power management, security and the 
rising demand for telecom infrastructure.

To enhance its market presence, Hirose is 

expanding its geographical footprint within 
India. 

“While we are present in all business 
zones, we need to deepen our regional 
engagement,” he said. By increasing its work-
force and local expertise, Hirose aims to tap 
into new growth opportunities and provide 
even better service to its diverse customer 
base.

Hirose Electric’s strategic approach to 
expansion in India reflects its commitment to 

innovation and customer satisfaction, posi-
tioning the company for sustained growth in 
this dynamic market. 

www.hirose.com

J apan’s Vision 2025 initiative is propelling 
stronger bilateral ties, with a bold target 

of ¥5 trillion in investments by 2027. Takashi 
Suzuki, chief director general of the Japan 
External Trade Organization’s office in New 
Delhi, discussed how this strategic frame-
work has reshaped Japan’s investment land-
scape in India. 

“The Vision 2025 initiative, primarily a 
diplomatic effort, has certainly influenced 
the broader bilateral relationship,” he said. 
“Historically, the automotive sector, partic-
ularly Suzuki Motor Corp., has been a major 
driver of Japanese investment. However, in 
recent years, we’ve witnessed diversifica-
tion into sectors like information technology 
and electronics. Companies like Rakuten and 
Fujitsu have established operations in India, 
particularly focusing on software develop-
ment and research and development,” Suzuki 
noted.

This shift highlights India’s growing role 
in Japan’s global strategy. Japanese com-
panies are recognizing India’s potential not 
only as a manufacturing hub, but also as 
a leader in tech and innovation. The India-
Japan Industrial Competitiveness Partner-
ship continues to strengthen collaboration, 
with a focus on fostering innovation in key 
sectors like electronics and semiconductors. 
“The semiconductor industry is another area 

of interest, especially with the recent govern-
ment initiatives,” he added.

While partnerships with large Indian 
conglomerates are common, Suzuki pointed 
out that Japanese companies are increas-
ingly seeing the value in collaborating with 
midsize firms.

 “These partnerships can provide access 
to local markets, regulatory expertise and 

specialized knowledge,” he said, underscor-
ing the importance of local insight in navi-
gating the Indian market.

Another area where Suzuki sees immense 
potential for growth is in exchanges of peo-
ple. 

“By fostering stronger people-to-people 
ties, we can unlock the full potential of the 
Japan-India partnership,” he said, empha-
sizing the importance of cultural and educa-
tional exchanges to further deepen bilateral 
relations. 

www.jetro.go.jp/en

G adre Marine Export Pvt., founded in 1994, 
has grown into a global leader in seafood 

innovation, specializing in high-quality crab 
products. The company celebrates two mile-
stones this year: its 30th anniversary and 20 
years of exporting its signature crab meat. 

Led by Managing Director Arjun Gadre, 
Gadre has built a reputation for excellence 
in the seafood industry, with operations that 
span India, Japan and the U.S.

Japan holds a special place in the compa-
ny’s operations.

“We initially supplied surimi (ground fish) 
to Japan in 1998. After finishing college in 
1999, I joined the company as a sales repre-
sentative and traveled extensively in Japan. 
Seeing how Japanese producers used our 

raw materials inspired me to start manufac-
turing imitation crab meat,” Gadre shared. 

This journey eventually led to Gadre 
Marine’s first export of kanikama (imitation 
crab) in 2004, marking a new chapter in its 
expansion.

 “Japan isn’t our largest market geograph-
ically; the U.S. holds that title. However, ser-
vicing Japanese-quality products has been 
instrumental in shaping our global business,” 
Gadre explained. The company’s commit-
ment to the Japanese market is evident with 
partnerships dating to 2008, including one 
with the Co-operative Grocer Chain, a group 
of retail chains. Gadre’s product line has 
expanded to supply major Japanese retailers 
like Aeon and Ito-Yokado.

India, often overlooked in the global sea-
food industry, plays a vital role as a leader in 
kanikama production. Gadre Marine’s busi-
ness is founded on stringent quality-control 
standards to meet Japan’s exacting demands, 
sourcing fresh fish blocks locally and using 
vertically integrated facilities to minimize 
processing time, ensuring premium fresh-
ness. 

“We use a mix of natural extracts and 
nature-identical flavors, leveraging advance-
ments in food technology,” Gadre said.

Though Japan remains foundational to its 
business, Gadre Marine’s reputation has also 
flourished in the U.S., where it supplies 75% 
to 80% of the imitation crab used in sushi 
kiosks and by the Japanese sector. The com-
pany’s success story extends beyond bor-
ders, with products like “Viral Snow Crab” 
gaining immense traction on TikTok and fur-
ther solidifying its presence in global mar-
kets.

 “We credit our Japanese experience for 

helping us maintain high quality and inno-
vate successfully,” Gadre added.

The company remains committed to pro-
ducing premium products that satisfy the 
discerning tastes of Japanese and global 
consumers alike. 

“Our priority is ensuring high-quality 
production,” Gadre said. “We adapt to mar-
ket dynamics while maintaining our focus on 
quality and innovation.” 

www.gadre.co.in

S tar Union Dai-ichi Life Insurance, founded 
in 2009, celebrates 15 years of success 

in 2024. This joint venture combines two of 
India’s largest public-sector banks — Bank 
of India and Union Bank of India — with Dai-
ichi Life Holdings, one of Japan’s leading life 
insurance companies. Each of the three enti-
ties has over 100 years of history, the combi-
nation of which has created a solid foundation 
for growth and innovation in the insurance 
sector.

“The synergy lies in combining Dai-ichi 
Life’s global expertise in areas like product 
design, risk management and claims assess-
ment with the extensive customer reach of 
our Indian bank partners,” Abhay Tewari, CEO 
of SUD Life, said. “This partnership lever-
aged the banks’ extensive networks of 19,000 
branches and Dai-ichi Life’s global expertise 
in product innovation, risk management and 
financial strength.”

The combination of banking reach and 
global insurance expertise has enabled SUD 
Life to establish a robust distribution network 
across India, reaching customers in even the 
most remote areas — a key factor in the com-
pany’s success.

“Rural penetration is a cornerstone of our 
strategy, enabled by our promoter banks’ exten-
sive branch networks and partnerships with 
regional rural banks. We also offer insurance 
purchase and premium payment options via 
WhatsApp and UPI (Unified Payments Inter-
face), making the process simple and accessi-
ble,” Tewari said.

The company is also a major player in the 
government’s Pradhan Mantri Jeevan Jyoti 
Bima Yojana initiative, covering over 15 million 
lives.

But SUD Life’s success also lies in its for-
ward-thinking approach to technology. While 
India’s infrastructure still faces challenges, the 
company has utilized cutting-edge digital solu-
tions to improve customer engagement.

“We’ve prioritized customer-centric digital 
solutions. For instance,  our You Matter health 
app provides policyholders with features like 
stress level monitoring, yoga sessions and doc-
tor consultations — all for free. The aim is to 
engage with customers more meaningfully and 
improve their overall well-being,” Tewari said.

The company’s product offerings cater to a 
wide range of customer needs, including pro-
tection, health, critical illness and pension plans.

“Strong financial backing from our pro-
moters and robust reinsurance support have 
ensured we remain financially stable and 
capable of meeting all policyholder obliga-
tions,” Tewari said.

Looking ahead, SUD Life plans to expand 
its product offerings for women, senior citi-
zens and rural populations while ever evolv-
ing with technology and integration of artifi-
cial intelligence.

“We aim to leverage generative AI to 
enhance communication in regional lan-
guages and further personalize experiences,” 
Tewari said. This commitment to innovation 
ensures that SUD Life will remain at the fore-
front of India’s insurance landscape, poised for 
continued growth. 

www.sudlife.in

V ardhman Special Steels Ltd., a key player 
in India’s steel industry, is celebrating the 

fifth anniversary of its partnership with Aichi 
Steel, a significant milestone toward global 
growth. Vice Chairman and Managing Director 
of Vardhman Special Steels Sachit Jain has led 
the company through an era of transformation, 
driven by a commitment to quality, innovation 
and long-term relationships.

“We’re part of the Vardhman Group, which 
was founded in 1965. We’re global leaders in 
textiles, from yarn to fabric to apparel. We’ve 
had strong ties with Japanese companies like 
Marubeni Corp., Teijin, Toyobo and Nisshinbo,” 
Jain said, highlighting the company’s strong 
foundation in several sectors and its long-
standing relationships with Japanese partners.

Aichi Steel, with its focus on quality, cus-
tomer-centric values and long-term growth, 
proved the perfect fit as a world-class partner 
to build a competitive special steel business.

Jain said: “We first met Aichi Steel in 2011; 
it took eight years to secure their investment. 
During those years, I frequently visited Japan 
… the Japanese value consistency and trust. 
They wanted to understand my commitment 
to the long term.” His efforts to connect per-
sonally and professionally, including learning 
a bit of Japanese, were key to the successful 
collaboration. 

Aichi Steel’s involvement has been pivotal 

in enhancing Vardhman’s operations.
“Aichi Steel brought significant exper-

tise in safety, quality and process improve-
ment,” Jain said. “They’ve helped us elevate 
our safety standards, implement system-
atic problem-solving techniques and opti-
mize our machinery and processes.” This part-
nership has not only improved operational 
efficiencies, but also opened doors to major 

Japanese companies like Toyota, Suzuki, Hino 
and Yamaha, boosting Vardhman’s presence in 
the global automotive supply chain.

Moving forward, Jain is focused on an 
ambitious project that will further strengthen 
Vardhman Special Steels’ position. “We’re plan-
ning to establish a greenfield special steel 
plant in India, leveraging Japanese technology 
and expertise,” he revealed.

Although still in the initial stages, the plant 
is expected to be operational by 2030, cement-
ing the company’s growth trajectory and 
marking a significant milestone in its Indo-
Japanese partnership. Jain’s long-term vision 
remains clear: “By our 10th anniversary, I hope 
to see the greenfield plant operational — a tes-
tament to the success of this Indo-Japanese 
partnership.”

With a foundation built on trust, shared 
values and commitment to excellence, the 
future of Vardhman Special Steels looks stron-
ger than ever. 

www.vardhmansteel.com

K onica Minolta Business Solutions India 
Pvt., the flagship entity of Konica Minolta 

in India, is a resounding success story about 
Japanese innovation contributing to India’s 
growth. With nearly 15 years of direct oper-
ations, the brand has solidified its position 
as the leader in digital production printing, 
commanding more than 50% of the market, 
quarter on quarter. The phrase “India Prints 
on Konica Minolta” echoes across industries, 
businesses and regions.

Konica Minolta’s journey in India has 
been defined by pioneering initiatives and 
an unwavering commitment to excellence. 
As the first in the industry to take solutions to 
customers in cities large and small with Print-
Xpress, covering over 100,000 km, more than 
300 cities, and meeting more than 8,000 cus-
tomers, the company continues to empower 
Indian businesses to adapt to ever-changing 
demands. 

“Konica Minolta India is strategically posi-
tioning itself as a leading provider of digital 
solutions, leveraging its deep understanding 
of the rapid technological shifts transforming 
the Indian printing industry,” said Katsuhisa 
Asari, managing director of Konica Minolta 
Business Solutions India.

What sets Konica Minolta apart is its wide 
product portfolio, which caters to diverse 
printing from entry-level solutions to indus-
trial-grade systems. This breadth under-
scores the company’s vision of inclusivity and 

innovation, enabling it to meet the unique 
requirements of a rapidly growing market and 
become the partner of choice.

 “Our long-term vision is to position the 
company as a strategic partner of choice by 
deeply understanding and addressing the 
unmet needs of our customers,” Asari said.

Behind Konica Minolta’s dominance in 

India is a robust service infrastructure. With 
the largest service support team in the indus-
try, the company ensures seamless oper-
ations for its customers. This proactive 
approach reflects the Japanese ethos of reli-
ability and precision.

The company’s presence in India extends 
beyond printing. Konica Minolta Healthcare 

India delivers cutting-edge imaging solu-
tions that advance the field of medical diag-
nostics. Together, these business wings 
embody the vision of “One Konica Minolta,” 
where diverse expertise converges to create 
value across industries.

Konica Minolta’s success mirrors the 
broader narrative of Japanese companies 
investing in India’s growth. As India trans-
forms into a global economic powerhouse, 
Konica Minolta  remains steadfast in its mis-
sion to empower businesses with innova-
tive solutions, trusted technologies and 
unmatched service support. 

“Konica Minolta India is aligning its solu-
tions and services to support the Indian gov-
ernment’s digital transformation initiatives,” 
Asari concluded. After all, “India truly prints 
on Konica Minolta.” 

https://bt.konicaminolta.in/
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“By fostering stronger 
people-to-people ties, 
we can unlock the full 

potential of the Japan-
India partnership.”

IN
INDIA

BY SYNERGY MEDIA SPECIALISTS

The India-Japan partnership, led by the 
Vision 2025 initiative, is flourishing. This 
strategic alliance is driving significant 
economic cooperation, particularly in 
information technology, electronics 
and manufacturing. A record number 
of Japanese business delegations 
visited India last year, indicating growing 
economic opportunities.

Takashi Suzuki, chief director general of 
the Japan External Trade Organization 
New Delhi, highlighted the increasing 
interest of Japanese companies in 
India and the importance of people-
to-people exchanges. Companies like 
Hirose Electric, Sakata Inx, Panasonic 
and others are actively contributing to 
this growing partnership.

For detailed interviews and a closer look 
at how these entities bolster bilateral 
relations, read the full feature here:

Read the full report at:
sms-bridges.com/IN24

Visit:
sms-bridges.com
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