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Daiwa House, building future for 68 years and counting

Unraveling Japanese
companies

HIROKO NAKATA
CONTRIBUTING WRITER

Daiwa House Industry Co. was not Japan's
first home construction business. But the
company, now the biggest house builder
in the country, revolutionized the indus-
try through industrialized construction of
buildings and continues to grow beyond
housing and real estate.

“We have always developed things from
scratch,” President and CEO Keiichi Yoshii
said in a recent interview, describing the
strength of the giant housing group.

Daiwa House Industry Co. was founded
in 1955 by Nobuo Ishibashi, a survivor
of fighting in World War II. He launched
its first product, which was named Pipe
House but was mainly used for ware-
houses and offices, with 18 other mem-

bers. Ishibashi got the idea of the steel-pipe
i Daiwa House had grown to 71,000 work-
i ersand 480 group companies.

structure after he saw wooden houses
in his hometown in Nara Prefecture that
had been devastated by a giant typhoon
in 1950. Hitting western Japan five years
after the war ended, Typhoon Jane
wrecked nearly 20,000 houses and dam-

Daiwa House Presidentand CEO Keiichi Yoshii
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: aged another 120,000. Ishibashi noticed

i that stalks of rice and bamboo had with-

¢ stood the storm, and so he focused on

i steel pipes, whose hollowness similarly

¢ lends strength. Daiwa House built Pipe

i Houses as rural storehouses and offices for
i the Japan National Railway, governmental
{ facilities and construction companies. Pre-
i fabricated structures were revolutionary at :
¢ that time, and the company industrialized :
i Japanese architecture by mass-producing
¢ the buildings at its plants. This business

i supported the postwar economic boom

¢ into the 1960s and 1970s.

Aware since its founding of the strong

i demand for houses, Daiwa House then :
i developed a steel-framed one-room house
i in 1959, the Midget House. The tiny pre-
fabricated house became a huge success,

i promoted as “a house that can be erected

i in only three hours.” That success led

i to more in other areas — bigger houses,

i commercial complexes, business facilities, :
i property development and eventually the :

renewable energy business. By April 2022,

“Daiwa House brought about a revolu-

: tion of prefabricated structures in the

i housing industry,” Yoshii continued. “But
i let me remind you that our domestic

¢ housing sales currently consist of only

i about 10% of our overall sales.”

Yoshii said the company was a late-

i comer in the construction of commercial
i and business facilities and the manage-

i ment of rental properties. To win con-

i tracts, Daiwa House would do research

i for property owners on its development

i potential and come up with attractive

¢ proposals, on condition that if the owners
landed a deal through this, Daiwa House

i would get the construction contract. “In

i this way, we have built triangle networks
¢ of owners, tenants and Daiwa House,”

{ Yoshii said, adding that this is how the

i group expanded its business.

Daiwa House also entered overseas
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i markets early and now has sales in

i more than 20 other countries, led by the

¢ United States, China and Australia. Yoshii

i announced last year that the group aimed
i tomore than double its overseas sales to

¢ 1trillion yen ($7.7 billion) by the business
: year ending in March 2027.

The group started business abroad

i in Singapore in 1961. Soon after China

i resumed diplomatic relations with Japan

i in 1972 and Japanese companies such as

i Matsushita Electric Industrial Co. (now

i Panasonic Corp.) entered the market,

i Daiwa House started business in China by
: building housing for Japanese workers in

i Beijing, Shanghai, Tianjin and Dalian.

But the giant company did not achieve

i this rapid growth without suffering

i adverse effects. In 2019, Daiwa House was
i hit by scandals: embezzlement by man-

i agers and a worker at a Chinese group

i firm, plus the headquarters' failure to

i meet Japanese construction regulations in
¢ more than 2,000 houses. These troubles

i prompted the company to review its mis-
i sion for the future.

Daiwa House surveyed its 30,000

i younger workers on their ideal image

i for the company to be in 2055, the 100th

i anniversary of the group’s foundation.

¢ Based on their replies, board members

i held discussions that resulted in the fol-

i lowing corporate purpose: “Our future

i landscape — celebrating the joys of life.”

i As Yoshii said, “If we are not feeling happy
i ourselves, there would not be any future

i forus”

Ishibashi, the founder, also stressed the

: importance of the future: “The important
¢ dreams for us are the ones for the future,
¢ not the onesin the past or the ones we

i have while we are sleeping”

To realize the future joys of life for

¢ residents, Daiwa House started the Liv-

i ness Town Project to revive communities

i where it had built large-scale residential

i developments. Many of them, created in

i the 1970s amid rapid postwar economic

i growth, had come to suffer from declining
i and aging populations.

i Forexample, in the Hyogo Prefecture

© city of Miki, where Daiwa House had

i altered the land and built houses in the

i early 1970s, the community suffered from
i anincreasing number of abandoned prop-
i erties as the population grayed. To address
i this problem, the housing group cooper-

i ated with the city government and the

i residents, remodeling houses for older

i people and renovating buildings for new

i younger residents.

i “We must show what to do with resi-

¢ dential areas that have finished a certain
role. Without doing that, we don't have
the right to build new towns,” Yoshii said,

i adding that Daiwa House not only con-

i structs houses but also takes care of the

i ones it built long ago and regenerates their
towns and communities.

¢ The housing company is also a step

i ahead of others in terms of creating a bet-
i ter natural environment. It announced in

i March 2018 that it had joined the RE100

i and EP100 campaigns — global corporate

i environmental initiatives for renewable

i energy and energy productivity — fol-

i lowing the adoption of the Paris Agree-

i mentin 2015. They are led by the Climate
i Group, a global environmental nonprofit.

i Daiwa House was the world’s first hous-

: ingand construction company to join the
¢ initiatives.

i The company originally pledged that

i itwould make all of the group's energy

i sources renewable by 2040. But last year, it

i announced that it would actually reach that
i goal far earlier, in the busi-
i ness year ending in March
© 2024.“One of our strong )
o . i Al
© pointsisnot only consuming :I‘:” q}‘_l
i renewable energy, butalso S S
i generating it,” Yoshii said. E e
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Daiwa House,
founded in 1955,
created a revolu-
tionin Japanese
architecture with its
Pipe House. Since
then, the group has
expanded its busi-
nesses in tandem with the development of
Japan’s economy and society.

Today, its business domain has widened
to include not only housing but also com-
mercial complexes, business facilities and
energy solutions, driven by a powerful
frontier spirit of creating something from
scratch. The group always creates new val-
ues, addressing social issues with measures
clearly different from other companies.

One example of creating something
together with local communities is the
Livness Town Project. In it, Daiwa House
takes on social problems such as aging
and declining populations and strongly
promotes large-scale projects with com-
munities in order to revive their towns and
improve their everyday lives.

Daiwa House also brought together
workers’ voices about the kind of society
they want to create for 2055, and declared
it their “dream for the future.” President
and CEO Keiichi Yoshii said, “People are
the ones who carry it out,” adding that
the source of such higher values is hav-
ing strong human resources. He said that
among the human resources the company
develops are its people’s own children. The
comment was casual, but many of those
growing up in the group’s families come to
be able to find the chance make efforts to
create values. The “dream for the future” for
2055 is surely being passed down to new
generations.
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The Hong Kong Economic and Trade Office (Tokyo) holds a springrecep-
tion on Feb. 8. The acting principal Hong Kong economic and trade repre-
sentative, Winsome Au (center), gave the openingaddress. HKETO (TOKYO)

Jamaican Ambas-
sador Shorna-Kay
Richards joins Bon
dance performers at
aspecial eventat the
FCCJ to celebrate the
fifth anniversary of
Jamaica Blue Moun-
tain Coffee Day.
EMBASSY OF JAMAICA

Princess Takamado (center), who spoke about netsuke on Feb. 8 at the
Tokyo American Club, stands with (from left) TAC Talk Chair Simon
Farrell, Library Manager Drew Damron, Coordinator Miki Ohyama
and Second Vice President Dean Rogers.
TOKYO AMERICAN CLUB

Selected guests and representatives participate in the kagami-biraki cer-
emony of opening sake barrels during celebrations held to commemorate
the opening of Micronesia’s new embassy building. MARIANGELES DEJEAN

Alaunching cer-
emony for Malvern
College Tokyo is held
at the British
Embassy on Feb. 2. It
attracted about 150
guests and was
hosted by founding
Headmaster Mike
Spencer (left) and
British Ambassador
Julia Longbottom
(front). BRITISH
EMBASSY TOKYO

The Society of Wives of Arab Ambassadors in Japan organized a lun-
cheon on Jan. 25 in honor of first lady Yuko Kishida (front, center left).
Beside her is the president of SWAAJ, Tunisia’s Houda Elloumi. With

them are members from the Palestinian territories, Lebanon, Bahrain,
the U.A.E., Egypt, Algeria, Kuwaitand Libya. MIKI OSHITA

Ambassadors, politicians and high school students attend the Interna-
tional Holocaust Remembrance Day ceremony held in Fukuyama on
Jan.27. FUKUYAMA PREFECTURE

EMBASSY OF GREECE

The prime ministers of Greece and Japan, Kyriakos Mitsotakis and
Fumio Kishida, hold a summit meeting in Tokyo on Jan 30.
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Seino delivers on the promise
of faster, greener e-commerce

ESG/SDGs
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CONTRIBUTING WRITER

There is not one place in Japan where
Seino Holdings Co. Ltd. doesn't provide
delivery service. Seino is one of Japan’s
top commercial logistics companies, with
90 years of history, but if its own network
is insufficient, it is ready to cooperate with
others to make sure things get delivered
to their destinations, wherever they are.

Seino’s last-mile strategy is based on
three pillars: providing new services
enabled by low-cost home delivery, real-
izing efficient logistics using drones, and
providing home delivery shopping ser-
vices for those who have difficulty going
out.

The company aims to establish an
open platform for collaboration among
both public and private players to solve
common problems facing the logistics
industry — such as labor shortages, envi-
ronmental and energy issues, and the
need for digital transformation — through

efficient logistics using drones, which they

call “new smart logistics.”

Let's look more closely at the drone
delivery system. In January 2021, Seino
formed a business alliance with Aeron-
ext Co. Ltd. a drone technology company
founded in 2017, to develop SkyHub, a
new smart service that integrates existing
logistics with drone logistics to optimize
and automate production, inventory and

A delivery staff member hands a parcel toa
dronestaffer. SEINO HOLDINGS

¢ delivery, making efficient delivery ser-

i vices available to every corner of Japan,

i especially remote areas.

¢ With SkyHub, Seino transports pack-

i ages from shops or warehouses to depots
¢ from which drones cover the remaining

: distance to the destinations, and a system
i tracks the packages throughout the entire
i process, from taking an order to final

i delivery.

i Lyingin the background of this are mul-
i tiple social issues — including the aging

¢ population and the depopulation of rural
i areas, insufficient shopping options and

i transportation, and the needs for bet-

© ter access to medical services and better

i disaster response measures — and also

¢ business opportunities such as the con-

{ tinuing growth of e-commerce. Imple-

i mentation of a system like SkyHub may

i not only allow people to get things faster
¢ and easier, but also contribute to mitigat-
: ing or solving those issues and satisfying

i people’s needs.

. tal operation of SkyHub was the eastern

i Yamanashi Prefecture village of Kosuge.
Over six months in the area, which has

i about 715 residents, 190 drone deliveries

i were conducted and the shopping and

i delivery service was used 375 times.

i Based on the experiment, two services
i were officially launched in the area in

: November 2021. One, SkyHub Store, is an
i app-based convenience store housed at

a drone depot. The other, SkyHub Deliv-

i ery, uses drones to transport goods from

i stores, supermarkets and restaurants in

i the area. Tests have been carried out in

i more than 15 municipalities so far, and

i SkyHub is already in operation in three

i areas, including Kosuge.

i Each municipality has its own particu-
i lar challenges in addition to common

i rural issues like depopulation and aging.

i An experiment conducted in the town of
{ Kamishihoro in central Hokkaido focused
i on transporting samples from cows with

¢ udder inflammations from a dairy farm to
i atesting facility, a task that had become

i Adrone usedfordelivery SEINOHOLDINGS

more and more challenging due to a lack
i of manpower.

The experiment, using a drone and a

¢ truck, made it possible to test the speci-
¢ mens the day after they were taken,

i rather than the usual two days or more,
i and the quality of the specimens was

¢ unaffected.

The use of drones is also an indispens-

i able option toward achieving greener

i delivery services. Based on the series of

: experiments, using drones for deliveries

: is expected to reduce emissions of carbon
The first area chosen for the experimen- :
i per municipality.

dioxide by an annual average of 11.6 tons

The land ministry on Dec. 5 ended

i aban and allowed unassisted flight by

i drones over populated areas where visual
i tracking is not possible. This will further

: accelerate the use of drones in many

i aspects of people’s lives.

Seino sees potential in applying the

¢ SkyHub model to urban areas, where

i changes in people’s lifestyles due to the
i COVID-19 pandemic have
i resulted in increased

i demand for services that

i do not involve face-to-

¢ face contact and brought

i growth in e-commerce

¢ overall.

SEING

i Seino Holdings is a member of the Sustainable
i Japan Network, a group of companies and

i municipalities that cooperate with this news-
i paper in spreading information about sustain-
: ability in Japan.

¢ Youcanalso be part of the network; scan the

i QR code for more details.
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