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MIKASA INDUSTRY: Cutting-edge caps
that customers can count on

A specialist in plastic caps, Mikasa embraces Japanese monozukuri to create high-quality products that also include bottles
and other packaging materials. The century-old company is focused on global growth and a greener future.

Founded over acenturyago, in1912,
Mikasa Industry chiefly specializes
in plastic caps, with leading-edge
designs that reflect the firm's motto
‘originality and ingenuity’. The com-
pany's portfolio of expertly-crafted

Such is Mikasa's dedication to
delivering well-made products
that, while competitors might of-
fer lower prices, the level of quality
the company achieves simply can-
not be ignored. "Let me give you

nner of the Worldstar Global Packaging Awards (New

an example of a client company
that had initially purchased caps
from both Mikasa and another

products alsoincludes other plastlc
packaging materials, suchas bottles
and pouch spouts.

A company trait that comple-
ments Mikasa's ‘originality and
ingenuity' pledge is its commit-
ment to monozukuri, the pursuit
of perfection that'sintegral to the
success of Japanese manufactur-
ing. For Mikasa president and CEO
Daichi Hayashida, monozukuri is
all about listening carefully to
clients’ needs and fulfilling their
exacting quality requirements.
"We strive to meet the specific de-
mands of customers,” Mr. Hayas-
hida says, "and we constantly look
toperfect our products. Japanese
clients are very demanding when
it comes to quality.”

manufacturer,” Mr. Hayashida
says. "While using caps from both
companies, the client understood
the advantages of Mikasa's prod-
ucts in terms of the ease of use of
the hinge structure and pull-open
mechanism, protection of contents
and leakage prevention.

"If we can propose the exact
function the customer wants in its
caps, our products will be recog-
nized. Our caps look very simple,
but they have high functionality.
Companies that previously said
they could not use Mikasa's prod-
ucts because they were too expen-
sive are now using them because

of their functionality and quality.
The number of such success cases
is increasing.”

Mikasa's customers benefit
from the proven problem-solving
ability of its product designers,
Mr.Hayashida adds. "For example,
when shipping over the equator,
the inside of the container may
become hot, and the cap may be
blown off due to the increase in
pressure inside the bottle," he
explains. "Olive oil brand owners
had given up on solving the phe-
nomenon, as there was no solu-
tion. However, Mikasa had the
know-how to remedy the problem.
We manufactured a cap that can
protect the sealed state even if
transported across the equator.”

Mikasa's devotion to finding
solutions for its customers is also
behind the development of the
New Revo Cap, which offers the
same airtightness as a pull-open
cap, but screws off for easier
use. "We noted that the pull-open
cap, which is popular in Japan, is
difficult to open for the elderly,”
Mr. Hayashida says. "To solve this
problem, Mikasa has created a
new opening method in which the
screw cap is rotated and the parts
that contribute to sealing can also
be opened at the same time."

Mikasa's notable creations ad-
ditionally include its New Ton Cap,
which istamper-resistant without
the need for a shrink seal. The
cap was a prize winner at The
World Packaging Organisation's
2021 Worldstar Global Packag-
ing Awards. "The New Ton Cap
allows for easy confirmation that
it has been tampered with," Mr.
Hayashida says. "In Japan, shrink
seals are often used on caps to
prevent tampering, but it's difficult
for older people to open thin shrink
seals. Without a shrink seal, the
amount of plastic used is reduced.”

The shrink seal-free New Ton
Cap is an example of Mikasa's
commitment to playing its part
in a greener future. This is also
evident in the firm's efforts to
make its caps easily recyclable.
“We've developed a structure to
facilitate the removal of post-use

-
-

a2

"Overseas markets
are expanding rapidly
and we have great
expectations that our
caps are beginning
to penetrate those
markets.”

a|c|1| Hayashida

caps from bottles,” Mr.Hayashida
notes. "The caps are structured
for easy sorting and disposal by
consumers. If separated and re-
cycled, plastic waste is reduced.”

With domestic demand de-
clining due to Japan's aging and
shrinking population, Mikasa is
working to expand its interna-
tional presence. The company es-
tablished Mikasa Thailand in 2014,
and is targeting growth both in
Southeast Asia and further afield.
“The Japanese market isunlikely to
expand in the future,” Mr. Hayas-
hida says. "However, overseas
markets are expanding rapidly
and we have great expectations
that our caps are beginning to
penetrate these markets. My main
goal is to enter foreign markets
and make them more profitable
than the Japanese market.

"In the future, the company
hopes toexpand sales to Vietnam,
the Philippines and Singapore, and
then to more countries. The next
focusis onthe American and Euro-
pean markets. We feel that nowis
the time for further market entry.”
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