
The Evolution of Sanwa

Multi-Product Sales

A company founded for the manufacture and sale of lightweight shutters, Sanwa Shutter entered the door 
business in the latter half of the 1960s—by accurately anticipating the changes and needs of the market 
brought about by the high growth after the war—and since then has been promoting multi-product sales. 
We will continue to provide diverse products as a major global player in the access systems industry that 
will advance in leaps and bounds in the global market.

Our Products for Buildings

Office Areas

Entrance Areas

Safety Measures

Building Exterior

Partitions

Automatic doors

Fireproof & smokeproof 
shutters

Curtain walls

Toilet booths

Fireproof doors (steel doors)Aluminum & stainless steel 
facades

Mailboxes Waterproof shutters

Japan’s first skyscraper, the Kasumigaseki Building, was com-
pleted in 1968, and high-rise buildings were constructed one 
after another at the start of the 1970s. In line with this trend, 
demand for fireproof doors increased rapidly, and we quickly 
entered the door business and rapidly expanded our market 
share. From the 1980s, we promoted diversification of product 
types through M&A, acquired leading companies with a strong 
brand presence in each field and worked on multi-product 
sales, starting with the Showa Front Co., Ltd. for store fronts, 
Showa Kensan Co., Ltd. for automatic door engines, Venix Co., 
Ltd. for partitioning products, Sanwa Tajima Corporation for 
stainless steel products, and Sanwa System Wall Co., Ltd. for 
wooden school partitioning. The number of Sanwa Group sub-

sidiaries in Japan currently stands at 17 companies. As a result, 
we have a wide product lineup, including shutters, steel doors, 
entrances, door openers, garage doors, partitions and industrial 
sectional doors, and are ranked No. 1 in the industry in terms of 
the number of products that contribute to safety and security as 
well as to convenient lifestyles. It is our belief that providing 
products and services that provide safety, security, and conve-
nience to society leads to the resolution of social issues and, as 
a result, the Company’s value creation. We aim to solve the 
problems in people’s social lives such as those listed below by 
providing to society a wide variety of product groups cultivated 
through our product diversification strategy.

Safe living with protection  
from disasters

Secure living with protection 
from crimes against people  

and property

Comfortable living through 
easy-to-use access systems
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Sanwa Group products deliver greater safety, peace of mind and comfort

Expansion of the Non-shutter Business

L Non-shutter Sales Ratio (Sanwa Shutter)

L Partition Business Sales (Sanwa Shutter)

L Door Business Sales (Sanwa Shutter)

L  Ratio of the Maintenance and Service Business to 
Overall Business (Consolidated)

FY 1988 FY 2018 FY 2019 targets

¥38.3 billion ¥58.8 billion ¥62.2 billion

FY 2008 FY 2018 FY 2019 targets

¥5.4 billion ¥12.1 billion ¥14.4 billion

FY 2015 FY 2018 FY 2020 targets

8.9% 12.1% 12.9%

FY 1988 FY 2018 FY 2019 targets

62.3% 75.8% 77.0%
(Percentage of net sales from products other than lightweight shutters and
heavy-duty shutters at Sanwa Shutter Corporation)

Core 
Products

Note:  Shown in order of market position.  
(Sanwa Holdings’ estimates.)

* Toilet booth market

Waterproofing products

Japan North
America Europe Asia

Lightweight sliding doors

Japan
No. 1

North
America Europe Asia

Mail boxes & delivery boxes

Japan
No. 2

North
America Europe Asia

Curtain walls

Japan North
America Europe Asia

Partitions & toilet booths

Japan
No. 2*

North
America Europe Asia

Window shutters

Japan
No. 3

North
America Europe Asia

Condominium doors

Japan
No. 2

North
America Europe Asia

Steel doors

Japan
No. 1

North
America

Europe
No. 2 Asia

Automatic doors

Japan
No. 3

North
America

No. 3
Europe Asia

Door openers

Japan
North

America
No. 2

Europe
No. 4 Asia

High-speed sheet shutters

Japan
No. 1

North
America Europe Asia

Industrial sectional doors

Japan
No. 1

North
America

No. 1

Europe
No. 2 Asia

Heavy duty shutters

Japan
No. 1

North
America

No. 1
Europe Asia

Lightweight shutters

Japan
No. 1

North
America

No. 1
Europe Asia

Garage doors

Japan
No. 1

North
America

No. 2

Europe
No. 2 Asia

Aluminum & stainless 
steel facades

Japan
No. 1

North
America Europe Asia

Detached 
Houses

Housing 
Complexes

Commercial 
Facilities

and Office 
Buildings

Medical and 
Welfare
Facilities

Factories and
Warehouses

Schools

Multi 
 Products
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Special 
Feature

The Basis of Sanwa Group Growth

Focusing on Overseas Markets Where  
There Is Room to Grow

Established in 1956, the Sanwa Group announced its listing on 
the Tokyo Stock Exchange’s Second Section in 1963, the first 
company to do so, even though we were a latecomer to the 
industry. The funds we procured were allocated to investments 
for growth, and we aggressively grew our presence nationwide, 
becoming the manufacturer with the top share of Japan’s shutter 
market. However, looking to the long term, we determined that 
major growth would be difficult within the confines of the 
Japanese market. Given this, over the decade of the 1990s we 
began to look in earnest and consider setting up a presence in 
overseas markets.

Aiming to Achieve North American Market 
Penetration through a Corporate Acquisition

In 1974, we had already entered into a technical tie-up with 
Overhead Door Corporation (ODC) of the U.S. when we conclud-
ed a licensing agreement with that company to sell our respec-
tive products in both Japan and the U.S., and to mutually 
announce both companies’ newly developed technologies. From 

this point until the 1990s we worked to accumulate U.S. market 
research in the firm belief that success in expanding overseas 
would not be easily forthcoming without an understanding of 
that market’s cultural characteristics. Market penetration will be 
difficult by merely bringing Japanese building materials as is to 
overseas locations that differ in terms of culture, climate, and 
weather. We reached the conclusion that M&A would be the 
most suitable way to achieve development, and consequently set 
out to find a partner company that we could consider a good 
match for Sanwa.

The Acquisition of ODC, the First Step on the 
Road to Overseas Expansion

In our approach to a corporate acquisition, we had as a primary 
consideration the selec-
tion of a company with 
which we had chemistry. 
Given that, the conclu-
sion we decided upon 
was to acquire ODC, the 
company that since 1974 
we had entered into a 

 Signing ceremony for the ODC acquisition

Since we established Sanwa Shutter Hong Kong in 1986, the Sanwa Group has been 
pursuing global expansion ahead of other Japanese companies in the industry. As a 
major global player in the access systems industry, we have now secured a strong pres-
ence in 25 countries and regions worldwide. So why were we able to accomplish this? 
Firstly, we were quick off the mark within the industry when it comes to focusing atten-
tion on overseas markets and establishing ourselves in those locations. Next, from the 
latter half of the 1990s to the 2000s, we acquired the top manufacturer in North 
America and the No. 2 manufacturer in Europe, and with both localization and PDCA 
promotion we worked to create a firm foundation in both of those regions. With an 
eye on 2020 we are raising our profile in the global markets in which the Sanwa Group 
conducts business, and continuing to pursue expansion and to strengthen our presence 
across all regions, thus becoming a truly major global player.

Why Was Sanwa Group 

Able to Establish  

its Global Position?
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technical tie-up with and had enjoyed a close working relation-
ship. We announced the acquisition in June 1996. The cost of the 
acquisition was approximately ¥51.7 billion, which was close to 
30% of our net sales in fiscal 1996, that being roughly ¥187.5 bil-
lion. This was the largest deal in Japan’s building material industry 
at the time. At that point ODC boasted the top share of the mar-
ket for commercial overhead doors and shutters, had net sales of 
$550 million (over ¥60 billion) and operated with approximately 
400 distributors across the U.S. This acquisition marked our first 
full-fledged step toward globalization.

A Three-polar structure in Japan, the U.S., and 
Europe with the Acquisition of NF Group

The 2003 acquisition of the Novoferm (NF) Group, a venerable 
manufacturer of doors and shutters in Germany, secured for the 
Sanwa Group a three-point presence, namely in Japan, the U.S. 
and Europe. The NF Group is a long-standing manufacturer, 
established in 1955, with manufacturing bases that consisted of 
its core site in Germany, together with others in France, Holland, 
Italy and Spain. Its sales network spanned all regions of Europe, 
occupying a position as a leader among major companies.

 Entering the 2010s we continued to acquire multiple product 
types and pioneer markets through M&A activities, like in the 
U.S. and in Europe as well with the acquisitions of Alpha Deuren 
International B.V. of the Netherlands and Norsud Gestion S.A.S, 
of France among others, and secured the No. 2 share in Europe’s 
industrial door, garage door and steel door field.

Thorough Localization, PDCA

We were aware that to generate maximum post-acquisition syn-
ergies, before taking on product or technology issues, we would 
need to have mutual understanding and communication. Based 
on the relationships of trust we had cultivated, we raised the 
level of interest toward our respective products and technologies, 
and developed a process to cooperatively tackle the required 
localization. In addition, to quickly get up to speed at a high 
level, the Sanwa Group mission of “safety, security and conve-
nience,” as well as PDCA would as a general rule need to be 
thoroughly engrained outside of Japan as well. This became the 
foundation of our path to becoming a major global player.

By region
Composition 
of net sales

(Fiscal 2019  
forecast)

Japan 

53%

Europe 17%

North America 

28%

No.2
At the time of acquisition Current 
(Fiscal 2004) (Fiscal 2019 forecast)

Net Sales Net Sales

340 million 585 million
 (¥70.2 billion)
Major Products
•  Industrial sectional doors
•  Hinged doors
•  Door openers

(Fiscal 2019 forecast)

Net Sales

¥7.0 billion

Major Products
•  Shutters
•  Door

No.1
(Fiscal 2019 forecast)

Net Sales

¥251.5 billion

Major Products
•  Shutters
•  Steel doors
•  Stainless steel products
•  Aluminum store fronts

No.1
At the time of acquisition Current 
(Fiscal 1997) (Fiscal 2019 forecast)

Net Sales Net Sales

US$597million US$1,132 million
 (¥118.9 billion)
Major Products
•  Heavy duty shutters/Lightweight shutters
•  Industrial sectional doors
•  Door openers

Overseas sales 
ratio

46.4%

Number of  
production bases

60 sites

Number of  
countries

25 countries 
and regions

A Global Presence

North 
America

China/ 
AsiaEurope

(Notes) 1.  The sales figures for each region include internal sales
 2.  The exchange rates for fiscal 2019 are expected to be 

$1: ¥105 and 1: ¥120

Japan

China/Asia 2%
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Special 
Feature

L  Bold decision to early on establish  
an overseas presence  
Still tasks for a truly major global player

I’d like to discuss the topic of globalization in the Sanwa 
Group. If I were to be asked, “Is the Sanwa Group already a 
truly global company?” my response would be: No. Likely 
our investors would think that there are still things that could 
be done, so we must pick up the pace and become a truly 
global company.
 That said, looking back at things now, the accomplishment 
of making two major acquisitions, the early-stage acquisition 
of ODC in North America in 1996 and the 2003 acquisition 
of Novoferm (NF) Group in Europe, were bold decisions for 
management to have made. What is important to remember 
is that acquiring companies that we already had lengthy rela-
tionships with did not go smoothly owing to coincidence. 
When we made the two acquisitions we already had a thor-
ough understanding of what those companies were about, 
and the results of our careful considerations led to success.
 In addition to the remarkable foresight of Sanwa Shutter, a 
company that at that time operated domestically in Japan, 
certainly the results we have achieved today reflect the per-
sistent efforts to find solutions to each of those big issues 
that existed below the surface, unexposed, following the 
acquisitions.

L  Making capital expenditures without 
hesitation, and charging ahead  
on acquisitions

When I first became involved in Sanwa Group’s international 
business around 2015, I did not have the impression that 
there was management being conducted to respond to mar-
ket needs. The first thing I applied my efforts to was getting 
local management to understand the importance that they 
would need to somehow quickly gain an awareness of mar-
ket needs to respond with maximum speed to get ahead of 
our competitors. The next thing I had them take another 
look at was the product lineup and production equipment. 

We are a manufacturer so of course we aim to run at full 
capacity, but at the time, in both the U.S. and Europe, the 
equipment had certainly seen better days. This was due to it 
being the period after the Lehman shock and a prolonged 
era of caution with regard to capital expenditures. I was very 
active in having local management consider, then take action 
to develop new products that met market needs, and to 
introduce equipment that could make those products with 
high productivity.
 It seems that we Japanese do not have as detailed an 
understanding of overseas operations as the local people. For 
that reason, rather than acting like a know-it-all, it is import-
ant to leave daily management up to the local team, and on 
the other hand, give them clear guidance on the fundamen-
tals of management policy and strategy. For example, telling 
them “The mountain you should climb this year is not Mt. 
Takao, and it is not Mt. Fuji either. Your goal is Mt. 
Tanigawa.” However, “You can climb the southern face or 
the northern face. That’s up to you.” This is what I mean.

L  North America (ODC): Low-share  
products should capture a 30% share, 
and in Japan as well, introduce new 
products we have not dealt with before

Management issues such as the following come up with 
regard to North America. The first is the introduction of ERP. 
We have been deploying Oracle’s integrated system since 
2013, but this is taking more time than expected, and 
deployment expenses are ballooning. According to plans 
completion is still years away, however we are applying quite 
a large amount of human resources to shore things up, and 
it is a struggle.
 The second issue is do we somehow raise to a 30% share of 
the market those products that are below that level, and to do 
that, developing concrete measures and then implementing 
them. Also, the U.S. is an immense market that can be broadly 
categorized into East, Central and Western areas, but within 
these, it is becoming important also have a strategy to some-
how raise the share of regions with a low market share.

A Briefing from the Executive Officer 
Responsible for Global Business Unit

The Challenges of Achieving Growth
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 The third issue is entering into new business domains. Is 
that what in Japan we would call “multiple product types?” 
This is not entering completely different types of industry, but 
we are setting our sights on lines with growth potential in 
the access systems industry. To offer one example, I would 
definitely like to get into the security door business where a 
door does not open for just anybody, but only those people 
whose identity can be confirmed. If there was a good com-
pany that stood out from the crowd, I would really like to 
acquire it.

L  Europe (NF): Expanding to unserved 
areas, and anticipating ongoing  
two-digit growth

For the past few years in Europe we have been making solid 
progress, with double-digit growth every year. Market share 
is lower than that in the U.S., so there is still room for 
growth. It is possible that we will continue to see double-dig-
it growth, and we are setting goals so as to definitely reach 
net sales of one-billion euros by about 2023.
 We currently have the 20 EU nations as our home market 
for Europe, but within that we would like to fill in those 
areas where we do not yet have a presence, and are now tar-
geting the UK, Northern Europe and Eastern Europe. Perhaps 
we will move into those areas organically, or gain a presence 
through the corporate acquisition process. Following that is 
the expansion of existing product sales. As one way to do 
that, “bundling” multiple products together for sale is a way 
that is proving effective.

L  China/Asia: Achieving synergies amongst 
each country’s operating companies,  
promoting localization of management

To tell the truth, there are many issues in Asia and there is a 
mountain of things that should be done. Differing from the 
paths taken leading to the establishment of business in the 
U.S. and Europe, there was no acquisition process, rather, 
almost all of the locations in Asia have been newly estab-

lished. There are also many cases where we leveraged cus-
tomers in Japan that were themselves setting up operations 
in Asia. When the Japanese companies pull out, though, we 
have been faced with the difficulty of contraction to business 
scale. The conventional approach had been to conduct busi-
ness based on the strategy tailored to each country, but from 
now we are changing our stance and endeavoring to take 
ASEAN as a single market. Within the ASEAN region there is 
also a preferential tax system and we will try out product 
flexibility in the region. By treating China, Hong Kong and 
Taiwan as “Greater China,” we are not thinking of each indi-
vidual company’s profits on an independent basis, but this is 
a policy in terms of mutual accommodation. On the other 
hand, when discussing sales’ strategy it is important to be 
clear about whether the main targets are Japanese compa-
nies, local companies, or both.
 Furthermore, we urgently need to put in place a manage-
ment structure, and with regard to the short term, the issue 
is to localize management. In 2018 we went from a minor 
investment of 18.88% in the Indonesian business, to a 51% 
majority investment and appointed an Indonesian national as 
the president. Whether or not this will be successful will be 
the touchstone, and if it does generate positive results, I 
would like to try something similar in other markets as well.
 We have set from ¥20 billion to ¥25 billion as our sales tar-
get in China and the rest of Asia for 2023. Although the 
region accounts only for a nominal percent of all markets, I 
would like to hike this by about 10%. Looking only at 
Japanese company customers, we need to be above at least 
a 50% share among Japanese general contractors that have 
a presence in China and ASEAN regions.

Hiroatsu Fujisawa
Director 
Senior Managing 
Executive Officer 
Global Business Unit

29SANWA HOLDINGS CORPORATION INTEGRATED REPORT 2019



The Evolution of Sanwa

Regional Operations

Maintain the profitability of  
core products and achieve growth 
through multi-product  
sales initiatives

FY2018 Business Performance and FY2019 Outlook

FY2018 Net Sales Increased 6.4%  
Year on Year to ¥234.0 Billion
The main company, Sanwa Shutter Corporation, engaged in 
measures to increase quantity and improve quality while 
responding to natural disaster demand and recorded net sales of 
¥198.6 billion (an increase of 6.0% year on year). Operating 
income totaled ¥18.34 billion (an increase of 7.2% year on 
year), but there were major issues on the supply side—including 
coordination problems between manufacturing, installation and 
logistics as well as cost increases—and as a result the initial fore-
cast of ¥19.5 billion was not reached and remained an issue.
 Japanese subsidiaries recorded net sales of ¥35.4 billion (an 
increase of 9.0% year on year) and operating income of ¥1.21 bil-
lion (an increase of 4.6% year on year). Although each subsidiary 
improved on its sales results from the previous year, a lack of 
growth for the Sanwa System Wall and the impact of cost increas-
es resulted in operating income not reaching the initial forecast of 
¥1.5 billion.
 For FY2019, Sanwa Shutter Corporation is forecasting net 
sales of ¥208.0 billion (an increase of 4.7% year on year) and 

Japanese subsidiaries ¥43.5 billion (an increase of 22.9% year 
on year). Sanwa Shutter is forecasting operating income of 
¥20.2 billion (an increase of 10.1% year on year), and Japanese 
subsidiaries ¥2.42 billion (an increase of 98.9% year on year).

 Meiji Takayama
 Representative Director and President, 
 Sanwa Shutter Corporation

Japan

K  Number-one share in Japan for shutters and steel doors

K  Vertically integrated business model from development and 
production to installation and after-sales service

K  More than 3,800 installers nationwide

K  Maintenance and service business FY2018 net 
sales up 15.6%

K  Product appeal through order responses

K  Deterioration of profitability due to market factors

K  Risk of not being able to pass on price increases 
for raw materials and various rises in costs in 
product prices

K  Volume production not possible due to responses 
to orders

K  Strong demand for construction, including facili-
ties for the 2020 Tokyo Olympics and Paralympics 
as well as EXPO 2025 Osaka, and the redevelop-
ment of the Tokyo metropolitan area

K  Full-scale implementation of periodic inspection report sys-
tem for fire prevention equipment and expansion of service 
business following a revision to the Building Standards Act

K  Development of products in response to climate change

K  Total sales proposals by means of multi-product sales initiatives

K  Declining trend in housing starts

K  Sudden price hikes for raw materials such as steel

K  All types of soaring costs, including for personnel, 
logistics and installation

K  Rival manufacturers’ product variations and 
 quality

K  Retaining of personnel

Opportunities Threats

Strengths Weaknesses
S W

TO

Net Sales Operating Income
(Millions of yen) (Millions of yen)
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2019
(Forecast)

20182017
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19,550

24,200

22,620
260,000

251,502
233,957

(FY) (FY)2020
(Target)

2019
(Forecast)

20182017

300,000

0

250,000

200,000

150,000

50,000

100,000

2020
(Target)

2019
(Forecast)

20182017

25,000

0

20,000

15,000

10,000

5,000

219,852 18,265
19,550

24,200

22,620
260,000

251,502
233,957

(FY) (FY)

(Note)  Figures for net sales and operating profit represent those before offsetting of internal 
transactions
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Business Strategy

A Look Back at Our Second Three-Year Plan

Tasks: Dedicated System for Strategic Products and 
Stabilization of Logistics and Installation System
In our business in Japan, we focused on growth by maintaining 
profit from core products and by multi-product sales initiatives 
and on strengthening the service business. In the case of our 
core products, we implemented measures to cover increases in 
raw material costs, such as for steel, and in variable costs by 
passing them on in increased sales prices, but these did not fil-
ter down sufficiently. We also experienced problems on the sup-
ply side, thus our initial profit plan was not achieved. With 
regard to the multi-product sales initiatives, we have made 
progress with the establishment of a dedicated system for stra-
tegic products, such as partitions, entrances, and exteriors, but 
this has not yet led to the establishment of a foundation for 

growth. The strengthening of dedicated systems and the estab-
lishment of stable logistics and installation systems remained as 
outstanding issues.
 In the service business, we advanced improvements of busi-
ness structure and business expansion. We responded to the 
periodic inspection reporting system for fire prevention equip-
ment, introduced in accordance with the revision to the 
Building Standards Act that has been in force since June 2016. 
As a result of having aimed to maintain a market share of 50% 
or more, the maintenance and service business increased signifi-
cantly by ¥8.6 billion (a 137.8% increase) to ¥31.6 billion over 
the three-year period. There was still a shortage of maintenance 
personnel, however, and retaining sufficient personnel remained 
an issue.

Third Mid-Term Management Plan

Fiscal 2020 Targets

Net Sales Variance vs. FY2018 Operating Income Variance vs. FY2018

Sanwa Shutter ¥213.7 billion +7.6% ¥21.5 billion +17.2%

Japanese Subsidiaries  ¥46.3 billion +30.9% ¥2.72 billion +123.6%

Grow as an access systems company  
by establishing positions in each business field
L  Expansion of Core Business
In our core business, we will work to improve marginal profits 
by promoting business-specific customer strategies while 
strengthening the revenue base. We will also increase our domi-
nance over other companies by strengthening our unrivalled 
product appeal.

L  Expansion of Growing Business
In growing business, we will aim to expand our business 
domains by realizing growth strategies while implementing a 
strategy to defeat rival manufacturers in competition for market 
share. Specifically, we will strengthen synergies through cooper-
ation among domestic Group companies and put school parti-
tion specialist Sanwa System Wall on track as we aim to expand 
the partition business. We will also strengthen our development 
capabilities and product appeal to exceed those of specialized 
manufacturers.

L  Expand Service Business
In the service business, we are planning to expand our share of 
the legal inspections market, expand the maintenance business 
from legal inspections, maintain and expand the foundation of 
our general repair and maintenance business, and thus steadily 
grow the business.

Strengthen the Structure for Business Expansion
L  Strengthening of Manufacturing, Logistics, Installation 

Structures
We are working to strengthen our supply systems by utilizing 
the latest IT systems, such as AI and the IoT, for business expan-
sion. In manufacturing, we will promote production efficiency 
by maintaining production lead times, strengthening our manu-
facturing capabilities, and systematization. In logistics, we will 
pay close attention to keeping to delivery deadlines and to 
maintaining and expanding our transport capacity by strength-
ening our logistics management systems. In installation, we will 
focus on developing a training system to retain installation per-
sonnel and improve our installation capabilities.

L  Reforming Employee Safety Awareness, Strengthening 
the Product Quality Control Framework

We are working to reform employee safety awareness and 
strengthen management systems while aiming to eradicate 
occupational accidents. We are also aiming to improve our cor-
porate brand by maintaining product quality.

L  Productivity Improvements, Work-Style Reforms
We will work to drastically improve productivity through opera-
tional efficiency and process standardization, which will lead to 
work-style reforms.
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Net Sales by Product
(Sanwa Shutter Corporation)

(Millions of yen) (Millions of yen)
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 L  Building & condominium doors  L  Heavy-duty shutters 
 L  Lightweight shutters  L  Window shutters

 L  Partitions  L  Stainless steel products  L  Storefront products  
 L  Maintenance  L  Exterior fittings

The Evolution of Sanwa

Regional Operations

Value Creation for Business Expansion

Expansion of safe, secure products for use in event of disaster: 
“Airote” steel door with opening force reduction mechanism 
launched

Sanwa Shutter Corporation launched its “Airote” steel door, which features a mecha-
nism that allows the door to open with minimal force to facilitate firefighting and ensur-
ing a safe escape route in the event of a fire. This product is a steel door for installation 
in rooms with special evacuation staircases or in emergency elevator lobbies. By means 
of a mechanism that divides the door into front and rear sides, “Airote” creates a gap to 
relieve the difference in pressure, thereby enabling the door to be opened with minimal 
force. Under normal circumstances it acts as single door, and in the event of a fire, the 
door can be opened by a mechanism that releases the connection between the front 
and rear of the door, thus we have added to our lineup of products that ensure ease of 
operation and safety.

The “Airote” door facilitates firefighting  
and safe evacuations.

Promoting Domestic Group Optimization

From fiscal 2019, we have consolidated four companies: Showa Kensan Co., Ltd., Tajima Metal Work Co., Ltd., Hayashi Kogyo Co., 
Ltd. and Sanwa Electronics Engineering Co., Ltd. Our aims are to improve our capabilities in the manufacture and sale of automatic 
doors and of mailboxes, which are positioned as multi-product sales initiative products, and improve our capabilities in the manufac-
ture of our core shutter and door products, while strengthening the management of the entire domestic group. We will work to 
speed up business expansion in Japan by sharing issues and strategies and demonstrating synergies through closer collaboration, 
such as in the development of new customers. We are targeting total net sales from these four companies of ¥6.2 billion and oper-
ating income of ¥600 million in fiscal 2019, and total net sales of ¥7.8 billion and operating income of ¥ 700 million* in fiscal 2020.

* All figures shown are those before consolidation.
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Net Sales by Product
(Sanwa Shutter Corporation)
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 L  Maintenance  L  Exterior fittings

Lightweight shutters Heavy-duty shutters Building & condominium doors Window shutters

Partitions Storefront products Stainless steel products Exterior fittings

Factors in Co-creating Value with Stakeholders

Development of Safe, Secure Service Providers: Fire Prevention 
Equipment Periodic Inspection Skills Contest Held

The periodic inspection reporting system for fire prevention equipment, which became 
mandatory following the revision to the Building Standards Act, has been fully opera-
tional since June 2019. In connection with this, to improve maintenance inspection skills, 
Sanwa Shutter Corporation held a contest in May 2019 that brought together top-class 
installers from each region to pit their skills against each other. The top installers com-
peted on all 22 technical items, including preparation and inspection work as well as 
manners. The main purpose is to work to improve the technical level and manners of 
installers, but one of the contest’s other aims is to record the work processes of the best 
people for training purposes, share those processes with installers across the country, 
and standardize them.
 In the years to come, we will continue to provide social safety, security and conve-
nience by improving the maintenance inspection and repair techniques of each and 
every one of our installers and building relationships of trust with our customers.

Competing on maintenance and inspection skills 
at the contest

Improvements in Productivity by Installation Labor-Saving

Sanwa Shutter Corporation has made progress with its installation labor-saving efforts. 
These include its integrated-shutter installation method, by which the shafts and slats of 
heavy shutters are assembled in advance at the factories and then brought in. This is a 
“flameless” installation method, by which doors are attached without using welding, 
and employs a process of connecting all electrical components beforehand. At the pres-
ent time, the Company has more than 3,800 installers, but shortages of manpower are 
expected to become more serious in the years to come due to the ongoing aging of the 
population. Labor-saving installation therefore enhances safety and productivity at con-
struction sites and ensures high quality through efficient work.

Logistics facilities advanced by labor-saving 
measures during installation
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Strengthening core businesses 
while entering into adjacent  
business fields

The Evolution of Sanwa

Regional Operations

 Kelly Terry
 Overhead Door Corporation
 President & CEO

Fiscal 2018 results and fiscal 2019 forecasts

On a US$ basis, fiscal 2018 sales were up 4.9%  
year on year to $1,056.6 million.
In the North American business, sales improved 3.4% year on 
year to ¥116.6 billion, while operating income was flat (±0.0%) 
year on year at ¥8.78 billion. Sales expanded by ¥3.9 billion (an 
increase of 3.5% year on year) more than initially expected. 
While higher sales prices served to offset the increase in raw 
material costs, operating income declined ¥0.25 billion (a 
decrease of 2.8% year on year), falling short of our initial fore-
cast, due largely to weaker-than-expected sales volume.
 On a US$ basis, fiscal 2018 sales were $1,056.6 million, (an 
increase of 4.9% year on year) while operating income 
improved to $79.56 million (an increase of 1.6% year on year).
 For fiscal 2019, we estimate sales in the North American busi-
ness rising to ¥118.9 billion (an increase of 1.9% year on year) 
and operating income improved to ¥9.35 billion (an increase of 
6.4% year on year). On a US$ basis, we estimate sales rising to 
$1,132 million (an increase of 7.1% year on year), with operat-
ing up to $89 million (an increase of 11.9% year on year).

North America

K  Business in the United States and Canada (A powerful 
brand and top-tier market share)

K  A strong network of about 400 “Ribbon Distributors” and 
more than 2,000 other dealers

K  Disparities based on the region of the distributor 
or dealer

K  Distributor competition based on downstream 
strategies

K  Delayed introduction of ERP systems

K  Economic growth and strong investment in hous-
ing

K  Enhanced market share in metropolitan areas

K  Introduction of new products in peripheral business 
domains

K  Impact of US administration policies

K  Forex risk

K  Sharp rise in raw material prices

K  Increased market penetration by overseas compa-
nies

Opportunities Threats

Strengths Weaknesses
S W

TO

Net Sales Operating Income
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JPY/US$ rate ¥112.04 ¥110.36 ¥105.00 ¥105.00
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Basic 
Strategies

Existing Business

New Business

Strengthening core business segments while entering adjacent business fields

Shutters

Door openers

Commercial doors

Automatic doors

Residential  
garage doors

Dock levelers
Gate openers

Security related 
Products

Access control 
Equipments

Business strategy

Looking back on the Second Three-year Mid-Term Management Plan

The strengthening of sales channels has produced a certain 
amount of positive effects in the mainstay door business, and 
we have been able to achieve QCD (quality, cost, delivery) 
improvements in manufacturing operations. We also pursued 
aggressive overseas development, including the project in Lima 
in South America, and moved forward with the restructuring 

and strengthening of our downstream businesses. In the ser-
vices business, Canadian firm Creative Door Services (CDS), 
which constructs, sells, and maintains doors, was successful in 
its effort to expand sales, achieving its initial target in the pro-
cess.

Third Mid-Term Management Plan

Fiscal 2020 Targets

Net Sales Variance vs. FY2018 Operating Income Variance vs. FY2018

ODC (North America)
¥124.2 billion +6.5% ¥10.45 billion +19.0%

$1,183 million +12.0%  $99.5 million +25.1%

Core businesses

L  Targeting profit growth through a strengthening of the 
core businesses

While housing starts in the US are expected to remain flat from 
fiscal 2018 in both fiscal 2019 and fiscal 2020, we expect capi-
tal investment to remain firm. Based on these external condi-
tions, we target ODC sales in fiscal 2020 rising 6.5% from fiscal 
2018 to ¥124.2 billion, with operating income rising 19.0% 
compared to fiscal 2018 to ¥10.45 billion.
 With the goal of expanding our market share in residential 
and commercial doors, we intend to strengthen our upstream 
businesses and promote improvements in distributor support. 
Focusing on metropolitan areas and the west coast, where our 
market share is relatively low, we are working to improve quality 
and capacity through a shift to automated production in line 
with our goal of completing the introduction of ERP systems.
 We are also considering expanding into the security as a 
peripheral business to our core business.

Growth businesses

L  Expanding our business model and strengthening our 
service operations

We are working to improve added value, as well as expand our 
business model and develop new customers, by providing ser-
vices with a close connection to the local communities. Efforts 
to strengthen the services business in North America are 
focused mainly on Creative Door Services (Canada), with direct-
ly managed sales offices (NS) being restructured as part of the 
Door Business. We are also working to expand the number of 
automated door plants through M&A and improve profitability 
through the introduction of a field service system.
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Sales trends by product

(Millions of U.S. dollars) (Millions of U.S. dollars)
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 L  Door division (left scale)
 L  Door opener division (right scale) 
 L  Automatic door division (right scale)

The Evolution of Sanwa

Regional Operations

Doors (sectional doors) Doors (commercial doors) Doors (residential garage doors)

Door openers Automatic doors

Creating value to expand our business

Expanding supply capacity in door openers and automatic doors  
at our plant in Mexico

The expansion to increase production capacity at our plant in Matamoros, Mexico, where 
we manufacture automatic doors and door openers in the North American region, was 
completed in May 2019. The expansion was aimed at increasing capacity in the automatic 
door and door opener businesses and proved successful in greatly enhancing production 
capacity. With the goal of further improving production efficiency, we intend to close our 
Baltic facility in the US and consolidate door opener production at the Matamoros plant. In 
line with expectations for economic growth and favorable construction investment in the 
North American market, we intend to focus on improving efficiency and further expanding 
capacity so that we can effectively meet the expected increase in demand as we enter 
peripheral business domains, including the access control equipment business.

Matamoros, Mexico plant

Co-creating value with our stakeholders

Enhancing customer/partner engagement

The sales system in North America is focused on selling products through distributors, and 
not directly to end users. The distributors, dealing mainly in Overhead Door Corporation 
(ODC) products, play an important role in creating value for the group. ODC celebrated the 
98th anniversary of its founding in 2019, and its distributors, with a sales network of about 
400 companies throughout the US, are often referred to as “Ribbon Distributors” in line 
with ODC’s ribbon logo. With the goal of continuously strengthening its relationships with 
the Ribbon Distributors, ODC uses feedback gained from regular dialogue and information 
exchanges with the distributors to improve product quality and develop new products. The 
2019 National Ribbon Distributor Meeting in Scottsdale, Arizona was a large-scale event, 
with about 700 participants from 220 distributorships. National Ribbon Distributor Meeting
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Further strengthen  
industrial segment and  
promote digitalization  
through NF4.0  Rainer Schackmann

 Novoferm Group 
 CEO

Fiscal 2018 results and fiscal 2019 forecasts

On a euro basis, sales in fiscal 2018 were up 10.7% 
year on year to 565.07 million.
In the European business, sales in fiscal 2018 improved a strong 
13.1% year on year to ¥73.5 billion. Operating income also 
sharply expanded, to ¥3.83 billion (an increase of 32.9% year 
on year). The rise in raw material costs was offset by improved 
volume and reduced costs in other areas.
 On a euro basis, sales in fiscal 2018 were 565.07 million (an 
increase of 10.7% year on year), with operating income rising 
to 29.5 million (an increase of 30% year on year).
 For fiscal 2019, we forecast sales of ¥70.2 billion (a decrease 
of 4.4% year on year) , with operating income of ¥3.6 billion (a 
decrease of 6.1% year on year). On a euro basis, we anticipate 
sales of 585 million (an increase of 3.5% year on year), with 
operating of 30 million (an increase of 1.7% year on year).

Europe

K  Business development in the mainstay German market as 
well as other major markets

K  Expanding the industrial doors business

K  Ability to respond to local needs in each region

K  Integrated distribution and sales network built 
through structural reform

K  Flexible M&A strategy

K  Intensifying competition in the German market

K  Cost burden associated with business centers 
being dispersed by regions and countries based 
on differing lifestyles and cultures

K  Promotion of synergies on integration with 
acquired companies

K  Promotion of digitalization through NF4.0

K  Increasing production capacity on the manufacture of a 
wide variety of products

K  Expansion into until now undeveloped regions

K  Strong competitor foothold

K  Spike in raw material prices

K  Forex risk

K  Ability to secure adequate labor force

K  UK leaving the EU

Opportunities Threats

Strengths Weaknesses
S W

TO

Net Sales Operating Income
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The Evolution of Sanwa

Regional Operations

Strengthen the industrial overhead  
sliding door business

Strengthen the dock leveler business

•  Completed out expansion at the Alpha Deuren plant 
(Netherlands) 
(Extended by 18,000m2 to total building area of 53,000m2)

•  Production started in the first quarter of 2019
•  Roughly doubled the yearly production capacity

•   Expand NF Door (Poland) facilities step by step followed by 
robust demand, and promote multi-product sales initiatives 
as a total solution provider of industrial products

Basic 
Strategies Further strengthen industrial segment and promote digitalization through NF4.0

Core businesses

L  Targeting continued strength from fiscal 2018, 
improved profit margins

Numerical targets for fiscal 2020 include sales of ¥73.4 billion 
and operating income of ¥4.32 billion. With growth investment 
in residential and non-residential construction expected to slow 
over the next two years, we do not expect robust sales growth 
and along with the impact of exchange rates the outlook is for 
low growth. On the other hand, profit margins in the business 
are lower than they are in the US and Japan, and we have 
accordingly set a target for operating income growth over two 
years of 12.8%.
 As part of our strategy aimed at an expansion in the core 
businesses, we target enhanced production capacity in dock 
levelers and an expanded lineup of high-speed sheet shutters, 
as well as a strengthening in the service and spare parts busi-
nesses, and an expansion in sales in the industrial doors busi-
ness. In the hinged doors business, we aim to strengthen our 
upstream strategies while advancing synergies with Robust, 
which we acquired in 2019, and expand sales channels in the 
Northern European, Southern European, and Eastern European 
markets. Likewise, we aim in the garage door business to 
expand sales channels in the Southern European, and Eastern 
European markets by bolstering our brand strength.

Growth businesses

L  Targeting further advancement through promotion of 
digitalization

With the goal of advancing operational reform, we are promot-
ing continued efficiency improvements through the NF3.0 
Project, as well as enhanced efficiency in sales, services, produc-
tion, and distribution through a shift to digitalization in line 
with the launch of the NF4.0 Project. We are also enhancing 
head office functions to support growth across Europe, includ-
ing through the establishment of a new internal auditing 
department.

Business strategy

Looking back on the Second Three-year Mid-Term Management Plan

In the European business, we focused on our policy aimed at 
establishing a profitable growth base centered on our key prod-
ucts. We expanded production capacity at the Alpha Deuren 
plant in the Netherlands, and bolstered our industrial door busi-
ness by shifting supply to Norsud in France. We also strength-
ened the supply system for the garage door business through 

improved collaboration between the businesses in Germany and 
the UK, and between the businesses in Germany and France.
 In services, we worked to strengthen service orders in cooper-
ation with our directly managed sales outlets, with a focus in 
particular on large-scale projects such as distribution centers. 
We also acquired British service company Bolton Gate Services.

Third Mid-Term Management Plan

Fiscal 2020 Targets

Net Sales Variance vs. FY2018 Operating Income Variance vs. FY2018

NF (Europe)
¥73.4 billion -0.1% ¥4.32 billion +12.8%

612 million +8.3% 36 million +22.1%
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Sales trends by product
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 L  Hinged doors
 L  Garage doors 
 L  Industrial sectional doors

Creating value to expand our business

Expanding into areas in Europe where our market share is  
relatively low

In May 2019, the NF Group acquired all shares of Robust AB, which is developing the 
hinged door business in Sweden, Norway, and the UK. The hinged door business in 
Northern Europe and the UK, and in particular for security and fire doors, is very important 
and is expected to show favorable growth over the next several years. The Robust AB 
acquisition allows the NF Group to bolster its hinged door business and target further 
growth through the maximization of group company synergies. The acquisition also allows 
us to further penetrate the Northern European market and enhance our presence in areas 
where our market share has been to date relatively low.
 Robust AB recorded fiscal 2018 sales of about ¥3.28 billion and had 175 employees.

Robust AB

Operational process reforms that co-create value with stakeholders

Launching the NF4.0 digitalization project

One of the key themes in the Sanwa Group’s Third Mid-Term Management Plan is the 
launch of the NF4.0 project promoting digitalization in the European business. The project 
aims at the digitalization of operations in Europe as a whole in order to improve produc-
tion and operational efficiency in the sales, manufacturing, and management divisions 
throughout the region. Realization of NF4.0 could allow digitalization of the quote and 
ordering process, where the needs of the customers are at their highest. We are also work-
ing to achieve enhanced efficiency and optimize the operational process models in produc-
tion and distribution. In sales, digitalization would allow us to provide added value in a 
variety of ways, including by displaying product delivery and arrival dates, providing proper-
ty-related information, as well as information on all offered products, and linking our sys-
tem to that of the customer.

NF4.0 for reforming operational processes

Hinged doors Garage doors Industrial sectional doors

Dock levelers*

*  Equipment used to adjust for the height difference between the truck bed and loading platform

Door openers High-performance doors
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Enhancing management synergies 
of each Group company,  
increasing consolidated businesses

The Evolution of Sanwa

Regional Operations

Business Strategy

Looking Back on the Second Three-Year Plan

Under the Second Three-Year Plan we sought to secure a foun-
dation for profits by separating our China Business from the 
Asia Business, and worked to strengthen our management 
structure.
 We endeavored to build a sales and production system for 
the door business in China, and with Shanghai Baosteel-Sanwa 

Door, strengthened action taken on logistics market projects 
and worked to improve productivity that would strengthen 
profitability.
 With Vina-Sanwa in Vietnam we made progress on bolstering 
exports to ASEAN markets, and focused efforts on raising pro-
ductivity.

K  Exceptional quality utilizing Sanwa Group technology

K  The firm financial foundation of the Sanwa Group

K  Production and sales structures that utilize four 
bases in the China Business, and four bases in the 
Asia Business

K  Delay in localization progress

K  Status of production system

K  Status of sales channels

K  Economic growth in the ASEAN region

K  Rising income levels

K  Favorable logistics market

K  Economic slowdown in China and insufficient 
workforce

K  Geopolitical risks

K  Amendments to laws

K  Inroads made by overseas companies

Opportunities Threats

Strengths Weaknesses
S W

TO

China/Asia

L  Coming within the scope of consolidation from fiscal 
2019 will be the China Business (Shanghai Baosteel-
Sanwa Door, An-Ho Metal Industrial, Sanwa Shutter 
(H.K.), and the Asia Business (Vina-Sanwa)

Shanghai Baosteel-Sanwa Door

Dongbang Novoferm (Korea)

Sanwamas Metal Industry (Indonesia)

Vina-Sanwa (Vietnam)

Sun Metal (Thailand)

An-Ho Metal Industrial (Taiwan)

Novoferm (Shanghai)

P China P Asia

Sanwa Shutter (H.K)

Net Sales Operating Income
(Millions of yen) (Millions of yen)
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*  Comprehensive figures of the four companies that came within the scope of 
 consolidation
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Third Mid-Term Management Plan

Fiscal 2020 Targets

Net Sales Operating Income

China/Asia ¥7.3 billion ¥0.34 billion

L  Aiming for Further Business Expansion by Bringing 
China and Asia Businesses Within the Scope of 
Consolidation

In our China Business we will take action to strengthen our 
door business and our business targeting logistics facilities to 
realize business synergies within the East China region where 
Shanghai Baosteel-Sanwa Door and Novoferm (Shanghai) are 
located. We also will work to strengthen cooperation between 
Sanwa Shutter (Hong Kong) and Shanghai Baosteel-Sanwa 
Door to expand business in the South China region. We aim to 
grow business in Taiwan with efforts to boost production capac-
ity. We have set consolidated net sales targets for the China 
Business in fiscal 2020 at ¥5.6 billion, and for operating 
income, the target is ¥0.3 billion.

 In the Asia Business, we will work to optimize productivity 
across ASEAN through the development of production bases. 
Vina-Sanwa is to undertake various efforts, including the raising 
of production capacity and taking action on measures to 
strengthen installation capabilities, while Sanwamas Metal 
Industry is to steadily enhance equipment. We have set consoli-
dated net sales targets for the Asia Business in fiscal 2020 at 
¥1.7 billion, and for operating income, the target is ¥40 million.
 Three companies in the China Business (Shanghai Baosteel-
Sanwa Door, An-Ho Metal Industrial (Taiwan), Sanwa Shutter 
(Hong Kong)), and one in the Asia Business (Vina-Sanwa) will 
come under the scope of consolidation from fiscal 2019. 
Leading up to fiscal 2020 we will focus efforts on further 
expanding the scope of consolidation.

Value Creation for Business Expansion

Integrated Management in the Asian Region

In October 2018, we took a controlling interest in PT. Sanwamas Metal Industry of 
Indonesia, hiking our investment from 18.88% to 51.02%. Leveraging this development, 
we will integrate management among Asia’s ASEAN region. Up until now, the primary 
method of business development was for each country in the ASEAN region to conduct 
local production for local sales. However, as an element of the plan going forward, we will 
make progress on an optimized strategy that takes all of the ASEAN region into consider-
ation and construct a flexible structure that moves beyond such a framework that places 
restrictions on each country.
 The mutual supply of products produced in the plants of each country and consolidation 
of production bases will work to promote business growth in each country, and together 
with that, we aim to expand sales to markets that have the potential for future economic 
growth, even if they currently do not have sales functions.

Sanwamas Metal Industry plant (Indonesia)

Co-creating Value together with Stakeholders

Seizing Upon Synergies in the China Business

Shanghai Baosteel-Sanwa Door has captured a large-scale order for Sanwa Group products 
to support a construction project to build the Mongolia-Japan Teaching Hospital in 
Mongolia’s capital of Ulaanbaatar, which is the first medical university hospital for that 
country. This project was undertaken as part of the Japanese government’s Official 
Development Assistance (ODA), with construction having commenced in 2015, and com-
pleted in the summer of 2019. Under this project we delivered shutters, overhead sliders, 
doors, partitions, and sash products.
 Ulaanbaatar is known for having the lowest average temperature of any of the world’s 
capitals. In winter, temperatures fall below minus 40°C so the sash used here employ a dis-
tinctive three-panel glass. Patient rooms feature the “Smood” sliding doors manufactured by 
Novoferm (Shanghai) Co., Ltd., and installation was cooperatively conducted by Shanghai 
Baosteel-Sanwa Door and Novoferm (Shanghai). We will continue to integrate management 
operations in the China and Asia businesses to capture synergies amongst each company.

The Mongolia-Japan Teaching Hospital
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