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Be a Person That Challenges 
Beyond the Now!

Chairman Inoue delivering remarks on the 90th anniversary 
and a message for the next 10 years

Group employees numbering approximately 
2,000 people from 31 countries gathered at the 
ceremony broadcast to several bases in Japan

President Togawa making a presentation 
on A Decade of Change at Daikin

Daikin Group employees arriving at NHK Hall

Piano recital by Momo Kodama

Momo Kodama receiving 
loud applause for her 
exquisite performance

NHK Osaka Hall, venue for the 
commemorative ceremony on May 13

A powerful, dynamic performance spellbinding the audience with a feeling 
reminiscent of Daikin’s advancement

Beyond the Now!
Ceremony

Commemorative
Concert

Prologue

This marks the 90th year since Daikin was founded in 1924.
Our history started with only 15 employees, including the 
founder Akira Yamada.
Ninety years later, the number of employees of the Daikin 
Group has increased to 56,000, and even the sales target of 
2 trillion yen is within our reach now.

To celebrate the 90th anniversary of our founding, we held a 
commemorative ceremony on May 13.
Fellow colleagues from global Group companies gathered 
together and experienced the joy with each other.
Here, through this anniversary edition of Daikin Times, we 
would like to share with you the lively, enthusiastic atmosphere 
at the ceremony and social reception.

Beyond yourself――
All of us in the Daikin Group have to “be a person that 
challenges beyond the now.”
Let us grow together toward the 100th anniversary and for years 
to come!
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The commemorative ceremony for the 90th anniversary of the founding of Daikin Industries was held at 
NHK Osaka Hall (Venue 1) and Hotel New Otani Osaka (Venue 2) on May 13, 2014. 
Approximately 2,000 Daikin Group employees attended from 31 countries worldwide.
Employees at Japanese bases could also watch the ceremony through simultaneous broadcasting. 

The ceremony started with an opening video highlighting the past 10 years.
Following the presentation of A Decade of Change at Daikin made by President Togawa and 
congratulatory speeches by guests, Chairman Inoue delivered the opening remarks for the celebration of 
the 90th anniversary.
After the 90th anniversary commemorative concert performed by the pianist Momo Kodama, attendees 
changed settings to the Hotel New Otani Osaka to take part in the social reception. 
The powerful and passionate sound of an Aun drum heralded the start of the reception.
Flag bearers from bases in 41 countries appeared on the stage one after another and proudly raised their 
own national flags.
After all of the national flags of countries where Daikin operates were lined up, the 145th country was—
Japan. President Togawa emerged on stage with the Japanese national flag and made a speech 
expressing his gratitude to those in attendance. 
Following the congratulatory speeches by guests, all the attendees toasted the company by saying 
“Cheers!” in unison.
Voices of approximately 2,000 people resonated throughout the hall.

The commemorative ceremony united all of us with the feeling of extreme pride in our past as we look 
forward with aspirations for the 100th anniversary.
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Everyone, today the Daikin Group has reached the 
milestone of its 90th anniversary in business. 

We are honored today by the presence of many distin-
guished guests, who on occasion give us guidance and are 
valued beyond measure by Daikin. For me as well, they 
are my good friends, my respected peers, and my trusted 
supporters.

We have been able to reach our 90th anniversary thanks 
to the cooperation and support of our many business part-
ners including everyone gathered here today. I would like 
to take this opportunity to offer you my deepest thanks. 

Nothing brings me greater pleasure than to be able to 
share the joy of celebrating the 90th anniversary of our 
founding together with all of our employees and members 
of senior management here today as well as all of our em-
ployees around the world watching this via live broadcast.

Daikin has been able to become the company it is today 
thanks to the extraordinary efforts of our predecessors 
which allowed us to overcome many difficulties since our 
founding and thanks to the hard work and outstanding 
performance of all of you who have carried on our history 
and traditions. 

I would like all of you to take pride and have confi-
dence in the accomplishments that we have achieved thus 
far. And looking to our 100th anniversary in 10 years, let 
us unite as the Daikin Group and make even more power-
ful strides forward.

Welcoming Our 90th Anniversary 
―Message for Challenging the Next 10 Years
Representative Director, Chairman & CEO

Noriyuki Inoue
(currently Chairman of the Board & Chief Global Group Officer)

Introduction
―Joy and thanks upon turning 90―

Looking back at the last 10 years

Looking back over our last 10 years, we have achieved 
growth and development at a ferocious speed. 

Our sales surpassed 1 trillion yen in fiscal 2007, and 
in fiscal 2010 we became the global No. 1 air conditioner 
manufacturer. In our financial closing for fiscal 2013, we 
achieved record-high consolidated sales of 1,783.0 billion 
yen and record-high operating profit of 155.0 billion yen. 
This is a wonderful achievement to be able to reach here 
with all of you as we mark our 90th year in business. 

Our budget for fiscal 2014 plans for sales of at least 1,980 
billion yen and operating profit of at least 170 billion yen, 
but we may even be able to reach our sales target of 2 tril-
lion yen this year earlier than planned. 

To date, the Daikin Group has stood firm in the chal-
lenging business environment, tackled a range of man-
agement issues head on, and overcome them to achieve 
growth and development. We have spent many long years 
building what I think is an original business foundation 
unmatched by our competitors. The basic strategy of 

corporate management is to mobilize your company’s 
strengths to compete in the market, and I believe that we 
have utilized our unique strengths to gain an edge over 
our competitors. Although it may be a little boastful, 
allow me to again describe what I believe these unique 
strengths are. 

The first is our global business platform that covers 
markets in Japan and around the world. As the Daikin 
Group, we have aggressively developed our business in 
Japan as well as globally. We have laid down our own 
sales networks and have concentrated our energies on 
establishing a localized production system for respective 
world markets. As a result, currently we have operations 
in 145 countries and 74 production bases around the 
world. In fiscal 2015, the ratio of our business outside of 
Japan is expected to reach 73%, with 83% of our employ-
ees outside of Japan. In other words, Japanese employees 
will only account for 17% of our workforce. 

The second is our extensive product lineup that dom-
inates our competitors. In the air conditioning field, we 
offer products from room air conditioners to central air 
conditioning systems. In fluorochemicals, we offer gases, 
chemical products, resins, elastomers, and other products. 
Our product portfolios meet a range of customer needs 
at a detailed level, and I believe this is our strength as we 
compete in the market with our comprehensive capabili-
ties.

The third is our advanced technological capabilities. 
Two years ago, we were the first company in the world 
to launch room air conditioners adopting new refrigerant 
R32 in our Urusara 7 series. For this, we were awarded 
the Prime Minister’s Prize in the Monodzukuri Nippon 
Grand Award last year. The launch of R32 air condition-
ers has also had a major impact on the industry. We also 
have renowned technologies in heat pumps, refrigerant 
control technology represented by our VRV portfolio, in-
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verters that contribute to energy savings, and microchan-
nel heat exchangers.  

I believe our fourth strength is our ability to stay a half 
step ahead of other companies. One example of this is our 
strategy of sharing our inverter technology in China. As 
a result of our alliance with Gree Electric Appliances to 
provide our inverter technology, the share of inverters in 
the Chinese market has gone from 7% five years ago to 
about 60% today. I feel that this strategy has also contrib-
uted significantly to our impressive business development 
in China. Many people inside Daikin objected to open-
ing up our proprietary inverter technology to an outside 
company, but by bringing in Gree, one of China’s leading 
manufacturers, the Chinese market for inverters has rap-
idly expanded, which is precisely the market where we 
have expertise. I am proud to see this strategy of staying 
a half step ahead of others lead to success. In this era of 
management speed, we cannot focus solely on our own 
technologies and capabilities. Taking full advantage of al-
liances, partnerships, and M&A to implement our growth 
strategy more quickly is key to staying a half step ahead 
of others. 

Our fifth strength is the firm establishment of Peo-
ple-Centered Management. I would like to take this op-
portunity to talk once again about three major aspects of 
People-Centered Management.

The first aspect is management based on belief in the 
fundamental goodness of people. Organizations are 
groups of people, and therefore have many different emo-
tions swirling around. It is extremely important to get 
organizations to take action while recognizing that orga-
nizations are structures of human sensibilities.

Based on this, we have conducted organizational man-
agement believing in people’s inherent goodness and with 
sincere faith in people’s abilities and infinite potential. 
Making consistent and repeated efforts is essential to in-
crease individuals’ motivation and have them demonstrate 
their abilities to the fullest.  

Success at work is dependent not on ability but on 
passion. People can demonstrate amazing abilities when 
they are doing something they want to do or when they 
are interested in something. Whether people can become 
completely absorbed in their work and whether they can 
become really serious about it is what determines success 
or failure. 

In any case, supervising and managing people based 
on the belief that people are inherently bad will certainly 
not motivate an organization. Putting aside whether it 
is good or bad, Daikin has placed value on autonomous 
decision-making and believes that supervision and rules 
should be kept to a minimum. 

  The second key aspect is our culture of accepting the 
nail that sticks out and not blaming people for failures. If 
people never take on challenges, they will also certainly 
never fail. Therefore, Daikin never places blame on peo-
ple for forward-looking failures. Even if the company 
ends up incurring a loss for something that was consid-
ered a good idea, we see it as the price of human resource 
development. Organizations that cannot tolerate failure 
will decline. 

The third key aspect is management that values gain-
ing individual employees’ acceptance and understanding 
to draw out their motivation. Over many years since our 
founding, we have said that people are the source of a 
company’s competitiveness. We have reached where we 
are today by consistently believing that the cumulative 
growth of all Group members serves as the foundation 
for the Group’s development.

There is a limit to what one person can accomplish 
alone. Daikin does not have such impressive brand 
strength, nor do we have great numbers of elite employ-
ees. But what we do have is employees filled with vitality 
and passion who are firmly resolved to keep working un-
til they accomplish their task, and I am proud to say that 
this is one area where we outperform our competitors. 

As our global development accelerates further, the 
Daikin Group is gradually becoming a collective of peo-
ple with abundant diversity. The key is rallying together 
and managing our diverse employees who have differing 
values inside the organization. In the era of diversity, I 
see the sophistication of our management approach that 
values gaining the acceptance and understanding of em-
ployees as an important issue for us going forward.

Looking to the next 10 years
—Business model innovations and estab-
lishment of organizational management as a 
multinational company—

Now then, keeping the valued history of our Group in 
mind, I would like to turn to the coming 10 years and talk 
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ourselves to structures such as homes, stores, and build-
ings but instead broaden our business domain to space, 
we can broaden our business opportunities to target air 
conditioning for communities, cities, infrastructure, and 
even outer space.

Then, if we look at our business domain of air from 
a functional viewpoint, how do the possibilities grow? 
For instance, we could conduct joint research with uni-
versities in the fields of biology and psychology on the 
relationship between the air environment and the body. 
For example, this could lead to creating air formulations 
or “air recipes” to enhance mental performance, increase 
productivity, facilitate deeper sleep, and increase alert-
ness. Could we not take on challenges in these kinds of 
dream themes about air? 

Whatever we do, it is clear that how a company de-
fines its own business domain significantly influences 
its fortunes. The decline of U.S. railway companies is 
an example of this. As the railway companies defined 
their own business domain as the railway business, they 
subsequently did not enter the transportation business in 
air, car, and truck transport and lost in the competition to 
these competitors. 

If the railway companies had revised the definition 
of their business domain as the transportation business, 
they would have had management options open to them 
beyond the domain of railways. In today’s era of drastic 
change in the business environment, how we define our 
business domain is extremely important to our survival. 

The third business path is development of the solutions 
business. We can offer customers higher added value by 
including systems that incorporate controls, instrumen-
tation, and software as well as building management 
functions. I believe one of our strengths is our ability 
to provide environmental solutions that make positive 
contributions to home environments through air value 
creation, to community environments through energy 
management, and to the global environment through new 
refrigerants. This ability also extends to providing ideas 
for how to resolve social issues. 

I want us to take stock of what our core technologies 
are that represent our strengths and then further im-
prove upon these strengths. What technologies have we 
built up? When we compare our basic technologies and 
elemental technologies against other companies, what 

about two major approaches. The first is the direction 
we should target in new business and business models. 
In other words, how will Daikin be earning revenue 10 
years from now? 

The other approach is, as the pace of globalization 
speeds up even more and the Daikin Group becomes 
more multinational, what system of organizational man-
agement and governance should we establish as a multi-
national company? 

1) Business model innovations

First, what will our business and our business model 
look like 10 years from now? Will our business model 
resemble our current model of air conditioner products, 
sales, and after-sales service? Or will we have a new 
business model? 

The business environment we operate in is changing 
dramatically and the future is uncertain, making it ex-
ceedingly difficult to predict the situation 10 years from 
now. But what is easy to surmise is that unless we con-
tinuously create new things and innovate our business 
model, it will be difficult to remain successful. Continu-
ous regeneration and renewal within the organization is 
necessary to succeed in the competition. 

So then, how should we approach our business creation 
for the coming 10 years? I believe there are three main 
paths Daikin should follow. 

The first path is development based on elemental tech-
nologies. Daikin has a diverse range of businesses, a 
diverse pool of engineers, and advanced technologies in 
a range of technical fields. We therefore still have major 
avenues of development open to us. Our three core tech-
nologies are inverters, heat pumps, and fluorochemicals, 
but we also need to take stock of the expertise we have in 
other technologies and other domains of basic technolo-
gies and gain a clear picture of where we stand now. Af-
ter doing this, we need to identify which technical fields 
we should extend into and what needs are there that we 
can satisfy through business creation. 

The second path is reviewing and revising our business 
domain by taking a “market-in” approach and looking at 
what will be the true customer needs 10 years from now. 

For example, if we look at who we provide air condi-
tioning to from a market-based approach and not limit 
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nail that sticks out and not blaming people for failures. If 
people never take on challenges, they will also certainly 
never fail. Therefore, Daikin never places blame on peo-
ple for forward-looking failures. Even if the company 
ends up incurring a loss for something that was consid-
ered a good idea, we see it as the price of human resource 
development. Organizations that cannot tolerate failure 
will decline. 

The third key aspect is management that values gain-
ing individual employees’ acceptance and understanding 
to draw out their motivation. Over many years since our 
founding, we have said that people are the source of a 
company’s competitiveness. We have reached where we 
are today by consistently believing that the cumulative 
growth of all Group members serves as the foundation 
for the Group’s development.

There is a limit to what one person can accomplish 
alone. Daikin does not have such impressive brand 
strength, nor do we have great numbers of elite employ-
ees. But what we do have is employees filled with vitality 
and passion who are firmly resolved to keep working un-
til they accomplish their task, and I am proud to say that 
this is one area where we outperform our competitors. 

As our global development accelerates further, the 
Daikin Group is gradually becoming a collective of peo-
ple with abundant diversity. The key is rallying together 
and managing our diverse employees who have differing 
values inside the organization. In the era of diversity, I 
see the sophistication of our management approach that 
values gaining the acceptance and understanding of em-
ployees as an important issue for us going forward.

Looking to the next 10 years
—Business model innovations and estab-
lishment of organizational management as a 
multinational company—

Now then, keeping the valued history of our Group in 
mind, I would like to turn to the coming 10 years and talk 

09 Daikin Times 90th Anniversary Edition

7-12出再_eng.indd   9 2014/11/18   9:25:37



Industries and the approximately 200 companies in the 
Daikin Group, and demonstrating our comprehensive 
capabilities as an organization.  

While strengthening the centrifugal forces of global 
bases, at the same time it is exceedingly important to uti-
lize the cohesive forces of the entire Group and achieve 
unwavering organizational management as the parent 
company. To do this, in combination with the localiza-
tion of strategic functions at global bases, we will also 
strengthen our head office and headquarter functions that 
oversee and control the Group as a whole, which includes 
the mother functions built up at DIL. 

To secure cohesive forces within the organization, we 
have to pay attention to two aspects: the “hard” aspects 
of the organization’s system design, namely strengthen-
ing the head office and mother functions, and the “soft” 
aspects, which are the corporate culture, values, and way 
of doing things of the people working in the organiza-
tion. 

I think the soft aspects – the organization’s values, 
principles, way of doing things, and corporate culture 
– are especially important. This is because whatever 
system you create, it is going to be run by the individuals 
in the organization. In other words, unless individuals 
change the way they do things, it does not matter how the 
organization or the systems change – these changes will 
only be superficial.  

Based on this, it is extremely important to pass down 
Daikin’s valued culture and organizational DNA. Differ-
ing from human DNA, organizational DNA does not get 
passed down without intentional effort. 

Each corporation has its original corporate culture. 
This culture represents the culmination of its customs 
and values that have been cultivated naturally through 
the various events that have occurred since its founding. 
Of these customs and values, some are good and some 
are not so good. It is necessary to make distinctions be-
tween the things that should change with the times and 
the things that should not. Their worth needs to be as-
sessed and only the valued DNA passed down to the next 
generation. 

In today’s era, there is no “right answer” to surviving 
based on past precedent. Organizations that cannot trans-
form will be weeded out. But transformation needs to 
have an anchor. This anchor is the organization’s philo-
sophical values and principles of conduct. We are able to 
execute bold reforms precisely because we have a solid 
core comprising our philosophy and the things that we 
cherish and take pride in. I think we were able to achieve 
our transformation over the last 20 years because we 
have this anchor. 

makes our technologies original or leading edge? We 
need to take stock of our strengths as a company, tar-
get fields that have high affinity with our core technol-
ogies, and horizontally develop our core technologies 
in these fields. This is more important than anything 
else. 

Along with this, instead of sticking to closed innova-
tion, we need to avidly take in technologies where we 
are weak or lacking, for example sensor technologies 
and information and communications technologies, 
through alliances and partnerships with outside sources 
and then connect these moves to opening up new mar-
kets. 

The Technology Innovation Center (TIC) will open on 
the grounds of the Yodogawa Plant in 2015. We are col-
laborating with Kyoto University in fields that integrate 
the humanities and sciences, collaborating with the Nara 
Institute of Science and Technology, and collaborating 
with Osaka University. We are also networking with ven-
ture companies. We want to open the TIC as a world-re-
nowned innovation center and leading hub of open in-
novation that plays a crucial role in creating progressive 
models of collaborative creation. As part of this, I hope 
that our innovation initiatives for collaborative creation 
between industry and academia, industry and industry, 
and industry and government lead to the creation of new 
business models for Daikin.

2) Organizational management as a multina-
tional corporation and Daikin’s DNA

Next, I would like to talk about my thoughts for the 
direction of our organizational management as a multi-
national company and what Daikin should pass down and 
continue to practice in the future.  

First, as the future direction of our organizational man-
agement, I would like our Group companies to imple-
ment strategy autonomously and with a sense of speed. 
To do this, I would like to further localize our strategic 
functions including product development and marketing 
at overseas bases and delegate authority to Group com-
panies more than in the past. To delegate authority and 
produce even greater results than now, we need to rapidly 
attract, develop, and assign human resources at local 
companies.

As our global development proceeds at a faster pace, 
the centrifugal forces acting upon Group companies will 
become stronger and stronger. What is important as the 
Daikin Group achieves sustainable growth and devel-
opment going forward is organic coordination based on 
strong bonds and trustworthy relations between Daikin 
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The other day we announced a new top management 
structure. As it will become official after the general 
shareholders meeting in June, I would like to briefly go 
over the new management structure. 

I am giving up my right of representation and assum-
ing the position of Chairman of the Board. The position 
of CEO that I held will now be taken over by President 
Togawa. I will be an executive officer and assume the 
newly created role of Global Group Representative. 

  The Global Group Representative’s role is to es-
tablish organizational management and a governance 
structure as a truly multinational corporation and syner-
gistically enhance our Group’s centrifugal and cohesive 
forces. In my 20 years at the head of Daikin, we have 
globalized our business including through M&A and al-
liances and established our foundation as a multinational 
corporation. As the leader of Daikin’s management, it 
was decided that I should be the one to carry out this as-
signment. 

As our global Group’s presence grows, our competitors 
are targeting us and stepping up their moves against us. 
For us to prevail in the competition and achieve sustained 
growth and development, it is essential that we enhance 
our centrifugal forces and at the same time, further raise 

We must always keep in mind what is universal across 
generations. For Daikin, this is our basic philosophy of 
People-Centered Management. If we are distracted by 
the changing fads of the times, we may lose what is most 
valuable to us. 

There is no right answer in how to do corporate man-
agement. Managers simply execute what they believe is 
right in a team effort with employees and in the spirit 
of Best Practice, Our Way. I am confident that a bright 
future awaits us on the other side of repeated effort and 
execution of best practice.

the level of our cohesive forces to compete on our com-
prehensive capabilities as a united group. 

Under this new management structure, I would like us 
to concentrate our forces and start the next 10 years look-
ing to our 100th anniversary. To all of our employees, I 
ask you to also renew your determination. 

In addition, as social contribution activities to com-
memorate our 90th anniversary, Daikin is starting the 
“Forests for the Air” project to contribute to the global 
environment. In coordination with international non-gov-
ernmental organizations we will work to protect and 
develop seven areas, which include some of the largest 
virgin forests on earth that are indispensable to the sur-
vival of the human race on the three continents of South 
America, Asia, and Africa.

Today, we have gathered together here a total of 2,000 
employees and members of senior management from 31 
countries including Japan. It is rare to see so many differ-
ent faces in one place. There is a reception following this 
ceremony, and I hope you have a change to talk and deep-
en your relationships there. Then starting tomorrow the 
Group Management Meeting will be held over four days 
at the Daikin Ales Aoya global training center in Tottori 
Prefecture. This marks the start of our next 10 years. The 
members of our management team will sit down face to 
face to discuss the issues and draft the future vision of 
the Daikin Group. 

In conclusion, I have made these remarks on this aus-
picious day of the ceremony commemorating our 90th 
anniversary so that we may each pledge to each other 
to continue our unending efforts to achieve perpetual 
growth and development for the Daikin Group. Let us 
unite together in our ongoing challenge to create a bright 
future. 

In Conclusion
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Industries and the approximately 200 companies in the 
Daikin Group, and demonstrating our comprehensive 
capabilities as an organization.  

While strengthening the centrifugal forces of global 
bases, at the same time it is exceedingly important to uti-
lize the cohesive forces of the entire Group and achieve 
unwavering organizational management as the parent 
company. To do this, in combination with the localiza-
tion of strategic functions at global bases, we will also 
strengthen our head office and headquarter functions that 
oversee and control the Group as a whole, which includes 
the mother functions built up at DIL. 

To secure cohesive forces within the organization, we 
have to pay attention to two aspects: the “hard” aspects 
of the organization’s system design, namely strengthen-
ing the head office and mother functions, and the “soft” 
aspects, which are the corporate culture, values, and way 
of doing things of the people working in the organiza-
tion. 

I think the soft aspects – the organization’s values, 
principles, way of doing things, and corporate culture 
– are especially important. This is because whatever 
system you create, it is going to be run by the individuals 
in the organization. In other words, unless individuals 
change the way they do things, it does not matter how the 
organization or the systems change – these changes will 
only be superficial.  

Based on this, it is extremely important to pass down 
Daikin’s valued culture and organizational DNA. Differ-
ing from human DNA, organizational DNA does not get 
passed down without intentional effort. 

Each corporation has its original corporate culture. 
This culture represents the culmination of its customs 
and values that have been cultivated naturally through 
the various events that have occurred since its founding. 
Of these customs and values, some are good and some 
are not so good. It is necessary to make distinctions be-
tween the things that should change with the times and 
the things that should not. Their worth needs to be as-
sessed and only the valued DNA passed down to the next 
generation. 

In today’s era, there is no “right answer” to surviving 
based on past precedent. Organizations that cannot trans-
form will be weeded out. But transformation needs to 
have an anchor. This anchor is the organization’s philo-
sophical values and principles of conduct. We are able to 
execute bold reforms precisely because we have a solid 
core comprising our philosophy and the things that we 
cherish and take pride in. I think we were able to achieve 
our transformation over the last 20 years because we 
have this anchor. 

makes our technologies original or leading edge? We 
need to take stock of our strengths as a company, tar-
get fields that have high affinity with our core technol-
ogies, and horizontally develop our core technologies 
in these fields. This is more important than anything 
else. 

Along with this, instead of sticking to closed innova-
tion, we need to avidly take in technologies where we 
are weak or lacking, for example sensor technologies 
and information and communications technologies, 
through alliances and partnerships with outside sources 
and then connect these moves to opening up new mar-
kets. 

The Technology Innovation Center (TIC) will open on 
the grounds of the Yodogawa Plant in 2015. We are col-
laborating with Kyoto University in fields that integrate 
the humanities and sciences, collaborating with the Nara 
Institute of Science and Technology, and collaborating 
with Osaka University. We are also networking with ven-
ture companies. We want to open the TIC as a world-re-
nowned innovation center and leading hub of open in-
novation that plays a crucial role in creating progressive 
models of collaborative creation. As part of this, I hope 
that our innovation initiatives for collaborative creation 
between industry and academia, industry and industry, 
and industry and government lead to the creation of new 
business models for Daikin.

2) Organizational management as a multina-
tional corporation and Daikin’s DNA

Next, I would like to talk about my thoughts for the 
direction of our organizational management as a multi-
national company and what Daikin should pass down and 
continue to practice in the future.  

First, as the future direction of our organizational man-
agement, I would like our Group companies to imple-
ment strategy autonomously and with a sense of speed. 
To do this, I would like to further localize our strategic 
functions including product development and marketing 
at overseas bases and delegate authority to Group com-
panies more than in the past. To delegate authority and 
produce even greater results than now, we need to rapidly 
attract, develop, and assign human resources at local 
companies.

As our global development proceeds at a faster pace, 
the centrifugal forces acting upon Group companies will 
become stronger and stronger. What is important as the 
Daikin Group achieves sustainable growth and devel-
opment going forward is organic coordination based on 
strong bonds and trustworthy relations between Daikin 
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ceeding in the paradigm shift to become a truly global 
and excellent company.” 

Amid the ever-increasing speed of change, we are aim-
ing to be a company that forges new paths using change 
and crisis as catalysts and one that continues to evolve.

We have achieved progress on a range of themes to re-
alize the goals we have set forth in our Fusion plans. 

In terms of business performance, we achieved 14 con-
secutive terms of increased sales and profit in fiscal 2007 
with sales topping 1 trillion yen. The Lehman Brothers’ 
bankruptcy in the fall of 2008 triggered a global reces-
sion, and we made efforts to reform our business con-
stitution. Amid the exceptionally challenging economic 
conditions in which many companies recorded deficits, 
we managed to post a sufficient level of profit and achieve 
a V-shaped recovery in fiscal 2010.  

Then in 2010, we surpassed Carrier, the industry No. 
1 at the time, to realize our long-held goal of achieving 
the global No. 1 sales in the air conditioning industry. We 
continued to record business growth thereafter. Our sales 
and operating profit 10 years ago came to 730 billion yen 
and 60 billion yen, respectively, while last fiscal year (end 
March 31, 2014) we recorded sales of 1,783 billion yen and 
operating profit of 155 billion yen. In fiscal 2015, we are 
targeting sales of 2,050 billion yen and operating profit of 
190 billion yen.

Over the last decade, we have also achieved significant 
growth and development outside Japan. 

Ten years ago, Japan accounted for more than half of 
our sales, but business has since grown in Europe, Chi-
na, and Asia, and we have aggressively pursued M&A, 
alliances, and partnerships, which marks a sharp depar-
ture from the past for business tie-ups in terms of both 
financial scale and quality. These include our acquisition 
of OYL Group in 2006, our business alliance with Gree 
Electric Appliances concluded in 2008, and our acqui-
sition of Goodman in 2012. We have also shifted from 
mainly selling high-end models in developed countries 
to fully entering the volume-zone market as well as ex-
panding our North American business. As a result, our 

On the auspicious occasion of our 90th anniversary, I 
would like us to take time to reflect upon the events oc-
curring within the Daikin Group over the last decade.

To begin, let us think back to the dreams we envisioned 
in 2004 when we decided on our aspirations in Fusion and 
kicked off the last 10 years. 

For our 80th anniversary, we formulated our plan for 
the future titled Forecasting the Next 10 Years – Daikin’s 
Aspirations for the Future. This consisted of the two 
major ambitions for technology innovation and business 
development and the three value-generating engines of 
corporate value, people and organizations, and customer 
partnerships to support our ambitions. 

In the area of technology innovation, we aimed to “take 
the initiative in promoting change and create new value 
for Daikin’s future through technology” and “create tech-
nology synergy through technology fusion networks.” 

In the area of business development, we set the goals of 
creating cross-border value fusion, becoming the global 
No. 1 in our core businesses, and achieving a double-digit 
profit margin with a sales scale of 1.5–2.0 trillion yen.

We defined three elements essential to value creation 
to support and advance these aims:  1) development of 
fiscal strategy to achieve both growth and fiscal stability, 
2) establishment of Flat & Fast Management on a global 
Group basis, and 3) creation of the future Daikin brand 
with customers. 

Embracing these dreams and ambitions, we have spent 
the last 10 years developing and implementing specific 
measures in our strategic management Fusion plans 05, 
10, and 15 under a sense of crisis that we would not sur-
vive if we did not claim the global No. 1 or No. 2 position.

In the latter half of Fusion 05 in 2004–2005, we aimed 
to achieve the conditions necessary to become a “global 
and truly first-class company” in which we would: 1) 
establish a robust financial and earning structure and 
2) become the global No. 1 in our principal businesses. 
Through this, we aspired to be “a dynamic company 
which attracts people, capital, and information.” 

In Fusion 10, we aimed to realize the next leap forward 
with the goal of “maximizing corporate value to become 
a truly excellent and global company.” 

To do this, we aimed to 1) fundamentally enhance our 
core businesses through “selection and concentration” 
and 2) achieve five policy initiatives as the means to this 
end, including utilizing all types of alliances and partner-
ships. 

We formulated the Second-half Plan for Fusion 10 in 
May 2008. This included revised targets in light of chang-
es in the external environment and additions to strategic 
themes for the environment and to become the global No. 
1 in the air conditioning industry.  

In Fusion 15 starting in 2011, our stated goal was “suc-
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business outside Japan now accounts for more than 70% 
of our total sales. 

Comparing the Daikin Group in 2004 and now, we have 
gone from 92 to 209 consolidated subsidiaries. Of these, 
the number of subsidiaries outside Japan has jumped from 
45 to 181. Our number of employees has also climbed 
from 17,000 to 56,000, of which the number of Group em-
ployees outside Japan has increased sharply from 7,400 to 
44,000. 

Our global sales and production base networks have 
also expanded considerably. 

In 2004, the Daikin Group had business operations in 
63 countries outside Japan. Now, however, this has ex-
panded to 145 countries worldwide. We have pursued a 
strategy of locating production bases close to the markets 
they serve to both shorten lead times and hedge against 
exchange rate risks while keeping production in close 
proximity to customers. Our acquisitions have added new 
production facilities to the Daikin Group, and we current-
ly have 74 bases worldwide.

We have also broadened our business base, expanding 
from a focus on ductless air conditioner products such as 
VRV, Sky Air, and Ururu Sarara to a product lineup that 
includes ventilation and humidity control products, air 
quality products, heating and hot water supply products, 
network control systems, and refrigeration products. Our 
acquisitions have also broadened our business base with 
the addition of Applied products, filters, heating equip-
ment, and residential unitary systems. The Chemicals, Oil 
Hydraulics, Defense Systems, and Electronics divisions 
have also expanded their business bases. 

Various environmental changes and paradigm shifts 
have taken place over the past decade. The Daikin Group 
has achieved impressive growth and development amid 
these changes. 

The driver of that growth and development has been 
the strong leadership of Chairman Inoue under whose 
command management decisions have been quickly tak-
en once a change is perceived. Going to the frontlines to 
collect first-hand information and impressions is priori-
tized in order to always remain a half step or a step ahead 
of competitors.  It is not an overstatement to say that 
foresight in our management has allowed us to succeed 
against our competitors. The efforts of all employees to 
continuously embrace challenges and take action have led 
to our achievements over the past decade.

The foundation that supports this is our technological 
capabilities, the lifeline of a manufacturer, and our Peo-
ple-Centered Management, which has created environ-
ments that draw out the motivation and understanding of 
all Group members and allow them to display their capa-
bilities to the fullest. 

I would like to look back on some cases that exemplify 
our management capabilities with foresight and a break 
from past convention in our quest to become the global 
No. 1 in the air conditioning industry. 

Daikin acquired the OYL Group in 2006. Converted 
to Japanese yen, the cost of the acquisition was approxi-
mately 246 billion yen, which, at the time, was the largest 
acquisition ever in the history of the Daikin Group. 

We were seeking to expand our business globally at this 
time, and the two challenges that we were facing were 
gaining entry to the U.S. market and developing a lineup 
of large air conditioner products able to compete globally. 
Applied products were necessary to expand the solutions 
business, and we lacked strengths in low-priced products 
where significant growth was forecast. 

We began our third attempt to enter the U.S. market 
around 2004 and considered all possible options, includ-
ing selling ductless products independently and strength-
ening our alliance with Trane. Acquiring the OYL Group 
was one of these options. The OYL Group contained Mc-
Quay, which had expertise in large applied products, as 
well as strengths in the North American market and low-
cost room air conditioners. It was also an attractive acqui-

Driver of our impressive growth and  
development over the past decade3
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sition because it offered the possibility of reinforcing our 
manufacturing foundation and our human resources. We 
believed that the combination of OYL’s strengths and our 
technological capabilities could create a force to be reck-
oned with. 

We did not think that we could compete globally with 
only our own capabilities, but needed to accelerate our 
business through M&A to be successful. Viewing it as an 
excellent opportunity to proactively develop our compre-
hensive air conditioner manufacturer strategy, we moved 
to acquire the OYL Group. 

This major acquisition increased the Daikin Group’s 
sales to second place globally behind Carrier in fiscal 
2006. Acquisitions are a common occurrence in the air 
conditioning industry nowadays, but back in 2006 it was 
a decision made with foresight.

In March 2008, we concluded a business alliance on 
five themes with Zhuhai Gree Electric Appliances, the 
No. 1 manufacturer in China. Looking around the world, 
China is a massive volume-zone market. We thought that 
converting this market to an inverter market, where we 
had strengths, would create a major opportunity, and we 
disclosed a portion of our prized inverter technology to 
Gree. 

There was a lot of heated discussion leading up to this 
decision. Some of our engineers opposed the move, but 
if inverter technology became the national standard in 
China, it would put inverter technology on the fast track 
to becoming the global standard, and this would create a 
major opportunity for Daikin. We were prepared to take 
the risk and rapidly changed direction from a closed, in-
house approach to a collaborative approach.   

The collaboration between Daikin and Gree Electric 
Appliances brought large changes to the Chinese mar-
ket, and the Chinese industry quickly moved to adopt 
inverters. The inverter penetration rate at the time was 
about 7% for room air conditioners, but this rose to about 
60% within the span of five years. Our collaboration also 
produced benefits in securing supply of inexpensive, 
high-quality parts. 

If we had not opened up our core technology, China 
may have moved toward energy-efficient non-inverter 
technology. Or Gree may have partnered with another 
Japanese company or overseas manufacturer to promote 
the uptake of inverter technology, but we succeeded in 
making the first move.

In November 2012, we acquired Goodman, the top 

manufacturer of residential air conditioners in the United 
States. The acquisition cost was 3.7 billion dollars, which 
came to approximately 296.0 billion yen at an exchange 
rate of 80 yen to the dollar. This became the largest acqui-
sition in Daikin’s history. 

In our quest to become the true global No. 1, we had ex-
panded our business globally in markets in Asia, Europe, 
China, and emerging countries, and the last untapped 
market was the North American residential market. 

The United States is the birthplace of the air condition-
er and the home ground of competitors including Carrier 
and Trane. Amid these circumstances, Goodman had cap-
tured the No. 1 spot in the North American residential air 
conditioner market with its popular volume-zone products 
and nationwide sales network. However, what it did not 
have was technology to compete in the premium zone. 

Momentum was growing globally for energy efficiency 
and environmentally conscious technologies around this 
time, but the United States lagged behind. However, if we 
took our expertise and transferred our energy-saving in-
verter and heat pump technologies to Goodman, we could 
create a new environmentally conscious, energy-saving 
trend in the United States and change the market. We 
therefore decided to go ahead with the acquisition.  

The Goodman acquisition was a decision that made us 
the No. 1 air conditioner company in North America and 
cemented our position as the global No. 1 in the air condi-
tioning industry. 

This February, VRV production began at a Goodman 
plant in the United States. These products will be sold 
along with inverter ducted unitary products through 
Goodman’s No. 1 nationwide sales network in the United 
States.

So far I have mainly described acquisitions and allianc-
es, but there are other cases that exemplify the foresight I 
am describing. 

Going back a little in time, several months after con-
cluding our alliance with Gree, the bankruptcy of Lehman 
Brothers in the fall of 2008 triggered a worldwide reces-
sion, which brought about major changes in global polit-
ical, economic, and social frameworks. While markets 
around the world were generally headed in the direction 
of contraction, Daikin saw the recession as an excellent 
opportunity to implement constitutional reforms. Viewing 
recession as a time when the seeds of opportunity appear, 
we extensively discussed what we should suspend, delay, 
and concentrate on from both a short-term and mid-to-
long term perspectives and set clear priorities. We then 
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business outside Japan now accounts for more than 70% 
of our total sales. 

Comparing the Daikin Group in 2004 and now, we have 
gone from 92 to 209 consolidated subsidiaries. Of these, 
the number of subsidiaries outside Japan has jumped from 
45 to 181. Our number of employees has also climbed 
from 17,000 to 56,000, of which the number of Group em-
ployees outside Japan has increased sharply from 7,400 to 
44,000. 

Our global sales and production base networks have 
also expanded considerably. 

In 2004, the Daikin Group had business operations in 
63 countries outside Japan. Now, however, this has ex-
panded to 145 countries worldwide. We have pursued a 
strategy of locating production bases close to the markets 
they serve to both shorten lead times and hedge against 
exchange rate risks while keeping production in close 
proximity to customers. Our acquisitions have added new 
production facilities to the Daikin Group, and we current-
ly have 74 bases worldwide.

We have also broadened our business base, expanding 
from a focus on ductless air conditioner products such as 
VRV, Sky Air, and Ururu Sarara to a product lineup that 
includes ventilation and humidity control products, air 
quality products, heating and hot water supply products, 
network control systems, and refrigeration products. Our 
acquisitions have also broadened our business base with 
the addition of Applied products, filters, heating equip-
ment, and residential unitary systems. The Chemicals, Oil 
Hydraulics, Defense Systems, and Electronics divisions 
have also expanded their business bases. 

Various environmental changes and paradigm shifts 
have taken place over the past decade. The Daikin Group 
has achieved impressive growth and development amid 
these changes. 

The driver of that growth and development has been 
the strong leadership of Chairman Inoue under whose 
command management decisions have been quickly tak-
en once a change is perceived. Going to the frontlines to 
collect first-hand information and impressions is priori-
tized in order to always remain a half step or a step ahead 
of competitors.  It is not an overstatement to say that 
foresight in our management has allowed us to succeed 
against our competitors. The efforts of all employees to 
continuously embrace challenges and take action have led 
to our achievements over the past decade.

The foundation that supports this is our technological 
capabilities, the lifeline of a manufacturer, and our Peo-
ple-Centered Management, which has created environ-
ments that draw out the motivation and understanding of 
all Group members and allow them to display their capa-
bilities to the fullest. 

I would like to look back on some cases that exemplify 
our management capabilities with foresight and a break 
from past convention in our quest to become the global 
No. 1 in the air conditioning industry. 

Daikin acquired the OYL Group in 2006. Converted 
to Japanese yen, the cost of the acquisition was approxi-
mately 246 billion yen, which, at the time, was the largest 
acquisition ever in the history of the Daikin Group. 

We were seeking to expand our business globally at this 
time, and the two challenges that we were facing were 
gaining entry to the U.S. market and developing a lineup 
of large air conditioner products able to compete globally. 
Applied products were necessary to expand the solutions 
business, and we lacked strengths in low-priced products 
where significant growth was forecast. 

We began our third attempt to enter the U.S. market 
around 2004 and considered all possible options, includ-
ing selling ductless products independently and strength-
ening our alliance with Trane. Acquiring the OYL Group 
was one of these options. The OYL Group contained Mc-
Quay, which had expertise in large applied products, as 
well as strengths in the North American market and low-
cost room air conditioners. It was also an attractive acqui-

Driver of our impressive growth and  
development over the past decade3
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identified 49 themes to strengthen our profitability and 
achieve constitutional reforms among other aims. 

As a result, while many companies were falling into 
the red, Daikin managed to secure a certain level of profit 
and achieve a V-shaped recovery in business performance 
in fiscal 2010. Of the 49 themes, some were only partially 
achieved, such as eliminating complaint costs, but our de-
cision to reform our constitution and strategically invest 
in growth fields during the global recession created the 
foundation for the growth we have achieved today. 

In addition to the constitutional reforms, we set a pol-
icy of targeting strategic investment in growth fields and 
thus invested in the areas of the environment, emerging 
markets, and maintenance & repairs/after-sales service. 

For example, environmental awareness is not a trend 
that disappeared with the global recession, but rather saw 
its momentum grow; the recovery phase from the reces-
sion offered the potential to achieve substantial differen-
tiation. Promoting the rapid adoption of environmental 
technologies around the world, including inverter technol-
ogy, new refrigerants, heat pump heating, is a unique way 
we can contribute to resolving environmental problems 
and at the same time how we can remain competitive as 
the global No. 1 air conditioner manufacturer.

The emerging country business is another example of 
strategic investment Daikin undertook during the global 
recession. The collapse of Lehman Brothers triggered 
major changes around the world. We moved from a glob-
al economy driven by developed nations and the U.S. 
in particular to one driven by emerging nations such as 
China and India that were recording impressive growth. 
For us as well, the volume-zone strategy was key to ce-
menting our No. 1 position in the world. In the selection 
and concentration we set out in the Second-half Fusion 10 
Plan, strategically investing in emerging markets and the 
volume-zone business was one of the first decisions we 
made. 

India and Brazil were the highest-priority markets in 
our plan to fully enter emerging markets and the volume 
zone. Priority markets were Turkey, the Middle East, 
Vietnam, Indonesia, and the CIS, which included Russia. 
Our sales target for emerging markets in 2015 is more 
than 300 billion yen, and our sales target for emerging 
markets and China combined exceeds 600 billion yen.

While building our sales network in each country to 

achieve our emerging market and volume-zone strategy, 
we have also advanced measures designed to create mar-
kets that favor our expertise in order to stay a half step 
ahead of other companies. One of these measures is pro-
moting the widespread adoption of new refrigerant R32. 

Even if a company has excellent technologies or prod-
ucts, in many cases these fail to lead to business success. 
Refrigerant conversion requires partnering with govern-
ments, regulatory authorities, industry groups, and other 
parties in each country to create the global standards and 
regulations that facilitate adoption of environmental tech-
nologies.  

We in the Daikin Group have knowledge and know-
how built up from our lobbying activities in environmen-
tally advanced Europe and have developed these activities 
globally. 

Using our position as the top air conditioner manufac-
turer and the only company in the world that produces 
both air conditioning equipment and refrigerants, we 
worked together with governments and authorities from 
various countries as well as the UN and the World Bank 
to promote the switch to R32 refrigerant in direct expan-
sion air conditioners including RA and VRV. Then, in the 
second phase of our open technology strategy after in-
verters, we basically gave emerging countries free access 
to our R32 patents. 

At the same time, we developed R32 air conditioners 
and laid the groundwork for infrastructure to supply the 
refrigerant and after-sales service. In 2012, we launched 
the first R32 room air conditioner ahead of other compa-
nies in Japan and other countries.

With the focus given to environmental performance, 
a company’s significance and advanced technological 
capabilities represent a very big opportunity in terms of 
gaining recognition from society, and we will continue to 
pursue efforts in this area.

One element of the foundation supporting management 
with foresight is our technological capabilities, the lifeline 
of a manufacturer. 

Daikin has expertise in heat pump technologies, invert-
er technologies, and f luorochemical compounding and 
polymerization technologies. We also have strengths in a 
variety of combined technologies such as refrigerant con-
trol as well as a high-cycle production system centered on 
the Production Daikin System (PDS) production method. 
We have succeeded in growing and developing our busi-
ness in various regions around the world so far, and we 
have enhanced our technological strengths as much as 
possible to support this success. 

Over the last decade, we have produced a variety of 
differentiated products. In the air conditioning field, some 
of these are the VRV IV, Urusara 7, DESICA, Altherma, 
and Streamer technology air purifiers. 

In the fluorochemical field, we are working to expand 
business with products such as OPTOOL, an anti-smudge 
surface coating agent used in tablet devices and smart-
phones around the world, environmental materials used 
in solar photovoltaic backsheets, and new refrigerants in-
cluding R32 and HFO refrigerants. In the Oil Hydraulics 
business, we have released hybrid oil hydraulic systems 
that apply our energy-saving air conditioner technologies. 

In the Defense Systems business as well, we have de-
veloped an oxygen concentrator equipped with an original 
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differentiated compressor as a civilian product and are 
expanding this business in Japan and China. 

In 2010, we released the Rebuilding of Daikin Tech-
nology Statement with the three pillars of innovating our 
technological capabilities, strengthening our quality con-
trol capabilities, and strengthening our human resource 
capabilities, and undertook reform of product develop-
ment departments. Among these, quality is a manufactur-
er’s lifeline. Top management also became involved in ef-
forts to enhance our technological capabilities to improve 
development quality. 

In Fusion 15, we are reinforcing our regional R&D cen-
ter functions to be able to more quickly develop original 
products that meet unique regional needs. Developing 
low-cost products is essential to capturing the volume 
zone market. We are shifting our development concept, 
and instead of using advanced technologies we are pur-
posely combining use of widely used technologies. 

We have also implemented reforms in procurement and 
set up the new Global Procurement Division in May 2009. 
We are now moving ahead with global centralized pur-
chasing along with the Group-wide GSK project. 

We have rapidly launched production bases in various 
global regions. To reinforce our human resource capabil-
ities, we have focused on programs such as the Meister 
System and the Global Skills Competition. 

We have also started generating innovations looking 
ahead to the next 10 years. 

Although it took a little longer than planned due to 
changes in the economic environment, the Technology 
and Innovation Center (TIC) will open in the fall of 2015 
on the grounds of the Yodogawa Plant. 

This will concentrate the research and development 
functions in Japan in one place to realize powerful co-
hesive forces and achieve higher efficiencies and shorter 
timelines for product development as well as technology 
fusion with other fields to generate new and innovative 
businesses and products.

One more element of our foundation supporting man-
agement with foresight is our original People-Centered 
Management. 

People-Centered Management is our company culture 
and implicit knowledge that we have continuously built 
up in company activities over the many years since our 
founding. While we have not given it a clear definition in 
the past, it could be described as our belief that the source 
of a company’s competitiveness is its people and that 
people possess infinite potential. Based on the conviction 

that the cumulative growth of all Group members serves 
as the foundation for the Group’s development, we seek 
to fundamentally enhance our organizational capabilities 
by drawing out the motivation and understanding of our 
employees and having employees hone their individual-
ity, demonstrate their maximum potential, and achieve 
growth. 

All companies say they value people. At Daikin, how-
ever, we are more serious about embodying this. We seek 
to truly exemplify this belief, and the results are Daikin’s 
strengths of action-taking abilities and abilities at the 
frontlines. The past decade can be described as a decade 
of growth based on our employees’ abilities to take action 
and be effective at the frontlines.

We have worked to reinforce securing, developing, and 
deploying quality human resources in the company to 
achieve rapid business expansion, but we still do not have 
adequate human resources to lead this. Enhancing our 
HR capabilities at the global level is essential. In the com-
ing decade, anticipating the signs of change and being 
able to formulate strategic proposals, make decisions, and 
execute them to outperform our competitors amid para-
digm shifts will become even more important. We must 
accelerate our efforts to reinforce our HR capabilities to 
continue being globally successful. These efforts include 
attracting excellent human resources  capitalizing on our 
global No. 1 brand, establishing compensation systems 
and career paths to achieve this, assigning excellent hu-
man resources to the right positions transcending coun-
tries and regions, establishing global HR and compen-
sation systems, and promoting the utilization of women 
employees. 

It is the job of the management team to create environ-
ments that allow all employees to demonstrate their abili-
ties to the fullest. 

Daikin achieves growth and development when all em-
ployees work together to achieve goals, and this in turn 
enriches the lives and livelihoods of all employees. 

The Daikin DNA that I would like to see passed down 
through the generations is organizational management 
based on the belief in the inherent goodness of people and 
in their capacity and potential. Our company culture wel-
comes “the nail that sticks out” and believes in free and 
open communication and the San-gen (“three actuals”) 
Principle that focuses on the actual sites, actual goods, 
and actual situations to resolve problems. 

I would like all of us to continue taking on challenges 
looking ahead to the next decade by further refining the 
Daikin DNA that we have built up so far.
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identified 49 themes to strengthen our profitability and 
achieve constitutional reforms among other aims. 

As a result, while many companies were falling into 
the red, Daikin managed to secure a certain level of profit 
and achieve a V-shaped recovery in business performance 
in fiscal 2010. Of the 49 themes, some were only partially 
achieved, such as eliminating complaint costs, but our de-
cision to reform our constitution and strategically invest 
in growth fields during the global recession created the 
foundation for the growth we have achieved today. 

In addition to the constitutional reforms, we set a pol-
icy of targeting strategic investment in growth fields and 
thus invested in the areas of the environment, emerging 
markets, and maintenance & repairs/after-sales service. 

For example, environmental awareness is not a trend 
that disappeared with the global recession, but rather saw 
its momentum grow; the recovery phase from the reces-
sion offered the potential to achieve substantial differen-
tiation. Promoting the rapid adoption of environmental 
technologies around the world, including inverter technol-
ogy, new refrigerants, heat pump heating, is a unique way 
we can contribute to resolving environmental problems 
and at the same time how we can remain competitive as 
the global No. 1 air conditioner manufacturer.

The emerging country business is another example of 
strategic investment Daikin undertook during the global 
recession. The collapse of Lehman Brothers triggered 
major changes around the world. We moved from a glob-
al economy driven by developed nations and the U.S. 
in particular to one driven by emerging nations such as 
China and India that were recording impressive growth. 
For us as well, the volume-zone strategy was key to ce-
menting our No. 1 position in the world. In the selection 
and concentration we set out in the Second-half Fusion 10 
Plan, strategically investing in emerging markets and the 
volume-zone business was one of the first decisions we 
made. 

India and Brazil were the highest-priority markets in 
our plan to fully enter emerging markets and the volume 
zone. Priority markets were Turkey, the Middle East, 
Vietnam, Indonesia, and the CIS, which included Russia. 
Our sales target for emerging markets in 2015 is more 
than 300 billion yen, and our sales target for emerging 
markets and China combined exceeds 600 billion yen.

While building our sales network in each country to 

achieve our emerging market and volume-zone strategy, 
we have also advanced measures designed to create mar-
kets that favor our expertise in order to stay a half step 
ahead of other companies. One of these measures is pro-
moting the widespread adoption of new refrigerant R32. 

Even if a company has excellent technologies or prod-
ucts, in many cases these fail to lead to business success. 
Refrigerant conversion requires partnering with govern-
ments, regulatory authorities, industry groups, and other 
parties in each country to create the global standards and 
regulations that facilitate adoption of environmental tech-
nologies.  

We in the Daikin Group have knowledge and know-
how built up from our lobbying activities in environmen-
tally advanced Europe and have developed these activities 
globally. 

Using our position as the top air conditioner manufac-
turer and the only company in the world that produces 
both air conditioning equipment and refrigerants, we 
worked together with governments and authorities from 
various countries as well as the UN and the World Bank 
to promote the switch to R32 refrigerant in direct expan-
sion air conditioners including RA and VRV. Then, in the 
second phase of our open technology strategy after in-
verters, we basically gave emerging countries free access 
to our R32 patents. 

At the same time, we developed R32 air conditioners 
and laid the groundwork for infrastructure to supply the 
refrigerant and after-sales service. In 2012, we launched 
the first R32 room air conditioner ahead of other compa-
nies in Japan and other countries.

With the focus given to environmental performance, 
a company’s significance and advanced technological 
capabilities represent a very big opportunity in terms of 
gaining recognition from society, and we will continue to 
pursue efforts in this area.

One element of the foundation supporting management 
with foresight is our technological capabilities, the lifeline 
of a manufacturer. 

Daikin has expertise in heat pump technologies, invert-
er technologies, and f luorochemical compounding and 
polymerization technologies. We also have strengths in a 
variety of combined technologies such as refrigerant con-
trol as well as a high-cycle production system centered on 
the Production Daikin System (PDS) production method. 
We have succeeded in growing and developing our busi-
ness in various regions around the world so far, and we 
have enhanced our technological strengths as much as 
possible to support this success. 

Over the last decade, we have produced a variety of 
differentiated products. In the air conditioning field, some 
of these are the VRV IV, Urusara 7, DESICA, Altherma, 
and Streamer technology air purifiers. 

In the fluorochemical field, we are working to expand 
business with products such as OPTOOL, an anti-smudge 
surface coating agent used in tablet devices and smart-
phones around the world, environmental materials used 
in solar photovoltaic backsheets, and new refrigerants in-
cluding R32 and HFO refrigerants. In the Oil Hydraulics 
business, we have released hybrid oil hydraulic systems 
that apply our energy-saving air conditioner technologies. 

In the Defense Systems business as well, we have de-
veloped an oxygen concentrator equipped with an original 
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What’s more amazing, however, is the speed in which 
the company makes business decisions, develops specif-
ic plans, and takes action. The company could not have 
succeeded unless all three of these were present. The fact 
that it was able to succeed in seven different overseas 
regions also stemmed from the efforts of young Daikin 
employees on the frontlines embodying the will of the 
company’s leaders, seriously applying themselves at the 
worksite, implementing plans after acquiring knowledge 
of the facts, and doing all of this with great speed.

Speed is fundamental to any business. Daikin is a very 
representative of this. Hesitation in making decisions has 
hindered most companies in capitalizing on the rapid glo-
balization occurring over the past 10 years. Everybody 
blames this on deflation in Japan, but that’s not the real 
reason. I think that other business leaders could have suc-
ceeded as Daikin has if only they had looked beyond de-
flation in making decisions and taking action with greater 
speed. 

What will happen in the next 10 years? It is very dif-
ficult to envision how the consumer market will change 
considering the facts that the world’s population has in-
creased so greatly, and the world has become so civilized. 
I heard that Mr. Inoue will step down as CEO in this 
time of uncertainty when it is difficult to envision market 
changes. I do not know how this will affect his standing 
in the future. However, based on the experience of the 
past 10 years, I would unreservedly say that the responsi-
bility to realize what is needed in terms of the company’s 
speed of business decisions, speed of developing specific 
plans, and speed of actions still resides with Mr. Inoue. 

A new challenge will begin for the next 10 years. How-
ever, there is a possibility that people could become over-
confident. To prevent this, I think that the top leaders in 
the company have to strictly provide the younger leaders 
with subtle business instructions to sustain the next chal-
lenge.

Daikin has been able to succeed over the past 10 years 
due to its rapid business decisions and the strong opti-
mistic ambitions behind these decisions. Now, how will 
the next 10 years turn out? I expect that Mr. Inoue will 
continue to make the major decisions even after stepping 
down from his position as representative CEO. I look for-
ward to seeing what type of company Daikin becomes. 

The leaders of the company have a huge responsibility 
because 70 to 80% of the employees are non-Japanese, 
and there are so many employees within the overall 
company. There is responsibility for the lives, lifestyles, 
hopes, and wishes of those people, so I hope that the 
leaders will work hard over the next 10 years. It will 
come down to Chairman Inoue and President Togawa as 
to whether the company continues to show further sig-
nificant growth. So, even if Mr. Inoue’s title changes, the 
responsibility to continue growth remains.

Celebrating Our 90th Anniversary:
Congratulatory Speeches

Chairman and Ushio Group Representative, 
USHIO Inc.

Holds an important position in the financial circles that lead Japan's 
economy. Has served as a member of the Council on Economic and 
Fiscal Policy and garnered great trust from political circles.

Mr. Jiro Ushio,

It’s been 10 years since I was given the opportunity 
to greet those attending the 80th anniversary ceremony. 
I was very surprised when I saw the video A Decade of 
Change at Daikin, and I would like to congratulate the 
company on its hard work and success.

The Daikin Group of today has significantly exceeded 
even the most optimistic forecast that anyone could have 
conceived at its 80th anniversary for its position 10 years 
later. No one could have ever imagined what Daikin has 
become today.

There are many companies that have increased only in 
their profits and revenue, but it is quite more difficult for 
a company to enter the markets of completely different 
countries, including those of Europe and Asia, India, 
and the U.S., and overcome the diverse facets of each 
locale to achieve success.

There are always incongruous aspects accompanying 
a major decision to expand to an overseas market. What 
may work in China, may not work in India. However, 
Daikin has been able to succeed in its expansion to sev-
en regions outside of Japan. A major strength of Daikin 
is its belief in a positive result when it acts. 

The French philosopher Alain once said, “Pessimism 
comes from the temperament, optimism from the will.” 

I think that the Daikin Group is supported by a very 
strong sense of optimism that is centered on the efforts 
of Mr. Inoue. Most business owners succeed with a sense 
of optimism. If such optimism no longer holds true, then 
it has only faded away for those people. Through this 
optimism, Daikin has been a successful example rarely 
seen in these past 10 years of a company expanding fur-
ther and succeeding in diverse business environments. 

I was also impressed with the speed at which difficult 
business decisions were made when faced with so many 
mixed signals. Every time I play golf with Mr. Inoue, it 
strikes me that everything he does is done quickly, and 
that includes business decisions.
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I would like to congratulate Daikin on its 90th anniver-
sary. 

I am a huge fan of Chairman Inoue because of his ex-
cellent business management sense, ability to make de-
cisions, ability to implement these decisions, and the fact 
that he can interact with anybody and everybody on an 
equal basis. And, I am lucky to have the pleasure of his 
friendship.

There is one thing that I look forward to more than any-
thing else. It is Daikin Orchid, which is becoming a true 
seasonal event in Okinawa. The event is full of hospital-
ity, and all considerations are taken down to the smallest 
of details, which is a characteristic of Mr. Inoue himself. 
I am also moved by the incredible service provided by 
Daikin employees each and every time I participate in the 
thoroughly enjoyable Pro-Am Tournament.

I have now seen the video A Decade of Change at Dai-
kin. I realized that there is a significant gap between the 
Daikin that I hastily studied and the current Daikin. I dis-
covered that Daikin’s growth in the past 10 years has been 
quite amazing, which surprised and also impressed me.

I would like to tell you today what I understand Dai-
kin to be. It goes without saying that Daikin is the top 
air conditioning manufacturer in the world. It is also one 
of Japan’s leading global companies. I realize that the 
journey the company has taken over the past 90 years is 
the product of the extraordinary efforts made at Daikin 
by Chairman Inoue, Daikin’s current employees, and the 
Daikin employees preceding them. 

Daikin began its business operations 90 years ago as 
Osaka Kinzoku Kogyo Co., Ltd. with the production of 
cooling radiator tubes for aircraft engines. It also suc-
ceeded in Japan with production of f luorocarbons for 
refrigerant and became the only company in the world to 
develop and manufacture both refrigerant and air condi-
tioners. I think that the seeds to its current development 
can be found in this as well. The company subsequently 

proceeded into packaged air conditioners and has grown 
over the years primarily through the air conditioning in-
dustry. That is the way I have interpreted the company’s 
growth and development. 

Since 1994, the year in which your current chairman, 
Mr. Inoue, was appointed president, the company has 
been undergoing major reforms in which higher goals are 
increasingly being set. It entered into the residential air 
conditioner market as a new profit pillar, allowing it to vir-
tually fly to the top of the industry in the blink of an eye.

Moreover, Daikin was aggressively advancing into 
global markets and rapidly working to promote air con-
ditioners in Europe at the time when market penetration 
of air conditioners was still low. Then there was the year 
of a rare heat wave, and Daikin succeeded in Europe by 
moving with lightning speed to meet the demand for air 
conditioners. 

Take China, too, as an example. The company made a 
gutsy decision in adopting an open technology strategy 
in its alliance with Gree Electric Appliances, China’s 
largest electronics manufacturer, as Daikin continued 
to engage in operation expansion throughout that vast 
country. After seeing this specific example and the M&A 
in the video, I understood the underlying principle and 
gained a new sense of respect for the company. 

North America is the largest air conditioning market 
in the world, but the U.S. generally uses air conditioning 
systems that convey air through the entire building using 
air ducts. It is a completely different air conditioning 
system than the one typically used in the Japanese air 
conditioning market. Daikin boldly embarked upon a 
market in a manner that is quite unique from the Japa-
nese perspective: it acquired Goodman, the largest res-
idential air conditioning manufacturer in the U.S., and 
basically availed itself to a strong product lineup and the 
industry’s largest sales network.

I get the sense that, in this way, Daikin, led by Mr. 
Inoue, has been able to implement an audacious business 
strategy in response to the characteristics of various 
markets throughout the world. As a result, its financials 
have never been better than the past 10 years, a span of 
time in which Inoue has led the company to a doubling 
of its sales and profit. In addition, the percentage of over-
seas sales among all sales increased from 40-49% to 70-
79% and the percentage of overseas employees increased 
from some 40% to 80%, as the company has transformed 
itself both in name and substance to a global company 
that has garnered a solid and revered position throughout 
the world. 

While our industries differ, I also come from the world 
of monozukuri (the art of manufacturing). I surmise that 
the company’s meteoric rise stems from the thorough-
going and relentless pursuit of innovation from the very 
time of its inception. I think it’s splendid that Chairman 
Inoue’s brave decisions and ability to implement them 
has enabled this company to bring its innovations to 
market as viable products.

Japan is a wonderful country with four distinct seasons. 
Summer is extremely hot. The rainy season can get incred-
ibly humid. The winter is dry and cold. Even with such a 
varied climate, we can enjoy constant comfort in our of-
fices, homes, and means of transportation including trains, 
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Chairman & CEO, Canon Inc.

The former chairman for the Keidanren (Japan Business Federation). 
Using his 23 years of experience in the U.S., he has engaged in com-
pany reforms to nurture the company into the top manufacturer of 
printers and cameras. 

Mr. Fujio Mitarai,
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What’s more amazing, however, is the speed in which 
the company makes business decisions, develops specif-
ic plans, and takes action. The company could not have 
succeeded unless all three of these were present. The fact 
that it was able to succeed in seven different overseas 
regions also stemmed from the efforts of young Daikin 
employees on the frontlines embodying the will of the 
company’s leaders, seriously applying themselves at the 
worksite, implementing plans after acquiring knowledge 
of the facts, and doing all of this with great speed.

Speed is fundamental to any business. Daikin is a very 
representative of this. Hesitation in making decisions has 
hindered most companies in capitalizing on the rapid glo-
balization occurring over the past 10 years. Everybody 
blames this on deflation in Japan, but that’s not the real 
reason. I think that other business leaders could have suc-
ceeded as Daikin has if only they had looked beyond de-
flation in making decisions and taking action with greater 
speed. 

What will happen in the next 10 years? It is very dif-
ficult to envision how the consumer market will change 
considering the facts that the world’s population has in-
creased so greatly, and the world has become so civilized. 
I heard that Mr. Inoue will step down as CEO in this 
time of uncertainty when it is difficult to envision market 
changes. I do not know how this will affect his standing 
in the future. However, based on the experience of the 
past 10 years, I would unreservedly say that the responsi-
bility to realize what is needed in terms of the company’s 
speed of business decisions, speed of developing specific 
plans, and speed of actions still resides with Mr. Inoue. 

A new challenge will begin for the next 10 years. How-
ever, there is a possibility that people could become over-
confident. To prevent this, I think that the top leaders in 
the company have to strictly provide the younger leaders 
with subtle business instructions to sustain the next chal-
lenge.

Daikin has been able to succeed over the past 10 years 
due to its rapid business decisions and the strong opti-
mistic ambitions behind these decisions. Now, how will 
the next 10 years turn out? I expect that Mr. Inoue will 
continue to make the major decisions even after stepping 
down from his position as representative CEO. I look for-
ward to seeing what type of company Daikin becomes. 

The leaders of the company have a huge responsibility 
because 70 to 80% of the employees are non-Japanese, 
and there are so many employees within the overall 
company. There is responsibility for the lives, lifestyles, 
hopes, and wishes of those people, so I hope that the 
leaders will work hard over the next 10 years. It will 
come down to Chairman Inoue and President Togawa as 
to whether the company continues to show further sig-
nificant growth. So, even if Mr. Inoue’s title changes, the 
responsibility to continue growth remains.

Celebrating Our 90th Anniversary:
Congratulatory Speeches

Chairman and Ushio Group Representative, 
USHIO Inc.

Holds an important position in the financial circles that lead Japan's 
economy. Has served as a member of the Council on Economic and 
Fiscal Policy and garnered great trust from political circles.

Mr. Jiro Ushio,

It’s been 10 years since I was given the opportunity 
to greet those attending the 80th anniversary ceremony. 
I was very surprised when I saw the video A Decade of 
Change at Daikin, and I would like to congratulate the 
company on its hard work and success.

The Daikin Group of today has significantly exceeded 
even the most optimistic forecast that anyone could have 
conceived at its 80th anniversary for its position 10 years 
later. No one could have ever imagined what Daikin has 
become today.

There are many companies that have increased only in 
their profits and revenue, but it is quite more difficult for 
a company to enter the markets of completely different 
countries, including those of Europe and Asia, India, 
and the U.S., and overcome the diverse facets of each 
locale to achieve success.

There are always incongruous aspects accompanying 
a major decision to expand to an overseas market. What 
may work in China, may not work in India. However, 
Daikin has been able to succeed in its expansion to sev-
en regions outside of Japan. A major strength of Daikin 
is its belief in a positive result when it acts. 

The French philosopher Alain once said, “Pessimism 
comes from the temperament, optimism from the will.” 

I think that the Daikin Group is supported by a very 
strong sense of optimism that is centered on the efforts 
of Mr. Inoue. Most business owners succeed with a sense 
of optimism. If such optimism no longer holds true, then 
it has only faded away for those people. Through this 
optimism, Daikin has been a successful example rarely 
seen in these past 10 years of a company expanding fur-
ther and succeeding in diverse business environments. 

I was also impressed with the speed at which difficult 
business decisions were made when faced with so many 
mixed signals. Every time I play golf with Mr. Inoue, it 
strikes me that everything he does is done quickly, and 
that includes business decisions.
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I would like to congratulate the company on its 90th 
anniversary.

I have brought a magazine with me today. What it says 
on it is that “People are Power.” This is the 300th issue of 
Examiner, a magazine published by a magazine company 
operated by Mr. Hiroshi Majima. Part of that commemo-
rative issue includes a two-hour conversation I had with 
Chairman Inoue.

We mention in our discussions that our philosophies 
are quite similar in that we both think that people should 
be central to management of a company: in other words, 
a company leader may be able to decide all the right ac-
tions in terms of goods and money, but that same leader 
will never accomplish anything without people.

Daikin has the Daikin Leadership Development Pro-
gram (D-LDP). We at Daiwa House also have our own 
program similar to D-LDP. Seventy of those who com-
pleted the program are now executives in our group. I 
have lectured at the D-LDP where I was very pleased to 
see a number of female employees actively participating. 
Everyone was very enthusiastic, listening intently. 

Chairman Inoue is three years my senior, and Daikin 
is Daiwa House’s ‘senior company’ since we will be cele-
brating our 60th anniversary next year. The video on our 
senior company has got me to thinking about what we 
should do in the future.

We manage our company based on the teachings of 
our founder, Nobuo Ishibashi. We heard speed mentioned 
earlier, and it is our founder who came up with the words, 
“Speed is the best service.” He also said, “Intuition comes 
first and rationale later.” If those without very much expe-
rience were to hear the words and only use intuition, they 
may eventually fail miserably. I think it’s quite amazing 
that Mr. Ishibashi told his employees to use their intuition 
based on all their experience and worksite expertise.

The deceased former chairman of Daikin, Mr. Minoru 
Yamada, the man who appointed Mr. Inoue to take his 

mostly thanks to the development and advancements seen 
in air conditioners. It may be one of the greatest innova-
tions over the past 100 years in terms of social contribu-
tion. The former Prime Minister of Singapore, Lee Kuan 
Yew, has been known to say that air conditioners are the 
reason why his country with a perpetually hot climate has 
been able to develop to this extent. Large and efficient air 
conditioning facilities are also needed in various industrial 
settings, including semi-conductor factories and data cen-
ters. Air conditioning has become a core industry that sup-
ports the growth and development of various industries. 

From its beginning, Daikin has continued to market 
creative products featuring the newest of technologies, 
including the realization of trains equipped with air 
conditioners, VRV for offices and homes, and a famous 
humidifying system that has no water supply, which 
is well-known as Ururu Sarara. I think I can conclude 
without exaggeration that the history of Daikin’s techno-
logical development represents the world’s history of air 
conditioning.

Daikin has used the latest and greatest innovations 
to change our lifestyles. You have continued to provide 
people in the world with the ability to live enriched and 
comfortable lives. “People-Centered Management,” your 
fundamental management philosophy, is what has creat-
ed these innovations and supported the growth of your 
operations. I think that this is the wonderful result of the 
integration of each and every employee’s capabilities 
based on the strong leadership of Chairman Inoue who 
has used this philosophy as his creed.

I think that the celebrations for the company’s 90th 
anniversary will continue 10 years down the road and 
even 100 years down the road after that. I hope that Dai-
kin continues to develop into the future and contribute to 
economies and societies of abundance and vitality. 

Lastly, as I wrap up my congratulatory message, I 
would like to wish for the continued success and devel-
opment of Daikin as well as the health and well-being of 
Chairman Inoue and all those at Dakin.
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general manufacturer of living environments.
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place, was born in the same year as our founder, Nobuo 
Ishibashi. I have heard that they got to know each other 
quite well as members of a group who were all born in 
the same year. The largest accomplishment for Mr. Ya-
mada can be found in naming Mr. Inoue his successor as 
president and, then, as chairman. Mr. Inoue places great 
importance on the Yamada family. I, too, wish to follow 
Mr. Inoue’s footsteps in this respect. 

Zenjiro Yasuda, the founder of the Yasuda Zaibatsu 
(financial group), stated, “A man is still a child in his 50’s 
or 60’s and only comes into his true manhood at the age 
of 80 or 90.” He, himself, retired once in his 70’s, but 
once again came back to his full duties at the age of 81 
or 82. This was a quote from part of a letter he wrote to 
a friend at the time. For whatever reason, there is noth-
ing mentioned of somebody in their 70’s. This may be 
because he was not on the frontlines in his 70’s. It’s not 
certain what he was doing. I have called the 70’s the days 
of youth, but things can differ depending on the way one 
thinks about it.

I think that the largest asset any company or person 
can have is health. As for those running a business, I 
would like to quote the words of Shinpei Goto, a man 
who successively held important posts as a bureaucrat 
and politician in the Meiji, Taisho, and Showa Eras, who 
said in regards to executives, “I rank those who leave be-
hind money at the bottom, those who leave behind work 
in the middle, and those who leave behind people at the 
top.” These words ring true to me. 

The magazine Examiner was issued two years ago, but 
a little before that happened, I heard Chairman Inoue say 
that Daikin would be the top air conditioning manufac-
turer in the world. I was told emphatically by our founder 
to have clear-cut ambition and goals. He fought a disease 
for four years before his death. During that period, I 
would go to our founder, Representative Director and 
Adviser at the time, before the monthly Executive Board 
Meeting. While he was on oxygen due to emphysema, 
there was one time when the two of us spoke without 
interruption for 15 hours and 15 minutes. During the 
conversation, he told me, “I will tell you everything - 
my life, war experience, being held in Siberia, return to 
Japan in 1948, the creation of the company, and pretty 
much everything up until this day.” He went over the im-
portant items two and three times.

Before he died, he said, “I was able to expand my com-
pany to that of a net worth of 1 trillion yen in one gener-
ation because I was lucky. I want you to build relation-
ships with lucky people.” When talking with Mr. Inoue 
for the Examiner article, he also said, “I am very lucky. I 
have been a very lucky business manager.” The word for 
luck in Japanese is written with the kanji (Chinese char-
acters) for ‘carry or move,’ so I think that luck is carried 
as a result of somebody’s own effort. Our founder, who 
also cited his luck in achieving quite favorable business 
results, had gone through so many hardships in his life 
that it would barely be possible to put all of them into 
words or on to paper. I think that all company founders 
go through such hardships. If they had lived uneventful 
lives, there would have been no way that their companies 
could have grown amidst this fierce competition.

Considering this, I can say that Chairman Inoue has 

made significant decisions. I think that I will also have 
to make the same types of decisions in the future. 
However, roughly one year before our founder died, 
and when our worth was around 1.3 trillion yen, Mr. 
Ishibashi requested that I create a group with a net worth 
of 10 trillion yen by our 100th anniversary. He said that 
was his dream. I was told to do something extremely 
enormous, and I am going to keep trying for as long as I 
have my health. 

I did not start working at Daiwa House immediately 
after graduating from university, so I am very lucky to 
be able to have had the opportunity to encounter such a 
good teacher. I am always grateful for where I am today. 
Every day, I pray to the portraits of my deceased par-
ents. I believe that those who do not value their parents 
can never succeed. When it comes to the company, the 
first founder of the company is the parent.

I have been living as an executive for over 30 years, 
and I have been able to meet with various individuals 
at the heads of various companies. The very successful 
individuals who stay very humble are the ones that I 
find amazing and worthy of respect. I have no respect 
for those who arrogantly lean back with pride over their 
accomplishments. I would say that most executives feel 
the same as I do. Since long ago, I have heard that “Pride 
will have a fall” and that “The boughs that bear the most 
fruit hang the lowest.” I would like to be a company 
leader that leaves people with a good appreciation of 
these types of sayings and philosophies. 

Chairman Inoue has announced that he will give up 
his right of representation and hand over the position 
of CEO to President Togawa. I think that Mr. Inoue has 
nurtured Mr. Togawa into the role of the president and 
will pass the post of CEO over to him in great anticipa-
tion. He will continue as an executive officer in the role 
of Global Group Representative. There are many com-
panies out there today where the president and chairman 
combination is a success and many others in which it 
is not. Chairman Inoue is now saying that the company 
will be the top manufacturer in fluorochemicals in the 
world. I think that Mr. Inoue and Mr. Togawa, with the 
bond between master and disciple, will surely be able to 
realize this dream, resulting in an even grander party for 
the 100th anniversary of the company. I expect that all 
of the employees will see an age of great prosperity and 
happiness. 

I have had a lot of fun at the Daikin Orchid over these 
past 10 years or so. Last year’s event featured a first-
year employee of the company as the emcee. To be able 
to provide such opportunities and nurture the develop-
ment of people in various ways is something that is truly 
eye-opening. 

I hope that everyone can remain healthy and work 
hard on the frontlines for as long as possible. May I con-
gratulate you all. 
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operated by Mr. Hiroshi Majima. Part of that commemo-
rative issue includes a two-hour conversation I had with 
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tions in terms of goods and money, but that same leader 
will never accomplish anything without people.

Daikin has the Daikin Leadership Development Pro-
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program similar to D-LDP. Seventy of those who com-
pleted the program are now executives in our group. I 
have lectured at the D-LDP where I was very pleased to 
see a number of female employees actively participating. 
Everyone was very enthusiastic, listening intently. 

Chairman Inoue is three years my senior, and Daikin 
is Daiwa House’s ‘senior company’ since we will be cele-
brating our 60th anniversary next year. The video on our 
senior company has got me to thinking about what we 
should do in the future.

We manage our company based on the teachings of 
our founder, Nobuo Ishibashi. We heard speed mentioned 
earlier, and it is our founder who came up with the words, 
“Speed is the best service.” He also said, “Intuition comes 
first and rationale later.” If those without very much expe-
rience were to hear the words and only use intuition, they 
may eventually fail miserably. I think it’s quite amazing 
that Mr. Ishibashi told his employees to use their intuition 
based on all their experience and worksite expertise.

The deceased former chairman of Daikin, Mr. Minoru 
Yamada, the man who appointed Mr. Inoue to take his 

mostly thanks to the development and advancements seen 
in air conditioners. It may be one of the greatest innova-
tions over the past 100 years in terms of social contribu-
tion. The former Prime Minister of Singapore, Lee Kuan 
Yew, has been known to say that air conditioners are the 
reason why his country with a perpetually hot climate has 
been able to develop to this extent. Large and efficient air 
conditioning facilities are also needed in various industrial 
settings, including semi-conductor factories and data cen-
ters. Air conditioning has become a core industry that sup-
ports the growth and development of various industries. 

From its beginning, Daikin has continued to market 
creative products featuring the newest of technologies, 
including the realization of trains equipped with air 
conditioners, VRV for offices and homes, and a famous 
humidifying system that has no water supply, which 
is well-known as Ururu Sarara. I think I can conclude 
without exaggeration that the history of Daikin’s techno-
logical development represents the world’s history of air 
conditioning.

Daikin has used the latest and greatest innovations 
to change our lifestyles. You have continued to provide 
people in the world with the ability to live enriched and 
comfortable lives. “People-Centered Management,” your 
fundamental management philosophy, is what has creat-
ed these innovations and supported the growth of your 
operations. I think that this is the wonderful result of the 
integration of each and every employee’s capabilities 
based on the strong leadership of Chairman Inoue who 
has used this philosophy as his creed.

I think that the celebrations for the company’s 90th 
anniversary will continue 10 years down the road and 
even 100 years down the road after that. I hope that Dai-
kin continues to develop into the future and contribute to 
economies and societies of abundance and vitality. 

Lastly, as I wrap up my congratulatory message, I 
would like to wish for the continued success and devel-
opment of Daikin as well as the health and well-being of 
Chairman Inoue and all those at Dakin.
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Social Reception
―Experiencing the Cohesive Power of the Daikin 
Global Group!
The social reception had approximately 2,000 Daikin Group employees in attendance to celebrate 
the significant progress made until now. 

Honorary Advisor, IBM Japan Co., Ltd., 
and Member of the Advisory Council, 
Daikin Industries, Ltd.

Joined IBM Japan in 1953 and served as the 
President from 1975 to 1993, during which 
time IBM Japan expanded to a 1-trillion-
yen business. 

Mr. Takeo Shiina,
Congratulatory Speech

I am in awe after hearing A Decade of  Change at Daikin today. I ap-
plaud and congratulate all of you for the outstanding performance and 
results you have achieved in the past 10 years. They truly are remark-
able.

As a member of the Advisory Council, I have been watching Daikin 
from outside for more than 10 years, and, as I see it, Daikin possesses 
three precious assets:

The first asset is a market in the form of air. 
When we refer to markets, they usually have some sort of relation-

ship to populations or something concrete. However, you can find air 
anywhere in the world, be it the North or South Pole or a cold or hot 
place. Air is everywhere. This air is the source of Daikin business, and 
it is a very good business at that (laughs). Moreover, this air makes mis-
chief, such as getting too hot or too cold. 

I have just been to a neighboring country where the air was so pol-
luted that the sun was almost a white haze even though it was daylight. 
Daikin handles such air as its business, which makes it an unlimited 

business. So it stands to reason that Daikin should be achieving sales 
twice that it is making now! Am I overly exaggerating (laughs)?

The second asset is globalization.
In February of this year, I had an opportunity to visit Shanghai with 

the members of Daikin’s Advisory Council and observe the operation of 
Daikin (China) Investment. Actually, I have observed Daikin’s business 
operations in many different countries and regions in the past decade, 
such as Belgium, Eastern Europe, Turkey, and Rome. 

I often hear many companies boast that “our company is manufactur-
ing products overseas” or “we are selling products in Africa,” and some 
people think that this is globalization. But it is not, not really. Compared 
to those companies and people, Daikin’s globalization is genuine. This 
is because the Daikin people are truly global personnel, which is also a 
truly remarkable thing.

When I visited Daikin (China) Investment, I was almost in tears of 
joy because I was able to see Chinese people diligently working there 
based on their love and commitment for the company, Daikin, without 

Social Reception
―Experiencing the Cohesive Power of the Daikin 
Global Group!
The social reception had approximately 2,000 Daikin Group employees in attendance to celebrate 
the significant progress made until now. 
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Social Reception

Toast Remarks

Supreme Adviser, Chief Executive 
Officer of Ryukyu Broadcasting 
Corporation

He is the leader of mass media in Okinawa. 
Thanks to his tremendous support, Daikin 
has been co-hosting the Daikin Orchid Ladies 
Golf Tournament in Okinawa every year with 
Ryukyu Broadcasting Corporation since 1988.

Mr. Kunio Oroku,

Ladies and gentlemen, I came from Okinawa, Japan. Chairman In-
oue, congratulations on your anniversary! (He began in English.)

That is all I can say so my English speech must end here (laughs). 
In the last 20 years, Daikin Industries has expanded its sales to rough-

ly 1.8 trillion yen. I believe this is the result of the aggressive corporate 
strategies that have been implemented without fear and without taking 
matters lightly thanks to the leadership of Chairman Inoue.

Tomorrow, Daikin launches a new decade-long journey towards its 
100th anniversary.

With all the people who are gathered here today, I would like to make 
a toast to the new launch and further progress of Daikin. Please raise 
your glasses high and offer a toast in unison after me.

‘To Daikin’s further expansion around the world, to the health and 
success of Daikin’s staff, and to the prosperity of everyone who is gath-
ered here today, cheers!’

any regard to whether it’s a Chinese or Japanese company. 
This leads to the third asset, People-Centered Management.
In other words, it is management that values and cares for people. I 

have been able to get a glimpse of Daikin’s People-Centered Manage-
ment on many occasions today. 

When we visited Daikin (China) Investment, Mr. Yuan Fang gave 
each of us a booklet as a souvenir that the Chinese employees wrote in 
Japanese expressing their hearts and souls. The cover reads People-Cen-
tered Management. This is precisely the third asset.

You all are making your utmost efforts at places where there is plenty 
of air and amidst opportunities where you may achieve sales ten times 
higher than current. I am impressed as I witnessed that the Daikin staff 
has achieved really great globalization.

I sincerely hope that Daikin will continue to grow further in 10 years, 
20 years from now, and for many more years to come. 

Chap.1
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luted that the sun was almost a white haze even though it was daylight. 
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business. So it stands to reason that Daikin should be achieving sales 
twice that it is making now! Am I overly exaggerating (laughs)?

The second asset is globalization.
In February of this year, I had an opportunity to visit Shanghai with 
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Daikin (China) Investment. Actually, I have observed Daikin’s business 
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I often hear many companies boast that “our company is manufactur-
ing products overseas” or “we are selling products in Africa,” and some 
people think that this is globalization. But it is not, not really. Compared 
to those companies and people, Daikin’s globalization is genuine. This 
is because the Daikin people are truly global personnel, which is also a 
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Mr. Toshio 
Morikawa,
Advisor, Sumitomo Mitsui 
Banking Corporation, and 
Member of the Advisory 
Council, Daikin Industries, 
Ltd.

When addressing the social reception at the celebration of Daikin’s 80th anniversary 
I said that Daikin was a “excellent student.” To be honest with you, the implication when 
I said this was that I had no criticisms regarding the management effi ciency metrics but 
would caution against the company becoming too compact. 

This has proven to be a groundless fear and shown my lack of vision. Today, as I 
observed all of these flags from around the world on the stage, my heart was full of 
emotion.

One of the driving forces behind this signifi cant growth is the rapid manner in which 
decisive action has been taken after careful consideration. This represents an accumu-
lation of thorough deliberation and decisive action, a product of the fi rmly established 
corporate culture at Daikin in which “all of its members proactively and enthusiastically 
engage in their respective jobs and fi elds.” 

Corporate culture cannot be changed overnight, and as such I believe that the 100th 
anniversary will celebrate a company that has developed even further and taken its 
rightful place among the top global companies.

In celebrating its 90th anniversary, Daikin has been able to achieve its position as 
the top manufacturer in the air conditioning industry under the excellent leadership of 
Chairman Inoue and the efforts of all its employees. Let me offer my heartfelt congratu-
lations. 

The spirited and proud expressions on all of the country representatives holding 
their fl ags at the front of the stage in the commemorative ceremony and social reception 
deeply impressed me.

Daikin has expanded throughout the world, and it has begun with a new company 
system that one could say is the touchstone that will enrich its top spot in the industry. 
Though the global air conditioning market is expected to continue to grow, participants 
will be forced to succeed in an environment of mega-competition, including software. It 
is my sincere wish that Daikin can continue to grow and develop to its 100th anniversary 
with its principle of People-Centered Management.

After the emotions I felt at the 80th anniversary, I came today with great anticipation 
and excitement. I think that the company has displayed outstanding growth and devel-
opment over the past 10 years based on its basic and unbending policy of engaging in 
management that places importance on people. It provides me with another opportunity 
to express my sincere respect for Daikin’s amazing integrated management that has led 
to its global business expansion, including its active M&A, based on the company’s fun-
damental principles of valuing the customers and employees.

With all of the fervor at today’s reception, I gained a strong sense of the intense pas-
sion of the leaders from all over the world who have come to experience ‘Daikin-ism,’ 
and I bear witness to their zeal for further growth of the business and their sense of uni-
ty.

The imprint of dynamic strategies and their implementation in the U.S. and China, 
in particular, gives us a very good sense of the essence of Daikin’s management over the 
short, medium, and long-term.

I pay tribute to Daikin’s fantastic past 10 years and very much look forward to its 
further success as it leverages its history of development. 

Mr. Goro 
Watanabe,
Former and Executive Vice 
President, Mitsui & Co., 
Ltd., and Member of the 
Advisory Council, Daikin 
Industries, Ltd.

Mr. Kenji 
Miyahara,
Honorary Adviser, Sumito-
mo Corporation, and Mem-
ber of the Advisory Council, 
Daikin Industries, Ltd.

Celebrating Our 90th Anniversary
‒Messages from Distinguished Guests
We received a number of messages from guests attending the festivities celebrating Daikin’s 90th anniversary and would 
like to share some of their comments. 
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I would like to once again express my appreciation for being provided the opportunity 
to learn at the May 13 commemorative ceremony about the company’s main areas of focus 
toward its 100th anniversary and for being given valuable time to spend with the leaders from 
each industry at a wonderful reception party of unrivaled hospitality.

I would suspect that it has not always been smooth sailing over the past 90 years since the 
company’s establishment in 1924. I salute the efforts of the company’s past executives inside 
and outside of Japan, Chairman Inoue, the current executives, and all the employees in devel-
oping the company into the top air conditioning manufacturer in the world.

I think that the company has been able to achieve this because each person in the company 
has believed in the infinite potential of people, continuously taken on challenges toward lofty 
goals, and continued to evolve according to management principles based on the three core 
values of Absolute Credibility, Enterprising Management, and Harmonious Personal Relations.

In closing, as per the golden words of wisdom, “The boughs that bear the most fruit hang 
the lowest,” I hope that Daikin can develop even further as it moves toward its 100th anniver-
sary by listening to society with even greater humility than it has in the past in order to con-
tribute to solving social issues.

I am happy to hear and see that Daikin has reached this very special day in such ex-
cellent condition. When I saw all of the countries’ flags at the commemorative ceremony, 
I regained a true sense of the extent that Daikin has become a global company. Quite 
impressive!

Having served as an External Member of the Board, I have had the privilege to 
watch the growth of the company from a nearby vantage point over the past 12 years, 
walked alongside the company, and felt tremendous pride in all Daikin has accom-
plished.

Coupled with its persistently high goals and the sharing of dreams by one and all, 
Daikin has battled under the banner of People-Centered Management to attain the top 
position of the global air conditioning industry. I want all of you at Daikin to continue to 
advance forward with pride in this.

On the occasion of the 90th anniversary of the company, I hope that all of those at 
Daikin and those supporting the company continue with your activities to solidify its 
worldwide status in the industry as the top company as it advances forward toward its 
100th anniversary.

As a Member of the Advisory Council, I have had the pleasure to see the growth 
of your company over many years. I am very happy to see that Daikin has reached the 
very important juncture as the top air conditioning manufacturer in the world and one of 
Japan’s top global companies almost as if it were my own personal success. Congratula-
tions from the bottom of my heart.

The unbelievable efforts of Chairman Inoue and all those under the Daikin fold have 
achieved this, and I would like to see this vigor continue until the 100th anniversary.

I hope that Daikin can refine its People-Centered Management, its Enterprising 
Management, and its ultimate hospitality company principles to function as Japan’s rep-
resentative as one of the most prominent excellent companies in the world in advancing 
forward to its 100th anniversary.

Mr. Yoshio 
Tateishi,
Honorary Chairman, 
OMRON Corporation, and 
Member of the Advisory 
Council, Daikin Industries, 
Ltd.

Mr. Iwao  
Nakatani,
Chairman, The Board of 
Counselors, Mitsubishi UFJ 
Research and Consulting 
Co., Ltd., and Member of the 
Advisory Council, Daikin 
Industries, Ltd.

Ms. Chiyono 
Terada,
President & CEO, Art 
Corporation, and External 
Member of the Board, 
Daikin Industries, Ltd.

Celebrating Our 90th Anniversary
‒Messages from Distinguished Guests
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Mr. Toshio 
Morikawa,
Advisor, Sumitomo Mitsui 
Banking Corporation, and 
Member of the Advisory 
Council, Daikin Industries, 
Ltd.

When addressing the social reception at the celebration of Daikin’s 80th anniversary 
I said that Daikin was a “excellent student.” To be honest with you, the implication when 
I said this was that I had no criticisms regarding the management effi ciency metrics but 
would caution against the company becoming too compact. 

This has proven to be a groundless fear and shown my lack of vision. Today, as I 
observed all of these flags from around the world on the stage, my heart was full of 
emotion.

One of the driving forces behind this signifi cant growth is the rapid manner in which 
decisive action has been taken after careful consideration. This represents an accumu-
lation of thorough deliberation and decisive action, a product of the fi rmly established 
corporate culture at Daikin in which “all of its members proactively and enthusiastically 
engage in their respective jobs and fi elds.” 

Corporate culture cannot be changed overnight, and as such I believe that the 100th 
anniversary will celebrate a company that has developed even further and taken its 
rightful place among the top global companies.

In celebrating its 90th anniversary, Daikin has been able to achieve its position as 
the top manufacturer in the air conditioning industry under the excellent leadership of 
Chairman Inoue and the efforts of all its employees. Let me offer my heartfelt congratu-
lations. 

The spirited and proud expressions on all of the country representatives holding 
their fl ags at the front of the stage in the commemorative ceremony and social reception 
deeply impressed me.

Daikin has expanded throughout the world, and it has begun with a new company 
system that one could say is the touchstone that will enrich its top spot in the industry. 
Though the global air conditioning market is expected to continue to grow, participants 
will be forced to succeed in an environment of mega-competition, including software. It 
is my sincere wish that Daikin can continue to grow and develop to its 100th anniversary 
with its principle of People-Centered Management.

After the emotions I felt at the 80th anniversary, I came today with great anticipation 
and excitement. I think that the company has displayed outstanding growth and devel-
opment over the past 10 years based on its basic and unbending policy of engaging in 
management that places importance on people. It provides me with another opportunity 
to express my sincere respect for Daikin’s amazing integrated management that has led 
to its global business expansion, including its active M&A, based on the company’s fun-
damental principles of valuing the customers and employees.

With all of the fervor at today’s reception, I gained a strong sense of the intense pas-
sion of the leaders from all over the world who have come to experience ‘Daikin-ism,’ 
and I bear witness to their zeal for further growth of the business and their sense of uni-
ty.

The imprint of dynamic strategies and their implementation in the U.S. and China, 
in particular, gives us a very good sense of the essence of Daikin’s management over the 
short, medium, and long-term.

I pay tribute to Daikin’s fantastic past 10 years and very much look forward to its 
further success as it leverages its history of development. 

Mr. Goro 
Watanabe,
Former and Executive Vice 
President, Mitsui & Co., 
Ltd., and Member of the 
Advisory Council, Daikin 
Industries, Ltd.

Mr. Kenji 
Miyahara,
Honorary Adviser, Sumito-
mo Corporation, and Mem-
ber of the Advisory Council, 
Daikin Industries, Ltd.

Celebrating Our 90th Anniversary
‒Messages from Distinguished Guests
We received a number of messages from guests attending the festivities celebrating Daikin’s 90th anniversary and would 
like to share some of their comments. 
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I took part in the 90th Anniversary Commemorative Ceremony & Social Reception on 
May 13. I was able to get a sense of Daikin’s vigorous growth in this huge swell of global-
ization.

I think that President Togawa’s easy-going, easy-to-understand, positive, and strong pre-
sentation resonated with the members from the respective countries.

I also felt a unity within this global company, Daikin, from the enthusiasm and excite-
ment of the countries’ representatives holding their national flags on the stage at the recep-
tion. It assured me that Daikin had begun its next 10 years toward its 100th anniversary. The 
commemorative events were of a high quality and well organized, which was very pleasing 
for the participants.

I think that Daikin’s sense of hospitality is the secret ingredient behind the refreshing 
and relaxed feeling to all of the events.

Celebrating this milestone, the 90th anniversary of the company, is very meaningful in 
terms of going back and taking another look at the company’s origins and contemplating the 
nature of the company from here on.

Our modern civilization has developed through consumption of fossil fuels. This, un-
fortunately, has led to new problems of global warming and air pollution. Companies exist 
to increase the happiness of society. Daikin has continued to improve the quality of air that 
people need to survive by providing them with comfort in their lives. In conjunction with 
economic development, the need for a comfortable air environment is expected to increase 
primarily in the emerging markets. This said, when considering the current state of the glob-
al environment, the need for technology that creates a comfortable environment with less 
energy will increase as we go into the future.

Daikin is already the top air conditioning manufacturer in the world, but by the 100th 
anniversary, I expect and want to see the company be a leading global company that contrib-
utes much more to the happiness of mankind through a higher level of innovation than the 
present day.

It was my pleasure and honor to take part in the 90th anniversary commemorative 
events, in addition to the 80th anniversary events.

The past 10 years have been a period of significant change as a strong headwind has 
blown into the faces of Japanese companies, particularly in the manufacturing industry. Dai-
kin has managed to achieve an impressive performance in this environment, developing into 
the top manufacturer in its primary field of air conditioning, and competing well in chemi-
cals and other fields. The expressions on the faces of the some 2,000 managers and employ-
ees participating from around the world were bright and cheerful, showing the pleasure and 
confidence of achievement. The success is a result of the leadership efforts of Chairman 
Inoue, who has an appealing personality and excellent management prowess, the teamwork 
between President Togawa and senior management, and the efforts of all the employees. All 
this is testimony to how right the People-Centered Management principles are. However, the 
party is over. Everyone has to be ready for another 10-year period of fluctuations as well as 
its trials and tribulations while working to increase cohesive forces and have the resulting 
strength reflected in the products and services that contribute to and delight those all over 
the world.

It is only my opinion, but I believe that more than each employee working inde-
pendently, it will require an open and relaxed creativity, a fusion of different cultures, and 
an evolution to a network-type management system organizing them. I hope to see further 
development of the company into an excellent global company as it works toward its 100th 
anniversary, and I once again congratulate the company on its 90th anniversary.

Mr. Kousuke 
Ikebuchi,
Advisor, Senior Technical 
Executive, Toyota Motor 
Corporation, and External 
Member of the Board, 
Daikin Industries, Ltd.

Mr. Yoshiyuki 
Kaneda,
Former Officer, Sony Corpo-
ration, and External Audit & 
Supervisory Board Member, 
Daikin Industries, Ltd.

Mr. Ryu Yano,
Chairman of the Board, 
Sumitomo Forestry Co., 
Ltd., and External Audit & 
Supervisory Board Member, 
Daikin Industries, Ltd.
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On May 13, a commemorative ceremony and 
social reception were held and many of the leaders 
of the Daikin Workers Union attended. There were 
representatives from many countries throughout 
the world participating, including speeches from 
guests. It allowed us to reconfirm the growth and 
development of the Daikin Group over the past 
10 years. It also gave us the opportunity to see the 
company’s global development and the expansion 
of its enterprises. People-Centered Management 
forms the solid foundation for this, and I strongly 
believe it is the reason why the company has been 
able to make huge leaps.

In recent years, many people both inside and 
outside the company have often mentioned how 
amazing Daikin is, and we sense the same. I feel 
that the company is going to globalize even more 
in the future. I feel that these commemorative 
activities represent a starting point for us in that 
we are moving toward the significant challenge of 
aiming to be a truly excellent company on a global 
scale. I hope that all employees can unite towards 
challenging goals and proceed to create delight for 
everyone.

While attending the commemorative cere-
mony and social reception, I was surprised at the 
large number of participants from overseas and 
the strong passion they displayed – something that 
is truly indicative of a multinational company. It 
also gave me the opportunity to get a first-hand 
look at the major growth that the Daikin Group 
has undergone. It was a day that truly touched me.

In the past 10 years, the decision-making capa-
bilities of senior management, including Chairman 
Inoue, and the ability of all employees throughout 
the world to implement these decisions have es-
tablished a solid business foundation unseen in 
any other company. It is my sincere wish that in 
the next 10 years Daikin uses its People-Centered 
Management philosophy to accomplish unimag-
inable growth and development as an organization 
of robust global winners in which the unlimited 
potential of each and every person is maximized.

So in congratulations, we the employees in the 
Daikin Workers Union, too, pledge to continue our 
efforts toward the happiness of those who work at 
Daikin and their families based on the labor rela-
tions that we have nurtured to this day. 

Mr. Satofumi 
Shimazu,
Chairman, Joint Associ-
ation of Daikin Workers 
Union
Senior Advisor, Daikin 
Workers Union

Mr. Yutaka 
Horita,
Chairman, Central Exec-
utive Committee, Daikin 
Workers Union

A message from the leaders of the Daikin Workers Union who 
have walked with the company on this long journey
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I took part in the 90th Anniversary Commemorative Ceremony & Social Reception on 
May 13. I was able to get a sense of Daikin’s vigorous growth in this huge swell of global-
ization.

I think that President Togawa’s easy-going, easy-to-understand, positive, and strong pre-
sentation resonated with the members from the respective countries.

I also felt a unity within this global company, Daikin, from the enthusiasm and excite-
ment of the countries’ representatives holding their national flags on the stage at the recep-
tion. It assured me that Daikin had begun its next 10 years toward its 100th anniversary. The 
commemorative events were of a high quality and well organized, which was very pleasing 
for the participants.

I think that Daikin’s sense of hospitality is the secret ingredient behind the refreshing 
and relaxed feeling to all of the events.

Celebrating this milestone, the 90th anniversary of the company, is very meaningful in 
terms of going back and taking another look at the company’s origins and contemplating the 
nature of the company from here on.

Our modern civilization has developed through consumption of fossil fuels. This, un-
fortunately, has led to new problems of global warming and air pollution. Companies exist 
to increase the happiness of society. Daikin has continued to improve the quality of air that 
people need to survive by providing them with comfort in their lives. In conjunction with 
economic development, the need for a comfortable air environment is expected to increase 
primarily in the emerging markets. This said, when considering the current state of the glob-
al environment, the need for technology that creates a comfortable environment with less 
energy will increase as we go into the future.

Daikin is already the top air conditioning manufacturer in the world, but by the 100th 
anniversary, I expect and want to see the company be a leading global company that contrib-
utes much more to the happiness of mankind through a higher level of innovation than the 
present day.

It was my pleasure and honor to take part in the 90th anniversary commemorative 
events, in addition to the 80th anniversary events.

The past 10 years have been a period of significant change as a strong headwind has 
blown into the faces of Japanese companies, particularly in the manufacturing industry. Dai-
kin has managed to achieve an impressive performance in this environment, developing into 
the top manufacturer in its primary field of air conditioning, and competing well in chemi-
cals and other fields. The expressions on the faces of the some 2,000 managers and employ-
ees participating from around the world were bright and cheerful, showing the pleasure and 
confidence of achievement. The success is a result of the leadership efforts of Chairman 
Inoue, who has an appealing personality and excellent management prowess, the teamwork 
between President Togawa and senior management, and the efforts of all the employees. All 
this is testimony to how right the People-Centered Management principles are. However, the 
party is over. Everyone has to be ready for another 10-year period of fluctuations as well as 
its trials and tribulations while working to increase cohesive forces and have the resulting 
strength reflected in the products and services that contribute to and delight those all over 
the world.

It is only my opinion, but I believe that more than each employee working inde-
pendently, it will require an open and relaxed creativity, a fusion of different cultures, and 
an evolution to a network-type management system organizing them. I hope to see further 
development of the company into an excellent global company as it works toward its 100th 
anniversary, and I once again congratulate the company on its 90th anniversary.

Mr. Kousuke 
Ikebuchi,
Advisor, Senior Technical 
Executive, Toyota Motor 
Corporation, and External 
Member of the Board, 
Daikin Industries, Ltd.

Mr. Yoshiyuki 
Kaneda,
Former Officer, Sony Corpo-
ration, and External Audit & 
Supervisory Board Member, 
Daikin Industries, Ltd.

Mr. Ryu Yano,
Chairman of the Board, 
Sumitomo Forestry Co., 
Ltd., and External Audit & 
Supervisory Board Member, 
Daikin Industries, Ltd.
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earing Chairman Inoue speak of outer space as a busi-
ness area made a deep impression on me. It caused me 

to reevaluate my own limited perspective and regain a sense of 
Daikin’s corporate culture where bold concepts are welcomed 
and encouraged.

His speech made me realize that for the AC business, rath-
er than attaining individual optimization such as temperature 
and humidity adjustment, we need to build a business strategy 
with larger concepts such as air quality and the environment 
to achieve the level of development to which Chairman Inoue 
aims as a company. For myself, I need to broaden my focus and 
change my mindset. (Global Procurement Division, Japan)

he approach to business domains was very refreshing 
to me. I think it will influence our future. Concentrat-

ing exclusively on the development of refrigeration equipment 
every day, I can’t help but have a narrow view of things and 
lose sight of the company’s vision for the future or development 
in industries other than refrigeration and air conditioning. After 
listening to today’s speech, I thought that we must look ahead to 
the future and bring together technologies that can be incorpo-
rated into a future concept of “air.” 
(Refrigeration Division, Japan)

aving entered Daikin as a mid-career hire, this was my 
first experience with this type of ceremony where all 

employees gather under one roof.  I feel it stimulates an aware-
ness of “people sharing food out of the same pot” and creates an 
atmosphere in which all employees unite with the intention of 
contributing to company development. This ceremony offered 
me a good chance to know people from other bases, and I felt 
proud to belong to Daikin. (AC Manufacturing Division, Japan)

he Oil Hydraulics Division achieved a record net profit 
in the year celebrating our 90th anniversary. However, 

we still have much to do. At the 100th anniversary, I hope that 
all of our members will joyfully gather together with confidence 
in having become one of the three main business pillars. (Oil 
Hydraulics Division, Japan)

he music played by the pianist Momo Kodama was 
brilliant. I felt like the hearts of all the people in the 

hall became one from the beautiful sound of her piano. I will re-
member this feeling forever, and it makes me want to contribute 
to making Daikin history. (AC Division, China)

’m reminded once again that I am a member of the glob-
al No. 1 air conditioning manufacturer. After participat-

ing in the ceremony, I gained a truer sense of what it means to be a 
member of the Daikin Group, and this motivates me to reach even 
higher in the future to achieve both individual and company goals. 
I look forward to seeing where we will be in ten years. 
(AC Division, USA)

y frank and honest feeling was amazement at how 
remarkable our company has become. It renewed my 

confidence and pride in Daikin. At the same time I feel inspired 
to achieve our sales target of 2 trillion yen and realize the vision 
of what our company should be in 10 years, I also keenly feel the 
weight of that responsibility. (AC Sales Division, Japan)

he Chairman’s speech covered a wide range of topics, 
even reaching to space. I was surprised how high his 

aims were. I am of two minds: one that is excited to know that 
our business has great potential for the future and one that is more 
somber in the knowledge that it is our responsibility to create it. 
(After Sales Service Division, Japan)

istening to Chairman Inoue’s speech in person, I strongly 
sensed the “People-Centered Management” embedded 

into the Daikin Group’s DNA. It made me think how I can pass 
down this good corporate culture to more employees. 
(Chemicals Division, China)

apid globalization can be somewhat intimidating. By 
2015, the percentage of Japanese in the Daikin Group 

will be just 17%. This has given me greater drive to change the 
way I work to raise efficiency and provide greater leadership or 
else risk suffering a diminished role in the company.To be a fully 
contributing member to the company among this kind of diversity 
in human resources, I intend to further intensify my efforts while 
reflecting upon the direction of my career and approaching my 
work with greater enthusiasm. (Chemicals Division, Japan)

 realized once again that Daikin is a truly global compa-
ny. I have tended to look at things from the microcosm 

of Japan, but in the future I will be taking a broader perspective. 
(Corporate Communication Dept., Japan)

Taking Pride in 90 Years of Growth to Spur Determination toward the 100th Anniversary!
‒Messages from Participants at the 90th Anniversary Commemorative Ceremony

I

Below are some views of participants at Daikin Group’s spirited ceremony and social reception.
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tanding on stage in front of the members of the Daikin 
Group with the national flag of my country in hand 

is a lifetime memory. With this feeling and pride in my heart, I 
want to contribute to the development of the Daikin Group. 
(AC Division, Europe)

ith the substantial global breakthrough, I sensed great-
er confidence among overseas staff members in the 

knowledge that they are “supporting company growth and have 
become a pillar of sustained profit.”  This opportunity made me 
cognizant of the necessity for Japan to always attract global in-
terest and attention in the future by building a strong position as 
the global mother base that conveys creativity and technological 
capabilities to the world. (AC Manufacturing Division, Japan)

hen I saw the national flags on the stage and my col-
leagues from all over the world united in sharing the 

same joy in the social reception hall, I was excited about the in-
finite possibilities of the Daikin Group. I am also honored to be 
a member of the Daikin Group. (AC Division, Asia/Oceania)

he existence of Japan as the mother base will be lost 
unless we further strengthen the raison d'etre (reason 

for existence) of DIL, promote deeper collaborations with other 
bases, and reform our work style. I intend to execute my daily 
tasks at a higher order of magnitude. 
(AC Manufacturing Division, Japan)

t is not easy to have love for the company and a feel-
ing that work is one of life’s joys. Although I have 

experienced difficulties, success, a feeling of accomplishment, 
and sometimes setbacks so far, I believe a joy has naturally 
developed through hard work with the colleagues under the 
leadership of the senior management. There are 56,000 fellow 
members with whom we can share joy with one another. This is 
the feeling that we share at the 90th Anniversary Commemora-
tive Ceremony. (Chemicals Division, Japan)

 think the reason our company has been able to keep 
growing for a long period of 90 years is our managers’ 

guts and intuition to make decisions as well as their foresight. 
Our company has maintained a delicate balance between cohe-
sive forces and centrifugal forces. I feel that the bigger the orga-
nization, the more difficult it is to maintain the balance. There-
fore, developing unique ideas and concepts that our competitors 
do not possess is important for Daikin’s growth toward its 100th 
and 150th anniversaries. I think the role of our middle manage-

ment is to create an organizational environment that inspires the 
imagination and appreciates the innovative ideas of young engi-
neers. (Environmental Tech. Laboratory, Japan)

he grandeur and scale of the ceremony gave me a sense 
of the Daikin’s growth. It was a thought-provoking 

event that caused me to reflect on a perspective that focuses pri-
marily on Japan and made me rethink the role that Japan should 
play. (AC Sales Division, Japan)

istening to speeches by Chairman Inoue and other 
guests, I realized that the common threads for both 

the growth and success of a company are “existence of excel-
lent leaders” and “organizational DNA that can draw out the 
infinite potential of people.” Daikin has and should continue 
to have these two factors. I think there are many things that all 
employees, including myself, can do to implement People-Cen-
tered Management and draw out the infinite potential of people. 
Although many challenges still exist in the company, there is no 
doubt that Daikin is one of the brightest companies in Japan. I 
truly feel Daikin is a happy company with many challenges and 
infinite potential. (After Sales Service Division, Japan)

lthough I had rarely been aware of the world through 
my ordinary tasks, I was overwhelmed by the present 

state of Daikin’s global development after participating in the 
ceremony and social reception. I would like us to be aggressive 
in boldly moving forward as a united group so that we can look 
back and present a great ten-year leap for Japan at the 100th An-
niversary Ceremony. (AC sales companies, Japan)

rums beating in the social reception and the passion 
of the large crowd of Daikin Group colleagues were 

really overwhelming. This passion seemed to represent Daikin’s 
power of today. I vowed to work so that I can participate with 
pride as a member of the Daikin Group at the 100th Anniversary 
Ceremony. (AC Division, Europe)

Chap.1
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earing Chairman Inoue speak of outer space as a busi-
ness area made a deep impression on me. It caused me 

to reevaluate my own limited perspective and regain a sense of 
Daikin’s corporate culture where bold concepts are welcomed 
and encouraged.

His speech made me realize that for the AC business, rath-
er than attaining individual optimization such as temperature 
and humidity adjustment, we need to build a business strategy 
with larger concepts such as air quality and the environment 
to achieve the level of development to which Chairman Inoue 
aims as a company. For myself, I need to broaden my focus and 
change my mindset. (Global Procurement Division, Japan)

he approach to business domains was very refreshing 
to me. I think it will influence our future. Concentrat-

ing exclusively on the development of refrigeration equipment 
every day, I can’t help but have a narrow view of things and 
lose sight of the company’s vision for the future or development 
in industries other than refrigeration and air conditioning. After 
listening to today’s speech, I thought that we must look ahead to 
the future and bring together technologies that can be incorpo-
rated into a future concept of “air.” 
(Refrigeration Division, Japan)

aving entered Daikin as a mid-career hire, this was my 
first experience with this type of ceremony where all 

employees gather under one roof.  I feel it stimulates an aware-
ness of “people sharing food out of the same pot” and creates an 
atmosphere in which all employees unite with the intention of 
contributing to company development. This ceremony offered 
me a good chance to know people from other bases, and I felt 
proud to belong to Daikin. (AC Manufacturing Division, Japan)

he Oil Hydraulics Division achieved a record net profit 
in the year celebrating our 90th anniversary. However, 

we still have much to do. At the 100th anniversary, I hope that 
all of our members will joyfully gather together with confidence 
in having become one of the three main business pillars. (Oil 
Hydraulics Division, Japan)

he music played by the pianist Momo Kodama was 
brilliant. I felt like the hearts of all the people in the 

hall became one from the beautiful sound of her piano. I will re-
member this feeling forever, and it makes me want to contribute 
to making Daikin history. (AC Division, China)

’m reminded once again that I am a member of the glob-
al No. 1 air conditioning manufacturer. After participat-

ing in the ceremony, I gained a truer sense of what it means to be a 
member of the Daikin Group, and this motivates me to reach even 
higher in the future to achieve both individual and company goals. 
I look forward to seeing where we will be in ten years. 
(AC Division, USA)

y frank and honest feeling was amazement at how 
remarkable our company has become. It renewed my 

confidence and pride in Daikin. At the same time I feel inspired 
to achieve our sales target of 2 trillion yen and realize the vision 
of what our company should be in 10 years, I also keenly feel the 
weight of that responsibility. (AC Sales Division, Japan)

he Chairman’s speech covered a wide range of topics, 
even reaching to space. I was surprised how high his 

aims were. I am of two minds: one that is excited to know that 
our business has great potential for the future and one that is more 
somber in the knowledge that it is our responsibility to create it. 
(After Sales Service Division, Japan)

istening to Chairman Inoue’s speech in person, I strongly 
sensed the “People-Centered Management” embedded 

into the Daikin Group’s DNA. It made me think how I can pass 
down this good corporate culture to more employees. 
(Chemicals Division, China)

apid globalization can be somewhat intimidating. By 
2015, the percentage of Japanese in the Daikin Group 

will be just 17%. This has given me greater drive to change the 
way I work to raise efficiency and provide greater leadership or 
else risk suffering a diminished role in the company.To be a fully 
contributing member to the company among this kind of diversity 
in human resources, I intend to further intensify my efforts while 
reflecting upon the direction of my career and approaching my 
work with greater enthusiasm. (Chemicals Division, Japan)

 realized once again that Daikin is a truly global compa-
ny. I have tended to look at things from the microcosm 

of Japan, but in the future I will be taking a broader perspective. 
(Corporate Communication Dept., Japan)

Taking Pride in 90 Years of Growth to Spur Determination toward the 100th Anniversary!
‒Messages from Participants at the 90th Anniversary Commemorative Ceremony

I

Below are some views of participants at Daikin Group’s spirited ceremony and social reception.
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Yesterday, in Osaka, we held the commemorative cer-
emony for the 90th anniversary of our founding, and the 
festivities concluded without a hitch. I would like to thank 
you for your kind participation. Today we have assembled 
163 representatives from 66 Daikin Group companies in 28 
countries, including Japan. Of the 251 participants, there 
are 88 executive offi cers and senior managers from Daikin 
Industries (DIL) in attendance. I would like to express my 
appreciation to all of those traveling great distances to be 
here for this meeting. I think it quite signifi cant for us to 
have Daikin senior managers come from around the globe 

   Introduction and attend this type of meeting. 
It has been three years since we were last here at Ales 

in 2011 to hold the Group Management Meeting. Strangely 
enough, the previous meeting was the day after the Great 
East Japan Earthquake. Some airplanes were turned back, 
and there were also those who were unable to land in Japan. 
In such a crisis situation, we established the Emergency Re-
sponse Headquarters, which I led as its head, and counter-
measures were enacted from here. The timing of the meet-
ing symbolized the turmoil of the times. 

In the sustenance of the discussions made at the preced-
ing Group Management Meeting held under those con-
ditions, we were able to press forward as a united Group 

In Beginning the Fifth 
Group Management Meeting 
―Chairman Noriyuki Inoue
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during these past three years toward growth and develop-
ment. Consequently, as I also stated at the 90th anniversary 
ceremony, we were able to achieve our highest recorded 
sales and profi ts for the fi nancial results of fi scal year 2013. 
This is due to the considerable efforts of everyone in senior 
management for the leadership shown in leading our daily 
business operations. Once again, I would like to respectively 
take this opportunity to express my sincere appreciation.

Today at the Group Management Meeting, I would like 
to express some thoughts about issue awareness concerning 
the current situation of Daikin management and what is 
expected to come out of this meeting. 

This meeting truly marks the beginning of the start of 
the next 10 years toward Daikin’s 100th anniversary. As 
such, I would like to make this the venue for us to share 
awareness and recognition of issues and themes and learn 
f rom each other’s various experiences by transcending 
country borders, transcending the framework of business 
departments, and transcending the differences in titles and 
responsible fi elds. In doing so, I would like us to investigate 
by contending against each other with concrete ideas for 
problem resolution, review the direction and specifi c actions 
for the Group to undertake, and reach an agreement. 

For this reason, I ask that you unreservedly express your 
thoughts and opinions regarding the issues you are facing 
at the worksite, the diffi culties you are encountering there, 
the expectations you have for DIL, the optimum timing you 
expect decisions to be made, along with those matters you 
want implemented as concrete and established policies.

This four-day period is by no means a short timeframe. 
Accordingly, I ask that you use this venue to engage one 
another in frank, lively discussions for a truly productive 
meeting that facilitates a deepening of exchanges toward 
further growth and development for all employees and the 
Daikin Group.

Issue Awareness at the Group 
Management Meeting: 
－Three Management Themes－

First, I would like to begin the Group Management Meet-
ing with a few words concerning my awareness and recog-
nition of issues and themes.

The environment surrounding corporate management is 
changing greatly everyday. In these times of heavy tides of 
a paradigm shift where the conventional wisdom of the past 
no longer holds true, the Daikin Group is confronted with 
intense global competition. When reassessing our position 
by placing ourselves in that kind of global competitive set-
ting, we are confronted with basically three management 

themes for the Daikin Group:
1. Improve “earning power” one level higher by further 

ref ining the competitiveness of each business that 
Daikin possesses; 

2. Strengthen and develop HR capabilities; 
3. Elevate the level of Daikin organizational management 

to that befi tting a multinational company.
I would now like to discuss these three management 

themes in greater detail.

Management Theme 1: 
Improve “Earning Power”

First, I would like to discuss improving “earning power.” 
For Daikin to continue its growth and development, fur-
ther acceleration of global business development is essen-
tial. Even as we cultivate 
emerging markets that 
serve as the engine of the 
global economy, improv-
ing “earning power” of the 
organization such as ex-
panding business in North 
America, which remains a 
growth area for Daikin, is 
an urgent need for us.

So what can be done 
t o  i m pr ove  “ea r n i ng 
power” of  an organiza-
tion in a period of mega 
competition like the one 
currently seen? For us to 
rank among and compete 
with the global companies 
of the world, I personally 
feel that the Daikin Group 
must possess a sense of urgency that survival depends on it 
battling competitors with the “comprehensive capabilities” 
and the “mobility” of the organization. To stand in the win-
ner’s circle, Daikin must compete by substantially increas-
ing its “comprehensive capabilities” and “mobility.”

1) Competing with “Comprehensive 
Capabilities”
―Acting with Awareness of the 3 C’s―

First, I would like to speak about the “comprehensive ca-
pabilities” of the organization. In this year’s Annual Group 
Policy, we stated: “Let's All Accomplish Our Goals Now.” I 
would like for each and every member to bear this in mind 
and act in the context of competing as a united group. The 
3C’s become the keyword when expressing that intention.

Although most of you probably already know them, 
the 3C’s are Customer, Competitor, and Company. The so-
called 3C’s of marketing. Proper investigation and analysis 
of these “3C’s” are the foundation of a competitive strategy. 
Even Sun Tzu’s Art of War strikes a similar note: “Know 
your enemy and know yourself and you can fi ght a hun-
dred battles without disaster.”

First, concerning Customer. Firmly understand all facets 
of the questions: “What types of customers exist in the 
businesses being developed by Daikin?” and “What needs 
do those customers have?” These are the departure points 
for our business. There is nothing more important than 

34Daikin Times 90th Anniversary Edition

Chap.2

33-42出最終_eng.indd   34 2014/11/18   9:32:22

Yesterday, in Osaka, we held the commemorative cer-
emony for the 90th anniversary of our founding, and the 
festivities concluded without a hitch. I would like to thank 
you for your kind participation. Today we have assembled 
163 representatives from 66 Daikin Group companies in 28 
countries, including Japan. Of the 251 participants, there 
are 88 executive offi cers and senior managers from Daikin 
Industries (DIL) in attendance. I would like to express my 
appreciation to all of those traveling great distances to be 
here for this meeting. I think it quite signifi cant for us to 
have Daikin senior managers come from around the globe 

   Introduction and attend this type of meeting. 
It has been three years since we were last here at Ales 

in 2011 to hold the Group Management Meeting. Strangely 
enough, the previous meeting was the day after the Great 
East Japan Earthquake. Some airplanes were turned back, 
and there were also those who were unable to land in Japan. 
In such a crisis situation, we established the Emergency Re-
sponse Headquarters, which I led as its head, and counter-
measures were enacted from here. The timing of the meet-
ing symbolized the turmoil of the times. 

In the sustenance of the discussions made at the preced-
ing Group Management Meeting held under those con-
ditions, we were able to press forward as a united Group 

In Beginning the Fifth 
Group Management Meeting 
―Chairman Noriyuki Inoue

33 Daikin Times 90th Anniversary Edition

33-42出最終_eng.indd   33 2014/11/18   9:32:19



thoroughly delving into these aspects until the true needs of 
the customers are discovered.

However, the reality of the situation is that people at the 
worksite frontlines are busily spending each day in pursuit 
of solutions for the urgent needs of their customers. For this 
reason, there exists little time to meticulously contemplate 
market changes and the needs of various customers. The 
circumstances of such worksites are well understood. 

However, even while you are thrusting yourself into re-
solving worksite issues, at the same time, I would emphati-
cally ask of you to extend an antenna out for customers and 
structural changes in the marketplace. Similarly, I would 
like to impress upon you the need to conduct daily business 
in the future from a view of “What shape should the busi-
ness model of the Daikin Group take in the future?” and 
“How do we improve the “earning power” for the Daikin 
Group overall?”

For example, it is said that we are seeing a change in the 
current era “from monozukuri (the art of manufacturing) 
to kotozukuri (value creation)” and “from ownership to 
use.” When considering the nuances of these words in the 
context of manufacturing, “mono” indicates the value of a 
standalone product as hardware. 

On the other hand, “koto” integrates services and solu-
tions (software) into products (hardware) and provides these 
services and solutions to the customer as a package. I call on 
all of those in both the Japanese and overseas sales divisions 
to be constantly extending out your antenna to discover 
customer needs and changes in customer preferences to cre-
ate new markets. 

With regard to customer needs, research on markets in 
emerging countries, including Latin America and ASEAN, 
is a pressing need. Customers in ASEAN and other emerg-
ing markets are said to be armed with the latest information 
in the world and have a keenly discerning eye for selecting 
products based on both price and value. We must recognize 
that emerging markets have extremely intense competition 
and are at the forefront of the world. 

As I also stated at the 90th anniversary ceremony, when 
approaching suitable targets for air conditioning and Daikin 
products, namely the targets where air conditioning is used, 
we should not limit ourselves to “structures” such as homes, 
stores, and commercial buildings but instead we should 
broaden our business domains to the concept of “living 
spaces” and thereby expand business opportunities to target 
air conditioning for communities, cities, wide-area infra-
structures--even outer space.

Even in developed countries with mature markets, pos-
sibilities exist for a large dormant market in the markets 
of one’s own country. For example, Japan is said to be a 

country that deals with challenges ahead of other coun-
tries. Challenges now confronting Japan that are certain to 
spread to other countries include the aging population, low 
birthrate, shortage of energy resources, overpopulation in 
urban areas and depopulation in rural areas, and the urban 
heat island effect. It is important to have the mindset of 
providing solutions that overcome these challenges Japan 
now faces in anticipation of creating new markets in the 
future through overseas expansion. 

The second C is analysis of Competitor. It has become 
necessary to perform thorough surveys and analyses to 

learn what successful companies are doing. Not only is 
research needed on companies in the same industry, but 
“hints” can also be gained from researching the strategy of 
successful companies in other industries. This is necessary 
to ascertain the approach to take in battling and overcom-
ing rival companies

When we say “rival company,” we mean taking a fi rm, 
f ixed gaze at “whomever may become a rival company” 
because conventional wisdom for the idea that a “rival 
company is in the same industry” is collapsing. In this peri-
od, rivals may suddenly appear in unexpected forms from 
unexpected business domains. Companies now enter mar-
kets from totally different industries.

I would like to mention an example that is easy to un-
derstand in relation to Daikin. Google, the IT company that 
epitomizes Silicon Valley, acquired Nest Labs. Nest Labs 
is a joint venture company famous for “thermostats that 
learn.” Google acquired the company in January of this 
year and has now entered the Home Energy Management 
Systems (HEMS) market.

The uniqueness of Nest Labs thermostats lies in its au-
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tomatic learning feature powered by an algorithm using 
artif icial intelligence. When the Nest Labs thermostat is 
used for a period of time, it learns your setting pattern for 
room temperature and is able to adjust temperature on its 
own. An internal sensor can detect the presence of people, 
and the thermostat will automatically turn off heating and 
cooling when people are not present.    

The Nest Lab founders explain that it “gives awareness 
to the home.” The device 
facilitates an “intelligent” 
home that is capable of 
minutely performing ad-
justments for all rooms. I 
don’t know what type of 
products will be launched 
f rom the company in the 
future, but the automatic 
learning feature, for exam-
ple, may eventually become 
integrated into security 
systems, humidif iers, de-
humidif iers, and lighting. 
W hen a  person comes 
home, it may automatically 
turn on the lights and adjust temperature and humidity. 
Google, which is leading the world in driverless cars, is said 
to have acquired Nest Labs from the perspective of auto-
mation that can even provide energy savings to homes. 

In any event, the range of companies assumed to be rivals 
are not only other companies engaged in the same trade 
within the same industry but also extends to companies in 
different industries. For this reason, it is necessary to extend 
an antenna that prepares for the possibility of rivals to ap-
pear from different industries. 

The third C is analysis of Company. Humility to bluntly 
survey the stature of one’s own company with an open 
mind cannot be forgotten. Specifi cally, we take an inventory 
of strengths that Daikin has cultivated until now in battling 
through hardships to become successful. However, it is nec-
essary to also take inventory of the strains and weaknesses 
that have emerged in achieving such rapid growth.

If core technology is the strength of Daikin, then it is 
important to take inventory of that strength in order to en-
hance it. The basis of our competitive strategy is to battle by 
utilizing our strengths. Although I think we are progressing 
by TIC and each business division, where do we stand in the 
accumulation of technology? When compared to the basic 
and elemental technologies of other companies, how does 
Daikin rank in terms of innovation and uniqueness?

Creating new business domains can only be done by 
matching our core technology to market needs. What is 
important for creation at this time is appropriately zeroing 
in on the fields having a high affinity with Daikin’s core 
technology and performing horizontal development of core 
technology in those fi elds. 

When concerning such things as Daikin’s weak areas or 
the technology necessary to complement Daikin technology 
(e.g., sensor technology, telecommunications), we will not 
be tied to the go-it-alone approach, but when necessary we 
will actively incorporate outside resources and knowledge 
through alliances and partnerships to cultivate new mar-
kets.

In any event, “know your own company” is not so easy. 

Do any of you feel confi dent enough to discuss areas other 
than the ones related to your own department or field of 
expertise?  Are there no walls in the organization?

There is bound to be a great deal of information relating 
to markets, customers, and trends of rivals that has been 
collected at the various worksites of your bases. Please use 
this Group Management Meeting as an opportunity to 
transcend positions, job types, regions, and divisions from 

each type of perspective 
and vantage point and 
make sharing information 
a part of your routine. Be-
cause the signs of change 
appear at the worksite, I 
ask that you always look 
to seize upon them, along 
with the trends of large 
cha nges, t h rough t he 
sharing of  information. 
Quickly ascertaining the 
signs of change leads to 
the type of  innovation 
that moves Daikin a half-
step ahead of our rivals 

and holds the key to our survival.
We can expect trends to come into focus by consolidat-

ing the information held by individuals existing as “points” 
at each base and spreading that information over an “area.” 
In this way, it may be possible to devise new techniques 
through mutual cooperation that transcends bases. By all 
means, I would like for you to frankly speak out concern-
ing examples of efforts being taken at each company, prob-
lems being faced, and requests to the Head Offi ce. 

Recently, the competitive environment has become a 
diff icult one for differentiating individual products and 
services. Accordingly, rather than the company offering 
standalone products, efforts are being made to continually 
earn revenue through methods linked to customers, related 
people, and structures devised to raise profi ts. This is devis-
ing a business model to effect a change. To be more precise, 
business models are profi t structures. 

Moreover, there is a tendency for the “expiration date” 
of a business model (profit structure) to be short. If you 
are not constantly devising a profi t structure, you cannot 
win in competition with rivals. In turbulent times of ex-
treme change, it is clear what follows when people at each 
worksite, such as product development, manufacturing, 
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to kotozukuri (value creation)” and “from ownership to 
use.” When considering the nuances of these words in the 
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standalone product as hardware. 
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approaching suitable targets for air conditioning and Daikin 
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broaden our business domains to the concept of “living 
spaces” and thereby expand business opportunities to target 
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Even in developed countries with mature markets, pos-
sibilities exist for a large dormant market in the markets 
of one’s own country. For example, Japan is said to be a 

country that deals with challenges ahead of other coun-
tries. Challenges now confronting Japan that are certain to 
spread to other countries include the aging population, low 
birthrate, shortage of energy resources, overpopulation in 
urban areas and depopulation in rural areas, and the urban 
heat island effect. It is important to have the mindset of 
providing solutions that overcome these challenges Japan 
now faces in anticipation of creating new markets in the 
future through overseas expansion. 

The second C is analysis of Competitor. It has become 
necessary to perform thorough surveys and analyses to 

learn what successful companies are doing. Not only is 
research needed on companies in the same industry, but 
“hints” can also be gained from researching the strategy of 
successful companies in other industries. This is necessary 
to ascertain the approach to take in battling and overcom-
ing rival companies

When we say “rival company,” we mean taking a fi rm, 
f ixed gaze at “whomever may become a rival company” 
because conventional wisdom for the idea that a “rival 
company is in the same industry” is collapsing. In this peri-
od, rivals may suddenly appear in unexpected forms from 
unexpected business domains. Companies now enter mar-
kets from totally different industries.

I would like to mention an example that is easy to un-
derstand in relation to Daikin. Google, the IT company that 
epitomizes Silicon Valley, acquired Nest Labs. Nest Labs 
is a joint venture company famous for “thermostats that 
learn.” Google acquired the company in January of this 
year and has now entered the Home Energy Management 
Systems (HEMS) market.
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and sales, stay in their own cocoons and pursue only their 
own themes. 

I am constantly harping on this, and the reason I de-
scribe cross-organizational management of divisions in 
such detail is this. You cannot sur-
vive global competition without 
battling rivals with your organi-
zation’s “comprehensive capabili-
ties” and the general mobilization 
of all its functions including prod-
uct development, manufacturing, 
sales, marketing, and SCM. 

2) Battling by Mobility
―Sense of 
Ownership and 
Management 
Decisiveness―

Next, concerning battling by the “mobility” of the orga-
nization. When you look up the word mobility in the dictio-
nary, it reads “the ability of armed forces to act quickly in 
accordance to the necessity of a strategy or tactic.” It also 
carries the meaning of “having the ability to act promptly 
according to changing circumstances.”

Although diligently performing assignments given by 
your boss in the course of developing daily business is stan-
dard conduct sought of each and every employee, I would 
not call an organization achieving only that to be one hav-
ing mobility in the true sense of the word. 

The most important standard of behavior being sought 
in companies is one in which each and every person takes 
an active stance that includes “conceptualizing, acting, and 
sending out information” on how he or she can contribute 
as a member of the team in the assigned work or project. 
There are also cases of individuals increasing their sense of 
ownership.

Especially for all of you in management, I would like 
for you to refl ect on yourself and your own organization 
and consider whether there are any symptoms common to 
“big company illness.”  Have you confi ned yourself to the 
concept of vertical divisions, concerned yourself with only 
your own business or domain? Have you abandoned the 
approach or aggressiveness to get involved with other di-
visions? Have you fallen to the principle of letting sleeping 
dogs lie or lost your tenacity and swagger to carry out by 
any means possible? Are there any senior managers here 

that thoroughly pursue “can do” reasons instead of lining 
up reasons why something can’t be done? I would certainly 
like for you to take this opportunity to refl ect on yourself. 

Are you doing your best to foster the spirit to challenge 
and take on the unknown in your 
own organization? Have you nar-
rowed your vision by being intent 
on the themes immediately before 
you? Are you bound to concepts 
that are an extension of the status 
quo? Please use this meeting to 
ponder this.

Decisiveness that exhibits 
courage is what we ask from all 
of you in management. Spending 
time only for obtaining a con-
sensus in the company, deciding 
nothing and having nothing 
decided is not our way. Have you 

fallen into this trap of postponing decisions? Even when se-
nior managers are gathered, do we not see a situation where 
responsibility is push aside to the other without anyone 
making a decision? By all means, I would like for you to 
review that.

Change is continual in the environment of global com-
petition. Once the direction can be determined to a certain 
extent, action should begin without spending excessive time 
formulating strategy. Survival among global competition 
is impossible without strategic action rich in mobility from 
quick decision-making. To everyone that is a member of se-
nior management, I ask for you to exhibit mobility in which 
you constantly stick out an antenna at the water’s edge of 
the worksite, refi ne strategy according to changing circum-
stances, and move to immediate implementation. In times 
of a paradigm shift, fl exible judgment and decision-making 
are sought along with the ability to take action as the situa-
tion demands. Consequently, a fl exible corporate structure 
that responds f lexibly to change is the important role of 
senior management.

Management Theme 2: 
Strengthen and Develop HR Capabilities

The second management theme is strengthening HR 
capabilities. Recruitment and development of HR still can-
not keep pace with the rapid development of the Daikin 
Group. As you already know, now is the era for diversity 

management. What is important in 
managing a diversif ied organiza-
tion is to accept bright people cast 
f rom different molds. “The nail 
that sticks up is encouraged.” We 
accept people of different values 
and warmly welcome them into 
the Daikin Group. It is necessary to 
build that type of corporate culture 
within the organization. When 
various colors are mixed, there are 
times when a surprising new color 
appears. It is also true of people and 
organizations.

In order for Daikin to rank and 
do battle with global companies as 
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of openness. This results f rom a lack of sensitivity and 
capacity for communication on the part of managers and 
leaders.  Nothing unusual is noticed in the many feelings of 
discontent and complaints of subordinates uttered behind 
one’s back at the worksite. When unexpectedly you begin 
to think, “It would be good to make this organization more 
positive,” you begin to understand the truth. People are not 
being nurtured there. I want you to polish your own lead-
ership abilities by asking yourself and your friends again 
and again if this applies to you, and I say this with a deep 
yearning from the heart.
● Developing subordinates may sometimes require un-
f linchingly delegating important assignments and giving 
authority to them. However, if you only entrust subordi-
nates with assignments and authority without following up, 
or if you feel no sense of responsibility for their growth in 
the belief that growth is their responsibility, you are unfi t 
for to be a manager and leader.   People often think that 
the transfer of authority is the transfer of responsibility. 
You must be careful of this. To transfer authority is not to 

a multinational company, we must urgently develop and 
acquire senior managers and leaders that demonstrate the 
necessary leadership and management abilities to guide 
people of different values in the organization into one di-
rection.

It is of ten said that monozukuri (the art of manufac-
turing) is hitozukuri (the art of developing people). When 
developing people is neglected, business and management 
will not be sustainable. To managers and leaders, I call on 
you to be aware that you have the important responsibility 
to develop people.   Although I said it at the beginning of 
the year, I would like to say it once again concerning the 
strengthening and developing of HR capabilities: from me 
to all of you who are senior managers and leaders, I will tell 
you the awareness of a leader. Please ask yourselves if you 
actually do the following things. When looking back my 
own experience, I sometimes fi nd there is a large difference 
between only knowing and actually doing.

<The Awareness of a Leader>

● The role of the leader is to motivate people to achieve 
things and develop and use subordinates to accomplish 
tasks. Unless the people around the leader take action, an 
organization will not function, and its leader’s hard work 
will be for nothing.  
● It may seem obvious but there is a limit to what one per-
son can do, but when people combine their forces and im-
prove teamwork, it opens up infi nite possibilities. Therefore, 
the leader must be able to bring people together. A person 
who cannot bring together the members of his or her de-
partment or worksite and lacks the ability to win people 
over is not a leader.
● Becoming a leader is not a matter of self-determination. 
Only when people recognize an individual as the leader 

will he or she become the leader. The company simply be-
stows the title of manager.
● What is essential to leadership is having dreams and am-
bitions. Dreams and ambitions are the source of enthusiasm 
and passion. The leader’s mission is to steer people forward 
with dreams, ambitions, and passion.
● What determines work results is not competence but 
passion. Passion is produced from trusting relations among 
the people who work together. Having fun while working 
together with co-workers is the driving force of work. A 
role of managers and leaders is to establish such lively 
working environments f illed with openness. Common to 
worksites with lots of discontent and complaints is a lack 

transfer responsibility. It is important for senior managers 
and leaders to be aware that the fi nal responsibility for the 
work they have delegated lies in themselves.
● To develop people, “reason of the front (logic),”  “emotion 
of the side (warmth),” and “fear of the back (strictness)” 
are necessary. This means “a leader explains logically to 
subordinates,” “sometimes approaches people with human 
sentiments and affection, talking in the world of emotions 
and accepting others,” and “sometimes scolds them to 
the point that he or she is hated.” Pretending to hold and 
follow lofty principled does not lead people to action. Fur-
thermore, people cannot judge you only in kindness. The 
three aspects of “reason of front, emotion of the side, and 
fear of the back” are necessary. 
● Moreover, in this period of turbulent change when the 
future is uncertain, there is a great risk that nothing is 
done. Within this kind of harsh management environ-
ment, what we seek from all of our senior managers is a 
spirit to challenge that is not afraid of risks. Smart people 
tend to think there is a correct answer. My thinking is 
that the only way to know a strategy is correct or not is to 
give it a try. No matter how much you analyze the future, 
it defi es prediction.
● What is sought when the “correct answer” cannot be 

38Daikin Times 90th Anniversary Edition

Chap.2

33-42出最終_eng.indd   38 2014/11/18   9:32:42

and sales, stay in their own cocoons and pursue only their 
own themes. 

I am constantly harping on this, and the reason I de-
scribe cross-organizational management of divisions in 
such detail is this. You cannot sur-
vive global competition without 
battling rivals with your organi-
zation’s “comprehensive capabili-
ties” and the general mobilization 
of all its functions including prod-
uct development, manufacturing, 
sales, marketing, and SCM. 

2) Battling by Mobility
―Sense of 
Ownership and 
Management 
Decisiveness―

Next, concerning battling by the “mobility” of the orga-
nization. When you look up the word mobility in the dictio-
nary, it reads “the ability of armed forces to act quickly in 
accordance to the necessity of a strategy or tactic.” It also 
carries the meaning of “having the ability to act promptly 
according to changing circumstances.”

Although diligently performing assignments given by 
your boss in the course of developing daily business is stan-
dard conduct sought of each and every employee, I would 
not call an organization achieving only that to be one hav-
ing mobility in the true sense of the word. 

The most important standard of behavior being sought 
in companies is one in which each and every person takes 
an active stance that includes “conceptualizing, acting, and 
sending out information” on how he or she can contribute 
as a member of the team in the assigned work or project. 
There are also cases of individuals increasing their sense of 
ownership.

Especially for all of you in management, I would like 
for you to refl ect on yourself and your own organization 
and consider whether there are any symptoms common to 
“big company illness.”  Have you confi ned yourself to the 
concept of vertical divisions, concerned yourself with only 
your own business or domain? Have you abandoned the 
approach or aggressiveness to get involved with other di-
visions? Have you fallen to the principle of letting sleeping 
dogs lie or lost your tenacity and swagger to carry out by 
any means possible? Are there any senior managers here 

that thoroughly pursue “can do” reasons instead of lining 
up reasons why something can’t be done? I would certainly 
like for you to take this opportunity to refl ect on yourself. 

Are you doing your best to foster the spirit to challenge 
and take on the unknown in your 
own organization? Have you nar-
rowed your vision by being intent 
on the themes immediately before 
you? Are you bound to concepts 
that are an extension of the status 
quo? Please use this meeting to 
ponder this.

Decisiveness that exhibits 
courage is what we ask from all 
of you in management. Spending 
time only for obtaining a con-
sensus in the company, deciding 
nothing and having nothing 
decided is not our way. Have you 

fallen into this trap of postponing decisions? Even when se-
nior managers are gathered, do we not see a situation where 
responsibility is push aside to the other without anyone 
making a decision? By all means, I would like for you to 
review that.

Change is continual in the environment of global com-
petition. Once the direction can be determined to a certain 
extent, action should begin without spending excessive time 
formulating strategy. Survival among global competition 
is impossible without strategic action rich in mobility from 
quick decision-making. To everyone that is a member of se-
nior management, I ask for you to exhibit mobility in which 
you constantly stick out an antenna at the water’s edge of 
the worksite, refi ne strategy according to changing circum-
stances, and move to immediate implementation. In times 
of a paradigm shift, fl exible judgment and decision-making 
are sought along with the ability to take action as the situa-
tion demands. Consequently, a fl exible corporate structure 
that responds f lexibly to change is the important role of 
senior management.

Management Theme 2: 
Strengthen and Develop HR Capabilities

The second management theme is strengthening HR 
capabilities. Recruitment and development of HR still can-
not keep pace with the rapid development of the Daikin 
Group. As you already know, now is the era for diversity 

management. What is important in 
managing a diversif ied organiza-
tion is to accept bright people cast 
f rom different molds. “The nail 
that sticks up is encouraged.” We 
accept people of different values 
and warmly welcome them into 
the Daikin Group. It is necessary to 
build that type of corporate culture 
within the organization. When 
various colors are mixed, there are 
times when a surprising new color 
appears. It is also true of people and 
organizations.

In order for Daikin to rank and 
do battle with global companies as 
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oversee and control the Group, which includes the mother 
functions cultivated at DIL, and our cohesive forces. To 
strengthen our cohesive forces, there are fundamentally 
three points that are necessary: 

(1) We will work to strengthen the mother function, 
enhance such areas as product development, quality 
assurance, and monozukuri, and develop horizontal-
ly; 
(2) Daikin core values and principles, which include 
Our Group Philosophy and People-Centered Man-
agement, must permeate to every corner of the Dai-
kin Group.  Concurrently, we must refi ne the various 
individual qualities of diverse human resources com-
prised of different nationalities, religions, cultures, 
and values as we work to establish diversity manage-
ment that harnesses our diversity to further raise the 
comprehensive capabilities of the Group;
(3) A mechanism must be created for decision-mak-

ing that includes a repor t 
line and rules for reporting, 
approval, and prior consulta-
tion along with a mechanism 
enabling the exchange of ac-
curate information that “does 
not whitewash unpleasant 
information” and real-time 
management that includes the 
assigning of bridge persons to 
provide links between Group 
companies and the Daikin 
Head Offi ce.

Other companies are also 
beginning to strengthen corporate governance in response 
to progress in globalization. For example, beginning with 
the appointment of a foreign national as COO at Takeda 
Pharmaceutical Company, multinationalism of executive 
management is accelerating, including the appointment of 
foreign nationals to top positions in the main business divi-
sions of fi nance, HR, and research and development.

Japan Tobacco (JT) established JT International in Ge-
neva, an overseas headquarters separate from its head of-
fi ce in Japan. HOYA and Panasonic have transferred a part 
of the head off ice function overseas. HOYA transferred 
its main business of ophthalmic lens to Thailand, and its 
intraocular lenses business to the United States. Panasonic 
has transferred its procurement function to Singapore.

As other companies are strengthening corporate gov-
ernance in this way, Daikin is continuing to strengthen 
its centrifugal forces for overseas bases while making use 
of its cohesive forces since it is extremely important as a 
parent company to have a stable axis for organizational 
management. From this recognition, we are changing the 

determined is leadership where the senior managers lead by 
example. When many people are lost, the role of the leader 
is to have courage to step forward with the fi rst step, and 
that is the courage we seek. In order to conduct business, I 
would like for you to demonstrate leadership with a pas-
sionate feeling that involves those people surrounding you 
and extends vertically, up and down, horizontally, and diag-
onally in the organization.

Management Theme 3:
Elevate Group Management
―Strengthening of Cohesive Forces―

The third management theme is improving Group man-
agement. Currently the Daikin Group has extended busi-
ness operations to 145 countries worldwide, and production 
bases have increased to 74 locations. For fi scal year 2015, the 
ratio of overseas employees will reach 83%, and overseas 
sales are expected to become 73% 
of total sales.

As in the past, each Group com-
pany will be expected to act auton-
omously and execute strategy with 
speed in the future. To support this, 
we will further localize strategic 
functions such as product devel-
opment and marketing at regional 
bases and delegate more authority 
than before to each Group compa-
ny. Consequently, an urgent task 
becomes the deployment, develop-
ment, and acquisition of human re-
sources at each base to assume these responsibilities. To the 
senior managers at bases that are gathered here today, I ask 
that you plan strategy quickly and autonomously based on a 
strong sense of responsibility that includes “defending your 
castle (organization) on your own” with the understanding 
of our expectations for you to produce even greater results 
than before by continuously taking actions.   

Because it will be necessary for bases to increase results 
even more than before, we would like to maintain f lexi-
bility in the transfer of authority to bases from the Head 
Office according to the circumstances at each respective 
base. In times of calm, we intend to entrust autonomy to the 
worksite. However, in the event of an emergency, which in-
cludes some type of large problem at the worksite, Daikin’s 
top management will take command of the situation and 
divest the worksite of its authority. We will perform this 
type of fl exible structure in organizational management. 

Combined with localization of the strategic function at 
overseas bases, it is a pressing need for us to strengthen both 
our head offi ce and divisional headquarters functions that 
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Strangely enough, the efforts relating to enhancing the 
functionality of Daikin’s Group Management were men-
tioned in an editorial in the Nikkei Shinbum on May 11. 
In the editorial, examples were given of companies with 
high earnings that were enhancing competitiveness and 
were ranked on par with Toyota Motors. I was quite pleased 
to see Daikin being held up as a standard for corporate 
competitiveness. For those that have not read the editorial, I 
highly recommend that you 
read it.

Conclusion

At the workshops start-
i ng  f rom tomor row, I 
would like you to begin by 
looking at the situation you 
are placed in, then work to 
exchange and unify your 
awareness of  the issues. 
When there are information gaps and blockages between 
the business of the worksite and the management side, the 
steering of management cannot proceed favorably. I would 
like everyone active at the f rontlines of the worksite to 
speak frankly about the issues and the things you notice in 
confronting issues at the worksite.

Seizing the opportunity of changes in the business en-
vironment, I would like you to anticipate fi ve to ten years 
in the future and share the high ambitions that you have in 
executing measures for those things that remain to be done. 
Please make proposals for cross-functional solutions and do 
not fall into the trap of only partial optimization of your 
own division. The approach for giving priority to your own 
division does not necessarily correlate to improvement in 
company-wide results.

In the discussions to follow, I ask that you listen well to 
DIL offi cers, and from tomorrow I want you to unreserv-
edly express in the workgroups your opinions by stating 
anything you have doubts about, think is strange, or could 
be done in a different way.   

These are diff icult times where answers for survival 
cannot be found in clinging to past experiences of growth 
or thinking that is merely an extension of the past. As the 
worldwide competitive environment becomes even harsher, 
companies that hesitate with self-reform are weeded out. 
And if we cannot continue changing in order to come out 
a winner, then there is no tomorrow for the Daikin Group. 
Beginning from tomorrow, I have high expectations for 
heated discussions and proposals for everyone in executive 
management that will lead Daikin to becoming a truly 
global and excellent company.

management system at this time. As you may know, I will 
act in the role of the Global Group Representative.

The role of the Global Group Representative establishes 
the organizational management and governance systems in 
accordance to a truly multinational company to multiply 
the effect of raising the centrifugal forces and the cohe-
sive forces and further refi nes management of the Group. 
In having led as Daikin’s top management for the past 20 
years in forming the foundation for globalization of the 
business that has included M&A, alliances and partnerships 
and building a multinational company, I concluded that I 
would be the most suitable to undertake this duty.   

Under this new management system, we will consolidate 
the abilities of all employees and make a start for the next 
ten years toward our 100th anniversary. I would like for all 
you as well to make a fresh resolve for this. 

In securing the cohesive forces within the organization, 
we have to pay attention to two aspects: the “hard” aspects 
of the organization’s system design, which include strength-
ening the head offi ce and mother functions as I mentioned 
earlier, and the “soft” aspects, which are the corporate cul-
ture, values, and way of doing things of the people working 
in the organization.

What is particular important are the sof t aspects: the 
organization’s values, principles, way of doing things, and 
corporate culture. They are especially important. This is 
because no matter the type of organization created individ-
uals will run it. In other words, unless individuals change 
the way they do things, it does not matter how the organi-
zation or the systems change – theses changes will only be 
superfi cial.  

As I said in my remarks yesterday at the ceremony for 
the 90th anniversary, I think it is extremely important for 
us to pass down the Daikin philosophy, sense of values, and 
corporate culture as organizational DNA. Human DNA 
differs f rom organizational DNA in that it does not get 
passed down without intentional effort.

Each company has its unique corporate culture. This 
culture represents the culmination of its customs and val-
ues that have been cultivated naturally through the various 
events occurring from the time of the company’s founding. 
Of these customs and values, there are both good and bad 
aspects. Even as things must change with the times, it is 
necessary to distinguish them from the things that must 
remain the same. As competing values are ascertained, 
only the highest quality DNA is passed down to the next 
generation. In this way, corporate culture and philosophy 
that transcend the times are fostered, and this leads to the 
raising of organizational cohesive forces, which in turn are 
linked to sustainable growth and development of the com-
pany.
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oversee and control the Group, which includes the mother 
functions cultivated at DIL, and our cohesive forces. To 
strengthen our cohesive forces, there are fundamentally 
three points that are necessary: 

(1) We will work to strengthen the mother function, 
enhance such areas as product development, quality 
assurance, and monozukuri, and develop horizontal-
ly; 
(2) Daikin core values and principles, which include 
Our Group Philosophy and People-Centered Man-
agement, must permeate to every corner of the Dai-
kin Group.  Concurrently, we must refi ne the various 
individual qualities of diverse human resources com-
prised of different nationalities, religions, cultures, 
and values as we work to establish diversity manage-
ment that harnesses our diversity to further raise the 
comprehensive capabilities of the Group;
(3) A mechanism must be created for decision-mak-

ing that includes a repor t 
line and rules for reporting, 
approval, and prior consulta-
tion along with a mechanism 
enabling the exchange of ac-
curate information that “does 
not whitewash unpleasant 
information” and real-time 
management that includes the 
assigning of bridge persons to 
provide links between Group 
companies and the Daikin 
Head Offi ce.

Other companies are also 
beginning to strengthen corporate governance in response 
to progress in globalization. For example, beginning with 
the appointment of a foreign national as COO at Takeda 
Pharmaceutical Company, multinationalism of executive 
management is accelerating, including the appointment of 
foreign nationals to top positions in the main business divi-
sions of fi nance, HR, and research and development.

Japan Tobacco (JT) established JT International in Ge-
neva, an overseas headquarters separate from its head of-
fi ce in Japan. HOYA and Panasonic have transferred a part 
of the head off ice function overseas. HOYA transferred 
its main business of ophthalmic lens to Thailand, and its 
intraocular lenses business to the United States. Panasonic 
has transferred its procurement function to Singapore.

As other companies are strengthening corporate gov-
ernance in this way, Daikin is continuing to strengthen 
its centrifugal forces for overseas bases while making use 
of its cohesive forces since it is extremely important as a 
parent company to have a stable axis for organizational 
management. From this recognition, we are changing the 

determined is leadership where the senior managers lead by 
example. When many people are lost, the role of the leader 
is to have courage to step forward with the fi rst step, and 
that is the courage we seek. In order to conduct business, I 
would like for you to demonstrate leadership with a pas-
sionate feeling that involves those people surrounding you 
and extends vertically, up and down, horizontally, and diag-
onally in the organization.

Management Theme 3:
Elevate Group Management
―Strengthening of Cohesive Forces―

The third management theme is improving Group man-
agement. Currently the Daikin Group has extended busi-
ness operations to 145 countries worldwide, and production 
bases have increased to 74 locations. For fi scal year 2015, the 
ratio of overseas employees will reach 83%, and overseas 
sales are expected to become 73% 
of total sales.

As in the past, each Group com-
pany will be expected to act auton-
omously and execute strategy with 
speed in the future. To support this, 
we will further localize strategic 
functions such as product devel-
opment and marketing at regional 
bases and delegate more authority 
than before to each Group compa-
ny. Consequently, an urgent task 
becomes the deployment, develop-
ment, and acquisition of human re-
sources at each base to assume these responsibilities. To the 
senior managers at bases that are gathered here today, I ask 
that you plan strategy quickly and autonomously based on a 
strong sense of responsibility that includes “defending your 
castle (organization) on your own” with the understanding 
of our expectations for you to produce even greater results 
than before by continuously taking actions.   

Because it will be necessary for bases to increase results 
even more than before, we would like to maintain f lexi-
bility in the transfer of authority to bases from the Head 
Office according to the circumstances at each respective 
base. In times of calm, we intend to entrust autonomy to the 
worksite. However, in the event of an emergency, which in-
cludes some type of large problem at the worksite, Daikin’s 
top management will take command of the situation and 
divest the worksite of its authority. We will perform this 
type of fl exible structure in organizational management. 

Combined with localization of the strategic function at 
overseas bases, it is a pressing need for us to strengthen both 
our head offi ce and divisional headquarters functions that 
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I  
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Necessary reform of awareness and actions for strengthening sales 
and marketing capabilities to outperform competitors
Development of marketing capabilities and product differentiation in 
concerted efforts of manufacturing and sales to continue succeeding 
as the No. 1 manufacturer
Transformation to a lean and robust fixed cost structure to succeed 
against global competition
Realization of a Daikin strong in quality
Construction of a global No. 1 AC development base network and a 
capability for mother factories and bases to share roles
How do we accelerate the AC solutions business?
How do we expand business by application development in the 
Chemicals Division through global coordination?
Establishment of global and regional hybrid procurement to achieve 
both standardization and individual handling
Establishment of a globally optimized production base network and a 
capability for mother factories and bases to share roles
Enhancement of HR capabilities to continue succeeding in the global 
market

Extensive Workshop Discussions across 
Countries and Divisions for Further Leap of 
the Daikin Group
Two-day workshops were held during the Group Management Meeting.
This section describes discussions and agendas in the workshops.

The attendees were divided into 10 workshops and en-
gaged in active discussions over two days, aiming for future 
development of the Daikin Group.

While sharing successes, issues, and concerns with each 
other, the attendees confi rmed the direction to take in the 
future. Meanwhile, they reflected on the lack of face-to-
face communication in performance of their duties and 
recognized the importance of daily discussions.

Rather than approaching the meeting as a transient event, 
participants were all asked to use it as the starting point for 
our next ten years of growth by having the discussions lead 
to further implementation and results.
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Special Commendation for People of Merit

Today’s prosperity and development of the Daikin Group cannot be 
realized without long-term support from various fields including internal 
and external assistance. The Special Commendation for People of 
Merit was awarded to four individuals for their many achievements and 
contributions.

Chairman, Ho Tai Development Co., Ltd.
Mr. Tony Soo

Mr. Soo has made great contributions to Daikin as our 
sole distributor in Taiwan. From the time the distributor 
agreement was concluded over 22 years ago in 1992, he has 
worked to establish a sales and after-sales service network 
consisting of approximately 1,000 dealers across the coun-
try. He has also made tireless efforts to improve overall 
quality of installation and services through a certifi cation 
system. These efforts ensure that Daikin retains its position 
as the leading brand for air conditioning in Taiwan.

With our deepest respect and gratitude to major contributors to 
the development of the Daikin Group
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Representative Director and Chairman, Totech Corporation
Mr. Tomoyuki Kusano

Mr. Kusano has been committed to sales of Daikin air 
conditioners for over half a century. His innovative man-
agement skills have contributed to expansion of the VRV 
market in Japan to a scale that now greatly exceeds that 
of the central air conditioning system market. We consider 
him to be our top business partner as he has maintained the 
largest purchase amount of Daikin air conditioners in Japan 
for the past 10 consecutive years.

Chairman, Siam Daikin Sales Co., Ltd.
Dr. Phornthep Phornprapha

Beginning from the distributor contract with Siam Mo-
tor through the establishment of a joint venture company, 
Dr. Phornprapha has contributed to our business expansion 
as a business partner for over 40 years now.  His sincere 
advice, efforts to solve problems, and contributions, both 
tangible and intangible, backed by his wide range of ex-
periences and relationships with top business leaders has 
enabled Daikin to establish a strong presence as the top air 
conditioner brand in Thailand.

Senior Advisor, Daikin AirConditioning (Shanghai) Co., Ltd
Mr. Jin Heping

Since the beginning of our business in China, Mr. Jin has 
made great efforts such as with the start-up of Shanghai 
Daikin and coordination with the government. His com-
mitment for over 19 years as Daikin’s fi rst Chinese senior 
manager has helped us to establish a management foun-
dation for People-Centered Management and contribute to 
Chinese society through his role as a bridge for positive re-
lations between China and Japan. He is a person of special 
merit for his constant support in business development in 
China. 
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Construction of a global No. 1 AC development base network and a 
capability for mother factories and bases to share roles
How do we accelerate the AC solutions business?
How do we expand business by application development in the 
Chemicals Division through global coordination?
Establishment of global and regional hybrid procurement to achieve 
both standardization and individual handling
Establishment of a globally optimized production base network and a 
capability for mother factories and bases to share roles
Enhancement of HR capabilities to continue succeeding in the global 
market

Extensive Workshop Discussions across 
Countries and Divisions for Further Leap of 
the Daikin Group
Two-day workshops were held during the Group Management Meeting.
This section describes discussions and agendas in the workshops.

The attendees were divided into 10 workshops and en-
gaged in active discussions over two days, aiming for future 
development of the Daikin Group.

While sharing successes, issues, and concerns with each 
other, the attendees confi rmed the direction to take in the 
future. Meanwhile, they reflected on the lack of face-to-
face communication in performance of their duties and 
recognized the importance of daily discussions.

Rather than approaching the meeting as a transient event, 
participants were all asked to use it as the starting point for 
our next ten years of growth by having the discussions lead 
to further implementation and results.
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Introduction

Senior management discussed issues from a range of perspec-
tives during the four-day Group Management Meeting, and it is 
imperative that our discussions of these issues extend well beyond 
the conclusion of the meeting and lead to tangible action and re-
sults. 

Members of senior management shared information on a range 
of topics at the Group Management Meeting, including their suc-
cesses and setbacks. Undoubtedly, many of the participants also 
realized how little time is devoted to engaging in similar face-to-
face communication in their day-to-day activities. I believe that 
over the four days we were able to reaffirm the importance of 
taking action from the perspective of overall optimization as well 
as the importance of true information sharing. In this sense, these 
were four days well spent.  

Reading through the comments given by participants, many of 
them commented on feeling a sense of impending crisis as well as 
having a strong desire to take on challenges. 

Meanwhile, my impression of the workshops was that much of 
the discussions were merely extensions of things we were already 
currently doing. There was insufficient discussion from the per-
spective of what we, as the Daikin Group, should do to achieve 
further growth and development, how we could outperform our 
competitors, and what we were going to do starting from tomor-
row to take a great leap forward without clinging to conventional 
practices and past successes. In this era of paradigm shift, we 
must continue to produce new things one after another, but there 
seemed to be a lack of perseverance and vitality to do this. 

The conclusion of the Group Management Meeting does not 
mark an end to the issues we discussed. The meeting gives us 
an opportunity to specify and implement the reforms needed to 
achieve growth for our next leap forward. Although it should not 
bear repeating, the responsibility to incorporate the items decided 
in each of the workshops and implement detailed actions lies with 
each region and division. 

I ask you to continue taking definite action under the leadership 
of the division and base leaders. At the same time, we will follow 
up on measures through reports to top management and in the 
Group Steering Meeting and other meetings to facilitate results. 

Comments from President Togawa to 
all members of senior management 
based on the discussions held at the 
workshops: 

The following are points concerning each workshop theme that 
I would like you to undertake as a part of the division or organiza-
tion. 

● Strengthening Sales and Marketing 
Capabilities and Developing Marketing and 
Product Differentiation

Participants vowed to create new sales networks by continually 

Importance of Taking Action on Decisions to Achieve Results 
―President Masanori Togawa
Following the Group Management Meeting, President Togawa provided his thoughts and insights concerning the meeting 
to the Daikin senior management . 

enhancing development since specific action leading to results will 
be necessary to keep the vow from becoming idle chatter.  

I ask that DIL officers and general managers demonstrate lead-
ership to ensure that Group company and sales company presidents 
connect what they have learned at the Group Management Meeting 
to actions that enable us to become the overwhelming No. 1 in 
sales and marketing. 

For example, our European colleagues visited Shanghai after the 
Group Management Meeting to learn from their Chinese counter-
parts. How will they incorporate what they have learned into their 
efforts in Europe and speed up the pace of their reforms? What I 
would like them to have learned the most from China is how to 
become a group burning with passion; how to know what needs 
changing regarding their past approaches; and how to implement 
creative destruction. 

The participating sales company presidents from Latin Amer-
ican countries including Brazil, Argentina, and Mexico seemed 
to have a real sense of the Daikin Group’s global presence and a 
feeling of excitement. To all senior DIL management, I ask you to 
consider how to channel this enthusiasm and transform it to specif-
ic action. 

Many local members of senior management from Asia com-
mented that they would like top management to tell colleagues to 
“Learn from Asia” and not just “Learn from China.” To this I say, 
you should first reform some specific areas and demonstrate lead-
ership in turning those reforms into results. 

Marketing research is essential to creating new, differentiated 
products, creating markets, and creating new business models. I 
think the decision for the Marketing Research Division to organize 
and hold a new Global Marketing Meeting is very good. I would 
like division general managers to make full use of this meeting.

It does no good to blindly collect information, share it with oth-
ers, and then expect them to take action. The point is to collect in-
formation by knowing its intended purpose and output beforehand 
and connect this to results by using it to enhance product and strat-
egy planning capabilities. In this sense, it is the responsibility of 
the MR Division to concretely link the processes before and after 
collecting information: in other words, the MR Division performs 
the processes of creating hypotheses and collecting, planning, and 
validating information. I look forward to also seeing the MR Di-
vision create real-world marketing activities that integrate produc-
tion, sales, and R&D.

● Solutions Business (Applied) 

To outperform our competitors in the solutions business, we 
need to clearly state what we intend to do and by when. I ask the 
Applied Solution Business Division to involve the local senior 
management in China, Japan, Asia, and North America; con-
sult extensively with outside sources; and devise reorganization 
plans to accelerate development of the solutions business and 
then demonstrate leadership that displays the cohesive forces and 
cross-divisional functions of the headquarters.

I would like to see cross-divisional linkages so that the devel-
opment efforts of DIL, ADC, and regional bases do not occur in 
isolation. These include development of smartphone connectivity, 
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system controls for tandem operation of applied products and VRV, 
energy management, and other controllers. 

Moreover, I ask you to rapidly develop proposals for issues that 
we were not able to discuss at the Group Management Meeting, 
including upgrades to the Air Conditioner Network Service Sys-
tem, horizontal development of the North America MCP (modular 
chiller plant), and expansion in Asia/Oceania.

● Chemicals Division

In the Chemicals Division, five members of senior management 
and the current leaders of SBUs (managers and department man-
agers) continued to hold their workshop the day after the Group 
Management Meeting ended, and I am told that they worked out 
the specifics of their future plan. I have also heard that these senior 
managers have gone to the United States and China themselves to 
provide instructions. 

I am encouraged by these actions, but when looking at the con-
stitution of the Chemicals Division up to now, I feel that only start-
ing the implementation of measures is insufficient. Unless actions 
are continuously tied to results, nothing will change.  

I also think reviewing themes to reduce their number and aim-
ing for implementation of selection and concentration are good 
ideas. However, you will need to establish and report the details of 
how selection and concentration will be conducted for each SBU 
and correlate this selection and concentration to future business 
growth and development fields, including the coatings and non-flu-
orochemicals businesses.  

Our overseas colleagues voiced many complaints of DIL at the 
Group Management Meeting. I would like you to specify what 
DIL wants them to do. Our overseas colleagues are watching the 
actions of senior management in the Chemicals Division. You must 
understand that the only way to regain their trust is to decide what 
must be decided and thoroughly execute it. That is what I expect 
you to do.

● Development, Procurement, Production, and 
Quality Control

Although discussions are still ongoing regarding development, I 
want you to move forward by clarifying the respective role of Asia/
Oceania, North America, and Applied development along with 
DIL’s role while coordinating with regional managers to create 
specific measures to strengthen each area beginning with rein-
forcement of the Chinese bases.  

In regards to procurement, I commend you for raising the targets 
at the workshop for the amount of air conditioning procurement ac-
quired by centralized purchasing, but you must narrow this down 
by first attempting global centralized purchasing for all purchasing 
and then determine what can and cannot be done and why.

I heard that discussions on the parts approval process continued 
the week following the Group Management Meeting in terms of 
development, quality, and identification of issues.

Production has given its first report since the Group Manage-
ment Meeting. I understand that the optimal mix of localized and 
centralized production is important for RA. However, to substan-

tially realize our global production strategy, this may be com-
bined with production of other products and key components. It is 
also necessary to clarify the overall picture including that of VRV 
and Applied. 

When there is conflict between overall optimization and partial 
optimization, we must also specify who makes the decisions and 
on what basis. For example, how should a base be evaluated that  
voluntarily forgoes increased profits for the greater good of the 
Daikin Group? 

In the future, we will need to devise specific measures to 
resolve these types of issues from a business perspective while 
involving the sales and corporate departments and learning from 
other companies. For the immediate issues that need to be ad-
dressed in each region, I ask that you develop a prioritized action 
plan and implement the plan. 

Quality is the lifeline of a manufacturer. Quickly plan out the 
details of measures to visualize quality standards and then make 
a report to senior management. 

● Reducing Fixed Costs

We must overturn conventional practices to reduce fixed costs. 
We will not make progress if we do not establish concrete mea-
sures and merely say, “Reduce costs even if it means balancing 
a contraction of demand with a contraction of supply.” Top man-
agement will decide whether or not we actually reduce expenses 
by undergoing a balanced contraction.

● Enhancing HR Capabilities and Developing HR

An urgent task for Daikin to compete equally with global com-
panies of the world as a multinational company is the hiring and 
development of excellent managers and leaders. This should not 
be entrusted solely to the Human Resources Division; and so I ask 
that you once again affirm that developing people is a key man-
agement responsibility and do your part to enhance and develop 
our HR capabilities.

Conclusion

Directly after the meeting, all the participants were highly mo-
tivated, but this enthusiasm tends to wane as time goes by. The 
levels of enthusiasm among people who attended the meeting and 
those who did not can also be quite different. The key to manage-
ment is knowing how to execute initiatives to bridge this gap and 
have all members become united. 

I want you to involve your own division, other divisions, and 
overseas bases as you once again consider from cross-divisional 
and overall optimization perspectives how we can enhance our 
comprehensive capabilities, our mobility, and our earning power.

The Group Management Meeting represented the starting point 
of the next 10 years of our growth and development. I ask all 
members of senior management to further demonstrate leadership 
in turning our discussions to action and results. 

Chap.2
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Introduction

Senior management discussed issues from a range of perspec-
tives during the four-day Group Management Meeting, and it is 
imperative that our discussions of these issues extend well beyond 
the conclusion of the meeting and lead to tangible action and re-
sults. 

Members of senior management shared information on a range 
of topics at the Group Management Meeting, including their suc-
cesses and setbacks. Undoubtedly, many of the participants also 
realized how little time is devoted to engaging in similar face-to-
face communication in their day-to-day activities. I believe that 
over the four days we were able to reaffirm the importance of 
taking action from the perspective of overall optimization as well 
as the importance of true information sharing. In this sense, these 
were four days well spent.  

Reading through the comments given by participants, many of 
them commented on feeling a sense of impending crisis as well as 
having a strong desire to take on challenges. 

Meanwhile, my impression of the workshops was that much of 
the discussions were merely extensions of things we were already 
currently doing. There was insufficient discussion from the per-
spective of what we, as the Daikin Group, should do to achieve 
further growth and development, how we could outperform our 
competitors, and what we were going to do starting from tomor-
row to take a great leap forward without clinging to conventional 
practices and past successes. In this era of paradigm shift, we 
must continue to produce new things one after another, but there 
seemed to be a lack of perseverance and vitality to do this. 

The conclusion of the Group Management Meeting does not 
mark an end to the issues we discussed. The meeting gives us 
an opportunity to specify and implement the reforms needed to 
achieve growth for our next leap forward. Although it should not 
bear repeating, the responsibility to incorporate the items decided 
in each of the workshops and implement detailed actions lies with 
each region and division. 

I ask you to continue taking definite action under the leadership 
of the division and base leaders. At the same time, we will follow 
up on measures through reports to top management and in the 
Group Steering Meeting and other meetings to facilitate results. 

Comments from President Togawa to 
all members of senior management 
based on the discussions held at the 
workshops: 

The following are points concerning each workshop theme that 
I would like you to undertake as a part of the division or organiza-
tion. 

● Strengthening Sales and Marketing 
Capabilities and Developing Marketing and 
Product Differentiation

Participants vowed to create new sales networks by continually 

Importance of Taking Action on Decisions to Achieve Results 
―President Masanori Togawa
Following the Group Management Meeting, President Togawa provided his thoughts and insights concerning the meeting 
to the Daikin senior management . 

enhancing development since specific action leading to results will 
be necessary to keep the vow from becoming idle chatter.  

I ask that DIL officers and general managers demonstrate lead-
ership to ensure that Group company and sales company presidents 
connect what they have learned at the Group Management Meeting 
to actions that enable us to become the overwhelming No. 1 in 
sales and marketing. 

For example, our European colleagues visited Shanghai after the 
Group Management Meeting to learn from their Chinese counter-
parts. How will they incorporate what they have learned into their 
efforts in Europe and speed up the pace of their reforms? What I 
would like them to have learned the most from China is how to 
become a group burning with passion; how to know what needs 
changing regarding their past approaches; and how to implement 
creative destruction. 

The participating sales company presidents from Latin Amer-
ican countries including Brazil, Argentina, and Mexico seemed 
to have a real sense of the Daikin Group’s global presence and a 
feeling of excitement. To all senior DIL management, I ask you to 
consider how to channel this enthusiasm and transform it to specif-
ic action. 

Many local members of senior management from Asia com-
mented that they would like top management to tell colleagues to 
“Learn from Asia” and not just “Learn from China.” To this I say, 
you should first reform some specific areas and demonstrate lead-
ership in turning those reforms into results. 

Marketing research is essential to creating new, differentiated 
products, creating markets, and creating new business models. I 
think the decision for the Marketing Research Division to organize 
and hold a new Global Marketing Meeting is very good. I would 
like division general managers to make full use of this meeting.

It does no good to blindly collect information, share it with oth-
ers, and then expect them to take action. The point is to collect in-
formation by knowing its intended purpose and output beforehand 
and connect this to results by using it to enhance product and strat-
egy planning capabilities. In this sense, it is the responsibility of 
the MR Division to concretely link the processes before and after 
collecting information: in other words, the MR Division performs 
the processes of creating hypotheses and collecting, planning, and 
validating information. I look forward to also seeing the MR Di-
vision create real-world marketing activities that integrate produc-
tion, sales, and R&D.

● Solutions Business (Applied) 

To outperform our competitors in the solutions business, we 
need to clearly state what we intend to do and by when. I ask the 
Applied Solution Business Division to involve the local senior 
management in China, Japan, Asia, and North America; con-
sult extensively with outside sources; and devise reorganization 
plans to accelerate development of the solutions business and 
then demonstrate leadership that displays the cohesive forces and 
cross-divisional functions of the headquarters.

I would like to see cross-divisional linkages so that the devel-
opment efforts of DIL, ADC, and regional bases do not occur in 
isolation. These include development of smartphone connectivity, 
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lthough I have done my best to strengthen sales capabil-
ities, I realized through this GMM that I still have a lot 

to learn. After returning to my workplace, I reported the important 
details of the GMM to senior management at our sales meeting 
and emphasized the need for continuous improvement. I will be-
gin with improvements to basic sales activities on a daily basis for 
increasing sales. (AC Division, China)

y participating in the workshops, I realized that the over-
seas bases have been acting more autonomously than 

I had previously thought. Since DIL, in particular the AC Manu-
facturing Division, has had an edge in elemental technologies and 
know-how, I used to believe that DIL would never lose cohesive 
force. Now, I know too well that DIL has little time to relax and 
should have a sense of crisis. Especially in terms of speedy action, 
we have much to learn from the overseas bases. 
(AC Manufacturing Division, Japan)

hat I felt was this: “Overseas senior management really 
want information conveyed from the Head Office and 

headquarters,” and “The current state of information sharing is 
woefully inadequate!” Of course, the headquarters should reflect 
on that, but to the local bases I suggested, “Information is not 
something your receive, it is something you go and get.” Never-
theless, in reality, great effort is required of DIL, and I reaffirmed 
the importance of the role of a bridge person. (ASBD, Japan)

haring and utilizing know-how within the Group allow 
us to make operations more efficient. Consequently, we 

can spend more time on challenging themes and projects. I want to 
be a member of a global team capable of bearing responsibility for 
the quick collection and dissemination of know-how of the Daikin 
Group through the organization. (AC Division, Europe)

 understood very well that the bases have become dis-
jointed and fallen into the trap of partial optimization. 

This is truly a leadership problem. Now is the time for us to be-
come one and execute strategy globally to stay competitive. The 
key is how to share information, gain understanding of the mem-
bers at each base, and set a course to take an active stance. 
(Chemicals Division, Japan)

 felt great loyalty to the company at the GMM as a mem-
ber of the Daikin family and at the same time highly 

encouraged. After returning to the DCC, I reported on and shared 
my impressions and the outline of the meeting with our colleagues 
at the Management Meeting, the morning meeting of my division, 
and intensive seminars for manufacturing senior management. I 
also had a chance to listen to the top management’s expectations 
and requests to each base, so I am encouraging colleagues to take 
positive action from now. (Chemicals Division, China)

ne of Daikin’s issues is a shortage of younger senior 
management on whose shoulders the future of the com-

pany lies. That goes for China as well. I believe that senior man-
agers should consider it “their own issue” and foster managerial 
talent for the future instead of merely relying on the Human Re-
sources Division. (AC Division, China)

 recognized again the importance of Japan. Japan is 
the world’s foremost mature market. It is important to 

demonstrate our global mother function and improve our ability 
to communicate. The unity of production, sales, and research in 
China reminded me of what Japan was like. We must set a good 
example in terms of response to commoditization and creation of 
high value-added products by incorporating and brushing up vari-
ous regional efforts. (AC sales companies, Japan)

he workshops revealed that the state of development in 
the solutions business varied among countries. Each re-

gion requires strategic ideas and judgment. (AC Division, Europe)

 reaffirmed that our mission as a global mother base was 
to continue to provide new and competitive technologies 

to the global development bases. When it comes to technology, ten 
years from now is not the distant future. Not only is it necessary 
to consider technology themes, but it is also necessary to develop 
human resources while looking ahead to the next ten years. 
(Environmental Tech. Laboratory, Japan)

 want to learn about technology and management from 
DIL. I think OYL R&D will be able to contribute to 

technology development in the Daikin Group. I hope OYL R&D 
will be one of the development bases of TIC in the near future. 
(AC Division, Asia/Oceania)

A

Vows of Global Group Senior Management to Unite for a Further Leap
‒Messages from Participants at the Group Management Meeting
Below are some messages of participants on the four days of discovery and learning.
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hen we look back on the big acquisition projects, the 
alliances providing case studies for other companies, a 

quick response to the global financial crisis triggered by Lehman 
Brothers' bankruptcy, and the bold challenges taken in the emerg-
ing markets to capture demand half step ahead of other compa-
nies, all these events are restated merely as factual information. 
However, behind the scenes of these events, there was undoubted-
ly deep insight into the changing world, visionary management to 
unflinchingly challenge in the face of risks, rapid decision-making, 
and perseverance to see decisions through to their successful con-
clusion. This ceremony became an opportunity for me to reflect 
upon the “source” and “true causes” of our company’s growth. I 
intend to always take action in my new position in a manner con-
sistent with my role and our code of conduct. (AC Division, USA)

articipation in the workshop on marketing, although not 
directly linked to my tasks, was very meaningful for me. 

About 80 percent of the participants came from abroad and han-
dled a variety of products - not only AC products but also filters 
and oil hydraulic products. The workshops seemed exactly like 
a miniature version of the Daikin Group. I keenly realized that I 
have been doing my work from a very narrow point of view. 
(AC Manufacturing Division, Japan)

t was extremely worthwhile to have Daikin members 
gather from around the world. New sales regions such 

as Chile, Brazil, and Colombia have a lot to learn from the sales 
strategies and after sales services that have been built by Japan, 
Europe, and China over the years. What I learned this time will be 
helpful for future organization establishment.
(AC Division, South America)

he person responsible for operations in each region has 
an important role to implement People-Centered Man-

agement. We’d like to reinforce the correct understanding of the 
Daikin Group Philosophy by preparing and promoting training 
plans to raise awareness of senior management and develop capa-
bilities. (Chemicals Division, China)

 want to make my utmost efforts and work very hard so 
that I am able to say with confidence at the 100th Anni-

versary Commemorative Ceremony that I am helping to lead this 
company forward. I express my resolution here. 
(AC Sales Division, Japan)

 am very grateful to the senior management of the AC 
divisions who participated in the GMM workshops and 

candidly pointed out the “customary practices” of the Chemicals 
Division. The workshops revealed that we often fail to have forth-
right discussions, and I realized DIL has many issues that need to 
be tackled. (Chemicals Division, Japan)

 was impressed by Daikin Europe, which has pursued 
growth of the company in the midst of economic disor-

der triggered by expansion of financial crisis in Europe. We should 
always have a sense of crisis and move aggressively into the un-
tapped regions with “Development, Development, Further Devel-
opment” as our motto. (AC Division, China)

ur company became indisputably the global No. 1 air 
conditioning manufacturer. Therefore, all employees 

must work harder to maintain our position over our competitors. In 
order to accomplish this goal, each employee must be highly moti-
vated, and engage in clear communication. I think that the best and 
worst practices must be shared among the Daikin Group compa-
nies. (AC Division, Europe)

 hope to learn about People-Centered Management (PCM) 
more deeply, not to the level of just understanding but 

to the level where I can have all employees thoroughly know 
the philosophy enough to put it into practice. I believe that PCM 
creates a more energetic atmosphere and gives us energy to grow. 
(AC Division, Asia/Oceania)

Chap.2
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ities, I realized through this GMM that I still have a lot 

to learn. After returning to my workplace, I reported the important 
details of the GMM to senior management at our sales meeting 
and emphasized the need for continuous improvement. I will be-
gin with improvements to basic sales activities on a daily basis for 
increasing sales. (AC Division, China)

y participating in the workshops, I realized that the over-
seas bases have been acting more autonomously than 

I had previously thought. Since DIL, in particular the AC Manu-
facturing Division, has had an edge in elemental technologies and 
know-how, I used to believe that DIL would never lose cohesive 
force. Now, I know too well that DIL has little time to relax and 
should have a sense of crisis. Especially in terms of speedy action, 
we have much to learn from the overseas bases. 
(AC Manufacturing Division, Japan)

hat I felt was this: “Overseas senior management really 
want information conveyed from the Head Office and 

headquarters,” and “The current state of information sharing is 
woefully inadequate!” Of course, the headquarters should reflect 
on that, but to the local bases I suggested, “Information is not 
something your receive, it is something you go and get.” Never-
theless, in reality, great effort is required of DIL, and I reaffirmed 
the importance of the role of a bridge person. (ASBD, Japan)

haring and utilizing know-how within the Group allow 
us to make operations more efficient. Consequently, we 

can spend more time on challenging themes and projects. I want to 
be a member of a global team capable of bearing responsibility for 
the quick collection and dissemination of know-how of the Daikin 
Group through the organization. (AC Division, Europe)

 understood very well that the bases have become dis-
jointed and fallen into the trap of partial optimization. 

This is truly a leadership problem. Now is the time for us to be-
come one and execute strategy globally to stay competitive. The 
key is how to share information, gain understanding of the mem-
bers at each base, and set a course to take an active stance. 
(Chemicals Division, Japan)

 felt great loyalty to the company at the GMM as a mem-
ber of the Daikin family and at the same time highly 

encouraged. After returning to the DCC, I reported on and shared 
my impressions and the outline of the meeting with our colleagues 
at the Management Meeting, the morning meeting of my division, 
and intensive seminars for manufacturing senior management. I 
also had a chance to listen to the top management’s expectations 
and requests to each base, so I am encouraging colleagues to take 
positive action from now. (Chemicals Division, China)

ne of Daikin’s issues is a shortage of younger senior 
management on whose shoulders the future of the com-

pany lies. That goes for China as well. I believe that senior man-
agers should consider it “their own issue” and foster managerial 
talent for the future instead of merely relying on the Human Re-
sources Division. (AC Division, China)

 recognized again the importance of Japan. Japan is 
the world’s foremost mature market. It is important to 

demonstrate our global mother function and improve our ability 
to communicate. The unity of production, sales, and research in 
China reminded me of what Japan was like. We must set a good 
example in terms of response to commoditization and creation of 
high value-added products by incorporating and brushing up vari-
ous regional efforts. (AC sales companies, Japan)

he workshops revealed that the state of development in 
the solutions business varied among countries. Each re-

gion requires strategic ideas and judgment. (AC Division, Europe)

 reaffirmed that our mission as a global mother base was 
to continue to provide new and competitive technologies 

to the global development bases. When it comes to technology, ten 
years from now is not the distant future. Not only is it necessary 
to consider technology themes, but it is also necessary to develop 
human resources while looking ahead to the next ten years. 
(Environmental Tech. Laboratory, Japan)

 want to learn about technology and management from 
DIL. I think OYL R&D will be able to contribute to 

technology development in the Daikin Group. I hope OYL R&D 
will be one of the development bases of TIC in the near future. 
(AC Division, Asia/Oceania)
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A Journey with Daikin

A New World Is Waiting,
Travel There with Us! 

Who could have imagined a decade ago today’s advancement of the Daikin Group?
Under management with foresight, Daikin has become what it is today precisely because of each and every employee, 
both past and present, playing a vital role in the company and continually taking on new and higher challenges. 
We would like to unlock the mystery behind how Daikin has been able to achieve such remarkable growth 
and development by looking back at the past 10 years.
With a new world waiting for us, let us unite to create the next 10 years together from the perspective of From Now.

47 Daikin Times 90th Anniversary Edition

Chap.3333
A Journey with Daikin
3

A Journey with Daikin

A New World Is Waiting,3A New World Is Waiting,
Travel There with Us! 3Travel There with Us! 

Chap.3Chap.



A Journey with Daikin

A New World Is Waiting,
Travel There with Us! 

Who could have imagined a decade ago today’s advancement of the Daikin Group?
Under management with foresight, Daikin has become what it is today precisely because of each and every employee, 
both past and present, playing a vital role in the company and continually taking on new and higher challenges. 
We would like to unlock the mystery behind how Daikin has been able to achieve such remarkable growth 
and development by looking back at the past 10 years.
With a new world waiting for us, let us unite to create the next 10 years together from the perspective of From Now.

47 Daikin Times 90th Anniversary Edition

Chap.3333
A Journey with Daikin
3

A Journey with Daikin

A New World Is Waiting,3A New World Is Waiting,
Travel There with Us! 3Travel There with Us! 

Chap.3Chap.

55

Challenging Anew for the Next 10 
Years
To commemorate the 90th anniversary of its founding, Daikin is publishing a company history that looks back on its past to 
sustain momentum for further development and continued efforts in construction of new facilities and social contribution 
activities.

Chap.3

The 90-Year History of Daikin Industries will be published next 
spring. The company history will consist of two volumes (written in 
Japanese, English, and Chinese): the "History Volume," which focuses 
on the efforts Daikin has made in the last 20 years in regards to its 
management reforms, and the "Legacy Volume (Daikin's DNA)," 

which attempts to pass down Daikin's DNA to all Group employees by 
giving perspective to its point of origin and future prospects. Be sure 
to look for this latest edition of Daikin’s history summarizing our 
remarkable development.

creation of new values, the TIC will implement Daikin-style innova-
tion initiatives for collaborative creation based on the development of 
the world's No. 1 environmental engineering capabilities as well as 
global collaboration between industries, governments, and academia. 
(Please also see the related articles on pages 75 to 78.)

"Forests for the Air" is a 10-year project that Daikin started in 
cooperation with Conservation International (an international 
non-governmental organization) and the Shiretoko Nature Founda-
tion that was initiated in June 2014 and is a project in which Daikin 
has contributed approximately 500 million yen. The project is 

intended to provide conser-
vation activities in seven 
locations* linked to the 
future of air-nurturing 
forests, beginning with the 
world’s largest class of 
primeval forests. 

Fully utilizing the experi-
ences accumulated through 

forest conservation in Indonesia and Shiretoko Japan, the project aims 
to support local communities in their efforts to protect and nurture 
their forests by not only planting trees but also by implementing local 
measures to alleviate the causes of deforestation.

Among the regions whose rich natural areas are on the brink of 
destruction, Daikin selected seven locations where Daikin has close 
business ties as the targets for support. In addition to the financial 
support of the NGOs, Daikin encourages its employees around the 
world to participate in local volunteer activities and communicate the 
results to society to express Daikin’s commitment to the earth's 
environment on a global scale.

The Seminar House was constructed on the north side of Eau de Ciel 
Tateshina, which was itself built in Chino City, Nagano Prefecture, as 
a resort facility in 1992. This facility consists of a multi-purpose room 
that can accommodate up to 100 people for training and meetings, a 
dining hall, lounge, reception room, and 10 guest rooms. The primeval 
forests surrounding the facility have been left largely untouched to 
achieve harmonious symbiosis with nature. Based on the concept that 
"uniformity does not produce attentive, differential, and original 
ideas" in an era of diversity, each guest room has its own unique 
interior design.

Please take full advantage of the mountain training facility Eau de 
Ciel Tateshina Seminar House, together with the seaside training 

facility Daikin Ales Aoya, not only as venues for people-to-people 
exchanges for human resource development, lobbying activities, 
top-level sales activities, and new networking but also as facilities to 
freely invite your own guests and employees.

Daikin Times 90th Anniversary Edition

*Seven locations: Brazil (The Amapá Biodiversity Corridor), Liberia (The East Nimba 
Nature Reserve), China (The Mountains of Southwest China), India (The North Western 
Ghats), Cambodia (The Central Cardamoms Protected Forest), Indonesia (Gunung Gede 
Pangrango National Park), and Japan (Shiretoko)

Publishing of 90-Year History of Daikin Industries (History and Legacy)

Technology and Innovation Center Opens in 2015

Completion of Eau de Ciel Tateshina Seminar House

Commencement of “Forests for the Air” Project as Social Contribution

has contributed approximately 500 million yen. The project is 

In November 2015, the Technology and Innovation Center (TIC) 
will open on the grounds of the Yodogawa Plant. 

In addition to the 700 researchers and engineers (1,500 in the future) 
from the three R&D bases (Sakai, Shiga, and Yodogawa Plants) in 
Japan, many people will gather at TIC from various fields inside and 
outside the company, including Group company employees, university 
professors, suppliers, and users. Some of the features of the TIC will be 
its glass-enclosed laboratories with world-class experimental 
equipment that enable open exchanges, offices where top-class 
researchers from all over the world work, and spaces, such as the 
Future Lab and Forest of Knowledge, where diverse people can 
interact. It will definitely serve as a venue for promoting internal and 
external collaborative creation to stimulate the scores of open innova-
tions to come.

As a core facility for the globally expanding Daikin Group to realize 

creation of new values, the TIC will implement Daikin-style innova-
tion initiatives for collaborative creation based on the development of 
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Decade of Tremendous Global Growth
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Current Stop for the Daikin Express 
The Daikin Group has significantly expanded its business for the past decade under the plans of Fusion 10 and Fusion 15.

Astonishingly, the number of Group employees has sharply increased from 17,000 to 56,000.

Let us reflect upon the progress of the Daikin Group in the past decade using a timeline and map.

2004

2004-2014 History of the Daikin Group

Daikin Times 90th Anniversary Edition48Daikin Times 90th Anniversary Edition
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1 Current Stop for the Daikin Express 
and Its 56,000 Passengers

2 Colleagues Blazing New Trails by 
Continuous Action

3 Arrival at the New Normal!

Being in Step with the Times to Create 
Daikin’s Future

Ｐ.49

Ｐ.56

Ｐ.71

Reforestation by local communities

17,077

56,424
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Americas/
Others

●Mr. Yoshiyuki Okano is appointed 
president.

●Ceremony for the 80th 
anniversary of the Daikin’s 
foundation is performed.

●A new corporate symbol is 
established for common use 
among the Daikin Group.

●The first Daikin Global Skills 
Competition is held.

●The Global Procurement 
Division is established.

●Nippon Muki is acquired.
●Daikin Australia celebrates 

the 40th anniversary.

●Mr. Masanori Togawa is 
appointed president.

●Airfel is acquired.
●Japanese sales companies 

for air conditioners are 
reorganized.

●Daikin opens a new 
solution plaza Fuha: Tokyo.

●Daikin opens a new solution 
plaza Fuha: Osaka.

●Daikin Europe celebrates its 
40th anniversary.

●Daikin Sunrise Settsu 
celebrates its 20th anniversary.

●Daikin receives the ”Prime 
Minister's Prize of the 
Monodzukuri Nippon Grand 
Awards”

●Ceremony for the 90th 
anniversary of the Daikin’s 
foundation is performed.

●Output of commercial-use 
air conditioners reaches 10 
million units in Japan.

●Daikin Airconditioning Peru 
S.A.C.

●Goodman is acquired.●Daikin becomes the 
global No.1 air 
conditioning 
manufacturer.

●The Applied Solution 
Business Division is 
established.

●Daikin Industries 
(Thailand) celebrates 
the 20th 
anniversary.

●3L oxygen 
concentrator

●Hexagon Module 
Chiller

●SpaceFinder for .NET, a 
development process 
support system for 
manufacturers

●FILDER Rise, a CAD 
system for electrical 
equipment

●ZESTIA, a marine 
container refrigeration unit

●FIVE STAR ZEAS (Use of R32)

●IM servo

●Urusara 7 (Use of R32)

●VRV Ve-up IV
●DESICA HOME AIR

●ECO-ZEAS 80
●VRV Energy Tuning
●OPTOOL DSX 

(full-fledged sales)
●Inverter Oil Cooling 

Unit 9 Series

●Daikin McQuay Applied 
Development Center

●India Factory, DAIPL
●Daikin McQuay Hungary 

2010

●Daikin Croatia d.o.o. ●Daikin Ar condicionado 
Amazonas Ltda

●Daikin Airconditioning Chile 
S.A.

●Daikin Airconditioning 
Columbia S.A.S

●Daikin Air Conditioning Saudi 
Arabia LLC

●Daikin-Sauer-Danfoss Ltd.

●Daikin Air Conditioning 
Indonesia, Ltd.

●Suzhou Factory, DSZ
●Daikin Korea Co., Ltd. 

(Chemicals)
●Daikin Medical Technology 

(Suzhou) Co., Ltd.

●Daikin China R&D 
Center

●Daikin McQuay Ar 
Condicionado Brazil 
Ltda.

●Daikin Hydraulics 
(Suzhou) Co., Ltd.

●D-Solution Plaza 
Shanghai is 
established.

●The Refrigeration Division is 
established.

●The OYL Group is acquired.

●Sales reach 1 trillion yen.
●Output of outdoor units reaches 

20 million units at the Shiga 
Plant.

●Chairman Noriyuki Inoue 
receives “Award for Outstanding 
Finance and Business 
Executive.”

●Alliance with Gree Electric Appliances 
is formed.

●ROTEX Heating Systems  is acquired.
●Viet Kim Company is acquired.
●All World Machinery Supply is 

acquired.
●Daikin Airconditioning (Singapore) 

celebrates the 40th anniversary.
●Daikin Ales Aoya is established.

●Ultra-thin, energy-saving UX 
series

●Flash Streamer Hikari-Kurieru, 
an air purifier featuring Streamer 
technology

●Super Unit for molders

●NEOFLON CPT
●Super EcoRich for 

machine tools

●Altherma, a heat pump system 
for heating and hot water supply 

●ZEFFLE Infrared Reflective 
coating construction

●DESICA, a humidity controlling 
unit with no water piping

●Clear Force, an air purifier 
having humidifying and 
dehumidifying functions

●Uruoi Hikari-Kurieru, an air purifier 
featuring active plasma ions

●Air Conditioning Network Service 
System II service system

●Daikin Airconditioning Portugal 
Distribuiçao Equipamento 
Termico S.A.

●Daikin Device Czech Republic 
s.r.o.

●Cri-Tech Inc.
●Daikin Applied Systems Co., Ltd.

●Daikin AC (Americas), 
Inc.

●Changshu Factory, 
DCC

●Moscow Office

●Daikin Airconditioning Greece 
SA

●Daikin Rexxam Electronics Co., 
Ltd.

●Daikin Airconditioning 
Netherlands B.V.

●Daikin Arkema Refrigerants Asia 
Ltd.

●Turkey Office
●Daikin Refrigeration (Suzhou) 

Co., Ltd.

●Daikin Sweden AB
●Daikin McQuay Middle East FZE
●Daikin Airconditioning Korea Co., Ltd.
●Jiangxi Datang Chemicals Co., Ltd.
●Daikin MR Engineering Co., Ltd.
●Daikin Hydraulic Engineering Co., Ltd.

(c) concervation International / photo by Anton Ario
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Challenging Anew for the Next 10 
Years
To commemorate the 90th anniversary of its founding, Daikin is publishing a company history that looks back on its past to 
sustain momentum for further development and continued efforts in construction of new facilities and social contribution 
activities.

Chap.3

The 90-Year History of Daikin Industries will be published next 
spring. The company history will consist of two volumes (written in 
Japanese, English, and Chinese): the "History Volume," which focuses 
on the efforts Daikin has made in the last 20 years in regards to its 
management reforms, and the "Legacy Volume (Daikin's DNA)," 

which attempts to pass down Daikin's DNA to all Group employees by 
giving perspective to its point of origin and future prospects. Be sure 
to look for this latest edition of Daikin’s history summarizing our 
remarkable development.

creation of new values, the TIC will implement Daikin-style innova-
tion initiatives for collaborative creation based on the development of 
the world's No. 1 environmental engineering capabilities as well as 
global collaboration between industries, governments, and academia. 
(Please also see the related articles on pages 75 to 78.)

"Forests for the Air" is a 10-year project that Daikin started in 
cooperation with Conservation International (an international 
non-governmental organization) and the Shiretoko Nature Founda-
tion that was initiated in June 2014 and is a project in which Daikin 
has contributed approximately 500 million yen. The project is 

intended to provide conser-
vation activities in seven 
locations* linked to the 
future of air-nurturing 
forests, beginning with the 
world’s largest class of 
primeval forests. 

Fully utilizing the experi-
ences accumulated through 

forest conservation in Indonesia and Shiretoko Japan, the project aims 
to support local communities in their efforts to protect and nurture 
their forests by not only planting trees but also by implementing local 
measures to alleviate the causes of deforestation.

Among the regions whose rich natural areas are on the brink of 
destruction, Daikin selected seven locations where Daikin has close 
business ties as the targets for support. In addition to the financial 
support of the NGOs, Daikin encourages its employees around the 
world to participate in local volunteer activities and communicate the 
results to society to express Daikin’s commitment to the earth's 
environment on a global scale.

The Seminar House was constructed on the north side of Eau de Ciel 
Tateshina, which was itself built in Chino City, Nagano Prefecture, as 
a resort facility in 1992. This facility consists of a multi-purpose room 
that can accommodate up to 100 people for training and meetings, a 
dining hall, lounge, reception room, and 10 guest rooms. The primeval 
forests surrounding the facility have been left largely untouched to 
achieve harmonious symbiosis with nature. Based on the concept that 
"uniformity does not produce attentive, differential, and original 
ideas" in an era of diversity, each guest room has its own unique 
interior design.

Please take full advantage of the mountain training facility Eau de 
Ciel Tateshina Seminar House, together with the seaside training 

facility Daikin Ales Aoya, not only as venues for people-to-people 
exchanges for human resource development, lobbying activities, 
top-level sales activities, and new networking but also as facilities to 
freely invite your own guests and employees.

Daikin Times 90th Anniversary Edition

*Seven locations: Brazil (The Amapá Biodiversity Corridor), Liberia (The East Nimba 
Nature Reserve), China (The Mountains of Southwest China), India (The North Western 
Ghats), Cambodia (The Central Cardamoms Protected Forest), Indonesia (Gunung Gede 
Pangrango National Park), and Japan (Shiretoko)

Publishing of 90-Year History of Daikin Industries (History and Legacy)

Technology and Innovation Center Opens in 2015

Completion of Eau de Ciel Tateshina Seminar House

Commencement of “Forests for the Air” Project as Social Contribution

has contributed approximately 500 million yen. The project is 

In November 2015, the Technology and Innovation Center (TIC) 
will open on the grounds of the Yodogawa Plant. 

In addition to the 700 researchers and engineers (1,500 in the future) 
from the three R&D bases (Sakai, Shiga, and Yodogawa Plants) in 
Japan, many people will gather at TIC from various fields inside and 
outside the company, including Group company employees, university 
professors, suppliers, and users. Some of the features of the TIC will be 
its glass-enclosed laboratories with world-class experimental 
equipment that enable open exchanges, offices where top-class 
researchers from all over the world work, and spaces, such as the 
Future Lab and Forest of Knowledge, where diverse people can 
interact. It will definitely serve as a venue for promoting internal and 
external collaborative creation to stimulate the scores of open innova-
tions to come.

As a core facility for the globally expanding Daikin Group to realize 

creation of new values, the TIC will implement Daikin-style innova-
tion initiatives for collaborative creation based on the development of 
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Decade of Tremendous Global Growth
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Current Stop for the Daikin Express 
The Daikin Group has significantly expanded its business for the past decade under the plans of Fusion 10 and Fusion 15.

Astonishingly, the number of Group employees has sharply increased from 17,000 to 56,000.

Let us reflect upon the progress of the Daikin Group in the past decade using a timeline and map.

2004

2004-2014 History of the Daikin Group
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1 Current Stop for the Daikin Express 
and Its 56,000 Passengers

2 Colleagues Blazing New Trails by 
Continuous Action

3 Arrival at the New Normal!

Being in Step with the Times to Create 
Daikin’s Future

Ｐ.49

Ｐ.56

Ｐ.71

Reforestation by local communities

17,077

56,424

29％
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14％
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20％
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9％ 20％
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Americas/
Others

●Mr. Yoshiyuki Okano is appointed 
president.

●Ceremony for the 80th 
anniversary of the Daikin’s 
foundation is performed.

●A new corporate symbol is 
established for common use 
among the Daikin Group.

●The first Daikin Global Skills 
Competition is held.

●The Global Procurement 
Division is established.

●Nippon Muki is acquired.
●Daikin Australia celebrates 

the 40th anniversary.

●Mr. Masanori Togawa is 
appointed president.

●Airfel is acquired.
●Japanese sales companies 

for air conditioners are 
reorganized.

●Daikin opens a new 
solution plaza Fuha: Tokyo.

●Daikin opens a new solution 
plaza Fuha: Osaka.

●Daikin Europe celebrates its 
40th anniversary.

●Daikin Sunrise Settsu 
celebrates its 20th anniversary.

●Daikin receives the ”Prime 
Minister's Prize of the 
Monodzukuri Nippon Grand 
Awards”

●Ceremony for the 90th 
anniversary of the Daikin’s 
foundation is performed.

●Output of commercial-use 
air conditioners reaches 10 
million units in Japan.

●Daikin Airconditioning Peru 
S.A.C.

●Goodman is acquired.●Daikin becomes the 
global No.1 air 
conditioning 
manufacturer.

●The Applied Solution 
Business Division is 
established.

●Daikin Industries 
(Thailand) celebrates 
the 20th 
anniversary.

●3L oxygen 
concentrator

●Hexagon Module 
Chiller

●SpaceFinder for .NET, a 
development process 
support system for 
manufacturers

●FILDER Rise, a CAD 
system for electrical 
equipment

●ZESTIA, a marine 
container refrigeration unit

●FIVE STAR ZEAS (Use of R32)

●IM servo

●Urusara 7 (Use of R32)

●VRV Ve-up IV
●DESICA HOME AIR

●ECO-ZEAS 80
●VRV Energy Tuning
●OPTOOL DSX 

(full-fledged sales)
●Inverter Oil Cooling 

Unit 9 Series

●Daikin McQuay Applied 
Development Center

●India Factory, DAIPL
●Daikin McQuay Hungary 

2010

●Daikin Croatia d.o.o. ●Daikin Ar condicionado 
Amazonas Ltda

●Daikin Airconditioning Chile 
S.A.

●Daikin Airconditioning 
Columbia S.A.S

●Daikin Air Conditioning Saudi 
Arabia LLC

●Daikin-Sauer-Danfoss Ltd.

●Daikin Air Conditioning 
Indonesia, Ltd.

●Suzhou Factory, DSZ
●Daikin Korea Co., Ltd. 

(Chemicals)
●Daikin Medical Technology 

(Suzhou) Co., Ltd.

●Daikin China R&D 
Center

●Daikin McQuay Ar 
Condicionado Brazil 
Ltda.

●Daikin Hydraulics 
(Suzhou) Co., Ltd.

●D-Solution Plaza 
Shanghai is 
established.

●The Refrigeration Division is 
established.

●The OYL Group is acquired.

●Sales reach 1 trillion yen.
●Output of outdoor units reaches 

20 million units at the Shiga 
Plant.

●Chairman Noriyuki Inoue 
receives “Award for Outstanding 
Finance and Business 
Executive.”

●Alliance with Gree Electric Appliances 
is formed.

●ROTEX Heating Systems  is acquired.
●Viet Kim Company is acquired.
●All World Machinery Supply is 

acquired.
●Daikin Airconditioning (Singapore) 

celebrates the 40th anniversary.
●Daikin Ales Aoya is established.

●Ultra-thin, energy-saving UX 
series

●Flash Streamer Hikari-Kurieru, 
an air purifier featuring Streamer 
technology

●Super Unit for molders

●NEOFLON CPT
●Super EcoRich for 

machine tools

●Altherma, a heat pump system 
for heating and hot water supply 

●ZEFFLE Infrared Reflective 
coating construction

●DESICA, a humidity controlling 
unit with no water piping

●Clear Force, an air purifier 
having humidifying and 
dehumidifying functions

●Uruoi Hikari-Kurieru, an air purifier 
featuring active plasma ions

●Air Conditioning Network Service 
System II service system

●Daikin Airconditioning Portugal 
Distribuiçao Equipamento 
Termico S.A.

●Daikin Device Czech Republic 
s.r.o.

●Cri-Tech Inc.
●Daikin Applied Systems Co., Ltd.

●Daikin AC (Americas), 
Inc.

●Changshu Factory, 
DCC

●Moscow Office

●Daikin Airconditioning Greece 
SA

●Daikin Rexxam Electronics Co., 
Ltd.

●Daikin Airconditioning 
Netherlands B.V.

●Daikin Arkema Refrigerants Asia 
Ltd.

●Turkey Office
●Daikin Refrigeration (Suzhou) 

Co., Ltd.

●Daikin Sweden AB
●Daikin McQuay Middle East FZE
●Daikin Airconditioning Korea Co., Ltd.
●Jiangxi Datang Chemicals Co., Ltd.
●Daikin MR Engineering Co., Ltd.
●Daikin Hydraulic Engineering Co., Ltd.

(c) concervation International / photo by Anton Ario
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Challenging Anew for the Next 10 
Years
To commemorate the 90th anniversary of its founding, Daikin is publishing a company history that looks back on its past to 
sustain momentum for further development and continued efforts in construction of new facilities and social contribution 
activities.

Chap.3

The 90-Year History of Daikin Industries will be published next 
spring. The company history will consist of two volumes (written in 
Japanese, English, and Chinese): the "History Volume," which focuses 
on the efforts Daikin has made in the last 20 years in regards to its 
management reforms, and the "Legacy Volume (Daikin's DNA)," 

which attempts to pass down Daikin's DNA to all Group employees by 
giving perspective to its point of origin and future prospects. Be sure 
to look for this latest edition of Daikin’s history summarizing our 
remarkable development.

creation of new values, the TIC will implement Daikin-style innova-
tion initiatives for collaborative creation based on the development of 
the world's No. 1 environmental engineering capabilities as well as 
global collaboration between industries, governments, and academia. 
(Please also see the related articles on pages 75 to 78.)

"Forests for the Air" is a 10-year project that Daikin started in 
cooperation with Conservation International (an international 
non-governmental organization) and the Shiretoko Nature Founda-
tion that was initiated in June 2014 and is a project in which Daikin 
has contributed approximately 500 million yen. The project is 

intended to provide conser-
vation activities in seven 
locations* linked to the 
future of air-nurturing 
forests, beginning with the 
world’s largest class of 
primeval forests. 

Fully utilizing the experi-
ences accumulated through 

forest conservation in Indonesia and Shiretoko Japan, the project aims 
to support local communities in their efforts to protect and nurture 
their forests by not only planting trees but also by implementing local 
measures to alleviate the causes of deforestation.

Among the regions whose rich natural areas are on the brink of 
destruction, Daikin selected seven locations where Daikin has close 
business ties as the targets for support. In addition to the financial 
support of the NGOs, Daikin encourages its employees around the 
world to participate in local volunteer activities and communicate the 
results to society to express Daikin’s commitment to the earth's 
environment on a global scale.

The Seminar House was constructed on the north side of Eau de Ciel 
Tateshina, which was itself built in Chino City, Nagano Prefecture, as 
a resort facility in 1992. This facility consists of a multi-purpose room 
that can accommodate up to 100 people for training and meetings, a 
dining hall, lounge, reception room, and 10 guest rooms. The primeval 
forests surrounding the facility have been left largely untouched to 
achieve harmonious symbiosis with nature. Based on the concept that 
"uniformity does not produce attentive, differential, and original 
ideas" in an era of diversity, each guest room has its own unique 
interior design.

Please take full advantage of the mountain training facility Eau de 
Ciel Tateshina Seminar House, together with the seaside training 

facility Daikin Ales Aoya, not only as venues for people-to-people 
exchanges for human resource development, lobbying activities, 
top-level sales activities, and new networking but also as facilities to 
freely invite your own guests and employees.

Daikin Times 90th Anniversary Edition

*Seven locations: Brazil (The Amapá Biodiversity Corridor), Liberia (The East Nimba 
Nature Reserve), China (The Mountains of Southwest China), India (The North Western 
Ghats), Cambodia (The Central Cardamoms Protected Forest), Indonesia (Gunung Gede 
Pangrango National Park), and Japan (Shiretoko)

Publishing of 90-Year History of Daikin Industries (History and Legacy)

Technology and Innovation Center Opens in 2015

Completion of Eau de Ciel Tateshina Seminar House

Commencement of “Forests for the Air” Project as Social Contribution

has contributed approximately 500 million yen. The project is 

In November 2015, the Technology and Innovation Center (TIC) 
will open on the grounds of the Yodogawa Plant. 

In addition to the 700 researchers and engineers (1,500 in the future) 
from the three R&D bases (Sakai, Shiga, and Yodogawa Plants) in 
Japan, many people will gather at TIC from various fields inside and 
outside the company, including Group company employees, university 
professors, suppliers, and users. Some of the features of the TIC will be 
its glass-enclosed laboratories with world-class experimental 
equipment that enable open exchanges, offices where top-class 
researchers from all over the world work, and spaces, such as the 
Future Lab and Forest of Knowledge, where diverse people can 
interact. It will definitely serve as a venue for promoting internal and 
external collaborative creation to stimulate the scores of open innova-
tions to come.

As a core facility for the globally expanding Daikin Group to realize 

creation of new values, the TIC will implement Daikin-style innova-
tion initiatives for collaborative creation based on the development of 
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Decade of Tremendous Global Growth
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Current Stop for the Daikin Express 
The Daikin Group has significantly expanded its business for the past decade under the plans of Fusion 10 and Fusion 15.

Astonishingly, the number of Group employees has sharply increased from 17,000 to 56,000.

Let us reflect upon the progress of the Daikin Group in the past decade using a timeline and map.

2004

2004-2014 History of the Daikin Group
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1 Current Stop for the Daikin Express 
and Its 56,000 Passengers

2 Colleagues Blazing New Trails by 
Continuous Action

3 Arrival at the New Normal!

Being in Step with the Times to Create 
Daikin’s Future

Ｐ.49

Ｐ.56

Ｐ.71

Reforestation by local communities

17,077

56,424

29％

58％

14％

18％

13％
20％

8％
9％ 20％

6％
5％

Americas/
Others

●Mr. Yoshiyuki Okano is appointed 
president.

●Ceremony for the 80th 
anniversary of the Daikin’s 
foundation is performed.

●A new corporate symbol is 
established for common use 
among the Daikin Group.

●The first Daikin Global Skills 
Competition is held.

●The Global Procurement 
Division is established.

●Nippon Muki is acquired.
●Daikin Australia celebrates 

the 40th anniversary.

●Mr. Masanori Togawa is 
appointed president.

●Airfel is acquired.
●Japanese sales companies 

for air conditioners are 
reorganized.

●Daikin opens a new 
solution plaza Fuha: Tokyo.

●Daikin opens a new solution 
plaza Fuha: Osaka.

●Daikin Europe celebrates its 
40th anniversary.

●Daikin Sunrise Settsu 
celebrates its 20th anniversary.

●Daikin receives the ”Prime 
Minister's Prize of the 
Monodzukuri Nippon Grand 
Awards”

●Ceremony for the 90th 
anniversary of the Daikin’s 
foundation is performed.

●Output of commercial-use 
air conditioners reaches 10 
million units in Japan.

●Daikin Airconditioning Peru 
S.A.C.

●Goodman is acquired.●Daikin becomes the 
global No.1 air 
conditioning 
manufacturer.

●The Applied Solution 
Business Division is 
established.

●Daikin Industries 
(Thailand) celebrates 
the 20th 
anniversary.

●3L oxygen 
concentrator

●Hexagon Module 
Chiller

●SpaceFinder for .NET, a 
development process 
support system for 
manufacturers

●FILDER Rise, a CAD 
system for electrical 
equipment

●ZESTIA, a marine 
container refrigeration unit

●FIVE STAR ZEAS (Use of R32)

●IM servo

●Urusara 7 (Use of R32)

●VRV Ve-up IV
●DESICA HOME AIR

●ECO-ZEAS 80
●VRV Energy Tuning
●OPTOOL DSX 

(full-fledged sales)
●Inverter Oil Cooling 

Unit 9 Series

●Daikin McQuay Applied 
Development Center

●India Factory, DAIPL
●Daikin McQuay Hungary 

2010

●Daikin Croatia d.o.o. ●Daikin Ar condicionado 
Amazonas Ltda

●Daikin Airconditioning Chile 
S.A.

●Daikin Airconditioning 
Columbia S.A.S

●Daikin Air Conditioning Saudi 
Arabia LLC

●Daikin-Sauer-Danfoss Ltd.

●Daikin Air Conditioning 
Indonesia, Ltd.

●Suzhou Factory, DSZ
●Daikin Korea Co., Ltd. 

(Chemicals)
●Daikin Medical Technology 

(Suzhou) Co., Ltd.

●Daikin China R&D 
Center

●Daikin McQuay Ar 
Condicionado Brazil 
Ltda.

●Daikin Hydraulics 
(Suzhou) Co., Ltd.

●D-Solution Plaza 
Shanghai is 
established.

●The Refrigeration Division is 
established.

●The OYL Group is acquired.

●Sales reach 1 trillion yen.
●Output of outdoor units reaches 

20 million units at the Shiga 
Plant.

●Chairman Noriyuki Inoue 
receives “Award for Outstanding 
Finance and Business 
Executive.”

●Alliance with Gree Electric Appliances 
is formed.

●ROTEX Heating Systems  is acquired.
●Viet Kim Company is acquired.
●All World Machinery Supply is 

acquired.
●Daikin Airconditioning (Singapore) 

celebrates the 40th anniversary.
●Daikin Ales Aoya is established.

●Ultra-thin, energy-saving UX 
series

●Flash Streamer Hikari-Kurieru, 
an air purifier featuring Streamer 
technology

●Super Unit for molders

●NEOFLON CPT
●Super EcoRich for 

machine tools

●Altherma, a heat pump system 
for heating and hot water supply 

●ZEFFLE Infrared Reflective 
coating construction

●DESICA, a humidity controlling 
unit with no water piping

●Clear Force, an air purifier 
having humidifying and 
dehumidifying functions

●Uruoi Hikari-Kurieru, an air purifier 
featuring active plasma ions

●Air Conditioning Network Service 
System II service system

●Daikin Airconditioning Portugal 
Distribuiçao Equipamento 
Termico S.A.

●Daikin Device Czech Republic 
s.r.o.

●Cri-Tech Inc.
●Daikin Applied Systems Co., Ltd.

●Daikin AC (Americas), 
Inc.

●Changshu Factory, 
DCC

●Moscow Office

●Daikin Airconditioning Greece 
SA

●Daikin Rexxam Electronics Co., 
Ltd.

●Daikin Airconditioning 
Netherlands B.V.

●Daikin Arkema Refrigerants Asia 
Ltd.

●Turkey Office
●Daikin Refrigeration (Suzhou) 

Co., Ltd.

●Daikin Sweden AB
●Daikin McQuay Middle East FZE
●Daikin Airconditioning Korea Co., Ltd.
●Jiangxi Datang Chemicals Co., Ltd.
●Daikin MR Engineering Co., Ltd.
●Daikin Hydraulic Engineering Co., Ltd.

(c) concervation International / photo by Anton Ario
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Challenging Anew for the Next 10 
Years
To commemorate the 90th anniversary of its founding, Daikin is publishing a company history that looks back on its past to 
sustain momentum for further development and continued efforts in construction of new facilities and social contribution 
activities.

Chap.3

The 90-Year History of Daikin Industries will be published next 
spring. The company history will consist of two volumes (written in 
Japanese, English, and Chinese): the "History Volume," which focuses 
on the efforts Daikin has made in the last 20 years in regards to its 
management reforms, and the "Legacy Volume (Daikin's DNA)," 

which attempts to pass down Daikin's DNA to all Group employees by 
giving perspective to its point of origin and future prospects. Be sure 
to look for this latest edition of Daikin’s history summarizing our 
remarkable development.

creation of new values, the TIC will implement Daikin-style innova-
tion initiatives for collaborative creation based on the development of 
the world's No. 1 environmental engineering capabilities as well as 
global collaboration between industries, governments, and academia. 
(Please also see the related articles on pages 75 to 78.)

"Forests for the Air" is a 10-year project that Daikin started in 
cooperation with Conservation International (an international 
non-governmental organization) and the Shiretoko Nature Founda-
tion that was initiated in June 2014 and is a project in which Daikin 
has contributed approximately 500 million yen. The project is 

intended to provide conser-
vation activities in seven 
locations* linked to the 
future of air-nurturing 
forests, beginning with the 
world’s largest class of 
primeval forests. 

Fully utilizing the experi-
ences accumulated through 

forest conservation in Indonesia and Shiretoko Japan, the project aims 
to support local communities in their efforts to protect and nurture 
their forests by not only planting trees but also by implementing local 
measures to alleviate the causes of deforestation.

Among the regions whose rich natural areas are on the brink of 
destruction, Daikin selected seven locations where Daikin has close 
business ties as the targets for support. In addition to the financial 
support of the NGOs, Daikin encourages its employees around the 
world to participate in local volunteer activities and communicate the 
results to society to express Daikin’s commitment to the earth's 
environment on a global scale.

The Seminar House was constructed on the north side of Eau de Ciel 
Tateshina, which was itself built in Chino City, Nagano Prefecture, as 
a resort facility in 1992. This facility consists of a multi-purpose room 
that can accommodate up to 100 people for training and meetings, a 
dining hall, lounge, reception room, and 10 guest rooms. The primeval 
forests surrounding the facility have been left largely untouched to 
achieve harmonious symbiosis with nature. Based on the concept that 
"uniformity does not produce attentive, differential, and original 
ideas" in an era of diversity, each guest room has its own unique 
interior design.

Please take full advantage of the mountain training facility Eau de 
Ciel Tateshina Seminar House, together with the seaside training 

facility Daikin Ales Aoya, not only as venues for people-to-people 
exchanges for human resource development, lobbying activities, 
top-level sales activities, and new networking but also as facilities to 
freely invite your own guests and employees.

Daikin Times 90th Anniversary Edition

*Seven locations: Brazil (The Amapá Biodiversity Corridor), Liberia (The East Nimba 
Nature Reserve), China (The Mountains of Southwest China), India (The North Western 
Ghats), Cambodia (The Central Cardamoms Protected Forest), Indonesia (Gunung Gede 
Pangrango National Park), and Japan (Shiretoko)

Publishing of 90-Year History of Daikin Industries (History and Legacy)

Technology and Innovation Center Opens in 2015

Completion of Eau de Ciel Tateshina Seminar House

Commencement of “Forests for the Air” Project as Social Contribution

has contributed approximately 500 million yen. The project is 

In November 2015, the Technology and Innovation Center (TIC) 
will open on the grounds of the Yodogawa Plant. 

In addition to the 700 researchers and engineers (1,500 in the future) 
from the three R&D bases (Sakai, Shiga, and Yodogawa Plants) in 
Japan, many people will gather at TIC from various fields inside and 
outside the company, including Group company employees, university 
professors, suppliers, and users. Some of the features of the TIC will be 
its glass-enclosed laboratories with world-class experimental 
equipment that enable open exchanges, offices where top-class 
researchers from all over the world work, and spaces, such as the 
Future Lab and Forest of Knowledge, where diverse people can 
interact. It will definitely serve as a venue for promoting internal and 
external collaborative creation to stimulate the scores of open innova-
tions to come.

As a core facility for the globally expanding Daikin Group to realize 

creation of new values, the TIC will implement Daikin-style innova-
tion initiatives for collaborative creation based on the development of 

90th
Anniversary
Celebrations

50

and Its 56,000 Passengers
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Europe
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Americas

Others

China

China

Asia/
Oceania

Asia/
Oceania

FY2013

¥0.6T ¥1.78T

Overseas Business Ratio 71％Overseas Business Ratio 42％
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Decade of Tremendous Global Growth
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Current Stop for the Daikin Express 
The Daikin Group has significantly expanded its business for the past decade under the plans of Fusion 10 and Fusion 15.

Astonishingly, the number of Group employees has sharply increased from 17,000 to 56,000.

Let us reflect upon the progress of the Daikin Group in the past decade using a timeline and map.

2004

2004-2014 History of the Daikin Group
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1 Current Stop for the Daikin Express 
and Its 56,000 Passengers

2 Colleagues Blazing New Trails by 
Continuous Action

3 Arrival at the New Normal!

Being in Step with the Times to Create 
Daikin’s Future

Ｐ.49

Ｐ.56

Ｐ.71

Reforestation by local communities

17,077

56,424

29％

58％

14％

18％

13％
20％

8％
9％ 20％

6％
5％

Americas/
Others

●Mr. Yoshiyuki Okano is appointed 
president.

●Ceremony for the 80th 
anniversary of the Daikin’s 
foundation is performed.

●A new corporate symbol is 
established for common use 
among the Daikin Group.

●The first Daikin Global Skills 
Competition is held.

●The Global Procurement 
Division is established.

●Nippon Muki is acquired.
●Daikin Australia celebrates 

the 40th anniversary.

●Mr. Masanori Togawa is 
appointed president.

●Airfel is acquired.
●Japanese sales companies 

for air conditioners are 
reorganized.

●Daikin opens a new 
solution plaza Fuha: Tokyo.

●Daikin opens a new solution 
plaza Fuha: Osaka.

●Daikin Europe celebrates its 
40th anniversary.

●Daikin Sunrise Settsu 
celebrates its 20th anniversary.

●Daikin receives the ”Prime 
Minister's Prize of the 
Monodzukuri Nippon Grand 
Awards”

●Ceremony for the 90th 
anniversary of the Daikin’s 
foundation is performed.

●Output of commercial-use 
air conditioners reaches 10 
million units in Japan.

●Daikin Airconditioning Peru 
S.A.C.

●Goodman is acquired.●Daikin becomes the 
global No.1 air 
conditioning 
manufacturer.

●The Applied Solution 
Business Division is 
established.

●Daikin Industries 
(Thailand) celebrates 
the 20th 
anniversary.

●3L oxygen 
concentrator

●Hexagon Module 
Chiller

●SpaceFinder for .NET, a 
development process 
support system for 
manufacturers

●FILDER Rise, a CAD 
system for electrical 
equipment

●ZESTIA, a marine 
container refrigeration unit

●FIVE STAR ZEAS (Use of R32)

●IM servo

●Urusara 7 (Use of R32)

●VRV Ve-up IV
●DESICA HOME AIR

●ECO-ZEAS 80
●VRV Energy Tuning
●OPTOOL DSX 

(full-fledged sales)
●Inverter Oil Cooling 

Unit 9 Series

●Daikin McQuay Applied 
Development Center

●India Factory, DAIPL
●Daikin McQuay Hungary 

2010

●Daikin Croatia d.o.o. ●Daikin Ar condicionado 
Amazonas Ltda

●Daikin Airconditioning Chile 
S.A.

●Daikin Airconditioning 
Columbia S.A.S

●Daikin Air Conditioning Saudi 
Arabia LLC

●Daikin-Sauer-Danfoss Ltd.

●Daikin Air Conditioning 
Indonesia, Ltd.

●Suzhou Factory, DSZ
●Daikin Korea Co., Ltd. 

(Chemicals)
●Daikin Medical Technology 

(Suzhou) Co., Ltd.

●Daikin China R&D 
Center

●Daikin McQuay Ar 
Condicionado Brazil 
Ltda.

●Daikin Hydraulics 
(Suzhou) Co., Ltd.

●D-Solution Plaza 
Shanghai is 
established.

●The Refrigeration Division is 
established.

●The OYL Group is acquired.

●Sales reach 1 trillion yen.
●Output of outdoor units reaches 

20 million units at the Shiga 
Plant.

●Chairman Noriyuki Inoue 
receives “Award for Outstanding 
Finance and Business 
Executive.”

●Alliance with Gree Electric Appliances 
is formed.

●ROTEX Heating Systems  is acquired.
●Viet Kim Company is acquired.
●All World Machinery Supply is 

acquired.
●Daikin Airconditioning (Singapore) 

celebrates the 40th anniversary.
●Daikin Ales Aoya is established.

●Ultra-thin, energy-saving UX 
series

●Flash Streamer Hikari-Kurieru, 
an air purifier featuring Streamer 
technology

●Super Unit for molders

●NEOFLON CPT
●Super EcoRich for 

machine tools

●Altherma, a heat pump system 
for heating and hot water supply 

●ZEFFLE Infrared Reflective 
coating construction

●DESICA, a humidity controlling 
unit with no water piping

●Clear Force, an air purifier 
having humidifying and 
dehumidifying functions

●Uruoi Hikari-Kurieru, an air purifier 
featuring active plasma ions

●Air Conditioning Network Service 
System II service system

●Daikin Airconditioning Portugal 
Distribuiçao Equipamento 
Termico S.A.

●Daikin Device Czech Republic 
s.r.o.

●Cri-Tech Inc.
●Daikin Applied Systems Co., Ltd.

●Daikin AC (Americas), 
Inc.

●Changshu Factory, 
DCC

●Moscow Office

●Daikin Airconditioning Greece 
SA

●Daikin Rexxam Electronics Co., 
Ltd.

●Daikin Airconditioning 
Netherlands B.V.

●Daikin Arkema Refrigerants Asia 
Ltd.

●Turkey Office
●Daikin Refrigeration (Suzhou) 

Co., Ltd.

●Daikin Sweden AB
●Daikin McQuay Middle East FZE
●Daikin Airconditioning Korea Co., Ltd.
●Jiangxi Datang Chemicals Co., Ltd.
●Daikin MR Engineering Co., Ltd.
●Daikin Hydraulic Engineering Co., Ltd.

(c) concervation International / photo by Anton Ario



Europe
Country Company

Delivering Daikin Products 
to Every Corner of the World!

O.Y.L Manufacturing 
Company Sdn Bhd
（2006） 

Daikin Turkey A.S.
（2011） 

DAIKIN      GROUP

Daikin 
McQuay 
Ar Condicionado 
Brasil
（2010）

Goodman 
Global Group, Inc.
（2012）

Suzhou Factory, 
Daikin Air-conditioning
(Suzhou) Co., Ltd.
（2012） 

Albania
Armenia
Austria
Belarus
Belgium

Bosnia-Herzegovina
Bulgaria
Croatia
Cyprus
Czech

Denmark
Estonia
Finland
France

Georgia
Germany

Greece
Hungary
Ireland
Italy

Kazakhstan
Kyrgystan
Latvia
Lithuania
Macedonia
Malta
Moldova
Netherlands

Norway
Poland
Portugal
Reunion
Romania
Russia
Serbia and Montenegro
Slovakia
Slovenia
Spain
Sweden
Switzerland
Tajikistan
Turkey
Turkmenistan
Ukraine
United Kingdom

Uzbekistan
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Daikin Airconditioning Central Europe Handels Gmbh

Daikin Europe N.V.
Daikin Airconditioning Belgium N.V.

　

Daikin Device Czech Republic s.r.o.
Daikin Industries Czech Republic s.r.o

　
Daikin Airconditioning France S.A.S
Daikin Chemical France S.A.S

Daikin Airconditioning Germany GmbH
Rotex Heating Systems GmbH 
Daikin Chemical Europe GmbH

Daikin Airconditioning Greece S.A. 
　

Daikin Airconditioning Italy S.p.A.
Daikin Applied Europe

Daikin Airconditioning Netherlands B.V.
Daikin Chemical Netherlands B.V. 

Daikin Airconditioning Poland Sp.zo.o
Daikin Airconditioning Portugal S.A. 

 
Daikin AC Spain, S.A.
Daikin Sweden A.B.

Daikin Turkey A.S.

Daikin Airconditioning U.K., Ltd.
J&E Hall International

Mexico
Nicaragua
Panama
Peru
Puerto Rico
Suriname
Trinidad & Tobago
Uruguay
USA

Venezuela

Daikin Airconditioning Mexico, S.deR.L.deC.V.

 

Asia/Oceania
Australia

Bangladesh
Brunei
Cambodia
China

Daikin Australia Pty., Ltd.
IRS International Pty. Ltd.

Fiji
Hong Kong

India
Indonesia

Japan
Malaysia

Maldives
Myanmar
Nepal
New Caledonia
New Zealand
Pakistan
Papua N.G.
Philippines
Singapore

Solomon Islands
Korea
Sri Lanka
Tahiti
Thailand

Taiwan

Vietnam

　
Daikin Airconditioning（Hong Kong）Ltd.
McQuay Air-conditioning Limited
Daikin Arkema Refrigerants Asia Ltd.
Daikin Airconditioning India Pvt. Ltd.
PT. Daikin Airconditioning Indonesia
PT. Daikin Applied Solutions Indonesia

Daikin Airconditioning Malaysia
O.Y.L. Corporate Management Office
O.Y.L. Manufacturing Company Sdn Bhd

Daikin Airconditioning Philippines, Inc.
Daikin Airconditioning（Singapore） Pte. Ltd.
Daikin Asia Servicing Pte.Ltd.

Daikin Korea Co., Ltd.

Daikin（China） Investment Co.,Ltd
Daikin Air-conditioning（Shanghai）Co.,Ltd.
Daikin Air-conditioning（Suzhou）Co.,Ltd.
Xi'an Daikin Qing'an Compressor Co., Ltd.
Daikin Device（Suzhou）Co.,Ltd
Daikin Motor（Suzhou) Co.,Ltd
Daikin Refrigeration（Suzhou） Co.,Ltd.
Daikin Air-Conditioning Technology（Beijing）,Ltd.
Daikin Air-Conditioning Technology（Shanghai）,Ltd.
Daikin Air-Conditioning Technology（Guangzhou）,Ltd.
McQuay Air Conditioning & Refrigeration（Wuhan）Co.,Ltd.
Shenzhen McQuay Air Conditioning Co.,Ltd.
McQuay Air Conditioning & Refirigeration（Suzhou）Co.,Ltd.
McQuay Technology（Shenzhen）Co.,Ltd.
McQuay Central Air Conditioning （China）Co.,Ltd.
McQuay Air Conditioning （Shanghai）Co.,Ltd.
Zhuhai Gree Daikin Device Co.,Ltd.
Zhuhai Gree Daikin  Precision Mold Co.,Ltd.
Nippon Muki（Shanghai）Co., Ltd
Nippon Muki（Shuhou）Co., Ltd
Daikin Fluorochemicals（China）Co.,Ltd.
Daikin Fluoro Coatings（Shanghai） Co.,Ltd.
Daikin Chemical International Trading（Shanghai）Co.,Ltd.
Daikin Arkema Refrigerants Trading（Shanghai）Co.,Ltd.
Arkema Daikin Advanced Fluorochemicals（Changshu）Co., Ltd
JiangXi DaTang Chemicals Co., Ltd
Daikin Hydraulics（Suzhou） Co.,Ltd.
Daikin Medical Technology（Suzhou）Co.,Ltd

Taiwan Daikin Advanced Chemicals, Inc.
Formosa Daikin Advanced Chemicals Co.,Ltd.
Viet Kim Company
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Americas
Argentina
Aruba
Bahamas
Barbados
Bermuda
Brazil

Canada
Cayman Is.
Chile
Colombia
Costa Rica 
Curacao
Dominica
Eｃuador
El Salvadar
Guadalupe
Guatemala
Guyana
Honduras
Jamaica

Daikin Air Conditioning Argentina S.A.

Daikin McQuay Ar Condicionado Brasil Ltda.
Daikin Ar Condicionado Amazonas Ltda.

Daikin Airconditioning Chile S.A. 
Daikin Airconditioning Colombia S.A.S. 

●
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Middle East and Africa
Algeria
Angola
Azerbaijan
Bahrain
Botswana
Burkina Faso
Cameroon
Côte d'Ivoire
Egypt
Ethiopia
Equatorial Guinea
Gabon
Ghana
Iran
Iraq

●

●

●

●

●

●

●

●

●

●

●

●

●

●

●

Jordan
Kenya
Kuwait
Lebanon
Lesotho
Libya
Madagascar
Mali
Mauritania
Mauritius
Morocco
Mozambique
Namibia
Niger
Nigeria

●
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●

●

●

●

●

●

●

●

●

●

●

●

●

Oman
Qatar
Saudi Arabia
Senegal
Seychelles
South Africa
Sudan
Syria
Tanzania
Togo
Tunisia
UAE
Uganda

Daikin Airconditioning Saudi Arabia LLC 

Daikin Airconditioning South Africa （Pty.） Ltd.

Daikin-McQuay Middle East FZE
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●

●
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●

●

●

●

●

●

●

●

The Daikin Group was operating in 63 countries as of 2004.
Since then, 10 years have past, and now the figure has risen to 145 countries.
Our production bases have also increased to no less than 74 locations worldwide through our localization strategy and M&A. 
It will take little time before we can deliver Daikin products to every corner of the world.

Daikin 
McQuay 
Ar Condicionado 
Brasil

1 Current Stop for the Daikin Express 
and Its 56,000 Passengers

Suzhou Factory, Suzhou Factory, Suzhou Factory, 

（2011）

O.Y.L Manufacturing 
Company Sdn Bhd

Goodman 

Country Company Country Company

AAF International
Daikin Applied Americas Inc.
Daikin Applied Latin America, L.L.C.
Daikin North America L.L.C
Daikin U.S. Corporation
Goodman Global Inc.
Goodman Manufacturing Company LP
Daikin America Inc.
Cri-Tech Inc.
MDA Manufacturing Inc.
All World Machinery Supply Inc

Country Company Country Company

Country Company Country Company Country Company

63
Countries

2004

145
Countries

2014

Countries where Daikin advanced in years 2004-2014

Production bases existing prior to 2004

Countries where Daikin has yet to advance

Countries where Daikin already had a presence in 2004 

Production bases established in years 2004-2014
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Siam Daikin Sales Co., Ltd.
Daikin Industries （Thailand） Ltd.
Daikin Airconditioning （Thailand） Ltd.
Daikin Compressor Industries, Ltd.
Daikin Trading （Thailand） Ltd.

*Main overseas bases are listed on the Daikin homepage.
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Global Group, Inc.
（2012）

Suzhou Factory, 
Daikin Air-conditioning
(Suzhou) Co., Ltd.
（2012） 
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Bulgaria
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Cyprus
Czech
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Estonia
Finland
France

Georgia
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Hungary
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Kazakhstan
Kyrgystan
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Lithuania
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Moldova
Netherlands
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Serbia and Montenegro
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Turkmenistan
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Daikin Airconditioning Central Europe Handels Gmbh

Daikin Europe N.V.
Daikin Airconditioning Belgium N.V.

　

Daikin Device Czech Republic s.r.o.
Daikin Industries Czech Republic s.r.o

　
Daikin Airconditioning France S.A.S
Daikin Chemical France S.A.S

Daikin Airconditioning Germany GmbH
Rotex Heating Systems GmbH 
Daikin Chemical Europe GmbH

Daikin Airconditioning Greece S.A. 
　

Daikin Airconditioning Italy S.p.A.
Daikin Applied Europe

Daikin Airconditioning Netherlands B.V.
Daikin Chemical Netherlands B.V. 

Daikin Airconditioning Poland Sp.zo.o
Daikin Airconditioning Portugal S.A. 

 
Daikin AC Spain, S.A.
Daikin Sweden A.B.

Daikin Turkey A.S.

Daikin Airconditioning U.K., Ltd.
J&E Hall International

Mexico
Nicaragua
Panama
Peru
Puerto Rico
Suriname
Trinidad & Tobago
Uruguay
USA

Venezuela

Daikin Airconditioning Mexico, S.deR.L.deC.V.

 

Asia/Oceania
Australia

Bangladesh
Brunei
Cambodia
China

Daikin Australia Pty., Ltd.
IRS International Pty. Ltd.

Fiji
Hong Kong

India
Indonesia

Japan
Malaysia

Maldives
Myanmar
Nepal
New Caledonia
New Zealand
Pakistan
Papua N.G.
Philippines
Singapore

Solomon Islands
Korea
Sri Lanka
Tahiti
Thailand

Taiwan

Vietnam

　
Daikin Airconditioning（Hong Kong）Ltd.
McQuay Air-conditioning Limited
Daikin Arkema Refrigerants Asia Ltd.
Daikin Airconditioning India Pvt. Ltd.
PT. Daikin Airconditioning Indonesia
PT. Daikin Applied Solutions Indonesia

Daikin Airconditioning Malaysia
O.Y.L. Corporate Management Office
O.Y.L. Manufacturing Company Sdn Bhd

Daikin Airconditioning Philippines, Inc.
Daikin Airconditioning（Singapore） Pte. Ltd.
Daikin Asia Servicing Pte.Ltd.

Daikin Korea Co., Ltd.

Daikin（China） Investment Co.,Ltd
Daikin Air-conditioning（Shanghai）Co.,Ltd.
Daikin Air-conditioning（Suzhou）Co.,Ltd.
Xi'an Daikin Qing'an Compressor Co., Ltd.
Daikin Device（Suzhou）Co.,Ltd
Daikin Motor（Suzhou) Co.,Ltd
Daikin Refrigeration（Suzhou） Co.,Ltd.
Daikin Air-Conditioning Technology（Beijing）,Ltd.
Daikin Air-Conditioning Technology（Shanghai）,Ltd.
Daikin Air-Conditioning Technology（Guangzhou）,Ltd.
McQuay Air Conditioning & Refrigeration（Wuhan）Co.,Ltd.
Shenzhen McQuay Air Conditioning Co.,Ltd.
McQuay Air Conditioning & Refirigeration（Suzhou）Co.,Ltd.
McQuay Technology（Shenzhen）Co.,Ltd.
McQuay Central Air Conditioning （China）Co.,Ltd.
McQuay Air Conditioning （Shanghai）Co.,Ltd.
Zhuhai Gree Daikin Device Co.,Ltd.
Zhuhai Gree Daikin  Precision Mold Co.,Ltd.
Nippon Muki（Shanghai）Co., Ltd
Nippon Muki（Shuhou）Co., Ltd
Daikin Fluorochemicals（China）Co.,Ltd.
Daikin Fluoro Coatings（Shanghai） Co.,Ltd.
Daikin Chemical International Trading（Shanghai）Co.,Ltd.
Daikin Arkema Refrigerants Trading（Shanghai）Co.,Ltd.
Arkema Daikin Advanced Fluorochemicals（Changshu）Co., Ltd
JiangXi DaTang Chemicals Co., Ltd
Daikin Hydraulics（Suzhou） Co.,Ltd.
Daikin Medical Technology（Suzhou）Co.,Ltd

Taiwan Daikin Advanced Chemicals, Inc.
Formosa Daikin Advanced Chemicals Co.,Ltd.
Viet Kim Company
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Americas
Argentina
Aruba
Bahamas
Barbados
Bermuda
Brazil

Canada
Cayman Is.
Chile
Colombia
Costa Rica 
Curacao
Dominica
Eｃuador
El Salvadar
Guadalupe
Guatemala
Guyana
Honduras
Jamaica

Daikin Air Conditioning Argentina S.A.

Daikin McQuay Ar Condicionado Brasil Ltda.
Daikin Ar Condicionado Amazonas Ltda.

Daikin Airconditioning Chile S.A. 
Daikin Airconditioning Colombia S.A.S. 
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Middle East and Africa
Algeria
Angola
Azerbaijan
Bahrain
Botswana
Burkina Faso
Cameroon
Côte d'Ivoire
Egypt
Ethiopia
Equatorial Guinea
Gabon
Ghana
Iran
Iraq
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Jordan
Kenya
Kuwait
Lebanon
Lesotho
Libya
Madagascar
Mali
Mauritania
Mauritius
Morocco
Mozambique
Namibia
Niger
Nigeria
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Oman
Qatar
Saudi Arabia
Senegal
Seychelles
South Africa
Sudan
Syria
Tanzania
Togo
Tunisia
UAE
Uganda

Daikin Airconditioning Saudi Arabia LLC 

Daikin Airconditioning South Africa （Pty.） Ltd.

Daikin-McQuay Middle East FZE
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The Daikin Group was operating in 63 countries as of 2004.
Since then, 10 years have past, and now the figure has risen to 145 countries.
Our production bases have also increased to no less than 74 locations worldwide through our localization strategy and M&A. 
It will take little time before we can deliver Daikin products to every corner of the world.

Daikin 
McQuay 
Ar Condicionado 
Brasil

1 Current Stop for the Daikin Express 
and Its 56,000 Passengers

Suzhou Factory, Suzhou Factory, Suzhou Factory, 

（2011）

O.Y.L Manufacturing 
Company Sdn Bhd

Goodman 

Country Company Country Company

AAF International
Daikin Applied Americas Inc.
Daikin Applied Latin America, L.L.C.
Daikin North America L.L.C
Daikin U.S. Corporation
Goodman Global Inc.
Goodman Manufacturing Company LP
Daikin America Inc.
Cri-Tech Inc.
MDA Manufacturing Inc.
All World Machinery Supply Inc

Country Company Country Company

Country Company Country Company Country Company

63
Countries

2004

145
Countries

2014

Countries where Daikin advanced in years 2004-2014

Production bases existing prior to 2004

Countries where Daikin has yet to advance

Countries where Daikin already had a presence in 2004 

Production bases established in years 2004-2014

Daikin Times 90th Anniversary Edition Daikin Times 90th Anniversary Edition

Siam Daikin Sales Co., Ltd.
Daikin Industries （Thailand） Ltd.
Daikin Airconditioning （Thailand） Ltd.
Daikin Compressor Industries, Ltd.
Daikin Trading （Thailand） Ltd.

*Main overseas bases are listed on the Daikin homepage.
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（2012） 
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Belarus
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Bulgaria
Croatia
Cyprus
Czech

Denmark
Estonia
Finland
France

Georgia
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Hungary
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Kazakhstan
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Russia
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Switzerland
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Daikin Airconditioning Central Europe Handels Gmbh

Daikin Europe N.V.
Daikin Airconditioning Belgium N.V.

　

Daikin Device Czech Republic s.r.o.
Daikin Industries Czech Republic s.r.o

　
Daikin Airconditioning France S.A.S
Daikin Chemical France S.A.S

Daikin Airconditioning Germany GmbH
Rotex Heating Systems GmbH 
Daikin Chemical Europe GmbH

Daikin Airconditioning Greece S.A. 
　

Daikin Airconditioning Italy S.p.A.
Daikin Applied Europe

Daikin Airconditioning Netherlands B.V.
Daikin Chemical Netherlands B.V. 

Daikin Airconditioning Poland Sp.zo.o
Daikin Airconditioning Portugal S.A. 

 
Daikin AC Spain, S.A.
Daikin Sweden A.B.

Daikin Turkey A.S.

Daikin Airconditioning U.K., Ltd.
J&E Hall International

Mexico
Nicaragua
Panama
Peru
Puerto Rico
Suriname
Trinidad & Tobago
Uruguay
USA

Venezuela

Daikin Airconditioning Mexico, S.deR.L.deC.V.

 

Asia/Oceania
Australia

Bangladesh
Brunei
Cambodia
China

Daikin Australia Pty., Ltd.
IRS International Pty. Ltd.

Fiji
Hong Kong

India
Indonesia

Japan
Malaysia

Maldives
Myanmar
Nepal
New Caledonia
New Zealand
Pakistan
Papua N.G.
Philippines
Singapore

Solomon Islands
Korea
Sri Lanka
Tahiti
Thailand

Taiwan

Vietnam

　
Daikin Airconditioning（Hong Kong）Ltd.
McQuay Air-conditioning Limited
Daikin Arkema Refrigerants Asia Ltd.
Daikin Airconditioning India Pvt. Ltd.
PT. Daikin Airconditioning Indonesia
PT. Daikin Applied Solutions Indonesia

Daikin Airconditioning Malaysia
O.Y.L. Corporate Management Office
O.Y.L. Manufacturing Company Sdn Bhd

Daikin Airconditioning Philippines, Inc.
Daikin Airconditioning（Singapore） Pte. Ltd.
Daikin Asia Servicing Pte.Ltd.

Daikin Korea Co., Ltd.

Daikin（China） Investment Co.,Ltd
Daikin Air-conditioning（Shanghai）Co.,Ltd.
Daikin Air-conditioning（Suzhou）Co.,Ltd.
Xi'an Daikin Qing'an Compressor Co., Ltd.
Daikin Device（Suzhou）Co.,Ltd
Daikin Motor（Suzhou) Co.,Ltd
Daikin Refrigeration（Suzhou） Co.,Ltd.
Daikin Air-Conditioning Technology（Beijing）,Ltd.
Daikin Air-Conditioning Technology（Shanghai）,Ltd.
Daikin Air-Conditioning Technology（Guangzhou）,Ltd.
McQuay Air Conditioning & Refrigeration（Wuhan）Co.,Ltd.
Shenzhen McQuay Air Conditioning Co.,Ltd.
McQuay Air Conditioning & Refirigeration（Suzhou）Co.,Ltd.
McQuay Technology（Shenzhen）Co.,Ltd.
McQuay Central Air Conditioning （China）Co.,Ltd.
McQuay Air Conditioning （Shanghai）Co.,Ltd.
Zhuhai Gree Daikin Device Co.,Ltd.
Zhuhai Gree Daikin  Precision Mold Co.,Ltd.
Nippon Muki（Shanghai）Co., Ltd
Nippon Muki（Shuhou）Co., Ltd
Daikin Fluorochemicals（China）Co.,Ltd.
Daikin Fluoro Coatings（Shanghai） Co.,Ltd.
Daikin Chemical International Trading（Shanghai）Co.,Ltd.
Daikin Arkema Refrigerants Trading（Shanghai）Co.,Ltd.
Arkema Daikin Advanced Fluorochemicals（Changshu）Co., Ltd
JiangXi DaTang Chemicals Co., Ltd
Daikin Hydraulics（Suzhou） Co.,Ltd.
Daikin Medical Technology（Suzhou）Co.,Ltd

Taiwan Daikin Advanced Chemicals, Inc.
Formosa Daikin Advanced Chemicals Co.,Ltd.
Viet Kim Company
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Aruba
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Brazil
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Cayman Is.
Chile
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Costa Rica 
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Eｃuador
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Guatemala
Guyana
Honduras
Jamaica

Daikin Air Conditioning Argentina S.A.

Daikin McQuay Ar Condicionado Brasil Ltda.
Daikin Ar Condicionado Amazonas Ltda.

Daikin Airconditioning Chile S.A. 
Daikin Airconditioning Colombia S.A.S. 
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Middle East and Africa
Algeria
Angola
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Equatorial Guinea
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Libya
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Oman
Qatar
Saudi Arabia
Senegal
Seychelles
South Africa
Sudan
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UAE
Uganda

Daikin Airconditioning Saudi Arabia LLC 

Daikin Airconditioning South Africa （Pty.） Ltd.

Daikin-McQuay Middle East FZE
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The Daikin Group was operating in 63 countries as of 2004.
Since then, 10 years have past, and now the figure has risen to 145 countries.
Our production bases have also increased to no less than 74 locations worldwide through our localization strategy and M&A. 
It will take little time before we can deliver Daikin products to every corner of the world.

Daikin 
McQuay 
Ar Condicionado 
Brasil

1 Current Stop for the Daikin Express 
and Its 56,000 Passengers

Suzhou Factory, Suzhou Factory, Suzhou Factory, 

（2011）

O.Y.L Manufacturing 
Company Sdn Bhd

Goodman 

Country Company Country Company

AAF International
Daikin Applied Americas Inc.
Daikin Applied Latin America, L.L.C.
Daikin North America L.L.C
Daikin U.S. Corporation
Goodman Global Inc.
Goodman Manufacturing Company LP
Daikin America Inc.
Cri-Tech Inc.
MDA Manufacturing Inc.
All World Machinery Supply Inc

Country Company Country Company

Country Company Country Company Country Company

63
Countries

2004

145
Countries

2014

Countries where Daikin advanced in years 2004-2014

Production bases existing prior to 2004

Countries where Daikin has yet to advance

Countries where Daikin already had a presence in 2004 

Production bases established in years 2004-2014

Daikin Times 90th Anniversary Edition Daikin Times 90th Anniversary Edition

Siam Daikin Sales Co., Ltd.
Daikin Industries （Thailand） Ltd.
Daikin Airconditioning （Thailand） Ltd.
Daikin Compressor Industries, Ltd.
Daikin Trading （Thailand） Ltd.

*Main overseas bases are listed on the Daikin homepage.
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Daikin Airconditioning Central Europe Handels Gmbh

Daikin Europe N.V.
Daikin Airconditioning Belgium N.V.

　

Daikin Device Czech Republic s.r.o.
Daikin Industries Czech Republic s.r.o

　
Daikin Airconditioning France S.A.S
Daikin Chemical France S.A.S

Daikin Airconditioning Germany GmbH
Rotex Heating Systems GmbH 
Daikin Chemical Europe GmbH

Daikin Airconditioning Greece S.A. 
　

Daikin Airconditioning Italy S.p.A.
Daikin Applied Europe

Daikin Airconditioning Netherlands B.V.
Daikin Chemical Netherlands B.V. 

Daikin Airconditioning Poland Sp.zo.o
Daikin Airconditioning Portugal S.A. 

 
Daikin AC Spain, S.A.
Daikin Sweden A.B.

Daikin Turkey A.S.

Daikin Airconditioning U.K., Ltd.
J&E Hall International

Mexico
Nicaragua
Panama
Peru
Puerto Rico
Suriname
Trinidad & Tobago
Uruguay
USA

Venezuela

Daikin Airconditioning Mexico, S.deR.L.deC.V.

 

Asia/Oceania
Australia

Bangladesh
Brunei
Cambodia
China

Daikin Australia Pty., Ltd.
IRS International Pty. Ltd.

Fiji
Hong Kong

India
Indonesia

Japan
Malaysia

Maldives
Myanmar
Nepal
New Caledonia
New Zealand
Pakistan
Papua N.G.
Philippines
Singapore

Solomon Islands
Korea
Sri Lanka
Tahiti
Thailand

Taiwan

Vietnam

　
Daikin Airconditioning（Hong Kong）Ltd.
McQuay Air-conditioning Limited
Daikin Arkema Refrigerants Asia Ltd.
Daikin Airconditioning India Pvt. Ltd.
PT. Daikin Airconditioning Indonesia
PT. Daikin Applied Solutions Indonesia

Daikin Airconditioning Malaysia
O.Y.L. Corporate Management Office
O.Y.L. Manufacturing Company Sdn Bhd

Daikin Airconditioning Philippines, Inc.
Daikin Airconditioning（Singapore） Pte. Ltd.
Daikin Asia Servicing Pte.Ltd.

Daikin Korea Co., Ltd.

Daikin（China） Investment Co.,Ltd
Daikin Air-conditioning（Shanghai）Co.,Ltd.
Daikin Air-conditioning（Suzhou）Co.,Ltd.
Xi'an Daikin Qing'an Compressor Co., Ltd.
Daikin Device（Suzhou）Co.,Ltd
Daikin Motor（Suzhou) Co.,Ltd
Daikin Refrigeration（Suzhou） Co.,Ltd.
Daikin Air-Conditioning Technology（Beijing）,Ltd.
Daikin Air-Conditioning Technology（Shanghai）,Ltd.
Daikin Air-Conditioning Technology（Guangzhou）,Ltd.
McQuay Air Conditioning & Refrigeration（Wuhan）Co.,Ltd.
Shenzhen McQuay Air Conditioning Co.,Ltd.
McQuay Air Conditioning & Refirigeration（Suzhou）Co.,Ltd.
McQuay Technology（Shenzhen）Co.,Ltd.
McQuay Central Air Conditioning （China）Co.,Ltd.
McQuay Air Conditioning （Shanghai）Co.,Ltd.
Zhuhai Gree Daikin Device Co.,Ltd.
Zhuhai Gree Daikin  Precision Mold Co.,Ltd.
Nippon Muki（Shanghai）Co., Ltd
Nippon Muki（Shuhou）Co., Ltd
Daikin Fluorochemicals（China）Co.,Ltd.
Daikin Fluoro Coatings（Shanghai） Co.,Ltd.
Daikin Chemical International Trading（Shanghai）Co.,Ltd.
Daikin Arkema Refrigerants Trading（Shanghai）Co.,Ltd.
Arkema Daikin Advanced Fluorochemicals（Changshu）Co., Ltd
JiangXi DaTang Chemicals Co., Ltd
Daikin Hydraulics（Suzhou） Co.,Ltd.
Daikin Medical Technology（Suzhou）Co.,Ltd

Taiwan Daikin Advanced Chemicals, Inc.
Formosa Daikin Advanced Chemicals Co.,Ltd.
Viet Kim Company
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The Daikin Group was operating in 63 countries as of 2004.
Since then, 10 years have past, and now the figure has risen to 145 countries.
Our production bases have also increased to no less than 74 locations worldwide through our localization strategy and M&A. 
It will take little time before we can deliver Daikin products to every corner of the world.

Daikin 
McQuay 
Ar Condicionado 
Brasil

1 Current Stop for the Daikin Express 
and Its 56,000 Passengers

Suzhou Factory, Suzhou Factory, Suzhou Factory, 

（2011）

O.Y.L Manufacturing 
Company Sdn Bhd

Goodman 

Country Company Country Company

AAF International
Daikin Applied Americas Inc.
Daikin Applied Latin America, L.L.C.
Daikin North America L.L.C
Daikin U.S. Corporation
Goodman Global Inc.
Goodman Manufacturing Company LP
Daikin America Inc.
Cri-Tech Inc.
MDA Manufacturing Inc.
All World Machinery Supply Inc

Country Company Country Company

Country Company Country Company Country Company

63
Countries

2004

145
Countries

2014

Countries where Daikin advanced in years 2004-2014

Production bases existing prior to 2004

Countries where Daikin has yet to advance

Countries where Daikin already had a presence in 2004 

Production bases established in years 2004-2014
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Siam Daikin Sales Co., Ltd.
Daikin Industries （Thailand） Ltd.
Daikin Airconditioning （Thailand） Ltd.
Daikin Compressor Industries, Ltd.
Daikin Trading （Thailand） Ltd.

*Main overseas bases are listed on the Daikin homepage.
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2Colleagues Blazing New Trails
 by Continuous Action
The past 10 years have seen a range of changes in our environment and 

paradigm shifts on a global scale. Nonetheless, the Daikin Group has achieved 

dramatic growth and development over this decade. Guided by farsighted 

management decisions, many employees have boldly taken up difficult 

challenges that cannot be solved in conventional ways. Here we take a look at 

the thoughts and ideas of those tackling these issues.
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Challenging Anew for the Next 10 
Years
To commemorate the 90th anniversary of its founding, Daikin is publishing a company history that looks back on its past to 
sustain momentum for further development and continued efforts in construction of new facilities and social contribution 
activities.

Chap.3

The 90-Year History of Daikin Industries will be published next 
spring. The company history will consist of two volumes (written in 
Japanese, English, and Chinese): the "History Volume," which focuses 
on the efforts Daikin has made in the last 20 years in regards to its 
management reforms, and the "Legacy Volume (Daikin's DNA)," 

which attempts to pass down Daikin's DNA to all Group employees by 
giving perspective to its point of origin and future prospects. Be sure 
to look for this latest edition of Daikin’s history summarizing our 
remarkable development.

creation of new values, the TIC will implement Daikin-style innova-
tion initiatives for collaborative creation based on the development of 
the world's No. 1 environmental engineering capabilities as well as 
global collaboration between industries, governments, and academia. 
(Please also see the related articles on pages 75 to 78.)

"Forests for the Air" is a 10-year project that Daikin started in 
cooperation with Conservation International (an international 
non-governmental organization) and the Shiretoko Nature Founda-
tion that was initiated in June 2014 and is a project in which Daikin 
has contributed approximately 500 million yen. The project is 

intended to provide conser-
vation activities in seven 
locations* linked to the 
future of air-nurturing 
forests, beginning with the 
world’s largest class of 
primeval forests. 

Fully utilizing the experi-
ences accumulated through 

forest conservation in Indonesia and Shiretoko Japan, the project aims 
to support local communities in their efforts to protect and nurture 
their forests by not only planting trees but also by implementing local 
measures to alleviate the causes of deforestation.

Among the regions whose rich natural areas are on the brink of 
destruction, Daikin selected seven locations where Daikin has close 
business ties as the targets for support. In addition to the financial 
support of the NGOs, Daikin encourages its employees around the 
world to participate in local volunteer activities and communicate the 
results to society to express Daikin’s commitment to the earth's 
environment on a global scale.

The Seminar House was constructed on the north side of Eau de Ciel 
Tateshina, which was itself built in Chino City, Nagano Prefecture, as 
a resort facility in 1992. This facility consists of a multi-purpose room 
that can accommodate up to 100 people for training and meetings, a 
dining hall, lounge, reception room, and 10 guest rooms. The primeval 
forests surrounding the facility have been left largely untouched to 
achieve harmonious symbiosis with nature. Based on the concept that 
"uniformity does not produce attentive, differential, and original 
ideas" in an era of diversity, each guest room has its own unique 
interior design.

Please take full advantage of the mountain training facility Eau de 
Ciel Tateshina Seminar House, together with the seaside training 

facility Daikin Ales Aoya, not only as venues for people-to-people 
exchanges for human resource development, lobbying activities, 
top-level sales activities, and new networking but also as facilities to 
freely invite your own guests and employees.

Daikin Times 90th Anniversary Edition

*Seven locations: Brazil (The Amapá Biodiversity Corridor), Liberia (The East Nimba 
Nature Reserve), China (The Mountains of Southwest China), India (The North Western 
Ghats), Cambodia (The Central Cardamoms Protected Forest), Indonesia (Gunung Gede 
Pangrango National Park), and Japan (Shiretoko)

Publishing of 90-Year History of Daikin Industries (History and Legacy)

Technology and Innovation Center Opens in 2015

Completion of Eau de Ciel Tateshina Seminar House

Commencement of “Forests for the Air” Project as Social Contribution

has contributed approximately 500 million yen. The project is 

In November 2015, the Technology and Innovation Center (TIC) 
will open on the grounds of the Yodogawa Plant. 

In addition to the 700 researchers and engineers (1,500 in the future) 
from the three R&D bases (Sakai, Shiga, and Yodogawa Plants) in 
Japan, many people will gather at TIC from various fields inside and 
outside the company, including Group company employees, university 
professors, suppliers, and users. Some of the features of the TIC will be 
its glass-enclosed laboratories with world-class experimental 
equipment that enable open exchanges, offices where top-class 
researchers from all over the world work, and spaces, such as the 
Future Lab and Forest of Knowledge, where diverse people can 
interact. It will definitely serve as a venue for promoting internal and 
external collaborative creation to stimulate the scores of open innova-
tions to come.

As a core facility for the globally expanding Daikin Group to realize 

creation of new values, the TIC will implement Daikin-style innova-
tion initiatives for collaborative creation based on the development of 
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Decade of Tremendous Global Growth
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Current Stop for the Daikin Express 
The Daikin Group has significantly expanded its business for the past decade under the plans of Fusion 10 and Fusion 15.

Astonishingly, the number of Group employees has sharply increased from 17,000 to 56,000.

Let us reflect upon the progress of the Daikin Group in the past decade using a timeline and map.

2004

2004-2014 History of the Daikin Group
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1 Current Stop for the Daikin Express 
and Its 56,000 Passengers

2 Colleagues Blazing New Trails by 
Continuous Action

3 Arrival at the New Normal!

Being in Step with the Times to Create 
Daikin’s Future
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●Mr. Yoshiyuki Okano is appointed 
president.

●Ceremony for the 80th 
anniversary of the Daikin’s 
foundation is performed.

●A new corporate symbol is 
established for common use 
among the Daikin Group.

●The first Daikin Global Skills 
Competition is held.

●The Global Procurement 
Division is established.

●Nippon Muki is acquired.
●Daikin Australia celebrates 

the 40th anniversary.

●Mr. Masanori Togawa is 
appointed president.

●Airfel is acquired.
●Japanese sales companies 

for air conditioners are 
reorganized.

●Daikin opens a new 
solution plaza Fuha: Tokyo.

●Daikin opens a new solution 
plaza Fuha: Osaka.

●Daikin Europe celebrates its 
40th anniversary.

●Daikin Sunrise Settsu 
celebrates its 20th anniversary.

●Daikin receives the ”Prime 
Minister's Prize of the 
Monodzukuri Nippon Grand 
Awards”

●Ceremony for the 90th 
anniversary of the Daikin’s 
foundation is performed.

●Output of commercial-use 
air conditioners reaches 10 
million units in Japan.

●Daikin Airconditioning Peru 
S.A.C.

●Goodman is acquired.●Daikin becomes the 
global No.1 air 
conditioning 
manufacturer.

●The Applied Solution 
Business Division is 
established.

●Daikin Industries 
(Thailand) celebrates 
the 20th 
anniversary.

●3L oxygen 
concentrator

●Hexagon Module 
Chiller

●SpaceFinder for .NET, a 
development process 
support system for 
manufacturers

●FILDER Rise, a CAD 
system for electrical 
equipment

●ZESTIA, a marine 
container refrigeration unit

●FIVE STAR ZEAS (Use of R32)

●IM servo

●Urusara 7 (Use of R32)

●VRV Ve-up IV
●DESICA HOME AIR

●ECO-ZEAS 80
●VRV Energy Tuning
●OPTOOL DSX 

(full-fledged sales)
●Inverter Oil Cooling 

Unit 9 Series

●Daikin McQuay Applied 
Development Center

●India Factory, DAIPL
●Daikin McQuay Hungary 

2010

●Daikin Croatia d.o.o. ●Daikin Ar condicionado 
Amazonas Ltda

●Daikin Airconditioning Chile 
S.A.

●Daikin Airconditioning 
Columbia S.A.S

●Daikin Air Conditioning Saudi 
Arabia LLC

●Daikin-Sauer-Danfoss Ltd.

●Daikin Air Conditioning 
Indonesia, Ltd.

●Suzhou Factory, DSZ
●Daikin Korea Co., Ltd. 

(Chemicals)
●Daikin Medical Technology 

(Suzhou) Co., Ltd.

●Daikin China R&D 
Center

●Daikin McQuay Ar 
Condicionado Brazil 
Ltda.

●Daikin Hydraulics 
(Suzhou) Co., Ltd.

●D-Solution Plaza 
Shanghai is 
established.

●The Refrigeration Division is 
established.

●The OYL Group is acquired.

●Sales reach 1 trillion yen.
●Output of outdoor units reaches 

20 million units at the Shiga 
Plant.

●Chairman Noriyuki Inoue 
receives “Award for Outstanding 
Finance and Business 
Executive.”

●Alliance with Gree Electric Appliances 
is formed.

●ROTEX Heating Systems  is acquired.
●Viet Kim Company is acquired.
●All World Machinery Supply is 

acquired.
●Daikin Airconditioning (Singapore) 

celebrates the 40th anniversary.
●Daikin Ales Aoya is established.

●Ultra-thin, energy-saving UX 
series

●Flash Streamer Hikari-Kurieru, 
an air purifier featuring Streamer 
technology

●Super Unit for molders

●NEOFLON CPT
●Super EcoRich for 

machine tools

●Altherma, a heat pump system 
for heating and hot water supply 

●ZEFFLE Infrared Reflective 
coating construction

●DESICA, a humidity controlling 
unit with no water piping

●Clear Force, an air purifier 
having humidifying and 
dehumidifying functions

●Uruoi Hikari-Kurieru, an air purifier 
featuring active plasma ions

●Air Conditioning Network Service 
System II service system

●Daikin Airconditioning Portugal 
Distribuiçao Equipamento 
Termico S.A.

●Daikin Device Czech Republic 
s.r.o.

●Cri-Tech Inc.
●Daikin Applied Systems Co., Ltd.

●Daikin AC (Americas), 
Inc.

●Changshu Factory, 
DCC

●Moscow Office

●Daikin Airconditioning Greece 
SA

●Daikin Rexxam Electronics Co., 
Ltd.

●Daikin Airconditioning 
Netherlands B.V.

●Daikin Arkema Refrigerants Asia 
Ltd.

●Turkey Office
●Daikin Refrigeration (Suzhou) 

Co., Ltd.

●Daikin Sweden AB
●Daikin McQuay Middle East FZE
●Daikin Airconditioning Korea Co., Ltd.
●Jiangxi Datang Chemicals Co., Ltd.
●Daikin MR Engineering Co., Ltd.
●Daikin Hydraulic Engineering Co., Ltd.

(c) concervation International / photo by Anton Ario



2Colleagues Blazing New Trails
 by Continuous Action
The past 10 years have seen a range of changes in our environment and 

paradigm shifts on a global scale. Nonetheless, the Daikin Group has achieved 

dramatic growth and development over this decade. Guided by farsighted 

management decisions, many employees have boldly taken up difficult 

challenges that cannot be solved in conventional ways. Here we take a look at 

the thoughts and ideas of those tackling these issues.
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Challenging Anew for the Next 10 
Years
To commemorate the 90th anniversary of its founding, Daikin is publishing a company history that looks back on its past to 
sustain momentum for further development and continued efforts in construction of new facilities and social contribution 
activities.
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The 90-Year History of Daikin Industries will be published next 
spring. The company history will consist of two volumes (written in 
Japanese, English, and Chinese): the "History Volume," which focuses 
on the efforts Daikin has made in the last 20 years in regards to its 
management reforms, and the "Legacy Volume (Daikin's DNA)," 

which attempts to pass down Daikin's DNA to all Group employees by 
giving perspective to its point of origin and future prospects. Be sure 
to look for this latest edition of Daikin’s history summarizing our 
remarkable development.

creation of new values, the TIC will implement Daikin-style innova-
tion initiatives for collaborative creation based on the development of 
the world's No. 1 environmental engineering capabilities as well as 
global collaboration between industries, governments, and academia. 
(Please also see the related articles on pages 75 to 78.)

"Forests for the Air" is a 10-year project that Daikin started in 
cooperation with Conservation International (an international 
non-governmental organization) and the Shiretoko Nature Founda-
tion that was initiated in June 2014 and is a project in which Daikin 
has contributed approximately 500 million yen. The project is 

intended to provide conser-
vation activities in seven 
locations* linked to the 
future of air-nurturing 
forests, beginning with the 
world’s largest class of 
primeval forests. 

Fully utilizing the experi-
ences accumulated through 

forest conservation in Indonesia and Shiretoko Japan, the project aims 
to support local communities in their efforts to protect and nurture 
their forests by not only planting trees but also by implementing local 
measures to alleviate the causes of deforestation.

Among the regions whose rich natural areas are on the brink of 
destruction, Daikin selected seven locations where Daikin has close 
business ties as the targets for support. In addition to the financial 
support of the NGOs, Daikin encourages its employees around the 
world to participate in local volunteer activities and communicate the 
results to society to express Daikin’s commitment to the earth's 
environment on a global scale.

The Seminar House was constructed on the north side of Eau de Ciel 
Tateshina, which was itself built in Chino City, Nagano Prefecture, as 
a resort facility in 1992. This facility consists of a multi-purpose room 
that can accommodate up to 100 people for training and meetings, a 
dining hall, lounge, reception room, and 10 guest rooms. The primeval 
forests surrounding the facility have been left largely untouched to 
achieve harmonious symbiosis with nature. Based on the concept that 
"uniformity does not produce attentive, differential, and original 
ideas" in an era of diversity, each guest room has its own unique 
interior design.

Please take full advantage of the mountain training facility Eau de 
Ciel Tateshina Seminar House, together with the seaside training 

facility Daikin Ales Aoya, not only as venues for people-to-people 
exchanges for human resource development, lobbying activities, 
top-level sales activities, and new networking but also as facilities to 
freely invite your own guests and employees.
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*Seven locations: Brazil (The Amapá Biodiversity Corridor), Liberia (The East Nimba 
Nature Reserve), China (The Mountains of Southwest China), India (The North Western 
Ghats), Cambodia (The Central Cardamoms Protected Forest), Indonesia (Gunung Gede 
Pangrango National Park), and Japan (Shiretoko)

Publishing of 90-Year History of Daikin Industries (History and Legacy)

Technology and Innovation Center Opens in 2015

Completion of Eau de Ciel Tateshina Seminar House

Commencement of “Forests for the Air” Project as Social Contribution

has contributed approximately 500 million yen. The project is 

In November 2015, the Technology and Innovation Center (TIC) 
will open on the grounds of the Yodogawa Plant. 

In addition to the 700 researchers and engineers (1,500 in the future) 
from the three R&D bases (Sakai, Shiga, and Yodogawa Plants) in 
Japan, many people will gather at TIC from various fields inside and 
outside the company, including Group company employees, university 
professors, suppliers, and users. Some of the features of the TIC will be 
its glass-enclosed laboratories with world-class experimental 
equipment that enable open exchanges, offices where top-class 
researchers from all over the world work, and spaces, such as the 
Future Lab and Forest of Knowledge, where diverse people can 
interact. It will definitely serve as a venue for promoting internal and 
external collaborative creation to stimulate the scores of open innova-
tions to come.

As a core facility for the globally expanding Daikin Group to realize 

creation of new values, the TIC will implement Daikin-style innova-
tion initiatives for collaborative creation based on the development of 
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Decade of Tremendous Global Growth
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Current Stop for the Daikin Express 
The Daikin Group has significantly expanded its business for the past decade under the plans of Fusion 10 and Fusion 15.

Astonishingly, the number of Group employees has sharply increased from 17,000 to 56,000.

Let us reflect upon the progress of the Daikin Group in the past decade using a timeline and map.

2004

2004-2014 History of the Daikin Group
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2 Colleagues Blazing New Trails by 
Continuous Action

3 Arrival at the New Normal!

Being in Step with the Times to Create 
Daikin’s Future
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●Mr. Yoshiyuki Okano is appointed 
president.

●Ceremony for the 80th 
anniversary of the Daikin’s 
foundation is performed.

●A new corporate symbol is 
established for common use 
among the Daikin Group.

●The first Daikin Global Skills 
Competition is held.

●The Global Procurement 
Division is established.

●Nippon Muki is acquired.
●Daikin Australia celebrates 

the 40th anniversary.

●Mr. Masanori Togawa is 
appointed president.

●Airfel is acquired.
●Japanese sales companies 

for air conditioners are 
reorganized.

●Daikin opens a new 
solution plaza Fuha: Tokyo.

●Daikin opens a new solution 
plaza Fuha: Osaka.

●Daikin Europe celebrates its 
40th anniversary.

●Daikin Sunrise Settsu 
celebrates its 20th anniversary.

●Daikin receives the ”Prime 
Minister's Prize of the 
Monodzukuri Nippon Grand 
Awards”

●Ceremony for the 90th 
anniversary of the Daikin’s 
foundation is performed.

●Output of commercial-use 
air conditioners reaches 10 
million units in Japan.

●Daikin Airconditioning Peru 
S.A.C.

●Goodman is acquired.●Daikin becomes the 
global No.1 air 
conditioning 
manufacturer.

●The Applied Solution 
Business Division is 
established.

●Daikin Industries 
(Thailand) celebrates 
the 20th 
anniversary.

●3L oxygen 
concentrator

●Hexagon Module 
Chiller

●SpaceFinder for .NET, a 
development process 
support system for 
manufacturers

●FILDER Rise, a CAD 
system for electrical 
equipment

●ZESTIA, a marine 
container refrigeration unit

●FIVE STAR ZEAS (Use of R32)

●IM servo

●Urusara 7 (Use of R32)

●VRV Ve-up IV
●DESICA HOME AIR

●ECO-ZEAS 80
●VRV Energy Tuning
●OPTOOL DSX 

(full-fledged sales)
●Inverter Oil Cooling 

Unit 9 Series

●Daikin McQuay Applied 
Development Center

●India Factory, DAIPL
●Daikin McQuay Hungary 

2010

●Daikin Croatia d.o.o. ●Daikin Ar condicionado 
Amazonas Ltda

●Daikin Airconditioning Chile 
S.A.

●Daikin Airconditioning 
Columbia S.A.S

●Daikin Air Conditioning Saudi 
Arabia LLC

●Daikin-Sauer-Danfoss Ltd.

●Daikin Air Conditioning 
Indonesia, Ltd.

●Suzhou Factory, DSZ
●Daikin Korea Co., Ltd. 

(Chemicals)
●Daikin Medical Technology 

(Suzhou) Co., Ltd.

●Daikin China R&D 
Center

●Daikin McQuay Ar 
Condicionado Brazil 
Ltda.

●Daikin Hydraulics 
(Suzhou) Co., Ltd.

●D-Solution Plaza 
Shanghai is 
established.

●The Refrigeration Division is 
established.

●The OYL Group is acquired.

●Sales reach 1 trillion yen.
●Output of outdoor units reaches 

20 million units at the Shiga 
Plant.

●Chairman Noriyuki Inoue 
receives “Award for Outstanding 
Finance and Business 
Executive.”

●Alliance with Gree Electric Appliances 
is formed.

●ROTEX Heating Systems  is acquired.
●Viet Kim Company is acquired.
●All World Machinery Supply is 

acquired.
●Daikin Airconditioning (Singapore) 

celebrates the 40th anniversary.
●Daikin Ales Aoya is established.

●Ultra-thin, energy-saving UX 
series

●Flash Streamer Hikari-Kurieru, 
an air purifier featuring Streamer 
technology

●Super Unit for molders

●NEOFLON CPT
●Super EcoRich for 

machine tools

●Altherma, a heat pump system 
for heating and hot water supply 

●ZEFFLE Infrared Reflective 
coating construction

●DESICA, a humidity controlling 
unit with no water piping

●Clear Force, an air purifier 
having humidifying and 
dehumidifying functions

●Uruoi Hikari-Kurieru, an air purifier 
featuring active plasma ions

●Air Conditioning Network Service 
System II service system

●Daikin Airconditioning Portugal 
Distribuiçao Equipamento 
Termico S.A.

●Daikin Device Czech Republic 
s.r.o.

●Cri-Tech Inc.
●Daikin Applied Systems Co., Ltd.

●Daikin AC (Americas), 
Inc.

●Changshu Factory, 
DCC

●Moscow Office

●Daikin Airconditioning Greece 
SA

●Daikin Rexxam Electronics Co., 
Ltd.

●Daikin Airconditioning 
Netherlands B.V.

●Daikin Arkema Refrigerants Asia 
Ltd.

●Turkey Office
●Daikin Refrigeration (Suzhou) 

Co., Ltd.

●Daikin Sweden AB
●Daikin McQuay Middle East FZE
●Daikin Airconditioning Korea Co., Ltd.
●Jiangxi Datang Chemicals Co., Ltd.
●Daikin MR Engineering Co., Ltd.
●Daikin Hydraulic Engineering Co., Ltd.

(c) concervation International / photo by Anton Ario
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“Spend so much time in the field that you get more tanned 
than your staff” was the advice to  managers by GM Lifeng 
Hu, who led the sales team in midwestern China as Daikin 
took on a huge local manufacturer. Sales in the midwestern 
area, which totaled 470 million yuan (about 7.8 billion yen) in 
2009, are likely to exceed 2 billion yuan (about 33 billion yen) 
this year. Year-over-year growth has been over 135% annual-
ly, and the workforce, which comprised only 79 employees at 
the start, has grown to as many as 325 employees. It is truly 
growing at a skyrocketing pace.

The midwestern area consists of 11 provinces including 
Hubei and one government-administered municipality, and 
accounts for one-third of the total area of China. Although the 
area has grown economically, purchasing power is low 
compared with urban areas. In Shanghai and other areas, 
Daikin China has a high profile as the “Mercedes of air 
conditioners” and a large market share, but it is less known in 
the midwestern area where cheap local manufacturers 
dominate the market.

“People here in midwestern China do not know what a good 
air conditioner is like. On a hot day, the efficiency of an air 
conditioner falls and the noise becomes awful, and in winter, 
its heating hardly works – that’s taken for granted. First we 
must change this common perception of quality,” says Vice 
President Yuan Fang, who has been in charge of the midwest-
ern area since 2009. GM Lifeng Hu has an increasing sense of 
urgency: “If we continue to depend solely on urban areas, 
sooner or later, we will hit the ceiling. The midwestern area is 
a market that we absolutely must win. We cannot survive 
unless we make Daikin a major presence here.”

While local rivals were spending heavily on advertising, 
Daikin decided to increase Daikin fans by having customers 
actually use its products. Had Daikin adopted the same 
approach as its competitors, its name recognition might have 
increased temporarily, but it would have likely gotten mired 
in price competition.

Thinking and Growing Together to 
Succeed

Promoting Daikin in the Midwestern 
Area
Step 1: Create Daikin Fans

“It doesn’t matter whether it is a mature market or an 
emerging market. You can continue to grow in any market if 
you are unafraid of risk and have the determination and the 
resolve to eliminate escape routes,” says Vice President Yuan 
Fang. He believes that People-Centered Management 
supports the growth of the organization and practices it in 
management every day.

Managers of the midwestern area working under him also 
think that growth of individuals is the most important task. To 
bring out the strength of each motivated employee, they 
always talk about their dreams to their subordinates and strive 
to link the dreams of individuals with those of the company.

They never let up and are always moving forward to take on 
challenges.

Continued Focus on People-Centered 
Management Opens Up Future

In midwestern China where the Daikin name is not well 
known, all staff members, including senior management, 
dived into sales activities, following the maxim that “the 
harder the task, the more persistent you must be.”

So far, Daikin China has developed PROSHOPs, dealers 
specializing in Daikin products, and has expanded using its 
own sales network. In midwestern China, too, it developed 
PROSHOPs one by one. Sometimes dealers of competitors 
switched to Daikin PROSHOPs, and now PROSHOPs total 
170 shops. But this is still far smaller in number compared 
with local manufacturers, which have more than 10,000 
dealers in the midwestern area. In the short term, a dealer can 
clearly earn more profit by selling a larger number of 
low-price local products. Even so, PROSHOPs believe in 
Daikin and share its dream, and Daikin works closely in 
cooperation with them on a daily basis. 

In China, housing is sold in a “skeleton” state with no 
interior furnishings. Owners choose everything from wallpa-
per to bathroom fixtures and air conditioners. Therefore, 
when a new condominium is completed, Daikin sets up a tent 
nearby at weekends and speaks to each owner in order to sell 
residential-use split air conditioners and multi split air 
conditioners.

“I don’t leave everything to dealers,” says Lan Xie, in her 

second year at the company, who is in charge of commer-
cial-use VRV air conditioners. On one occasion, she went up 
to the 40th floor of a building under construction, unfazed. 
There, she found redundancy in the design of piping. “There 
are two pipes, but one is enough,” she told the developer, who 
was delighted because this would mean a significant savings 
in construction costs. The developer immediately ordered a 
Daikin product priced more than 30% higher than a competi-
tor’s product. 

At one hotel, a sales representative proposed a change in the 
location of an outdoor unit. The customer was pleased 
because this enabled expansion of the commercial space from 
the original design. “The important thing is to find value for 
the other person; to place yourself in their position to identify 
a problem and solve it. The Three Actuals Principle (San-gen 
Principle), which focuses on the actual sites, goods, and 
situations, is essential for that,” says GM Lifeng Hu.

“When GM Hu comes to Wuhan, he always makes the 
rounds of actual sites. He asks various questions about the 
market, and as I answer, I learn how important actual sites 
are,” explains Deputy Senior Manager Jincai Pang of the 
Wuhan office.

Harnessing the power of HR training in accordance with “It’s the responsibility of senior 
executives themselves, not the HR department, to nurture the next generation of executives” 

Daikin helps with employment recruitment and training at 
PROSHOPs even though there is no capital tie-up

Days of negotiations resulted in 45% Daikin 
share of the 120 brand shops on Hanjie Street

Staff explaining Daikin products to new condominium 
owners near a newly-built condominium and guiding them 
to a PROSHOP office

Organization powered by force of many young people in their twenties and thirties

Sharing success and setbacks in the 
“Daikin Family” like a real family

Sharing success and setbacks in the 
“Daikin Family” like a real family

Changing the Image of Air 
Conditioner Quality and Creating 
a New Air Conditioning 
Culture in Midwestern China
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In ordinary development, the development team creates 
design drawings and the production engineering team designs 
a production line based on the drawings. The procurement 
team then procures parts, and the manufacturing team builds 
the product. But this time, the manufacturing and procure-
ment teams participated from the design stage and presented 
their ideas. “When I proposed an indoor unit that could be 
assembled by attaching parts from only one side, thinking it 
was a fantastic dream,” says Foreman Yuuki Nakamura, who 
was in charge of indoor units at the manufacturing depart-
ment, “the development and production engineering people 
reacted positively in saying, ‘That’s an interesting idea!’ ” 
That whetted his interest in being involved in development.

Ryuichi Oba, who was participating from the Global 
Procurement Division, began researching what kind of 
technology suppliers had. Senior Engineer Okamoto, the 
project leader, joined him to visit suppliers. “When we 
brought ideas to them, saying we wanted them to do such and 
such things, instead of bringing drawings and trial products 
for price negotiations, they came up with proposals that we 
had never even imagined. I think they sensed how serious 
Daikin was,” says Oba. Ideas from individuals outside the 
development team rapidly took shape.

Until then, the procurement, manufacturing, and develop-
ment people tended to say, “It’s impossible,” to each other 
because they were focused on both increasing specifications 
and reducing costs. But it was different now. When a person 

encountered a problem, he or she would say, 
“I want to do such and such. What do you 
suggest?” The answer would always be, 
“You can count on us for that.” They talked 
to each other candidly and work across 
divisional boundaries.

Even people not directly involved in the 
Urusara 7 often offered advice, the team 
says. Supervisor Tomoya Kasahara, who 
was in charge of manufacturing of outdoor 
units, recollects, “A senior colleague said, 
‘If you need anything, just tell me.’ I was 
very encouraged.” 

As a result, there were fewer changes to 
molds and setbacks in drawing work than 
usual. This was precisely the result of 
concurrent development. Team Manager 
Yukio Kawashima of the R&D Planning 
Group, who was responsible for managing 
the project’s timelines, was impressed by 
the smooth progress brought about by the 
change in everyone’s attitude. He felt the cooperative 
atmosphere and excitement prevailing in the plant. “This was 
the natural form of development, I felt,” says Oba.

The successful experience of developing the Urusara 7 is a 
treasured milestone for the members of the Shiga Plant and 
will continue to inspire them to climb higher.

Unless something was done, there would be nothing to 
make at the Shiga Plant. That was the outlook in 2008. When 
Daikin decided to partially outsource manufacture of small 
RA to Gree Electric Appliances, Daikin’s business partner, 
members of the Shiga Plant felt a strong sense of crisis and 
apprehension. Feeling that they had to do something to change 
the situation, they launched a project to develop a new product 
in March 2010.

Their goal was to achieve an APF of 7.0, an index of energy 
efficiency. At that time, the highest APF for a Daikin product 
was 6.2. Daikin, along with other manufacturers, was raising 
APF by 0.1 to 0.2 points every year through technical 
improvements. Raising it by 0.8 point all at once seemed to be 

a reckless undertaking. “Can we 
really make it?” – everyone had 
doubts in their hearts, although 
no one voiced them. 

But the atmosphere changed 
completely when Shinya Okada, 
Senior Executive Officer (then 
GM of the Shiga Plant) said at 
the solidarity rally for Urusara 
7, “This project will support the 
future of the employees and 
their families for not only the 
Shiga Plant but also for our 
suppliers, a figure in the tens to 
hundreds of thousands of 
people. There are many barriers, 
but let’s work to reach our goal. 
Let us fight to win. For that, I 
ask for the cooperation of all the departments of Shiga.” His 
remarks united the hearts of all the people. “We just have to 
do it. We will protect manufacturing at the Shiga Plant on our 
own.” Three years of challenges began.

Over those three years, more than 70 working-level 
meeting sessions were held, and members from various 
divisions had lively face-to-face discussions.

Members of the procurement, development, and production 
engineering teams visited suppliers to have numerous discussions 
with them from an early stage, even before drawings were 
developed. New ideas emerged, such as applying processing 
technology used for auto parts and PET bottles.

The higher the performance of a model, the more 
complicated the assembly. To overcome this, 
component shapes were determined at the 
development stage in consideration of ease of 
assembly. This led to a significant reduction in 
man-hours: for example, reduction in the number of 
times the unit needed to be inverted.

Pulling Together to Save the Shiga Plant

Natural Form of Development: 
Concurrent Development

Production at the Shiga Plant decreased starting in 2008 due to outsourcing of 
production overseas. The staff of the Shiga Plant was concerned that the plant 
would be unable to survive unless something was done. 
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On October 11, 2012, mass production of the Urusara 7 
finally began. More than 100 people gathered from within the 
Shiga Plant to see the first unit and celebrate the occasion. 
Senior Engineer Takahiro Okamoto (Developmental Reliabili-
ty Group, AC Manufacturing Division), who was the develop-
ment project leader, says he was deeply moved by seeing all 
those people.

The Urusara 7 won the Gold Award of the Energy Conserva-
tion Grand Prize, the first such award for Daikin in 13 years 
since the Ururu Sarara series was launched. It also received the 
Prime Minister's Prize of the Monodzukuri Nippon Grand 
Award. In addition, Urusara 7 has enjoyed positive reviews 
from customers, even impressing other air conditioning 
manufacturers and having a significant impact on the market. 
The key to this success was concurrent development across 
divisions.

The Urusara 7 is recognized 
as a next-generation air 
conditioner contributing to 
the mitigation of global 
warming and reinforcing the 
competitive edge of 
Japanese manufacturing. It 
received the Prime 
Minister’s Prize, the highest 
award of the Monodzukuri 
Nippon Grand Award.

Sharing the joy at the production line for completion of the first 
Urusara 7 with those involved in its development

2 Colleagues blazing new trails 
by continuous action

All-Out Effort Results in 
a Solution Transcending 
Conventional Thinking 

Gathering to Share the Joy of Completion

Concurrent 
Development: 
the Key to Urusara 7
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was in charge of indoor units at the manufacturing depart-
ment, “the development and production engineering people 
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That whetted his interest in being involved in development.

Ryuichi Oba, who was participating from the Global 
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RA to Gree Electric Appliances, Daikin’s business partner, 
members of the Shiga Plant felt a strong sense of crisis and 
apprehension. Feeling that they had to do something to change 
the situation, they launched a project to develop a new product 
in March 2010.

Their goal was to achieve an APF of 7.0, an index of energy 
efficiency. At that time, the highest APF for a Daikin product 
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Shiga Plant to see the first unit and celebrate the occasion. 
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“What’s the underlying cause of the defect? If you don’t 
identify it and only change parts, you are not an engineer 
but a changineer,” were the words Executive Officer 
Hitoshi Jinno often used in admonishing engineers at 
meetings when he was assigned in 2006 to OYLM as the 
executive responsible for global quality immediately after 
its acquisition by Daikin. When Daikin began selling 
OYLM products through its sales channels, it received 
many complaints from customers, especially from 
Japanese companies demanding high quality. Employees 

dispatched from Japan were tasked with strictly guiding 
local personnel in order to fundamentally reform quality 
control at OYLM. But the instructions of the dispatched 
employees were not fully understood. GM Tan Yong 
Cheem, who was in charge of manufacturing, recalls, 
“When we thought that changing one screw was enough, 
they would hold numerous meetings. We couldn’t 
understand why they were so fastidious. I thought it was 
inefficient.” SM Angeline Lee of the HR Department 
explains, “At the time of acquisition, many of us were 
uneasy, but we looked forward to learning advanced 
technology and increasing sales under the Daikin brand. 
However, the path to producing synergy was challenging.”

Market reaction to the products was also improving. 
When OYLM had to raise prices due to rising material 
costs, Executive Officer Jinno entrusted development of 
the strategy to Ooi Cheng Suan, COO of OYLM (president 
of the sales company Group Associated at the time). While 
making sure to maintain dealers trust that included return-
ing part of the profits to customers after the price increase, 
COO Ooi immediately executed aggressive marketing 
strategies to capture market share . After all, OYLM had 
achieved increased market share. COO Ooi says, 
“Customers recognized our quality and thought it was 
worth paying for.” For a period of time, the local staff and 
the dispatched Japanese employees could not understand 

each other’s approach to management and quality control, 
but through improved understanding and working togeth-
er the quality of OYLM’s products steadily improved.

Now, OYLM’s operating profit continues to grow. 
Talking about what is important to produce true synergy 
for organizations having a different set of values, COO 
Ooi says, “You have to eliminate ego and speak honestly 
about your feelings. It is important to accept different 
cultures and opinions first because you cannot applaud 
with a single hand.” Executive Officer Jinno says with a 
smile, “Forcing your values does not work, even if your 
intention is good. A relationship of mutual trust is more 
important than anything.”

Several years after the acquisition, a large number of 
engineers left OYLM. Executive Officer Jinno (then 
COO), President Hirokazu Hirao of DIT (then GM), and 
other Japanese senior management who had been 
struggling to pursue quality paused and reflected. Execu-
tive Officer Jinno recollects, “I came to realize that 
management was based on comparing what DIL took for 
granted with OYLM’s reality then only pointing out faults. 
This was hurting the pride and morale of employees.”

Seeing the organization losing vitality, Japanese senior 
management felt a strong sense of crisis, “We have to 
change this!” They reviewed their management style and 
began to change their behavior. They recognized and 
communicated good points in proposals and opinions put 
forward by OYLM staff, and didn’t just point out faults. 
This worked dramatically -- local employees began partic-
ipating actively with high motivation.

Moreover, employees dispatched from Japan came to 
reconsider what they had previously taken for granted 
about quality control. Local employees had begun making 
demands of suppliers that were stricter than necessary, and 
this was causing problems in development and manufac-
turing. Executive Officer Jinno suddenly realized, “Aren’t 
we reducing speed and cost competitiveness, the strengths 
of OYLM?” The Japanese senior management changed its 

policy to aim at quality improvement meeting local needs, 
rather than aiming at zero defects perfection. To take 
advantage of OYLM’s speed, they promptly dispatched an 
engineer to the site when a customer experienced a 
problem. One engineer even visited a customer abroad to 
fix an issue. When he came back, he reported with a big 
smile, “The customer was very pleased.” GM Tan admits, 
“I felt a sense of fulfillment when I was given discretion. 
Now I’m confident that if a problem occurs, we can figure 
out what to do about it.” Executive Officer Jinno says, “It 
is important to aim at zero defects. But sometimes it may 
not be achieved. The most important thing is not to allow 
a small fire to develop into a big fire. It is vital how quickly 
you respond to failure.”

Greater competitiveness for OYLM after overcoming 
strife and uniting as a team

Utilizing human resources of diverse cultures including Malay, Chinese, and Indian at OYLM located in multi-ethnic Malaysia

People interviewed: left to right, Executive Officer Jinno, SM Lee, COO Ooi, GM Lawrence, GM Tan, FC 
Raghavan, and OM Kato.
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“Daikin agrees to tie up with Zhuhai Gree Electric 
Appliances of China. To share its inverter technology” – That 
was the startling news in newspaper headlines at the end of 
February 2008. “What in the world are they thinking?” Not 
only executives but engineers in the AC Manufacturing 
Division strongly objected to the plan, which was really a bolt 
from the blue. Even Senior Associate Officer Takayuki 
Sugimoto and Manager Tadashi Sakaguchi (Planning Depart-
ment, AC Manufacturing Division), who were appointed to 
promote the alliance, objected as they were unconvinced.

However, when they disassembled and examined Chinese 
manufacturers’ air conditioners, they found inverter compres-
sors and microcomputers from Japanese suppliers. They were 
stunned that certain inverter technology was already flowing 
out of Japan to Chinese manufacturers through key compo-
nents. “Inverter technology is not exclusive to Daikin. Sooner 
or later, Chinese manufacturers will tie up with other 
Japanese companies and acquire full inverter technology. For 
this reason, we will utilize this technology to create a business 
environment for the future of Daikin.” Senior Associate 

Officer Sugimoto, Manager Sakaguchi, and other people 
changed their minds and readied themselves for the collabora-
tion.

Overwhelmed by Gree’s Speedy Action 
and Implementation

Business of Providing Core Technology

For Daikin to achieve global expansion, the company must 
be competitive in the low-end air conditioner market in 
emerging countries. However, most countries have energy 
conservation standards designed for non-inverter units. A 
basic non-inverter air conditioner is enough to meet the 
standards. It was obvious that Daikin, competing against 
low-cost non-inverter air conditioners, would face a hard fight 
in emerging countries.

“Most air conditioners sold in emerging countries come 
from China. China produces the largest number of air 
conditioners, and it is also the biggest air conditioning market. 
By changing a major Chinese air conditioner company into an 
inverter unit manufacturer, we can change the global low-end 
air conditioner market into an inverter market all at once. The 
market changes into our area of expertise,” says Senior 
Associate Officer Sugimoto.

When Gree started producing inverter units, other local 
Chinese manufacturers quickly shifted to inverter products. 
City buses with advertisements for inverter units began to 
appear in the streets. Before long, consumer opinion changed 
from “I don’t need an inverter” to “I prefer an inverter.” 
Senior Engineer Imanaka says, “I felt the driving force of the 
market leader impact the market.” “To the news of disclosure 
of our inverter technology, there were critical comments on 
the Internet that we had ‘sold the technology to China.’ But we 
chose not to argue back. The working team changed the 
frustration into power. As a result, the market penetration rate 

of inverter residential air conditioners in China jumped from 
7% to about 60% in just five years. I could see the market 
changing quickly, and I was thrilled,” says Manager Sakagu-
chi.

It is certain that the wave of inverter air conditioners 
originating in China will spread to emerging countries. “It 
would have been impossible to change the huge non-inverter 
market into an inverter market if we had kept a black box* 
mentality toward our core technology. I learned a new way to 
leverage our technology,” says Senior Associate Officer 
Sugimoto. Meanwhile, in Japan, engineers are pursuing 
research to achieve even more sophisticated inverter technol-
ogy.

Changing the Market to Daikin’s 
Advantage

Joint development with engineers of Gree began. “We had 
to grope our way through it to decide how and to what extent 
we should disclose our inverter technology,” says Senior 
Engineer Toshiyuki Imanaka (Small-sized RA Group, AC 
Manufacturing Division), a member of the alliance promotion 
team. Contrary to what he had expected, representatives from 
Gree first developed product specifications themselves and 
asked for feedback, rather than unilaterally asking for 
information.

It was not only inverter technology that they were interest-
ed in – they were also very keen to learn the secret of Japan’s 
high quality. Walking just 10 meters along the production line 
of the electric component factory, Daikin staff members 
identified more than 30 items to be improved. Gree responded 
impressively once these defects were pointed out and in just 
three months had made changes to the line to address them. 
What’s more, they had also reviewed work clothing for 
approximately 3,000 employees and implemented antistatic 

uniforms. The working members 
from Daikin were surprised at the 
speed of improvement by Gree 
and felt threatened by their ability 
to take action.

While feeling the difference in 
development culture, Daikin also 
learned many things from Gree. 
One of them was cost competi-
tiveness. Although Gree produced 
many models, the number of 
different component types was 
surprisingly small, thus maximiz-
ing use of standardized parts. 
Joint production of key components, joint purchasing, and 
joint preparation of molds by Daikin and Gree, the market 
leaders in inverter air conditioners and non-inverter air 
conditioners, respectively, produced a huge cost savings.

Frequent visits to Gree’s production line by DIL staff 
members to give advice

Thorough checks made to identify issues for cost reduction 

Signs on buses 
advertising inverter 
RA advertisements 
with messages such 
as “Gree’s inverter 
technology has won 
the national science 
and technology 
advancement award”

Vigorous discussions by members at the joint development meeting

Stunning people inside the company with news of alliance with Gree

Daikin agrees to tie up with Zhuhai Gree Electric 
Appliances of China. To share its inverter technology” – That 

Business of Providing Core TechnologyBusiness of Providing Core Technology

Expanding the Inverter Market 
from China to the World
Daikin’s Open Technology Strategy 
to Change the Global Market

2 Colleagues blazing new trails 
by continuous action

* Black box: A device or mechanism that can be applied without full 
understanding of its internal mechanisms or technological 
structure. It is also an area of technology requiring expertise that 
cannot be easily copied.

Taking the Risk – 
the Challenge of 
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with Gree
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In November 2012, Daikin acquired Goodman, the 
manufacturer with the top share in the U.S. residential air 
conditioner market. This marked the start of Daikin’s third 
attempt to advance into North America, the world's largest 
air conditioner market.

There were several reasons why Daikin faced a severe 
battle in North America. One was that Daikin offers 
ductless air conditioners, whereas ducted units are 
mainstream in the North American air conditioning 
market. Another was that Daikin’s air conditioners feature 
sophisticated environmental and energy-saving technolo-
gies that did not meet the needs of the North American 
market where inverter units account for only 1%.

But now, the importance of energy management is 
increasing worldwide. What had been a headwind for 
Daikin has gradually changed into a tailwind, and the 
development team of Goodman and Daikin is keeping in 
step with the times to seize an opportunity. 

Manager Sriram Venkat, one of the core members of the 
development, says, “I felt perfectly comfortable with our 
style of development, but learning the development process 
of Daikin was a good opportunity to review the existing 
style.” This is also the case for Daikin. There are many 
things to learn from Goodman, which demonstrates strong 
cost competitiveness and a high profit margin.

For example, in the development of new products, the 
company uses as many standardized parts as possible to 
hold down costs. Ease of installation is considered from 
the design stage to enable reduction of installation cost, 
another point from which Daikin can learn.

You can buy time and human resources by M&A. But to 
obtain any further benefits, there must be a fusion of the 
different cultures in the development process and products 
by which the developers from both companies question 

what they had previously taken for 
granted. When that happens, a new 
competitiveness emerges that would 
never have been generated by past 
approaches.

“I was excited about launching a new 
product combining Daikin’s advanced 
environmental and energy-saving tech- 
nologies and Goodman’s cost competi-
tiveness based on high-speed large-vol-
ume production,” says Development 
Director James Kistler. 

In the spring of 2014, an inverter 
ducted unitary product (cooling-only 
model, SEER* 20+) was launched to the market – a type of 
product not in Daikin’s past product lineup and the result 
of synergy of different cultures. At present, the minimum 
energy efficiency required for sale in the North American 
market is SEER 13. The new product has much higher 
specifications, but the company chose to compete with 
this product by featuring high energy efficiency. “By 
joining with Daikin, I feel many opportunities and greater 
possibilities are opening up,” says Manager Sriram. “I 
want to dominate the North American air conditioning 
market, which occupies 22% of the global market, with 
new products developed through the combined efforts of 
Goodman and Daikin,” says Manager Takechi.

The two companies began development to install invert-
ers, Daikin’s core technology, to existing Goodman 
products. “Everything was a challenge,” says Manager 
Ryota Takechi, who is in charge of development at 
Goodman. This is because Goodman’s development style 
is totally different from that of Daikin. 

Goodman thoroughly minimizes costs incurred in 
product development by the development approach of 
combining technology. This approach develops products 
by combining low-cost standard parts, compressor, heat 
exchanger, and other components. Drawings are ordered 

from companies in India, where work 
hours are opposite that of the U.S., to 
save time in creating drawings by 
utilizing the time difference. In a 
division of duties, a dedicated staff 
conducts tests around the clock while 
developers check the test data and 
determine specifications. This is one of 
the reasons for the company’s high 
profit margin.

This style of product development by 
combining technology has been pos- 
sible because the products are non-in-
verter products. However, incorporat-
ing inverter technology into existing 
Goodman products requires optimizing 
technology to perform precise recipro-
cal adjustments such as control syn- 
chronization of fan and compressor. 
“Communicating Daikin’s approach to development and 
quality and having it understood required a lot of time and 
effort. Not everything was done the ‘Daikin way’ but work 
was performed to complement each other’s strengths and 
weaknesses to create maximum synergy and that was the 
most challenging and also the most rewarding,” says 
Manager Takechi.

2 Colleagues blazing new trails 
by continuous action

Complementing Each Other’s Strengths 
and Weaknesses

Dominating the North American AC 
Market

In Step with the Times to Seize an 
Opportunity

*SEER: Seasonal Energy Efficiency Ratio

Advancing in development through cooperation of people from different countries and cultural backgrounds

Beginning of a new challenge to promote use of environmentally conscious air conditioners in 
North America

Result of collaboration for an inverter ducted unitary 
product (SEER 20+)

Growth of mutual understanding as differences in approach become evident in 
the work process

Production of thr inverter ducted unitary product launched in spring 2014 at 
factory in Houston, Texas

Gaining expertise at 
Daikin from many aspects 
of Goodman’s 
cost-efficient 
manufacturing

Challenging the North American AC Market 
with Goodman’s Cost Competitiveness and 
Daikin’s Environmental and Energy-Saving 
Technologies 

Goodman Moves to 
Create Development 
Synergies
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The report in 2010 that China might use propane as the 
next-generation refrigerant was one impetus leading 
Daikin to take action.

Air conditioner refrigerants have been regulated 
worldwide as ozone depleting substances and greenhouse 
gases. A plan to substitute existing refrigerants is planned 
according to the schedules established for the phaseout of 
production of ozone depleting substances under the 
Montreal Protocol and the reduction of greenhouse gas 
emissions under the Kyoto Protocol (see figure right). 
Currently, R410A is being used in developed countries, and 
R22, an earlier generation refrigerant, is used in developing 
countries. The question gaining global attention has 
become what next-generation refrigerant should be adopted 
as a substitute to achieve lower environmental impact. 

“Propane is a natural refrigerant with low global warm-
ing potential (GWP), but it is highly flammable. An entire 
building could explode if propane is used in a large air 
conditioner. We wanted to avoid propane being adopted in 
international standards as a refrigerant for air condition-
ers, which have large amounts of refrigerant charge,” says 
Senior Executive Officer Shinya Okada.

What Will the Next-Generation 
Refrigerant Be?

First reunion of the F Project’s R32 promotion members: left to right 
on front row,Ryuuzaburou Yajima, Isamu Tarutani, Chief Manager 
Osami Kataoka, Manager Shigeharu Taira, and Kazuyuki 
Nishikawa; left to right on back row, Youichi Ohnuma, Kouichi 
Kita, Nobuo Doumyou, and Manager Masahito Yoshizawa

Daikin’s strength in the manufacture of both air 
conditioners and refrigerants, including this R32 
manufacturing plant pictured here

The RE Project*1 reached the conclusion that the 
optimum next-generation refrigerant was R32. R32 is 
contained in the currently used refrigerant R410A, so it is 
easy to handle as its properties are well understood. It also 
has high energy efficiency. Above all, its GWP is 
one-third that of R410A. It is mildly flammable, but the 
R32 verification experiment of the F Project*2, which was 
launched 22 years ago and led by Isamu Tarutani, had 
already proved its reliability by around 2000.

However, to switch refrigerants, international standards 
and national regulations must be changed. When Daikin 
announced its position in support of R32 as the next-gener-
ation refrigerant, many companies of the industry object-
ed. “As the regulations stand now, R410A can be used 
indefinitely. If propane is dangerous, developing countries 
can switch to R410A, too. Why do we have to change 
refrigerants now?” 

Daikin is the only company in the world that manufac-
tures both air conditioners and refrigerants. It is well 
versed in the properties of R32 and was more advanced 
than others in its development. Daikin met intense 
objections because it had acquired a patent for R32. Senior 
Manager Tadafumi Mikoshi of the CSR and Global 
Environment Center says, “We needed to have it 
understood that we were not supporting R32 for profit but 
because it was the optimum refrigerant for environmental 

protection.” Manager Miki 
Yamanaka says, “If Daikin 
switches the refrigerant for 
its residential air condition-
ers in the Japanese market 
from R410A to R32, we may 
be able to reduce the impact 
of global warming by 46% in 
2050. If we can promote its 
use to the rest of the world, 
we can make a great contri-
bution to the mitigation of 
global warming.” RE Project 
members, in cooperation 
with staff members in North 
America, Europe, and Asia, 
made presentations on why R32 was the optimum refriger-
ant at international conferences and exhibitions across the 
globe.

Why Change Refrigerants Now?

“It was quite a challenge even in Japan to obtain consent 
to Daikin’s proposal while minimizing objections from 
various parties. In addition, different countries and 
manufacturers had their own motives, so even though R32 
was the optimum refrigerant, we could not easily change 
the international standards,” recollects Chief Manager 
Osami Kataoka (AC Manufacturing Division), who was 
then dispatched to the Japan Refrigeration and Air Condi-
tioning Industry Association (JRAIA) and acted as the 
representative for Japan. According to Kataoka, the 
procedures at the International Standardization Organiza-
tion (ISO) and other organizations did not go smoothly. 
They faced a negative campaign by propane supporters, 
postponement of discussions owing to delaying tactics by 
countries, which were behind in the development of air 
conditioners for R32, and negative lobbying against R32 to 
deliberative organs of the countries during the period of 
international voting.

To gather data based on scientific principles to support 
the effectiveness of R32, Ryuuzaburou Yajima and 
Manager Shigeharu Taira (CSR and Global Environment 
Center) and members of the AC Manufacturing Division 
and the Environmental Technology Laboratory undertook 
repeated simulations and verification experiments. These 
showed that R32’s ignition risk derived was 10-10 or 
lower*3. Meanwhile, GM Satoru Fujimoto (CSR and 
Global Environment Center) continued to present the 
effectiveness for R32 to the industry and related govern-
ment agencies because data from Daikin alone could have 

been deemed unreliable. Finally, JRAIA, NEDO*4, and 
university research institutes decided to conduct a public 
risk assessment. In European countries, which had about 
70% of the ISO voting rights, GM Martin Dieryckx of the 
Environmental Research Center of DENV and other 
people continued PR activities for R32. 

“The final draft of ISO’s standard concerning refriger-
ants has been passed! R32 has been approved!” In March 
2014, an unforgettable day for the RE Project members 
had finally come. “What is optimum to 
protect the global environment?” everyone 
asks, but sometimes the efforts may take 
the wrong track due to conflicting motives 
of countries and enterprises. But the RE 
Project members took action on their own 
in the strong belief of the importance of 
total optimization for the global environ-
ment. And Daikin decided to make its 
basic patent of R32 available free of charge 
to developing countries. Regional expan-
sion of R32, development of larger R32 air 
conditioners, and further relaxation of 
international standards – there is still a 
long road ahead.

Reporting the benefits of the next-generation refrigerant R32 at international conferences, 
including the 25th Meeting of the Parties to the Montreal Protocol in 2013 pictured here

*3: 10-10 or less
The probability of mildly flammable R32 leaking and 
igniting is less than one ten-billionth. Even when all the 
air conditioners in Japan are considered, ignition will 
occur less than once in 100 years.

*4: NEDO
New Energy and Industrial Technology Development 
Organization.

*1: RE Project
The Refrigerant Project gathered 40 members from within and outside Japan to 
develop Daikin’s refrigerant strategy.

*2: F Project
A project launched in 1992 and continuing until 2000 for technological 
development of the next generation refrigerant to meet the revision of the law to 
phase out the HCFC refrigerant R22 by 2020. The members were mostly 
engineers of the AC Manufacturing Division.
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Arrival at the New Normal

Being in Step with the Times 
to Create Daikin’s Future

Conversation

Toshihiro Kanai, Professor at the Graduate School of Business Administration, Kobe University, discussed the type of leaders being sought 
today with Masaki Saji, General Manager, Human Resources Division.

There comes a day when the conventional wisdom in business no 
longer holds true.
That day has come. Have you detected its arrival?  
Amidst the intense structural changes in society, what type of 
organization should Daikin be and what type of employees should 
we become to ensure that the Daikin Group continues to succeed as 
a truly global and excellent company?
We would like to explore these possibilities by eliciting the insights 
of outside experts.
Let's take a great, dynamic stride leading toward our 100th 
anniversary and beyond. 

Standing Firm and Committed in Any Situation
Resilient Leaders Now Wanted:

To Lead the Company to Sustained Growth

Professor at the Graduate School of Business Administration, Kobe University Executive Officer/ General Manager, Human Resources Division

Mr. Saji: Having achieved the top position in the global 
air conditioning market, I now feel a great sense of 
urgency. To continue succeeding against fierce competi-
tion throughout the world, we must address new areas of 
concern and find solutions to unresolved issues. In such 
times, what type of leader do you feel is needed?

Mr. Kanai: A resilient leader. A resilient leader is one 
who, no matter the difficulty being faced, fights through 
adversity without being demoralized and then has the 
capacity to quickly bounce back. Resilient derives from 
the psychological term resilience and carries the meaning 
of pliability and elasticity.

In speaking of resilience, I’m reminded of a movie titled 

Hakkodasan. The 5th Infantry Regiment of Aomori and 
31st Infantry Regiment of Hirosaki climb the snow-cov-
ered Mt. Hakkoda by separate routes. The 5th Infantry 
Regiment gets lost on the way, and once the leader utters 
the solemn words, ”Heaven has forsaken us,” his troops 
start to fall off by the wayside one by one, with barely any 
of them making it out alive. Unless the leader possesses 
strong resolve and inspires confidence in saying words of 
encouragement, such as “We will prevail,” the future of 
the organization is doomed. 

Conversely, rather than simply bouncing back, there are 
times when overcoming adversity leads to an even higher 
level of proficiency. For two years from 1871, Tomomi 
Iwakura led a large mission throughout Europe and 
America on a fact-finding tour. The story goes that instead 
of feeling despair in how far Japan lagged behind Western 
countries he envisioned Japan’s potential to transform 

Having the determination to fight through 
difficulties

Specializes in organizational behavior theory in the field of business management, 
focusing on organizations and people. Provided commentary for Chairman Inoue's book 
Developing People and Products to Make Your Company a Global Winner.

Has built up experience in the field of human resources since entering Daikin in 1988.
Appointed General Manager of Human Resources Division in 2011. Has worked in his 
current position since June 2014.
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University with Masaki Saji, Executive Officer and General Manager, Human Resources Division 
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overcome hardships. We even entrust them with work that 
may be extremely challenging for them to achieve. I want 
them to feel that taking on challenges is interesting and 
fun instead of perceiving challenges to only be arduous 
experiences that are uncomfortable and unpleasant. 
Furthermore, I think that it is important to use such 
experiences as an opportunity to learn, but what specifi-
cally should be done in this respect? 

Mr. Kanai: It is important to look back and contemplate 
on one’s own experiences when there have been hardships. 
In addition, one must also form a narrative of one’s experi-
ences and not just leave them as a random series of events. 
The more difficult the experience, the more the individual 
must truly reflect upon what has happened and what has 
been gained. To subsequently inspire oneself, the lessons 
learned must be clearly verbalized from this introspection.

Some misinterpret what introspection means. It is not 
merely a process of looking back on the past, but one of 
giving meaning to experiences in order to establish a 
better future.

It is also very important to retell the narrative in your 
own words. Expressing your experiences in your own 
words invites self-discovery and validation of self. This 
process leads to the boldly casting aside of outdated 

Transforming hardships to learning 
experiences and linking to future action

Taking the initiative in every aspect on a 
daily basis

Fostering development of next generation 
leadership through leadership chains

concepts and approaches and envisioning a new way to do 
something. Moreover, this process must be linked to 
future action.

Mr. Saji: In addition to getting something out of the hard 
times, how should actions be anchored so an employee 
grows through work as an individual on a daily basis?

Mr. Kanai: People need to take the initiative in each and 
every aspect of their daily tasks. In other words, one 
should take action on one’s own without first being told to 
do so. Initiative is the gateway to the world of leadership.

When pressing forward with work in an organization, 
conflict with others is unavoidable, and there will be times 
when discussions become heated. Work duties at a compa-
ny require that themes be implemented by persuading the 
influential people standing in opposition of the merits and 
receiving assistance when work cannot be performed 
alone. Taking the initiative is paramount when interacting 
with others. 

Initiative can be taken even if an individual is not 
entrusted with an important job that requires responsibili-

DIC N-985 BLACK

itself. That could be the reason for Japan’s tremendous 
development. There is a huge difference between a person 
who observes the situation and says, "We are so behind we 
could never do this," and a person who sees the same 
situation but says, "This could be our future." Similarly, 
there are many instances in which a person begins with 
confidence that a job can be done before invariably 
encountering hurdles in the process when things don’t go 
as planned. If the leader is timid and lacking conviction, 
then the leader will fail to inspire subordinates when he or 
she says, “We can do it if we try.” When confronting 
difficulties, the leader must have faith that the difficulties 
will be overcome. 

Once subordinates get a sense of a firm, unwavering, 
conviction possessed by a resilient leader, they can 
faithfully march in step with their leader to display their 
true abilities. For this reason, a leader must first have the 
ability to raise his or her own motivation.

Mr. Saji: Not only leaders, but all employees should have 
‘strong pliability.’ What can we do to facilitate the 
development of this? 

Mr. Kanai: If I may paraphrase the words of your 
chairman, Mr. Inoue, "Let them experience highly adverse 

circumstances." I often say, 
"If a job warrants the 
challenge, it should be 
undertaken, even if it means 
hardships." People become 
more adaptable, flexible, 
and stronger through 
experiences in which they 
have to overcome 
hardships. It comes down to 
whether an individual is left 
bewildered by adversity or 
can withstand and prevail 
over any predicament. Not 
all of us are going to be able 
to do this, though. I realize 
that I am not a person who is 
strong against adversity, so 
I am drawn to great leaders 
who have overcome such 
adversity and achieved 
growth. When I listen to the 
experiences of such individ-

uals, they often tell me that they now proceed with more 
confidence and adeptness after overcoming a difficult 
situation, and the manner in which they approach their 
work changes drastically. 

Mr. Saji: At Daikin, we try to dispatch younger employ-
ees overseas and provide them with opportunities to 

3 Conversation
Standing Firm and Committed in Any Situation
Resilient Leaders Now Wanted: To Lead the Company to Sustained Growth

ty. One can generate discussion at a meeting where 
everybody is sitting silently. At first, that's enough. It's 
important for individuals to first be able to sufficiently use 
their own minds to think and outwardly express 
themselves. They must also make themselves understood. 
In this way, people develop their own independent spirit.  

Mr. Saji: Daikin needs to develop itself into a strong 
organization capable of achieving continuous growth for 
the next 10 to 20 years? I guess there isn’t a magic wand 
you can use to do this? 

Mr. Kanai: No, there isn’t. In fact, no matter how great a 
leader may be, an organization cannot expect sustained 
growth and development with just one leader during a 
certain era. The ideal is to create an organizational culture 
in which great leaders develop the next generation's great 
leaders.

The term leadership pipeline is one that is commonly 
used these days in human resource development. It refers 
to systematic development of human resources leading to 
reform and growth throughout the company. The word 
pipeline is used in regard to the uninterrupted develop-
ment of leaders in an organizational strata or generation. 
The word seems to convey somewhat of an inorganic 
impression, so I also use the term ‘leadership chain.’

There are probably many resilient leaders in Daikin 
who have adeptly overcome hardships. To ensure 
sustained growth, I would want to see those leaders who 
have reflected upon their experiences communicate their 
own personal theories to those employees who may be the 
next generation of leaders. And, 
I would want these candidates 
for the next generation of 
leaders to listen carefully while 
reflecting on their own current 
selves. Then I would want them 
to try to go out and experience 
hardships on their own.

Mr. Saji: Yes, the words of 
those who have overcome tough 
circumstances are extremely 
persuasive. We would like to 
develop these resilient leaders 
who will shoulder the responsi-
bility for Daikin, link their 
development to the future of 
Daikin, and take a great, dynamic stride leading toward 
our 100th anniversary and beyond.
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“90 years, 145 countries, 75 bases, 56,000 employees, 2 
trillion yen….”

Honestly, no matter how often I hear these words, the scale 
and significance that Daikin has become seems incredible. Even 
so, when I reflect upon Daikin products being used in over 145 
countries, the connection I share with 56,000 Daikin employees, 
and the infinite possibilities we can expect in ten years’ time, I 
am extremely excited to think what is yet to come. Daikin has 
grown to this stature from the concerted efforts of each individu-
al person, particularly those of our senior colleagues. When this 
magnitude of scale is understood, we can all feel a deeper sense 
of pride that spurs us to boldly challenge even further. This 
Anniversary Edition was created from that perspective. 

Upon completion, I suddenly realize that this issue is thick 
with pages. Rather than trying to read through this edition in one 
sitting, I encourage you to read it at your leisure, comparing its 
content with your own experiences. Nothing would make me 
happier if you discover some insight in the Anniversary Edition 
that leads you one step forward toward the future. 

Akiko Sekiguchi, Human Resources Division
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When I was collecting background information for “Urusara 
7,” I had an opportunity to see many kaizen (improvements) 
activities during a tour of the Shiga Plant. I heard that the people 
involved with the project have continued to implement kaizen 
even after the start of mass production of “Urusara 7.” Suddenly, 
a question occurred to me, "Am I continuingly trying to increase 
productivity and demonstrate creativity at work?” I encountered 
many setbacks throughout the process of compiling this publica-
tion - from the start of planning to today’s final submission - and 
each time I received help from the people around me. With the 
hope of creating an in-house publication that anticipates your 
future needs, I will work to accumulate sufficient knowledge of 
a colleague that does not merely say, “That’s it; project over,” but 
one that can confidently say, “I am continually making improve-
ments on my own initiative.”

In closing, I would like to express our heartfelt thanks to all 
the people who cooperated in publishing this Daikin Times 
edition. 

Mariko Sasou, Human Resources Division

What are your aspirations 
10 years from now?
The participants in the Group Management Meeting and those who cooperated in the interviews 
were asked, “What aspirations do you have, and how do you plan to take the first step toward the 
100th Anniversary?” A sampling of their responses is provided here.

I hope to release a product that stuns 
the world by exchanging ideas with 
members from the global bases that 
goes beyond differences in nationality, 
culture, and values.

I will work to further improve the current 
manufacturing team and aim for a strong 
manufacturing team by realizing 
“science-based manufacturing.” 

Our aim next as the global No. 1 
air conditioning manufacturer is 
to be the global No. 1 chemical 
manufacturer.

I want to continue to mature as a person so 
that I can say with confidence at the 100th 
Anniversary, “I am one of those who 
actually leads our company.”

My aim is to create 100 businesses with sales of 10 
billion yen and then to develop from among those 
100 businesses 10 businesses with sales of a billion 
dollars that can be the basis for the next 100 years.

The Daikin Group does not have 
borders! Let’s aim for No. 1 in the world 
with a strong heartfelt commitment 
among all employees worldwide!

I want to lead a team to shape our 
technologies together with junior 
colleagues and share experiences 
that make us believe, “Nothing is 
impossible!”

I want to deliver Daikin’s products to all 
countries throughout the world so that all areas 
on the map of Daikin global sales bases are filled 
with colors at the 100th Anniversary. 

I will be an innovator who 
creates new values and 
develops products that 
delight people all over the 
world. 

I will tackle with a deep commitment that is totally 
focused on the work at hand!

I will pursue the manufacture of 
products and creation of value that 
meet the expectations of our 
customers! Additionally, I want to 
convey the spirit of monozukuri to 
my junior colleagues.

I intend to work to ensure that 
Daikin continues to be worthy 
of the principle of “Absolute 
Credibility” in every country.

I will contribute to the promotion of ‘Daikin-ism’ 
by deepening the level of collaboration among 
members from around the world. 

I will contribute to the reduction 
of global warming by replacing 
the refrigerant of air conditioners 
in the world with R32.

I will participate in the creation of 
community environments on Mars as 
the first step of our space business.

Making full use of networks, I will 
provide a better living environment 
that we cannot realize only with air 
conditioners.
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