
In 2006, Hitachi Construction 
Machinery was in 6th place in 
the world in sales. We have now 
grown to be 3rd in the world and 
the overseas ratio of our sales is 
reaching nearly 80%. This was 
our position when Yuichi Tsujim-
oto took office as our new Presi-
dent and Chief Executive Officer. 
We asked Mr. Tsujimoto what 
Hitachi Construction Machinery 
should do now as a global player 
to remain our customer’s first 
choice in a world market that is 
changing dramatically.

years of training at the operations de-
partment and production sites in Japan.
　At the same time, the Japanese staff 
will be given the key role of supporting 
the local offices even while they exercise 
governance.
　To advance localization, a true sense 
of unity is important. “Kenkijin Spirit”, 
which is our standard of values and our 
shared code of conduct among all Hi-
tachi Construction Machinery employ-
ees, is fundamental to that unity. All over 
the world, we are conducting the training 
needed to establish this sense of unity 
and value. Kenkijin Spirit is soaking in all 
over the world and becoming localized, 
while, at the same time, it is driving the 
group to advance as one united body. 

Interviewer: Advanced technologies are 
required to realize the customers’ needs. 
It appears that cooperation with the Hi-
tachi Group is achieving this result.

Tsujimoto: Yes, indeed. The best ex-
ample is the alternating current AC drive 
dump truck that adopted the AC motor 
technology Hitachi had upgraded for 
the Shinkansen . This dump truck has 
been very well received due to its ex-
tremely advanced brake capacity and 
the upgradability of the product class. 
Furthermore, with the high body control 
technology that we adopted, the truck 
won’t skid easily while a detailed control 
enhancement such as making the shock 
smaller when the driver brakes the truck 
will be possible. We want to enhance 
our product line and raise our current 
position from a 10% share to as high as 
30%.
　In fact, we are driving the optimization 

Interviewer: Six years ago, Hitachi Con-
struction Machinery’s sales volume was in 
6th place in the world market. Now you are 
in the top 3. 

Tsujimoto: It’s clear that we have grown 
to this size because of the hard work 
done in all our different locations and 
business units under the strong leader-
ship of our former President, Michijiro 
Kikawa, and with the support of our cus-
tomers all around the world.
　However, when I project 10 or 20 years 
from now, I’m afraid that we cannot 
rely on our current structure. It’s as if a 
mouse suddenly became an elephant. 
The elephant has this huge body but 

the nerves and blood vessels are still 
mouse-like and have not yet developed 
to support its expanded size. 
　I’m concerned that unless the vari-
ous business units such as sales, prod-
uct support, development, production, 
procurement, and so on work together 
more quickly, we won’t be able to keep 
our customers and remain the winner.
　I’m tackling these strategic threats to 
our success.

Interviewer: Is the mid-term manage-
ment plan, “Go Together 2013”, de-
signed to lay the foundation for that? 

Tsujimoto: The mid-term management 
plan that we have been working on is a 
three-year project started last year when 
former President Kikawa was in office. 
We created the plan by thinking about 
the market ten years from now. We de-
cided to invest 47 billion yen, our biggest 
investment ever, into the mining field. 
This is a growing field where we can 
build up our strength and create cus-
tomer satisfaction. We have identified 
six strategic themes and are diligently 
working on them. These are “strength-
ening research and development capa-
bility”, “establishiing a global-scale sales 
and service system”, “strengthening 
life-cycle support”, “strengthening the 
mining business”, “establishing a global 
production structure”, and “setting up a 
global management structure”. 
　Fundamentally, the most important 
task is to understand our customers’ 
needs in each area. Of course, in each 
area, we have already been providing 
products and services to our custom-
ers by knowing precisely what capac-
ity, quality, and cost they are looking 
for, how they use the machines, and by 
understanding the regulatory environ-
ment of their area. However, I sense that 
we need to work together even more to 
strengthen these existing practices.

　For that, in April, we set up a “Strat-
egy Planning Division”. The key players 
from the various organizations such as 
development, procurement, production, 
and sales are gathered here and all the 
information from each organization, 
both international and domestic, is ana-
lyzed, synergized, and integrated. They 
move forward by coordinating with 
one another and by carefully examining 
what  product each area needs, what 
service should be provided in support of 
the products, and how all this should be 
best delivered to sell our products.
　For that, a global supply chain is re-
quired to calculate when and where to 
produce the products and how much 
stock is located where. In addition, we 
need to insure that the development 
system at the production site is fully 
equipped, that the product specifica-
tions fit the local area, and that the parts 
are standardized and modularized. As a 
result of these efforts, we’ll make it pos-
sible to optimize the stocks levels and to 
provide our products to the customer 
quickly and efficiently.

Interviewer: It sounds like marketing will 
be the key.

Tsujimoto: The construction machin-
ery market is a market with very large 
demand fluctuations. Therefore, the 
key is how to understand  the signs of a 
changing market and quickly control the 
increase in production or the reduction 
of stock. Think of it like controlling the 
speed of your car with the accelerator 
and brake. The information that we can 
obtain from ICT (Information and Com-
munication Technology) such as “Global 
e-Service” is very important to gain this 
ability. Still, that’s not enough. Without 
the information we obtain locally, it’s 
difficult to make a precise and accurate 
judgment.
　There is an even more important fac-

tor. That is the readiness of the recipients. 
There is no point in delivering informa-
tion to them if they can’t understand its 
importance when they encounter it, par-
ticularly those who are engaged in the 
design and service areas. When a defect 
is reported by our customers or our lo-
cal teams, they have to have the ability 
to judge whether a situation is simply 
an isolated case of if it is a major prob-
lem common across Hitachi Construc-
tion Machinery. A defect that occurs 
anywhere in the world can potentially 
spread everywhere.
　The ideal way to raise our judgment 
skills is to visit the sites as often as pos-
sible and try to solicit as much feedback 
from the local point of view as we can. 
I’m always encouraging our developers 
to visit the job sites.

Interviewer: Are these ideas all based 
on your own experiences?

Tsujimoto:  Yes, that’s right. Mainly I 
have been engaged in production engi-
neering. But at one point, I held division 
manager positions for both sales and 
service in China. When I visited the cus-
tomers, I received a variety of opinions 
and advice. From that feedback, came 
the idea to develop a Chinese model that 
has a reinforced front attachment. This 
product turned out to be a huge hit. Now 
it’s a standard specification in China. My 
view on how important it is to listen to 
our customers comes directly from those 
experiences, The person I assigned to 
be in charge of the various technologies 
is one who can handle both technology 
development and marketing in the for-
eign countries, and he is under the Strat-
egy Planning Division  that I mentioned 
earlier.  Scooping up the local needs and 
turning them promptly into products is 
an integral part of our system. 

Interviewer: What are your thoughts 
about human resource development?

Tsujimoto: Hitachi Construction Ma-
chinery has approximately 22,000 staff 
in total. More than half are local natives 
in their own country. Since the overseas 
sales ratio is anticipated to increase even 
more in the future, I consider that local-
izing the overseas business operations 
with a native staff to be fundamental 
to our success. To achieve that, we are 
starting up a “Succession Plan” to train 
our local staff to become candidates for 
future executive positions. 
　We are going to continually nurture lo-
cal executives by providing local educa-
tion and training followed by one to two 

of the mining field by adopting Hitachi’s 
ICT to our operating control system that 
operates not only the machinery body 
but also how efficiently we can oper-
ate excavators and dump trucks. These 
technologies were created among the 
Hitachi Group through the development 
of automobiles, Shinkansen  trains, 
power plants and so forth.
　By combining these technologies with 
our hydraulic technology and product 
reliability, we can create our original 
technology which is an enormous com-
petitive advantage. 
　In the future, construction machinery 
won’t be practicable without informa-
tion technologies and electronic tech-
nologies. Therefore, we are promoting 
exchanges with the respective Hitachi 
Group companies, starting with Hitachi, 
to create new construction machineries 
and solutions. As the cooperation ad-
vances further, we believe that we will 
be able to provide new value that we 
don’t see anywhere else, such as ener-
gy-saving machines, automatic and self-
sustaining controls, and computer-aided 
construction.
 　The construction machinery field is 
expected to keep growing. I believe that 
there are huge opportunities for us to 
grow if we keep working on the existing 
issue and on our themes, and by keep-
ing the spirit of challenge at the top of 
our mind.
　We aim to be a trusted partner for the 
next 10 years and for the next 20 years. 
We will continue to aim at higher and 
higher targets. We look forward to meet-
ing these challenges and hope you will 
too.

We won’t be satisfied with 
being only third in the world. 
Instead, let’s quickly lay the groundwork
to be the winner 
not only ten years from now 
but also twenty years from now.

Yuichi Tsujimoto
President, Chief Executive Of f icer and Director
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