
Q  What is the role of an outside director?

Kainosho: There is a saying that comes from Go: 
“Spectators see more than the players.” Watching the 
game from the sideline lets you anticipate future moves 
better than those actually playing. The same goes for 
business organizations. It is crucial to have an outside 
perspective to keep you from focusing so much on the 
short-term execution of duties that you harm share-
holder interests over the medium to long term. In short, 
it is an outside director’s responsibility to heighten cor-
porate governance by always offering recommenda-
tions to management from a shareholder’s perspective.
Hioki: I think Mr. Kainosho gave a perfect analogy. It is 
our role to share our opinions with management from 
the perspective of shareholders and other stakehold-
ers and to contribute to the sound management of 
the business. Fortunately, THK’s four outside directors 
represent a unique mix of different experiences. Since 
I have long been involved with HR and talent devel-
opment, I place a greater importance on people—on 
domestic and international staff—in how I look at the 
organization.

Q   Both of you mentioned the shareholder and 
stakeholder perspective. What do you think 
of THK’s current corporate governance (the 
structure, Board of Directors, etc.)?

Hioki: In addition to holding regular Board of Directors 
meetings, THK has strengthened its governance with a 
committee structure that includes a Board of Executive 
Officers, a Global Management Strategy Meeting, and 
a Compliance Committee. To digress a little, when it 
came to responding to the coronavirus, President Tera-
machi himself actively communicated information to 
employees. Unlike other companies that have recently 
started foregoing this practice, THK continues to do 
things like hosting company parties and biennial trips to 
allow staff to interact with those in other departments, 
so there are plenty of opportunities for sharing infor-
mation. I myself participate in THK’s company func-
tions, so I see them from an internal perspective rather 
than external. The most important part of governance 
is having the mindset that “Bad news is good news,” 
which takes advantage of THK’s corporate culture that 
eliminates hidden risks and quickly responds to any 
risks that are identified.
Kainosho: There are opportunities to interact with var-
ious people at THK, so you can get the latest infor-
mation about what is going on in Production, Sales, 
and the market. In addition to the committees Mr. Hioki 
mentioned, I also go to Board of Directors meetings 
periodically held at overseas branches and listen to 
local staff directly. With the coronavirus pandemic re-
stricting mobility this year, the heads of domestic and 
international branches have been sharing information 
online. From a corporate governance perspective, this 

demonstrates how THK has made prior investments in 
information technology in preparation for an emergen-
cy. I am convinced that THK will continue to strength-
en its governance through DX (digital transformation), 
which the company is pursuing to maximize the value it 
provides to customers.

Q   You mentioned the coronavirus. Have im-
provements been made to THK’s corporate 
value that consider how this global turmoil 
has dramatically changed society and the 
market? Please share your thoughts and 
advice for the future.

Kainosho: THK is aiming to improve the added val-
ue brought to customers. Based on the actions THK 
has been taking to improve customer satisfaction, the 
company is focusing on how customers are using THK 
products and services, becoming more customer-fo-
cused than ever before. Two concrete examples of that 
are Omni THK, an online platform for communicating 
with customers, and OMNIedge, an IoT service for the 
manufacturing industry that launched in 2020. Looking 
ahead, I think THK needs to strive for customer trans-
formation—activities that will lead customers to an 
even better future. It is incumbent on the organization 
to improve its corporate value by “providing innovative 
products to the world,” as it says in the corporate phi-
losophy, in order to reduce environmental impact and 
achieve other SDGs.
Hioki: Historically speaking, the world experiences 
great changes after pandemics. Even with the corona-
virus, it feels at first like change was forced upon us, 
but it can also be considered a golden opportunity for 
making rapid progress. The machine components THK 
provides will continue to be needed for essential things 
in people’s lives. Starting in 2016 with President Tera-
machi’s new growth strategy, THK has been ahead of 
other companies in terms of DX, with each department 

working to improve their processes with the latest digital 
tools and robots in addition to developing new products 
that utilize new technologies. Every employee should 
find confidence and pride in the company’s role as an 
essential business and in the fact that maintaining op-
erations allows the company to generate useful value.

Q   Here is a separate question for each of 
you. Mr. Hioki, with your extensive experi-
ence in HR and talent development, what 
do you think about the company’s decision 
to use the phrase “human assets” instead 
of “human resources”?

Hioki: This is a good phrasing that conveys the idea 
that the company values people, but it sounds insin-
cere if the reality does not support it. It may feel strange, 
but I would rather that the employees themselves think 
about if the company is valuing them as an “asset” and 
if they have become indispensable to the organization. 
I think providing company support for people’s efforts 
to better themselves will allow THK to improve what 
President Teramachi calls “individual empowerment.”

Q   Now for Mr. Kainosho: Since you men-
tioned the SDGs, with THK being a com-
pany focused on creation and develop-
ment, what role do you think THK products 
should play in working to achieve a sus-
tainable society?

Kainosho: The late Stephen Hawking, known for 
his work on the Big Bang theory, predicted humani-
ty will need to colonize another planet within the next 
100 years to survive. The SDGs are supposed to be 
achieved by 2030, so it is now or never. THK is work-
ing quickly to become active in the development of 
wind and other renewable power generation, and the 
“Toughness” part of the company name (represented 
by the “T”) plays a major role in decreasing the environ-
mental impact of equipment that adopts THK products 
(by providing long-lasting components). The lightweight 
technology provided by the automotive and transpor-
tation business helps improve the fuel efficiency of ve-
hicles. I would like to see THK utilize its creativity to 
actively get involved in a wide range of fields, including 
working on the reuse and recycling of products.
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In a volatile and unpredictable socioeconom-
ic climate exemplified by the term VUCA,* cor-
porations are called upon to contribute to the 
creation of a sustainable society. Two of THK’s 
outside directors discuss our company’s pres-
ent and future in relation to the current envi-
ronment.

*  The acronym VUCA stands for volatility, uncertainty, 
complexity, and ambiguity. It is used to describe a time 
in which the socioeconomic climate is extremely un-
predictable.
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