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Preface by Makoto NAKAO

When my grandfather founded this company 95 years ago, he didn't know where his journey as an entrepreneur
would lead him. Anything seemed possible at the time. The future was uncertain, but also promising. My grand-
father had no idea what kinds of unexpected events and challenges he, his colleagues and Associates would
face over the decades. Nevertheless, even back then he followed a basic principle that enabled him to address
any challenge with determination and a steady hand.

My grandfather knew that one could remain true to his or her values even if one changed them — or precisely be-
cause one changed them. The great haiku poet Matsuo BASHO referred to this notion as Fueki Ryuko — consis-
tency and change. It is in the synthesis of these seemingly contradictory concepts that the power of renewal lies.

This book shows how strongly this principle shaped the development and expansion of our company over the
decades. It also shows that those who want to learn and develop new ideas and methods for the future must
look back to the past — this wording refers to the Japanese term Onkochishin, which my father often used from
“The Analects of Confucius.” | am very proud to be able to continue the tradition of chronicling the history of
our company that my father began when he published a book to mark the 60" anniversary of GC. This book
focuses on the geographical expansion that our company has undergone in the last almost 50 years. It shows
how GC has been able to remain rooted in Japanese culture and business philosophy even as it surmounted
borders and defined new horizons.

In my view, the secret of our success lies in our corporate culture — a culture that links people to the company’s
system and allows everyone to grow and prosper together. The passion of every one of our 2,700 Nakama — our
colleagues — around the world fills me with great joy and gratitude. Together, we are moving into a better future,
a new "Century of Health.”
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1. Competing with the Enemy: The Founding Years 1921-1944

The exciting, yet also turbulent, early years were not easy by any means. The three founders had to deal with
several disappointments and bitter setbacks. However, it was exactly these difficulties that led to unforeseen
changes of direction and turning points that would later be crucial for the long-term success of the company.
In this chapter you will learn more about the establishment of what is today known as GC Corporation. We will

also highlight the challenging early years in which the company’s founders were able to overcome initial difficul-
ties that repeatedly tested their power of perseverance.
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1. Competing with the Enemy: The Founding Years 1921-1944

The Beginning with the Establishment of
GC Chemical Research Laboratory

Searching for a Suitable Business Field

The origins of GC Corporation are to be found in
Tokyo. This is where three young Japanese chemists
laid the foundation in 1921 for what is today one of
the world's largest and most successful suppliers of
dental products.

After completing a degree in Applied Chemistry at
Tokyo Imperial University (now the University of Tokyo),
company founder Kiyoshi NAKAO began working as
an Engineering Officer in the Ministry of Agriculture
and Commerce in 1918. In 1920, his older step-brother
advised him to establish a company so that he might
be able to ensure a prosperous future for his family.
Motivated by this suggestion, NAKAO got in touch
with two friends from his university days: Yoshinosuke
ENJO and Tokuemon MIZUNO. ENJO and MIZUNO
were excited by NAKAO's idea of establishing a chem-
istry laboratory, and the two quickly agreed to team
up with him.

Kiyoshi NAKAO, Yoshinosuke ENJO and Tokuemon MIZUNO

Unlike the usual procedure for founding a company,
the trio decided to establish a firm first and then
choose a field in which to operate. The chemists began
searching for a promising business field that would
meet the following three criteria:

1. Contribute to the people.

2. Fully utilize unique technologies.

3. Mobilize the capacity of the “Associate” without
the financial support of capitalists.

The three founders then narrowed down the potential
business activity to the following three fields: dental
materials, mayonnaise, and spark plugs for engines.
ENJO developed several prototypes. After exten-
sively discussing the results and asking for advice from
friends, the three decided that their company should
manufacture dental materials.
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Building the First Laboratory Facility

In the summer of the ninth year of the rule of Emperor
Taisho (1920), there was a widespread feeling of panic
due to the global economic depression. Despite this,
the three young men, who had all successfully com-
pleted their university degrees, were determined to
realize their dream of establishing their own company.
Driven by this determination, they set up a 50 square
meters laboratory in lkebukuro, Tokyo, in order to make
their dream come true. This is how the company now
known as GC Corporation was born shortly after the
end of World War |, in spring 1921. Yoshinosuke ENJO
was wealthy enough not to be dependent on a steady
income. He therefore quit his job and turned his com-
plete attention to his new position as founder of GC
Chemical Research Laboratory. All three men were de-
termined to work on the development of dental mate-
rials for a short period of time only and then turn their
full attention to applied chemistry. For this reason, they
intentionally left the word “dental” out of the labora-
tory’s name. The name they decided on was meant to
symbolize a grand vision for applied chemistry, which is
why the letters GC (General Chemical) were used at the
beginning. The three men also chose this format for
the name because they were fascinated and inspired
by large American companies such as GM (General
Motors Corporation) and GE (General Electric Com-
pany). The company’s name today — GC Corporation
(GCC or GC) — was chosen in 1991 after a decision had
been made to shorten the original name.

Back in the 1920s, all dental materials that were avail-
able in Japan were imported from European and US
companies such as L.D. Caulk and SS White. The
young chemists were determined to change that and
become the first Japanese manufacturer of zinc phos-
phate cement, which they chose to work on as the first
product. From the very beginning, they pursued the
goal of manufacturing quality Japanese dental mate-
rials that could compete with the products imported
from the US. However, it soon became apparent that
their great dream of establishing a successful labora-
tory for applied chemistry would be more difficult to
realize than they thought.

Launching the First Product “Standard Cement”
On February 11, 1922, the three chemists launched
their first product, “Standard Cement,” just one year
after establishing their laboratory. However, when
they presented it at the Nihonbashi Dental Associ-
ation conference in Tokyo, they were ridiculed, with
participants at the conference describing “Standard
Cement” as being completely useless. The year they
had spent researching and experimenting had not led
to the result they had anticipated. In the end, their first
product would never be mass produced or launched
on the market. This setback permanently changed the
way the three company founders approached their
business: they now realized that a product must dis-
play clear utility for those who might use it. In order
to always remember their “failure day,” February 11,
1921, and what they have learned from it, GC cele-
brates this day annually.
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Kiyoshi NAKAO'’s Overseas Trip to Europe
and Significant Change in Mindset

Rise Again After Failure with the First Product
Kiyoshi NAKAO, Tokuemon MIZUNO, and Yoshinosuke
ENJO saw no reason to give up just because of this
unsuccessful start to their business. They were en-
couraged here by the fact that they had sufficient
funds to invest further in research and development.
They were also convinced that they had identified
the main problem with their cement and would soon
be able to correct it. With uncompromising dedica-
tion and an excellent understanding of the meaning
of high quality, they went back to work and started
over again.

After some time, and with additional support from
Chojiro TEZUKA from the Tokyo Industrial Experiment
Center, they discovered that solving their problem
would be more difficult than they had imagined. The
three chemists were becoming increasingly nervous

>

X

HwNn o~
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because they were running out of money. Their re-
search had yet to yield the good results they need-
ed to quickly solve the problem with their cement.
In May 1923, Kiyoshi NAKAO was sent to Europe on
a 10-month business trip by the Ministry of Agricul-
ture and Commerce. MIZUNO took over NAKAO's
work in the laboratory during this time, which meant
he was responsible for the company’s finances. It was
an unhappy time, with a lot of money being spent on
research — but without any indication that the cement
problem might soon be solved. That year, Japan was
also devastated by the Great Kanto earthquake, which
destroyed 60 percent of Tokyo's infrastructure. GC
Chemical Research Laboratory was heavily damaged
but was fortunately not destroyed by the fire tornadoes
that broke out in the aftermath of the earthquake. Still,
the situation appeared hopeless. The company faced a
tight cash-flow situation and had failed to eliminate the
laboratory’s financial problems. Yoshinosuke ENJO and
Tokuemon MIZUNO decided that the company should
be dissolved after Kiyoshi NAKAO returned to Japan.

Devastation after the Great Kanto earthquake, 1923
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1. Competing with the Enemy: The Founding Years 1921-1944

Impressions of the Journey

Kiyoshi NAKAO had no knowledge of any of this
during his trip, as the following excerpt from his
travel journal illustrates: “/ only found out about this
after my return because ENJO and MIZUNO had de-
cided not to tell me anything about the damaged lab
and the desperate situation in Tokyo while | was on
my trip, so as not to put any additional strain on me.
| was in Europe for the first time and | learned a lot
about Europeans. | found out that Europeans have
a remarkably creative and rich culture. For example,
it's impossible for me to forget how many art master-
pieces | saw in Europe, and this made me realize that
‘art is long and life is short.” During my long trip, | also
got the impression that Europeans tend to truly enjoy
their lives more than we do. |, who had internalized
the negative way of thinking in the East, was very im-
pressed by the positive mood among Europeans and
by their flexible way of thinking and behaving. | also
found Europeans to be more individualistic than we
Asians are — in both a positive and negative sense.
The rights and freedoms of every individual are rec-
ognized and respected in Europe. Everyone has the
right to think, act, and enjoy their life in the way they
see fit, as long as they don't do anything illegal or
anti-social. Europeans also don't like to get involved
in other people’s affairs that much because they them-
selves prefer to be left alone. It seemed to me that we
Japanese are more concerned about each other than
is the case with Europeans. However, we often pay too
much attention to other people without respecting
their freedom. Such an attitude can lead neither to
independence nor to a true democracy, which is why
we Japanese should think more about our own atti-
tudes. When | first saw the mountains of Japan upon
returning from my 10-month trip, my first thought was
that their rugged lines appeared to be very sharp and
by no means moderate or magnanimous. It seemed
to me that the mountain ridges were a symbol of the
way Japanese people think and behave.”
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Postcard from Kiyoshi NAKAO from the UK, 1923
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Founders Do Not Give Up and Continue
Their Research

Kiyoshi NAKAO was at a loss for words when he re-
turned to the laboratory in lkebukuro, Tokyo, and saw
what had happened. It was only then that he realized
the true extent of the destruction. Although the situa-
tion was very bad in the area around the lab, he refused
to give up. His continued belief in the project may have
had something to do with the fact that he had not
been involved with the experiments that had been
conducted over the previous few months. He was also
motivated by the fact that the American dental mate-
rial manufacturer L. D. Caulk had recently launched
a new product known as “Petloid Cement.” On the
one hand, this enraged the three chemists because
they had been unable to manufacture a similar prod-
uct. On the other hand, it motivated them to continue
their research in order to stand up to the American
imports by offering Japanese products.

Temporary Stopping
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Fortunately, Kiyoshi NAKAQO's return seemed to have a
positive effect on his two partners, and so they decided
not to give up and close down the laboratory. Instead,
they put together a small budget and relaunched their
experiments. In that same year, Kiyoshi NAKAO visit-
ed the managing director of the Osaka office of the
Japan Dental Company, Koichiro SUGIYAMA, and
asked him to buy “Temporary Stopping.” SUGIYAMA
agreed without even asking for further details about
the quality or price of the product and ended up
purchasing 23 kg (50 Ib). This major order further
motivated the chemists. They did not expect that
“Temporary Stopping,” which was of low quality at
the time, would be the product that would put the
name of GC on the map for the first time.

Crystalline Cement
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Crystalline Cement
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First Success After Finding a New Approach
in Production

Shortly after this, Kiyoshi NAKAO came up with an in-
novative approach for producing the cement. Instead
of the conventional theory-based approach, he tried
a theoretically almost impossible approach. Although
they prepared themselves for the eventuality that this
would be the final experiment, the experiment pro-
duced a desired outcome. It is said that theory and
practice may conflict. However, in the fields of chem-
istry, theory and practice can never be in conflict.
The fact was that the theoretically almost impossible
approach they tried as a last resort was in fact a val-
id approach. In this manner, and after a lot of addi-
tional research, the chemists were able to produce a
cement-like material that met their requirements.
Eighteen months later, in the 15" year of the reign
of Taisho (1926), they presented their new “Crystal-
line Cement” product during the Japan Dental As-
sociation’s General Conference in the Industry Club
of Japan. This time their product was praised. With
“Crystalline Cement,” they had launched a high-qual-
ity product for the first time — one that could compete
with the American imports. This was their first recog-
nized success, and it occurred five years after the es-
tablishment of GC Chemical Research Laboratory.
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The founders’ research and development activities
were driven by the desire to change society. From
the beginning of the 1920s, they had attempted
to use their knowledge to pave the way for a new
era, and to create new opportunities. Their efforts
here were underpinned by their vision of “creating a
bright future for people throughout the world,” and
these efforts ultimately paid off four years after their
initial setback.

As NAKAO put it, his 10-month trip abroad enabled
him to begin thinking “outside the box.” This change
of perspective is what enabled him to find a new ap-
proach to the manufacture of cement. According to
NAKAO, the new production method was nothing
extraordinary, but neither ENJO nor TEZUKA had
managed to come up with it during their research, be-
cause they were too closely involved.

The company founders now understood that although
great dedication and effort are indeed required to
complete a task, it is also sometimes important to take
a step back and look at things from a distance. This at-
titude was in fact the key to the ambitious scientists’
ability to successfully navigate through difficult times
after the Great Kanto earthquake (1923) and through-
out the Great Depression in Japan (1919-1940).
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Japanese Associations for Dental Science promotes First advertisement for Crystalline Cement

Crystalline Cement
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1. Competing with the Enemy: The Founding Years 1921-1944

Background for Corporate Philosophy
"SEMUI"

Kiyoshi NAKAO would later state that the establish-
ment of GC was a totally unrealistic undertaking, and
that the success they thought they would achieve was a
completely unrealistic expectation. He attributed their
unsuccessful start to the fact that they were all very
young and simply did not have enough knowledge
about the properties of dental materials. They were
also too sure of themselves and underestimated the
complexity involved in manufacturing dental materials.

The three founders were devastated by the failure of
their first product, which was mainly caused by their
arrogant elitist viewpoint of the most prestigious uni-
versity graduate and stance of not humbly accepting
or meeting user needs. Learning through reflection on
the failure of the first product and taking on a chal-
lenge to an innovative approach for producing cement
without being preoccupied with the conventional
thinking, GC's Corporate Philosophy “SEMUI” had
been gradually brought into shape and completed.

Kiyoshi NAKAO would later describe how the theo-
retically almost impossible approach occurred to him.
“In doing anything, the more we devote ourselves to
it, the more we tend to be caught up in it and lose
a sense of direction. Meanwhile, returning from my
10-month overseas trip, | could tackle the project a
fresh perspective and come up with what the re-
searchers could not think of. This experience taught
me that it is important to take a step back and look at

things from a distance in planning for anything.”
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This proves that he had acquired one of the essential
attitudes of top executive for better management. He
also commented on the researcher’s indispensable
stance: “Usually, we tend to give non-constructive
criticism to a competitor's products or criticize their
products with undeserved hatred, while we tend to
take special interest and give special affection to our
own product as our beloved child. We also tend to
lose direction while fully and completely involved
in our own research project. The longer we lose our
mind, the further we will be away from the goal and it
will become more difficult to escape from the maze.
If lost in a maze, purely objective thinking is the only
way to make an escape. Purely objective thinking is to
think from a third person’s viewpoint. A third person’s
viewpoint can be fully activated only when we think for
the good of others and not for our own sake. While
being lost and struggling in a maze, we cannot make
a wise judgment. Therefore, keeping one’s mind calm
is an indispensable skill to be acquired as a research-
er. This literally describes the essence of our corpo-
rate philosophy SEMUI: ‘We must be free from selfish
thoughts, think for the good of others and co-exist for
mutual benefits. Without devoting ourselves to mak-
ing as much money as possible, we must accept and
meet user needs. We must coexist for mutual bene-
fits with the user.” The state of doing something free
from materialistic desire or being open-minded de-
scribes the peaceful state of mind that we reach after
contemplating in a solemn setting such as temple or
church. Later, this led to the decision to enshrine the

Yumetagai Kwannon in our company facilities.”
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Yumetagai Kwannon at GC's Corporate Center in Hongo, Tokyo SEMUI
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Importance of Learning from Competitors

At the end of the sixth year of the Showa period (1931),
prices of imported goods escalated due to the reintro-
duced ban on gold export and the promotion of do-
mestically manufactured products. Therefore, sales of
cement produced by SS White had fallen to a low level
in Japan. Fusajiro ISHII, who was SS White's Japanese
representative, did not carry out any additional pro-
motion to increase sales of its product “Zinc Cement.”
However, this changed in 1936, after the president of
SS White paid a visit to Japan and the Japanese dental
industry. Following that visit, ISHII began an extensive
advertising campaign for his company’s cement. The
“Zinc Cement” ad contained two main messages. First-
ly, cement powder should ideally be made of a mixture
of fine and coarse particles. Secondly, dental cement
needed to be surrounded by a cold environment in
order to prevent an undesirable expansion of the ma-
terial. The SS White ad confirmed that its cement was
made of a mixture of fine and coarse particles. The
ad also pointed out that SS White cement generated
less heat and therefore did not expand as much as the
two competing products from L.D. Caulk and GC. So
SS White promoted its cement by claiming that “Zinc
Cement” met the two key requirements and was there-
fore superior to the competition.

The first argument made by the advertisement — the
composition of the particles — attracted a lot of at-
tention. This topic was also the subject of heated dis-
cussions during the annual Prosthetic Dentistry Con-
ference, and Yoshinosuke ENJO was asked to look
into it. ENJO began conducting research into how
particle size influences cement adhesiveness. He car-
ried out countless tests with particles of various siz-
es. Ultimately, he was able to prove in an experiment
that the use of extremely fine particles maximizes ce-
ment adhesiveness. ENJO was thus able to refute the
first claim that had been made by SS White.
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The second claim in the “Zinc Cement” advertise-
ment contained an element that ENJO hadn't thought
about before. He and TEZUKA therefore began look-
ing at ways to alter GC's cement so that it would re-
lease less heat and therefore not expand as much.
Fortunately, the two were able to quickly eliminate
the problem related to the way GC's “Crown Bridge
Cement” expanded. After additional research was
conducted and further adjustments were made to the
cement, the Japanese chemists were confident that
their cement was now superior to the American com-
petition. After all, “Crown Bridge Cement” was made
from powder that was finer than that used in “Zinc
Cement” and was therefore more adhesive. GC's
cement also released less heat than “Petloid Cement”
and therefore did not expand as much.

The founders later realized that the research they had
conducted before the production of “Crown Bridge
Cement” had not been sufficient. It was only after
they saw the “Zinc Cement” advertisement that they
came up with the idea of conducting tests related to
particle size and heat emission with “"Crown Bridge
Cement.” Ultimately, their work in these two areas
enabled them to improve their product. Japanese ce-
ment now displayed a higher level of quality than the
two competing American products. The founders had
learned a valuable lesson: If you're going to offer a
product, you should always know who your compet-
itors are and be prepared to learn from your rivals,
rather than just viewing them as enemies to be hated.

Advertisement for SS White's Zinc Cement
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GC'’s Crown Bridge Cement

Thirtieth meeting of the Japanese association for the dental science
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Before and During World War Il

Incorporated as a Joint Stock Company and
Exports Started

In 1934, the founders of “GC Chemical Research Lab-
oratory” transformed the organization into a stock
corporation. Yoshinosuke ENJO was named president
of the company, while Kiyoshi NAKAO served as its
executive director.

That year, Kiyoshi NAKAO resigned from the Minis-
try of Agriculture and Commerce, and GC Chemical
Research Laboratory was transformed from an anon-
ymous association into a joint stock company. Con-
cluding that an anonymous association, a unique type
of corporation, would not be able to quickly cope
with the “change of the times” and business trans-

Overview of the factory in lkebukuro in the 1930s
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formation for future company growth, they decided
to transform GC Chemical Research Laboratory into
a corporate structure for better operation. The three
founders, Associates and people involved became
the stockholders.

When Kiyoshi NAKAO joined GC in 1934, GC had one
more important task; export. He had been convinced
that “exports are the only way for Japanese small
and medium-sized companies to expand, survive
and prosper” since he was working for the Ministry of
Commerce and Industry. Immediately after he joined
GC in 1934, he started to prepare for exporting GC
products as “a grand plan for the next 100 years of
GC."” However, the Second World War started in 1939
and deprived GC of the chance to export its products.

TE TNV S AR S H

Pamphlet of the transformed company organization
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A New Plant Completed and the Second
World War Started

In 1938, in order to cope with increasing demand of
dental products, a new plant with floor space of 1,651
square meters, six times larger than the factory in
Ikebukuro, was completed at the site of the current
GC R&D Center in Itabashi, Tokyo. However, soon
after the completion of the new plant, the “National
Mobilization Law” was legislated in March 1938 and
Japan entered the “era of the war.”

In the 15% year of the Showa period (1940), Japan was
already at war and even the minutest materials for the
production of dental products could be obtained only
by making an official request to the government. Such
requests also had to contain estimates of the quan-
tities of each material required for the entire indus-
try. Because the procedure for making such requests
was very complex, Kiyoshi NAKAO and other repre-
sentatives from the industry teamed up to establish
the “Association for Dental Mercury.” This alliance
of dental product manufacturers made it possible for
companies to obtain the raw materials they needed,
despite the war. In other words, although it was diffi-
cult to procure raw materials even at the beginning of
the war, all manufacturers of dental products — even
small companies —were able to keep their production
going. In part, this was due to the fact that the manu-

The new laboratory in Itabashi
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facturers had joined together in the “Association for
Dental Mercury” and could therefore allocate the ma-
terial allowances themselves. In addition to the "As-
sociation for Dental Mercury,” other 10 similar Associ-
ations were formed. However, it was also the result of
the decision by the Japanese government to classify
dental materials as vital goods during this time, which
in turn meant that their production was not complete-
ly neglected.

As the state of the war worsened, all the dental associ-
ations were forced combine as one association of den-
tal manufacturers, and then into one distribution con-
trolling association toward the end of the Second World
War. Thus, all the free business activities were eliminat-
ed. Meanwhile, companies involved in military industry
were provided with every possible benefit from the
government, such as a smooth supply of necessary ma-
terials. Based on the concept of “GC's mission through
dental business,” Kiyoshi NAKAO did not get involved
in military business. However, he dedicated himself
to the pursuit of the dental material business with the
strong conviction that “the more challenging situation |
face, the more enthusiastic | become about protecting
the dental business, which we have pursued since GC's
establishment. At the same time, | took great pride in
the fact that GC was the only company that could pro-
vide dental materials as the leading company.”

WHBEXHLES A FE

Association for Dental Mercury in wartime



New plant in Itabashi, 1938

FTIBOTER & B2 R RREZF
1938F i, WRAMBOREBICHNT BHIic, MWRDOTIHDEMFICHS1,651FAA—MNLOKREBEZRFDOHT
&, REDRED Center®H BRIEICTTM U Tco DY MTHDTERERDIIZEEIAIC. TERBHBEE, MHIE
Eh. BERBEFORARICEALT,

Af115 (1940) Ficid. I TICHARRBEBAEH R >THED. BRAMRZEEYT 2REMEBEEH &R o7, Bia
NOBRFEFIENFERICEMTH ol eh s, REBPERMARIREL. "ERAKEHRSR 2RI, B
MR, EELFYEICEES N, £EFINTERA MY TIT B LR > T

REBICHFRIDBAT 2 & BRMHEEESOREN G SN THAERBRERRAKI ST PRI, I
SUTHHEBRERHIELS N, F—Y—0a E7h TMREEZRBUT) ZXN—RIC, PEBREREXICTF
ZHY CERBEN ST, LHL. RIF TEODERECERINIEETZFE. F—2—DRIZILUEEST > TEEBEE DR
BICERZMEITZ CVWISBWVERZRE > TWe, BRI "F—Y—RU—FTr Y7 hyNZ— LT, BEMRZR
HTEBHE—DEETH DI EICKRERED ZH> T, |

35

§8 H #H 3=

Moo wwo—



Products during the Second World War

Regrettably, “quantity” was emphasized over “quali-
ty” of dental materials during the war. Toward the end
of the war, various substitutes were used as raw ma-
terials. In the most difficult situation, we were forced
to convert zinc chloride to zinc oxide for ourselves.
However, proper industrial equipment was not avail-
able and the self-manufactured zinc oxide did not
meet the required quality. This meant that the quality

BRTIEIRm
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of the cement made of this zinc oxide did not meet
the requirement and was far below the conventional
"GC Cement.” However, the research on substitute
raw materials during wartime was not useless. The dif-
ficulties experienced during the war were applied to
quality improvement and research on new products
after the war.

RicFasbh o, Z0RRIF. BROFEUROREUR EHBEROMEISEAAE LR o

Kanda, Tokyo in wartime (The Mainichi Newspapers)
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2. Regaining Strength: Inspiration from Overseas 1945-1970

The effects of the Second World War were very much apparent in Japan in the postwar years. Although the
Japanese dental industry was negatively impacted by the generally bad shape of the economy, new opportuni-
ties were also appearing on the horizon. America was a great source of inspiration for the Japanese chemists at
GC, and American manufacturing methods also motivated them to adopt new production approaches. During
this period, important concepts that continue to shape the business philosophy of GC Corporation to this day
were developed and then introduced by the company’s founder Kiyoshi NAKAO. Such concepts include the
Yumetagai Kwannon, Nakama, and the philosophical approach of SEMUI. It was also during this time that the
GC Membership Society was established and the GC Company Song was created.
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Recovery from Postwar Devastation and
Meeting with Lieutenant Colonel RIDGELEY

The war finally ended, but the challenging situation
for the dental material industry still continued. For-
tunately, GC was able to start operations as usual
from August 16, 1945, a day after the end of the war.
Though only on a small scale to begin with, operations
gradually improved little by little. Though the postwar
trend allowed illegal business, Kiyoshi NAKAO bluntly
said no to illegal transactions, and “honored business
rules” under any circumstances. In the midst of the
most difficult management situations, after carefully
discussing the direction of the company and the vision
for postwar business, GC decided to set two major tar-
gets: an increase in production and recovery/improve-
ment of quality. Then GC accelerated efforts to recruit
and increase competent workers. GC had been heavily
involved in rebuilding the solid foundation of business
during the six months after the end of the war, and was
back on track after a great struggle. It was in 1946 that
GC finally started the fully-fledged operation.

Japan was occupied by Allied forces after the end of
World War Il. The US General Douglas MACARTHUR
was appointed Supreme Commander for the Allied
Powers and his office was referred to as General
Headquarters (GHQ) in Japan. Shortly after the end
of the war, GHQ announced that it would be examin-
ing companies in various business sectors. The Allied
Lieutenant Colonel RIDGELEY, who was responsi-
ble for the dental industry, visited manufacturers of
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dental products. The chemists at the GC lab were in
the middle of cleaning up and repairing their facility
when RIDGELEY arrived for his visit. The Lieutenant
Colonel conducted his brief examination of the site
with typical American efficiency. At the end of his ex-
amination, he suggested to Kiyoshi NAKAO that the
company’s production machines should be arranged
in a different sequence in order to maximize efficiency.
RIDGELEY explained that the arrangement he was
proposing would allow the products to “flow” from
one machine to another, much in the way water flows
in a river. NAKAO wanted to do what RIDGELEY had
advised because it made a lot of sense to him. Nev-
ertheless, the chemists did not switch any equipment
around because it was simply too difficult to move the
heavy machines.

Kiyoshi NAKAO described what happened next in
one of his essays:
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Arrival of US General Douglas MACARTHUR in Atsugi, near Yokohama, Japan, 30 August 1945
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New President in Postwar Situation and
New "Associate” Toshio NAKAO

Renamed “GC Chemical Industry Co., Ltd."”

At the first postwar shareholders’ meeting on May 5,
1946, the Company was renamed and the election of
board members including the replacement of presi-
dent was held. With a renewed determination to ex-
pand business for the success in the new era based
on the Corporate Philosophy “SEMUI,” “Laboratory”
was removed and the Company was renamed to
“GC Chemical Industry Co., Ltd.” Kiyoshi NAKAO
was unanimously elected as the new president by
the board. After his installment as president, with
his strong personality and outstanding management
skills, GC started to work hard towards becoming a
leading manufacturer of dental materials. Aiming to
rebuild the sales organization, which had been devas-
tated under the wartime state-controlled economy, a
new authorized dealer system was also built in 1946.
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Toshio NAKAO Joins the Company

GC's postwar reconstruction plan was started, and
Toshio NAKAO joined the company in March 1946.
Toshio married Kiyoshi NAKAO's eldest daughter,
Reiko (Makoto NAKAO's mother). Though he ma-
jored in machine engineering at university, he loved
and showed strong interest in arts such as paintings,
books and theaters. Toshio stated that he was deeply
impressed with Kiyoshi NAKAO's views on Buddhism.
After joining GC, he started his career in the Produc-
tion Department. Participating in the core manage-
ment activities step by step, he continued his career
path as the successor of Kiyoshi NAKAO. Under the
leadership of Toshio NAKAO as executive director,
the company journal “Nakama (GC Associates)” was
published and plans such as the establishment of the
company theater club “Nakama-za” were suggested
to get rid of the postwar dark social situation.

First edition of the company journal Nakama, 1947
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Fifth edition of Nakama, 1948 Company theater club Nakama-za
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Realizing the Importance of Product Testing
by Dr. PAFFENBARGER's Visit

A decision was made to challenge and surpass the
superior dental material of the US competitors at the
30" anniversary in 1951 under the “modernization”
slogan. At that time, standards of US dental materials
were set by the National Bureau of Standards (NBS)
and the American Dental Association (ADA). In par-
ticular, the ADA standards became the internationally
accepted authoritative standards. GC developed the
first Japanese dental products that met the ADA stan-
dards: the “Blue Band Series.” The Blue Band Series
was initiated on the recognition that the company
should "be bluer than indigo”meaning exceeding its
teachers and superiors: US competitors.

In response to the invitation from the Japan Dental
Association (JDA), the ADA delegation visited Japan
in July 1951, whereas GC continued efforts to de-
velop new products that met the ADA standards.
One member of the ADA delegation was Dr. George
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GC Associates, 1951
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PAFFENBARGER, who was an internationally rec-
ognized authority on dental materials and a Senior
Research Associate at the National Bureau of Stan-
dards. As GC chemists had just finalized the proto-
types of the Blue Band Series before the delegation
visit to GC, they hoped that Dr. PAFFENBARGER
could directly give them guidance about NBS testing.
Although this could not be realized during his first
visit, Dr. PAFFENBARGER generously agreed to visit
GC again during his stay, despite the tight schedule
of delegates. Fortunately GC was given an opportu-
nity to receive kind and constructive advice on prod-
uct standards and experimental methods from him. It
led to significant progress in the development of the
Blue Band Series.

In the 1951 US delegation’s report, it was suggested
that “improvement of industrial infrastructure should
be the key to a brighter future of dentistry in Japan.”
This suggestion brought rays of hope to the Japanese
dental companies at that time.
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Kiyoshi NAKAO (left) with the ADA delegation, including Dr. PAFFENBARGER (second from right), 1951
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Successful Introduction of
the Blue Band Series

In October 1951, the “Blue Band Series” was finally
launched. A total of three years was spent on the pro-
motional activities in organizing nearly 250 “Blue Band
Series Products Demonstration Meetings” across the
country. The efficacy and physical properties of dental
material are by its nature influenced a lot by usage
of a customer. That three-year campaign was held
based on the idea that it should be GC's mission as a
manufacturer to meet face to face with customers and
give explanations about the products directly by GC'’s
researchers, in order to expand use of the Blue Band
Series products.

Four years after the American delegation’s visit and
following a successful introduction of the Blue Band
Series, Executive Director Toshio NAKAO and Gen-
eral Manager of Research and Development (R&D)
Chojiro TEZUKA left for the US, to investigate the sta-
tus of US dentistry, which was leading the dental ma-
terial market at that time. It was the first overseas busi-
ness trip by GC Associates. NAKAO and TEZUKA had
training about the methods of testing dental materials
used for setting standards at the National Bureau of
Standards. They also visited major US universities and
their departments such as Prosthodontics, Conserva-
tive Dentistry or Science and Engineering, as well as
dental clinics, laboratories and manufacturers. They
received a heartwarming welcome in each place and
were quite impressed with the spirit of generosity
which they found in US dentistry, even though Japan
had been their enemy country 10 years before the vis-
it. The purpose of their visit: "Do anything! See any-
thing!"” was fully achieved. It allowed the company to
decide a new research direction that formed a core of
their business in the coming years and brought them
a momentum to vigorously generate new products.
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Toshio NAKAO wrote the following about this re-
search tour of the US, which took place in 1955:
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Advertisement for the Blue Band Series, 1951
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Research trip to the US by Toshio NAKAO and Chojiro TEZUKA, 1955
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Solid Relationships Through
the GC Membership Society

The promotional activity at the launch of the Blue Band
Series paved the way to establishing the GC Member-
ship Society years later. Company President Kiyoshi
NAKAO had his own theory that GC's research in the
new era should be conducted in cooperation with cus-
tomers, whereas GC reaffirmed the importance of a tie
with customers its their activity in organizing Product
Demonstration Meetings as mentioned earlier. Those
ideas overlapped each other and led to an announce-
ment of the prospectus for the GC Membership So-
ciety in 1955, with Kiyoshi NAKAO's strong determi-
nation. The prospectus stated: “Advance in dentistry
promotes advance in dental material industry, and
vice versa. In such a sense, dentistry and dental mate-
rial industry are mutually dependent and inseparable
just like a pair of wheels. However, dental materials

Announcement of the foundation of the GC Membership Society, 1956
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are currently distributed to clinicians only by the same
mechanism as consumer products. In order to im-
prove this situation and launch a new challenge for
building not only rhetorical ties but also substantial
ties between clinicians and a manufacturer that is
working in a dedicated area, we hereby announce the
establishment of the GC Membership Society.”

The GC Membership Society was then established in
1956. This organization for dentists, which had 3,600
members when it was founded, still exists today. The
purpose of the GC Membership Society is to establish
solid relationships with those who purchase dental
products, as this is the only way to ensure customer
requirements can be met effectively. GC understood
as early as the mid-1950s that in the future, product
research would have to be carried out in cooperation
with those for whom the products were intended. The
organization’s goal was and still is to contribute to
scientific research and the development of state-of-
the-art dental technologies and products. This goal
is pursued through an extensive exchange of useful
information between dental professionals and man-
ufacturers. The GC Membership Society serves as a
conduit of advice and support for all different types
of providers of dental services before they make their
purchasing decisions. Today, more than 60 years af-
ter its establishment, the GC Membership Society has
over 58,100 members around the world.

FDI exhibition in Rome, 1957
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Restarting the Export Business

The first overseas trip to the US in 1955 triggered a
restart of GC's challenge in export business. However
several factors blocked a fully-fledged entry into the
overseas market; for example, public image about
“Japan devastated by the War,” negative reputation
of Japanese poor quality products and the language
barrier. Overcoming such a difficulties one by one, GC
continued its persistent efforts. There were several
epoch-making events over the following years: a Jap-
anese delegation’s tour to Southeast Asia in a group
of 17 members from the Japan Dental Association
and dental manufactures in 1956, first participation
and exhibition at the FDI (World Dental Federation)
annual congress in Rome in 1957, and exhibition at

The company’s progress through the 1950s and 1960s
steadily built a network of contacts and brought an en-
counter with key people leading to a quantum leap in
the next era. In all eras of history, it is indispensable to
build and value a network of contacts. It is also import-
ant to note that the personal magnetism of Toshio and
his wife Reiko NAKAO greatly contributed in this area.

Another noteworthy topic is that the Japan'’s trade lib-
eralization policy introduced in 1960 allowed an entry
of various dental products from the US and Europe.
However, GC showed its presence by countering this
foreign power in the Japanese market and proved
that GC products were competitive enough in the
overseas market. It further fueled the company’s moti-
vation to expand its business overseas.

the American Dental Association’s centennial celebra-
tion in New York in 1959.
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Decision to Modernize the Facilities for
Further Growth

During the Japanese economy’s miracle growth in
the 1960s, GC enjoyed double-digit sales growth and
started to make aggressive investments to strengthen
production as well as its sales system in 1966 under
the solid leadership of Kiyoshi NAKAO as chairman
and Toshio NAKAO as president. First, with the aim
of modernizing factory facilities, a five-story factory
building was completed in 1967, and GC focused
more efforts on Quality Control. At that time, no in-
dustrial standards were available for dental products.
Since its establishment, claiming “research-based and
quality-first policy,” GC set the required product qual-
ity level and worked hard to establish testing meth-
ods. After the post-war economic recovery, GC was
quick to adopt the ADA standards and spearheaded
the Japanese dental industry in the establishment of
Japanese Industrial Standards (JIS), with the aim of
assuring the quality of Japanese dental materials. In
addition, GC introduced QC (Quality Control) in the

new factory. The concept of Total Quality Control
(TQC) advocated by Dr. W. Edwards DEMING was
also mentioned in its pamphlet. This can be said to be
the very first step in the long history of GC's challenge
to the Deming Prize. There were two possible ways
for GC to succeed with its products in the competitive
field: It could either improve product quality or try to
sell as many units of its products as possible, and at
the lowest possible price. Product quality had been
the top priority at GC from the very beginning, so the
company attempted to outperform its rivals by offer-
ing higher quality products.

Second, a new company building, Hongo Annex, was
completed in 1969, as a base for sales and export-
import business at the site of the current GC Corporate
Center in Tokyo.
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Quality Control room at first factory in Itabashi, Tokyo, 1967

First factory in Itabashi, Tokyo 1967

Hongo Annex, 1969
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Unique Concepts Leading the Way

The well-being of Associates was very important to
President Kiyoshi NAKAO, which was why he tried to
ensure a comfortable work environment and contrib-
ute to the achievement of a healthy society in general.
Because of this attitude, Kiyoshi NAKAO introduced
pioneering concepts, such as SEMUI and Nakama, to
the company, which he also instilled with his own Cor-
porate Vision. In addition, he established GC for all
GC Associates. All these measures were designed to
promote a pleasant work environment and motivate
each individual to work hard to achieve their common
company goal.

During Kiyoshi NAKAO's first business trip to Europe
in 1923 - 1924, he witnessed the misery of the war after
Germany's defeat in World War I. In addition, World
War Il devastated his own country and left him trau-
matized. A strange mixture of the hierarchical society,
which lay heavily in the minds of Japanese people,
and Western ideas, adopted by throwing himself
into an unknown world in his youth, had structured
his mentality. At that time what healed the wound of
his mind and led him to something he could rely on
was his visits to the historic city Nara. Thirteen hun-
dred years ago, the imperial capital was transferred to
Nara, where several historical monuments still exist,
such as the Todaiji Temple which is famous as the site
of the world’s largest bronze statue of the Buddha. In
the Nara Period, Japan was struggling to secure its
position as an independent nation in the face of the
overwhelming power of the Tang Dynasty. One of
the examples symbolizing this approach is the Great
Buddha mentioned earlier. Many foreign engineers
were invited to Japan to help construction. At the eye
opening ceremony of the Buddha in 752, a number
of monks were invited from various countries like In-
dia and China. Utilizing diversity and accepting dif-
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ferences, people of that time gradually digested the
continental culture as well as the cultivated maturity
of Japanese original culture. Reflecting this cultural
background, there are a number of temples and Bud-
dhist statues that still exist today in the Nara area.

SEMUI

The word “SEMUI" is from the teachings of Kwannon
Bodhisattva, who is revered in Hokekyo Buddhism.
The associated texts form one of the key foundations
of the Kwannon Sutra (Avalokitesvara). Put simply,
SEMUI is a type of umbrella term that combines self-
lessness, pure objectivity, charity, and great wisdom.
Its main tenet can also be found in the Christian Gold-
en Rule: “"Do unto others as you would have them do
unto you.”

After the unsuccessful launching of “Standard Cement”
the founder, Kiyoshi NAKAO, introduced the corpo-
rate philosophy SEMUI. For GC, SEMUI takes on the
following meaning: “True products are made for
the good of others, not for your own sake” (in oth-
er words, they co-exist for mutual benefits) and “an
action for the benefit of a user will never fail to make
us happy.” GC Corporation’s philosophy can thus be
summed up in one word (SEMUI). Another implication
here is that you should look at things from the point
of view of the person you happen to be dealing with.
If that other person is a customer, then you should
think and look at things from that customer’s point of
view. When performing work, you should take into ac-
count both the previous process and the one that will
follow. GC is convinced that when Associates adopt
the spirit of SEMUI, they become more motivated and
have more energy. In this sense, the Associates work
together in a type of community, and together they
strive to manufacture products that create value and
leave customers completely satisfied.
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Nakama Spirit

Every GC employee is referred to as a “GC Associate,”
regardless of what position they hold in the company.
GC is thus a “Company of Nakama (Associates),” as
it was established with the conviction that the source
of a company’s energy lies not in the power of capital
but instead in Nakama. In other words, the success
of a company depends on the quality of the people
who work for it (Nakama). This in turn means that it is
Nakama (the Associates), rather than investors, who
drive the enterprise forward. The management ap-
proach at GC Corporation places the organization’s
two most important forces — the intelligence and ener-
gy of Nakama (the Associates) — at the center of every-
thing. One of the main principles of the GC Nakama
Spirit is therefore the idea that we do not work to
make a profit for investors but instead to safeguard
the continual development of dental science and
dental health in society in general.

Labor Union Act and GC

The Japanese Labor Union Act was issued in 1945 and
the Labor Movement regained its power in Japan.
An Internal Committee was established at GC to re-

Management Team with male Associates of GC's labor union, 1964
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place the role of the Labor Union, as proposed by
Associates. This committee decided and execut-
ed matters democratically according to the Labor
Union Act. With the principles that “management
care for the welfare of Associates, Associates respect
the management's perspective and both aim for the
prosperity of the company’s business.” As the dem-
ocratic movement in Japan intensified in the 1950s,
GC's young Associates were deeply influenced by
this national trend and aimed for the establishment
of an independent labor union. This opened up the
distance between GC's Associates and its President,
Kiyoshi NAKAQO, who always pursued a company of
“"Nakama.” NAKAO admonished the Associates for
their approach, saying: “The sudden request to es-
tablish a labor union is out of line since there is still
the Internal Committee.” After a discussion with the
Internal Committee, GC's independent labor union
was realized in May 1955. Although there was a slight
difference of opinion at the time of the establishment,
what followed was satisfactory to both sides. Since
Kiyoshi NAKAO cared very much for “Nakama,” they
unified beyond the labor-management relationship
and “Nakama" became even stronger.
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Yumetagai Kwannon

Kwannon is the goddess of compassion and mercy.
Yumetagai Kwannon is a type of Kwannon that trans-
forms bad dreams into good ones. The original statue
of Yumetagai Kwannon from the Nara Period reflects
the Japanese philosophy of life. This statue is housed
in the Horyd-ji Temple in Nara Prefecture. The tem-
ple was built in the year 747 and has been a UNESCO
World Heritage Site since 1993. It stands on the same
site as the world’s oldest existing wooden buildings.

The fundamental idea of Kwannon is “exert without
fear.” More specifically, this means you should devote
yourself to what you're doing without being afraid.
That's because those who pray to Kwannon will be
protected by her —even if your house is on fire, she will
make sure it doesn’t burn. With Kwannon, everything
always remains, including you. Those who pray to
Kwannon from the bottom of their hearts thus achieve
a state of consciousness that does not recognize a
“self,” and such a person therefore no longer needs
to fear anything. Kwannon herself takes the place of
the suffering individual — the person who worships her
- and saves that person by taking on their misfortune.
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Statue of Yumetagai Kwannon
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Yumetagai Kwannon was very important to GC found-
er Kiyoshi NAKAO. Following Japan’s defeat in the
Second World War, he tried with great determination
to get the company moving again. His favorite place
to be at the time, the place that gave him comfort and
new hope, was at the foot of the statue of Yumetagai
Kwannon in the Horya-ji Temple in Nara.

Nara provides proof of Japan’s struggles for survival
and efforts to promote exchanges with other coun-
tries as well as to protect important Japanese values.
It has been passed down to the present throughout
the long history and even after 1,300 years is reflected
in a number of temples and Buddhist statues that still
exist today. Ancient Nara gives us an opportunity to
learn the importance to cope with diverse challenges
in a time of rapid change.

A Yumetagai Kwannon statue was built for the cer-
emony in 1959 that marked the opening of the GC
Research and Development Laboratory in Itabashi,
Tokyo, and the launch of operations at GC Dental
Products. The Japanese artist Jiro AMENOMIYA
sculpted the statue, which since that time has stood
in the lobby of the R&D Center. These days, statues
of Yumetagai Kwannon also welcome Associates and
visitors to all GC group company offices around the
world. It should be pointed out here that the place-
ment of these statues is not meant to send a religious
message but instead to provide peaceful encourage-
ment and solace to GC Associates.
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Horyd-ji Temple in Nara Prefecture
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2. Regaining Strength: Inspiration from Overseas 1945-1970

Company Song Strengthens
GC's Corporate Philosophy

Kiyoshi NAKAO wrote the GC Company Song in 1959
in order to strengthen the GC corporate philosophy.
The three verses contain many concepts that reflect
both this corporate philosophy and the personal
ideas of founder Kiyoshi NAKAO. NAKAO stated
the following about the Company Song in an essay:
“Every GC Associate works for himself or herself, but
at the same time for others as well. It's also import-
ant that all Associates respect each other. The various
GC Associates may occupy different positions at the
company, and also be paid different salaries, but each
and every one of them has the same rights as a human
being. Along with ensuring a dynamic work environ-
ment, it's also important that Associates have good re-
lationships with customers. That’s because truly good
products satisfy customers and the best way to create
products that are truly good is with employees who
have a positive emotional attachment to them.
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1959F, HERBER Y-V —DREBREBMEINCHRZEE TS Ui, ZEHNSHIHRIF. FREDBEER &

Many companies have a social component, but it's
usually designed to improve the organization’s image.
That's why it's very important to me that GC should
have a real social component with goals that are high-
er-minded than such self-serving objectives. Because
we manufacture products that are vital for the health
of the people who use them, we perform a service
that directly benefits society. I'm proud to be doing
work that helps others.

‘Mui’ means ‘without fear,” which is why it’s in the
Company Song: Only a selfless person can be free of
fear. Those who look at things from the other person’s
point of view without selfish motives are practicing
SEMUI. Those who live like this go through life with-
out fear and can therefore apply themselves with total

commitment and dedication.”
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Lyrics

With the mind of love and respect
Singing aloud song of labor

The working place has life

Those proceeding with GC
Colleagues we are all Associates

With the flag of ideal of serving
For the development of society
Dental materials made have light
Those raising the name of GC
Colleagues we are all Associates

With the shining glory of Mui
High spirit for only one way
Tradition held has power

Those building eternal thrive
Colleagues we are all Associates

(Kiyoshi NAKAQO, 1959)

Score of company song
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3. First Steps Abroad: Expansion into Europe and America 1971-1983

The difficulties of the postwar years had been permanently overcome. GC had achieved solid success with its
products in Japan and the time seemed right to venture abroad. GC began developing its export-import business
operations in Japan with the establishment of GC International Corporation. GC used imports to round out its
range of products, while at the same time adopting measures to promote its exports. GC expanded first into
Europe and then into the United States. The company pursued a “Three-Priority Strategy” here. The idea be-
hind this strategy, which was developed by GC, was to always have three markets with three products through
three retailers. Business activities in Japan were also expanded during this time. For example, GC built a new
production facility at the base of Mount Fuji — the Fuji-Oyama factory. The establishment of this plant with a
view of Mount Fuji marked the fulfilment of a dream shared for many years by founder Kiyoshi NAKAO and his
son-in-law Toshio NAKAO.
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Celebrating GC's 50* Anniversary

Achieving steady growth, GC reached its 50" anni-
versary milestone in 1971. Authorized dealers from six
overseas countries; Belgium, the UK, the US, People’s
Republic of China and Republic of Korea were invited
to the 50" anniversary event. In GC's history, it was the
first time that overseas authorized dealers had joined
the anniversary event. Their attendance demonstrat-
ed the expansion of GC products in overseas markets.
Marcel PUTMAN started business with GC and also
joined the 50% anniversary celebration. PUTMAN later
became the first branch manager of GC International
European branch, and president of Martin Halas Den-
tal in Australia. He was tremendously impressed with
GC's challenge to the ADA standards and the excel-
lent performance of its products.

In his speech at the 50" anniversary event, Chairman
Kiyoshi NAKAO suggested some likelihood, that
Japan's economy would gradually shift to a lower
growth path. Emphasizing the need to enter and ex-
pand into new markets, overseas markets and equip-
ment category, which was a new area for GC, Kiyoshi
NAKAO inspired and motivated each and every GC
Associate to tackle a higher challenge.
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Promotion of Export-Import Business

In any case, in order to generate additional momentum
for its export-import business, GC established a sub-
sidiary known as GC International Corporation (GClI) in
1971. GCI started sales of imported dental products,
but only those that passed stringent internal inspec-
tions and were therefore designated as “sufficient.”
In this manner, it became possible to round out GC's
portfolio with imported products from other manu-
facturers. GC's plan with the establishment of GCI
was to sell high quality imported products in order to
boost GC's business operations. The company had no
problem with the extra work this would entail because
the additional effort and expense involved in selling
imported products would ultimately benefit GC.

Kiyoshi NAKAO was aware of the fact that the invest-
ment in GCl would initially be larger than the returns.
However, he also knew that the establishment of GC
International Corporation would be very helpful in the
future to further satisfy customers in both of overseas
and Japanese market.

The 1980s were difficult times from a business perspec-
tive, due to the Second QOil Crisis and the yen's apprecia-
tion. There was also internal disagreement as to whether
GC should invest in an export operation. Nevertheless,
GC International Corporation was able to achieve sever-
al successes. Within 10 years after it was founded, GCI
was exporting dental products and accessories to more
than 80 countries and had established business relation-
ships with 100 partners worldwide.
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Opening and Prosperous Development of
the First European Branch

In 1972, GC established its first office outside Japan —
in Kortrijk, Belgium. This subsidiary of GC International
Corporation was called GCI European Branch. Around
that time, Henri GUNS, the father of current GCE Vice
President, Jean GUNS, joined GC as one of the first
overseas Associates.

Marcel PUTMAN, was a representative from Europe at
GC's 50" anniversary and the owner of EDB (European
Dental Business) in Kortrijk. Furthermore, he had a den-
tal technicians laboratory in Kortrijk and was appointed
as first European branch manager. When the European
branch opened in Kortrijk there were only four peo-
ple working for GC Europe: PUTMAN, a secretary, an
accountant and the overseas Associate Henri GUNS.
GUNS was dental technician before he joined GC
Europe, where he was in charge of product consulting
and customer relations with dentists all over Europe.
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Henri GUNS working at an exhibition (second from right)
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Good relationships with the customers was one of the
key priorities of the Japanese dental material supplier.
GC Europe took up on the implied concept of SEMUI
by GC. To give truthful consulting and continually talk
to customers was therefore already a core business for
GC Europe in the 1970s.

The first product to be established in Europe was a
material used for taking impressions. In order to pro-
mote the presence of GC to European dentists and
to raise the buying inducement from a new supplier
on the European market, GCE offered with each pur-
chase of the pearl was offered to customers buying a
composite called Epolite this product was introduced
shortly after the impression material. This was a smart
stroke that increased sales immediately.




IA—AY N\XIEDRR EFRGHER

19725, I—y—R@RN)LF—, I LA IHICDHTOBAXEEZLSE EIF. GCIOFELE LT, GCI I—Av
NEE Elaofco CORICRIIDBHAFELTARLLIEDON, BEDY -y —I3—0Ov/XTREIERZHEH T\ BJean
GUNSDR#F T BHenri GUNSTH %,

GCEDMREZIEREUT, 7oy /L TEMREIEEDB#HZRE L. JI ML VT TEREIMEREL TW
Marcel PUTMANDEEEL feo HBFIFAANDBENEEWSINFIETH o fco BMEHE IS DHenri GUNSIEHETETH
SIFEEENL. 2T OV /NOFEREDOROE L TERL., BEREOLERIC. BVWERBRBRICE D, Z
ORORIOEBIFENRM T, CORDIEFTEY—ILE LTHAD TEE, MNMERINh,

- 0o

< O —u

~
-~

AN AT 7 = UEH M

GClI European Branch N.V. in Kortrjik
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Fuji-Oyama Factory — A Dream Come True

Stunning Mount Fuji

Mount Fuji is a stratovolcano, and with an elevation
of 3,776 meters above sea level (12,400 feet), it's also
the highest mountain in Japan. Mount Fuji is locat-
ed around 100 kilometers (60 miles) southwest of
Japan'’s capital, Tokyo. The mountain has been con-
sidered sacred for centuries in Shintoism, a religion
practiced almost solely in Japan. Mount Fuji was
named a UNESCO World Heritage Site in 2013.
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Impact on Kiyoshi NAKAO's Childhood

Kiyoshi NAKAO was born and raised in Yoshiwara
(known today as Fuji City) in Shizuoka Prefecture.
The city has an outstanding view of Mount Fuji. In re-
sponse to a request by the “Nippon Dental Review,”
Kiyoshi NAKAO wrote a personal essay in 1980 titled
“A Certain Memory,” which then became a series in
the dental magazine. He wrote the following about
his childhood: “Mt. Fuji, which can be seen directly
from the second-story windows (of my parents’ house)
without obstacle, is truly magnificent, and while grow-
ing up | used to find myself gazing at Fuji's form with
some reverence for one reas