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Innovative management and corporate 
philanthropy rooted in the community 
Secrets of A EON2 55 years of successful growth 

li 1"~.,1 i y  ; I  I: D QUL&: I first met you, I 
think, back when I was a director of 
Nomura Securities Co. At that time 
you said, "As soon as goods are out of 
season, their price drops by about 
two-thirds, but even so you should 
sell them." I thought these were wise 
words. When share prices began to 
fall from their peak of 38,915 points 
at the height of the asset bubble, I 
recalled what you had said and pre- 
dicted that this fall was the real thing 
and share prices would drop by about 
two-thirds. Indeed, today the Nikkei 
average is about a third of what it was 
at the height of the bubble. 

Another saying you're famous for 
is "Attach wheels to the central pil- 
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lar." In fact, this is part of the title of 
your 1996 book Attaching Wheels to 
the Central Pillar Again: The AEON 
Group's Distribution Revolution. 
Where did this saying come from? 
Takuya Okada: It's an old family 
maxim. Attaching wheels to the cen- 
tral pillar of a house, something that 
isn't supposed to be moved-in other 
words, moving the central support- 
means undertaking innovation on 
your own initiative to adapt to chang- 
ing times. I'm not sure when this 
became a family maxim, but it was 
probably in my great-grandfather's 
time. 

I belong to the seventh generation 
of a family kimono business. In the 
first generation we didn't have a 
shop but peddled our goods. In 1758 
the  first shop was opened in 
Yokkaichi, in what is now Mie Pre- 
fecture. Towns change over time, 

too. In the Meiji era [i868-19121, 
when Japan began modernizing, the 
textile firm Toyobo built a plant in 
Yokkaichi, and flows of people and 
business locations changed. In 1887 
we moved our shop to the center of 
town. As Shuji Hayashi, now profes- 
sor emeritus of the University of 
Tokyo, has said, "Retail is an indus- 
try that depends on location." So in 
a narrow sense the maxim means 
moving shop in accordance with 
changing times. In a broad sense, it 
means you have to change the  
nature of the business itself as soci- 
ety changes. It's often said that the 
life of a business is 30 years, but I 
think this refers to businesses that 
don't remake themselves. 
Tabuchi: AEON owes its present 
prosperity to putting that maxim 
into practice, doesn't it? 
0kada : That's why we've constantly 




























