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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.”

28

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

32

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
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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

40



BT E®E S

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.

S5 N 3 o B

Statue of Yumetagai Kwannon

54

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.

#HRICL B EREZORE

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.

(m > 1o =t)
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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.
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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 reason or another.” For a very
long time now, Mt. Fuji has filled Japanese people’s
hearts with pride and affection. This unique mountain
had an even more powerful effect on Kiyoshi NAKAO.
Indeed, from a very early stage of the company’s de-
velopment, he dreamed of one day establishing a GC
facility at a location with a view of Mt. Fuji.
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Haikus by Company Founder Kiyoshi NAKAO
Kiyoshi NAKAO left two Haiku poems about Mt.
Fuji, which was always present in his mind through-
out his life.

Flowing stream
Through my hometown
With Mt. Fuji to the north

This piece poeticizes young Kiyoshi NAKAO who re-
turned home and saw Mt. Fuji from the second-story
window. With a feeling of awe, he was trying to find an
answer to his complex internal argument in his ado-
lescence. At the same time, he reminded himself con-
stantly to live a clean and upright life like pure water,
viewing the limpid stream flowing out of the window.

Wintry blast made
One way path up to
The top of Mt. Fuji

This piece poeticizes the scene where there was a
path up to Mt. Fuji with typhoon blast blowing across,
expressing his mind in wartime. It symbolizes his
strong determination to go “Throughout One Way,”
which means to follow his own beliefs whatever hap-
pens in the world.

Haiku about Mount Fuji by Kiyoshi NAKAO
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Looking for a Suitable Potential Site

Kiyoshi NAKAO, shared this dream of building a
GC facility at the base of Mt. Fuji with his son-in-law
Toshio NAKAO. This shared dream of father and son-
in-law would eventually come true. It all began with a
plan to construct a GC factory that would have a view
of Mt. Fuji. At the time this plan came into being, GC
was modernizing its main production facility, which
was no longer able to accommodate production of all
GC products. Expanding this existing facility was not
an option, however, so the company began looking
for a suitable location to build a new factory. Kiyoshi
NAKAO set three conditions that had to be met by
any potential site:

1. Location in Shizuoka Prefecture, with a view of
Mt. Fuji

2. Location in an environmentally sound natural area
in order to ensure harmony between nature and an
environmentally friendly production plant

3. Total land area of at least 10,000 tsubo (Japanese
unit of measurement corresponding to approxi-
mately 8.2 acres)

Haiku by Kiyoshi NAKAO at Fuji-Oyama factory
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Kiyoshi NAKAO and others inspect land for a new factory

Use of Mount Fuji in GC's advertisement for Fuji lonomer
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Establishment and Thriving Production at
Fuji-Oyama Factory

Following a long drawn-out search for a suitable site,
GC found a parcel of land in the southern part of the
Nakahinata District of Oyama Town in Shizuoka Pre-
fecture. The land was near Gotenba City and partic-
ularly attractive with a good view of Mt. Fuji, despite
the fact that it was located on swampland. After eight
months of negotiations with the owner, GC was final-
ly able to purchase the site in 1974. Planning of the
relocation gave GC a golden opportunity to trigger
a fundamental review of conventional approaches
and accelerate promotion of the 5Ss (Seiri, Seiton,
Seiso, Seiketsu, Shitsuke: Sort, Set (in order), Shine,

Fuji-Oyama factory, 1976

68

Standardize, Sustain (the discipline)). Pursuing an en-
vironmentally friendly factory prevents environmental
pollution, which was said to be often caused by Jap-
anese factories at that time, GC aimed to realize in
the true sense a "Forest Factory.” Two years after that,
GC celebrated the grand opening of the Fuji-Oyama
(yama = mountain) factory at the base of Mt. Fuji. It
was there that the company began manufacturing
its “Fuji” brand series, including the revolutionary
new glass ionomer cement known as “Fuji lonomer,”
which was launched in 1977. In this manner, Mt. Fuji
not only remained a symbol over the years of Japan
and its religious and even artistic values, it also be-
came a symbol of GC.
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Kiyoshi NAKAO expresses his gratitude on the completion Advertisement for GC's Fuji lonomer Type I

of the Fuji-Oyama factory
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Departure of the Great Founder -
Entrepreneur - Associate

In August 1976, shortly after the Fuji-Oyama facto-
ry opened, the 83-year-old founder of GC, Kiyoshi
NAKAO, passed away. For decades, Kiyoshi NAKAO
had been the driving force behind GC, as well as the
company'’s inspiration.

Kiyoshi NAKAO regularly came to the Fuji Oyama
factory until two months before his death. Regretta-
bly, the first birthday party for the Factory Associates
became his last visit. Always saying:

Kiyoshi NAKAO
remained active as an entrepreneur throughout his
life. His last calligraphy “ELVRERIZKZME” (quoted
from Hokekyo: Lotus Sutra, meaning, “Now he is de-
termined in his mind to go on, for he knows that he
is bound to be nearing water”) was written about a

Kiyoshi NAKAO's last calligraphy
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year before he passed away. His last words had some-
thing in common with the wise words by Friedrich
NIETZSCHE, a German philosopher, who said:

Devoting his whole life too the dental business,
Kiyoshi NAKAO dug deep throughout his life and
lived a great life. Amidst the confusion throughout the
dental industry and within GC, his successor, Toshio
NAKAQ, had to keep calm and lead GC. People both
inside and outside GC closely watched how he was go-
ing to spearhead and oversee GC's business activities.

Funeral of company founder Kiyoshi NAKAO,1976
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Funeral of company founder Kiyoshi NAKAO,1976
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New Strategies by Toshio NAKAO

Having acquired management skills during 10 years as
president, he clearly underlined the following strate-
gies for a new era:

1. Aggressively promote research and development
of original products that meet customer needs

2. Expand overseas markets

3. Enhance organic collaboration between depart-
ments

4. Promote rationalization inside the company

5. Expand services for customers and dealers

Under those five strategies, President Toshio NAKAO
started a challenge in the era of significant change,
together with his son, Makoto NAKAO, who was in-
stalled as executive director at the tender age of 28.

The great founder Kiyoshi NAKAO was well versed in
every detail of GC's business. Losing such a leader,
Toshio NAKAO thought that it would be a key for fur-
ther growth of GC to “maximize capability of Associ-
ates and organization.” Therefore he actively planned
various in-house workshops for Associates by inviting
lecturers from outside. The first workshop theme was
“Cost Management.” Learning from this workshop
was utilized in establishing GC's management system.
In addition, GC started a discussion to formulate the
“Management Plan” as the first step.

Various themes were covered in those internal work-
shops, such as marketing and production manage-
ment, etc. Professor Rintaro MURAMATSU, Makoto
NAKAO's professor at Waseda University and leading
expert in industrial engineering, was also invited as a
lecturer for production management-related themes.
It led to a launch of consultation meetings on site at
the actual production process, starting the path to the
introduction of TQC started at a later stage.
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Expansion Through the Network

"World Class GC"

In the 1980s, GC also set up a network known as
"World Class GC,” the goal of which was to help GC
obtain a foothold in various countries. Five principle
objectives were defined, and these were to be at-
tained over the next few years:

1. Maintenance and expansion of European branches

2. Full-scale participation in the US market

3. Activities as a trading department: consolidation
export section and import section

4. Examination of region-specific marketing strate-
gies: dividing the world into seven regions based
on the standard of living, economic conditions and
medical level, and marketing products that fit the
criteria of each region

5. Resolution of deficiencies that affect other depart-
ments: production and logistics-related issues

GC then moved ahead with its expansion abroad and
entry into new markets, always keeping in mind these
objectives. With the establishment of GCI, GC had
created a flagship for World Class GC. The approach
taken by GC helped gain the trust of partners and cus-
tomers around the world and allowed the company to
establish a presence in markets beyond Japan.
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Establishment and Successful Business of
the First American Branch

An important milestone was achieved in 1981 with the
establishment of a GC branch in the United States.
This move into America was crucial for GC's future
success on the world market, as the North American
dental market is at least three times bigger than the
dental market in Japan. In addition, dentists in the
US were demanding better dental technologies and
were prepared to do whatever it took to perfect their
services and performance. After participating in the
ADA centenary celebration exhibit for the first time
in 1959, GC experienced a great struggle in the US
market. Before it could compete with competitors in
product quality, GC needed to overcome and replace
the negative images of Japanese products. The ex-
pansion into America was also a huge achievement
for a Japanese company, given the history of conflict
between the two countries in the recent past.

GC had already begun exporting its products to the
US before it established its first branch there. David
CARTER and Bill REGAN were responsible for the
dental business activities of the American Hospital
Supply Corporation (AHSC). At that time, GC was ac-
tive as the exclusive Japanese distributor of the Mid-
west American Division under the AHSC. Later both
David CARTER and Bill REGAN moved to Esmark
Inc., the parent company of Patterson Dental Co.,
and paved the way for distribution of GC products
through Patterson Dental Co. It was these two Amer-
icans who advised Toshio NAKAO to establish a GC
subsidiary in the United States. Toshio NAKAO even-
tually took their advice and in 1981, GCl's first US office
was established in Scottsdale, Arizona (near Phoenix).
The company’s first branch manager was Donald A.
MCKENZIE, who later became vice chairman. He had
been recommended to GCl by the two Americans
from the American Hospital Supply Corporation.
MCKENZIE had previously served as Treasurer and
chairman of the Board of the American Dental Trade
Association (ADTA) and was therefore considered a
very well suited candidate to develop GC's business
in America. MCKENZIE started out in Scottsdale with
a staff consisting of his wife and five other Associates.
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Strong sales of the “Fuji lonomer” and “Exaflex” prod-
ucts soon led to a situation in which the offices and
warehouse in Scottsdale were bursting at the seams,
and GC therefore began looking for a new and larger
location in the city.

In the meantime, shortly after the establishment of its
new US branch, GC had become the first Japanese
dental material manufacturer to be accepted into
the American Dental Trade Association (ADTA). The
ADTA examined problems in the American dental in-
dustry and attempted to solve them through research.
It was therefore important for the ADTA to work with
as many dental product manufacturers as possible in
order to establish networks. This explains why about
75 percent of all dental products in the US today are
manufactured by companies that are members of the
Dental Trade Alliance (DTA), which resulted from the
merger between the ADTA and the Dental Manufac-
turers of America. DTA members also discuss and
exchange information on the production of dental
accessories and on sector innovations. For GC, mem-
bership of the ADTA was a huge achievement, espe-
cially as the Japanese dental material manufacturer
benefited greatly from the information exchange. This
soon became apparent when GC was officially recog-
nized as a key company in the US dental industry.

AJAJFOMMI XN —-—0O
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Inauguration of GCl America, 1981
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ADTA members with Makoto NAKAO and Donald A. MCKENZIE

Exaflex with calculator as a gift with each product
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Purchasing Land in Leuven for
New European Facilities

In 1982, Toshio NAKAO took the last business trip to
Europe at the timing of FDI Vienna and visited the
Haasrode Researchpark in Leuven, Belgium, where
he made an unofficial decision to purchase a plot of
land on a hill at the site. Toshio NAKAO requested
Makoto NAKAO and Shozo KASUYA of Planning &
Research Office to conduct research and analysis on
companies that had entered international markets for
business expansion, in order to cope with the rapid
appreciation of the yen. In their report, it was recom-
mended that GC should set up an overseas locally-
incorporated company at its own property by pur-
chasing a property and dispatching Associates from
Japan. This report and the strong passion of Osamu
NAGATANI (the second branch manager of GCI Eu-
ropean Branch) inspired Toshio NAKAO to choose
the Haasrode Researchpark in Leuven.

With its proximity to important markets such as
Germany and France, Belgium was an ideal location
for GC in the heart of Europe. The competent Belgian
workforce with knowledge of several languages and
the KUL (Catholic University of Leuven), one of the
best global universities and extant oldest universities
in Europe, played major roles in GC's decision-making
(the Toshio Nakao Chair was established at the KUL
in 1998 and has made a great contribution to re-
search, development and clinical study of dental ma-
terials). The country’s multilingual population ensured
smooth communication with business partners in
other European countries. Eventually, GC purchased
the land located directly across the street from the
European office of the Japanese medical equipment
company Terumo Europe N.V,, which Toshio NAKAO
and Osamu NAGATANI had visited for investigation.
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Beingresponsible forthe construction project, Osamu
NAGATANI, the second branch manager of GCI
European Branch confirmed the intention of the newly
installed President Makoto NAKAO in September
1983. Makoto NAKAO firmly replied that the project
should proceed as originally planned.

These circumstances accelerated the progress of the
new GCl European Branch construction project. This
project was designed by GC's favorite architectural
office, Marunouchi Kenchiku Jimusho, and its con-
struction work was done by Takenaka Europe GmbH.
The project went smoothly as planned.
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Design of the GC Europe factory
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Concept of GC's Quality Control

Having already acknowledged the importance of
“customer-oriented approach” learned from the fail-
ure of the first product, the slogan of “quality first” pur-
sued since the prewar days, the QC (Quality Control)
enhanced since 1960s and Total Quality Control
(TQC) advocated by Dr. Deming, in the midst of the
difficult circumstances and significant changes of the
Japanese economy and dentistry, GC started to tack-
le another company-wide reform.

Professor Rintaro MURAMATSU, who was Makoto
NAKAO's professor at Waseda University and the
author of a book on Production Management based
on the ideas of Taiichi OHNO, former vice president
of Toyota Motor Corporation and the father of the
Toyota Production System, emphasized that “the
problem solution should start from Genba (frontline)”
and “a company’s success depends on the quality of
its employees.” He explained the benefits of TQC to
Toshio NAKAOQO. After careful and extensive discus-
sions, GC decided to introduce TQC.

From GC Associate News
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The following are the four factors explaining the
background of the announcement of GQC (GC's
Quality Control):

1. Reduction of medical fee coverage to improve
Japanese government'’s finances

2. Increasing competition among dental clinics

3. Increasing competition among manufacturers and
distributors due to slow sales and reduced profits

4. Increasing distrust among patients of medical
care providers

The basic ideas of GQC as below, were also shared
with Associates:

1. Always pursue rationalism based on scientific
thinking. Aim to make GC “The No. 1 dental
company in the world.”

2. Create a team of positive GC Associates, full of
mutual respect and vitality.

3. Strive to create a quality product, provide it to
customers around the world at a fair price, and
contribute to society.

I N eN o)

Basic Ideas of GQC
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Slogan of GQC's promotion
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3. First Steps Abroad: Expansion into Europe and America 1971-1983

GC's 60t Anniversary

At the 60 anniversary of GC in 1981, Toshio NAKAO
announced in a loud voice: “In order to grow more
as a leading dental company, GC has to establish
and nurture a solid corporate culture through each
GC Associate’s incessant efforts for self-develop-
ment, which enables GC to build a strong structure
to meet the changing needs of the times such as out-
standing technologies to create a unique new prod-
uct and strong sales capability. The aim of GQC is to
establish a company-wide unique quality assurance
system, to increase satisfaction of customers outside
GC as well as improve quality of service for the next
process inside GC." Insisting that efforts for GQC
are the key to GC's sustainable growth in the future,
Toshio NAKAO requested concerted and united ef-
forts of Associates, and appointed Makoto NAKAO
as a leader of GQC promotion.

Following Toshio NAKAO's “Announcement of GQC,”
GC established two new departments: the Materials
Quality Assurance Department and the Equipment
Quality Assurance Department. In June 1981, a com-
pany-wide GQC promotion structure was further en-
hanced by installing President Toshio NAKAO as the
chairman of the GQC Promotion Committee and each
managing director as a vice chairman of the commit-
tee. A key activity “QC Circle” was launched during
the same period. The company also announced its
approach to tackle the company-wide tasks under the
company’s fiscal year management policy.

60 anniversary logo
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Toshio NAKAO's Last Words

Actively promoting GQC with a series of concrete
actions as described above, Toshio NAKAQO inspired
Associates in his speech at the 62"¢ anniversary cere-
mony: “GC has grown steadily and celebrates the 62¢
anniversary with so many Associates participating to-
day. Concerted and united efforts of Associates are in-
dispensable for GC’s sustainable growth in the future.
Taking this opportunity, | would like to ask every one of
you to read the 60" anniversary company history book,

share understanding and become unified as one.

A positive mindset will change one’s way of thinking.
Whenever you tackle something, you need to think of
it as something interesting. If you tackle something,
thinking that it is not interesting, it will not go well
and will not become interesting. Whenever you tackle
something, tackle it straightforwardly without unneces-

sary thoughts. Ignore stereotypes and a fixed mindset.

In an excerpt of the poem “Innate Spirit” by DOGEN, a
Japanese Buddhist priest (1200—1253), he says: ‘In the
spring, cherry blossoms, in the summer the cuckoo, in
autumn the moon, and in winter the snow, clear, cold.’
(Edward SEIDENSTICKER's translation of Japanese au-
thor Yasunari KAWABATA's Nobel Prize speech). It is
really important to stay calm, relaxed and to maintain
composure of the mind in difficult situations. By doing
so, you will be able to have extra mental space. Enjoy
beautiful things and smile whenever you feel happy
even in hard times. | strongly recommend you to lead

a lite with peace of mind.”
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Declaration of GQC by Toshio NAKAO at the 60* anniversary
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Departure of GC's 3 President

This speech became Toshio NAKAQO's last word to
Associates. After a long period of illness, he passed
away at the age of only 68 years while Makoto NAKAO
was away on a business trip to the US. Toshio had been
a great inspiration as GC’s president. His son Makoto
NAKAQO, who was installed as the fourth president of
GC at the age of only 34, kept with his father's plan
to expand further outside Japan and continue devel-
oping and improving the company. Makoto NAKAO
announced that he would continue efforts and further
expand business by following Toshio NAKAO's man-
agement policies, such as GQC promotion and the
enhancement of overseas business. Funeral of Toshio NAKAO
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Company funeral of Toshio NAKAO at the Aoyama funeral home
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Expansion Through the Three-Priority Strategy

GC's expansion abroad was always governed by a
management concept that the company had devel-
oped itself: the Three-Priority Strategy. The guiding
principle here is to consistently focus on three pri-
orities, whereby the image that best represents the
fundamental idea behind the strategy is that of a
three-legged chair. Such a chair needs to have three
legs to support it — or to put it another way, every
idea needs to have at least three points of support.
GC took this concept to a new level and used it as a
strategy for the company’s expansion abroad. More
specifically, this meant that each time GC entered a
new market, the company would first focus on that

market, a GC product, and a retailer. After that, the
company would select three locations, three prod-
ucts, and three retailers.

For example, in Europe, GC launched three products
in three markets in the 1970s: Fuji lonomer, Fujirock,
and Ceravest in the Benelux countries, France, and
Germany. In the 1980s, GC launched three products
in America — Fuji lonomer, ExaFlex, and Fit Checker
— and used three retailers: Patterson and Major ADC
dealers such as Guggenheim and JB Dental. In Asia,
GC initially concentrated mainly on Japan but then
shifted its focus to Korea and Taiwan as well.
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Three-priority strategy graphic
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4. Conquering New Frontiers: Makoto NAKAO Becomes President and Takes
on the Responsibilities of Toshio NAKAO 1983-1995

Japan's management culture was held in high regard, as evidenced by the book “Japan as Number One: Lessons
for America,” which was written by Harvard University professor and sociologist Ezra F. VOGEL in 1979. Japan
then experienced the bubble economy, an asset price bubble that lasted from 1986 to 1991.

Meanwhile, with a mix of anticipation and some trepidation, Makoto NAKAO, representing the third generation
of the NAKAO family, became the fourth president of GC in 1983 at the tender age of 34. Announcing boldly
that he would follow the cherished wishes of his beloved father, he addressed the issues of sales and distribution
and the continued promotion of GQC activities, while also placing an extra focus on overseas business activities.
During the era of the bubble economy, Makoto NAKAO felt there was a great gap between GC's steady efforts
and the light-hearted trends of Japanese society. However, not allowing itself to be easily influenced by such
dangerous trends, GC continued its honest efforts to successfully overcome the challenges it faced.
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4. Conquering New Frontiers: Makoto NAKAO Becomes President and Takes on the Responsibilities of Toshio NAKAO 1983-1995

Makoto, Representing the Third Generation
of the NAKAO Family, Becomes President

In 1983, two years after the GQC declaration at the
60t anniversary and the establishment of the first
US branch, the company’s President, Toshio NAKAO,
passed away. Makoto NAKAO was quickly named
president of GC in July 1983. Regrettably, Makoto was
away from Japan on a business trip to the US when his
father passed away. Toshio’s last, but lasting message
over the phone was, “Continue to make the utmost
effort. It is in adversity that a person shows his resil-
lence!” This statement always inspired Makoto. His
first message to the GC Associates as president was
based on his last conversation with his father before
he left on the business trip. Toshio NAKAO had said:
“We must always question ourselves; Do we really
meet our customers’ needs? Do we really work for the
well-being of our Associates? These days, | feel a lack
of internal argument among the Associates.” Inspired
by Toshio’s words, Makoto emphasized the following
three messages in his inaugural speech:

1. We must meet our customers’ needs and must
work for the well-being of “Nakama” (Associates).

2. We must be prepared to revise any decision quickly
when needed. Law is not necessarily the same
at morning and at night. | may make a sudden
change of instructions or reasonable adjustments
if necessary.

3. We must take action with a long-term view: | will
take a long-term view in order to help ensure the
success of our company's business activities.

Makoto also expressed his strong determination to
the GC Associates: “\Vith the strongest love for den-
tistry, | have decided to assume the heavy responsi-
bility as president of GC. Succeeding my father, and
in line with his wishes, | would like to promote his

management policies for the time being.”

Although Makoto was a grandson of GC's founder,
Kiyoshi NAKAO, many people expressed deep con-
cern about the 34-year-old's ability to be "a leader of
Associates.” Fortunately, Makoto had already built
up several key personal connections while accompa-
nying his grandfather on business trips from the time
he was a student. These connections enabled him to
smoothly launch various business activities.

Makoto NAKAO's inaugural address after becoming GC's new president
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Makoto NAKAO becomes GC's 4* president in the Nakama News
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World Dental Federation Congress

At the FDI Annual World Dental Congress held in
Tokyo in 1983, Makoto NAKAO received warm con-
dolences from international dentists. At the dinner
party for the FDI executive members held at Makoto
NAKAO's home in Meguro, Tokyo, all the FDI exec-
utive members gathered and encouraged the young
new President Makoto. The FDI Annual World Dental
Congress in Tokyo marked a record success, with about
47,000 participants. The GC group showed its pres-
ence through aggressive marketing activities utilizing
its booth with space of 700 square meters. GC's suc-
cess at the FDI Tokyo, the first big event for Makoto
NAKAO after the installment as president, brought a
sense of relief and built a consensus on expansion of
overseas business activities within GC.

The ISO meeting was successfully held in Oiso Town
in Kanagawa Prefecture following the FDI. Toshio
NAKAO had continued his persistent efforts until
just before his departure. He had played a leading
role in Japanese dental industry organizing the ISO/
TC 106 (Dentistry) annual meeting for the first time
in Japan. With the eye-catching nickname “Oh! ISO
Meeting,” suggested by Toshio NAKAO himself,
participants put focused efforts into task group ac-
tivity, as a P-member: official participants who had a
voting right.

FDI Congress in Tokyo, 1983
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Succeeded the Will of the Former President:
Completed Facilities at Its Own Property
in Belgium

Shift to Facilities in Haasrode Researchpark
in Leuven

The construction of the GC Europe office in Leuven,
Belgium, was completed in 1984 and the company’s
European headquarters was then moved from Kortrijk
to Leuven. GC Europe also set up a small warehouse
at the new site in order to simplify sales of its products
in Europe. The ground-breaking ceremony was held
in April 1984, and the first phase of the construction
project was completed in October 1984. During that
first phase, GCl's new European subsidiary started op-
erating with only an office building and a warehouse
with a total floor space of 800 square meters.

At the inauguration ceremony, Makoto NAKAO plant-
ed three cherry trees next to the red brick building that
housed the offices. The Japanese cherry is strongly
associated with Japanese culture in which it stands for
beauty, vitality, luck and purity. At that time, the four
GC Associates worked at the office in the morning
and at the warehouse in the afternoon to cover the
various tasks they had to manage.
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Makoto NAKAO plants three cherry trees at the inauguration ceremony Toshio’s wife, Reiko NAKAQ, cuts the ribbon
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First Foreign Production Site

Five years later, in June 1989, the first European factory
was completed, after which the plant began shipping
out “made in Belgium” GC-Vest — a phosphate-bond-
ed investment material that gained a solid reputation
in European markets. In an effort to reduce transport
costs for heavy products and eliminate wintertime
transport problems, GC took on the challenge of
transplanting production operations. As this was the
very first transplant project, GC's European plant be-
gan operating with the support of GC Corporation,
one of Japan’s leading engineering companies. Thus,
the third chapter of GC's overseas business expansion
began with the European factory’s independent oper-
ation on its own property. The extensive connections
GC had established over the years bore fruit in many
different ways, and through the various arrangements
he made for business expansion overseas, young
President Makoto NAKAO, who had only limited ex-
perience, learned how important it was to establish
and maintain good connections.

News article on the first GCE production site in 1988
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First GC Europe factory, 1989
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Makoto NAKAO cuts the ribbon

I—v—{ORETH

19894, I—OV/N\HIHETEFDH > fc) YERRIEBIMDGC-Vestd I—O v /NBETHBHTERLc, EEYELT
OHFOEWMEIX N ZHRULIOERE NS T EBHET 2HIC. BATHANOIONS Y XTS5y M fTbhhic,
CDESICLT Y-y —DBAFELROE=RIF. I—Ov/NTHOBEMRERBEDL > TENLEN>DTH
%, IHBORIL - BELHTc>TE V-V —DPRERS LFTCELAMMPRL B TRZHE . FLEROLZWHE
BEEUTE CRORTSZUD TEIER BT,

B~ <- 00O

R L

¥z

GC-Vest advertisement from the late 70s/early 80s
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Succeeded the Will of the Former President:
Reform of the Sales and Distribution System

One would expect that the GC authorized dealer
system would have worked smoothly without any se-
rious problems, and that a continual stable supply of
GC products was thus ensured. However, as in other
industries, competition in the dental business gradu-
ally increased over time, and profit margins gradually
decreased. More intense price competition among
authorized dealers was accompanied by a serious
problem: Instead of visiting customers, some autho-
rized dealers were sending so-called “paper bombs”
- special discount price lists — to customers outside
their regular sales territory. This problem was serious
and was repeatedly discussed at the GC Authorized
Dealer Meetings. Meanwhile, some wholesalers who
worked within the GC dealer system started to ex-
pand their transaction volume with competing prod-
ucts. These issues led to heated discussions. It was
in the midst of these challenging circumstances that
Makoto NAKAO became the new company pres-
ident. Describing the three years after his father’s
death (1983-1986) as a “period to overcome the
pending problems from my father’s time,” Makoto,
who had already learned about these problems from
his father, began taking action with a firm determina-
tion that “l must take action now or miss opportuni-
ties.” With the cooperation of GC's major authorized
dealers, GC daringly "announced the termination
of existing dealer agreements” and introduced new
dealer agreements in 1985.

92

Facing intervention by the Japan Fair Trade Commis-
sion, GC began to promote a reform of the sales and
distribution system in order to clean up the commer-
cial distribution system with all the pros and cons in
the dentistry sector. Consequently, GC's reforms also
had a negative effect and slowed down the unification
of sales and logistics within the dental industry. How-
ever, with the launch of the “share-up strategy” by GC
in 1993, the chaotic situation was finally stabilized.

A company is a living organism, and a company’s
business environment is constantly changing. As a re-
sult, a company has to pay close attention to changes
and adapt to them. In particular, companies involved
in the rapidly changing sales and distribution sector
must always be well prepared for any changes that
may come about.
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Succeeded the Will of the Former President:
GQC Activities

After announcing the establishment of the GQC con-
cept during the company’s 60" anniversary celebra-
tion in February 1981, then President Toshio NAKAO
declared FY 1983 (October 1982 through September
1983) as the “first fiscal year for the Deming Level
Challenge.” In an effort to fulfill his wishes, Makoto
NAKAO announced the “Deming Level Challenge” as
a company goal and daringly applied to the Deming
Prize Committee for a Quality Control (QC) Diagnosis
in 1985. The results of the QC Diagnosis were quite
disappointing: GC's Quality Control was severely crit-
icized as being “merely a formality and superficial —
with insufficient follow-up.” GC's top management
suffered a complete loss of self-confidence as a result.

Meanwhile, Japan experienced the “bubble econo-
my” — an asset price bubble that lasted from 1986 to
1991, and which was often viewed favorably. On some
occasions, Makoto NAKAO would run into executives
of thriving companies at a bank meeting, for example.
There he would hear managers bragging about hav-
ing made “big profits on stock markets and from real
estate.” These comments disturbed Makoto NAKAO
and made him uneasy:

Makoto NAKAO even began questioning the
effectiveness of GQC, and his own management skills.

Makoto NAKAQ then reflected on the following words
of his grandfather, Kiyoshi NAKAO:

He then summed
up this view in the following three essential points,
which he silently and firmly followed.
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1. Pursue GC's own business.

2. Never forget the “Free Pendulum Principle:”
When we experience a series of good things, we
should be prepared for a bad thing, just in case.
On the other hand, when we experience a series
of bad things, we should take positive action in
the belief that we will have an opportunity sooner
or later. We should always remain flexible in our
thinking and be prepared for an opportunity.

3. Goals are attained by continuous effort.

After constructive discussions about “What role
does GQC play for GC?" the company kicked off its
"Power-up 70" activities in March 1989 and once
again began the process for the Deming Prize com-
petition. GC promoted the introduction of a Vision
Management system and also received an unofficial
QC Diagnosis in June 1989. Regrettably, the results
of this QC Diagnosis were also disappointing. Al-
though GC had a lot of challenges ahead to over-
come, it was also in danger of losing the direction of
“what GC must do now.”

With renewed determination, Makoto decided that
GC would do what GC does best, step by step — and
also put more emphasis on the implementation of fun-
damental business activities. Consequently, in March
1990, Makoto NAKAO made the difficult decision of
postponing GC's entry into the Deming Prize compe-
tition, which had been a long-cherished ambition of
former President Toshio NAKAO.
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4. Conquering New Frontiers: Makoto NAKAO Becomes President and Takes «

Focus on Tackling Major Tasks

During the first half of his presidency, in an effort to
fulfill the wishes of the late President Toshio NAKAO,
Makoto NAKAO moved forward steadily, began ex-
panding business in global markets, and proceeded
with the reform of the sales and distribution system
in Japan. At the same time, Makoto NAKAO failed
to achieve significant progress with the promotion of
GQC. After much deliberation, Makoto NAKAQ final-
ly decided “to cope with what GC must do now and
achieve an outcome.” He strove to harmonize opin-
ions and create alignment within GC. He also focused
on the following three tasks in the early 1990s:

1. To carry out practices that would make GC a
world-class company.

2. To implement new product developments, shifting
from the concept of “product-out” to “market-in.”

3. To establish additional production capacity, which
is an indispensable element for the success of a
manufacturer.
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on the Responsibilities of Toshio NAKAO 1983-1995

Change of Name
Throughout the years GC renamed its company sev-
eral times:

1921 GC Chemicals Laboratory

1941 GC Chemicals Laboratory Co., Ltd.
1946 GC Chemical Industrial Co., Ltd.
1973 GC Dental Industrial Corp.

1991 GC Corporation
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Current GC logo since 1991
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Promote the 70t Anniversary Project

Positioning the 70 anniversary as a milestone towards
the new chapter of GC, the 70" anniversary project
was launched under the slogan “Hu-Dent (Human &
Dental, GC providing technology backed by reliability
towards 21 century).” It was the time when the com-
pany accelerated its globalization process symbol-
ized by several key topics: start of local production
in Europe, M&A in the US and enhancement of sales
bases in the Far East. It led to an idea to strengthen
and unify the image of GC group as well as increase
GC's presence worldwide by introducing Cl (Corpo-
rate ldentity). In addition, various events were planned
and organized, such as the international authorized
dealer meeting by inviting GC dealers from around
the world and enhanced support of several interna-
tional dental congresses, etc. Those events formed
the basis of GC's marketing activity that followed later.

As for activities within GC, President Makoto NAKAO
presented five key phrases for 2000: “Human be-

"o

ing,” “Innovation of technology,” “Globalization,”
“Advanced information society” and “Value-creating
management.” Those five key phrases were consid-
ered to be complexly intertwined to create a new
business environment in dentistry. After a thorough
deliberation, GC announced “Vision 2000 — To Be-
come the World's Largest Dental Corporation by the
Year 2000,” aiming to promote Vision Management as
a core GQC activity.

S >@—0—\v—\

Advertisement of Cl
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Under the above five key phrases and Vision 2000, the
new Management Principles were compiled and an-
nounced on the occasion of the 70* anniversary.

New Management Principles

1. To contribute to society through the improvement
of dental care around the world.

2. To meet customer trust and expectations under
the quality-first policy.

3. To create a team of GC Associates full of energy
and respect.

The words “contribute to society” and “world” were
included and emphasized. Marking another milestone
on its 70™ anniversary, GC further accelerated its ef-
forts towards a fully-fledged group management.

Improve Corporate Quality

Makoto NAKAO found a new term “Corporate Qual-
ity” when GC suffered the sluggish GQC activity at
the time of the Japan's bubble economy. GC brought
up the term “Improve Corporate Quality” for the first
time as a slogan of “New GQC Activity” launched in
1991. The aims were to review its 10-year activities
since the introduction of GQC in 1981 as well as real-
ize the Vision 2000 announced on GC'’s 70" anniversa-
ry. This slogan was positioned as a core of GC's Qual-
ity Management and emphasized at each milestone
event such as the launch of GQM activities in 1996
and the Deming Prize on-site examination, etc.

This slogan symbolizes GC's utmost united efforts in
promoting GQC, and its aim to become a company
contributing to its five stakeholders: customers, part-
ners, Nakama, shareholders and local communities.
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The International Distributors Meeting New Management Principles at the 70" anniversary
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Strengthened Efforts: The Creation of a
World-Class Company

Pursuit of the "Three-Priority Strategy”
Pursuing the “Three-Priority Strategy,” Makoto NAKAO
focused on the three regions of Europe, America, and
Asia and developed effective “three-priority” regional
strategies for the next step in those markets. The Asian
markets are indeed not far from Japan, and had quite
active cross-border economic interaction with Japan. In
particular, GC dealers in South Korea and Taiwan had
maintained their status as the most influential dealers
in their local markets. However, GC also had to closely
watch for changes in the power balance that might be
brought about by a changing market environment and
changed management policies. In an effort to better
understand its local markets, GC also began to actively
recruit local individuals as GC Associates.

Establishing Subsidiaries in Korea and Taiwan
In addition, Japanese GC sales representatives regu-
larly visited the markets in question and worked hard
to acquire new business. Having pursued such an ap-
proach since the prewar days, GC relied heavily on
Jung Ang Dental Industrial Co., Ltd. in South Korea
and Jisantan Enterprise Corp. in Taiwan — GC had
also invited representatives from both companies to
its 50" anniversary celebration. However, the mod-
ernization of local dentistry and increasing competi-
tion were also accompanied by a significant change
in the power balance in those markets. President
Jong-Yoon PARK of Jung Ang Dental Industrial Co.,
Ltd. decided to shut down his company, while Pres-
ident Shyh-Fang KUO of Jisantan Enterprise Corp.
decided to launch equipment production and initiate
business with universities, which marked a major shift
in business strategy.
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The changing power balance in the two markets is
described in more detail on page 178-181. The les-
son here is that it's very important to be able to cope
with changes and turn them into business opportuni-
ties. Todent Korea, the predecessor company of GC
Korea, was invested in 1987, and the authorized deal-
er system was also established in South Korea at that
time. GC Taiwan was established as a denture factory
in 1988 with a financial contribution from KUO. It was
later transformed into a sales company.

Expanded Overseas Bases by the
Establishment of GC Asia Dental

Japanese manufacturers had the dominant presence
in the Southeast Asian markets for years after the
end of the Second World War. In the meantime, the
ASEAN countries started to follow the growth path in
the 1980s. Enjoying the rapid growth of the domes-
tic market, Japanese companies wasted time to de-
velop successful strategies in those rapidly growing
emerging markets. Aiming to build a beachhead in
Southeast Asian markets, GC selected Singapore and
established GC Asia Dental Pte., Ltd. in 1994. With
four Associates including Michael J. WILLIAMS as
managing director, GC Asia steadily solidified foun-
dation in Oceania.
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Acquisition of the Coe Laboratories Inc.

GC's business expansion in the US lagged far behind
the company’s development in Europe. GC Dental
Industrial Corporation’s headquarters acquired Coe
Laboratories Inc. from British Imperial Chemical In-
dustry Ltd. (ICl) in May 1990. In line with the concept
of a regional headquarters system, certain functions
were changed and the new company was renamed
GC America Inc. (GCA) in January 1992.

Establishment of Regional Management
Companies

In line with this same regional headquarters concept,
GC International’s European subsidiary was renamed
GC Europe SA (GCE) after the construction of the sec-
ond European plant was completed in March 1994.
The main functions at GC International were then
transferred to GC Corporation (GC), after which the
GC International Department was newly established in
March 1994. With the aim of promoting business ac-
tivities with a strong global mindset, GC implemented
organizational reform in order to achieve “in-house
globalization” and focus its business activities on
meeting the given requirements in each region. GC
had reached the fourth step of “globalization.”
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GC America Inc. in lllinois
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Activities for the Industry

GC also put more emphasis on dental industry activ-
ities. In an effort to contribute to the development of
a regional community in those areas where GC's facil-
ities were located, GC joined regional dental organi-
zations such as the American Dental Trade Associa-
tion (ADTA — now the Dental Trade Alliance, DTA),
the Verband der Deutschen Dental-Fabrikanten
(Association of German Dental Manufacturers — VDDI),
and the Japan Dental Trade Association (JDTA).
GC actively supported the activities of the various
associations, and President Makoto NAKAO also
became the third president of International Dental
Manufacturers (IDM), acting as an intermediary be-
tween the global dental industries and FDI & IADR for
two years — from April 1994 through March 1996. His
involvement in negotiations with other major dental
organizations such as FDI made a significant contri-
bution to strengthening GC's presence in the industry.

Introduction of Coe Laboratories Inc. in the Nakama News
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Strengthened Efforts: New Product Devel-
opments with a Shift from "Product-out” to
"Market-in"

It was indeed Fuji Il LC that established and increased
GC's reputation as a leading glass ionomer cement
(GIC) company worldwide. A summit organized by
GCl's US subsidiary triggered the development of this
product, with extensive support provided by Dr. Ralph
PHILLPS, who chaired the summit meeting. It was nat-
ural for people at GC at the time to view resin criti-
cally, since most believed in the advantages of GIC.
However, Dr. PHILLIPS taught them that an engineer
should adopt an objective view in order to identify the
benefits of both, and that a researcher should maxi-
mize such benefits in a product. His valued guidance
led to the successful launch of Fuji Il LC.

Another example of a market-in approach was GC's
dental chair EOM-a, which became a core element
of GC's equipment business. Dr. Kazuyoshi KANEKO,
one of the key opinion leaders in the private-practice
sector in Tokyo, once made the following comment

about GC:

KANEKO also said that,

Having noted these valuable opinions, GC's
EOM-a project team visited the front lines where the
products were actually being used — and did so night
and day across the country — in order to collect as
much feedback as possible. Those persistent efforts
bore fruit and EOM-a was finally completed.
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It is also important to create a market environment
that allows for sales of a certain product. One of the
most successful examples of this involved the collab-
oration with WHO (World Health Organization). GC
made a focused effort to expand sales of GIC through
the participation in the Asian Pacific Dental Congress
and, in parallel, by supporting the research activities
on ART (Atraumatic Restorative Treatment) that had
been organized in various regions by WHO. The di-
rection to be taken with the promotion of oral health
in Asian and African regions was summarized in “Oral
Health for a Healthy Life” — the theme of the World
Health Day on April 7, 1994, which was co-sponsored
by 24 health-related organizations, including WHO.
GC officially participated in the “Day of Oral Health”
in Geneva, Switzerland, and also played an active role
as an official supporter of various activities and events
to commemorate this special year for promoting oral
health: One such event was the 1t World Oral Health
Congress in Tokyo. These vigorous efforts contributed
to greater recognition for GC and its GIC brand.

Fujill LC
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Strengthened Efforts: Enhancement of
Manufacturing Capability

Manufacturing in general is considered to be a normal,
practical activity. However, manufacturing capability
serves as a driving force for new product develop-
ments, which in turn hold the key to success. With
medical devices especially, genuine manufacturing
capability is indispensable for ensuring a stable sup-
ply of products at a fair price for customers.

Introduction of G-MAP

In this regard, GC began to address two major issues.
The first involved the digitization of manufacturing-
related information. Here, GC started a project to
establish a good manufacturing practice (GMP) that
would also comply with the stipulations of Japanese
Pharmaceutical Affairs Law. The project was complet-
ed in 1992 with the establishment of a system known
as G-MAP (GC Material Planning). This formed the
basis for the successful introduction of ERP (Enter-
prise Resource Planning) in a company-wide, stream-
lined information system in 1999.

Introduction of QA Certified Line

The second issue GC focused on improving the
robustness of the manufacturing process itself. Ob-
viously, it is always important to ensure a stable
supply of products without defects, which would lead
to customer complaints. GC went a step further with
its “QA certified line” after 1992, as it aimed to estab-
lish a system in which every Associate working at a
manufacturing line would promote the improvement
of their process on their own initiative. Another goal
was for GC Associates to improve their expertise
as regards the Standard Operation Procedure and
transfer knowledge with confidence to other less ex-
perienced Associates. The scope of such activities
has since been expanded to other departments and
manufacturing sites worldwide, having originated at
GC's mother factory — the Fuji Oyama factory.
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Receipt of ISO 9001 Certification

Linking consistent day-to-day GQC activity with the
two above-mentioned approaches, GC successfully
received ISO 9001 certification in November 1994 and
used this achievement as a “passport” to the glob-
al market. The ISO 9001 was certified only 13 months
after GC's announcement, that it would seek such a
certification. By the end of the same year, GCE had
also received ISO 9001 certification — and GCA then
followed in June 1995. It proved to be a significant
catalyst for group-wide growth, and also ensured uni-
fied activity at a world-class level.

Even in the period when there was a slowdown in GQC
activity, GC Associates continued their consistent dai-
ly efforts to make improvements and implement fiscal
year policy management. The ISO 9001 certification
confirmed "GC's long dedicated promotion of GQC”
and served as a strong source of motivation for all
GC Associates, as their persistent efforts had finally
borne fruit. It led them to the firm belief that “TQC
is an effective tool for business.” During this time,
Makoto NAKAO himself also reaffirmed his deter-
mination to improved Corporate Quality and he an-
nounced this intention on the occasion of GC's 70*
anniversary in his address to stakeholders. He har-
monized this goal with GC's aims for the future and
presented a clear image of what GC was seeking to
achieve through TQC.
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TQC Leads to TQM

At some point, the Japanese TQC community decid-
ed to change the name used for TQC activity to TQM
(Total Quality Management) with the aim of breathing
new life into the weak Japanese economy following
the burst of the asset price bubble. Consequently,
GC also made a decision to shift from GQC to GQM
(GC's Quality Management) in order to further vitalize
this group-wide activity. GC intended to take a step
forward in this area by shifting from “Control: activ-
ity to keep processes under control between UCL
(Upper Control Limit) and LCL (Lower Control Limit)”
to “Management: activity contributing to the achieve-
ment of corporate objectives, in a challenging sense.”
This shift was also a response to changing needs in
the business environment:

1. Focus shifted from a “mass society” to a “society
of individuals” in an effort to maximize the quality
of life for people living in a rapidly aging society
with a low birth rate.

2. Customer-oriented approach: employing customer
satisfaction as a key indicator.

3. Need to create added value, with a focus on
speed (delivery), quality, and costs.

Under the slogan: “Improve Corporate Quality,”
GQM continues to play a key role in GC's corporate
philosophy and business activities. GC's approach
was to transform quality control into a consistent
management system that would pursue three objec-
tives: the improvement of customer satisfaction, the
improvement of GC Associate satisfaction, and the
improvement of the quality of work.
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GC also launched Kl (Kaizen Innovation) activities in
order to improve the quality of work at the company.
The idea here was that the consistent application of
the company’s SEMUI philosophy should strengthen
cooperation among GC Associates. This led to the ex-
tensive promotion of Kaizen (continual improvement)
and innovation, whereby measures here included an
internal competition. For example, even today, all GC
departments come up with ideas every year that are
designed to improve the quality of work at the com-
pany. They also present the results of the implementa-
tion of these ideas. This type of competition supports
GC's company-wide efforts to improve quality.

GC believes that quality must form the foundation for
all daily activities. To put it another way, quality should
create the basis for satisfaction at work and a posi-
tive view of life for every GC Associate. GC pursues
the goal of enriching the daily lives of people and
avoiding negative effects as much as possible. Quality
products from GC help improve quality of life, as
these products can literally make people smile. It is
such happy faces that strengthen the GC Associates’
commitment to quality. After many years of hard work
and optimizations, GC's quality management system
is one of the best in the world today.

Announcement of GQM 1995
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GC'’s Quality Management Announcement of the change from TQC to TOM
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5. Additional Growth: Regional Settlement as Independent Entities
1996-2010

After kicking off the concept of GQM in 1995, GC started activities under a new long-term vision called “Vision
2010" in 1997 and introduced the Enterprise Resource Planning (ERP) system to realize better linkage and
management of business information among GC facilities. Immediately after the publication of the ISO14001
environmental management certification in 1996, GC started to tackle environmental issues more actively.

Kl activities were steadily carried out and went in the right direction. However, with the approach of the 21+
century, and with the aim of winning win the long-sought Deming Application Prize, a company-wide alignment
was created within GC and group companies to receive evaluation by a trusted third-party organization and to
achieve more success in the 21t century.

From 2005 to 2011, Makoto NAKAOQ fulfilled the responsibilities as GC's third president for JDTA and strove
to strengthen clinician-academia-industry collaboration within dentistry and also contributed to the spread of
QC approaches throughout dentistry.
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International Dental Symposium

In 1996, GC Corporation conducted its first Interna-
tional Dental Symposium in Yokohama, Japan. On the
one hand, the event was held to celebrate the 40"
anniversary of the establishment of the GC Member-
ship Society — but it was also staged in honor of the
75" anniversary of the founding of GC Corporation.
Various programs were organized such as a panel dis-
cussion “Towards dental medicine in the 215t Century”
led by Dr. Heinz A. ERNI, then president of FDI (World
Dental Federation), and "Glass lonomer symposium”
coordinated by Dr. Gordon J. CHRISTENSEN, and
many more. The two-day symposium attracted 8,000
participants. Combining several key factors, such as
leadership by Makoto NAKAO as the president of
IDM (International Dental Manufacturers), cooper-
ation from GC's overseas group companies and the
fundamental strength of the GCC Dental Information
Center, GC successfully hosted the event, proving
the company’s capability to plan and organize an in-
ternational symposium. The company demonstrated
its growth by shifting from a “mass approach” to an
“individual approach” that could properly understand
and deliver what a customer needs.

First International Dental Symposium, 1996
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Introduction of the Heartful Program

From a perspective of promoting “individual mar-
keting” by diverging from “mass marketing,” GC in-
troduced the “Heartful Program” for the Japanese
market in 1996. It was a loyalty program, allowing cus-
tomers to earn points for the gifts offered by GC.

However, this program was considered to be unsuit-
able for a medical device business under the social
insurance system. Therefore, GC terminated the
“Heartful Program” in 1997.
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Preparation for the Challenge to the Deming
Application Prize

The first GC Group Kl Activity Presentation Meeting
was held in 1996. This Kl Activity Presentation Meeting
was introduced with the aim of improving the compa-
ny-wide quality of work through steady efforts. Every
department had to select a theme for “work improve-
ment” and present their efforts and results in order
to achieve mutual enlightenment. This presentation
meeting was held twice a year.

IT Strategies

With the aim of expanding the in-house e-mail net-
work, and significantly speed up and improve the
quality of information exchange, the “Nakama Net”
was launched in 1996, and even board meeting min-
utes became available on the intranet. Its rich acces-
sible contents stimulated GC Associates’ motivation
to access and utilize this new intranet system.

First Kl Activities Presentation, 1996
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In order to cope with the “Year 2000 Problem,” which
was projected to create havoc in computers and com-
puter networks around the world, GC decided to in-
troduce the ERP system in 1998 and realized stream-
lining of information from key function: production,
sales, purchase and finance & accounting within GC
group including GCE and GCA. Before the launch
of the ERP system, two Distribution Centers — East
Japan Distribution Center and West Japan Distribu-
tion Center — were newly built to realize a delivery
system to GC authorized dealers throughout Japan.
However, due to a gap between designed system and
actual work, the large-scale system change caused a
lot of problems and considerable inconvenience to
partner dealers. Pursuing realization of an ideal sys-
tem, countermeasures were taken day after day, and
finally the system was completed as originally de-
signed. Those strenuous efforts led to the realization
of GC's current Core System.
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Introduction of ERP
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In Pursuit of New Products,
New Technologies and New Markets

Development of Gradia
New product development is the key to sustainable
growth for any manufacturer. The announcement of the
late Chairman Kiyoshi NAKAO and President Toshio
NAKAO:

at the 50" anniversary in 1971 was deeply
engraved on Makoto NAKAO's memory. After the re-
port on the slowing sales of Thermoresin LC II, which
had enjoyed limited success in the European markets,
GC had to consider solutions to address a rush of new
products from competitors at the International Dental
Show (IDS) in Cologne. The Resin Development Group
was launched in 1997 for research and development
of laboratory resins and Makoto NAKAO spearhead-
ed it to realize a product with a specific target quality,
meeting target cost and by a due date. Usually, it is
desirable that the top management do not get deeply
involved in an individual task to avoid the lack of total
balance. However, considering the success of EOM-a
led by President NAKAQO in the early 1990s and target-
ing the future market expansion of composite products,
Makoto NAKAQO's leadership was really needed. It led
to a launch of the new laboratory composite “Gradia” in
November 1999 with three-week delay against the target
launch date. GC made a big leap forward in the global
composite market. Following the success with Gradia,
GC developed “Gradia direct,” a chair-side composite.
Since then GC’s composite products have won a good
reputation and been on a growth path in global markets.

O — 0 o 5 @

Gradia
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New Opportunities

Moreover, in 1997, in order to make a crucial break-
through in the equipment business, believing that
“to squarely face an opportunity and make the most
of every opportunity” is one of the biggest respon-
sibilities of the top management, Makoto NAKAO
resolutely made a bid for the acquisition of Siemens
Medical Technology Division (which later became
Sirona Dental Systems, dental systems division) of
Siemens AG, the German multinational conglomer-
ate company. Regrettably, GC's efforts resulted in fail-
ure, but paved the way for the strategic alliance with
Planmeca Oy. It is essential that GC keeps moving

forward under all circumstances.

Launch of Mini Pack Products

Affected by the Asian financial crisis, the Asia Pacific
Dental Congress (APDC) in Bangkok in 1997 experi-
enced a significant decrease in the number of vis-
itors. Under such circumstances, companies exhib-
iting at the congress, faced uncertainty in terms of
the prospective business outlook in the region of
Southeast Asia.

As a countermeasure to overcome the situation, GC
introduced the new tactics of launching smaller pack-
ages in order to decrease the unit price and allow an
affordable cost per purchase to the customer. The
“"Mini Pack” series were launched in 1998 covering
11 major product items of GC Asia.

Sirona dental chair
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Establishment of the “Toshio Nakao Chair”
The dental product manufacturer’s presence in Leuven
was honored in 1998 with the establishment of the
“Toshio Nakao Chair” at the Catholic University of
Leuven (KUL). The purpose of the new academic chair
was to conduct research on biomaterial adhesion in
dental structures and to develop dental biomaterials
that would improve dental clinic performance. The
new chair marked GC's first long-term partnership
with one of Europe’s leading university dental facul-
ties. In 2011 — after more than 10 years of support
and collaboration — GC Corporation extended its
scientific cooperation with the Catholic University of
Leuven. GC remains convinced that no progress can
be made without knowledge transfer and that inno-
vation is not possible without research. The current
co-chairs of the “Toshio Nakao Chair” are the world
renowned professors Dr. Bart van MEERBEEK and Dr.
Paul LAMBRECHTS.

MI Concept

In addition, a new concept called “Minimum Inter-
vention (MI),” was introduced and spotlighted at the
78" General Session of IADR 2000. For its promo-
tion, Michael J. WILLIAMS, then managing director of
GC Asia Dental Pte., Ltd., was appointed as general
manager in charge of international marketing to be
responsible for coordination and marketing of MI
products and its total system.

Catholic University of Leuven
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Efforts to Tackle Environmental Problems

The need for a better global environmental manage-
ment increased, and the 1ISO14001 certification, the
world's first international environmental manage-
ment standard certification, was published in 1996.
Many European and US companies that were active
in the global markets started their efforts to obtain
the 1ISO14001 certification. With a solid determina-
tion to become the first dental company to obtain
the 1SO14001 certification, GC established the “En-
vironmental Policy” in December 1997 and acquired
the 1ISO14001 certification in 1998. GC believes that
a booth at a dental show is the best way of provid-
ing information to people both inside and outside
the company. In 1997, GC introduced an eco-friendly
“zero-waste booth” designed by Shigeru BAN, re-
cipient of the Pritzker Architecture Prize, considered
as Nobel Prize of architecture. Since then, GC’s con-
tinuing eco-friendly efforts have impressed many
people in dentistry.

Signing of the agreement to establish the “Toshio Nakao Chair”
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Challenge to the Deming Application Prize

Reinforcement of GOM activities
In July 1999, Managing Director Norio HATA stated:

In response to his
statement, many Associates agreed to take on a chal-
lenge to the Deming Application Prize in 2000, the 50
year of its establishment. At that time, the introduction
of ERP went smoothly and GC's company policies for
FY2000 were formulated after a careful consideration
of what GC should become in the 215 century.

President Makoto NAKAO resolutely said:

As
a corporate leader, President NAKAO demanded that
each member of GC's management team should es-
tablish his own way of thinking and approach to real-
ize independence and self-discipline as an executive.
President NAKAO also decided to reflect the results
of the diagnosis in the formulation of FY 2006 mid-
term Management Plan, which would be vital for the
long-term success of GC.

Description of TOM practices

120

Seven Characteristics of GOM

As a core of preparation for the diagnosis of the
Deming Application Prize, the following seven key
characteristics of GQM were summarized in order to
align the company-wide goal:

1. Promote vision management with GQM as the
core management approach.

2. Deploy global strategies based on the concept
of “"reducing production costs through locating
production facilities at the best place globally for
procuring raw materials.”

3. Implement product strategies to make “the No. 1
dental product in the world” possible and enter
into new product categories.

4. Realize a production capability to achieve
"quality” that satisfies customers’ needs.

5. Deploy sales strategies by clearly defining
the separate roles of a “manufacturer,” a
"distributor,” and a “user.”

6. Improve the quality of work through digital man-
agement utilizing IT (information technologies).

7. Fully disseminate the "GC Associate” understand-
ing that "a company’s success depends on the
quality of its employees.”

Those characteristics were presented to Associates as
the core of GC's management system, and accelerat-
ed the establishment of an organic structure of man-
agement, function and department.
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What GC learned from the Deming Applica-
tion Prize Examination

GC received the two-day on-site examination for
Deming Application Prize in extreme tension. “Who is
an end user for GC?" and “If GC believes that GQM is
really useful, does GC have any plan to spread GQM
in/throughout GC group, dental industry and dentist-
ry?,” were two questions that remained strong in Pres-
ident Makoto NAKAQO's thoughts. As concrete answers
to them, President NAKAO spread the Deming Prize
Challenge within the GC group, formulated the "Vision
for Future Dental Material /Equipment Businesses”
through concerted and united efforts of dental clini-
cian, academia and industry/Japan Dental Association
(JDA), Japanese Association for Dental Science (JADS)
and Japan Dental Trade Association (JDTA) in 2007.
In addition, he opened Kamulier, a showroom and
concept shop to raise people’s awareness and under-
standing about the importance of “good oral health,”
in 2013 and launched "“Oral Health for Aging Popula-
tion Partnership” with FDI in 2015. The definition of
important terms was standardized within GC group
as follows: End User = Patient (People), Customer =
Dentist, Dental Technician and Dental Hygienist, and
Partner = Distributor, Dealer and Supplier.

Letter to notify winning Deming Application Prize
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GC's 80t Anniversary

80t Anniversary Ceremony

Under the mottos of GC's 80" anniversary project:
“Celebrating our 80" anniversary thanks to your sup-
port” and “Serving Dentistry Worldwide,” the revised
management principles and corporate slogan with
changes in line with the times were established and
officially announced at the anniversary ceremony.

The revised management principles were the following:

1. To contribute to global society through the
improvement of oral health.

2. To improve corporate quality and meet customers,
trust and expectations.

3. To create a team of GC Associates full of energy
and respect.

Ten years after GC revised its management principles
on the occasion of the 70" anniversary, the company
again fine-tuned the wording from these perspectives:

1. Change from "dental care” to “oral health” aiming
at an expansion of its business domain.

2. Change from “society” to “global society” aiming
to contribute to global society and environment.

3. Change from "quality-first policy” to “corporate
quality” aiming to improve the quality of all
activities group-wide.

The corporate slogan reads as follows:
Towards the realization of the “Century of Health.”

This was also updated from the previous one as a slo-
gan of new GQC activity: “Improve Corporate Quality.”
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80" anniversary ceremony Century of Health
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Global Promotion of the 80*

Anniversary Event

An organization’s capability to plan and organize a
special program dedicated to customers depends on
how much its local network has been enhanced. It also
reflects the attractiveness quotient of GC to customers.

To understand customer’s view of GC on the occasion
of the 80" anniversary, President Makoto NAKAO re-
quested GC in Japan as well as overseas operations
in the US, Europe and Asia to organize a symposium
commemorating the 80% anniversary. Each operation
came up with their plan after great effort and struggle.
In Japan, the international symposium commemorat-
ing the 80 anniversary of GC and 45" anniversary of
the GC Membership Society was held during the
70t General Session and Exhibition of the IADR (In-
ternational Association for Dental Research). As for
overseas operations, symposiums commemorating
the 80* anniversary were held by collaborating with
leading dental organizations and during the 3¢ sym-
posium on adhesive dentistry in Germany, AADR
(American Association for Dental Research) in the
US and FDI Annual Dental Congress in Malaysia. GC
received a lot of positive feedback on those events.
However, there was room for improvement in each re-
gion and cost-effectiveness should be fully analyzed.
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80" anniversary event in Chicago
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Just before the FDI Malaysia in 2001, the September
11 attacks happened in the US and escalated tensions
worldwide. As a result many people refrained from
traveling and the American Dental Association (ADA)
delegates decided to cancel participation in the con-
gress. It created an opportunity for GC to learn how
difficult it would be to plan and organize an interna-

tional symposium.

Another project commemorating the 80% anniversary
was the expansion of the logistics center in Europe
and the US, with the aim of optimizing supply chain
efficiency by installing an ERP (Enterprise Resource
Planning) system to cope with increased amount of
supply in the future. In the US, GCA's logistics center
was relocated two kilometers away from the head of-
fice with warehouse floor space of 3,000 square me-
ters. In Europe, a new logistics center building was
constructed with total floor space of 2,211 square
meters, as the first building in an empty lot on the
south side of GCE premises.
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80t anniversary event in Berlin 80" anniversary event in Kuala Lumpur
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Start of 10 Billion Yen Investment Plan
for Renewal Construction

The relocated and newly constructed Osaka sales
branch made a big appeal to the Japanese dental
industry. It convinced GC that a building could bring
positive energy to a company and allow the com-
pany to convey a powerful message to the outside.
This new sales branch building was designed by
the architect Shigeru BAN, who also designed GC's
booths earlier at dental shows in Japan. At the stage
of quotation for construction cost, major construction
companies started a fierce competition to receive an
order from GC, illustrating BAN's strong influence as
a leading architect. It taught GC a good lesson: "It is
not too expensive to select a famous architect to de-
sign a building, considering the huge benefits against
cost.” Upon construction of the new Nagoya sales
office building also designed by Shigeru BAN, GC
announced the completion of the “modernization”
construction project over the past 45 years since the
opening of the R&D Center in Itabashi, Tokyo, in 1959.

At the same time from a risk management perspec-
tive, GC completed the anti-seismic reinforcement of
Fuji Oyama factory, as was inevitable for a company in
Japan with frequent earthquakes. For the office in Ita-
bashi, GC decided to rebuild it as a totally new build-
ing rather than a partial reinforcement construction.

Osaka branch

126

This led to the launch of the “10 billion yen invest-
ment plan” serving as a core part of the 90" anniver-
sary project. GC decided to designate an architect in
competition style. Although GC felt a sense of grati-
tude to the architect firm and construction company
that had worked with GC in the past, the company
was determined to pursue “power for the new era.”

The new GC R&D Center construction project started
in November 2005. After three construction phases
until the completion in August 2012, and at the same
time, by also moving forward with the construction of
GC's Corporate Center in Hongo, Tokyo, a totally new
iconic workplace was finally implemented.

While working on this construction project, GC re-
ceived a lot of encouraging and valuable suggestions
from key opinion leaders. Professor Sen NAKAHARA,
chairman of the Regent Board of the Nippon Dental
University, said:

Dr. Masao
YAMAZAKI stated:

Dr. Toru MATSUO
uttered:

Nagoya branch
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R&D Center in Itabashi, Tokyo
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Ideas Lead to Further Expansion

Based on those ideas, the 3™ phase of construction of
the R&D Center was postponed to allow the construc-
tion of the Corporate Center in Hongo. During that
time the Tokyo Sales Branch was relocated to ltabashi,
in a move to drastically eliminate unnecessary belong-
ings in the office. The design concept of the Corpo-
rate Center in Hongo was profoundly influenced by
the favorable opinions from visitors to the R&D Cen-
ter on its “Communication Loop” concept, as well as
the great success of the GC Europe Campus. The GC
Europe Campus was established in 2008 based on
the idea of Henri LENN, then president of GCE and
his sales team, that a training center should have a
significant impact on corporate value. Next, GCE also
opened the new administration building in 2013, in
order to consolidate administration-related offices lo-
cated in separate buildings. Both GCE Campus and
the new administration building were designed based
on the “Communication Loop” concept and with an
“open-office” floor plan, enjoying great popularity
among customers who visited GCE for product trainings.

GC Corporate Center
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For the construction of the GC Corporate Center
(GCCCQ) in Hongo, GC designated Yoshio TANIGUCHI,
one of Japan's most respected architects, who de-
signed MoMA (Museum of Modern Art) in New York
and the Gallery of Horya-ji Treasures in Tokyo National
Museum, in consideration that GCCC would become
a symbol of the GC group. In addition, the world-fa-
mous architect Kengo KUMA designed the Prostho
Research Center, which was constructed as part of the
50* anniversary project of GC Dental Products Corp.
in 2010.

As described above, Japan’s leading architects partic-
ipated in GC's new building construction project. All
the buildings demonstrate the distinguished artistic
expression of those architects, as well as strongly em-
bodying the spirit and values of the GC group.
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Makoto NAKAO Becomes Chairman of the
Japan Dental Trade Association (JDTA)

President Makoto NAKAO became chairman of the
JDTA, as the 3 president he assume the position as
his grandfather and father. When he was installed, a
new organizational structure with three vice chairmen
was introduced at the JDTA, with the intention to sup-
port the decision taking action of the new chairman.
Michizo YAMANAKA (president and CEO of Yoshida
Dental Mfg. Co., Ltd.), Haruo MORITA (president and
CEO of J. Morita Corporation) and Masami TANIYAMA
(president of the Japan Dealers Association) were in-
stalled as vice chairmen, with a view to the coming
10 years in dental industry. YAMANAKA |ater became
the chairman of the JDTA after President NAKAQO and
MORITA also followed after YAMANAKA.

Immediately after the installment, Dr. Soichiro IWAO,
former director-general at the Ministry of Health,
Labor and Welfare of Japan, asked a leading ques-
tion:

President NAKAO as the JDTA chairman
immediately countered his argument and launched

Makoto NAKAO becomes president of JDTA
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a project to compile the “Vision for Future Dental
Material/Equipment/Technology Businesses,” in col-
laboration with the Japan Dental Materials Manu-
facturers Association and the Japan Dental Machine
Manufacturers Association.

In March 2006, the draft vision was presented to the di-
rector and his team of the economic affairs division of
the Health Policy Bureau, Ministry of Health, Labor and
Welfare. Director Kazuo FUTAGAWA asked President
NAKAQ if the draft vision had been prepared by hear-
ing opinions from the Japan Dental Association (JDA)
and the Japanese Association for Dental Science. This
suggestion was unexpected for President NAKAO, as
collaboration between industry and academia was not
so active in dentistry at that time. However, he prompt-
ly met Dr. Mitsuo OKUBO, then president of the JDA,
to convey a congratulatory message on his installment
and took the opportunity to consult on the topic of
dentistry’s vision. President OKUBO said:

President NAKAO immediately consulted President
ETO and his answer was quite positive, agreeing on
the importance of the vision in dentistry.

BSOSO —0v ~ < HMBERWNZE

Cover page of "Vision”
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Three presidents’ meeting by Japan Dental News Press
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Learning for the Future

As a result of those discussions, President NAKAO
was invited as a representative of the JDTA to the
JDA's executive camp in Shonan and presented the
vision draft to executives from both the JDA and
JADS. Both President OKUBO and President ETO
were “visionaries,” who understand the importance
of managing the various problems in dentistry with
united efforts under the motto “No vision, no future.”
The idea “collaboration among clinicians, academia
and industry,” became common and was frequently
mentioned among those involved. As expected, there
were a lot of opinions within the JDTA, arguing it
would not be possible to be aligned with the JDA and
JADS. Even amid those negative opinions, President
NAKAO continued to focus efforts, strongly believing:

Those efforts bore fruit and the "Vision for Future
Dental Material /Equipment/Technology Businesses”
was finally completed in October 2007. In the follow-
ing year, 11 items related to dentistry were included
for the first time in the “New Medical Device and
Medical Technology Industry Vision” announced by
the Ministry of Health, Labor and Welfare.

The next big challenge was a materialization of the
vision. A task force was formed on home-visit dental
care, including key members such as Professor Keiichi
SASAKI of Tohoku University, JDTA, JDA and JADS. It
led to the launch of “Dentapac Kokoro,” a set of por-
table dental equipment and materials for home-visit
dental care.
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President NAKAO served as the chairman of JDTA for
three terms. When he eventually retired on the advice
of his wife Makiko, on health grounds, DOYUKAI, the
association of dental corporate executives, made a
proposal to him in 2010 to start a business with a new
distributor: a mail-order company. GC, with its mission
to “purify dental industry,”
cope with purification of distribution under its autho-

1

started the challenge to

rized dealer and dealer system, on agreement by the
JDTA and member organizations as well as authoriza-
tion from the Japan Fair Trade Commission.

Most fortunately, during his six-year period as the
chairman of the JDTA, President NAKAO had the priv-
ilege of working with two excellent leaders: President
OKUBO and President ETO, and successfully changed
the view on dentistry of the Ministry of Health, Labor
and Welfare to a positive one. Former GC Associates
also assumed the key position at the JDTA and mem-
ber and cooperating organizations, allowing various
support to GC. Furthermore, YAMANAKA assumed
the chairman’s position after President NAKAO, posi-
tively following the path taken by Makoto NAKAO. He
worked further for materialization of dentistry’s vision.

Government paper
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Dentapac Kokoro
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The Fourth Generation of the NAKAO
Family Joines the Company

President Makoto NAKAO became 55 years old and
celebrated the 20th anniversary of his presidency in
2002. Meanwhile, he felt people’s voiceless question
more frequently: “Who will be a successor?” He un-
dertook this topic by clearly mentioning it as his own
mission and at the same time launched the NAKAO
School, with the aim of cultivating future GC exec-
utives. He also put energy and effort into finding a
successor. As a result of his efforts, he finally and for-
tunately met Dr. Kiyotaka KANO, who later married
into the NAKAQO family.

The key person who introduced Dr. Kiyotaka KANO
to President NAKAO was Dr. Soichiro IWAO, former
director-general of the Health Policy Bureau, Ministry
of Health, Labor and Welfare. The NAKAO family met
Dr. Kiyotaka KANO in January 2005 for the first time.
Makoto’s daughter Ayako and Kiyotaka became en-
gaged in October of that year, and were married on
February 11 2006, followed by an official announce-
ment to GC Associates at the occasion of the 85%
Anniversary ceremony. Kiyotaka NAKAO joined GC as
from April 1, 2006. Fortunately and surprisingly, things
went smoothly.
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With such a big and quick change for Kiyotaka
NAKAO, he needed to manage the handover of his
former work to his family in parallel. For the first year
he came to work at GC on an occasional basis. He
started a fully-fledged training from his second year
in 2007. By reflecting President Makoto NAKAQO's
own experience, a two-year training plan was formu-
lated covering on-site programs at each department
as well as overseas operations.

Kiyotaka was born as the first son of the KANO fam-
ily in Takasaki City. Both his father and mother were
dentists who graduated from Tokyo Medical and
Dental University and ran the KANO family’s second-
generation dental clinic. Just after Kiyotaka had start-
ed his career as head of the KANO dental clinic as
a promising successor, he made a big move to the
new direction of life. With strong determination and
self-responsibility to “choose for himself his direction
of life and do what he chose to do,” Kiyotaka NAKAO
continued his utmost persistent efforts as the only way
to realize what he wished to achieve — to contribute
to better dentistry around the world through GC and
with his background as a dentist.

There is also a story about an unexpected link be-
tween the KANO and NAKAO families from an earlier
age. Kiyotaka's grandfather, Dr. Motoshige KANO,
visited GC’s old office in Itabashi. In the picture taken
on that occasion, he appeared with Ayako's grandfa-
ther, Toshio NAKAO - a curious coincidence.
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Promote Activities Closer to Overseas Markets

With advancements in dental technologies, new tech-
nologies were actively introduced for new product
development at GC. As a manufacturer, GC had to
tackle the next strategy to collaborate with other
companies. Its conventional policy to research, de-
velop and manufacture everything within its facilities
would not work to fill the gap in the required speed
and cost and it became inevitable to ally with other
companies that had expertise in each specialized
area. GC's concrete tactics was to form a strategic al-
liance and promote M&A in the area of what we call
in Japanese dentistry “new three sacred treasures in
dental clinics:” digital x-ray, implantology and CAD/
CAM. With the aim of establishing a workflow solu-
tion that ranged from CAD/CAM to implants, the
GC Milling Center global deployment concept was
launched and shared group-wide. The company suc-
cessfully completed the GC Europe Milling Center in
2008 by installing one of the most advanced milling
machines, which represented the competitiveness of
Japanese industry. The Milling Center service network
was established, allowing milling services from three
bases worldwide: Europe, US and Japan.
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GM-1000
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As for its regional activity, GC took the following pol-
icies at that time. The company enhanced its sales
operation in East Europe, established a base in South
America and concentrated efforts in India to make it
grow further as a business unit. When choosing strat-
egies and tactics to achieve those policies, the com-
pany always took a challenging option purposely. Al-
though such an option looked the most difficult in the
beginning and took longer to realize, the company
firmly believed it would allow GC to be rooted deeper
in each region.

The improvement of the overseas production ratio
was another challenging task, but GC completed the
transplant of full production for dental stone products
from Fuji Oyama factory to GC America in 2010. This
project was initiated to cope with a problem in raw
material procurement in Japan. It was an extremely
big challenge for all people concerned, as GC aimed
to establish all the processes covering raw material
procurement and production at GC America starting
from zero. As of 2015, 70 percent of dental stone pro-
duction is covered by GC America and 30 percent by
GC Europe to allow supply to GC group-wide.
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6. Prevailing in the Global Market: Becoming the World’s Best Dental
Company 2011-2016

The GC Corporation has firmly established itself on the global market over the last few years. Through its Vision
2021 strategy, GC is striving to make an important contribution to the “Century of Health,” as GC calls it, and to
become the world's leading dental company. In this regard, GC is seeking to adapt itself to an increasingly aging
society, which GC believes harbors extensive potential for the future of the dental business. GC views innovation
and research as the keys to success. The dental material manufacturer also continues to operate in accordance with
its longstanding values in order to ensure it can achieve new milestones in the dental industry in the future as well.

GC International AG was established in Lucerne, Switzerland, as the central organization for managing GC's global
expansion into Europe, America, and Asia. The company is responsible for managing the global business of the
multinational group. Its establishment was accompanied by a new generation at the top of the GC Corporation,
as GC's longstanding President, Makoto NAKAO, passed his position on to his son-in-law Kiyotaka NAKAO.
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6. Prevailing in the Global Market: Becoming the World's Best Dental Company 2011-2016

90* Anniversary Projects Completed

In order to achieve sustainable global success, top
management of a company needs to always improve
its system to maximize the performance of each
business function. The fundamental components of
a company are the same: “people, system and cul-
ture.” These components determine the character-
istics of 60 million companies in the world. GC had a
plan of building facilities to create mental resonance
among GC Associates and breathe life into it. This
concept was named “Communication Loop.” With
the completion of GC Corporate Center in Janu-
ary 2011, the 10 billion yen investment plan for the
realization of the communication loop in R&D and
the Information Distribution Base, Sales and Head
Office, was finally completed. Now that the facilities
for the three major functions, research and devel-
opment, manufacturing and sales, were completed,
GC needed to make a shift to a system to acceler-
ate more organic linkage. This was what President
Makoto NAKAO intended to convey to GC Associ-
ates and dentistry at the 90" anniversary.

Sometimes, natural forces cause massive and unex-
pected disasters. The Great East Japan earthquake,
one of the world’s largest earthquakes, hit the north-
ern part of Japan on March 11, 2011. On that very day,
GC planned to hold the official opening party of the
GC Corporate Center (GCCC). The severe devastation
caused by the terrible gigantic disaster was repeat-
edly reported on the large TV screen. An emergency
task force was immediately formed at the celebration
party venue under the leadership of the Japan Dental
Association (JDA) executives. The venue for celebrat-
ing the culmination of what President NAKAO had
been aiming for all those years turned into a venue to
receive shocking and disastrous reports on the devas-
tated area every minute. President NAKAO learned
that no one can escape the vicissitudes and uncer-
tainties of life. With a shade of the anxiety about the
unforeseeable impact of the massive disaster on GC's
future business activities, NAKAO remained at the par-
ty venue with many guests who could not return home
far into the night. Tuomas LOKKI, senior vice president
of Planmeca Oy, stayed at the party venue with Presi-
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dent NAKAO until its closing. The fear and anxiety in
him and his far-away family is easily imagined.

On the next day, March 12, President Makoto NAKAO
faced and tackled a series of daunting tasks. He prom-
ised full support to the JDA emergency task force as
JDTA chairman, offered emergency relief supplies, set
up GC's task force for supporting the affected area
and took action to secure a production and logistics
system with an insufficient power supply, etc. Unfortu-
nately, the man-made nuclear power plant accidents
after the earthquake caused serious anxiety among
GC's overseas customers. Soon after the earthquake,
President NAKAQO participated in the IADR General
Session & Exhibition in San Diego, US (March 16-19)
and IDS in Cologne, Germany (March 22-26), and he
received many questions and kind donation offers
from participants.

President Makoto NAKAO learned the importance
of taking whatever concrete action one deems nec-
essary and appropriate from those tough, but valu-
able experiences.

The big earthquake at GCCC's unveiling ceremony, 2011
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Monument to the disaster at GCCC

Tsunami occurred after the earthquake
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Actions Towards the Realization of the
100t Anniversary: Establishment of
GC International AG

After successfully celebrating the 90t anniversary in
2011, Makoto NAKAO decided to pass the baton on
to the new generation, “Make a shift to the next gen-
eration” in 2013, which marked the 30" anniversary
of his presidency and his 65" birthday. He was also
convinced that the most effective way to maximize

u

his vitality was to support GC group’s “globalization.”

Aiming to turn this conviction into a reality, Presi-

" ou

dent NAKAO chose to “express in writing,” “put into
words” and “put into practice” as the three cardinal

rules, and started an action in autumn 2011.

For the realization of the “shift to the new genera-
tion,” President NAKAO carried out the first steps:
“write” and “announce” by explaining his plan at
the GC Board Member Camp, the meeting to an-
nounce FY Company Policies, in the document called
Explanation of FY Company Policies and at the GC
Shareholders’ Meeting, etc. He then “put an idea into
practice” and became chairman of GC Corporation
on October 1, 2013.

In terms of the globalization, based on the understand-
ing that Keio University Professor Emeritus Mitsuyo

GCIAG Office
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HANADA' theory on multi nationalization of enterpris-
es perfectly suits GC's business model, GC decided
to shift its overseas business management function
physically to overseas. This business model was ini-
tially conceived in the 1990s, when GC promoted a
shift overseas to locally-incorporated companies from
branch offices. As a concrete action towards its 100
anniversary, GC reached the time to “put an idea into
practice.” Fortunately for the company, its great advan-
tages in human network enabled a smooth collabora-
tion with Swiss foreign business development support
offices. After finally choosing Lucerne in Switzerland as
a place to establish a multinational support company
in June 2012, GC steadily carried out all the necessary
steps: completed company registration in February
2013, opened a tentative office as from April 1, 2013
and finally started a fully-fledged operation of GC In-
ternational AG (GCIAG) in September 2013.

The fact that Makoto NAKAO has moved from the
Land of the Rising Sun to the banks of Lake Lucerne
underlines how important international coordination
is to the company.

The GC Associates who work for GC International AG
in Lucerne have a marvelous view of Mount Pilatus.
Like Mt. Fuji, Mount Pilatus is a famous landmark with
its own unique character.
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Invitation card to the inauguration ceremony of GC International AG
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Actions towards the Realization of the 100
Anniversary — Promote GQM 2021

More than 10 years had passed since GC had re-
ceived the Japan Quality Medal (renamed Deming
Grand Prize in 2012). With an increasing number of
Associates, who had not experienced the challenges
to the Deming Prize and were not deeply involved
in GQM, GC launched an activity to enhance vertical
and horizontal collaboration within the organization
by appointing a GOM Promoter to each office, in or-
der to secure a link between GQM and daily work as
well as an enhancement of GC Associate’s capability
for improvement.

Considering that the true value of GQM could be fully
appreciated in each and every Associate's capability
for improvement at Genba (on-site), global KI (Kaizen
Innovation) Presentation Meetings were planned with
the aim of vitalizing the Kl activity at every department
of GC group-wide. At the same time, GC started re-
viewing standardized operational systems and proce-
dures by function in accordance with the establish-
ment of GCIAG. GC also promoted the utilization of
younger Associates. However, in the process of those
approaches, GC found a gap between what GC in-
tended to be and its current status, raising a need to
tackle another challenge with a sense of crisis.
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GC is making persistent day-to-day efforts to pro-
mote GQM, calling this group-wide activity since 2013
“GQM 2021.” Through “GQM 2021," GC aims to pro-
mote the utilization of “QC viewpoints and approach-
es” for any occasion in the workplace and encourage
mutual enlightenment among each GC Associate.

Yumetagai Kwannon at GCIAG in Lucerne
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GC International AG overlooking Mount Pilatus
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Communication Loop

The "Communication Loop” is GC's key to implement-
ing the Vision 2021 strategy. It is based on the con-
viction that along with the development of innovative
products, the most important strategic aspect involves
the improvement of the skills of each GC Associate.

The communication loop concept is even used in the
Research and Development department, where GC

has made extensive changes. The concept can be seen
at work in the development of these three principles:

R&D Center
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1. The renowned Rutherford Appleton Laboratory
in the UK has already produced 12 Nobel Prize
Laureates and is famous for its direct communica-
tion policies. Scientists are allowed to extensively
exchange ideas at any time in the laboratory.

2. Conversation is considered a source of inspiration
for Associates, and it channels energy, which con-
tributes to a positive work environment.

3. A creative space is needed in order to counteract
the fact that people generally understand only
one-sixth of what they hear.

GC therefore aimed to achieve two goals with the
communication loop: First, to intensify cooperation
among GC Associates, and secondly, to accelerate
the creation and distribution of information.

O =

-\



AZaz=—>avi—7

M2z —y3vI)b—7 & Wision 2021 ERADRER D, 1 /RNAT 1+ TREFOFEHKIF. *FLELTR
BEMRTHED. ZORRBICEFBHLE—AVEDDRFILALNIBREER S,

BE, RRZRFEATHROEEZED TELMERBEMFICENWT, 2D TAZ2=27—23vIL—7) OBRHIE
HAEnTtws, cnsS320BRBRODEED,

1. /= RIFEEZI1I2AEELTWEBRAIFIROBEBIYIA4—R - Py )by - SR MNI—TTIF, 1L 7
RIZ2zZ5—yavRUy—%2RELTWS, RIZELER. SRATERIKTZAT7RBEET %,

2. AT 22—y avid, FITEKARDAIVRAEL—Y 3 YDRRTHD . RIT A TRIFXILF—DImEICK
ST, RIT a4 TBRHBBREEEHET,

3.EE, S22 —>Ya3vDRIFTFE. TORBO67D1 UNEBREET, AEEEINEREF Y 7OREEES,

V—y—@F "T322z=7—ya3v)I—7; KEWT, BHXDOHHEDORIERBERDOEIHE EEEDIHE &W52D
DERBRZRE L o

CT NN =N

Z =3 NN g

Ernest RUTHERFORD

147



Accepting Corporate Social Responsibility

Corporate social responsibility (CSR) was not yet an
issue in Japan in the mid-20* century. However, over
time, more and more companies began engaging in
non-business activities in order to draw attention to
themselves and gain a favorable reputation among the
public. Today, many companies contribute to the bet-
terment of society by initiating social projects and sup-
porting them financially or through material donations.

GC assumes social responsibility by promoting in-
terest in the dental industry among young people
and sharing its knowledge with such individuals. For
example, the Corporate Center and the Fuji-Oyama
factory conduct tours for students that offer an in-
sight into GC’s advanced technologies and the high
quality of the company’s products. In this manner,
GC supports the transfer of dentistry knowledge to

coming generations.

GC Europe employs people with disability in various
departments, including in the logistics center and in
repackaging. With the employment of people with
disability, GC also assumes social responsibility and
supports equal employment opportunities in society.
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Lectures for elementary and junior high school students
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In March 2011, Japan was devastated by the massive
Tohoku earthquake that was followed by an extreme-
ly destructive tsunami. More than 18,000 people died
and another 6,000 were injured. In addition, more
than a million homes were either damaged, partially
collapsed, or completely destroyed. Offers of assis-
tance then poured in from around the world within
just a short period of time. The Japan Dental Trade
Association (JDTA) set up a special bank account for
donations to help with the extensive reconstruction
of infrastructure that had been destroyed, in partic-
ular dental industry infrastructure. GC Europe, GC
America, and GC Asia created the “Restore Japan”
project to provide extensive assistance. In addition,
the companies launched various campaigns to collect
donations for Japan, including a campaign that in-
volved the sale of special T-shirts and dolls. However,
the companies also collected donations by transfer-
ring up to 10 percent of the sales price of selected GC
products to the JDTA relief account between Septem-
ber 2011 and March 2012.
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Restore Japan Check to JDA after Tohoku earthquake Restore Japan T-Shirt
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GQM Activities

Deming Prize for Individuals

In 2012, Makoto NAKAO had the great honor of re-
ceiving the Deming Prize for Individuals. He was given
the award in recognition of his many years of work and
exceptional dedication in developing and promoting
GQM (GC's TQM) as the centerpiece of GC's man-
agement system (see Chapter 4, p. 108). The Deming
Prize was still a far-off goal for Makoto NAKAO at the
end of the 1990s, he was finally able to bring about this
great achievement for GC as president of the company
with the help of the hard-working GC Associates.

GCE's Challenge in Business Excellence

with EFQM

The success achieved through the efforts of GC Eu-
rope Associates became apparent in 2006, when GCE
became the first European dental product manufac-
turer to receive the seal of excellence in business
from the European Foundation for Quality Manage-
ment (EFQM). The GC subsidiary was given an award
certificate with the title “Committed to Excellence.”
GCE had thus successfully taken the first step on
the path to the European Quality Award. Two years
later, in December 2008, the continued outstanding
performance of GC Europe was once again honored
by the Brussels-based world-renowned European
Foundation for Quality Management. This time, GC
Europe Head office in Belgium was “Recognized for
Excellence” and moved yet another step closer to the
European Quality Award. GC Europe had also once
again demonstrated that it was seeking to do more
than offer dentists and dental technicians practical
and forward-looking products. The company was spe-
cifically looking to move up to the level of the most
successful and respected European companies in its
sector — as defined by the EFQM. Indeed, achieving
business excellence has been the stated goal of GC's
European subsidiary for many years now. During this
time, the business excellence activities were expand-
ed to GCE branches. In 2011, GCE was awarded its
third quality certificate, with the title “Recognized for
Excellence 5 Stars.” This time the scope covered all
GCE territories, hence head office as well as branches.
Then, in 2013, GCE was named a finalist in the compe-
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tition for the prestigious European Excellence Award,
which was the new name for the European Quality
Award. Finally GCE meets the challenge of the presti-
gious European Excellence Award in 2016.

These recognitions were given based on the efforts
GCE made towards quality. Since 2005, with the in-
troduction of the EFQM membership, GCE steadily
concentrated on expanding its GOM and Business
Excellence activities. It started with the completion
of the first self-assessment, and continued with visu-
al factory management, introduction of 5S, and best
practice activities in production, logistics and sales.
In the following years, upon completing further self-
assessments were completed, GCE realized the ex-
tension of Kaizen Innovation activities, improvement
and redesign projects on critical processes, customer
survey, Associates survey, deployment of policy man-
agement, project improvement in investment prod-
uct quality/logistics and achievement of QA certified
section. Furthermore, education on GQM activity as
well as the unique "GC No Kokoro” training were
provided in GCE head office and branches. Togeth-
er with central indications from GC Corporation, the
assessments reports and auditors, feedback provided
the basis for these improvement activities within GCE.

In addition to GCE's journey to excellence recognized
by EFQM, GCE branches also kept demonstrating
high quality work and excellence locally. These efforts
were recognized by various institutes and committees,
including Krakdent (Poland) highest quality medal in
2005, 2006, 2008, and 2011, and CEDE (Poland) Grand
Prix in 2006, 2007, 2008 and 2009.
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6. Prevailing in the Global Market: Becoming the World's Best Dental C

Furthermore, GCE received the Trends Gazellen
Award from the province of Vlaams-Brabant (Belgium)
for being one of the fastest growing companies in
the region in 2004, 2008, and 2010. In 2011, GC Spain
received the excellence award for the best product
2011 for Gradia. The award was given by the Madrid
Association of Dental Technicians. In 2012, GC was
announced as a winner in the category “Dental Ma-
terials” and was awarded the Top of Pragodent 2012
Prize (Czech Republic). In the same year, GC Europe
received the "year’s most significant contribution to
oral health award” from the UAE International Dental
Conference & Arab Dental Exhibition — AEEDC Dubai
2012. In February 2012, GCE received the Dun &
Bradstreet rating certificate, "Rating 1" (the highest
creditworthiness class with minimal risk of failure).

Receipt of EFQM finalist certificate
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ompany 2011-2016

GCE was among the top 16 percent of all compa-
nies in Belgium (including all sizes and sectors), that
obtained this rating level. This reflects GC Europe’s
strong financial management, economic stability and
business reliability.

With its Vision “To become a benchmark company in
Europe,” GCE continues efforts to deliver solid busi-
ness performance, aiming to realize Vision 2021 of GC
group as well as to increase GC's visibility in Europe.
At the same time, through the challenge to the EFQM
European Excellence Award in 2016, GCE’s persistent
day-to-day efforts are expected to achieve another
significant milestone.
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Aerial view of GC Europe in Leuven, 2013
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GC America receives the Deming Prize

GC America attracted even more attention in 2014,
when it won the prestigious Deming Prize — and did
so 14 years after its parent company, GC Corporation,
had been honored with the same award. The Deming
Prize recognizes both individuals and companies for
extraordinary contributions in the field of Total Qual-
ity Management (TQM). GCA had worked extremely
hard to meet the requirements for the award. Before
entering into the challenge for the Deming Prize,
GCA developed a plan for improving its quality man-
agement. GCA executive members had an initial dis-
cussion with Dr. Noriaki KANO, a well-known quality
management authority, as early as 2005. After receiv-
ing “TQM Diagnosis” in 2007, GCA redoubled efforts
in order to elevate the company to the highest level of
quality. Based on the TQM diagnosis, GCA started to
“brush up” its activities. This was carried out in various
aspects, such as:

1. Increase communication — establishment of GC
Nakama way and Town Hall meeting.

2. Increase departmental mid-term Plan perspectives
through GQM action plan for three years.

3. Clarify responsibilities by developing Departmental
Job Description and Control Measure List.

4. Establish new document management system
by reviewing document hierarchy.

5. Clarify improvement points by introducing Kl
activity evaluation system.

Dr. Noriaki KANO guiding GCA
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That was the period of strategic expansion prepara-
tion: Sales gap analysis from the past was carried out,
in conjunction with gap analysis towards the future (vs.
Vision 2021). Cross Functional Management (CFM) was
introduced, and the business strategies were deployed
to each function. Additionally, the strategic documents
such as the five-year mid-term plan and the GQM
three-year action plan were updated. Following all
these concentrated efforts. GCA was eventually ready
to face the Deming Prize challenge. With a big and
bright smile, then President Yutaka SUZUKI received
the prestigious Deming Prize at the Award Ceremony
in November 2014 on behalf of GCA Associates.

Scott BRADSHAW, vice president of sales and mar-
keting of GC America, said the following after GCA
won the Deming Prize in 2014:

Similar to its parent and sister companies, GCA has
also utilized the valuable feedback report to carry out
further improvement activities.

Since then, with renewed determination, all of GCA
Associates started the next chapter to their challenge
to the Deming Grand Prize.
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GC America’s 2014 Deming Prize
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GC's Innovations in the Century of Health

GC Corporation has proclaimed the 21 century as
the “Century of Health.” Associated with this con-
cept are GC's goals to become the world's No. 1 den-
tal company and to actively promote the vitality and
well being of people around the world. GC also un-
derstands that dental care, which promotes both oral
and dental health, helps to improve quality of life. GC
contributes to the “Century of Health” by responding
to global trends such as the aging society and great-
er health consciousness. In this manner, the company
promotes the creation of a society that focuses on
health and longevity.

Back in 2006, Makoto NAKAO said in a speech on the
occasion of GC's 85" anniversary:

Prostho Research Center
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Prostho Research Center

In the summer of 2010, GC opened its Prostho Re-
search Center in Kasugai City, Japan. The remarkable
wooden building in which the center is housed was
constructed in honor of the 50 anniversary of the
establishment of GC Dental Products Corporation —
the prosthetic tooth manufacturer. The creation of the
Prostho Research Center was designed to promote
communication in the dental medicine sector and es-
tablish a location for innovative research that would
help meet the requirements of clinics and technicians.

Gigeiten is the goddess of the arts and technolo-
gies presiding over every kind of arts and artistic
skills. With its elegant figure attracting many people,
Gigeiten is sometimes called “Venus of the East.” The
goddess is enshrined at the Akishino-dera Temple in
Nara, Japan.

Believing that “Continuous pursuit of real goodness
and beauty with broader aesthetic sense should be
the basis for developing the best dental materials in
the world,” Kiyoshi NAKAO decided to place the stat-
ue of Gigeiten in the first factory building in Itabashi,
which was completed in 1967 as the second-phase

modernization construction project.

As of 2015, the statues of Gigeiten are located in both,
the GC R&D Center and the Prostho Research Center.

GC tooth in front of the Prostho Research Center
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Corporate Center and Kamulier

GC Corporation celebrated its 90" anniversary in 2011.
GC opened a new headquarters in Hongo, Tokyo: the
GC Corporate Center. Several floors in the center were
set up especially to provide expert information to GC
customers. The idea here was to create a platform for
a public exchange of dentistry information in order to
enhance the status of dental care.

The concept that “Communication Loop” is to be
used as a bridge between the customers and Asso-
ciates have realized. More than half of the floors are
used as spaces for customers. GC accepts 20,000
customers per year for seminars where they can feel
GC products.

GC Corporate Center, Simulation floor
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A new showroom and concept shop known as Kamulier
opened near the new GC Corporate Center in 2013.
The modern establishment, which offers cooking work-
shops, was initiated by GC. A support team concept
was also developed in order to teach people how to
chew properly and enjoy their food, as GC Corporation
believes both are very important for one’s health and
longevity. The GC Research & Development Center
was also opened at this time while GC's communica-
tion loop (see Chapter 5, p. 128), was being developed.
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Launch of Aging Population Task Force

The “super-aging society” was picked up as the major
theme of the "Vision for Future Dental Material / Equip-
ment/Technology Businesses” and considered by the
Japanese government as the biggest challenge in the
future. Under such circumstances, President Makoto
NAKAO's last task as the chairman of the JDTA was
to materialize dentistry’s vision on this specific topic.
In collaboration with the Japanese Association for
Dental Science and the Japan Prosthodontic Society
and under the leadership of Professor Keiichi SASAKI
of Tohoku University, a joint project with the JDTA was
launched. For each theme related to the super-aging
society, academia and industry built a close collab-
orative framework to jointly develop the targeted
product. Thanks to the intensive efforts by the new
JDTA chairman, Michizo YAMANAKA, installed after
President NAKAO, the project succeeded in receiv-
ing a subsidy from the Ministry of International Trade
and Industry. In March 2015, “"Dentapac Kokoro,” a
set of portable dental equipment and materials for
home-visit dental care, was finally presented at the
World Congress 2015 on dental care and oral health
for healthy longevity in an aging society.

GC group, understanding that the importance of
dental care will increase along with the coming su-
per-aging society, announced its official support of
FDI, which started to face the topics discussed at the
World Congress 2015 and summarized in the Tokyo
Declaration. A task force “Oral Health for an Aging
Population Partnership” was officially launched be-
tween FDIl and GC in August 2015. Both parties agreed
to hold a conference in Lucerne, Switzerland, in May
2016 and present the outcome of the meeting at the
2016 FDI Annual World Congress in Poznan, Poland.

As described above, GC extends consistent support
in generating awareness of the importance of dental
care around the world, and understands its responsi-
bility as a leading company in dentistry.
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World Congress in March, 2015

Announcement of FDI sponsored by GC
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6. Prevailing in the Global Market: Becoming the World's Best Dental Company 2011-2016

Leading Business Principles

GC views innovation as the key to growth and success.
Sustainable growth can be achieved only through con-
tinually alternating phases of innovation, develop-
ment, and improvement. No progress or innovation
is possible without research and knowledge trans-
fer — and this applies especially to the constantly
changing medical sector. One of the main reasons
why the dental material company founded in 1921
has been so successful has to do with its strong fo-
cus on research and development. However, the main
consideration here is not only the product but also
people and their need for health and security. The
customer will therefore remain the focus of dental
material manufacturing activities in the future as well.

GC's founder, Kiyoshi NAKAO, was well ahead of his
time, as he had already pointed out the great impor-
tance of values and business morality in a speech he
made on the occasion of the company’s 50* anniver-
sary in 1971: “We at GC Chemical (now GC Corpora-
tion) have a philosophy and a slogan. Business moral-
ity used to be the norm in all industries — there was
a commonly agreed standard for doing business and
all business people were aware of it. Today, however,
the top priority is to make money and there are nei-
ther norms nor morals any more. We live in a world in
which the sole purpose of a service is to make mon-
ey. There's no doubt that such behavior is wrong. So,
why is it that this wrong behavior is not being cor-
rected? The reason probably has to do with the fact
that people allow themselves to be led by their ani-
mal instincts rather than by their true human nature.
We therefore must try to adhere to human values and
norms when we do business. There is in fact a norm
known as the business ethic. Because | grew up in
a time when the word humanism was very much in
fashion, | am convinced that a company belongs to
its employees. | believe that a company should create
an environment in which a group of ‘Associates’ — or
workers — can continually act in accordance with their
rich human nature, while at the same time serving so-
ciety with their products. | am convinced that such an
attitude should be the norm — the business ethic — in

every manufacturing company.”
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The founders and chairmen of GC Corporation in-
troduced a broad range of new corporate concepts
and philosophies over the decades, including SEMUI,
Nakama, and the Corporate Vision, as well as My
Vision and Fueki Ryuko. The company has also tak-
en on social responsibility from the very beginning
through its work in social projects and on environmen-
tal issues, and with initiatives such as the workshops
at the Kamulier café. Additional concepts designed
to promote cooperation among GC Associates have
also been implemented within the company. For ex-
ample, innovations and quality-related efforts are
honored with internal awards. The company’s exten-
sive network of principles not only supports business
activities; it also enhances GC's public image.

In addition, GC Corporation wishes to utilize its varied
business principles in order to improve health and in-
crease life expectancy around the world in the future.
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Business principles of GC Corporation
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6. Prevailing in the Global Market: Becoming the World's Best Dental Company 2011-2016

Message for GC Associates

Kick-off Vision 2021 and Embark on

the New Era

On the occasion of the 90" anniversary in 2011, GC
proudly announced Vision 2021 towards the next
milestone: the 100" anniversary. Aiming to contribute
to better general health through oral hygiene and
realize a healthy long-living society as world citizens
face an the aging society, GC reiterated its determi-
nation to enhance its corporate structure and expand
activities world-wide to win recognition as the world’s
best company in both name and substance.

GC's former President Makoto NAKAO addresses the
GC Associates with following words: “At the same
time, a company always needs to improve its metab-
olism just like a human body, in order to realize sus-
tainable corporate activity. For this purpose, it is crucial
to accelerate a shift to the new generation as well as
to show its approach to ‘generating a change’ inside
and outside a company. Those ideas are based on the
learning from several experts who advocate 'Uncer-
tainty is permanent’,” ‘It is not the strongest species
that survive, nor the most intelligent. It is the one that
is most adaptable to change®,” and ‘Identify the future
that has already happened. Realize the Vision; in other
words, create the future themselves™.” By combining
the occasion to put what we leaned into practice with
GC'’s global business development strategy, a multi-
national support company, GC International AG, was
established in Switzerland.

In order to establish brand and product in the market,
activities fulfilling each local market needs should
be indispensable; in other words, we need ‘multi-
national’ business activity. Based on this idea, we
chose Switzerland as our base as it allows a better
mobility and accessibility in Europe and the US. At
the same time in autumn 2013, Kiyotaka NAKAO took
over as the 5% president of GC Corporation, and the
4t generation president of the NAKAO family.

Stand Up to the Changing Global Market
After moving our base to Switzerland, | strongly feel
that Europe is in the midst of various changes such as
coping with advanced technologies (shift from metal
restoration, etc.), developing capitalism (chain-style
business in dentistry), shift to new dental materials
and devices and accelerated digital dentistry. On the
other hand, a series of issues such as the Greece debt
crisis, the Ukraine crisis and the migrant crisis have
caused social unrest among European citizens, both
materially and mentally. The US also is in the midst of
rapid changes such as the growing chain-style busi-
ness of dental clinics, amalgam alternatives, and ac-
celerating integration in the dental supply chain, etc.,
although with less feeling of tension compared to
Europe. In emerging countries, cutting-edge technol-
ogies are being introduced rapidly just like the explo-
sive diffusion of cell phones.

| have been impressed by the manner in which each
country has quickly coped with those changes and
taken action to realize their strategy based on the
concept of ‘Strategy without implementation is the
slowest route to victory.’

*1: Jim COLLINS, “Built To Last: Successful Habits of Visionary Companies.”

*2: Charles R. DARWIN, “On the Origin of Species by Means of Natural Selection, or the Preservation of Favoured Races in the Struggle for Life.”

*3: Peter F. DRUCKER, “Management Challenges for the 21t Century.”
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6. Prevailing in the Global Market: Becoming the World's Best Dental Company 2011-2016

Core of Global Business Development

If we simply explain the ‘core’ of our business develop-
ment for taking on challenges in the global market, it
should be a thorough implementation of GOM (GC's
Quality Management), which has been promoted
through concerted and united efforts of GC group
since 1981. Currently it is required to challenge the
three major tasks;, ‘Change,” ‘Speed’ and ‘Centrifugal
Force and Centripetal Force.”

First, for taking actions to cope with changes, an action
taken by every GC Associate working on the front line
may have an impact on overall company-wide activity.
Therefore it should be a key to develop ‘Awareness,’
‘Capability to judge’ and 'Capability to take actions’
and every GC Associate. For this purpose it is import-
ant to confirm approach to his/her own work at first by
implementing ‘PDCA Cycle.” The next important point
is a continuous promotion of improvement activities,
which is considered a core of TOM. Accumulated ef-
forts in clarifying operational tasks, understanding the
gap with what we intend to become, always being
aware of problems, and solving them steadily one by
one through utilization of ‘QC Tools,” should serve as
a genuine driving force for a company.

Secondly, in order to ‘take actions in speedy manner,’
it will be indispensable to share a globally-common
‘operational system’ and accumulate improvements
continuously to realize a better ‘system.’

The third key topic is ‘Centrifugal Force and Centripe-
tal Force.” Accelerated globalization and M&A naturally
lead to increased centrifugal force away from the head
office. However, a company can maximize its strength
only when each and every Associate works together by
sharing the same direction. Therefore, it will be indis-
pensable for us in Switzerland to promote activities to
generate ‘Centripetal Force.” As a concrete measure,
we aim to disseminate understanding and practices of
‘GC No Kokoro” group-wide.

166

On the Occasion of the 95% Anniversary
Thanks to everyone’s support, GC will be able to cele-
brate the 95% anniversary on February 11, 2016. All GC
Associates hope to realize a healthy long-living society
for world citizens as a company supporting day-to-day
dental practices. GC is positioned far apart from the
other enterprises working for investors on Wall Street.
We are convinced that we will be able to celebrate the
next milestone 100" anniversary, and build a brighter
future, if each and every 2,700 GC Associates world-
wide can share GC’s mission to contribute to the im-
provement of global dental medicine and implement
'SEMUI" on a daily basis.

It is my great pleasure to share GC’s history in this
series of articles. Thank you for your kind attention.”
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Celebrating GC Corporation’s 95 Anniversary —- Message from the President

A tiny laboratory set up in Tokyo, Japan, 95 years ago has become a global company that is committed to con-
tributing to people’s oral health around the world. | believe passionate devotion and strenuous efforts of “GC
Associates” have brought this successful growth.

Looking ahead to our 100" anniversary in 2021, GC has and will be making continued efforts under “Vision 2021 -
Challenge to become the No. 1 dental company in the world” through making further contribution to a healthy
long-living society. However management should cope with “external business environment.” It is however unpre-
dictable and cannot be changed. We need to take proactive action, and make changes and innovations aggressive-
ly. Moreover, we need to increase “organizational strength and resilience” to cope with any change. | firmly believe
that those efforts are indispensable for GC to flexibly cope with future possible changes in the external business en-
vironment, realize our vision to become the world’s No. 1 dental company, and enjoy prosperity in the coming years.

Thanks to the “strenuous efforts” of GC Associates, GC's “Corporate Quality” including products, services, etc.
has been highly evaluated. “Corporate Quality” should be built through constant customer-oriented efforts
of all GC Associates throughout GC group including R&D, manufacturing, sales and indirect departments.
If customer-oriented efforts are neglected, GC will face a crisis. In short, “self-conceit” can be our biggest
competitor. In our efforts to improve “Corporate Quality,” we should never be satisfied with current status, by
concluding “it is acceptable” or “good enough.”

The “Unity of GC Associates” maintained over the past 95 years is a great advantage of GC group. Under our

corporate philosophy “SEMUI,” we will make continued efforts towards realization of Vision 2021 and a quan-
tum leap forward.
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Regional Summaries

Current Expansion of GC Corporation and GC Group

GC Europe S.A.
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GC International AG

GC Europe N.V. GC Suzhou
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GC Korea

GC Corporation

-
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-

GC Asia Dental Pte., Ltd.

GC Corporation, 3-2-14 Hongo, Bunkyo-ku, Tokyo 113-0033, Japan

GC International AG, Pilatusstrasse 39, 6003 Luzern, Switzerland

GC Europe S.A., 5 Rue Guillaume Kroll, L-1882 Luxembourg, Luxembourg
GC Europe N.V., Researchpark, Haasrode-Leuven 1240, Interleuvenlaan 33, 3001 Leuven, Belgium
GC America Inc., 3737 West 127th Street, Alsip, lllinois 60803 USA

GC Asia Dental Pte., Ltd., 11 Tampines Concourse, #03-05, Singapore 528729

GC Korea, #90 Changjeon-Ro, Mapo-Gu, Seoul, 04094, Korea

GC Taiwan, 16F, No.176, Jian 1st Rd., Zhonghe Dist., New Taipei City, Taiwan R.O.C.

GC Suzhou, 127 Qing Qiu Street, Suzhou Industrial Park, Suzhou, 215021, P.R. China
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GC Corporation

- Head office GC Corporation and GC International AG
©® Regional management companies

® Overseas affiliates offices

© Production operations

® Service bases

@ Offices and service centers

® Branches
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GC Europe

Establishment of First-Ever Foreign Branch

In 1972, GC established its first office outside Japan —
in Kortrijk, Belgium. This subsidiary of GC International
Corporation was called GCI European Branch. Marcel
PUTMAN was installed as its first branch manager and
Henri GUNS joined GC as the first overseas Associate.
GC Europe’s business increased steadily over the years.

A report written by Makoto NAKAO and Shozo
KASUYA recommended in 1982 that GC should set
up an overseas locally-incorporated company at
its own building by purchasing a property and dis-
patching Associates from Japan. This report and the
strong passion of Osamu NAGATANI (GCE's second
branch manager) inspired Toshio NAKAO to choose
the Haasrode Researchpark in Leuven, Belgium, to set
up a new office. The construction of the GC Europe
office in Leuven was completed in 1984 and the com-
pany’s European headquarters was then moved from
Kortrijk to Leuven. With the office GCE also set up a
small warehouse at the new site in order to simplify
sales in Europe. At that time, the four GC Associates
worked at the office in the morning and in the ware-
house in the afternoon to cover the various tasks they
had to manage.

First Production Facility Outside of Japan

Five years later, GC achieved another important mile-
stone in its success story: In 1989, GC opened its first
manufacturing facility outside Japan. The factory, which
was also located on the site in Leuven, manufactured
GC-Vest products that were then sold in various Eu-
ropean countries. GC's worldwide marketing strategy
and global development benefited very much from
the decision to manufacture abroad in the future.
The production boosted sales in Europe and that is
why GCE had sold a total of more than 130 tons of its
GC-Vest-G product and its predecessor, GC-Vest, two
years after the establishment of the production facility.
Another successful product, Fuji Il LC, was launched in
1992 and turned out to be a huge success.
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Due to the increasing sales, European business ex-
panded continually. In order to better manage the
spread of the network of GC companies in Europe,
GC established GC Europe Holding Company (GC
Europe S.A) in Luxembourg in 1994. GC gradually
incorporated all European offices, manufacturing lo-
cations, and sales outlets into independent corpo-
rate units known as GC France S.A.S., GC Germany
GmbH, etc.

However, not only were European offices incorporat-
ed into independent entities, but GC Europe’s pro-
duction facility was also expanded twice. The first
addition was made in 1994 and the second followed
two years later. In that period, GC launched two new
products, Fujivest and Fuji-rock EP, which both imme-
diately became a huge success.

GC's first long-term partnership with one of Europe’s
leading university dental faculties started in 1998: the
“Toshio Nakao Chair” was established at the Catholic
University of Leuven (KUL). That same year, GC Europe
was awarded the environmental management award,
ISO 14001 certificate.

Further Expansion

The rising production volume in Leuven quickly made
it almost impossible to manage product sales, and
this in turn led to the establishment of GCE's Logis-
tics Center in 2002. GC had already purchased further
land in order to extend the production site in two
steps and make room for additional facilities. In 2008,
GCE's Meeting and Education Center, known as the
GC Europe Campus, followed. The Campus provides
training facilities, where various courses are attended
by dental professionals and other people who are in-
terested in dentistry. In the same year, GC Europe in-
augurated its Milling Center named GC Tech. Europe.
It is GC's third Milling Center and was installed in
the former warehouse from the mid-1980s. GC Tech.
Europe provides a wide variety of customized implant
treatment solutions, as well as prosthesis and applica-
tions used for tooth restoration. Further technologies
are constantly being innovated by GCE Associates.



The need for suitable facilities in order to better
manage the expanding business activities led to
the construction of a new administrative building in
2013. GC's incorporated company philosophy induc-
es GCE's high efforts in quality assurance. The joint
efforts of GC Europe Associates were a beacon and its
achievements were rewarded by the European Foun-

GC Europe takes responsibility of growing the sales
of its core business and of launching new business-
es such as Implant, Orthodontics and newly addition
of Digital impressions. Now GC Europe has 491 As-
sociates in total of the Core business and the New
Business in Europe, and represents 51 percent of the
total GCIAG group sales.

dation of Quality Management. In 2013, GCE was
named a finalist in the competition for the prestigious
European Excellence Award, which was the new name
for the European Quality Award. And finally GCE will
meet the challenge of the prestigious European Ex-
cellence Award in 2016.
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GC America

Coe Laboratories and its Former Presidents
In 1924, Ernie Dalton, dental laboratory visionary,
founded Coe Laboratories Inc. in Chicago, lllinois.
DALTON utilized the “Akers Technique” for the pro-
duction of removable partial dentures developed by
Dr. Polk AKERS. This technique was unique due to the
usage of low carat gold. DALTON also started CAL
(Certified Akers Labs) Labs, launched the “Coe Bilt” lab
equipment business, and established a Coe/Austenal
partnership where in 1932 vitallium was developed.

In 1935, Dr. William STAFFORD “Major” Rice became
president of Coe Laboratories. Major Rice started the
worldwide publication of CAL Magazine, launched
"Coe Cal” dental stone, developed the first zinc oxide
eugenol products for restorative and prosthodontic
application, developed the first practical American
alginate, and introduced a complete variety of dental
impression trays.

After the death of Major Rice in 1956, Jack NEVIN
became president of Coe Laboratories. NEVIN de-
veloped a reputation as a high quality dental manu-
facturer (Coeflex/Omniflex, Coe-Pak, Coe Soft/Coe
Comfort, laboratory equipment and materials).

Establishment of GC's American Branch

In 1981, under the leadership of Toshio NAKAOQO,
then president of GC Dental Industrial Corporation
(presently GC Corporation), GC International USA
was formed in Scottsdale, Arizona, under the man-
agement of Donald “Mac” MCKENZIE. All the while
in Chicago, the family business of Coe Laboratories
Inc. was ready to take a step forward towards high
tech product development and research. The search
began and in 1984, Imperial Chemical Industries (ICl)
purchased Coe Laboratories Inc. to increase sales of
the composite “White Amalgam” in the United States.
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Acquisition of Coe Laboratories Inc. and
Establishment of GC America

In 1990, GC Dental Industrial Corporation acquired
Coe Laboratories Inc. in Chicago, lllinois. In 1991, GC
International USA merged with Coe Laboratories Inc.
and in 1992 Coe Laboratories Inc. changed its corpo-
rate name to GC America Inc. Since 1992, GC America
has founded several subsidiaries — GC Advanced
Technologies in 2006, GC Orthodontics America in
2012 and GC South America in 2013.

GC America’s facilities have also grown and expanded
over the years. Administrative offices were expanded
in 1991, renovation of office areas occurred in 2002
and 2013, including the addition of a warehouse for
GC Orthodontics finished goods, and the most sig-
nificant expansion to the manufacturing facility — the
1,400 square meters addition to accommodate the
plaster manufacturing operation transplanted from
Japan. In addition, in 2001, the logistics and training
center was established.

Launching Social Projects

GC America Associates have also proven to be char-
itable and caring in many ways. From donating time
and products to underprivileged children in Central
America, giving underserved children free oral health
services in the US through the American Dental As-
sociation’s “Give Kids a Smile” initiative, to helping
victims of the 2011 tsunami in Japan through personal
donations and the launching of the “Restore Japan”
campaign for GC America customers.



Receiving Renowned Prizes

GC America Associates have also worked hard to
achieve important certifications and awards. The In-
ternational Organization for Standardization (ISO)
9001 — Quality Management Systems certification was
achieved in 1993, ISO 13485 Medical Devices — Qual-
ity Management Systems certificate in 2002, and most
notably, the achievement of the prestigious Deming
Prize Award in 2014. Following its founder’s beliefs,
GC America strives to contribute to the people of the
world by fully utilizing unique technologies, and by mo-
bilizing the capacity and maximizing the capability of
GC Associates, “Nakama.” In following these beliefs
GC America endeavors to meet its customers’ expec-
tations and deliver the highest customer satisfaction.

Into the Future

GC America now faces two important tasks. Firstly,
it needs to reinforce its sales/marketing activities in
the Central and South America markets, as well as in
the new market segments such as Orthodontics, Im-
plants and Digital dentistry. Secondly, GC America
also needs to strengthen and improve its production
capabilities for Preventive product lines, which are
expected to grow for many years to come. Now GC
America has 290 Associates and represents 39 per-
cent of the total GCIAG group sales. Ultimately, GC
America hopes to contribute to the global community
through the ongoing enhancement of oral healthcare.
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GC Korea

Establishment of GC Korea

In December 1986, Daesung Dental Co., Ltd. estab-
lished itself as a distribution company that supplied
the widest range of GC products available in the
Korean market. However, the illness of its 2" president,
Jong-Yoon PARK, was becoming more serious. Due to
this unhappy situation, it was expected that continu-
ing business would be very difficult, so the company
decided to close its business completely.

As a response to this decision, GC International Corpo-
ration explored the possibility of setting up a Korean
branch by direct investment from Japan. Since foreign
investment into South Korea was prohibited by law
at this time, it was not possible to found the branch.
Therefore, GC acquired the Korean branch of the To-
kyo Dental Industrial., Ltd. and used this branch as a
bridgehead in South Korea. At the time, the company
was called Todent Korea and had 8 Associates and 17
dealers across the country. As the impact of capital
liberalization such as the Olympic Games in Korea in
1988, the Korean market became more open. Finally,
in December 1993, GC Korea was established.

New Culture Pioneer with a Motto of
Co-Existence and Co-Prosperity

Todent Korea, predecessor of GC Korea, introduced a
revolutionary GC dental distribution system in South
Korea on May 1, 1987, creating the nationwide dis-
tribution network with GC products in the center of
distribution. The market share of GC products grew
increasingly higher year by year in the motto of “co-ex-
istence” and “co-prosperity” of both dealers and GC
in the new distribution system. Dr. Heun-Talk JHEE,
the adviser of the Korean Dental Association provid-
ed many supports. Around this time, Dr. Heungryeol
YOON and Makoto NAKAO co-incidentally met each
other in the airline to attend the FDI Helsinki 84. Since
then, Dr. YOON gave tremendous supports for many
years including a successful APDC in Korea in 1989,
his presidency of the Korean dental association, and
his service as the FDI president. The relationship with
him became a long time close cooperation.
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In addition to the supply of GC products, the Korean
Society for Dental Materials and GC Korea co-hosted
lectures nobody could expect as a result of mutual
agreement between Dr. Jong-Youl LEE and Makoto
NAKAQO, which contributed to the development of the
Korean dentistry. These co-hosted lectures became
common and the relationship with the Korean Dental
Society of Materials Science has continued for 28 years.
These lectures created tremendous opportunities for
the Japanese dental researchers, such as Professor
Minoru Al (Tokyo Medical and Dental University, pros-
thetics) and Professor Tatsuya ISHIKAWA (Tokyo Dental
College), as well as the opportunity to introduce them-
selves to Korean dental researchers. GC gained market
share for glass ionomer-based products and precision
impression material in Korea during these activities.

Overcoming the Korean Financial Crisis

The sudden severe financial crisis hit Korea in No-
vember 1997 (the offer of IMF assistance), driving the
Korean economy, people’s lives and the dental mar-
ket into turmoil. And many other companies became
financially unhealthy and bankrupt eventually. The
exchange rate was also unfavorable, making it harder
for a stable supply of dental products in quantity at
the right price. GC won much trust from our dealers
by conducting careful inventory management and
supply. Although the Korean market was facing a crit-
ical situation, GC Korea was able to change this into
an opportunity for growth. Under the strong leader-
ship of President Yutaka SUZUKI, GC Korea was able
to overcome the hardest time in its history with the
support of all members of the team.

In the Rapidly Changing Social Atmosphere

The sinking of MV Sewol in April 2014 and an outbreak
of the Middle East respiratory syndrome (MERS) in
June, 2015 had a tremendous impact on the politics
and economy in Korea. In particular, the “diligence and
save” atmosphere spread widely leading to stagnat-
ing economic activity and sluggish domestic demand
caused by economic stress. In dentistry direct purchas-
ing behavior through the internet continued to increase.
Though GC Korea went through the severe market envi-
ronment, GC Green Society established in 2001, based



on GC Society in Japan, became the physical and spiri-
tual pillar of GC Korea. GC Green Society started its first
year as Korea's first dentist membership system with 834
members. The number grew to more than 4,000 people
in 2015 in the Korean market, where domestic products

Towards the Future with Sure Steps

GC Korea has become a must-have company in
Korean dentistry over the past 28 years. Along with
this growth under a leadership and guidance from
Makoto NAKAO and Kiyotaka NAKAO, GC Korea

are developed and marketed strongly. obtained and moved into a company-owned build-
ing in January 2016 with a total of 26 Associates. GC
Korea captures approximately 3 percent of the total GC
Japan sales (Japan, Korea, Taiwan and China). GC
Korea continues to contribute to dentistry, and to the
creation of a culture. GC Korea is willing to proceed

with sure steps and with enthusiasm.
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GC Taiwan

Onkochishin (present things are judged by past things)
— Learn the history and Challenge for the Future.

Foundation of Dental Societies and GC Taiwan
In 1988, GC Taiwan established a small factory in
the northern part of Hsintien City of Taiwan. Koujyu
YUYAMA became the first representative person in
charge, and GC Taiwan received the production busi-
ness license. Jisantan Enterprise Corp. which had a
long history and was the exclusive distributor in Taiwan
for GC, kept an eye on GC's changing movement of
the distribution system in South Korea and Japan. In
addition, in order to respond to these changes, Pres-
ident Shyh-Fang KUO, 2" generation, developed di-
rect communications with Makoto NAKAO to draw
up a continued sales expansion plan of GC products
in Taiwan. The answer was the establishment of the
merger knockdown factory of artificial teeth. GC prod-
ucts were sold to dental clinics, large hospital and
dental universities by the Taiwan dealers from Jisan-
tan Enterprise Corp. Around this time, Taiwan was in
an uneasy situation after the Tiananmen incident oc-
curred in China. At the same time, new trends in the
dental industry resulted in the establishment of the
Association for Dental Science of the Republic of China
(founded in 1977) and the Taiwan Dental Association
(established in 1983) in the mid-1980s.

Glass lonomer Products and Changes in

the Distribution System

GC Taiwan invited the two doctors, Dr. Sueo SAITO in
1993, and Dr. Hideo ONOSE in 1994, to give lectures
in Taipei, Taichung and Kaohsiung for the introduc-
tion of the glass ionomer products and other helpful
dental information. The year 1994 was a big turing
year in the change of the distribution system. Jisantan
Enterprise Corp. had been an exclusive importer of
GC products. GC Taiwan made the tough decision to
take over the shares and business of the joint-stock
company suffering from accumulated financial defi-
cits. In 1995, GC Taiwan hosted a GC Taiwan dealers’
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general meeting (a total of 21 distributors participat-
ed) with the presence of Makoto NAKAOQO. President
Shyh-Fang KUO, Jisantan Enterprise Corp's third
generation, gave a lecture on “Dental perspective
after ‘National Health Insurance for all people is in-
troduced.”” The bridgehead was built with Jisantan
Enterprise Corp. and other distributors, when the
distributor system started. GC Taiwan had only five
Associates. It had become possible to deliver GC
products to more dental professionals than ever
through the reconstructed distribution system.

Overcoming Earthquake and SARS

A large scale of earthquakes (M7.3) occurred in cen-
tral Taiwan in 1999. Taiwan suffered from the extensive
damage in which 3,000 people were killed. In 2003,
the respiratory disease called severe acute respirato-
ry syndrome (SARS) occurred in Guangdong Province
of China and hit the whole world. These two tragic
events left big blows and also affected the dental
industry. In spite of these, dentistry in Taiwan took a
strong step ahead. In 2001, Taipei Medical University,
School of Oral Hygiene opened, followed by Kaoh-
siung Medical University, School of Oral Hygiene, in
the following year. The number of dentists was 8,944
and 5,659 of dental clinics at that time. GC Taiwan was
moved to the New Taipei Ken Ichiro in the same year.
In 2003, GC Taiwan Green Society started with 500
dentists. While the scars of SARS and the earthquake
remained, GC products were strongly supported by
the dentists.

In 2007, due to Makoto NAKAO's improper language
in GC Mail, critical problems led many dentists in
Taiwan to boycott GC products within GC Taiwan
Green Society. Although the boycott was finally settled
in efforts and contributions by many people involved,
it was recognized as an example of how careless mail
from the top of the company could cause tremendous
impacts on business.
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Into the Future

Even after the Second World War, relationship be-
tween Taiwan and Japan became more active, the era
when the core members of Taiwanese dentistry were
familiar with the Japanese dentistry, dental science of
Taiwan and now faced the era of globalization along
with the development of the Taiwan economy with in-
creased students studying outside of Taiwan such as
the United States.

GC Taiwan will always keep in mind the past difficul-

ties that pioneers had to overcome, and will remem-
ber each step of the past history that GC Taiwan had

—am

to go through from its foundation to the current. GC
Taiwan always does its best to improve the GC brand
by changing into a multinational company from the
Japan originated company, and by expanding active-
ly into new business with the concept of “Thinking
globally, acting locally” in mind. GC Taiwan will keep
making efforts to be a must-company for people and
dentistry of Taiwan.

As of November 2015, GC Taiwan has 29 Associates,
2,107 members of GC Green Society, and captures
approximately 1 percent of the total GC Japan sales
(Japan, Korea, Taiwan and China).
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GC Asia

The Oceania market was already well established by
1992 and growing fast, thanks to the introduction of the
new innovative glass ionomer products. The expansion
in Asia was lent further momentum by the establish-
ment of GC Asia Dental Pte., Ltd. in Singapore. When
it was established in 1994, just four staff were working
for GC Asia of which Michael J. WILLIAMS was the first
branch manager. At the time GC Asia was working
together with a regional distribution company that allo-
cated GC products to a total of 20 countries, including
Oceania, Southeast Asia and the Indian subcontinent.

Before the establishment of GC Asia, most of the
overseas countries that GC was successful were in
mature markets such as America, Europe, Japan and
Korea. Southeast Asia being relatively close to Japan
was an enormous area with a large population that
over time had huge potential as the standard of living
in each country began to rise. However, at that time
the infrastructure was not ready to support such ex-
pansion uniformly and markets were expanded on a
turnover basis rather than geographical size.

Successful Products

GC Asia worked very closely with Japan and Singa-
pore and became the distribution hub for all prod-
ucts made in Japan as well as by GC Europe. These
products were sold in the Asian territories, including
Oceania as mentioned earlier. Major success stories
on the Asian market was the following GC products:
Fuji Il LC, Fuji Bond LC, Fuji IX (A.R.T.) Fuji IX GP, GC
Mini Packs, GC Tooth Mouse and GC Dry Mouth Gel.
Each of these products were first launched in Asia
before becoming available in other GC global ter-
ritories. The current basic concepts from GC, such
as “Minimum Intervention,” are the huge success of
Michael J. WILLIAMS who was the general manager
of GC'’s international marketing department.

After the success of the mini packs in 1998 following
the Asian crisis, the market began to grow at a much
faster rate. By that time, GC Asia was running out of
space and therefore moved into the Changi Logistic
Center in Singapore.
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Establishment of an Indian and

Australian Branch

In 2003, GC Asia began its cooperation with India,
which was after Australia the second largest, but most
populous country in GC Asia territories. GC Asia start-
ed to employ a large number of sales and marketing
personnel, for they knew there was a large Indian
middle class of around 300 million. Plans had already
been made to consider the establishment of a branch
office when the annual turnover reached a certain lev-
el. Later, when annual sales could support the cost of
such an operation, the people in charge knew it would
be crucial to install an Indian operating subsidiary. In
2008, GC India was established in India’s fifth largest
city, Hyderabad. Over the next few years, India pro-
vided the largest sales turnover of the GC Asia region
and spearheaded further growth and expansion for
GC Corporation.

One year after the foundation of the Indian subsidi-
ary, GC formalised its presence in the Australian and
New Zealand markets with the establishment of GC
Australasia Dental Pty., Ltd.

GC Asia’s Current Expansion

GC Asia covers the market of the rapidly growing
Asian countries. GC Asia has the important task of
gaining market share by continuing the activities
based on GC's strengths with more fine and longer
perspectives. GC Asia also must challenge in creat-
ing “Smart Quality” for the Indian market, which is
growing rapidly. Now GC Asia has 93 Associates, and
represents 10 percent of the total GCIAG group sales.
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GC Suzhou (China)

Background and Circumstances of GC China's
Establishment

GC entered into this huge Chinese market later than
its competitors. GC had been investigating seriously
the possibility of production transplant to the East
and Southeast Asian markets since 1995. In 1995,
GC checked on the acquisition of a foreign company
in Shanghai, which was the No. 1 dental company in
China, and the possibility of setting up a joint ven-
ture with an Indonesian government-owned company.
However, due to the Asia financial crisis in the entire
SE Asia, the plan had been frozen.

In 2001, the East and Southeast Asian economy be-
came active again with increased incoming foreign
investments into the markets. GC considered the sit-
uation as a trigger to unfreeze the plan. Around this
time, China received a lot of attention and due to
that, the third investment “boom” broke out. China
started to open its doors as a free economy. China’s
entry into the World Trade Organization (WTO) un-
der such circumstances made the Chinese market
even more attractive. GC picked and narrowed the
candidate sites for a factory in China. In early spring
of 2002, Noriaki MOURI, senior managing director,
and Mitsushi KOMATSU visited these Chinese candi-
date sites. They picked Suzhou as the top candidate
and requested approval from the Board meeting of
GC Corporation. After gaining approval, GC started
its preparation.

Establishment of GC Dental (Suzhou)

In July 2002, the company registration under the name
of “GC Dental (Suzhou) Co., Ltd.” was completed. On
October 9, 2003, GC China celebrated its opening
with new Associates and its start of the business. The
first management team of MOURI as chairman and
KOMATSU as general manager started.
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Further Development at GC China

In March 2007, GC Dental (Suzhou) Co., Ltd. obtained
inventories from GC Shanghai Co., Ltd. out of trad-
ing zone, and integration of the two companies was
completed. Two months later, Michael J. WILLIAMS,
former president of GC Asia, became the second
chairman after MOURI. WILLIAMS started building
the “fighting” team with his extensive experience
of more than 40 years in the dental industry. His ex-
traordinary marketing sense, his oratory to attract the
presidents of dental dealers of each region, and more
importantly his creation of his sales team ran through
the Chinese operations as a new wind.

In November 2010, GC Suzhou became the first Dem-
ing Prize winner in China at the Quality Month of Japan.

The second phase of the plant expansion of GC
Suzhou was completed in summer 2012. About the
same time, the transplant of the artificial teeth man-
ufacture process to GC Suzhou was completed. GC
Suzhou became the factory for the complete manu-
facturing operation of artificial teeth.

In April in 2014, the management team of Katsumi
TORII as chairman and Syougo OKADA as gener-
al manager started as GC All China. With the very
high speed of amendment to the Pharmaceutical Af-
fairs Law regulations, and continuous price changes,
meant the new management system started with the
big surprises.

GC China covers the market of the World 2 largest
economy (listed 2" in GDP) with the elderly people
on the rapid increase. The needs for oral care are ex-
pected to be growing and to be much larger. In this
environment, GC China has very important tasks to
catch up in this market as a company with the “slow
entry handicap.” GC China must act to gain the mar-
ket share through practicing “Quality first, customer
first” and through changing the mindset from “Pro-
duction facility” to “Service facility.” Now GC China
has 172 Associates, and captures approximately 2
percent of the total GC Japan sales (Japan, Korea,
Taiwan and China).
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Appendix

Table of Company History
1920 ¢ Made out prospectus of development and manufacture of dental materials.

1921 o "GC Chemical Research Laboratory” established in lkebukuro, Tokyo.
e Zinc Phosphate Cement developed.

1922 e First product “Standard Cement” failed to establish itself on the market.
1925 o With “Crystalline Cement” first success launched.

1934 e Incorporated as a joint-stock company with Yoshinosuke ENJO as first president and Kiyoshi
NAKAO as executive director.

1935 e Export started, sales channels to major markets sought, GC logo changed.
1938 e New firm completed in Itabashi, Tokyo. From lkebukuro to Itabashi. Total number of Associates: 45.

1941 o 20" anniversary.
e Company renamed “GC Chemicals Research Laboratory.”

1946 o Company renamed “GC Chemical Industrial Co., Ltd.”
e Kiyoshi NAKAO installed as 2" president.
e "GC Authorized Dealer Agreement System” founded with 200 dealers.

1948 e Firm for manufacturing porcelain teeth completed.
e "Plastone,” hard dental plaster, launched.

1950 e Economic boom due to special procurements by Korean War.

1951 o American dentistry delegation (Dr. George PAFFENBARGER) visits Japans dental industry.
e Development of new products that meet ADA standards, “Blue Band Series.”

1954 e President Kiyoshi NAKAO receives the Medal of Honor with green ribbon from the
Japanese Government.

1956 o “GC Membership Society” founded with 3,600 members.
1958 o "GC Toushi Kogyo Corporation” established in Kasugai, Aichi.
1959 o R&D Center completed in Itabashi, Tokyo, with enshrined “Yumetagai Kwannon” statue.

1961 e 40" anniversary.
¢ Special lectures organized to commemorate 5" anniversary of the “GC Membership Society.”

M GC Japan Operation B GC Europe Operation B GC America Operation
B GC East Asia (GCK, GCT, GCSZ) M GC Asia (Southeast Asia, Oceania, India)
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1963

1966

1967

1969

1971

1972

1973

1974

1976

1977

1978

1981

1983

1984

1986

1987

1988

Office in Osaka completed.

Kiyoshi NAKAO installed as chairman, Toshio NAKAO installed as 3 president.
New plant completed in Itabashi, Tokyo, with enshrined “Gigeiten” statue.
Founder Tokuemon MIZUNO passes away.

GC International Corporation (GCI) established.

GCl establishes a European branch (GCE) in Kortrijk, Belgium.

Company renamed “GC Dental Industrial Corporation.”
"GC Dental Equipment Corporation” established.

GClI French Sales Office opened in Paris, France.

Fuji-Oyama factory completed in Oyama, Shizuoka.
Chairman and former President Kiyoshi NAKAO passes away.

“Fujiionomer,” a revolutionary new glass ionomer cement, launched.
Increasing international exchanges.

60" anniversary.

President Toshio NAKAO announces the concept of GQC (GC's Quality Control).

GCIl USA Branch established in Scottsdale, Arizona.

Joins ADTA (American Dental Trade Association) as the first Japanese dental company.

Makoto NAKAQ installed as 4™ president. Former President Toshio NAKAO passes away.

GC European Branch (GCE) completed, moves from Kortrijk to Leuven, Belgium, opening
also a warehouse.
USA facility expanded.

65" anniversary, therefore a ceremony is held.

GC visits 20,646 customers throughout Japan and the gained information and data is analysed
to enable improved operations.

GC Germany established in Hofheim.

Todent Korea (predecessor of GC Korea) established.

GC Hong Kong Branch established (GCSZ).
GC Taiwan Corporation established as artificial tooth factory in Sindian City (GCT).
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1989 e 1t European factory built in Belgium, which starts to ship “GC Vest” (made-in-Belgium product)
from European factory.

1990

GC Dental Industrial Corp. merge “Coe Laboratories Inc.”

1991 e Company renamed “GC Corporation.”
e Introduction of Corporate Identity (including company philosophy, name, brand and corporate
color) as a part of the Vision 2000 plan.
¢ 19 Korean dealers visit Fuji-Oyama factory.
¢ Import business from Taiwan branch started, products sold to Taiwan dealers through
Nisseido (GCT).
1992 e The world’s first light-cured glass ionomer filling material, “Fuji lonomer Il LC” launched.
e GC ltaly established in Milan.
e "Coe Laboratories Inc.” renamed “"GC America Inc.” Main office/ factory and Logistic Center
move to Alsip, lllinois.
¢ Artificial tooth factory closed and GCT moves to Zhonghe City (GCT).

1993 e Distribution Center in Fuji-Oyama factory completed.
e GC UK office established in Newport Pagnell, Buckinghamshire.
e GCA acquires ISO 9001 certification.
e GC Korea established in Seoul.

1994 o Dental industry’s first company to acquire ISO 9001 certification.

e President Makoto NAKAQO assumes chairmanship of IDM (International Dental
Manufacturers Federation).

e 2" European factory completed.

¢ GC Europe Holding Company (GC Europe SA) established in Luxemburg. Branches and sales offices
converted into independent corporate entities in sequence (GC France SA, GC Germany GmbH...).

e GC Belgium acquires ISO 9002 Certification.

e GC Asia Dental Pte., Ltd. in Singapore established.

1995 o GC Quality Control becomes GC Quality Management.

1996 e 1 International Dental Symposium held in commemoration of 40t anniversary of GC Membership
Society and 75% anniversary of GC Corporation.
e GCE's 25" anniversary.
¢ 39 European factory completed.
e European Conformity Certificate acquired.
e President Makoto NAKAO elected as ADA (American Dental Association) honorary member.

1997 e GC Israel branch established in Tel Aviv.

M GC Japan Operation B GC Europe Operation B GC America Operation
B GC East Asia (GCK, GCT, GCSZ) M GC Asia (Southeast Asia, Oceania, India)
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1998

1999

2000

2001

2002

2003

2004

2005

Start of co-development with PLANMECA.

Fuji-Oyama factory receives ISO 9001 Certification.

GCE acquires ISO 14001 Environmental Management System Certification.
GC Asia Dental Pte., Ltd. moves to Changi Logistic Center Singapore.

Introduction of ERP.
Awarded a “Vendor” from Henry Schein and an “Excellent Nakama training” from
Economic Development Committee.

Awarded “Deming Prize.”
Beijing Office established (GCS2).
Letter of appreciation from Nepal.

GC Symposium held in Berlin in celebration of GC's 80" anniversary in conjunction with
the 3@ European Adhesive Dentistry.
GC America Logistic Center opens headquarters building.

Logistics Center established and opens in Leuven, Belgium.
GCA acquires ISO 13485 Certification.

GC Dental (Suzhou) Co., Ltd established (GCSZ).

Launch of Tooth Mousse in Oceania, Asia region.

GC Dental Products Corporation receives “Deming Prize.”

20™ anniversary of Makoto NAKAO as president and CEO of GC Corporation.
GC Corporation awarded I1SO 13485 Certification.

GCT Membership Society founded with 500 people registered (GCT).

GC Shanghai Co., Ltd. established (GCSZ).

GC Asia Dental — India Liaison Office established.

GC Asia Dental enters joint venture in Cooperative Research Centre for Oral Health Science with

the School of Dental Science, University of Melbourne, Australia.

ISO 14001 certification acquired.

Awarded "Japan Quality Medal” (only the 18" company in the world to have won the pinnacle

of quality control).
Nagoya office completed in Aichi, Japan.
GCE acquires ISO 14001 Certification.

President Makoto NAKAO appointed 6" chairman of JDTA (Japan Dental Trade Association).

GC Corporation ranked 18" in JUSE (Japanese Union of Scientists and Engineers) and
Nikkei's Corporate Quality Management Survey.
GCSZ acquires 1SO 13485 and ISO 9001 certification (GCSZ).
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2006 e 85" anniversary of GC Corporation.
e 50" anniversary of GC Membership Society.

60™ anniversary of GC Authorized Dealer Agreement System.

GC Spain and GC Iberic branch established.

GC Advanced Technologies Inc. established.

KGMP (Korean Good Manufacturing Practice) Certification acquires (GCK).

2007 GC Advanced Technologies Inc. established.

e GC Corporation ranked 14™ in JUSE and Nikkei's Corporate Quality Management Survey.
GCE awarded EFQM (European Foundation for Quality Management)

"Committed to Excellence” certification.

GC Austrian, GC Benelux Office and GC Nordic AB established.

GC Brazil established.

GCK's 20t anniversary (GCK).

Busan and Guwangju Office established (GCK).

“GC Dental (Suzhou) Co., Ltd.” merges with “GC Shanghai Co., Ltd.” (GCSZ).

2008 e GC Corporation ranked 8" in JUSE and Nikkei's Corporate Quality Management Survey.
e GC Corporation receives award for Excellence in Innovation from the Australian government.
e "GC Europe Campus, Meeting and Education Centre” established in Leuven, Belgium.
e GC Shanghai Co., Ltd. closed (GCSZ).
e GC Asia Dental — India Branch established in Hyderabad, India.

2009 e GC Corporation ranked 12% in JUSE and Nikkei's Corporate Quality Management Survey.
e GCE receives EFOM "“Recognized for Excellence” Prize.
e GC Australasia Dental Pty. Ltd. established in Sydney, Australia.

2010 e GC Corporation ranked 3¢ in JUSE and Nikkei's Corporate Quality Management Survey. 1% in the sub-
category ranking “New Product Development” and 4" in “Quality Assurance and Staff Promotion.”
e GC Dental (Suzhou) receives Deming Prize (GCSZ).
® Number of GCT Membership society achieves 1,700 members (GCT).
¢ 10" anniversary of GC Taiwan Green Society (GCT).

2011 e 90" anniversary.
e International Symposium celebrating 55" anniversary of GC Membership Society.
e GC Corporate Center openes in Hongo, Tokyo.
e Vision 2021 kicks off.
e GCE receives EFQM Quality Certificate “Recognized for Excellence 5 stars.”

2012 e President Makoto NAKAO receives Deming Prize for individuals.
GC Corporate Center in Hongo wins 53 BCS-Prize.
GC Corporation ranked 6™ in JUSE and Nikkei’s Corporate Quality Management Survey.

GC India incorporated as a Pvt. Ltd. Company.

M GC Japan Operation B GC Europe Operation B GC America Operation
B GC East Asia (GCK, GCT, GCSZ) M GC Asia (Southeast Asia, Oceania, India)
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2013

2014

2015

2016

GCE opened a new Administraton Center in Leuven.

GC International AG established in Lucerne, Switzerland as new management platform that leads
activities in Europe, America and Asia.

GC R&D Center in Tokyo wins 26" Nikkei “New Office Promotion Award.”

GCE is one of the 10 finalists at EFQM "Excellence Award.”

Dr. Kiyotaka NAKAO installed as 5" president and CEO of GC Corporation, his father Makoto NA-
KAO functions as chairman of GC Corporation and additional CEO and president of GC Interna-
tional AG in Lucerne.

GC Corporation ranked 2" in JUSE and Nikkei's Corporate Quality Management Survey.

GCA awarded Deming Prize.

GC India receives 1ISO 9001:2008 and ISO 13485:2003 certificates.

FDI and GC established the new project called “Oral Health for an Aging Population Partnership.”
GCC introduced a new "Functional Management Model.”

GCC put a “revised and simplified wholesale system” in operation.

95 anniversary of GC Corporation.

193



Appendix

Organizational Chart
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GC Corporation

@— GC Dental Products Corp.

(g— GC Asahi Corp.

@ Taisei Dental Mfg. Co., Ltd.
@— Niimi Chemical Industry Corp.
@— GC International Corp.

@ Japan Dental Supply Corp.
@ Dental Diamond Corp.

@ GC Dataland Corp.

é), GCI Communications Corp.

@— GC Ortholy Corp.

@ GC Korea

@ GC Taiwan

@ GC Suzhou



GC International AG

‘7 GC Asia Dental Pte., Ltd. L GC America Inc. L GC Europe S.A.

GC Australasia GC Orthodontics GC Europe N.V.
Dental Pty. . i .
ental Pty., Ltd America Inc o GC Austria GmbH
) e GC Benelux B.V.
GC India Dental GC South e GC Europe N.V. (Israeli Branch)
Pvt., Ltd. America Ltda.

® GC Europe N.V. East European
Office in Russia, Poland, Czech Rep.,
Hungary, Romania and Slovenia

e GC Europe N.V. Middle East office

® GC France S.AS.

e GC Germany GmbH

e GC Iberica Dental Products, S.L

e GC ltalia S.r.l.

¢ GC Nordic AB

e Turkish Office

e GC UK Ltd.

Klema Dental GmbH

GC Tech Europe GmbH

e Sales branch Austria
e Sales branch France

Stick Tech Ltd.

GC Orthodontics Europe GmbH
e GC Orthodontics France
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Figures about GC

Number of GC Membership Society Members
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GC Consolidated Sales
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GC Product List

Cements/Restoratives

e GC Fujil

* GC Fuji | CAPSULE

e GCFujill LC

e GC Fuji Il LC (Improved)

e GC Fuji Il LC CAPSULE

e GC Fuji Il LC CORE Material
e GC Fuji Il CAPSULE
 GCFuijilll

o GC Fuji lll LC

e GC Fuji VI, GC Fuji TRIAGE
e GC Fuji VIl EP CAPSULE

e GC Fuji VIl CAPSULE, GC Fuji TRIAGE CAPSULE

e GC Fuji VIII

e GC Fuji VIl GP

e GC Fuji VIIl GP CAPSULE

® GC Fuji IX

e GC Fuji IXGP

e GC Fuji IXGP EXTRA

e GC Fuji IX GP CAPSULE

e GC Fuji IX GP FAST

e GC Fuji TEMP LT

® GC Fuji lonomer Type Il, GC Fuji Il
e GC Fuji lonomer Type Il F

¢ GC Fuji ORTHO

® GC Fuji ORTHO LC

e GC Fuji ORTHO LC CAPSULE

e GC Fuji ORTHO BAND LC PASTE PAK

e ORTHO CONDITIONER

¢ GC Fuji ORTHOBAND PASTE PAK
e GC Fuji COAT LC

e GC FujiCEM Mixing Tip

¢ GC Fuji VARNISH

¢ GC Fuji Filling LC

e GC Fuji PLUS

e GC Fuji PLUS (EWT)

e GC Fuji PLUS CAPSULE

¢ GC Fuji BOND LC

e GC Fuji LINING LC

e GC Fuji LINING LC PASTE PAK
e GC FujiCEM 2 Dispenser

e GC FujiCEM 2

e GC FujiCEM 2 (SL)

e GC FujiCEM 2 SL Mixing tip

198

ever X Posterior

GC EXPERIA CEMENT
GC Gold Label HS Posterior EXTRA
G-CEM LinkAce

GC Gold Label High Strength Posterior Restorative
GC Gold Label Light-Cured Universal Restorative
GC Gold Label Luting & Lining Cement
GC Gold Label Universal Restorative
ELITE CEMENT 100

GC ORTHO GEL CONDITIONER
Copper-Seal Cement

GC Capsule Applier IV

CAVITY CONDITIONER

CAVITON

COCOA BUTTER

COMPOSITE PRIMER

Cervical Cement

G-CEM

G-CEM Automix

G-CEM CAPSULE

CERAMIC PRIMER (liquid A)
CERAMIC PRIMER (liquid B)
CERAMIC PRIMER Il

SELF CONDITIONER

DENTIN CONDITIONER

Dentin Cement

EQUIA Fil

EQUIA Forte Fil

everStick

FREEGENOL TEMPORARY PACK
Miracle Mix

Miracle Mix (Alloy)

Miracle Mix CAPSULE

EUGENOL CEMENT

LINING CEMENT

LIVCARBO

NOGENOL ROOT CANAL SEALER
NOGENOL TEMP CEMENT STD PKG
TEMP ADVANTAGE BULK PKG

GC Fuji PLUS CONDITIONER

GC Capsule Elongation Tip

PASTE PAK DISPENSER

CD Dispenser lll



Impression Materials/Wax

e AROMA FINE PLUS

e FLEXCEED Putty

e FLEXCEED Lightbody

e EXAIMPLANT

o EXAJET (HV: Normal, Fast)

e EXADENTURE

e EXABITE IlI

e EXAHIFLEX (RG, Tray Type, Heavy Body Type)

e EXAFLEX (IJ, REG, Mono, Heavy)

o EXAHIFLEX (Tray Type)

e EXAFINE (IJ, Monophase, Heavy Body)

e EXAFINE (RG, RGH), EXAFINE PUTTY

e EXAFLEX (Regular, Regular Hard), EXAFLEX PUTTY

e EXAFINE ADHESIVE

e EXAFAST (lJ, HV, REG, Monophase),
EXAFAST PUTTY

¢ EXAMIiX/EXAMIXFINE (Injection)

o EXAMIX/EXAMIXFINE (RG, RGH, MONO, HB)

e EXA'lence PUTTY

e EXA'lence (Light Body/Regular Body/Heavy
Body/Monophase)

e EXA'lence 370 (Medium Body/Heavy Body/
Monophase)

e EXACLEAR

. BT

¢ BITE-CHECKER

¢ Hydroflex all types

e FIT CHECKER (Black)

e FIT CHECKER

e FIT CHECKER Retarder

e FIT CHECKER ADVANCED (Tube & Cartridge)
e FIT CHECKER Il (Cartridge)

e FIT CHECKER Il Retarder

e FUSION Il 370 (Heavy Body/Monophase)
e FIT CHECKER ADVANCED BLUE

e PERI COMPOUND

* Mixing Tip

* Mixing Tip Il

e Technicol Bond Thinner

* Mixing Paper (Impression) No.1~4

e GCSEP

¢ Impression Paste Hard

¢ |ISO FUNCTIONAL

e INLAY WAX (Margin)

¢ INLAY WAX (Oval)

INLAY WAX (Medium, Soft, Hard)
Carving Wax

Green Inlay Wax

Green Sheet Wax

New Sticky Wax

Hard Plate Wax

Bite Wax

Blue Inlay Wax

Boxing Wax

UTILITY WAX

Carving Wax Stick Type
GCLT LABORATORY PUTTY
Exaclear

TEMPORARY STOPPING
TRECLEAN

BITE COMPOUND

COE ALGINATE

COE FLEX

COE FLO STD PKG

COE PAK STD PKG
OMNIFLEX

OMNIFLEX Fast

COE COMFORT

COE RECT

COE SOFT

COE LUBRICANT

GC RELINE SELF CURING RESIN
COE HARD

KOOLINER

Stone/Investments

Fujirock EP (GCE)
New Fujirock (GB/Al)
New Fujirock IMP (GB/Al)

GC FUJIROCK OPTIXSCAN, INCA BROWN 5KG
Cosmotech Vest (GCA: G-Cera Vest)

G-CERA Cosmotech Il Vest
G-CERA ORBIT VEST (Inlay)
G-CERA ORBIT VEST (Crown)
CERAVEST G (GCE: GC Vest-G)
CERAVEST QUICK

CERAVEST QUICK 20
SOLDERVEST

SOLDERVEST QUICK

NEW PLASTONE I

NEW PLASTONE Il HE
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e NEW PLASTONE Il LE

e NEW PLASTONE II LE FAST

e NEW PLASTONE Il WHITE

e NEW PLASTONE Il FAST

e NEW PLASTONE Il WHITE FAST
® Roclean

¢ High Expansion Stone to China
* Multipress Vest

e GC Fujivest I

e GC Fujivest Platinum I

e ADVASTONE

¢ |deavest Micro

e Soldering Investment

e COECAL (BUFF/WHITE)

e DUPLI-COE-LOID

¢ POLYPOUR

e COE-SEP

e MULTI-SEP

Denture Resin/Composite Resin
e G-BOND

e G-znial Bond

e G-Premio BOND

e G-aenia Universal Flo

¢ G-zenial Flo

e G-anial Flo X

® G-zenial Sculpt

e Essentia

e GC KALORE

¢ GC KALORE Shade Guide

¢ GRADIA DIRECT Shade Guide
e GRADIA DIRECT X

e GRADIA DIRECT (Anterior)

e GRADIA DIRECT (Posterior)
* G-zenial (Anterior)

e G-znial (Posterior)

¢ G-znial Sculpt

e SOLARE

® SOLARE shade guide

e SOLARE P

e SOLARE X

e GRADIA Opaque

e GRADIA Dentin

¢ GRADIA Enamel

* GRADIA Cervical Translucent
e GRADIA Air Barrier
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GRADIA DiaPolisher

GRADIA Separator

GRADIA Die Hardner

Gradia Flowable Composite
GRADIA Gum

Gradia Gum Fiber

Unifil Flow/GRADIA DIRECT Flo
Unifil Bond

Unifil Loflo Plus/ GRADIA DIRECT LoFlo
Acrosep

ACRON

ACRON MC

GC Ortho Connect

GC KommonBase

GC Ortho Etching Gel

SOFT LINER

GC TISSUE CONDITIONER

GC Fiber Post

MILD REBARON

GRADIA CORE

TEMPRON

Nanocoat Lab/OPTIGLAZE
Nanocoat color/ OPTIGLAZE color
PATTERN RESIN

PATTERN RESIN LS

METAL PRIMER I

METAL PRIMER Z

UNIFAST Trad

UNIFAST LC

UNIFAST 1l

LUXON

REBARON

GC RELINE Soft, Extra soft, Ultra soft
EQUIA Coat

EQUIA Forte Coat

G-COAT PLUS

OSTRON 100

Orthofast

GC OptiGlaze

PATTERN RESIN LS
NATURE-CRYL (MC/HI/POUR/SUPER HI
IMPACT/POUR COE LOR)
SUPER SOFT

ALIKE

CROWNTEK

REVOTEK LC-LT. CURED RESIN



® Repair Resin

e REVOTEK LC

e CERASMART/CERASMART UNIVERSAL
e Brush NO. 4~9

¢ Rubber Cup

e RETENTION BEADS Il ADHESIVE
e RETENTION BEADS Il

e Brush Round No.1B

¢ Brush Handle

¢ Powder Weigh Scale

* FRP Flask

® FRP Flask Bolt/Nut

e FRP Flask Wrench

¢ POUR-N-CURE FLASK

Asepsis

COE FOAMII

COE SPRAY Il GAL REFILL
COECIDE XL PLUS GALLON
COECIDE XL GALLON

COEZYME 1/2 GALLON W/PUMP
GC SPRAY-CIDE GALLON REFILL

Tray & Tray Materials

e COE ADHESIVE

e UNIVERSAL VPS ADHESIVE
TRAY CLEANER

e GC TRAY ADHESIVE REMOVER
TRAY PLASTIC

COE TRAYS

Porcelains

e GC Initial

e G-CERA ORBIT

e G-CERA ORBIT Spatula Set

¢ G-CERA ORBIT Palette B

e G-CERA ORBIT Palette O

¢ G-CERA ORBIT Palette S (DRY)
e G-CERA ORBIT Palette S (WET)
e GC Initial AL, LF, Ti, IQ-M (Fluo Crystals)
e GC Initial IQ L-O-Zr

e GC Initial PC, I1Q-M, |1Q-Zr

e GC Initial MC, Zr-FS, 1Q L-O-M, 1Q Lustre Pastes,

Stain

Implant

e Aadva Ti Block (Overseas Abutment)

¢ Aadva Accessory (Overseas)

¢ Aadva Blend Base

¢ Implant Aadva (Fixture)

¢ Implant Aadva (Sterile component)

(Non-Sterile component)
(Drill)
(

¢ Implant Aadva (Instruments)

¢ Implant Aadva
¢ Implant Aadva

¢ Aadva Surgical Box
¢ Aadva Scanning Gig
Bulk drill extension

Miscellaneous

e Ml Paste

e Ml Paste Plus

¢ GC Tooth Mousse

¢ GC Tooth Mousse Plus

e EPITEX

e NEW METAL STRIPS

¢ Dry Mouth Gel

e GC Tri Plague ID Gel

e M| VARNISH

® Brown Silicone Points

® Removal Pliers KY

¢ Saliva-Check BUFFER

e SALIVA-CHECK MUTANS
e PLAQUE INDICATORKIT
e Brush No.4 (Common)

o ACRIDENSE

o WAX-RITE WAXING UNIT
e CAPSULE MIXER CM-II

e COE CapMixer

e OCCLUSAL MATRIX
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