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ALBANIA €6.25
AUSTRALIA $11.00
AUSTRIA €10.00
BAHRAIN BD3.5
BELGIUM €7.00 
CHINA  RM80
CROATIA HKR70
CYPRUS €7.00

CZECH REP CZK180
DENMARK DKR57
EGYPT E£ 65.00
FINLAND €7.60
FRANCE €7.50
GERMANY €7.50
GIBRALTAR £6.05
GREECE €7.50

HOLLAND €7.00
HONG KONG HK80
HUNGARY FT1,800
IRELAND €7.00
ISRAEL NIS35
ITALY €7.00
KUWAIT KD3.00
LATVIA €6.50

LEBANON LL10,000
LITHUANIA €8.99
LUXEMBOURG €7.90
MALTA €7.00
MONTENEGRO €8.30
MOROCCO MDH70
NEW ZEALAND $14.00
NIGERIA $3.40C

NORWAY NKR119
OMAN OR 3.250
POLAND PLN29.99
PORTUGAL €7.00
QATAR QR65
MALAYSIA RM27.90
ROMANIA LEI 42.00
SAUDI ARABIA SR35.00

SERBIA RSD1035
S LEONE SLL30,000
SINGAPORE $11.95
SLOVAKIA €6.50
SLOVENIA €8.50
SOUTH AFRICA R55.00
SPAIN €7.00
SWEDEN SKR119

SWITZERLAND CHF10.60
UAE AED42
UK £5.99
US $10.99
ZIMBABWE ZWD4.00
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Home to Japan’s eyewear manu-
facturing industry, Japan’s Fukui 
region produces 97% of all opti-
cal frames in the country. This 
rich history began with Masu-
naga Optical, which pioneered 
eyewear production in Fukui in 
1905 and still leads the industry 
to this day as it approaches its 
120th anniversary in 2025.

Founder of the company, 
Gozaemon Masunaga, did not 
find it easy at the beginning, as 
retail clients were reluctant to 
buy Fukui-made eyewear. But 
as the products improved, they 
began to sell gradually in cit-
ies throughout Japan. Having 
brought in skilled craftsmen 
from Tokyo and Osaka, Goza-
emon established a guild-like 
system, and later full-fledged 
craftsmen went on to create 
their own workshops. Thanks 
to this system, the number of 
eyewear workshops increased, 

and the optical frame industry 
spread all over Fukui. 

“Masunaga Optical was the 
cradle of the optical frames in-
dustry,” states current president 
and Gozaemon’s great grandson, 
Soutaro Masunaga, before high-
lighting the monozukuri (manu-
facturing craftsmanship) philoso-
phy that has guided the company 
over the last 118 years. “In terms 
of our monozukuri philosophy, our 
mission statement has remained 
since the company’s establish-
ment. It says: ‘We manufacture 
excellent eyeglasses. We want to 
make a profit if we can, but we 
do not hesitate to take a loss. 
It is always in our thoughts to 
manufacture excellent glasses.’ 
These words are still the basis 
of the code of conduct for our 
employees.”

Back in the 1970s, while 
many eyewear manufacturers 
acted purely as OEM compa-

nies, Masunaga started trying 
to understand more about the 
retailer’s point of view, which 
then led to an understanding 
of what end users wanted from 
their glasses. Gradually it start-

ed transforming the business 
from an OEM to a more market-
in approach. “We produce and 
sell our own brand, and we are 
building our own retail chan-
nels. We can balance the needs 
of both opticians and end users. 
I think this is what differenti-
ates our company from other 
eyewear manufacturers,” adds 
Mr. Masunaga. This approach 
has enabled the company to 
build its global success over the 
past five decades, with interna-
tional markets today making 
up 80% of the company’s total 
sales revenue. 

As glasses are seen as both a 
medical device and fashion item, 
production can be a challenge as 
companies try to balance between 
the two. “Balancing different as-
pects is important and I think that 
eyewear is becoming more and 
more fashionable these days, but 
still, we must think of ourselves 
as an eyewear company, not a 
fashion company,” says Mr. Ma-
sunaga. “This is inevitable in our 
business because eyewear still has 
a medical aspect to it and needs 
to function as a medical device. 
We try to balance three major 
aspects: technological know-how 
and function, user-friendliness, 
and then in the end add a fashion 
aspect. We must combine these 
aspects to create better products, 
which leads to better customer 
satisfaction.” This manufacturing 
outlook has led to the creation of 
products such as the award-win-
ning Anti Tension Frame, which 
disperses the weight of the frame 
perfectly to offer unbeatable com-
fort and durability.

As the company continues 
to grow its success and global 
operations, it hopes to work 
with more top eyewear design-
ers both at home and abroad. 
However, staying true to its 
roots and supporting the Fukui 
area will remain at the top of its 
priorities. “The founding fathers 

thought long and hard about 
what could be introduced to the 
area to help local people and 
make contributions to the local 
area,” says Mr. Masunaga. “They 
wanted to make the area flour-
ish and provide jobs for locals. 
Still, this philosophy continues, 
and it has not changed over 118 
years. Of course, our company 
has evolved with the times, but 
the founding principle continues 
to push us to make significant 
local contributions.” 

Partnering with renowned designers, Masunaga Optical produces only the highest-quality glass frames.

Craftsmanship for the perfect optical frames

“We try to implement 
our best R&D capabilities 
to create the best 
products for customers.” 

Soutaro Masunaga,  
President, Masunaga 
Optical Mfg. Co., Ltd.

www.masunaga-opt.co.jp
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