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In addition to Spain and 
Japan celebrating their 
150th anniversary of dip-

lomatic ties this year, the 
Port of Barcelona is cele-
brating 150 years as Spain’s 
leading combined contain-
er, cruise and car-carrier 
port.

Today, the Port of Barce-
lona has an international 
reputation as an integrated 
logistics hub where port, 
airport and logistics facili-
ties are available. The port’s 
location provides compa-

nies with access to a market 
of 400 million consumers in 
less than 48 hours through 
direct rail services into Eu-
rope.

The Port of Barcelona has 
become a leading Spanish, 
European and international 
maritime and logistics cen-
ter, and in terms of value of 
goods, the port is No. 1 in 
Spain.

Shipping and logistics is 
a trust-based business and 
by establishing strong part-
nerships, delivering qual-
ity services and focusing 
on connectivity, the Port 
of Barcelona has become a 
reputable partner for Japan.

Japan
“Catalonia has success-

fully attracted 70 percent of 
Japanese direct investment 
into Spain,” states Port of 
Barcelona President, Merce 
Conesa. “The Port of Bar-

celona is playing a leading 
role in further strengthen-
ing Spain-Japan ties.”

The Port of Barcelona has 
had a presence in Japan 
through a permanent rep-
resentative for a quarter of 
a century and its ties to the 
Japanese business commu-
nity continue to thrive.

By developing relation-
ships with Japanese origi-

nal equipment manufac-
turers, freight forwarders, 
shipping lines and heavy 
equipment exporters, the 
Port of Barcelona is well-
positioned to develop its 
container trade business 
with Japanese companies as 
they grow their businesses 
in Europe. The port also 
offers high-quality, high-
frequency services for cars 
and oversized freight on 
car-carrier ships.

The success of the Port 
of Barcelona can be mea-
sured by the fact that its 
container business grew 32 
percent last year and 2018 
has already seen 18 percent 
growth.

BARCELOC: Barcelona 
European Logistics Center

Through BARCELOC, 
the Port of Barcelona and 
local administrations are 
positioning the Barcelona 
area as a logistics hub for 
leading Japanese compa-
nies, by offering favorable 
tax incentives, industrial 
specialization and logistics 
partnerships. BARCELOC 
is a business-oriented pub-
lic service, offering custom-
ized and tailor-made guid-
ance on Japan’s potential 
investments in Barcelona. 
The service is free of charge 
and rendered neutrally and 
confidentially.  
www.portdebarcelona.cat 

As a global leader 
in the professional 
power tool indus-

try, HiKOKI Power Tools, 
headquartered in Japan 
(formerly Hitachi Koki), 
has been at the forefront of 
product innovation and de-
sign since 1948. 2018 marks 
the company’s 70th anni-
versary.

Hitachi Koki opened up 
a new chapter in October 
2018 when the brand name 
Hitachi became HiKOKI. 
Pronounced “hai-koh-key,” 
HiKOKI is derived from 
the English word “high” 
and the Japanese term 
“koki,” meaning “industri-
al machines.” 

Following the headquar-
ters’ changing of the brand 
name, the sales company 
located in Barcelona, Spain 
was renamed HiKOKI 
Power Tools Iberica.

HiKOKI Power Tools 
Iberica

HiKOKI Power Tools 
Iberica has a strong sales 
network across Spain and 
Portugal. The business 
was built through face-to-

face and one-on-one sales 
operations over the last 28 
years. 

“We keep these methods 
to strengthen our relation-
ships with customers and 
expand our reputation for 
delivering innovative prod-

ucts such as the cordless 
MV (MultiVolt) series, and 
AC brushless hammers,” 
said Jose Guzman, com-
mercial director.

“Now we are HiKOKI,” 
said Masaya Shirai, gen-
eral director. “We are in a 

strong position to grow our 
business and enhance the 
trust-based relationships 
that we have developed un-
der the Hitachi brand. As 
HiKOKI, we will strength-
en our core business to be 
even closer to professional 

users and offer power tools 
that help them and make 
their jobs easier.”

 
An alliance with Spanish 
football team SD Eibar

Recognizing the Spanish 
passion for football, HiKO-
KI Power Tools Iberica 
sponsors SD Eibar. The 
team plays in the LaLiga 
First division and is based 
in Eibar in the Basque re-
gion of northern Spain. 

With this alliance, the 
HiKOKI logo can be seen 
on the sleeve of each play-
er’s shirt, in the stadium, in 
training camps and on the 
scoreboard during match-
es. 

“We are very excited to 
have this great opportu-
nity to launch our new 
brand and logo through the 
networks associated with 
Spanish football,” conclud-
ed Shirai.  
www.hikoki-powertools.es 
www.koki-holdings.co.jp
www.koki-holdings.com
www.sdeibar.com/en 

Founded in 1952 by Fe-
lix Solis Fernandez, 
Felix Solis Avantis is 

recognized internationally 
as an award-winning, high-
quality and competitive 
Spanish wine producer. 

The winery was recently 
awarded sixth place in the 
Top 100 Best Wineries of 
the World by the World 
Ranking of Wines and Spir-
its and second place in the 
Best Wineries of Spain cat-
egory.

“Sixth place in the world 
recognizes our philosophy, 
which is to make excellent 

wines that are also good 
value for money,” said Fe-
lix Solis Ramos, director 
of export and marketing. 
“The enjoyment of good 
wines does not have to be 
reserved for the few.”

One of the most relevant 
figures in the world of 
wine, James Suckling, re-
cently awarded 93 points 
to Felix Solis Avantis’ Vina 
Albali Gran Reserva Selec-
cion Privada 2011. The ex-
cellent score reflects the 
extraordinary quality of one 
of the most exclusive Felix 
Solís Avantis wines.

After Chile, France and 
Italy, Spain is the fourth-
largest wine supplier to Ja-
pan. With a growing num-
ber of Spanish bars and 
restaurants opening in To-
kyo and other cities, more 
Spanish wine is being con-
sumed in Japan.

Felix Solis Avantis has 
sold wine in the Japanese 
market for many years, and 
by 2015, the winery was 
selling 5.4 million bottles 
to Japan; notably Vina Al-
bali and Los Molinos. 

The winery opened a To-
kyo office in 2007, and since 

2014 Japanese wine maga-
zine WANDS has regularly 
ranked Felix Solis Avantis 
as a number one supplier to 
Japan.

In the last contest of the 
Japan Wine Challenge, 
Centola 2017 received a 
gold medal while Vina Al-
bali Crianza 2015, Vina 
Albali Gran Reserva Selec-
cion Privada 2012 and Pul-

po 2017 all received silver 
medals. 

Having tasted success in 
Japan, the country will re-
main an important mar-
ket for Felix Solis Avantis 
wines for years to come.  
www.felixsolisavantis.com 

To mark the 150th 
anniversary of the 
establishment of 

diplomatic relations be-
tween Japan and Spain, 
Synergy Media Specialists 
(SMS) interviewed Masashi 
Mizukami, the Japanese 
Ambassador to Spain.

How have you enjoyed 
your time in Spain so far? 
What has been your most 
enjoyable Spanish cultur-
al experience?

I am enjoying my time in 
Spain greatly since arriv-
ing and I am very happy 
to be here. The country’s 
rich history and the di-
versity found in Spanish 
culture are outstanding: 
the historical influences 
of Christians and Mus-
lims are noteworthy and 
the beautiful nature found 
across Spain is breathtak-
ing. Throughout history, 
Spanish people have been 
open and welcoming to 
other cultures and there 
is a great amount of inter-
est in Japanese culture. As 
the ambassador of Japan to 
Spain, I am very happy to 
be here.

How would you describe 
the current relationship 

between Japan and Spain 
in terms of trade, econo-
my and culture?

There are a number of 
Japanese companies active 
in the Spanish market and 
they are achieving success 
here in Spain. In terms of 
economic activities, many 
Japanese companies are 
working in partnership 
with Spanish companies. 
Japanese companies un-

derstand the requirements 
of managing large projects 
and are very active in in-
frastructure development. 
Following the tsunami in 
Japan and the large con-
struction projects being 
undertaken for the 2020 
Olympic and Paralympic 
Games in Tokyo, the Japa-
nese domestic construc-
tion sector is very strong.

Today, many Japanese 

businesses are strengthen-
ing their partnerships with 
their Spanish counterparts 
and are working on major 
infrastructure projects in 
third countries. Spanish 
people are very interested 
in Japanese culture and en-
gage in various activities 
and events. As ambassa-
dor, I appreciate the inter-
est being shown in Japa-
nese culture and continue 
to support these efforts 
to bring Spain and Japan 
closer together.

As Spain and Japan mark 
150 years of relations, 
what role is the embassy 
playing to help celebrate 
this milestone anniver-
sary?

Several hundred events 
are being organized to cel-
ebrate the 150th anniver-
sary of the establishment 
of diplomatic relations 
between Japan and Spain. 
Several events are being 
organized directly by the 
embassy, including a fash-
ion show by Junko Koshino 
and performances by the 
acclaimed kabuki group 
Heisei Nakamuraza. In ad-
dition, the Spanish Embas-
sy in Japan is also hosting 
events.

What steps can be taken 
to further strengthen the 
ties between Spain and 
Japan and what opportu-
nities will be created by 
closer ties?

I have no doubt many 
Spanish people have a 
strong interest in Japan, 
and today there are also 
many Japanese people liv-
ing in Spain. We want to 
encourage Spanish visi-
tors to Japan to experi-
ence the country and see 
the many attractions found 
across Japan. I am confi-
dent our relationship will 
continue over time and be-
come deeper as both sides 
strengthen their commit-
ment to one another.

What message do you 
have for our readers re-
garding the 150 year cel-
ebrations and the future 
of the Spain-Japan rela-
tionship?

I would like to see more 
Japanese visitors experi-
ence Spain and, likewise, 
we invite Spanish visitors 
to spend time in Japan. 
The events marking the 
150th anniversary of bilat-
eral ties are sure to bring 
our two countries closer 
together. 

150 years on, Spain and Japan strengthen 
their commitment to one another

The Port of Barcelona: 
Connecting Spain and Japan

HiKOKI: A brand-new name for Hitachi Power Tools 

Felix Solis Avantis raises a glass to Japan’s healthy wine market

Mercè Conesa, President of The Port of Barcelona

Jose Guzman, Commercial Director and Masaya Shirai, General Director of HiKOKI Power Tools Iberica

Having tasted success in Japan, the country will remain an important market for Felix Solis Avantis 
wines for years to come.

The enjoyment of good wines does not have to be reserved 
for the few.

The Port of Barcelona is playing a leading role in further strengthening Spain-Japan ties.
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 The events
 marking
 the 150th
 anniversary of
 bilateral ties
 are sure to
 bring our two
 countries closer
together.”
MASASHI MIZUKAMI
Japanese Ambassador
to Spain
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“The Japanese mar-
ket is important 
for us,” said Pab-

lo Rubio Ordás, CEO and 
founder of branding and 
digital agency Erretres.

“In 2013 we made a stra-
tegic decision to work with 
Asian clients, specifically 
in Japan, and help Japa-
nese companies compete 
internationally. We ex-
ecuted hands-on research 
to extract valuable insights 
when we worked with EKO 
Instruments and SIDO.”

“After initiating a rebrand-
ing for EKO Instruments to 
redefine the company’s val-
ues, reposition the brand 
globally and encourage in-
ternational expansion, their 
business grew by 80 percent 
in Europe. For SIDO, we 
delivered rebranding and 
repackaging solutions that 
led to the company success-
fully reaching a younger de-
mographic.”

“We also worked with Hi-
tachi Spain to develop pub-
lishing and communication 
solutions for their air con-
ditioning division and with 
NTT Data, through Everis, 
to create a strategy, brand-
ing initiative and website 
for their new international 
consultancy agency.”

“Communication in Ja-
pan often focuses on the 

functional benefits of the 
products rather than the 
‘human factor.’ Through 
our expertise, we balance 
out the functionality and 
emotion to create designs 
with impact. We launched 
a series of events ‘Japanese 
Technology Meets Spanish 
Design,’ one of which was 
incorporated into the latest 
‘Erretres Open Lab’ (EOL), 
a platform for professionals 
to discuss and synthesize 
great ideas.”

“We have held several 
conferences in Japan in the 

past, and our first interna-
tional EOL event was held 
in Tokyo in September. We 
have also been communi-
cating in Japanese through 
our website and social me-
dia platforms. We intend 
to accelerate our activi-
ties in the Japanese market 
and share our exciting ad-
ventures in Japan,” Ordás 
said.  
info@erretres.com 
www.erretres.com 

Japanese brands meet Spanish design 
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 We intend to
 accelerate
 our
 activities
 in the
 Japanese
market…”
PABLO RUBIO ORDÁS
CEO and Founder
Erretres
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www.synergymediaspecialists.com
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