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Company founders are people of extraordinary talent. Their
successors are people of average talent.

The conflict between them is really a battle of the extraordi-
nary versus the average.

“Destroy Cup Noodle!”

This was my first declaration when I became president of Nis-
sin Food Products Co., Ltd. in June 1985.

I was only 37 years old and full of enthusiasm.

Twenty-seven years had passed since the company was found-
ed. Factionalism and bureaucratism, which I hated, had begun to
run rampant. Product development had been sluggish, and few
innovative products were launched. Every project needed approval
from a dozen people. If everyone’s jaywalking, then theres nothing
to be afraid of That was the mentality. Mangers held authority
without assuming responsibility; staffers didn't take action without
instructions from above. This culture was widespread. The organi-
zation felt stagnant. It was more labyrinthine than a ninja’s house.

It all owed to the psychology of dependence. Our dependence
was on Cup Noodle, the company’s flagship brand. Cup Noodle
was the world’s first instant noodles in a cup. It was invented by
my father, Momofuku Ando, the founder of Nissin. At the time,
Cup Noodle was a megabrand, a runaway seller that accounted for
a majority of the company’s sales and even more of its profits. The
brainchild of the founder, Cup Noodle represented a sanctuary that
was not to be recklessly violated. You just didn't tarnish it or release
a product that might steal market share from it. Or so everyone be-
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Chapter 1: Founders aren't ordinary at all.

lieved.

A top-down management culture had spread through the com-
pany, because it was lead by a charismatic, strong-willed founder.
I thought it would be impossible for Nissin to gain new growth
under such a culture. During my presidential inaugural address, I
cracked the whip, motivating the staff to develop innovative prod-
ucts that would defeat Cup Noodle.

The official slogan was “Defeat Cup Noodle!”

Carried away by the momentum of my speech, I shouted “De-
stroy Cup Noodle!”

Of course, this infuriated the founder, who must've thought:
What on earth was he thinking?

“I didn’t make you president to have you pull a silly stunt like
this,” the founder said. “I'm your father. Can’t you show a little re-
spect?”

Every day was filled with quarrels.

“The more we protect Cup Noodle, the weaker it becomes,” I'd
say. “The more we open it to competition, the stronger it becomes.
Is Cup Noodle really so weak?”

I remember going on like this again and again.

“The aim is to develop excellent products that can destroy Cup
Noodle,” I'd say. “If Nissin has a Pepsi and a Coke, we can become
the strongest company.”

Those were the kinds of wild things I'd say.

It took two or three months to have my ideas heard. Even
then, the founder gave me no response. I regarded this as tacit
agreement, although it could just as well have been disgust.

In time, “Defeat Cup Noodle!” became a slogan for our staff.

The number of new products increased rapidly. Not only did
the slogan lift the staff’s spirits, it became a rallying cry for recruit-
ment.

“Let’s develop products to beat Cup Noodle,” we'd call out to
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job-hunting students. “Join us in this.”

The number of job applicants doubled. The young applicants
felt we must be an interesting company.

The founder was no longer saying anything about the slogan,
but that was hardly the end. In fact, it was just the beginning.

For 22 years, from my inauguration as president to the death
of the founder at the age of 96, we quarreled repeatedly, unceas-
ingly. It’s hard to believe I've occupied the president’s chair for all
that time.

Quarrels and arguments were daily events. Since we were par-
ent and child, we didn’t hold back. Inadvertently, our words became
harsh. The top managers who witnessed these countlessly repeated
scenes would feel uneasy. But we were the representative directors,
who assume the highest responsibility to the company. It was unac-
ceptable for our conflicts to be noticed by the general staff. That
would have hindered the company management. We had the good
sense for one or the other of us to back down in the end.

I think only a few directors knew of our delicate relationship.
In the eyes of most of our business contacts and close friends, the
founder and I seemed to be on good terms and seemed to guide the
company well by backing one another. As proof of this, younger
second-generation presidents would come to me for advice. “I'm
worried about rocky relations with my company’s founder,” one
would say. “Please tell me how to deal with the founder.” Each
time, I couldn’t help but feel a bit flattered. If so many presidents
were having so much distress, I figured it might be meaningful to
summarize my own views on what founders are and how to deal
with them.

Those described as founders have one thing in common.

Konosuke Matsushita developed a two-way light socket and
founded Matsushita Electric Industrial Co., Ltd. (currently Pana-
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Chapter 1: Founders aren't ordinary at all.

sonic Corporation). Kazuo Inamori researched new ceramics and
founded Kyocera Corporation. Soichiro Honda developed an auxil-
iary engine for bicycles and founded Honda Motor Co., Ltd. Each
of these men launched a new enterprise by exercising an originality
that was achieved through hard effort and thought. Their starting
point is monozukuri, the manufacturing spirit that emphasizes cre-
ativity, innovation, and precision. Perhaps what they have in com-
mon is doing what others don’, in other words, they have a spirit of
originality and ingenuity — plus dogged tenacity.

This was true for Momofuku Ando, who made a comeback
from the bottom of the ladder to develop the world’s first instant
noodles.

In my opinion, founders aren’t ordinary at all.

They're people of exceptional talent.

In contrast, most successors of founders are average people, in-
cluding me. You could say that the strife between company found-
ers and second-generation presidents is a battle between the extraor-
dinary and the ordinary.

I must note that this chapter is a frank account of my relation-
ship with Momofuku Ando. These are personal reminisces filled
with reflection and remorse, with overwhelming shame. Nothing
could be put forth as a model for others. But I think those who are
in the same position might use my experience to draw lessons for
dealing with their company’s founder. This chapter might help not
only second- and third-generation presidents, but also presidents
who have succeeded charismatic founders and young staff who are
working for strong-willed, autocratic presidents.
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“Do we founders have no retirement?” the founder laments.
. “What a destiny!”
A spirited quarrel continues around the clock.

“Either you go, or I go,” Momofuku Ando told me with a
scowl, after a fierce argument that went late into the night.

Ob, just a family quarrel, the reader might think. Certainly it's
true, but the substance of the argument was company operation,
not merely family matters. As president, I've been running Nissin
for more than 20 years. I didn’t like to be classed with other second-
generation kids. The founder took great pride in having established
the instant noodle industry.

“Nissin is here because of me,” the founder said.

“I know,” I said “You don’t have to convince me.”

“No, you don’t get it.”

I lost track of how many times such arguments were repeated.

Eventually, he pressed me to decide whether I would step
down as president or he would step down as chairman. Sitting next
to us and hearing this, my mother gave up. “Enough’s enough,” she
said and went to bed.

It wasn't too long ago. This event was only a half-year before
Momofuku Ando passed on at the age of 96, on January 5%, 2007.
Being vigorous and deeply obsessed with his work -- not to mention
a born worrier -- he couldn’t help but comment on what I did.

By that time, the founder had resigned as director. He held the
position of founder, an honorary post without executive power. He
could go off by himself and enjoy a comfortable retirement.

On June 2005, the date of his retirement as director, he wrote
a letter describing his thinking to senior business contacts and those
closest to him:

“I've been running Nissin for the 47 years since its founding.
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Chapter 1: Founders aren’t ordinary at all.

I've taken it upon myself to step down, with the consent of the
board of directors. Fortunately, our younger management, from the
president on down, has developed splendidly, so I have no qualms
about leaving them in charge...I'm 95 years old. I've lived nearly
a century. I've been supported and helped by innumerable people
throughout my long life. I'd like to use the time I have left to repay
my obligations...”

From the text, one gets the feeling that he’s expressing a self-
confidence (Can the company really keep going without me?) thats
tinged with sadness.

The founder’s psychology was strange, and he'd constantly
complain. Hed say, “How long do you intend to have an old guy
like me work? Don't founders have any retirement? What an unhap-
py destiny!” Those words made it sound like my management skills
as president were poor. I became a bit huffy at that and once said,
“The company will get by just fine without you.” What I meant
was, “Please don’t worry.” This only made him grumpier.

The company he founded was as beloved as if it were a child
he had brought up. He was nervous when it ran, nervous when
it fell. He couldn’t take his eyes off all through his life. When the
company suffered a loss, he'd shrink as if it were coming out of his
own pockets. When he said “I'm leaving others in charge,” he was
actually ready to return to management, if given a chance. When
the company had an important ceremony or negotiation, he took
action only after he heard someone say, “Chairman, we need your
help.” In this way, he assured himself that the company couldn’t go
on without him, and he hinted as much to those around him. He
didn’t want to wield power. Leaving a managerial post to become a
chairman and seeing more young staff members growing gave him
a feeling of delight tinged with loneliness. At the same time, the
gratitude and respect for the founder within the company gradually
faded decades after the company was established. It made him feel
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desperately sad.

That was something like ten or more years ago.

On one of my days off, I got a phone call at noon from my
mother, who lived in Tkeda City, in the Osaka Metropolitan Area.

“The founder’s in a bad mood,” she complained.

As usual, he seemed to be angry with me. I called him at once.
We talked for an hour: fifty-nine minutes of it for the chairman,
and the remaining minute for me. His mood didnt improve. This
one-sided conversation ended with him slamming down the phone.
I couldn’t sort out my feelings. There was no other choice. I gath-
ered my work things and personal items in a bag and left home. I
flew from Haneda Airport to Itami Airport, and then went to my
parent’s home in Ikeda.

For two hours, I just listened and made appropriate responses.
He seemed satisfied after he'd had his say.

He said “Okay, I'm ready to listen.” So I began to talk. He in-
terrupted me.

“Start with the problems,” he said. “Report the good things
later.”

Shortly after I began, he interrupted again.

“Enough with the boring stuff,” he complained. “Tell me
something interesting.”

As a result, I spent the entire night explaining this and that,
and our discussion ended at noon the following day. We were both
worn out.

After that, I tried to have a long talk with him at least once a
week. It was a way for him to let off steam. When I wouldn't listen
to him, hed talk to other directors. This would cause discord and
other problems. There was no other way for us to forge a working
relationship.
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