
Review of Operations

Consumer Products Operations
69.0%*

Market Environment
In the markets for toiletries products where Lion is a 

participant, the declining trend in unit prices that had 

continued from 2009 onward began to bottom out. In 

fiscal 2013, prices were at about the same level as in 

the previous fiscal year. In terms of units, the launching 

of high-value-added products in each of the markets 

stimulated demand, and the market expanded about 

2%* year on year.

*  INTAGE Inc. SRI survey of 40 household goods markets. Accumulated unit 
sales from January through December 2013, compared with the previous year

Market Environment and Performance 
in Fiscal 2013
In view of the decline in profitability in fiscal 2012, 

during fiscal 2013, Lion took measures (1) to improve 

its product mix by nurturing the development of 

high-value-added products and (2) to stabilize the pric-

es of products in the lower-priced range to allocate 

sales promotional resources more efficiently.

 One example of the nurturing of high-value-added 

products was Lion’s response to the rising “preventive 

Masazumi Kikukawa
Director, Executive Officer, and Executive General Manager 
of Health and Home Care Products Division

In its business operations in Japan, Lion is working to 
improve the quality of its businesses. This means placing 
 priority on improving the product mix and stabilizing the 
sales prices of products in the lower-priced range. Thus, net 
sales were approximately the same as in the previous year. 
Operating income showed a major gain, because of our 
emphasis on offering high-value-added products and using 
our marketing resources more efficiently.
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consciousness” among consumers. To offer products 

that prevent certain undesirable outcomes before they 

emerge, Lion developed TOP HYGIA, which is a con-

centrated liquid laundry detergent that increases the 

resistance of laundry items to germs with each wash-

ing. Another newly introduced product responding to 

the preventive consciousness trend among consumers 

is TOP HYGIA Fabric Refresher antibacterial, antiviral 

deodorant, which can eliminate germs and viruses as 

well as prevent the growth of germs.

 Another new product aimed at creating a new market 

is Smile 40 Premium, an eyedrop preparation that has 

beneficial effects on elderly consumers suffering from 

eyestrain. Lion identified this market opportunity among 

people in the middle to upper age categories and was 

able to attract new consumers from these age-groups.

 Moreover, Lion’s direct-to-consumer sales of func-

tional food products and other items that support the 

quality of life (QOL) of its customers are showing 

favorable expansion. Sales of Nice rim essence 

Lactoferrin, one of Lion’s core health food products, 

are expanding steadily. In addition, Lion has launched 

Fleuria in its aging hair care series for mature women 

that promotes beautiful and healthy hair and is work-

ing to enlarge the overall product lineup in its 

direct-to-consumer sales business.

 As a result, sales were at about the same level as in 

the previous year, but operating income rose substan-

tially in part because of cost reductions, including low-

ering of manufacturing costs.

Strategy in Fiscal 2014
In its Consumer Products Business, Lion is developing 

its business operations around three key words––

“health, comfort, and environment”––in the three fields 

of daily necessities, OTC pharmaceuticals, and func-

tional food products and as it aims for “Qualitative 

Growth of Domestic Businesses.” Lion defines “qualita-

tive growth” as stable expansion that emphasizes prof-

itability. Based on the identification of consumers’ latent 

needs, Lion takes up the challenge of launching new 

products by offering new value proposals and creating 

new markets. In existing markets, Lion works to raise 

unit prices and accelerates the expansion of growth 

markets, with the aim of raising profitability.

Market Position of Products in Japan
Lion’s major product fields and 2013 market positions in Japan

Liquid hand soaps

¥20 billionNo. 1
Laundry
detergents

¥131 billionNo. 3

Fabric softeners

¥79 billionNo. 3

Dishwashing 
detergents

¥45 billionNo. 3

L
dToothpastes

¥80 billionNo. 1

Note:  Figures for market size presented above are based on retail sales data, and 
do not include sales of gift packages.

Source:  INTAGE Inc., SRI survey, each category. Data from January through 
December 2013, on the basis on sales value

Toothbrushes

¥43 billionNo. 1

hes

billion43 billion
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Consumer Products Operations

Performance of newly introduced toothbrushes 
was favorable, but growth in sales of toothpastes 
was sluggish, and sales of this business were below 
the previous fiscal year.

 Oral Care Business

Key Products Contributing 
to Performance in Fiscal 2013
Dentor Systema Brand Line

The Dentor Systema line has won high appraisal among 

consumers as a brand that offers solid protection 

against periodontal disease through application of 

Lion’s periodontal pocket care technology.

 In the toothpaste business, in addition to Dentor 

Systema and Dentor Systema EX toothpastes for 

 preventing periodontal disease, which were launched 

in previous years, in 2012, Lion introduced Dentor 

Systema Toothpaste Sensitive Care, which guards 

against the stinging pain caused by hypersensitivity 

as well as periodontal disease. During 2013, sales of 

Dentor Systema Toothpaste Sensitive Care were fa- 

vorable. In addition, in the toothbrush business, sales 

of Dentor Systema Shikkari-Kegoshi (Core-Sheath 

Bristles) Type toothbrushes and Dentor Systema 

Haguki Plus toothbrushes were steady, and Dentor 

Systema brand toothbrushes maintained their No. 1* 

position in the toothbrush market in Japan for the 

14th consecutive year.

 In 2014 also, by continuing its advertising and 

in-store promotional activities, Lion will work to 

 further the growth of the Dentor Systema brand as 

a comprehensive lineup of oral care products for 

 preventing periodontal disease.

*  INTAGE Inc. SRI survey of 40 household goods markets. Accumulated unit 
sales from January through December 2013, compared with the previous year

Strategy in Fiscal 2014
As more and more people have become aware of the 

idea of “wanting to have longer and more-affluent lives 

by maintaining healthy teeth,” the concept of preventive 

dentistry has received increasing attention. Preventive 

dentistry means not getting dental treatment after such 

problems as tooth decay have appeared, but preventing 

them before they occur. To enjoy the benefits of preven-

tive dentistry, it is important not only to have access to 

professional care in dental clinics but also to practice 

“self-care” under the guidance of a dental specialist.

 In 2014, Lion rebranded its Clinica lineup of oral care 

products under the theme of preventive dentistry and 

repositioned Clinica as a group of products that help 

people actually practice self-care as recommended by 

dental professionals. The new Clinica lineup includes 

toothpastes, toothbrushes, dental rinses, and other 
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dental products, all of which support consumers in their 

dental self-care activities as recommended by dental 

specialists.

 Among toothpastes, Clinica line products feature 

Lion’s proprietary high adhesion fluoride formula that 

helps fluoride remain on the surface of teeth longer after 

brushing and promotes the repairing of the quality of 

the enamel. In addition, Lion has launched an improved 

version of Clinica Advantage toothpaste, which now 

provides total care because it contains three medicated 

ingredients for the comprehensive control of the causes 

of tooth problems. In the dental floss field, the Clinica 

Advantage Y-Type Dental Floss makes it easy to clean 

even the difficult-to-reach 

rearmost molars. In the  dental 

rinse field, Lion has newly 

launched its Clinica Advantage 

Dental Rinse, which contains 

ingredients that provide the 

germ-killing power of two anti-

bacterial agents in the mouth 

with Lion’s long-acting anti- 

bacterial formula. Using this 

rinse before bedtime  prevents the formation of cavities 

during sleep.

 Lion’s activities to communicate the benefits of its 

Clinica oral care products and increase their perceived 

brand value among consumers include a wide range 

of activities that convey consistent content and brand 

message, from TV commercials to in-store promotions.

The Lion Foundation for Dental Health (LDH) dissem-
inates the knowledge and experience in promoting 
awareness and education of oral health care that it 
has accumulated over many years, focusing espe-
cially on the countries of Southeast Asia. The aim of 
these activities is to promote habits for healthy-living 
behavior through all life stages and contribute to 

improvement in oral health. Working in cooperation 
with the regional governments, dentist associations, 
and dental hygiene specialists of those countries, 
LDH intends to provide support to make it possible 
for good oral health practices to take root firmly in 
these countries.

Sustainability Topics
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Consumer Products Operations

Liquid laundry detergents and fabric softeners 
with long-lasting fragrances showed robust 
 performances in 2013, and sales in this business 
rose over the previous year.

 Fabric Care Business

Key Products Contributing 
to Performance in 2013 
Kaori to Deodorant no SOFLAN (SOFLAN 

with Fragrance and Deodorant) Brand Line

The fabric softener market is showing continuing 

growth and rose 6%*1 over the previous year during the 

fiscal term under review. Within this market, Lion is 

developing two lineups of its Kaori to Deodorant no 

SOFLAN (SOFLAN with Fragrance and Deodorant) to 

respond to an increasingly broad range of needs. The 

first of these two lineups, SOFLAN with Fragrance and 

Deodorant*2, offers natural fragrances and superior 

deodorant effectiveness and has been favorably 

received by consumers. In 2013, Lion introduced an 

improved version in this lineup: Kaori to Deodorant no 

SOFLAN (SOFLAN with Fragrance and Deodorant) 

Aroma Natural, which features an increased natural 

aroma oil content and is available in three fragrances. In 

parallel with this, Lion added its Premium Deodorizer to 

the lineup, which contains Lion’s original nano-deodor-

izing ingredients that effectively eliminate odors. As a 

result, Lion now has the product lineup to satisfy con-

sumers’ needs for fine fragrances as well as their needs 

for superior odor removal. The second SOFLAN lineup 

is Kaori to Deodorant no SOFLAN (SOFLAN with 

Fragrance and Deodorant) Aroma Rich, which features 

long-lasting type*2 fragrances, and it has been well 

received by consumers for its rich, long-lasting fra-

grances. In 2013, Lion added a new aroma, Annie, in 

this lineup, which has a distinctive sweet fragrance and 

has attracted new consumers. Aided by the expansion 

of its two SOFLAN lineups, growth in Lion’s fabric soft-

ener sales exceeded those of the overall market and 

elevated its position in this category of products.

*1  INTAGE Inc. SRI survey of the fabric softener market. Accumulated sales 
amount from January through December 2013, compared with the previous 
year

*2 According to Lion’s classification
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Strategy in Fiscal 2014
In the laundry detergent business, Lion will introduce an 

improved version of TOP HYGIA, its super-concentrat-

ed liquid detergent. This new product is capable of dis-

solving and eliminating the biofilm that is generated by 

microbes clinging to washing machine tubs, and Lion 

will work to expand the number of customers among 

hygiene-conscious consumers who give it a trial. Also, 

in response to the trend toward buying in bulk, Lion will 

add larger refill packages of TOP NANOX and TOP 

HYGIA, its super-concentrated laundry detergents, 

to its product lineup.

 In the fabric softener business, Lion is working to 

 further develop the SOFLAN with Fragrance and 

Deodorant brand through further marketing of its 

improved Aroma Natural line and the Aroma Rich line, 

with a new fragrance added, both of which were 

 introduced in 2013.

 In 2014, Lion will continue to invest in the marketing 

of super-concentrated liquid detergents and fabric soft-

eners that offer long-lasting fragrances and effective 

odor elimination with the goal of becoming the No. 1 

company in these market categories.

Lion has continued to develop products that reflect 
proper concern for the environment. These have 
included the usage of plant-derived raw materials 
that prevent global warming, the use of ingredients 
with good biodegradability, and products that 
require the use of smaller amounts and thus help to 
protect the water environment. MES and MEE 

 (methyl ester ethoxylate), which are representative 
surfactants and were developed by Lion based 
on this approach to environmental protection, are 
included in Lion’s powdered and  liquid laundry 
detergents.

Sustainability Topics
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Consumer Products Operations

Sales of eyedrops were favorable, but, as a result of 
more-intense competition in Lion’s core antipyret-
ic analgesic business, overall sales in this business 
were at the same level as in the previous year.

 Pharmaceutical Business

Key Products Contributing 
to Performance in 2013 
Smile 40 Premium

Along with the growing use of smartphones and PCs, 

the number of persons in the middle and older age-

groups complaining of eye problems has increased. 

Particularly among people 40 years of age or older, 

eye problems, including eye fatigue, are becoming 

more serious.

 Identifying an opportunity in the midst of these 

changes in society, Lion launched its Smile 40 Premium 

ophthalmic eyedrops for alleviating eye fatigue caused 

by aging and the prolonged use of the eyes. In devel-

oping this new eye remedy, Lion developed new tech-

nologies that enable inclusion of large amounts of 

“absorbable vitamin A” into this product, the largest 

amount of any other product in the Smile eyedrop 

series. Smile 40 Premium also contains 10 kinds of 

active ingredients that alleviate eye fatigue and itchi-

ness (which is caused by the presence of too much 

mucus in the eyes), and it has been formulated to be 

easy on the eyes of persons in the middle and older 

age-groups.

 To communicate the effectiveness of this product 

and help consumers to better understand the effects of 

aging on the eyes as well as the benefits of absorbable 

vitamin A, Lion focused on marketing in stores that can 

explain the effectiveness of Smile 40 Premium and 

used newspaper advertising and live media commer-

cials. This campaign was successful, and, from the time 

the product was launched through December 2013, 

the number of vials sold exceeded 930,000. This new 

product made a major contribution to rejuvenating the 

market for eyedrops. In 2013, the market for eyedrops 

in the middle and older aged groups expanded 7%*1, 

while the overall eyedrop market also increased 7%*2 

in size.

*1  INTAGE Inc. SDI survey of the eyedrop market for middle-aged and older 
consumers (as defined by Lion). Accumulated sales amount from January 
through December 2013, compared with the previous year

*2  INTAGE Inc. SDI survey of the eyedrop market. Accumulated sales amount 
from January through December 2013, compared with the previous year
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Strategy in Fiscal 2014
Lion launched BUFFERIN PREMIUM, a new product in 

the BUFFERIN brand lineup of antipyretic analgesics, 

which is now the top of the BUFFERIN brand lineup 

and offers not only fast and effective relief but also is 

gentle on the stomach. This new product is targeted at 

consumers who want high performance in the form of 

“quick attack and relief,” “high effectiveness in relieving 

pain,” and “prevention of gastrointestinal discomfort.” 

BUFFERIN PREMIUM is a new preparation that 

responds to these high-level needs. It contributes to 

making life more comfortable for people suffering with 

headaches. Lion aims to use this new 

product to help rejuvenate the stag-

nant market for these remedies. Also, 

to provide relief for the approximately 

70% of women who are troubled by 

stiff shoulders, Lion will introduce 

HALIX HOGRELA, an analgesic that 

comes as an adhesive poultice or as a 

roll-on type preparation. Lion has 

made this product available in these 

two forms to broaden the range of 

occasions when it can be used. The first is pads that 

are applied to the skin and improve circulation in stiff 

shoulders, giving users relief from deep inside the tis-

sues. The second is a roll-on type that can be carried in 

a bag or cosmetic pouch to wherever the user goes to 

provide relief from shoulder stiffness and pain. Lion is 

working to win over new  consumers for these products 

and leverage them to help rejuvenate the market for 

analgesics and anti- inflammatory poultices.

BUFFERIN PREMIUM incorporates Lion’s original 
“quick attack tablet” and “fast-dissolving ibuprofen” 
technologies that overcome the difficulties of provid-
ing both the fast disintegration of the tablet and 
the quick dissolvability of the ibuprofen that were 
experienced previously in these preparations. The 
successful development of this product, with its 

state-of-the-art technology, was due not only to the 
technical know-how in pharmaceutical manufactur-
ing that has been accumulated over the 50 years 
since the brand’s debut but also the combination of 
Lion’s many other technologies.

Sustainability Topics
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Consumer Products Operations

Sales of foaming hand soaps and new antiper-
spirant products were favorable, but overall 
sales in this business were below the level of the 
previous fiscal year.

 Beauty Care Business

Key Products Contributing 
to Performance in Fiscal 2013 
KireiKirei Medicated Foaming Hand Soap

The market for hand soaps expanded because of 

growth in foaming hand soaps. Consumers, including 

not only children but the rest of the family as well, like 

foaming-type hand soaps because they are simpler 

and easier to use than conventional liquid types, and, 

as a result, the market share of foaming types has risen 

to 68%*1 of the total. In addition, among foaming types, 

those featuring fragrances account for 40%*2 of the 

market, and the interest among consumers in enjoying 

many kinds of fragrances is rising. Lion offers three 

 fragrances in its hand soap lineup and also launched 

limited-edition products with new fragrances. Growth 

in sales of these products has exceeded the rate 

of expansion in the overall market.

*1   INTAGE Inc. SRI survey of the foaming-type hand soap market. 
Accumulated sales amount from January through December 2013

*2   According to Lion research

Strategy in Fiscal 2014
In 2014, Lion launched Ban Anti-perspirant Deodorant 

(Roll-on type): Block “Sweat Gland,” a preparation that 

blocks underarm perspiration with a nano ion antiperspi-

rant ingredient before it emerges by clinging to the sweat 

pores. This new preparation offers women who are both-

ered by underarm sweat a way of dealing effectively with 

the sweat stains and odors it can cause. To promote this 

deodorant product and rejuvenate the 

antiperspirant market, Lion has set up a 

new genre of in-store promo-

tional sales points especially for 

giving advice on eliminating 

underarm sweat problems.

ming-type hand soap market.
anuary through December 2013

After the disasters caused by the Great East Japan 
Earthquake, which struck in 2011, Lion has imple-
mented a continuing support project in the three 
prefectures in the Tohoku region of Japan that were 
most affected by the earthquake: Miyagi, Iwate, and 
Fukushima. The objective of the program is to famil-
iarize the people in this region with the benefits of 

frequent hand washing. In 2013, Lion employees 
conducted educational activities for hand washing 
four times in the area, which were aimed at children 
in nursery schools and kindergartens. Lion plans to 
continue these activities going forward.

Sustainability Topics
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 Living Care Business

Sales of Lion’s fogged type of fungicide for preventing growth 
of black mold in the bathroom were robust, but performance of 
dishwashing detergents was relatively weak, leading to overall sales 
in the year under review at the same level as in the previous year.

Key Products Contributing 
to Performance in 2013
LOOK Bath Antimold Fogger

Lion’s LOOK Bath Antimold Fogger, which was newly 

launched in 2012, represents an important break-

through in bathroom cleaning concepts. Unlike conven-

tional mold-removal products for the bathroom, LOOK 

Bath Antimold Fogger eliminates bacteria and prevents 

black mold from growing throughout the bathroom with 

fumigation technology.

 In 2013, in advance of the rainy season in Japan, 

when demand for preventing mold is strong, Lion 

 successfully communicated the message, through its 

advertising and website, that the cause of black mold 

growth is “invisible mold lurking on the ceiling.” This 

brought major expansion in sales of this product, and, in 

2013, the market for mold-removal products grew 14%* 

over the previous year, thus revitalizing the market.

*  INTAGE Inc. SRI survey of the mold-removal market. Accumulated sales amount 
from January through December 2013, compared with the previous year

Strategy in Fiscal 2014
To encourage more consumers to try LOOK Bath 

Antimold Fogger, in 2014, Lion is communicating the 

message “preventing the growth of mold” through its 

advertising and its website. Lion is also taking other ini-

tiatives to continue to develop this product and estab-

lish its market position, including the introduction of 

limited-edition items during the high-demand season. 

Among cooking-aid products, in the REED Healthy-

Cooking Paper lineup, Lion launched a new Smart 

Type. Lion will work to create new demand and stimu-

late the market by emphasizing how easy to use and 

convenient this Smart Type is.

LOOK Bath Antimold Fogger was developed by 
applying Lion’s fumigation technology developed 
from its VARSAN insecticide products and its “silver 
ion” bacterial removal agent, which is used in Lion’s 
household cleaners. Lion has made applications for 
four patents in connection with these technologies. 
Looking ahead, Lion will continue to create new 

markets through synergies and the application of 
technologies across product categories as well as 
the interchange of personnel.
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Consumer Products Operations

The Other Products Business includes the direct-to- 
consumer business, which sells functional food and 
other products through direct channels to consumers, 
the pet supplies business, and other businesses.

 Other Products

Direct-to-Consumer Business
Performance in Fiscal 2013
In the direct-to-consumer business, Nice rim essence 

Lactoferrin, a supplement that provides healthy support 

for consumers who are dieting, showed close to double -

digit growth. In addition, Lion launched a new product, 

Fleuria, in the aging hair care series. This series responds 

to the needs of women in the middle to upper age cate-

gories, and it includes a hair growth formula, hair condi-

tioners, and shampoos. The goal for direct-to-consumer 

sales in fiscal 2014 was ¥10 billion, but this business has 

already exceeded this objective.

Strategy in Fiscal 2014
The direct-to-consumer business will focus on the 

development and nurturing of its product lineup, includ-

ing the previously mentioned new product, Fleuria, as 

well as other new items. In its existing product areas 

of Nice rim essence Lactoferrin, Tomato Su Seikatsu, 

and Denshichi Ninjin Shukan, this business will work 

to increase profitability through the more-efficient allo-

cation of competition costs, including encouraging 

“sleepers,” those who have ceased buying these 

 products, to order and take them again.

Pet Supplies Business
Performance in Fiscal 2013
During fiscal 2013, Lion focused on introducing 

 products that respond to consumers’ latent needs and 

raising their awareness of these items. Lion proclaimed 

that the year 2013 would be “The first year of the Pet 

Oral Care era” and, in line with the oral care programs 

recommended by veterinarians, newly introduced the 

Pet Kiss series of oral care products for pets, while also 

engaging in activities to raise the awareness of pet 

health care. Lion’s activities also included promoting 

the health of pets’ oral cavities.

Strategy in Fiscal 2014
In fiscal 2014, Lion will take up the challenge of “fur-

thering the development of pet oral care” and “creating 

a pet laundry care category.” In the Pet Kiss oral care 

series, Lion will launch new products with additional 

functional features and work to deepen its activities for 

raising consciousness about pet oral care. In addition, 

Lion will launch a new laundry detergent especially for 

cleaning pet apparel that will contain ingredients to 

eliminate odors characteristic of pets and will focus 

on creating a new market segment for this type of 

detergent.
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Industrial Products Business
8.9%*es of electro-conductive carbon black In the Industrial Products Business, sale

nic surfactants in Japan were on ato overseas customers and sales of anion
or the year. In addition,  progress was recovery trend and showed expansion fo
detergents for industrial use, and, as made in developing new customers for 

e higher than in the previous fiscal year.a result, overall sales in this business were

Chemical Products

Review of Fiscal 2013 and Outlook for Fiscal 2014
During fiscal 2013, Lion worked to expand sales and 

income in its three core areas of ester derivatives, elec-

tro-conductive carbon black, and industrial cleaners. 

Sales of electro-conductive carbon black to the electron-

ic components industry were robust, and performance 

of these businesses was on a recovery trend. In fiscal 

2014, Lion is proceeding with the further development of 

its businesses with electro-conductive carbon black as 

the core business. In addition, in overseas markets 

where growth is anticipated, Lion will endeavor to nurture 

business fields where it can draw on technological supe-

riority and proceed aggressively with business reforms.

Detergent for Institutional-Use Business (Lion Hygiene Co., Ltd.)

Review of Fiscal 2013 and Outlook for Fiscal 2014
Trends were favorable and sales of industrial laundry 

detergents, hand soap, alcohol, and other items to 

major users––including hotels, hospitals, elderly care 

facilities, food processing plants, and other users––

expanded at a robust pace. In 2014, we will significantly 

strengthen our services for users and respond to the 

rise in hygiene consciousness by expanding sales of 

detergents for use in institutional dishwashing machines; 

items for institutional kitchens, such as cooking paper, 

hand soap, and alcohol for disinfecting purposes; and 

cleaning preparations. In these activities, we will seek 

to win new customers by submitting proposals for 

 comprehensive hygiene management services.

* % of consolidated net sales
* Sales to outside parties

* Sales to outside parties
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Overseas Business
20.6%*

Market and Social Environments 
in Fiscal 2013
In the countries of Southeast Asia where Lion has 

a presence, economic growth is running generally at 

about 5% annually. Growth in these countries is driven 

by expansion in personal consumption, but Lion is aim-

ing to maintain growth above the rate of economic 

expansion by launching high-value-added products that 

respond to the preferences of the growing middle- 

income classes.

Review of Performance in Fiscal 2013
During fiscal 2013, overseas sales increased 30%, 

boosted by the decline in the value of the yen. After the 

exclusion of foreign currency factors, sales growth in 

local currencies was 5.2%. Reasons for this expansion 

in sales included the introduction of products suited to 

the needs of consumers in each of the markets where 

Lion operates, continued expansion of sales channels, 

and growth in sales following the completion of addi-

tions to production capacity at Lion Eco Chemicals 

Kenjiro Kobayashi
Director, Executive Officer, and Executive General Manager 
of International Division

Sales overseas rose above the previous year, driven by the 
favorable performance of oral care products in Thailand and 
major gains in sales of laundry detergents in Hong Kong. 
Operating income from Overseas Business was at about the 
same level as in the preceding year as sales promotional 
expenses to enhance Lion’s market position increased.
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Sdn. Bhd. Operating income decreased 1.9% from the 

previous year as a consequence of a growing mood of 

restraint on consumer spending in Thailand, more- 

intense competition, and other factors.

 In its Overseas Business, Lion is aiming for quantita-

tive growth and is implementing product policies and 

capital investment policies to secure the  positions of 

“No. 1 in oral care products” and “No. 1 in laundry 

detergents.”

 To become No. 1 in oral care products, Lion imple-

mented  policies in 2013 to strengthen its global brand 

Systema and launch new products under the Systema 

brand in each of the overseas markets where it has a 

presence. In addition, during the fiscal year, Lion com-

pleted and commenced operations at a new plant in 

Thailand and is moving forward with the construction of 

a new  production facility in China.

 To attain the position of No. 1 in laundry detergents, 

Lion is implementing policies aimed at expanding the 

scale in quantitative terms of its operations in each of 

these countries. Lion continues to be the No. 1* com-

pany in laundry detergents in Malaysia and has expand-

ed production capacity for liquid laundry detergents 

there. In Thailand, Lion introduced a new high-value- 

added powdered laundry detergent containing MES. 

Also, to respond to the increase in the percentage of 

liquid laundry detergents used, Lion launched new 

 liquid detergent products to drive quantitative market 

 expansion.

* According to Lion research

Strategy for Fiscal 2014
In fiscal 2014, Lion’s business policy will be to “offer 

health and cleanliness to the consumers of Asia and 

support the lengthening of their healthy life expectancy. 

To do this, Lion will work to become the No. 1 compa-

ny in oral care products and in laundry detergents, as 

well as attain double-digit sales growth. Accordingly, 

to strengthen its business base and increase its 

cost-competitiveness, Lion will (1) attain quantitative 

growth by conducting aggressive marketing activities 

and implementing capital investments, (2) nurture its 

global brands, and (3) draw on the capabilities of its 

efficient production facilities. In new business fields, 

Lion will work to expand its presence in the Philippines, 

where it commenced operations in  fiscal 2013, at an 

early date, increase the sales of its MES production 

business, and expand into additional geographic areas. 

Through these activities, Lion will endeavor to further 

establish its presence in Asia and continue its quantita-

tive expansion.

Strategy
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Regional Reports

New oral care product facility in Thailand

Overseas Business

Thailand
 +5%Sales Growth Rate

(Year on year, local currency basis)

Market Environment and 
Performance in Fiscal 2013
Lion’s sales in Thailand account for more than 

50% of its consolidated overseas net sales. In 

the laundry detergent business, sales of conven-

tional powdered detergents and sales of newly 

introduced liquid detergents held firm during 

 fiscal 2013. Moreover, in the Oral Care business, 

initiatives to introduce improved versions of 

Systema toothpastes, the launching of KODOMO 

toothpaste for children and other new products, 

as well as stronger sales promotion for Systema 

toothbrushes met with success. In the latter half 

of the fiscal year, however, the rising level of 

household debt tended to weaken consumer 

confidence, but overall sales rose substantially 

over the previous year.

Strategy in 
Fiscal 2014
In the laundry deter-

gent business, Lion 

will work to further 

develop its Pao 

brand concentrated 

powdered detergents, high-performance liquid 

detergents, and its detergents containing MES 

and MEE, which are eco-friendly ingredients 

developed with Lion’s original technology. Also, in 

the health-care field, including the Oral Care busi-

ness, Lion will step up its activities for promoting 

sales of high-value-added products.

 In its activities, Lion will endeavor to expand 

sales and secure income by developing new, 

highly differentiated products for specified price 

segments and geographical areas.

Products
Toothpaste, Toothbrushes, Body soap, Shampoo,
Laundry detergents, Fabric softeners,
Dishwashing detergents, Etc.

Pao 
Laundry detergents

Lipon 
Dishwashing detergent

Systema
Toothbrushes

Systema
Toothpastes
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Market Environment and 
Performance in Fiscal 2013
In South Korea, Lion is developing its business 

operations in the fields of laundry detergents, 

oral care products, dishwashing detergents, 

hand soaps, and other items. During fiscal 2013, 

low-price competition in the South Korean mar-

ket intensified along with the introduction of 

a government policy of restricting the number 

of business days of large-scale retail stores.

 In the laundry detergent business, sales of Beat 

brand liquid detergent and sales of a new foaming 

version of Lion’s hand soap Ai-kekute (sold under 

the brand name KireiKirei in Japan) were favor-

able, but sales of dishwashing  detergents were 

stagnant. Overall sales in South Korea showed 

a slight rise from the  previous year.

Strategy in Fiscal 2014
In South Korea, Lion has identified raising overall 

profitability and making investments to increase 

brand value as priority themes. Lion will aim to 

raise its position in the market by launching highly 

differentiated, high-value-added  products and 

by marketing through new sales channels. At 

the same time, Lion will seek to develop more 

in-depth communication with Korean consumers 

through tie-ups with the mass media and offering 

sampling opportunities to consumers.

South Korea Nearly 
the Same

Sales Growth Rate
(Year on year, local currency basis)

Systema 
Toothbrush

Beat 
Liquid laundry detergent

Ai-kekute
Hand soap

Cham Green
Dishwashing detergent

Products
Toothpaste, Toothbrushes, Hand soap, Shampoo, Conditioner, 
Laundry detergents, Dishwashing detergents, Etc.
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Overseas Business

China

Singapore

Hong Kong

Taiwan

 +1%Sales Growth Rate
(Year on year, local currency basis)

 +6%Sales Growth Rate
(Year on year, local currency basis)

 +15%Sales Growth Rate
(Year on year, local currency basis)

 -14%Sales Growth Rate
(Year on year, local currency basis)

Sales of Systema brand toothbrushes were 

favorable, but overall sales in China showed a 

slight rise over the previous fiscal year. In fiscal 

2014, Lion’s new plant for oral care products 

will increase its production capacity and is 

scheduled to go into operation.

Lion expanded its product lineup in Singapore 

by adding a new low-foaming type detergent 

in the Liquid TOP brand line in the laundry deter-

gent business. Also, in the Beauty Care business, 

Lion added refill packages in the Shokubutsu 

body soap lineup. Sales in all  businesses rose 

over the previous year.

In the Fabric Care business, sales of TOP 

NANOX super concentrated liquid laundry 

detergent were favorable. In addition, sales of 

oral care products, including toothpastes and 

toothbrushes, continued to be firm. As a 

result, total sales in Hong Kong rose 

at a double- digit rate.

In the Oral Care business, newly launched 

toothbrushes contributed to an increase in 

sales of this business. In the Fabric Care busi-

ness, sales of laundry detergents stagnated, 

and overall sales in Taiwan were below the 

previous fiscal year.

Products
Toothpaste,
Toothbrushes,
Etc.

Products
Toothpaste, Toothbrushes, Body soap, 
Hand soap, Laundry detergents, 
Dishwashing detergents, Etc.

Products
Toothpaste, Toothbrushes,
Laundry detergents, Etc.

Products
Toothpaste, Toothbrushes,
Laundry detergents, Body soap,
Etc.

Systema 
Toothbrushes

Lanpao 
Laundry detergent

TOP NANOX 
Liquid laundry

detergent

Shokubutsu 
Body soap
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Systema
Toothbrush

Shokubutsu HANA
Hand soap

Systema
Toothpaste

Systema
Toothbrush

TOP
Laundry detergent

Indonesia*3

Malaysia*2 *3

 +24%Sales Growth Rate
(Year on year, local currency basis)

 +6%Sales Growth Rate
(Year on year, local currency basis)

As growth continued in the markets where Lion has a 

 presence, Lion continued to make advertising investments to 

increase the value of its existing brands, and sales in the 

Beauty Care, Oral Care, and Living Care businesses were 

favorable. In the Oral Care business, Lion launched its 

Systema series of products in May.

*1 Results of Lion’s research  *2 Excluding Lion Eco Chemicals Sdn. Bhd.  *3 Company accounted for under the equity method

In the laundry detergent business, where Lion has the No. 1 mar-

ket share*1, major growth was reported in sales of Lion’s Liquid 

TOP in the fast-growing liquid detergent market. Also, in the pow-

dered detergent business, Lion added a new type of powdered 

detergent in the TOP brand line. As a result, overall sales showed 

 substantial expansion over the previous year. In addition, in the 

Oral Care business, sales of Systema toothbrushes were favorable.

Products
Toothpaste, Toothbrushes, Shampoo, 
Body soap, Dishwashing detergents, Etc.

Products
Toothpaste, Toothbrushes, Body soap, 
Shampoo, Laundry detergents, Etc.

emeron
Shampoo

Mama LEMON
Dishwashing detergent

Systema
Toothpaste

Philippines
Lion commenced sales of oral care products 

in July 2013 and, in September, began the 

marketing of beauty care products. During 

 fiscal 2014, Lion will expand the lineup of 

product offerings in these two fields while 

it works to establish its market presence 

at an early date.

Products
Toothpaste, Toothbrushes, Body soap, 
Hand soap, Etc.
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