
How We See the Business Environment

Assessing Our Performance in Recent Years
Under Vision2020, our management vision up to 2020, we 

drastically reformed our business structure. In each step of 

the value chain, including R&D, production, marketing and 

sales, we have been creating products with more added 

value and enhancing our ability to effectively communicate 

that value to customers. As a result, the ratio of operating 

income (core operating income) to net sales has increased 

from approximately 2% in 2012 to around 10% in 2020. I 

believe this improvement is not temporary but structurally 

ingrained throughout the Company.

On the other hand, our sales growth rate in recent years 

has declined from around 4% to about 1%. This is due to the 

slowing pace of increase in the number of customers who are 

receptive to the products and information we offer—that is, to 

the habits we propose. We realize that it is no longer enough 

to simply continue our current methods for developing good 

habits. As things stand, we cannot meet expectations to 

contribute to resolving the anxiety that I mentioned earlier. 

We view this as our greatest challenge for the decade to 2030.

In recent years, the world has been dealing with two major 

threats: the novel coronavirus (COVID-19) pandemic, and the 

rapidly worsening global environment. These ongoing threats 

mean that there is constant and unprecedented anxiety in 

people’s daily lives. Consequently, people are more aware 

than ever of the need to maintain their own and their families’ 

health, and many believe that we must act quickly to halt the 

deterioration of the environment.

Since its founding, Lion has been known for contributing 

to society by encouraging people to develop good habits. 

We have supported mental and physical health by providing 

products that are indispensable for daily life and by instilling 

proper tooth brushing and laundry habits. We believe that 

Lion’s strength lies in its ability to develop such good habits. 

That is why we have set forth our purpose as “Make a 

difference in everyday lives by redesigning habits: ReDesign.”

Good habits have the power to keep minds and bodies 

healthy. Furthermore, the adoption of more environmentally 

friendly habits will be very effective in preserving the global 

environment. We feel that society is asking Lion to play a 

greater role: as a “daily habit design specialist” that helps 

resolve the great anxiety that is now sweeping the world. 

Now more than ever is the time for Lion to shine.

Now more than ever 

is the time for Lion to

shine: Accelerating growth

by redesigning habits
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Message from the President

The Need to Break with Our Past to Accelerate Business Growth

Vision2030 Targets

Based on this view, in 2021 we established our long-term 

strategic framework Vision2030. It sets forth three growth 

strategies for evolving how we redesign habits. The first 

strategy is aimed at evolving the habits we propose. We 

have identified four fields of value creation—oral health, 

infection control, smart housework and well-being—and 

we will raise the quality of the value we provide by further 

evolving the habits we propose in each of these fields. In oral 

health, for example, we will expand from a stance of simply 

maintaining oral health to positioning oral care as a means 

for maintaining overall health, with the aim of promoting 

an evolution in habits from conventional tooth brushing to 

preventive dentistry that effectively combines self-care at 

home and professional care at a dental clinic. To that end, in 

addition to the toothpaste, toothbrushes and other products 

we already provide, we intend to launch various new 

businesses that strongly link self-care and professional care. 

The second strategy is to enhance the business foundations 

that will support the evolution of the value we provide. This 

includes digital transformation measures such as upgrading 

our information infrastructure to accelerate decision-making 

and improving productivity by utilizing digital technology 

on production lines. It also includes measures to expand 

production capacity. The third strategy involves employee 

and organizational dynamism. No matter how finely detailed 

our strategies are, they will not produce results unless the 

people and organizations that implement them can act with 

enthusiasm and agility. In this respect, the third strategy 

is the most important of the three and should serve as the 

cornerstone of our corporate activities. Since becoming 

president of the Company in 2019, I have made reforms 

for professional fulfillment a core theme, and have been 

promoting four parallel initiatives: establishing conditions for 

self-directed employee growth and providing opportunities 

for them to demonstrate the skills they have acquired (work 

management); creating an environment where employees are 

free to choose the place, time and other aspects of their work 

according to their individual circumstances, thus raising their 

productivity (work styles); improving the skills of managers, 

with an emphasis on long-term employee career development 

and team building (strengthen relationships); and health 

management to improve employee health (“GENKI” Action). 

Corporate branding that originates from understanding and 

sharing our purpose is another theme of the third growth 

strategy. The objective of this theme is to foster a feeling that 

working at Lion is a valuable experience, thereby enhancing 

employee engagement.

Through these three growth strategies, we intend to break 

with our past by evolving the quality of the value we offer and 

redesigning habits so that they meet contemporary demands.

The consolidated performance targets of Vision2030 are 

net sales of ¥600 billion, EBITDA of ¥80 billion, and ROIC of 

approximately 8-12% for 2030. Because we are targeting 

CAGR of 5.6% for the period, we will work to expand the 

range of our proposals for new habits at an unprecedented 

pace. At the same time, we aim to realize social value by 

enhancing consumer quality of life, and by helping to realize 

a decarbonized, resource-circulating society. Our approach 

of redesigning habits will lead to an increase in our economic 

value as well as our social value. There is power in redesigning 

habits. Believing in that power, we continue to evolve.

Redesigning Habits: Lion’s Unique Approach
Under Vision2030, we aim to tackle our Sustainability Material 

Issues in synergy with the above growth strategies. As our 

top priorities, we will focus on “creating healthy living habits” 

and “promoting environmental initiatives for a sustainable 

planet.” The former is essentially our purpose. The latter is 

an inescapable topic for all companies today, but that is 

not the only reason we have made it a top priority. Many 

companies in the industrial sector are conducting initiatives 

for the global environment, but there is still a lack of initiatives 

targeting households, which are a crucial factor in reducing 

CO2 emissions and recycling plastics. For example, in Japan 

15% of total CO2 emissions are generated by housework. 

Plastic recycling cannot be considered complete without the 

collection and reuse of household plastics. Initiatives to make 

household habits environmentally friendly will have a major 

impact. I believe that a company such as Lion, which has 

direct points of contact with households and whose purpose 

is to redesign habits, can carry out such initiatives most 

effectively. We have made these initiatives our top priorities 

because if we do not, who will?

Specifically, we will offer products that save water and 

electricity and lifestyle proposals that will help reduce CO2 

emissions. We know that the use of water and sewerage 

generates most household CO2 emissions, so water-saving 

measures are key. Our efforts to promote the creation of 

environmentally friendly habits will include developing laundry 

detergents that can reduce the number of rinse cycles and 

providing a “CO2 emissions map” that quantitatively visualizes 

household CO2 emissions to encourage consumers to 

change their behavior. As for recycling plastic, using refillable 

containers has become a habit in Japan. Although this has 

significantly reduced the amount of plastic used, current 

refill containers are difficult to recycle. Lion is collaborating 

with Kao Corporation and other competitors in developing 

recycling technology and establishing a collection system for 

these containers. We intend to further evolve the refill habit 

established in Japan to encompass collection and reuse, and 

then spread it throughout Asia.

Long-Term Strategic Framework Vision2030 Four Fields of Value Creation
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Management 
vision

Reinforce initiatives to
address the Sustainability

Material Issues

Advance our three growth strategies
Management 
strategy

Purpose

Becoming an advanced daily
healthcare company

Make a difference in everyday lives by redesigning habits
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Lion is in the midst of a transformation. We aim to secure 

new models for successful evolution in redesigning habits 

to complement our current models. Our activities are rooted 

in our steadfast determination to contribute to society by 

redesigning habits, and we are confident that this approach 

will lead to growth in our economic value. We intend to share 

our approach with the suppliers, wholesalers and retailers 

that make up our value chain and work with them to redesign 

habits as we ramp up activities to enhance the sustainability 

of the value chain itself.

Dialogue with shareholders and investors is extremely 

valuable. It provides me with an opportunity to confirm that 

we have not become complacent or lacking in perspective in 

our approach as I have described. I want to continue creating 

opportunities for dialogue whenever I can in order to refine 

our approach and incorporate diverse perspectives.

Employees are also important stakeholders for Lion. As I 

said, nothing can be achieved without the enthusiasm of our 

employees. My foremost objective is to continuously increase 

employee engagement, and I will work with our management 

team to devise measures to increase their productivity.

Lion will continue its transformation to reach new heights 

with a commitment to redesigning habits. We look forward to 

your continued support.

Updating Strategies for Realizing Vision2030

Preparations Are Under Way for Accelerating Growth 

In 2021, we continued our discussions on deepening 

strategies and enhancing measures to realize Vision2030. In 

particular, we are updating our strategies and frameworks 

for the Overseas Business, which will be important for our 

growth. In the Overseas Business, we are focusing on the 

Qingdao Lion business in China, where we have set a sales 

target of ¥100 billion for 2030 and a target for CAGR of 22% 

for the period for 2021 to 2030. CAGR for the previous ten 

years was approximately 16%, so achieving this target is 

not impossible, but neither will it be easy. We will therefore 

accelerate growth of the oral care business in China through 

measures including extending the sales area inland from 

our previous focus on major coastal cities, expanding into 

products for dental clinics, which have a strong affinity with 

our existing lineup, and branching out into oral care for 

pets. We have also newly established the China Business 

Promotion Office for efficient utilization of Group resources.

Another point for accelerating the growth of the Overseas 

Business is to expand into new countries or areas. We 

intend to use M&A, among other measures, for rapid entry 

into Vietnam, Bangladesh and other countries in Asia where 

the middle class is growing and we do not yet operate. In 

January 2022, I set up a new dedicated M&A team that 

reports directly to me, and secured expert talent from outside 

the Company to ramp up its activities. We intend to enter at 

least two new countries or areas by 2024 and four by 2030.

Another key to realizing Vision2030 is management 

control. We will implement the three growth strategies I 

mentioned above with a focus on accelerating business 

growth to 2030. Executing these growth strategies will 

require up-front investment for reinforcing and expanding 

the business foundations as well as for investigating digital 

transformation (DX) and new business models. I thought 

our previous approach, which emphasized core operating 

income and the ratio of core operating income to net sales, 

would cause hesitation in making this up-front investment, 

trapping us in a spiral of diminishing returns. Therefore, we 

have changed our policy to emphasize EBITDA as a new 

KPI that gauges the results of our strategies through its 

growth. However, we have concurrently introduced ROIC 

management, which will help us utilize capital efficiently and 

manage each business field and optimize investments.

In fiscal 2021, net sales were ¥366,234 million and EBITDA 

was ¥45,175 million. Net sales increased 3.1% year-on-

year (or 1.9% at constant currency excluding exchange rate 

fluctuations), and EBITDA decreased ¥2,494 million year-on-

year. The decrease in EBITDA was mainly due to higher raw 

material prices and increased investment in competitiveness 

for growth, so I do not see any major problems from a long-

term perspective. Rather, the issue is that the sales growth 

rate remains at the 1% level at constant currency. Clearly, we 

cannot expect substantial growth by maintaining the same 

approach, thus evolution in redesigning habits is important.

On the other hand, we steadily moved forward with 

the three growth strategies set forth in Vision2030. We 

are investigating new businesses to promote evolution in 

redesigning habits. Some of these businesses will start on a 

small scale or enter a trial stage in 2022, particularly in the 

area of oral health. To reinforce our business foundations, in 

Sakaide City, Kagawa Prefecture a state-of-the-art factory 

for oral care products went on line in July 2021, and a 

new enterprise resource planning (ERP) system to support 

expedited management decision-making began operating 

in May 2022. We have also made significant advances 

in the third growth strategy of enhancing employee and 

organizational dynamism by revamping our corporate 

philosophy. In addition to our purpose, which we already 

updated, we reorganized the corporate philosophy by setting 

forth the beliefs that underpin our judgment and behavior 

for promptly and independently putting the purpose into 

practice in real-life situations, and by establishing a definition 

for Lion’s DNA as “Fulfilling a Spirit of Love.” I am already 

sensing the effect of lively 

discussions that have 

begun in response to this 

reorganization on how to 

interpret the philosophy in 

our own unique way.

Positioning of Vision2030 1st STAGE New Medium-Term Plan
In 2021, we made steady progress on the issues of evolution 

in redesigning habits, establishing the foundations for doing 

so, and transforming our employees and organization. 

Therefore, I believe that laying of the foundations for driving 

growth is well under way. Vision2030 1st STAGE is a 

new medium-term management plan for the period from 

2022 through 2024. The theme of this plan is to utilize the 

foundations we have laid so far to expedite growth. A key 

concept is “gear change towards accelerated growth.” 

Our targets for fiscal 2024 are net sales of ¥420 billion and 

EBITDA of ¥52 billion, which will mean CAGR of 4.7% and 

record-high EBITDA. As a result of the growth strategies 

begun in 2021, we expect to start multiple new businesses, 

and hope to enter the markets of at least two new countries 

or areas. In 2022, the initial year of the plan, we expect a 

decrease in core operating income due to factors including 

rising raw material prices and an increase in amortization 

expenses for investments made in previous fiscal years, but I 

consider this to be for a necessary step in the evolution of the 

value we provide that I have been talking about.

To Our Stakeholders 

(Billions of yen) 2024 Targets 2021 Results
Change

Amount (%)

Net sales 420.0 366.2 53.7 14.7

Core operating income1

(Ratio of core operating income to net sales (%))
32.0 
(7.6)

30.9 
(8.4)

1.0 3.5

Operating profit
(Ratio of operating profit to net sales (%))

32.0 
(7.6)

31.1 
(8.5)

0.8 2.7

Profit for the period attributable to owners of the parent 23.0 23.7 -0.7 -3.2

Basic earnings per share (yen) 72.24 81.73 -9.49 -11.6

EBITDA2 52.0 45.1 6.8 15.1

ROIC (%)3 Approx. 7.5 8.8 — -1.3 PP

ROE (%) Approx. 9.0 9.8 — -0.8 PP

The Sakaide toothpaste factory that began 
operating in July 2021
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1.  Core operating income is an earnings 
indicator the Company uses to 
measure regular business performance. 
It is calculated by subtracting selling, 
general and administrative expenses 
from gross profit.

2.  EBITDA is an indicator of profitability 
on a cash-flow basis. It is the sum of 
core operating profit and depreciation 
and amortization (excluding right-of-
use assets). The calculation method for 
this indicator has changed from 2022. 
The amount after adjustment for 2021 
is ¥43.9 billion.

3.  ROIC is an indicator of the profitability 
and efficiency of invested capital. It is 
calculated as net operating profit after 
tax (NOPAT) divided by average invested 
capital (total equity plus interest-bearing 
liabilities) during the period.

Masazumi Kikukawa
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