
 

 

 

 

 

 

 

 

  

Lion Corporation 
Financial Results for the Fiscal Year ended December 31, 2025 

 

February 12, 2026 



 
 

 

Support 
Japan 050.5212.7790      

Tollfree  0120.966.744 Email Support     support@scriptsasia.com 
1 

 

Event Summary 

 

[Company Name]  Lion Corporation 

 

[Company ID]   4912-QCODE 

 

[Event Language]  JPN 

 

[Event Type]   Earnings Announcement 

 

[Event Name] Financial Results for the Fiscal Year ended December 31, 2025 

 

[Fiscal Period]   FY2025 Annual 

 

[Date]    February 12, 2026 

 

[Number of Pages]  36 

  

[Time]    17:00 ς 18:02 

(Total: 62 minutes, Presentation: 27 minutes, Q&A: 35 minutes) 

 

[Venue]   Webcast 

  

[Venue Size]    

 

[Participants]    

 

[Number of Speakers]  5 

Masayuki Takemori Representative Director, President and 

Executive Officer, Chief Executive Officer 

Kengo Fukuda Representative Director, Vice President and 

Executive Officer 

Hitoshi Suzuki Representative Director, Vice President and 

Executive Officer 

Akihiko Takeo Executive Officer, Responsible for Finance 

Department, Corporate Support 

Department, General Manager of Finance 

Department 

Masahide Arai Executive Officer, Responsible for Corporate 

Planning Department, Public Relations 

Department, General Manager of Corporate 

Planning Department, General Manager - 



 
 

 

Support 
Japan 050.5212.7790      

Tollfree  0120.966.744 Email Support     support@scriptsasia.com 
2 

 

Group Strategic Collaboration of 

International Business Unit 

 

 

  



 
 

 

Support 
Japan 050.5212.7790      

Tollfree  0120.966.744 Email Support     support@scriptsasia.com 
3 

 

Presentation 

 

Moderator: Thank you very much for taking time out of your busy schedule today to participate in the financial 
results briefing of Lion Corporation for FY2025. 

To begin, I would like to introduce attendees from our company. This is Takemori, President and Executive 
Officer, Chief Executive Officer. This is Fukuda, Vice President and Executive Officer. This is Suzuki, Vice 
President and Executive Officer. This is Takeo, General Manager of Finance Department. This is Arai, General 
Manager of Corporate Planning Department. 

Mr. Takemori will now provide an explanation based on the financial results materials, and then we will move 
on to the question-and-answer session. The entire event is expected to last approximately one hour. Then, 
let us begin our briefing. President Takemori, please start. 
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Takemori: Thank you very much for taking time out of your busy schedule to join us today. I am the President, 
Takemori. 

Today I would like to talk about these four points. 
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These are today's highlights. First, here is a summary of our results in 2025. 

Steady implementation of the 2nd STAGE strategies resulted in increased sales and profit, improved margins, 
and the achievement of the second consecutive fiscal year of targets. In the consumer products business, in 
addition to improving profitability, generated profit has been allocated to the development of high value-
added products. As a result, I believe we have been able to generate sustainable growth momentum. 

Overseas, we have shifted our management focus to profit-oriented management in the face of the severe 
situation in each country. As a result, we have secured an increase in both sales and profit. 

2026 will be a make-or-break year to achieve the goals of the 2nd STAGE. In order to increase the effectiveness 
and speed of our strategies, we have changed our management process and shifted to a business unit 
structure with a focus on domestic and overseas operations. I will talk about these in order, including the 
major business portfolio actions announced today. 
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First, these are the consolidated results in 2025. 

As I mentioned earlier, net sales were JPY422 billion, JPY2 billion higher than announced. Profits also exceeded 
the announced figures in all categories. I believe that we have made a good start toward the theme of the 
2nd STAGE, strengthening profitability. 

Core operating income increased by JPY4.4 billion YoY to JPY30.7 billion. We have achieved the results we 
have been aiming for, so I will explain further about the contents. It should be noted that the increase in 
operating profit includes the gain on the step acquisition of Merap Lion, which is now a subsidiary in Vietnam. 
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Here is one of the key charts for the 2025 results. This shows YoY changes in core operating income. 

The plus or minus in the chart is for the full year, with the brackets under each box showing a YoY comparison 
in October through December. There are two main messages I would like to share with you on this slide. 

First, one year ago, I told you that we would be aiming for a gross profit factor of JPY5.2 billion in 2025. The 
result was generally in line with the plan. 

Second, I mentioned that the expansion of categories and brands with growth potential would occur in H2, 
especially from October to December. As a result, competition-related expenses were focused on oral 
healthcare and new products in Japan. Gross profit factors in blue in brackets were plus JPY3.5 billion, which 
means that gross profit returned more than the investments and thus was able to grow in a healthy way. 

Of course, there were many fluctuations during the period. However, we view the year as one in which we 
made steady progress in strengthening profitability in the direction we had targeted. 
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Next, this is the result by segment. 

For the Consumer Products business, net sales increased by 1.6% due to the focused development of high 
value-added products, and the core operating income margin increased by 1.4 percentage points as shown in 
the right-most bracket of the table, due to the contribution of the effects of profit structure reform measures. 
I believe that the balance between sales and profits is now in place. 

The overseas business has increased sales and improved profitability due to the realization of the effects of 
priority measures in key countries and the addition of Merap Lion in Vietnam in July. The rate is as shown in 
the far right. 
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This is a breakdown of the Consumer Products business. 

Oral Healthcare, the top priority, grew 4.7%, driven by growth in high-end toothpaste. In the Fabric Care and 
Living Care categories, net sales were down. However, as indicated by the arrow on the right showing the 
trend in profitability, profitability has improved.  
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This is a list of changes in the most recent October to December period. Please take a look at the arrows here. 

The Company has a whole has generated momentum toward sales growth. The Living Care category was 
affected by SKU reduction, but the mix has improved due to new high value-added products. 
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Next is about the Overseas Business. 

Again, sales and profits have increased. Southeast and South Asia saw increased sales and profit due to 
continuous strong performance in Malaysia and the consolidation effect in Vietnam. The margin has also 
improved by 1.5 points. 

As the improvement in the margin ratio from 2023 to 2024 was 0.2 points, margins have been steadily 
improving in the 2nd STAGE. This is due to the rise of personal care field. There are no figures in the table, but 
I will tell you verbally. 

Thailand's sale in the personal care field was 106% of the last fiscal year, and Malaysia's was 109%, achieving 
significant and profitable growth. 

In Northeast Asia, sales increased in China, but both sales and profits declined in South Korea, where sales fell 
below the previous year's levels. In total, overseas, as shown in the upper table, net sales increased 1.5% in 
real terms. Operating income margin improved 0.8 points as we have been oriented towards solid profitable 
growth, although we have not been able to increase the margin as much as we would have liked since we had 
been steering the Company toward growth. 

I believe that we have been able to achieve profitable growth despite various difficult circumstances. 
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Here, you can see the status of business in the four key countries from October through December. Please 
take a look at the arrows. 

In Thailand, sales were down as a total. Export business continued to decline due to geopolitical issues. 
However, as a result of efforts to strengthen the personal care field, particularly oral healthcare, domestic 
demand in Thailand grew steadily. 

In Malaysia, growth continues to be centered on renewed liquid laundry detergents, and in addition, as in 
Thailand, the personal care field has also been growing strongly. 

In China, we have been changing our brand strategy in the face of increasing consumption polarization. In 
addition, as a result of thorough cargo distribution management, sales in offline channels grew, ensuring an 
increase in both sales and profit. 

South Korea was affected by the decline in exports to neighboring countries, but the sales decline narrowed 
in the October to December period, partly due to the effects of recovery measures. 
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I would like to continue by discussing the results of the measures taken in the first year of the medium-term 
management plan, but before I do so, I would like to look back once again at the basic policies. 

We aim to achieve the key indicators listed on the right by implementing measures based on our basic policies 
to strengthen profitability. In particular, I will now add an explanation on the results of the first point of the 
basic policies, strengthening business portfolio management. 
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First is the acceleration of growth in the Oral Healthcare business. 

I will state the conclusion first. We are getting a good response. We have focused on fostering this segment 
both domestically and internationally. The results are already being seen in many countries. In Japan, we 
succeeded in developing new products in the highest price range of toothpaste, market share increased, and 
sales were 105% of the previous fiscal year. 

In China, we are seeing the effects of our efforts to nurture high-value-added brands, as well as of our 
emphasis on offline channels, which I mentioned earlier. As a result, sales were 103% of the previous fiscal 
year. 

In Thailand, where we radically revised our brand and channel strategies last year, including collaboration 
with local partners, we saw a significant growth from October to December and achieved double-digit sales 
growth of 14% for the year. 

In addition, Malaysia continues to see growth of 20%, led by local brand Fresh & White. Even with the global 
brand Colgate, the Company has shown solid growth in both countries and has outpaced the growth of the 
markets in both countries. We see this as continuing into 2026. 

The growth rate of Oral Healthcare for the Group as a whole was 5.2%, compared to our estimate of 5% or 
6% at the beginning of the year, which we recognize as being generally in line with our expectations. 
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This is about profit structure reform in the consumer products. 

We are also making good progress here. KPIs for key initiatives have been achieved. We view this as a result 
of the successful implementation of price increases, shifts to high value-added products, and disciplined 
competition-related spending, rather than mere cost cutting. This effect is also reflected in the improvement 
of the top line in H2, which we have been talking about for some time. 
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This section summarizes the achievements of the first year and challenges to be addressed this year. 

Overseas, the current situation has been changing from the time we started the medium-term management 
plan. Last year in 2025, we were able to capture that change and secure profitable growth, but we expect the 
severity of the situation to continue this year in 2026. 

Therefore, the entire group will renew its focus on nurturing highly profitable businesses to achieve growth 
with improved profitability. I will discuss specific initiatives later. 
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I will move on to the key measures for the current fiscal year. 

This is on the premise that in the market we have entered, consumption polarization continues to progress. 
In particular, the growth of high-performance, high-priced products has continued. In many categories, the 
data show that growth in the higher price ranges has outpaced that of the overall market. 

How will we adjust to this trend? In line with the portfolio strategy of the medium-term management plan, 
we will strengthen investments in high value-added products and their brands to increase the profitability of 
those businesses, while improving the efficiency of capital investment to further Strengthen Profitability, 
which is the theme of the 2nd STAGE. 

We aim to drive profitable growth. 
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This is the way we envision portfolio management. In this medium-term management plan, we have clarified 
the roles of each business, and we are pursuing strategies in line with those roles. 

In the top right, for the top priority Oral Healthcare business, we will continue to expand its sales and profits 
in Japan and overseas. 

To its left is the challenge for growth businesses. With the acquisition of PNB in Australia, announced in 
January, we have gained a new business platform. I will explain in detail later about why we took this action. 

And down on the left, as for the businesses for structural reform, we announced today the transfer of shares 
of two subsidiaries in the chemical products business. In the home care field, we have been pushing forward 
with measures to improve profitability, and at this point in time, we have achieved certain results by building 
a stable profit structure. Therefore, the arrow is pointing upward. 

Today I will explain along this portfolio. 
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First, let me talk about our top priority business, Oral Healthcare. 

In Japan, the periodontal disease care market is expected to continue to expand in line with the growing 
health consciousness, as shown on the left. The message I wish to convey on this page is illustrated on the 
right. As a leading oral healthcare company, we will continue to promote this. 

We will strengthen the functionality of our mainstay brands, develop new technologies through the dental 
clinic route, and obtain recommendations from dentists and dental hygienists, and then promote professional 
care at the dentist, self-care at home, and the service business that connects these two. We will promote a 
three-pronged strategy to create this virtuous cycle and we will take a lead in expansion of the market. 

If the capability to accelerate these activities exists outside of our company, we will actively engage or 
collaborate with corporations, government, and academia. 
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These are the measures to be strengthened in overseas oral healthcare. 

As I mentioned earlier, the toothpaste markets in Thailand and Malaysia are growing, and our shipments have 
been equally strong. 

In China, the toothpaste market as a whole is shrinking, and although we are at risk of being swallowed up by 
the trend, we are still holding our own. The message I want to convey here is that there is still room for growth. 
What will we do this year in light of this? 

In China, we will continue to strengthen our high value-added strategies without pursuing excessive 
quantitative growth, as market risks are expected to continue. As in the previous year, we will further 
accelerate channel development and focus on profitability. For offline channels, we will strengthen initiatives 
with priority retail outlets. We will use emerging platforms efficiently for online channels. 

In Thailand and Malaysia, we have seen success in collaborative brand and channel strategies. Along with our 
JV partners, we will further accelerate this process and link it to profitable growth. 
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Next is the challenge for growth businesses, which includes the beauty care products and pharmaceutical 
products business. 

During this medium-term management plan period, we will create new business opportunities and contribute 
to raising company-wide margins. Of course, our top priority business remains to be Oral Healthcare. 

However, we have also been searching for new business opportunities, mainly overseas, while narrowing 
down our investment targets for the challenge for growth businesses. In Vietnam, where the Company has 
become a wholly owned subsidiary, we will begin developing the Oral Healthcare business starting this year, 
taking advantage of the channel network that has become a source of high earnings. In major countries where 
we have the number one brand share, we aim to achieve stable growth with profit. 

Thus, the challenge for growth businesses play an important role in strengthening profitability. However, we 
think it is necessary to move up another gear or two in order to capture further growth opportunities. 
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Therefore, we have decided to take the action of acquiring all the shares of PNB in Australia. 

Why Australia? Why beauty care and what are the synergies? We have received many such questions. Please 
forgive me if this takes a bit long. I will explain it in detail. 

Once again, the strategic aim is to establish and expand new, highly profitable businesses as a group. In 
addition to its contribution to domestic demand in Australia, the Sukin business is expected to have synergies 
with our operations in other countries, especially in Southeast Asia, and we believe that this fits well with our 
strategy. 

First, as for domestic demand, Australia continues to experience stable GDP growth. Market expansion is 
expected to continue in the future. It is also very close to Asia, and there are a really large number of Asian 
immigrants living in the area. For those of us who do business mainly in Asia, it is a very attractive country 
with which we have a strong affinity. 

Why Sukin? What are the synergies? The Sukin brand has established a strong position in the local Australian 
market as a natural beauty care brand with PNB boasting a high profitability. We believe that by extensively 
marketing the Sukin brand in our group companies mainly in Southeast and South Asia, we will be able to 
greatly expand our highly profitable personal care business. 

In fact, Singapore, where we are expanding our business, is included in PNB's export destinations and they 
already have a certain share of the local market. We have high expectations for the acceleration of 
development in Asia. 

In Australia, we believe we can expand our business in terms of research, production, SCM, and sales by 
combining our capabilities with PNB's business base and working together with local management. Of course, 
the development of oral healthcare is also in our sights for the future. 

In our past M&A activities, we have failed to capitalize on the value of the brands we have acquired. Based on 
these reflections, this time around, we are focusing on three key areas. First, clarifying growth scenarios and 
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synergies, second, building an operating structure that respects the uniqueness of the brand, and third, 
strengthening the execution system and governance after integration. 

We believe that the acquisition of the Sukin brand will be a major departure and starting point for medium- 
to long-term value creation in the Group's challenge for growth businesses. 
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Next, with regard to the structural reform businesses, as announced earlier today, we decided to transfer 
shares of two subsidiaries in the Chemical Products business. 

We decided to transfer the shares of Lion Specialty Chemicals, the core of the Group's chemical products 
business, and its subsidiary IPPOSHA INDONESIA to AP88, a company formed by a fund serviced by Advantage 
Partners. 

We have been working on the continuation of our chemical products business through various efficiency 
improvements and measures, including the reorganization of our group companies. However, we have 
reached this conclusion after careful consideration of the direction of the business amid the rapidly changing 
environment that has been occurring in recent years. 
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This is about the home care business, also a structural reform business. 

While focusing on enhancing profitability, we have been pursuing stable growth, and having already achieved 
solid results primarily in Japan, we believe the business has been able to shift to a άstable earningsέ business. 
However, we believe the profitability to not yet be at a satisfactory level. Therefore, we will continue to pursue 
the measures outlined here, both in Japan and overseas, to ensure stable growth and further improve 
profitability. 
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As I mentioned earlier, we are making steady progress in reforming the profit structure of the Consumer 
Products business. Measures implemented in 2025 will have their effects felt in 2026. This year, we will 
continue our efforts to add value and improve supply chain efficiency and add the effects of new measures to 
further strengthen our earnings structure. 

In particular, efforts to upgrade the supply chain are taking shape. We expect that this will make a significant 
contribution to the improvement of EBITDA and ROIC, which we have set as KPIs. 
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Next, I will talk about the consolidated forecast and capital policy. 

The forecast for this fiscal year is as stated here. Sales and profits are expected to increase, and core operating 
income will be JPY35 billion. We are steadily stepping up our efforts to achieve our 2nd STAGE goals and are 
largely in line with our 2027 target. The difference between core operating income and operating profit 
includes the gain on the sale of shares I mentioned earlier. 
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This is external sales forecasts by business segment. 

We expect that overseas operations will continue to contribute to growth, partly due to the contribution of 
our new businesses in Australia and Vietnam. Large negative figures in the Industrial Products segment are 
due to the transfer of shares of subsidiaries in the Chemical Products business. 
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Here is an image of the changes in core operating income for the current fiscal year. 

Although there will be changes due to business actions, we expect an increase of JPY9.8 billion in gross profit 
factors due to the quantitative effects of increased overseas sales, shift to higher-added-value products, 
upward price revisions, and cost reductions, mainly in Japan. 

On the other hand, we expect a negative JPY5.5 billion in selling, general, and administrative factors due to 
competition-related expenses, but we expect a net increase of JPY4.3 billion. 
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Here is an image of the capital allocation for the 2nd STAGE. 

We expect cash inflows of approximately JPY150 billion over the three-year period, mainly from operating 
cash flow. In addition, there was a cash inflow from the sale of chemical subsidiaries. We have secured more 
funds than originally planned. How can we take advantage of this? Our first priority is to invest in growth. 

As you can see on the right, from 2026 through 2027, we will seek to materialize disciplined investment with 
a priority on growth investment in oral healthcare. 

With regard to shareholder returns, while increasing dividends each fiscal year as a basic policy, we will further 
strengthen shareholder returns by actively utilizing flexible acquisition of treasury stock based on progress in 
investment for growth and other factors. 
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This slide is on shareholder return measures. 

Regarding dividends, the annual dividend for 2025 is JPY30 per share as expected since the beginning of the 
year. For 2026, we plan to increase the annual dividend by JPY4 from the previous year to JPY34. This will be 
the 11th consecutive fiscal year of dividend increases. Dividend payout ratio is expected to reach 37.6%. 

Furthermore, as I mentioned earlier, we will consider the flexible acquisition and disposal of treasury stock. 
We will continue to steadily strengthen returns to shareholders while balancing investment in growth and 
financial soundness. 
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Lastly, I would like to review once again the progress of Vision 2030 2nd STAGE. 

This is the progress on key KPIs. Margin improvement is extremely favorable. Profit structure reform, shifts to 
high value-added products, and cost reforms are steadily bearing fruit. As for overseas sales growth, amidst 
major various changes in the market environment, as I mentioned earlier, we will take more concrete 
measures to achieve profitable growth, especially in the personal care field. 

With regard to sales growth, we are flexibly redesigning our measures to make up for the deviation from our 
original forecast, especially in China, in other countries and regions. Therefore, we will continue to aim for the 
goals we have set for 2027. 
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In order to realize this goal, we have shifted to a new organizational structure in January of this year, as already 
announced, to speed up the Group's decision-making and strategy implementation. We would like to make 
steady progress with what I have said today, under this organizational structure. 
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This is today's summary. 

First, in the Consumer Products business, the Company made progress in becoming more profitable by 
strengthening its revenue base. Overseas, we strongly recognize the need to further enhance our ability to 
respond to changes in the environment. That is why we will steadily work through our business strategies one 
by one, utilizing our speed, execution, and agile capabilities, while leveraging the systems we have just 
discussed. We will certainly achieve profitable growth. We will further enhance the value of the Company by 
investing in growth in priority areas. 

  


