
Lion is working to attain the goals of its New 
Management Vision “Vision 2020,” and it aims 
to be “a company that creates value for lifestyle 
and spiritual fulfillment.”

Q: Looking back over 2011, despite an uncertain and challenging business environ-

ment, Lion reported the third consecutive year of record-setting operating income. 

What is your appraisal of Lion’s performance during the year?

A: To begin, I would once again like to express our deepest condolences to those affected by 

the Great East Japan Earthquake.

 Fiscal 2011 was a challenging year because of the impact of the earthquake disaster on 

Japan’s economy and industries as well as the sharp appreciation of the yen against other 

major currencies. Overseas, the effects of the flooding in Thailand and the debt crises in 

Europe cast a shadow on the operating environment and created additional uncertainties.

 Even though we posted robust performance at the beginning of the year, following the 

earthquake, sales of some mainstay products were adversely affected because of the shortages 

of raw materials and the damage to distribution chains. Specifically, our loss in terms of sales 

opportunities was about ¥8 billion. In addition, we reported an extraordinary loss of approxi-

mately ¥3 billion due to damage to inventories, facilities, and other assets, and the apprecia-

tion of the yen had a negative impact of about ¥3 billion on sales after yen conversion.

 Despite these challenges, we continued to work toward fulfilling our three visions for 

Lion: “Become a leading company in the new comfortable lifestyle support industry,” 

“Become a leading company in environmental responsiveness,” and “Promote a corporate 

culture of challenge, creativity, and learning.” We also continued to implement our three 
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reform initiatives, in marketing, sales, and 

corporate communications. As a conse-

quence, net sales were at approximately the 

same level as in the previous fiscal year, and 

we were able to report the highest operating 

income in Lion’s history for the third consecu-

tive fiscal year.

 This favorable performance was driven by 

high-value-added products in our mainstay 

brand lines. The brand manager system that 

we introduced in fiscal 2010 was successful 

in meeting its objectives, and about 60% of 

our consumer product sales in Japan were 

accounted for by eight brands with sales of 

¥10 billion or more. Also, in new product 

development, we sought to create additional 

value by setting conditions, namely “meet clear targets,” “technological innovation,” and 

“give a clear sense of innovation in actual use.” One of the results of this approach was the 

success of an enhanced version of Lion’s TOP NANOX, which was introduced in September 

2011 and became the No. 1 best-selling item in the super-concentrated liquid detergent 

 market. (Result of Lion’s research)

 In addition, the earthquake disaster also taught us some lessons, and we are currently 

diversifying our sources of raw materials, strengthening our production and supply systems, 

and adopting many other measures to hedge against disaster risks.

 Overseas, Lion markets laundry detergents as well as oral care products in eight countries 

and regions in the rest of Asia. In terms of real net sales, which exclude the influence of 

exchange rate conversions, our sales maintained steady growth of almost 7% over the previ-

ous year. In the midst of severe competition, Lion offers products both in the volume sales 

zone and in the high-value-added product market segments to respond to the needs of Asian 

markets. Among these markets, Lion laundry detergents hold the No. 2 position on a weight-

ed average basis in the markets where Lion products are sold, and they have the No. 1 share 

in Malaysia (Result of Lion’s research). Also, to respond to further expansion in demand, we 

are planning to increase production capacity in Thailand, Malaysia, and China by between 

two and three times the current level. We have also established a new joint venture company 

in the Philippines. Similarly, looking to further market expansion, Ipposha Oil Industries Co., 

Ltd., a member of the Lion Group, which manufactures functional industrial chemical prod-

ucts, has set up a subsidiary in Indonesia, and Lion Idemitsu Composites Co., Ltd., which pro-

duces plastics that have composite functions, has established a subsidiary in India.
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Q: In 2011, Lion marked the 120th anniversary of the start-up of its operations. What 

do you believe has been the wellspring of Lion’s history and performance over the 

years?

A: The key reason that Lion has been able to celebrate the 120th anniversary since it began 

operations has been the support of all its stakeholders. Thanks to these stakeholders, Lion has 

been able to grow and develop, and I think there are three key points to be made about this.

 The first point has been the stability of our business domains, which are focused on basic 

human needs. First, we expanded our products in the field of daily necessities, and today our 

product line has widened to include OTC pharmaceuticals and functional food products. That 

has been the reason for our “longevity” as a company.

 The second point is that we have continued to be innovative, developing and launching 

products that have been the first of their kind in Japan and in the world. Early on, we did not 

confine our activities to developing products but also began to use advertising as an innova-

tive means to communicate information about our products and to make lifestyle suggestions 

to our consumers. Also, since Japan’s Meiji period, when eight-hour workdays became com-

mon, Lion’s policy, from the time of its establishment, has been that “our employees are our 

copartners.” With this policy as the base, Lion has developed an innovative corporate culture 

that motivates its human resources. This has been the reason for our “growth” as a company.

 The third point is that we have been able to create a “plus-sum” society that increases 

mutual benefit. In other words, Lion places emphasis on having its business partners and soci-

ety “coexist and prosper together.” This has been the reason for our “strength” as a company.

Q: What considerations led you to adopt your new corporate message and what 

meanings have you infused into it?

A: We prepared a new corporate message, comprising a corporate statement and a corpo-

rate slogan and it took effect on January 1, 2012. The new corporate slogan is “life.love.”

 The underlying base for the corporate message is the value concept, “The secret to happi-

ness is to live fulfilling everyday lives and to cultivate a positive attitude.”

 From the time that human beings are born, they desire “to be useful to themselves and to 

society,” and each human being has his or her own dreams and aspirations. For people to 

realize their dreams, they should maintain their physical and spiritual well-being, and, so, it is 

important to value each day and live it with respect. We might even say that this is the only 

way to live. Lion’s role is to provide support for this kind of daily living.

 Our corporate slogan of “life.love.” is infused with the meaning that “we should value 

“every day” that comes by in our lives and live it with respect.” For 120 years, Lion has 

observed the lives of human beings, and our slogan is also infused with the meaning that Lion 

is dedicated to providing support for each and every human being who has a love of today.
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Q: Could you please explain the New Management Vision “Vision 2020” that Lion 

has adopted?

A: When we drew up “Vision 2020,” we were aware of three social paradigm changes. The 

first of these is the aspiration for being healthy and comfortable. People want more than just 

having long lives. They also now want to extend their healthy life expectancy*, which is the 

period in a human being’s life span when it is possible for them to live independently. They 

also want to increase the quality of life and experience comfort and fulfillment, both physical-

ly and mentally.

* Refers to the period in people’s lives when they can care for themselves and do not need nursing assistance.

Management Vision:
The Ideal Lion Corporation in Fiscal 2020 (Three Defining Characteristics)

Vision 2020

1. Be a company that creates value for lifestyle and 

spiritual fulfillment

2. Be a company that is advanced in the area of 

environmental responsiveness

3. Be a company that continues to take on 

challenges, create and learn

Four Strategies:
Basic Strategies for the “Vision 2020” Period

1. Qualitative Growth of Domestic Businesses:

Cultivate Leading Brands

2. Quantitative Expansion of Overseas Businesses:

Establish Business Leadership in Asia

3. Development of New Business Value:

Develop Direct & Service Business Models

4. Enhancement of Organizational Learning Capabilities: 

Invigorate In-House Organizations and Develop 

Capable Human Resources

Life 
Innovation

Create value that 
contributes to 

people’s health, 
lifestyles and lives

Green 
Innovation

Create value that 
contributes to the 

realization of a 
sustainable 

society

 Knowledge 
Innovation

Create capable 
organizations that 

generate new 
value

A company that creates value for 

lifestyle and spiritual fulfillment 

long into the future by consistently 

safeguarding health, comfort and 

the environment for people each 

and every day

Health Comfort Environment

Business Fields

Three Types of Innovation
Innovation That Underpins Strategy 
Implementation
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 The second social paradigm change is the growing desire for the pursuit of sustainability. 

The role of corporations in making the “recycling-oriented society,” the “low-carbon society,” 

and the “society that maintains a symbiotic relationship with nature” a reality has increased 

substantially in importance.

 The last social paradigm change we had in mind was the transition to a plus-sum society. 

As I said a few moments ago, since Lion’s founding, it has worked to create a plus-sum soci-

ety, but this orientation has now spread around the world. People do not want zero-sum 

competitive conditions where companies fight one another for a small piece of the pie (and, 

as a result, the net gain for all is zero), but a plus-sum society in which the pie becomes larger 

and all benefit. Plus-sum conditions can be attained through technological innovation. 

Creating plus-sum conditions requires finding solutions to social issues, creating new value, 

and, ultimately, making efforts to increase corporate value.

 After taking these paradigm changes into consideration in preparing “Vision 2020,” we 

developed three management visions: “Be a company that creates value for lifestyle and spiri-

tual fulfillment,” “Be a company that is advanced in the area of environmental responsive-

ness,” and “Be a company that continues to take on challenges, create, and learn.” In other 

words, the ideal Lion Corporation in fiscal 2020 would be a “Company that creates value for 

lifestyle and spiritual fulfillment long into the future by consistently safeguarding health, com-

fort, and the environment for people each and every day.” For example, the contributions 

that Lion’s products make to dental health play a very important role in enabling people to 

eat and to speak. People who can eat and speak properly continue to enhance their physical 

health, as a matter of course, as well as their mental health. Regardless of their age, they will 

be full of desire to contribute to society and can have a sense of self-fulfillment. We at Lion 

want to provide this “value of the heart.”

Q: What is your corporate road map for implementing the new management visions?

A: We have formulated four strategies for implementing ”Vision 2020.”

1. Qualitative Growth of Domestic Businesses

The domestic market is mature, and just attaining quantitative growth is difficult. Lion will, 

therefore, aim for expanding high-value-added businesses, focusing on the oral care and 

laundry detergent fields. Specifically, we will aim to become the No. 1 brand in terms of 

 market share and account for 70% of the market.
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2. Quantitative Expansion of Overseas Businesses

We will endeavor to expand our market share in the Asian countries where we have already 

established a presence and which are expected to show growth in population, economic 

growth, and rising awareness of the importance of health and hygiene, while also working 

to enter new markets. Specifically, we will aim for the No. 1 market share in oral care and 

laundry detergent products.

3. Development of New Business Value

As we work to increase product sales through existing wholesaler and retailer channels, 

we will focus also on direct sales and providing services and information to promote sales. 

We began direct-to-consumer sales* of Nice rim essence Lactoferrin in 2007. In 2011, the 

number of persons purchasing products through the direct-to-consumer business exceeded 

100,000, and sales had risen to the ¥6 billion level. We plan to continue to expand this 

 business and take more-active initiatives to create value by providing optimal solutions 

and information to meet the needs of each and every consumer.

* Excludes door-to-door sales

4. Enhancement of Organizational Learning Capabilities

We will also proceed with measures to revitalize our organization and provide further person-

nel training to enable us to draw on the strengths of the activities of a diversity of human 

resources. At the same time, we will make innovations in working-level business processes, 

such as methods for offering products and handling responses to advertising and publicity 

activities, with the objective of enhancing our organizational learning capabilities.

 In implementing these four strategies, what we call “our three innovations” will be impor-

tant. The first of these is “Life Innovation.” By making new discoveries in life sciences and 

homemaking sciences, we will make suggestions that are tailored to people’s health, life 

 stages, lifestyles, and lives for “living today that will lead to value in the future.”

“Vision 2020”: Time Frame and Numerical Targets

FY12 FY14  FY17 FY20

Medium-Term Planan
Medium-Term Plan

Medium-Term Plan
Promote Four Strategies

“Vision 2020”

Be a company that creates 

value for lifestyle and 

spiritual fulfillment

Be a company that is 

advanced in the area of 

environmental responsiveness

Be a company that continues 

to take on challenges, create 

and learn

Net sales: ¥500.0 billion
Operating income ¥50.0 billion

Promote three three-year medium-term plans
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 The second will be “Green Innovation.” We will proceed with environmental responses for 

making sustainability, which is one of the paradigm changes I mentioned behind the formula-

tion of “Vision 2020,” a reality.

 The third innovation, which is the one we are emphasizing the most, is “Knowledge Inno-

vation.” We will substantially step up our activities to strengthen the creation of a corporate 

culture that encourages a strong spirit of challenge and learning from experience. For exam-

ple, we want each and every employee to take up the challenge of implementing the ideas 

and themes that they have had in mind and not be afraid of failure. For this purpose, we will 

set up an R&D fund and a business development fund. If the project does not succeed, then 

the fund will support the costs involved, but we want to encourage a spirit of accepting 

meaningful challenges and breaking outside of our shell of conservatism.

Q: What are Lion’s quantitative goals under “Vision 2020” and, in conclusion, 

what message would you like to give to investors?

A: Under “Vision 2020,” on a consolidated basis, we are aiming for net sales of ¥500 billion, 

operating income of ¥50 billion, and an operating income margin of 10% by the year 2020. 

As the operating environment becomes more challenging, we believe that attaining this 10% 

margin is particularly important. Another objective of our new vision is to change our busi-

ness structure by 2020. This will involve implementing major business reforms that will 

expand the percentage of our consolidated net sales overseas from approximately 16% at 

present to 30% by 2020 and raise the ratio of functional food products to 10% of net sales.

 Our basic policy on the distribution of profits to shareholders is to provide a return to 

shareholders on a continuing and stable basis. For fiscal 2011, Lion paid a cash dividend of 

¥11 per share, including a ¥1 per share dividend to commemorate the 120th anniversary of 

the Company’s founding.

 The Lion Group is a leading company in offering products and services that are useful for 

meeting many of mankind’s fundamental needs and are closely linked to the desire for living 

longer, healthy lives. I would like to emphasize that we seek not only to provide economic 

returns but also to deliver the major benefits of enjoying healthy and comfortable lives to all 

our stakeholders.

April 2012

Sadayoshi Fujishige

Representative Director and Chairman
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