
“As President, I will be aiming to build on 
my experience in research and development 
activities and focus on further developing Lion’s 
businesses with a strong emphasis on strategy 
and a keen awareness of the importance of 
 continuing to be a top-quality manufacturer.”

Q: Could you summarize your career with Lion thus far and tell us what you would 

like to accomplish as Lion’s new President and Chief Operating Officer?

A: After entering Lion, I was engaged for about 28 years in the development of plant-based 

detergent ingredients and in R&D related to the development of manufacturing processes for 

our plants. Then, in 2006, I moved to the business side of Lion’s activities and was placed in 

charge of marketing and sales. Since then, through 2011, under Sadayoshi Fujishige, then 

President and Chief Executive Officer, I worked to realize our “three innovations” in market-

ing, sales, and corporate communications, as well as devoted my efforts to increasing Lion’s 

corporate value. I also participated in preparing “Vision 2020,” including the development of 

our new corporate message and the “V-1 Plan.”

 Now, as President and Chief Operating Officer, I will work with Chief Executive Officer 

Fujishige to implement Lion’s corporate strategy. I will also work as a driving force for evolving 

Lion into a company that can provide spiritual affluence by offering our consumers not only 

excellence in physical products but also a sense of satisfaction as they use our products.

� Summary of President Itsuo Hama’s Career

Born: March 14, 1954

April 1977: Joined Lion Fat & Oil Co., Ltd. (today’s Lion Corporation)

March 2002:  Became General Manager of the Process Development Center of Lion’s Research and 

Development Headquarters

March 2006:  Director of Fabric Care Products Division, Household Products Division, Home Products Business

March 2008: Director, Executive General Manager of Household Products Division

March 2010:  Executive Director, Responsible for Health Care Products Division, Household Products Division, 

Gift and Channel-Specific Products Division, Advertising Department, Behavioral Science 

Research Institute, Distribution Policy, and Customer Development Department

January 2012:  Representative Director, President, Executive Officer, Chief Operating Officer, Responsible for 

Risk Management (current position)

Concurrent position: Representative, Lion Corporation (Thailand) Ltd.
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Representative Director and President

Itsuo Hama
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Q: What will be Lion’s objectives for  performance under its New Medium-Term 

Management Plan?

A: We will be working to attain the goals of our “Vision 2020” plan through the implemen-

tation of three three-year plans beginning in 2012. During the first three-year plan, which we 

have named the “V-1 Plan,” we are aiming for net sales of ¥365.0 billion and operating 

income of ¥20.0 billion in 2014, which will represent a return on net sales of 5.5%.

 In the operating environment in 2012, we are forecasting that raw materials prices will 

remain at high levels and that the yen will remain strong against other major currencies. In 

the domestic market, the economy is expected to show improvement, led by the emergence 

of full-scale demand for recovery from the March 11, 2011 earthquake, but we cannot rule 

out concern about a downturn in the world economy. In general, we are looking for about 

1% annual increases in the domestic market for daily necessities and for the OTC pharmaceu-

tical market to either be virtually level or show slight decreases. On the other hand, we are 

forecasting growth of between 3% and 5% in the principal regions of Asia (outside Japan) 

where we market our products. However, we are looking for even higher rates of growth in 

demand for oral care, laundry detergent, and certain other products as the populations 

of these countries and regions grow and interest in health and sanitation rises.

 During 2012, the first year of our “V-1 Plan,” we are targeting net sales of ¥335.0 billion 

and operating income of ¥12.0 billion.

� Consolidated Targets for 2014
Net sales: ¥365.0 billion (Average 

annual growth of 3%)

Operating income: ¥20.0 billion 

(Up ¥8.8 billion from 2011 results)

Operating income ratio: 5.5% 

(Up 2.1 points from 2011 results) 

ROE: 10%

Note: Forecast results
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Q: What measures will Lion be implementing to attain the objectives of the “V-1 Plan”?

A: The basis for our business policies will be the “four strategies” we listed in “Vision 2020,” 

and we will take specific steps to implement these. There are four main points I would like to 

emphasize.

1. Qualitative Growth in Domestic Businesses

We will place emphasis on oral care products and super-concentrated liquid detergents as 

well as strongly implement measures to develop high-value-added products and strengthen 

our brands. We will invest aggressively in advertising to build brand power, and, to work 

toward drawing on the total power of our marketing and sales capabilities, we will reorga-

nize our health care business and our household business into a single Health and Home Care 

Business. In addition, we are planning to strengthen our “trade marketer” functions, which 

are key to the formulation of distribution strategies, to achieve the enhanced implementation 

of our brand strategy within our sales strategy and sales promotion tactics.

2. Quantitative Expansion in Overseas Businesses

We have set a target of gaining the No. 1 market share in oral care products and laundry 

detergents in the Asian markets. With these objectives in mind, we are expanding our pro-

duction and supply capacity for oral care products in Thailand and China and for laundry 

detergents in Malaysia. During 2012, we will establish a new joint venture company, 

PEERLESS LION CORPORATION, in the Philippines, and it is scheduled to commence business 

operations during the current year. Also, besides expanding the range of countries and 

regions where we operate, we will be aggressively entering new product categories as well.

3. Development of New Business Value

In our direct-to-consumer sales business,* we are aiming for annual net sales of ¥10.0 billion 

by 2014, and we will expand our lineup of functional food products. Moreover, drawing on 

our strengths in providing information on health and our R&D results as well as our capabili-

ties in one-to-one marketing, we will be working to expand our consumer base and raise the 

percentage of consumers who become loyal repeat consumers.

* Excludes door-to-door sales

4. Enhancement of Organizational Learning Capabilities

Based on our new corporate message, we are implementing our “life.love. Project” in Japan 

and in overseas subsidiaries as a symbol of the Lion Group’s activities. We are also encourag-

ing our individual employees to innovate by asking them to set their own themes with the 

aims of revitalizing the organization, nurturing human resources, and improving communica-

tion with customers. The ultimate objective of these activities will be to increase the number 

of Lion “fans” among our consumers.
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Q: Looking ahead, what are your plans 

for R&D activities that will form the basis 

of Lion’s further development?

A: I am Lion’s first COO with an extensive 

background in R&D activities. My aim is to 

increase Lion’s market presence through 

product innovation and the maintenance of 

top-quality manufacturing standards.

 The two aspects that I want to emphasize 

the most are creating top-quality products 

and communicating their value to consumers. 

To deliver these high-quality products, we 

want to make the evidence for quality and 

our targets for these products clear and work 

to deliver products that consumers feel are 

effective. Over the 120 years since Lion’s 

establishment, we have accumulated a diversity of knowledge and “seeds” for new products. 

If we can set a course for drawing on these, I am confident we will not run out of creative 

ideas.

 To communicate product value to consumers, we first want to reconsider the strategic use 

of media. In addition to the four major media, we should focus on social networking services 

(SNS) and other media that provide us with communication leverage. We will select the opti-

mal communication media for each product category and work to increase effectiveness.

 A second point is that I think we should put more emphasis on lifestyle research than in the 

past. Even if our goal is to offer “high-value-added products,” the manufacturers of these 

products and consumers who use them have different perspectives on what “high value 

added” is. We need to know more accurately how consumers use our products in their daily 

lives and what makes them feel good about products. Then, based on this, we need to offer 

products that will garner the strong support of consumers and make them think “this is 

exactly what I need to be comfortable.”

 On the other hand, in 2013, we will complete a new R&D facility based on our Phase II 

R&D Center Concept. In addition to providing a new base for consumer research, the Open 

Innovation Center, which will be located in the annex to the new facility, will be used to 

encourage interaction and interchange with researchers from other domains. One example of 

this R&D cross-fertilization has been the application and contribution of our technology for 

making powdered detergents that dissolve quickly in water to the development of pharma-

ceutical tablets. The Open Innovation Center is expected to expand synergies of this kind.
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 In the domestic market especially, major changes in progress include the declining birthrate 

and demographic aging of the population as well as the increase in the number of single- 

person households. The more products are used in our daily lives, the more these changes 

will provide opportunities for offering new value. Putting this the other way around, we 

think that, even if markets are mature, they may present greater opportunities for revitaliza-

tion if we offer new value in our products. At Lion, we always want to be creating products 

of this kind.

Q: In closing, what special message would you like to give to investors?

A: Based on its new corporate message and management vision, Lion Corporation will make 

a new start in 2012. I will be at the helm as President, and I want, most of all, to manage 

strategically and enhance Lion’s capabilities as an organization for implementing corporate 

strategies. This means I will not waver from the objective of implementing the “four strate-

gies” listed in “Vision 2020,” and I intend to strengthen our plan-do-check-action (PDCA) 

cycle for strategy implementation. If we can make the PDCA cycle an integral part of activities 

in every workplace, we can make the action guidelines clear for each and every employee. 

Moreover, as COO, I will insist on implementing the PDCA cycle at the Companywide level 

and creating a more-powerful organization.

 In Japan, this is the Year of the Dragon. This means 2012 is a year for overcoming difficul-

ties and for making progress and growing toward the ideal form we would like the Company 

to assume in the years ahead. It also means 2012 will be a year when we escape from turmoil 

and find new directions. We are committed and determined to make 2012 a year when the 

new Lion makes dramatic leaps forward.

April 2012

Itsuo Hama

Representative Director and President
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