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LIXIL 
Corporation

Kinya Seto
(Director, Representative Executive Officer, 
President and CEO)

 Living Business

Yusuke 
Ueda

Positioning of Living Business

Living Business 

We integrated our Kitchen, Vanity, and Interior materials businesses
and established the Living Business Division as a new pillar of growth.
After 2 years of operation, we established the Living Business in 2025.

Water Technology
Business (LWT) Overseas Business

Water Technology Business (LWT) 
Japan Business

Hiroyuki 
Oonishi

Housing Technology
Business (LHT)

Satoshi 
YoshidaBijoy Mohan
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Business Overview: Main Products and Scale

Total Sales 205.5 billion JPY

Our biggest strength is our portfolio of not only individual products but also "total coordination"

Kitchen

Richelle

Vanity

Lumisis
 Custom vanity

Interior materials

Lasissa
 Interior doors, flooring and storage

Sales 100.4 billion JPY   (FYE2025) Sales 36.6 billion JPY   (FYE2025) Sales 57.2 billion JPY   (FYE2025)

Number of Employees  4,029

Number of Production Sites 10 (9 domestic and 1 overseas bases)

   (Full year FYE2025)
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Vanity
Interior 
building 

materials

Background of integration: Vision of the living business “Value creation through true integration”

❶ Living Space Value Integration beyond the addition of individual products
❷ Pursuit of integrated manufacturing by standardizing parts and materials, reviewing quality standards, and reviewing 
business processes

Vision of the living room 
business

Vision

❶ Living Space Value Integration ❷Pursuit of integrated manufacturing

LIXIL's
Existence value

Realization of affluent and comfortable living that everyone in the world desires

Kitchen

Partial optimization (siloed)

Before

Overall optimization (maximized 
synergies)

After

Living
Business

Unit

Changes in user needs
  From "things" (products) to "experiences" (harmony of the whole space)

The LDK is viewed as a living space without dividing it.

Image source: LIXIL Kitchen

https://www.lixil.co.jp/lineup/kitchen/s/bi/
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Strategic Summary

Greater than expected
New construction starts decreased

Market conditions deteriorated
price optimization

Earnings are difficult to secure
Business model

Recognizing the Challenges

Living Vision: Creating Attractive Customer Value

① Pursuit of lifestyle × design 
from the customer's 

perspective

・Pursuing design that enriches 
living spaces and people's lives

・Enhance Quality of Life Pursuit of 
Function

④ Expanding into 
Growth Areas

・Reform Shift and Growth

・Developing New Categories

・Expanding Global Business

③ Pursuit of Social 
Sustainability

・Design with Consideration for 
People and the Environment

・Reduced Construction and Delivery

・Incorporating Advanced Internal 
and External Technologies

② Pursuit of integrated 
manufacturing

・Strengthening cooperation among 
development, manufacturing, 
and procurement

・High-quality, high-efficiency 
production Establishment of a 
system

・Through digital technology 
Process innovation
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Current Achievements (1)
① Pursuit of lifestyle × design from the customer's perspective

Kitchen

Interior
 Building Materials

Pursuit of Lifestyle × Space Design

Fit for a Changing Society

Vanity

Launched October 
2025

Launched in April 2025

Launched in April 
25
Launched in April 2025

Launched in 
September 23
Launched in 
September 2023

Launched in April 
2024

Product Search

Launched in March 
2025

https://products.biz-lixil.com/search?categories=%E3%83%88%E3%82%A4%E3%83%AC
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Current Achievements (2)
② Pursuit of integrated manufacturing

Transforming risks (aging of facilities and production termination sites) into new growth possibilities.
Introduced SAP from the Interior Business to standardize core systems. Aim for company-wide standardization.

Turning the risk of aging facilities into growth 
opportunities

Maximize investment efficiency and productivity
Renovation of the Artificial Marble Worktop Line – March 2026 Plan

First step toward mainstay system standardization

SAP introduced as a mainstay system standardization in the 
Interior Business (first domestic business) February 2024

Evolution from Ending Production to an Optimal Base

Creating New Value from Kitchen Production
Functional Transformation at the Kani Plant December 25

Completely renovated aging equipment of main products (44% of 
production) at about 650 million JPY.
Reduced investment by thoroughly optimizing specifications.

Introduction of automatic picking and digital linkage 
dramatically reduced production lead time from 1.5 days to 
3 hours.

Eliminate personal injury risk by automating heavy work.
Simultaneously improve safety, quality, and profitability.

・

・

・

Achieved hundreds of millions of JPY in cost savings 
while reducing the risk of overseas procurement through 
domestic manufacturing of toiletry materials.

Maximized logistics efficiency by establishing an after 
parts center taking advantage of its favorable location in 
Chubu.

・

・

Reorganized 894 systems. Achieved partial migration of 
core systems in February 2024.

"Fit to Standard" completely eliminates personalization 
of operations. Acquire global standards of governance 
and management speed.

Build IT infrastructure resilient to change by linking SAP 
and low-code. Balance standardization with business 
responsiveness.

・

・

・

Kitchen
Production < In-house production

 of Vanity components >
              +
< Consolidation of after parts >
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Current Achievements (3)
③ Pursuit of Social Sustainability

Delivery and installation (UL Kitchen), installation (Uwaba RE Floor), and manufacturing environment (Tornemo)
Achieving high efficiency, solving social issues, and reducing environmental impact.

Solving social issues and simplifying the customer 
experience
UL KITCHEN, an optimal and minimal design that fits 
social issues and minimal style

Solving scattering of wood chips

"Tornemo" innovative dust collection joint realized 
with on-site knowledge and digital technology

The New Standard for Floor Renovation

Uwaba-RE Floors are simply layered on top of existing floors.
More familiar with LIXIL's "non-destructive renovation"

Compact packaging design that reduces packaging materials 
and improves transportation efficiency.

One price by carefully selecting standard items.
Free from complicated estimates. 

Fits the space like furniture with both floating and chunky 
feeling.

・

・

・

A layering method that does not remove the existing floor. 
Achieves a short and low-cost renovation. 

Approximately 80% less in volume (approximately half the 
weight) than standard flooring (12 mm thick). Solves social 
issues by improving delivery efficiency.

Thin and highly durable. Minimizes interference with 
fittings.

・

・

・

After two years of prototyping with a 3D printer, the company 
put its original vortex technology (patent pending) into 
practical use.

This technology reduces pressure loss, preventing a decline 
in dust suction and contributing to environmental 
preservation at factories. 

We are considering commercialization as a tool to solve 
common problems in the industry.

・

・

・
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Current Achievements (4)
④ Expanding into Growth Areas

Focused on the needs of “Handmade Vanity” and entered the high-growth market after selling individual bowls.
Fused Japanese technologies and products with overseas designs and functions to rapidly expand to the global market.

“Custom Vanity, ” a simple way to create the desired handmade vanity

Global Expansion from Defensive to Proactive

Realization of a sustainable high-profit growth model by fusing existing assets with innovative 
technologies.
Combining superior Japanese technologies with overseas designs and functions
Expanding into global markets in an asset-light and speedy manner

We entered the rapidly growing home furnishing market.
Our lineup meets the needs for attractive Vanities installed in the LDK and 
entrances.

Created a new category of home equipment by modularizing Handmade Vanities 
that depend on craftsmen for high quality and quick delivery.

By introducing value-added items and combining them, we can increase sales and 
increase volume.

・

・

・

We have started to develop the global market with the Chinese market first (we have contracted 
with more than 60 local distributors in China), and we are winning delivery to luxury apartments 
in Shanghai and Beijing.

Plans to enter new markets with high growth potential such as Vietnam, Mongolia and Turkey. 
Proposed to local distributors.

・

・

Japanese technologies 
and products

Overseas designs and 
functions

Follo
wed

Fusio
n

Turn changing market needs into a winning factor
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Strategic approach to solving issues

>Accelerating parts and design synergies

>Restructuring domestic production bases

>Value chain integration

>Expanding sales in the renovation market
Uwaba RE floor/custom vanity    

>Utilizing LIXIL global solutions

>Development of total living solutions

❷ Business model transformation
❸ Strengthen profitability

Accelerate synergies and rationalize 
resources

❶ Challenge growth areas Expand 
and accelerate growth

Recognizing the Challenges

Greater than expected
New construction starts decreased

Market conditions deteriorated
Passing on selling prices also lowers profit 

margins

Earnings are difficult to secure
Business model
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Developing European Design in Japan

Collaborates with the Group's European Design Team and European 
Technology Research Office to discover trends in overseas markets 
and devices.
Improves added value of products by utilizing product design, 
Grohe brand, and procuring high-design, high-function devices from 
overseas brand manufacturers.

Utilizing resources within the LIXIL Group. Adopting advanced European designs for domestic products.
We are also differentiating ourselves by reflecting Japanese designs in global markets.

Accelerating Growth | Utilizing LIXIL Global Solutions

DANDAN Storage

Through the C2W (China to World) strategy, which fuses Japanese 
aesthetics with Chinese vitality, we propose to the world a 
comfortable and rich living space that blends simple modernity with 
a Japanese touch.

Frameless doors

Overseas expansion of Japanese design

Hare and ke (Everyday & Special Occasion) storage

❶ Challenging growth areas

PX Kitchen Interior building materials: Interior doors GS and 
Raffis
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・Responding to changes in customer needs from "products" to "services" (harmony of the 
entire space).

・Providing space for growth markets (apartment renovations and detached house 
renovations).
    
・Kitchens, vanities, Interior materials, wall materials, lighting, etc. are sold as spaces.

・Introducing high-precision rendering that conveys the value of "things" instantly.
  (AI image generation and 3D estimation system)

From proposing "things" (individual products) to proposing "experiences" (harmony of the entire space).
Accelerating proposals for seamless integration of Kitchens, Vanities, and Interiors

Developing total living solutions

Vanity
Interior 
building 

materials
Kitchen

Partial optimization (siloed) Overall optimization (maximized 
synergies)

Living
Business

Unit

❷ Business model transformation
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Creating Synergies with Components of Kitchens, 
Vanities, and Interiors

Accelerate component and design synergies

Rationalize component supply chain and specifications
Utilize the strengths of each product in other products.
Reduce SKUs in total business.

Redefine the roles of each site and transform into an 
asset-light production system

Reorganize domestic production sites

Reorganized and consolidated domestic plants by function in 
response to a decline in production due to market shrinkage. 
Maximized capacity utilization by consolidating facilities and 
integrating functions.

Proposal Orders 
Received

Producti
on

Transpo
rtation Delivery

Integration of business systems
Redefining the optimal value chain

Integration of the value chain

Proposal Orders Producti
on

Transpo
rtation Delivery

Proposal Order 
Receiving

Producti
on

Transpo
rtation Delivery

Proposal Orders Producti
on

Transpo
rtation Delivery

Rationalize the value chain siloed by three businesses.
Create a one-stop system from proposal to shipment and 
maximize the effects of site reorganization.

The foundation for total solution proposals will be solidified through synergies in parts and design of the three Living products, 
asset lighting of production sites, and integration of the value chain.

Accelerating living synergies and rationalizing resources
❸ profitability enhancement
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Future Goals | V-Shaped Recovery and Sustainable Growth from FYE2026

FYE2026 FYE2029

Against the impact of market conditions (market conditions and foreign exchange fluctuations)
Through price optimization, structural reforms, and a shift to high-value-added products,

we will achieve profit generation

Price 
optimization

Structural Reform 
and Cost 

Reduction

 Improvement of 
product mix

Expansion of core earnings

Environment 

5%

8%

Third Quarter Financial Results [IFRS]

FYE2027 FYE2028 FYE2029

Price optimization

Structural Reform 
and Cost 
Reduction

Improvement of 
product mix

Amount Expressed

4 billion JPY ~
2 billion ~ 3.9 billion 

JPY
~ 1.9 billion JPY

Image of manifestation of each 
measure

https://ssl4.eir-parts.net/doc/5938/tdnet/2746059/00.pdf


This document contains forward-looking statements about the future of LIXIL Living business.
These plans and projections involve risks and uncertainties and actual results may differ materially from our plans and 

projections.
Important factors may cause actual results to differ materially from our company's plans and projections.


