
 

 

 

LIXIL Corporation 

Living Business Briefing: "Medium-Term Growth Strategy in the Living Business" 

-Summary of Q&A Session- 

 

 

 

 

 

 

 

 

 

 

 

 

 

March 10, 2026 

 

  



1 

 

【Event Overview】 

Date: Tuesday, March 10, 2026, 11:30 a.m. (Q&A session began) 

Participants: Analysts and Investors 

Presenter: Yusuke Ueda, Senior Vice President, Living Business (hereinafter referred to as Ueda) 

 

【Summary of Q&A Session】 

Q: Regarding the market outlook, do you expect the overall market scale to expand given the trend 

of decreasing new construction starts and increasing renovation? 

A: We must ensure that the increase in renovation effectively offsets the decline in new construction starts. 

Customer needs are shifting from the sales of individual standard products to customized and handmade-

style solutions that meet specific demands. We believe the success of our “Custom Vanity” is a clear 

reflection of this market shift. 

 

Q: Could you provide an update on your current market share and future prospects? 

A: While our overall share has remained stable over the past few years, the breakdown by category is as 

follows: 

・Vanity: We hold the No. 1 position in the industry and are maintaining our strength by capturing the 

growing demand for handmade style customization. 

・Kitchen: We currently hold the No. 2 position in the industry. 

・Interior Building Materials: We are in the No. 4 to No. 5 range. Due to the large number of players in this 

space, we view this as the area with the greatest room for growth and potential for expansion. 

 

Q: Regarding the "Total Living Solutions" mentioned on page 19 of the material, how do you analyze 

your marketability and competitive advantage? 

A: We believe our winning factor lies in a system that goes beyond superficial design consistency to include 

a fully integrated back-end system. 

・Market Needs: While not yet fully matured in Japan, space-based proposals are a standard business 

model in Europe, the U.S., and China. We have received positive feedback from domestic developers 

during our hearing sessions. 

・Strategic Evolution: Previously, design and promotions were aligned, but the processes for estimation, 

manufacturing, delivery, and installation were siloed. By integrating these into a single system, we 

significantly enhance customer convenience. 

・Differentiation: Our advantage is the creation of the business model itself—connecting everything from 

the initial estimate to final installation. 

 

Q: Which segments (developers, individuals, buy-and-resell players, etc.) are you targeting for this 

total Living solutions business? 

A: Given the decrease in new construction, we are focusing on small-scale builders who want to offer 

renovation but lack the internal design skills or resources. Providing them with our end-to-end system 

covers those gaps. In the future, we believe this is also highly compatible with the mass market of new 

construction. 

 

Q: Regarding the profitability of your three main products (Kitchen, Vanity, Interior materials), there 

is a gap compared to specialized manufacturers. Is this due to gross margins or sales methods? 
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A: The primary factor is the difference in Gross Profit (GP). The situation per product is: 

・Kitchen: Profitability is currently low due to very strong competitors. We aim to improve our product mix 

by shifting from the highly competitive mid-range to high-value-added, luxury kitchens. 

・Vanity: Among our three businesses, this secures relatively high core earnings. 

・Interior materials: The decline in the new construction market—our primary arena—has hit harder than 

expected, leading to a decrease in profitability. 

 

Q: What are the specific strengths of your Kitchen business compared to competitors? 

A: Our core strengths lie in material pioneering and a design philosophy based on ergonomics. 

・Material Leadership: The ceramic tops we introduced 10 years ago have now become an industry 

standard. We do not stick to one material; we plan to introduce new top materials soon to stay ahead of 

market needs. 

・Design Philosophy: Inherited from the Sunwave era, our design focuses on the user's "line of flow" and 

ergonomic movement. This is reflected in the fine details of storage placement and ease of use, which 

differentiates us from others. 

 

Q: What is your current in-house production rate for kitchens? Where is the room for medium-to-

long-term cost reduction? 

A: Our current in-house production rate is approximately 50%. We see significant room for cost reduction in 

the optimization of equipment procurement and diversifying procurement routes. 

・Current Status: Cabinets and similar components are manufactured in-house, but appliances such as IH 

heaters and range hoods are largely purchased from suppliers. 

・Cost Reduction Measures: We are considering insourcing parts that can be produced internally. For 

equipment dominated by specific manufacturers (like range hoods), we will multi-source to improve cost 

competitiveness. Additionally, we will strive to reduce costs by flexibly evaluating procurement options 

for various parts and materials. 

 

Q: Regarding page 22, what are the specific goals of your strategy for the next three years (Price 

Optimization, Structural Reform and Cost Reduction, and Improvement of Product Mix)? 

A: We are pursuing three pillars to cover the volume decrease and enhance profitability: 

・Price Optimization: We will appropriately pass on the rise in material costs to our sales prices. Even if sales 

volume decreases, we intend to maintain our revenue scale by increasing unit prices. 

・Structural Reform and Cost Reduction: While we cannot share specific plans today, we will continue to 

review the roles of our production bases while making necessary investments. We will also implement 

thorough reductions in component costs, including quality standards optimization. 

・Improvement of Product Mix: We will strengthen promotions to drive a shift from low-priced kitchens to 

higher-grade models with better profit margins. 

 

Q: Why is the "Price Optimization" circle large for FYE2029 on page 22, while the "Improvement of 

Product Mix" is relatively small? 

A: This is due to risk hedging against future material cost increases and the timing of our product cycles. 

・Price Optimization: We have factored in the uncertainty of mid-to-long-term material cost hikes as a 

significant risk. Because our plan relies on passing these costs through to ensure profit, the contribution is 

set high for the final year. 
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・Improvement of Product Mix: Based on our product roadmap and the phase-out of existing models, the 

contribution in FYE2029 is predicted to be relatively limited compared to other years. 

 

Q: Regarding page 22, is the increasing contribution of "Price Optimization" from FYE2028 to 

FYE2029 because the hurdle for price revisions will be lowered by the introduction of new products? 

Or is it due to the shift to premium grades? 

A: The main reason is reflecting the worsening impact of material price hikes, which is different from the 

shift to premium grades. 

・Definition of Price Optimization: This refers purely to appropriately passing on cost increases, such as 

material price hikes, to sales prices. It factors in future cost deterioration risks and has a larger 

contribution to counteract them. 

・Difference from Product Mix: Measures to raise unit prices by selling premium grades are categorized 

under Improvement of product mix. 

 

Q: Regarding the "Environment" factors on page 22, what specifically are you forecasting, and how 

do you view the rise in raw material costs? 

A: We primarily refer to material cost hikes, exchange rate impacts, and market shrinkage. 

・Market Environment: Our risk assessment is based on a conservative forecast where new construction 

starts fall below 600,000 units annually. 

・Materials and FX: Beyond expensive appliances, we anticipate heavy cost burdens from European-made 

timber and hardware due to the weak Yen. Raw materials like aluminium and copper have a lower 

purchase ratio in the Living Business, so their direct impact is relatively limited. 

 

Q: Now that Kitchen, Vanity, and Interior materials have been split from the original Water (LWT) and 

Housing (LHT) technology businesses, has this caused any issues, such as information silos? 

A: There have been no practical downsides to the reorganization; rather, we see the mutual entry of our 

sales forces as a growth opportunity. 

・Current Sales Structure: Our sales teams remain divided between Water and Metal (windows, etc.). While 

product development is now integrated under the Living Business Division, the split in sales is a point for 

future improvement. For example, since projects extending from the kitchen to the bathroom and toilet 

are handled entirely by the same sales team (Water), coordination is already in place. We believe that our 

ability to seamlessly link information on renovations (Water) to proposals for interior materials and 

window frames will be a major growth opportunity going forward. 

・Future Goal: We will strengthen the system whereby the Water team handles interior materials and the 

Metal team handles kitchens and vanities, thereby promoting cross-selling across business divisions. 

・Organizational Approach: To prevent silos, the Living Business Division does not maintain a massive 

independent headquarters function; instead, we collaborate closely with existing technology 

departments. 

 

 

End 

 

  



4 

 

Disclaimer 

This document contains forward-looking statements regarding LIXIL Corporation's plans and forecasts. 

These plans and forecasts involve risks and uncertainties, and actual results may differ materially from those 

projected due to various important factors. 

 


