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Presentation 

 

Kawai: It's time to begin the LIXIL Corporation Impact Briefing.  

Today, under the theme Empowering Change: Scaling Impact in a New Era, leveraging change to expand 
impact creation under a new structure, we will explain the strengthening of the impact strategy promotion 
system led by the Chief Impact Officer newly established on April 1, as well as the new goals we aim to achieve 
and the specific initiatives to reach them. 

 

Today's presentation will be delivered by two speakers in the following order.  

Director, Representative Executive Officer, President, and CEO Kinya Seto; and Executive Officer, Executive 
Vice President, Chief Impact Officer, responsible for Public Relations, External Affairs, and Impact Strategy, 
Erin McCusker. 
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In the latter half, Outside Director, Chairperson of the Board of Directors Yuji Nishiura; and Outside Director, 
Chairperson of Audit Committee and Member of Nomination Committee Ryusuke Ohori will also join, and we 
plan to hold a panel discussion with all four participants. 

I will serve as the moderator today from the Investor Relations Office, Kawai.  

Thank you in advance for your participation. 
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Next, I will explain today's proceedings.  

As shown on page three of the presentation materials currently displayed, today's agenda will cover the 
progress of our impact strategy initiatives and the future vision we aim to achieve, along with strategies and 
measures we will implement going forward to enhance corporate value, explained by the two speakers. After 
the panel discussion, we will have a Q&A session. 

The briefing is scheduled to conclude at 3:45 PM Japan time. Thank you for staying with us until the end. 

Now, Mr. Seto, please begin. 
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Seto: Hello everyone. Thank you for joining our Impact Briefing today.  

We are committed to pursuing our purpose of realizing enriched and comfortable living spaces desired by 
people around the world, while striving to achieve both sustainable growth and enhancement of corporate 
value through our business activities, and at the same time creating impact that addresses social and 
environmental issues. 

This LIXIL strategy is explained in our LIXIL Playbook, and within this Playbook, the impact strategy is a highly 
important component. 

Our impact strategy consists of three main initiatives. The first is addressing global sanitation challenges, the 
second is water conservation and environmental protection, and the third is respect for diversity. These 
initiatives generate impact on society and the environment, and through products, services, and solutions 
that deliver such impact, we aim not only to enhance our corporate value but also to contribute to solving 
social and environmental issues. 
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The integration of business strategy and impact strategy plays a very important role in our Playbook, and this 
is a key point of differentiation for us. 

Here, under innovation, we describe the integration of environmental strategy into business strategy and the 
creation of new core businesses, and we have been developing products that differentiate us by addressing 
environmental and social issues. 

The three products introduced here are representative examples. The first is PremiAL, a recycled low-carbon 
aluminum. Compared to aluminum produced from bauxite, it is said that using scrap as raw material can 

reduce CO2 by nearly 97%. 

Starting with PremiAL R100 made from 100% scrap, we have expanded this approach to all other products, 

achieving at least a 50% reduction in CO2, and since October last year we have applied PremiAL to all products. 

The second is a sustainable material called Lrevia. revia is made from plastic and mainly waste wood chips and 
is produced in our factories. We have formed a partnership with Tsu City in Mie Prefecture, located near the 
production site, to create an ecosystem in which household plastic waste and similar materials are supplied, 
while revia is also used within Tsu City's initiatives. 

The third is bathtope. While there is a global trend of fewer people taking baths, it consumes a large amount 
of water. In this context, for customers who feel that the bathtub experience is only needed occasionally or 
once a week, we have launched bathtope, a product that shifts lifestyles from bath centered to shower 
centered through a fabric bathtub. 

These products not only create impact on environmental and social issues currently facing the world but also 
create unique value that is distinctive to LIXIL. 
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Next, I will explain one of today's key topics, the purpose of establishing the new role of Chief Impact Officer. 
There are four objectives listed here. 

First is strengthening the executive structure. As the impact strategy is highly important, we have established 
the Chief Impact Officer to participate from a management perspective. By having this role as an Executive 
Officer, we aim to bridge business strategy and impact strategy, and to emphasize to employees the 
importance of the impact strategy, while advancing business operations with strong employee engagement 
as we promote the impact strategy. 

At the same time, we aim to enhance our ability to communicate both externally, including with all of you, 
and internally. By fulfilling these roles, the CIO will strengthen efforts toward impact creation and accelerate 
both corporate value enhancement and the resolution of social issues. 
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Today, we will provide various explanations regarding our initiatives to create impact on social and 
environmental issues.  

First, Ms. Erin, our Chief Impact Officer, will provide an update on the progress of our impact strategy. She 
will then continue with a discussion on addressing global sanitation challenges. After that, Outside Director 
Nishiura; Outside Director Ohori; Erin, and I, will hold a panel discussion, followed by a Q&A session. 

Thank you for your attention today. 

Kawai: Thank you very much. 

Next, Executive Officer, Executive Vice President, Chief Impact Officer, Erin McCusker will explain the progress 
of the impact strategy and the future direction we aim to achieve. 

Ms. Erin, please begin. 
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McCusker*: Thank you. Hello everyone. My name is Erin McCusker, Chief Impact Officer of LIXIL.  

Our purpose, realizing enriched and comfortable living spaces desired by people around the world, serves as 
the North Star guiding everything we do. 

Enriched and comfortable living means different things to different people. For some, it may mean a home 
that protects the environment with high insulation and energy efficiency. For others, it may simply mean 
access to a safe and functional toilet. 

Our purpose is embedded at the core of our business through our impact strategy. We focus on three priority 
areas, leveraging our unique expertise to drive the greatest positive change. 

These three priority areas are addressing global sanitation challenges, water conservation and environmental 
protection, and respect for diversity. By embedding these priorities into our business model, we go beyond 
simply doing good. 

We are building a more resilient, sustainable, and purpose driven company. Today, I am pleased to share our 
latest progress, including updated KPIs reflecting new commitments and how we are accelerating efforts to 
achieve our long term goals in these important areas. 
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First, let me discuss water conservation and environmental protection. 

LIXIL's environmental vision, Zero Carbon and Circular Living, reminds us that enriched and comfortable living 
must also be sustainable. 

We have three focus areas, addressing climate change, pursuing water sustainability, and promoting circular 

use of resources. Overall, LIXIL aims to achieve net zero CO2 emissions across our entire business by 2050. 

This is a critical commitment to securing the future of our business. 

In March 2024, we became the first company in Japan's building materials sector to receive SBT (Science Based 
Targets) net zero certification, demonstrating  leadership in our industry. How will we achieve these targets? 
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Across all areas, LIXIL applies a three phase approach to strategically create impact. We start with our own 
operations, then expand outward to create broader societal impact. We begin with our operations, including 
factories, offices, and employees. 

Our value chain represents the delivery of LIXIL's products and services, encompassing procurement, logistics, 
and even how customers use those products and services. 

In scaling impact, we explore how we can act as a catalyst within ecosystems to generate greater impact and 
contribute to solving global challenges. This framework enables us to create shared value through business 
opportunities. 
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Let us look more specifically.  

In our water conservation and environmental protection initiatives, we have consistently disclosed 
information on specific KPIs. In other words, we have been demonstrating the actions we are taking in our 
three priority areas, which are climate change mitigation, the pursuit of water sustainability, and the 
promotion of resource circularity, as well as the acceleration of our three phase approach that runs across all 
of these areas. 

To ensure transparency and accountability, we publish annual progress on all impact indicators and SBT 

certified CO2 reduction targets on our website between June and September. I will highlight some KPI progress 

but first let me explain new initiatives added for Scope3. 

Regarding climate change and the value chain. 

Overall, we are progressing as planned on key indicators. High performance windows, waste recycling, and 
reductions in Scope1 to 3 have progressed as scheduled based on the latest results for FYE2025. 
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Looking at details, we expect to achieve a 100% sales ratio of high performance windows for newly built 
detached houses in Japan. Led by our Housing Technology Business, this contributes to society wide 
greenhouse gas reduction goals and enhances the long term value of housing in Japan. 

To maintain industry leadership, LIXIL newly commits to sustaining this 100% ratio through the fiscal year 
ending March 2031. 

Regarding waste recycling, we achieved our initial 90% recycling target ahead of schedule last year, driven by 
significant progress at overseas sites. Based on this, we are announcing today a new and more ambitious 
target of over 95% by the fiscal year ending March 2031. 

For Scope1, 2, and 3 emissions, as of the fiscal year ended March 2025, we achieved reductions of 46.9% for 
Scope1 and 2, and 18.5% for Scope3, making steady progress toward our SBT targets. 

To further advance Scope3 reductions, we are introducing new measures. To more reliably achieve our Scope3 
emissions reduction targets, we are considering introducing a new approach that integrates the procurement 
of green aluminum, while maintaining our goal of using 100% recycled aluminum. 
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Next, let me explain the pillar of diversity & inclusion. 

LIXIL promotes impact across each pillar using the same three phase approach. This framework clearly 
demonstrates how D&I remains central to our business and drives innovation and impact beyond LIXIL. 

Within our operations, we focus on creating an environment where everyone feels a sense of belonging. We 
aim to foster a culture that nurtures a sense of belonging and inclusion by empowering managers as stewards 
of our culture and implementing talent development programs to strengthen the pipeline of female talent. 

Within our value chain, inclusive mindsets cultivated among employees enable a user centric approach, 
contributing to differentiated products and services. Examples include developing solutions to support aging 
societies and creating open spaces accessible to all. 

In scaling impact, we look to the broader ecosystem. As part of our double materiality assessment completed 
last year, we identified the shortage of skilled workers as a key issue. This is not limited to our employees but 
reflects a global shortage of skilled labor. 

We are committed to expanding this pipeline and opening pathways to skilled professions regardless of 
gender or background, ensuring long term business sustainability. 

Leveraging our expertise in inclusive space design, we collaborate with community partners on education, 
awareness, and advocacy. For example, our long running university running program in Japan teaches children 
about diversity through sports. 
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Looking at KPI progress, since launching our D&I initiatives, various measures have led to positive upward 
trends in our metrics, which is very encouraging. The latest figures for this fiscal year will be disclosed in the 
next integrated report. 

Across the organization, inclusive thinking is becoming more deeply embedded. Beyond the KPIs shown here, 
the inclusion score in our employee survey LIXIL Voice increased by two points YoY to 73% for the fiscal year 
ended March 2026. 

Recognized for excellence in promoting women's empowerment, LIXIL has been selected as a Nadeshiko 
Brand for the 10th time and for four consecutive years by Japan's Ministry of Economy, Trade and Industry 
and the Tokyo Stock Exchange. Next, please watch a video showing how inclusive thinking influences our 
business and product offerings. 

In the video, Yasuhiro Shirai, General Manager of the LWT Japan Advanced Technology Center, and Nanase 
Kameda introduce how they uncover latent needs through innovation and build a more inclusive future. 
Please take a look. 

Video: (Product Development for Universal Design at the LWT JAPAN Advanced Technology Center) 

McCusker*: This reminded us of the power of inclusive design in society. 
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Now, I would like to move to the final area, sanitation, and discuss addressing global sanitation challenges. 

As a leading manufacturer of bathroom products such as toilets and faucets, we recognized early on that, to 
truly realize LIXIL's purpose of creating a rich and comfortable home life that everyone around the world 
aspires to, we could not avoid proactively addressing the challenges faced by the billions of people who lack 
access to the safety and hygiene that are fundamental prerequisites for a rich and comfortable home. 

We set a goal to reach 100 million people by 2025, and I am very pleased to share that earlier this year we 
officially announced that we achieved this ambitious goal. We successfully improved sanitation access for 
over 103 million people. 

This 103 million is more than just a number. This figure represents the number of children who are able to 
stay in school, the communities that have seen a reduction in the number of debilitating illnesses, and it also 
carries humanitarian significance because we also provide it to refugee camps. 

Over more than 13 years, all LIXIL members have worked to deliver these solutions to communities. Through 
these efforts, diseases have decreased, more children can attend school, and millions have regained dignity 
and pathways to economic opportunity. 
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This journey has not been easy. It began in 2013 with the installation of a single toilet in a community in 
Bangladesh. In 2016, our business expanded to India and Kenya. In 2018, we launched the global partnership 
MAKE A SPLASH! with UNICEF. 

In 2020, when the COVID-19 pandemic struck, we immediately introduced SATO Tap. In 2022, we expanded 
the SATO portfolio to provide end to end sanitation products for households, institutions, and humanitarian 
settings. 

Today, what began as a single toilet has expanded to 59 countries and regions, with over 10 million units 
shipped and more than 100 million people reached. 

SATO is a viable business, not a CSR or philanthropy project. It ensures scale and sustainability. We believe a 
market-based model enables sustained impact through sustainable business. 

Affordable products are key to sustaining behavior change, and when developing SATO, we incorporated local 
conditions and customer feedback and needs. 
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As of September 2025, SATO is produced at nine manufacturing sites, five in Africa and four in Asia, with 
operations in 13 countries. Because SATO products are manufactured locally in various regions, we invest in 
building local capabilities, support the creation of jobs in those communities, and strive to ensure our products 
integrate into the local economy so that their use generates even greater impact. 

We call this the MAKE SELL USE approach. We do not build LIXIL owned factories for SATO. Instead, we partner 
with existing local manufacturers and distributors to optimize costs and provide truly accessible and 
affordable solutions, while strengthening local economies. We believe that this will help boost the local 
economy where our products will be used. 
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However, LIXIL could not achieve this alone. Reaching over 100 million people was made possible through 
collective collaboration. From building supply chains to financing, community outreach, education, and 
partnerships have been powerful drivers of change. 

LIXIL contributes product innovation and supply chain investment, while partners provide deep local insights 
and connections.  

We collaborate with outstanding NGOs and organizations, such as psi, iDE, tearfund, Doctors Without Borders, 
peace winds Japan, FINISH MONDIAL, and water for people, among many others. There are also many 
organizations not listed here. Through these partnerships, we provide microcredit, commissioned training, 
and ensure appropriate distribution of SATO products within communities. 

Importantly, we also collaborate with international organizations such as UNICEF. These stakeholders enable 
us to strengthen ecosystems and make access to sanitation possible. By fostering alignment and cooperation 
between local governments and central authorities, we are driving a prioritized approach to sanitation. 
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Let me now discuss our unique initiative Make a Splash! 

This initiative started in 2018 and combines LIXIL's strengths in product innovation and design with UNICEF's 
strong local presence and priority focus on women and children. 

What makes this unique is that it goes beyond one time donations. We co design programs with UNICEF, 
combining our business strengths with their community support to maximize impact together. 

This is extremely challenging work, and together we have worked to maximize our impact. Through this 
partnership, we have reached over 16 million people across countries such as Ethiopia, Kenya, Tanzania, India, 
Indonesia, and Nigeria. We were able to achieve that by FYE2025. 

Our joint efforts focus on accelerating market based sanitation improvements, strengthening supply chains, 
providing financial solutions, and enhancing policy environments. We aim for this kind of public-private 
partnership to continue generating significant impact in the future and to serve as a model for other 
companies as well. 
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Despite these achievements, there is still much to be done. Even now, some 3.4 billion people worldwide still 
lack access to safely managed sanitation facilities, and more than 1,000 children under the age of five die 
every day from related diseases. 

Inadequate sanitation leads to an estimated global economic loss of USD260 billion annually, driven by 
treatment costs, lost income, and premature death. Each of these numbers represents real people and 
families. That is why we cannot stop at 100 million. 
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LIXIL remains committed to achieving sanitation for all. We are proud to announce our new vision in sanitation 
and our renewed commitment to this critical issue. 

Our vision is to accelerate sustainable development in both the business models and the ecosystem of the 
sanitation market, and thereby create a positive impact on health, quality of life, and local economies. 
Through this new vision, we aim to contribute to accelerating global progress toward achieving SDG target 
6.2, ensuring access to sanitation for all by 2030. 

To this end, by the fiscal year ending March 2031, we aim to improve sanitation for an additional 100 million 
people, both directly and indirectly. 
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To drive impact toward improving sanitation for the next 100 million people and to realize sanitation for all, 
we will apply the same three phase approach here as well. Within our operations, we will set a target for the 
first time within LIXIL. We will provide all employees with access to safe sanitation facilities. 

A key highlight of this new vision is to improve sanitation for an additional 100 million people, both directly 
and indirectly. Within our value chain, we will deliver diverse solutions in the sanitation market through SATO 
solutions, new innovations driven by LIXIL investments, and LIXIL's innovative products and services that foster 
collaboration toward local sanitation. 

Through these efforts, we will improve sanitation within local communities. We will also form partnerships 
with entrepreneurs. For example, through our long standing involvement in the Toilet Board Coalition, where 
LIXIL serves as a founding member and mentor, we will accelerate business solutions in sanitation. 

By connecting local entrepreneurs in the Toilet Board Coalition with LIXIL business leaders, we will support 
the growth of sanitation related businesses at local and regional levels. 

In scaling impact, we will generate impact by supporting policy advocacy, capability development, awareness 
campaigns, improved access to finance, and market creation through ecosystem development. We have 
learned a great deal from our SPLASH partnership with UNICEF, and by applying these learnings, we aim to 
create even greater impact. 

LIXIL will continue to demonstrate leadership and leverage its strengths in the sanitation sector. We are also 
grateful for collaboration with governments, multilateral organizations, NGO partners, and private sector 
participants of all sizes, from entrepreneurs to multinational corporations, to accelerate positive change. 
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After joining LIXIL, one of the first things I learned is that LIXIL is involved in the lives of more than 1 billion 
people every day. Through our broad brand portfolio in Housing, Living, and Water Technology, we meet 
highly diverse customer needs. 

SATO symbolizes LIXIL's commitment to its purpose. However, unless we can provide solutions to the billions 
of people who lack access to safe sanitation, we cannot fulfill our reason for being. At the same time, from 
the perspective of LIXIL as a whole, the SATO business and other innovation investments are also investments 
in the future. 

Whether it is providing safe sanitation to SATO customers or reducing environmental impact for customers of 
PremiAL and revia, addressing today's community challenges is not only about supporting society, but also 
about building a strong and resilient product portfolio that will continue to generate value and impact for 
years to come. 

LIXIL's impact is centered on our North Star of realizing enriched and comfortable living spaces desired by 
people around the world, and it is made possible by all LIXIL employees. As I take on this new role as Chief 
Impact Officer, I am very proud to work with my colleagues at LIXIL to deliver meaningful change to 
communities. 

Next, you will hear more about this from Esther. Please watch the video on our SATO initiative and our efforts 
in Kenya. 

Video: (Introduction to Ms. Esther’s SATO Initiatives in Kenya) 

Kawai: This concludes the presentations from today's speakers. 
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Next, we will conduct a panel discussion with Outside Directors Nishiura and Ohori. The panel will continue 
to be moderated by Kawai from Investor Relations. Thank you. 

The theme of today's panel discussion is governance in promoting the impact strategy. I will ask several 
questions, and we will have each panelist respond freely. 

Now, let us move to the first question. 

At LIXIL, the impact strategy is positioned as an important strategy for achieving mid to long term corporate 
value enhancement. As it is a key policy for the Company, we have a framework in which the Board of Directors 
regularly reviews its progress. Could you share how specific aspects such as progress, challenges, and 
measures for improvement regarding the impact strategy are discussed at the Board of Directors? 

First, Mr. Nishiura, Chairperson of the Board of Directors, please. 

Nishiura: When discussions and deliberations on the impact strategy first began, there was honestly some 
confusion even among Outside Directors. In particular, regarding its quantitative effects. 

There were concerns that it was difficult to see how it would translate into revenue or profit. However, those 
concerns have now been completely dispelled, and we have reached a shared understanding that the impact 
strategy is the key and foundation for achieving long term sustainable growth in corporate value. 

Based on this, discussions have become extremely active. Questions and requests continue to emerge, and 
there have also been a growing number of requests, such as asking for more quantitative evidence of the 
impact or for discussions to be conducted over a longer time horizon. As chair, I find myself increasingly 
pressed to manage time effectively This should give you a sense of just how actively the impact strategy is 
being discussed. 

Mr. Ohori, what are your thoughts? 
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Ohori: As Mr. Nishiura mentioned, I feel that discussions on the impact strategy at the Board of Directors and 
related internal meetings are very active. 

Many companies naturally discuss sustainability and ESG at the Board level, but in some cases these 
discussions can be somewhat passive or treated as an obligation, such as being held once a year. However, at 
LIXIL, this is not the case. 

As Ms. Erin explained earlier, the purpose is embedded and integrated into the business. Precisely because of 
this integration, the impact strategy is not discussed only occasionally as a standalone agenda item at Board 
meetings. 

While there are opportunities to report on the impact strategy, discussions also take place in other contexts, 
such as how to communicate through IR or how the impact strategy connects with specific businesses like 
windows and sashes. These topics are discussed routinely as part of business as usual. That is my impression. 

Seto: From the perspective of execution, I think it is very positive that Directors actively participate in 
discussions. 

This is because what we aim to do must also contribute to the business. However, within the executive side, 
there can sometimes be self-centered thinking or subjective views driven by our attachment to specific 
businesses. 

By receiving questions from Directors from diverse perspectives, we gain more opportunities to consider 
objective viewpoints and shareholder perspectives. I believe this leads to very valuable discussions. 

Nishiura: I would like to add one point. The Board of Directors, including Outside Directors, is not confined 
only to formal Board meetings. We actively visit factories and technology exhibitions, listen directly to people 
on site, verify things with our own eyes, and experience them firsthand. Through this, we strive to deepen our 
understanding of the impact strategy. 

That is all from me. 

Kawai: Thank you very much. I believe it is now clear that discussions are extremely active. 

The second theme. Regarding addressing global sanitation challenges, the goal of improving sanitation for 100 
million people by 2025 has been achieved. 

As Ms. Erin presented earlier with great enthusiasm, we will now set new KPIs and accelerate our efforts 
further. Could you share what initiatives LIXIL should prioritize or what actions you expect as we work toward 
achieving the new targets? 

Once again, Mr. Nishiura, could you please start? 

Nishiura: Yes. As Ms. Erin clearly explained earlier, we have achieved significant progress, including reaching 
the figure of 100 million people. 

However, there are still more than 3 billion people in the world who do not have access to adequate sanitation. 
Therefore, rather than doing something entirely new, we should further expand and accelerate the initiatives 
we have been pursuing through SATO. 

This will lead to the development of new markets for LIXIL and also contribute to enhancing our brand image. 
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Ohori: Regarding SATO, I have heard from various sources about the many challenges faced in achieving the 
KPI of reaching 100 million people, so I believe this is a very positive outcome. From here, as we aim for even 
higher goals and further advance the business, I feel that the Board of Directors must also strongly support 
these efforts in a forward looking manner. 

In terms of KPIs, not limited to SATO, what I would like to see further developed is clearer communication of 
what these KPIs actually mean from the perspective of external stakeholders. As an Outside Director, I feel 
that this needs to be conveyed more clearly. 

For example, what will happen once SATO reaches 100 million people, or the additional 100 million going 
forward. What kind of ripple effects will this have in terms of social impact, and what level of impact will it 
have on LIXIL itself, including its financials. I believe these points need to be explained more clearly. 

Similarly, even beyond SATO, for example achieving a 100% aluminum recycling rate, people within LIXIL likely 
understand very well what this means, but from an external perspective, the key question is what happens 
when it reaches 100%. Does LIXIL's profit margin change, does its competitiveness improve? These are the 
areas of greatest interest. 

Therefore, from the perspective of shareholders, employees, and other external stakeholders, I believe it is 
important to communicate more clearly what these KPIs mean going forward. 

Kawai: Thank you very much. Ms. Erin, what do you think? 

McCusker*: First of all, I am very, very proud of the fact that we have achieved 100 million people. However, 
we view sanitation as a pillar in a broader sense. Reaching the next 100 million is not limited to SATO alone. 
It is about how we leverage our internal capabilities and innovation investments, including those beyond SATO, 
whether in technology or field based sanitation, supported by teams with global expertise. 

By leveraging these core capabilities within LIXIL, we can expand beyond SATO, introduce new innovations, 
and create direct impact on sanitation. 

However, the biggest learning is that great impact can be created by building an ecosystem. This is a 
partnership that UNICEF and MAKE A SPLASH! have started, and I think it will further expand our impact. 

Whether it is advocacy that actually raises awareness about sanitation solutions or the regulatory 
environment, solutions can be deployed more quickly in the markets where they are needed, and in doing so, 
more directly impact can be found. 

We are able to balance these direct and indirect approaches within our strategy. By building the overall 
ecosystem, LIXIL aims to become a leader in creating impact, particularly in the sanitation field. We aim to 
achieve the next 100 million even faster. In fact, for the next 100 million, we intend to achieve this in half the 
time than that of the first one. 

Seto: When it comes to what this means for shareholders, it is quite difficult to explain, and in many cases it 
cannot be explained on a single year basis. 

For example, environmentally friendly products like PremiAL. It is unlikely that general consumers will pay a 
higher price simply because it is PremiAL. 

The reason such products have a high likelihood of success is that corporate customers, such as companies 
we supply to purchase them because they help achieve their own environmental targets, making them a 
source of differentiation. 
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Additionally, these products are increasingly being sold not only in Japan but also in other countries, and in 
government projects, such features become a differentiating factor. At present, while the direct price 
premium for PremiAL itself may not be significant, the biggest economic benefit is that it creates conditions 
that make it easier for our products to be specified in projects. 

It is difficult to isolate how much of this differentiation is attributable to these specific efforts, but overall, the 
reason our aluminum business maintains higher profit margins compared to competitors is the accumulation 
of such differentiation efforts, and environmental aspects are a major factor within that. 

On the other hand, in terms of improving sanitation, it is still difficult and takes time to realize economic 
benefits. The customer segments we are addressing are not those who can purchase in large volumes. 

Even if we sell a product priced at USD5 to 100 million people, that amounts to USD500 million. 

Therefore, the economic impact does not appear immediately. Instead, we value the broader ripple effects. 
One is that employees feel that what we are doing is meaningful, fostering a sense of unity across the 
Company. 

Another is that among users and partners, there is a growing tendency to support LIXIL because of these 
initiatives. This is particularly evident among partners such as distributors, who want to promote these efforts 
together with us. In that sense, we are building a network of supporters and fans. 

While it is difficult to quantify immediate economic impact, the recognition that LIXIL is a different kind of 
company spreading through society will ultimately lead to returns for shareholders. 

Kawai: Thank you very much. 

The next theme was actually the relationship between the impact strategy and corporate value enhancement, 
but it seems that everyone has already addressed this point. Mr. Ohori, given your background in the capital 
markets, I would like to ask again from the perspective of business growth, contribution to performance, and 
corporate value enhancement, what role the impact strategy plays. I think you have already answered some 
of your questions, but if you have any additional points, please share them. 

Ohori: As a former investor, I always approach Board discussions with a strong focus on how initiatives impact 
corporate value. First, I would like to make one comment. In LIXIL's integrated report, in the CEO message, 
Mr. Seto has repeatedly stated over the years that purchasing LIXIL products contributes to solving social and 
environmental issues. 

However, when it comes to making this message tangible, there are still aspects of the story that are difficult 
for external audiences to understand. As Mr. Seto explained earlier, I believe LIXIL should communicate these 
points more proactively to the outside world. 

Both CEO Seto and CIO Erin have important roles to play in this communication. 

Another point I would like to highlight from the integrated report is the introduction of the corporate value 
equation concept since last year, which presents profitability, growth, and cost of capital as key elements. 

Currently, the impact strategy is primarily positioned from the perspective of growth, which I believe is 
appropriate, as it represents investment for mid to long term outcomes. From that standpoint, growth is 
indeed the most important aspect for the impact strategy. 
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At the same time, regarding cost of capital, which is sometimes overlooked by management, the current 
integrated report focuses more on governance and internal controls. However, improvements driven by the 
impact strategy, such as higher employee motivation or increased psychological safety, can also contribute to 
lowering the cost of capital. 

From this perspective, in addition to the growth potential and impact on the Company that I have mentioned, 
I believe it is important to proactively communicate a clear story or narrative on how this strategy contributes 
to reducing the cost of capital. 

Nishiura: Let me add one point. The key concept is sustainable enhancement of corporate value. We must 
not be swayed by short term revenue or profit but rather focus on how the Company can develop over the 
long term. Even if it takes time for results to appear, we as the Board intend to actively support doing what 
must be done. 

Seto: What we consider extremely important is that the impact strategy is not charity. Charity can lack 
sustainability, but we view this strategy as one of the means to create value. That awareness is critical for 
everyone. 

For example, as mentioned earlier, environmental strategy is inherently difficult to monetize. However, there 
is no doubt that corporate customers, BtoB users, and government clients are changing their stance on these 
issues, and continued advocacy is therefore essential. 

By continuing these efforts and continuing to address sanitation issues, LIXIL is ultimately building its brand. 

Nishiura: Exactly. 

Seto: We must always keep in mind that all products eventually become commoditized. For manufacturers, 
the greatest enemy is commoditization. The most effective way to prevent commoditization is trust in the 
Company's brand. 

We are building that brand trust, and I believe this is a critical aspect of the impact strategy. 

Kawai: Thank you. In terms of external communication, IR and Corporate Communications are working on 
this, and I take your comments as strong encouragement for those efforts. Thank you very much. 

Now let us move to the next theme, accelerating the resolution of social issues by leveraging our business 
domains. This question is mainly for Mr. Ohori and Mr. Nishiura. Our company integrates business strategy 
and impact strategy and is working to resolve social issues by leveraging our business domains, such as 
addressing sanitation challenges through SATO. 

Given recent macro environmental changes such as surges in raw material and energy prices and rising 
geopolitical risks, we feel that addressing environmental and social issues has become even more important 
to maintain sustainable business operations. 

For example, LHT is advancing both environmental impact reduction and resource risk mitigation through 
products such as PremiAL L and revia. Against this backdrop, could you share any initiatives that LIXIL should 
particularly focus on going forward or any products and solutions you are currently paying attention to? 

Then, can I start with you, Ohori? 

Ohori: As has already been mentioned a few times, in this context I believe recycled and circular products will 
become increasingly important. 
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As highlighted in the presentations, using recycled aluminum allows us to shift from aluminum, often 
described as solidified electricity, to more environmentally friendly materials. This is undoubtedly important. 

Moreover, given recent developments, if supply constraints arise and routes for producing new virgin 
aluminum from bauxite are significantly limited, whether a company has circular processes in place can 
become a competitive weapon or an important element in corporate defense from a security perspective. 

Given this, I expect that products such as PremiAL, which uses recycled aluminum, and revia, which utilizes 
waste plastics and waste wood, will attract even more attention in terms of mitigating supply constraint risks. 

Kawai: Thank you very much. How about you, Mr. Nishiura? 

Nishiura: As just mentioned, LIXIL is successively developing and offering innovative materials. We believe 
that these materials themselves, not only the finished products, will become major core assets. 

Another area where we should continue to focus on, and are already working on, is installation. We must put 
even more emphasis on ease of construction. In the Japanese market, we face labor shortages and rising 
construction costs, so making installation simpler and more efficient is a significant area where LIXIL can 
provide value and make efforts. 

Kawai: Thank you very much. 

Mr. Seto, could you share your thoughts in light of these comments? 

Seto: Yes. Our business experienced a major paradigm shift around six years ago. With COVID-19, it became 
a reality that people could no longer obtain even relatively commoditized products anytime and in any 
quantity, anywhere in the world. 

Since then, our industry has struggled with inflation driven by these disruptions and rising interest rates. In 
addition, we now confront geopolitical issues such as the situation in the Middle East since this March 
alongside the reality that goods are no longer always cheap and abundantly available worldwide. 

In this context, especially for a country like Japan that lacks natural resources, I believe we must become far 
more proactive in recycling materials that were previously treated as waste. 

For example, some discarded aluminum is currently exported, but we want to build a system that allows us 
to use all of it domestically. Plastics produced by households also originate from petroleum resources, so we 
should further advance their reuse. 

While it is still economically difficult, toilets require very high firing temperatures and consume a lot of gas. 
Yet ceramic products are extremely durable, and if society comes to accept it, we would like to expand the 
recycling of such products. 

In this sense, what LIXIL is doing is becoming a business of great significance for Japan. As this transformation 
progresses, I believe that once we get through this challenging period, these efforts will certainly bear fruit. 

Kawai: Thank you very much. We now see there are many possibilities. In light of these comments, Ms. Erin, 
as CIO, could you share your thoughts? 

McCusker*: Several important themes have been raised. This must not be charity or a one off project, and it 
must generate long term value. Our approach is rooted in leveraging LIXIL's strengths to solve the issues we 
face. 
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We must address global challenges such as regulations, compliance, macroeconomic conditions, and 

CO2reductions while harnessing our strengths to solve them. 

We directly link the impact strategy to our business. We first consider internally how we can create better 

solutions and products while reducing CO2. This approach enhances our core capabilities and forms a pillar of 

our Playbook. 

I think we need to think about how we can use these innovations as our new core, how we can use our new 
capabilities to make ourselves more resilient and then provide what our customers need. 

Long-term value means that we should think about what we need to stand for in the future, and then what 
we can do to solve these problems. 

Ohori also spoke about research and development, as well as psychological safety. When employees take the 
initiative to address these kinds of issues, we need to ensure that they are treated appropriately. We must 
provide an environment where they can experiment and learn. 

By doing so, I believe more solutions will emerge. If we can invest more in this area, I believe we will be able 
to build agile teams more effectively. 

As was mentioned earlier, there were similar points raised by Mr. Shirai's team as well. By creating the right 
environment and appropriately prioritizing resources, LIXIL can enhance its resilience by carefully considering 
what issues it can solve. This, in turn, will enable the Company to generate long-term value. 

In that sense, I believe there are many opportunities and we can move forward by engaging all departments 
across the organization. 

Kawai: Thank you very much. 

The panel discussion has been very active, but unfortunately we have now reached the final theme. 

As part of strengthening our execution capabilities, we established the CIO role effective April 1 to further 
reinforce efforts toward impact creation. 

If you could share some background on the establishment of the CIO role, as well as your expectations for Ms. 
Erin in her new position, we would greatly appreciate it along with a message of support if possible. Mr. Ohori, 
may we start with you? 

Ohori: I serve on the Nomination Committee, and naturally, the introduction of the CIO role and the 
organizational changes announced last December, including the establishment of the COO role, were topics 
we discussed at length with CEO Seto. 

Ultimately, while the Nomination Committee formally commits to the decision, the basic concept for the new 
executive structure was first proposed by Mr. Seto. We then refined it over time within the committee. 

In the final stage, although we had already interacted with Ms. Erin in board settings in her capacity as head 
of SATO, the Nominating Committee conducted a formal interview with her and carefully assessed her 
qualifications. Based on that thorough evaluation, the Committee ultimately concluded that it supports this 
leadership structure. 

Of course, the role differs somewhat from that of Jean, the former Chief People Officer, but it is 
unquestionably a critical position, with responsibility for communications as well as for the overall impact 
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strategy. While I believe Erin will demonstrate her unique strengths going forward, I personally hope she will 
fully exercise her capabilities without being overly constrained by past conventions or legacy practices. 

Nishiura: I would like to make two requests.  

First, I would like Erin to visit factories and technology exhibitions as much as possible. I have also tried to see 
things directly as much as I can, and each visit brings new discoveries and a strong sense of the Company's 
evolving and diverse technologies. So, my first request is to spend time at the front lines. 

Second is dialogue with employees. Over the past few years, I believe employee awareness of the impact 
strategy has risen significantly. Now that Ms. Erin has become CIO, I would like her to actively seek 
opportunities for direct dialogue with many employees, which will further deepen their understanding and 
empathy. 

Kawai: Thank you very much. 

Seto: Regarding the appointment of the Chief Impact Officer, as I mentioned at the beginning, it was made 
for those reasons. As Mr. Nishiura just said, it is crucial that the Chief Impact Officer and the impact function 
do not become isolated or detached from the rest of the organization. 

The Chief Impact Officer must be involved in all businesses and in all management discussions. Conversely, 
Ms. Erin has until now been somewhat apart from day-to-day operations, so she will need to make a 
considerable effort to integrate into our ongoing work. 

Although this will be challenging, I believe that given her high intelligence and strong passion, she will rapidly 
drive this integration in a short period of time. 

Kawai: Expectations are high. Ms. Erin, could you share your thoughts in response? 

McCusker*: Thank you. I appreciate the support and the high expectations. 

For me, listening to employees is essential. I want to hear what they are doing and what businesses they are 
engaged in. I look forward to visiting factories and logistics centers. 

I want to learn more about the wide range of businesses LIXIL operates. By looking across LIXIL as a whole, I 
hope to create opportunities for mutual learning. 

As a global company, we want to leverage our strengths. The capability to solve certain issues may already 
exist within the organization, so I would like to uncover these strengths. 

Another part of my role is to communicate that story. This includes communicating the impact strategy to 
employees, to partners in our industry. I would also like to communicate the importance of investors. 

Whether it is tiles or water technology, I want to consider how LIXIL can play a role, engage stakeholders, and 
connect these efforts to the impact strategy. I see this as an opportunity to learn a great deal. 

By making the CIO a management role, LIXIL is enabling management decisions that integrate impact. I am 
truly grateful. 

Kawai: With the establishment of the new CIO position, we hope to continue advancing our initiatives 
together with your support. 

This concludes the panel discussion. Thank you very much. 
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Question & Answer 

 

Kawai [M]: We would now like to move on as planned to the Q&A session. We will first take questions from 
participants. 

Sumitomo Mitsui Trust Asset Management, Mr. Takegawa, please go ahead. 

Takegawa [Q]: Thank you as always I learned a lot again today. As time is limited, I would like to briefly ask 
two questions. 

I asked about this last year as well, but SATO toilets are, I believe, a very symbolic example and a highly 
valuable contribution by your company. 

Looking back, I understand that this initiative probably started around 2012 and that it has been close to 15 
years since the concept stage. If possible, could you share the cumulative amount of investment made in this 
project to date? 

Also, as was raised earlier in the panel discussion by the Outside Directors, I would be interested to know 
what kind of contribution it has made in terms of revenue and profit, as well as cost reductions or reduced 
cost of capital. 

Last year, I asked what kind of returns you are aiming for in markets such as India and Africa. I see SATO as 
playing a major role in building LIXIL's growth potential and brand recognition over the next 20 to 30 years. 
After roughly 15 years, what kind of returns commensurate with your investment are you beginning to see? 

If you do not have the figures immediately available, I would be happy to hear the details at another 
opportunity. As this is a truly unique business for your company, I am very interested from that perspective. 
That is my first question. 

Kawai [M]: I understand your question relates to the amount of investment, contributions such as reduced 
cost of capital, and returns generated so far. 

First, Mr. Seto will respond. 

Seto [A]: We do not currently disclose the total amount invested, so I must ask for your understanding on that 
point. We are not yet in a situation where the business is profitable overall. In some countries, it has been 
profitable in certain years, but overall we are still working toward break even. 

There is no direct impact on the cost of capital itself, but in terms of engagement, employee engagement has 
clearly risen. one major factor behind why people join our company is that they have heard about SATO, and 
despite the very challenging environment in recent years, employee engagement has continued to improve. 

Another significant engagement effect is the increasing number of logistics and distribution partners who tell 
us they want to support SATO products. 

They also want to contribute to society. For example, in past campaigns, some distributors have agreed that 
for every toilet sold, we will donate one SATO unit, and such initiatives are increasingly being undertaken with 
LIXIL at the center. I believe this is one of the reasons why our share in the housing and building equipment 
market has risen significantly in recent years. 
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From a regional perspective, as shown earlier on the map, in South Asia, India is a relatively large market for 
us, alongside the Middle East. 

In these regions, due to religious and social reasons, there is a strong belief that companies doing good for 
society are good companies. This has increased favorability toward LIXIL and GROHE. 

It is difficult to quantify exactly how this translates into business results, but at the very least, I believe one 
major factor behind our number one market share in the industry from India to the Middle East is the impact 
of these efforts.  

Takegawa [Q]: A private company taking on a global issue is truly remarkable. At the same time, without 
returns, there is a direct question about sustainability. I therefore hope to see a clearer path to generating 
returns. I suspect the Outside Directors share this view as well. 

Seto [A]: I completely agree. It is extremely important that this is not charity. If it were charity, we would be 
forced to stop when economic conditions deteriorate. That is why we see it as our mandate to reach break-
even as early as possible. 

As I often say with Ms. Erin, we operate under a dual mandate. One is to deliver toilets to as many people as 
possible. The other is to reach break-even. We strongly strive to ensure this business does not remain charity 
that becomes a burden on our shareholders. 

McCusker [A]*: I would like to add a comment. By reaching the milestone of 100 million people, we are able 
to gain scale and reach, which allows us to view the economics of the SATO business from a different 
perspective. 

We have proven that we can achieve scale, which means there is demand. We are now in intensive discussions 
with the SATO team members on how to optimize the business model and how to achieve the dual mandate 
at this scale. 

Reaching 100 million people was one milestone, but going forward this will be the first step in further 
optimizing the business for LIXIL in collaboration with other entrepreneurs. We will seek to optimize as much 
as possible. 

This milestone represents our first step toward optimization, and we will continue to improve the business 
model. 

Takegawa [Q]: I am looking forward to it. I would appreciate it if you could share future updates on progress 
and profit contribution as they become available. 

As time is limited, let me move to my second question. You spoke about an inclusive culture and diversity, I 
understand that your company receives high ratings from various external evaluators, which I find very 
commendable. 

From an investor's perspective, as diversity advances, I would like to understand how leveraging diversity and 
inclusive culture enables you to respond flexibly to changes in the external environment, expand the positive 
impact on performance, and mitigate risks. 

Looking at your performance over the past few years, I see that although LIXIL has been working very hard, 
you have been significantly affected by external environmental changes. Against that backdrop, as you 
promote diversity, I would be interested in any positive effects that have already emerged or are beginning 
to emerge. 
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For example, in light of the current issues in the Middle East, if there are any cases where you have been able 
to maintain or even grow your performance without significant negative impact, I would appreciate it if you 
could share such examples. Thank you. 

Seto [A]: Yes. Under these very challenging conditions, two points come to mind. First, by creating a workplace 
in Japan that is easier for women to work in, we clearly see a higher percentage of female applicants, and 
more talented women are joining us. I strongly feel this has been a major positive factor in various areas such 
as marketing and product development. 

Second, and this has been the subject of internal discussions, it is difficult to attract top talent to LIXIL through 
conventional approaches alone. To address this, we decided to go all in on creating a truly supportive 
environment for women. 

For example, while some companies are moving away from remote work, we are instead expanding remote 
work to ensure that talented women can continue working even during childbirth and childcare. This has 
significantly improved retention. 

As a result, we are seeing changes in products and marketing that were previously designed only from a male 
perspective. 

As you mentioned, the economic environment and overall business climate have become more difficult since 
COVID-19, but I feel that we are gradually becoming stronger by overcoming these challenges. 

McCusker [A]*: D&I is not only about an inclusive mindset but is also directly linked to talent acquisition. 
Given the difficult economic environment and the breadth of the scope we must cover, creating a workplace 
where everyone can feel a sense of belonging is key to building resilience for the future and attracting highly 
motivated, top tier talent to LIXIL. 

It also enhances productivity as colleagues work together and enables us to think from the perspective of 
potential customers. When designing products for diverse global customers, a user centric approach is 
essential to differentiating our products and services. In this sense, D&I is a fundamental element. 

It is crucial not only for making LIXIL a great place to work and attracting strong talent, but also for developing 
relevant products that meet evolving needs. I believe that this will help us differentiate ourselves in the 
commercial field, and in fact, will contribute to the recruitment of human resources. 

Nishiura [A]: Regarding diversity, I believe diversity on the Board of Directors, particularly among Outside 
Directors, is also extremely important. Fortunately, in LIXIL's case, our Outside Directors bring diverse 
backgrounds including finance, manufacturing, and legal professions. Each draws on their past experience to 
contribute insights that help generate new value. We intend to maintain and further enhance this Board 
diversity going forward. 

Takegawa [Q]: Thank you. May I understand that diversity is also taking root at overseas affiliates such as 
GROHE and American Standard? 

Seto [A]: Yes. American Standard originally had a relatively high level of diversity. GROHE, on the other hand, 
was not very diverse in the past, but we now feel that it is making significant progress toward greater diversity. 

Takegawa [M]: Understood. There are likely changes underway at overseas affiliates as well, not only in your 
domestic operations, so I hope you will continue to actively communicate such developments externally. 
Thank you very much. 
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Kawai [M]:  

Thank you very much. Sangyo Press, Mr. Masuoka, please go ahead.  

Masuoka [Q]: I have two questions. 

First, I would like to ask about recycled aluminum. In the presentation, on slide 13, you mentioned a new 
approach to initiatives for recycled aluminum. Could you explain in more detail what this refers to? 

Seto [A]: When we use recycled aluminum, we are aiming for 100% and are working to roll out recycled 
aluminum under the PremiAL brand. However, there is a potential risk that scrap may become insufficient. In 
that situation, we are considering also using billets produced mainly with renewable energy, even if they are 
primary aluminum billets. 

That said, at present aluminum is still in surplus, so we believe we will be able to continue using scrap 
aluminum for some time. 

There is a distinction between aluminum produced using conventional fossil fuels and aluminum produced 
using renewable energy such as wind or solar power. We are considering the use of aluminum billets that 

generate little or no CO2 emissions. 

While we prioritize the use of aluminum generated in Japan, there may come a time when everyone tries to 
secure such billets, so we are also keeping this option open. 

Masuoka [Q]: Will these renewable energy based billets be procured from overseas? 

Seto [A]: Yes. For example, when producing aluminum ingots overseas, we may use aluminum ingots or billets 
manufactured using renewable energy. 

Masuoka [Q]: Understood. In the Middle East, for example, renewable energy based billets are well known. 
As for supply sources, should we assume that you are considering a wide range of regions worldwide, including 
Australia, North America, and South America? 

Seto [A]: As you mentioned, the Middle East is strong in solar power, and there are also countries that rely on 
hydropower, such as those in Northern Europe. We see various countries as potential procurement sources. 
However, to repeat, our basic policy is to focus on scrap. 

Masuoka [M]: Understood. So, procuring billets produced with renewable energy from overseas will be one 
option going forward. I understand. Thank you very much. 

My second question relates to your February release with Daiwa Lease regarding the construction of a circular 
scheme for aluminum scrap at the time of demolition. This overlaps with what we have discussed, but how 
do you plan to expand horizontal recycling schemes in Japan and overseas going forward? 

Seto [A]: We currently produce aluminum in Japan, Vietnam, and Thailand. In Japan, while it is gradually 
becoming tighter because some scrap is exported, the scrap circulation system is still functioning adequately. 

In Thailand, scrap availability is also reasonable. However, in Vietnam, where industrial history is shorter, the 
volume of scrap is limited, and there are cases where we must procure scrap from outside. 

We are therefore actively discussing contracts with various trading companies to secure aluminum scrap from 
sources where scrap is generated. 
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McCusker [A]*: It is important to note that despite supply related and overall economic challenges, we remain 
committed to our 100% recycled aluminum target. 

We are exploring what more we can do beyond what we have done so far to achieve this goal. Green 
aluminum is a new lever we intend to use when scrap related issues emerge. 

In other words, we retain the same target but are broadening our approach to achieving it, and we intend to 
clearly communicate this and deliver on our KPI. 

Masuoka [Q]: For aluminum scrap, is it correct that you will procure from domestic trading companies in 
Japan and also in overseas locations such as Thailand and Vietnam? 

Seto [A]: Yes. The most important concept is local production for local consumption. Using scrap generated 

locally minimizes transportation and therefore CO2 emissions. In Japan in particular, as a resource poor 

country, we want to avoid excessive imports and therefore prioritize domestic scrap. 

However, in cases where such materials are simply not available in a given country, we have explored 
alternatives, such as working through trading companies or further increasing the recycling of aluminum scrap 
generated in-house. 

Masuka [Q]: One more follow up on the renewable energy based billets. Is this a new initiative? 

Seto [A]: Until now, we have been able to secure sufficient aluminum scrap to meet our usage ratio targets 
without relying on this approach. However, as scrap utilization increases globally, future shortages are 
possible, and for that reason we are considering the import of billets. 

That said, importing billets itself is not new for us, as we have done so in the past. 

Masuka [M]: I see. Thank you very much. 

Kawai [M]: Thank you for your question. 

Ms. Ito, please go ahead.  

Ito [Q]: Thank you for today's explanations. 

I have one question about SATO. I was very impressed to hear that the products have reached 100 million 
people, but I'm particularly interested in what happens after the products are actually used. Specifically, how 
users continue to use the products properly and keep them clean seems crucial to whether they truly lead to 
improved sanitary conditions. 

After the products have been supplied, could you please share what initiatives your company has in place to 
ensure they are used hygienically and sustainably over time? 

McCusker [A]*: It is an excellent question because sustained use of SATO is critical, as it has major implications 
for health and long term economic empowerment. 

SATO is highly durable and easy to clean. We first introduced it in Bangladesh, and the families who started 
using a toilet for the first time are still using it today. SATO can be cleaned with little water, so good hygiene 
can be maintained and people continue to use it. 
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If a toilet is dirty, smelly, and does not feel safe or hygienic, even if it is new, the community will stop using it. 
SATO was specifically designed to solve that problem. 

While we do not formally track every unit, we have been engaged with these communities for 10 to 12 years 
and receive feedback confirming that our products are still in use and that sanitary conditions are being 
maintained. 

You saw the video featuring Esther. She began working within her own community to install SATO toilets and 
is expanding SATO in collaboration with her neighbors. 

Community driven efforts to spread SATO are growing, and the ease of maintenance is a major contributing 
factor. We will continue these efforts, and we are receiving ongoing feedback that SATO is being used 
sustainably. 

Seto [A]: I feel there is a common misunderstanding that our thinking revolves around selling SATO itself. In 
reality, rather than simply selling SATO, we place great emphasis on building an ecosystem or economy in 
which SATO is used. 

We therefore engage local governments and UNICEF and explain to entire communities that using toilets is 
positive and keeping them clean is important. 

Local manufacturers actually produce the products, local contractors install them, and local distributors are 
involved as intermediaries. In this way, local stakeholders work together through SATO to change their 
communities. 

Because the process is not simply selling toilets, I believe this is why SATO continues to be used over the long 
term. 

Ito [M]: Thank you very much. 

Kawai [M]: Thank you, Ms. Ito. 

Since there appear to be no further questions, we will now conclude the Q&A session. Thank you very much 
for all your questions. This brings us to the end of today's program. 

We will send a questionnaire regarding today's briefing to all participants. We would greatly appreciate your 
cooperation in completing it. 

With this, we conclude the LIXIL Impact Briefing. Thank you very much for your participation today.  

[END] 

______________ 
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believes to be reliable, but the accuracy of this transcript is not guaranteed by us and this transcript does not 
purport to be a complete or error-free statement or summary of the available data. Accordingly, SCRIPTS Asia 
does not warrant, endorse or guarantee the completeness, accuracy, integrity, or timeliness of the 
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