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Presentation 
 

Moderator: Thank you very much for attending at this business briefing session of our company at the 
expense of your very busy schedule. Thank you very much. The imaging solutions business briefing is going to 
start at 8:30 AM to 9:30 AM, and Bio-CDMO business life science business briefing is from 9:45 AM to 11:45 
AM. 

The timing might be slightly different according to the proceedings. I am Nagasawa, Corporate 
Communications, FUJIFILM Holdings Corporation. I'd like to be the moderator here today. So first, we'd like 
to start from imaging solutions briefing.  

I'd like to introduce the speaker from FUJIFILM. Senior Vice President and General Manager of Imaging 
Solutions Division, Masato Yamamoto. And also the Corporate Vice President, Corporate Communications, 
and in charge of ESG promotion, Chisato Yoshizawa is here as well.  

So, today, we'd like to introduce to you the INSTAX and digital cameras and printing solutions and new 
businesses, and our initiatives, and also going forward, what kind of initiatives we are going to have. 
Yamamoto is going to explain all of them. And we have the presentation material here. It's in English.  

On the website, you can find our Japanese version in the chat box, we have the URL. Please access through 
the URL for our Japanese documents. And after the presentation, we'd like to have a Q&A session, and we'd 
like to explain how you can participate in the Q&A session. Today, we are not going to use chat function of 
Zoom for Q&A. So, now, Mr. Yamamoto, the floor is yours.  

Yamamoto: Thank you very much. Good morning, everyone or good afternoon, good evening. Thank you very 
much for listening to this business briefing of our company from all over the world.  

 

 



 
 

 
 

 

My name is Yamamoto, the Senior Vice President, General Manager of Imaging Solutions Division. And this is 
my bio, just very briefly.  

In 1984, I joined this company for five years. I was in Japan. And also, after that, I was in charge of the overseas 
businesses. I was stationed in some of the countries: US, three times and MBA 14 years and 16 years, 
altogether outside of Japan, and also, I was engaged in the imaging business for almost my whole career. 

And about 10 years ago, Cheki, the INSTAX was introduced, and I became the Director in Charge. And after 
that, I was in the US and Europe, and also business planning division. And three years ago, I came back to 
Japan as well to be in charge of this business. So, I am responsible for this business. Thank you very much. 



 
 

 
 

 

First, I'd like to talk about the overview of the imaging solutions business strategies and the market situation. 
Overview, INSTAX, digital cameras, printing solutions, new businesses. I'd like to focus on those. Thank you. 

 

First, the imaging business. This is the current situation. Last FY2022, sales were JPY410.3 billion, FUJIFILM 
Holdings Group, part of which 40%, but more than JPY400 billion of the sales. And as you can see here, we 
have consumer imaging. It's about 2/3 INSTAX and also silver halide photo printing paper and print services 
and printing materials. And also, for professional imaging, this is about 1/3 of the business here, digital 
cameras and also cinema lenses, broadcast-related lenses, and also, machine vision lenses and others. We 
have such a wide variety of products we are offering to the customers.  



 
 

 
 

 

Dashboard. This is the imaging business. We have this 90-year history, starting from motion picture films and 
also picture films, so we have a 90-year history. And also, we have been developing a lot of different products, 
and we deliver those to the global market.  

INSTAX commemorates the 25th anniversary and 80 million units were already sold. And also, we have 6,000 
employees in this business, and we have a very efficient structure of the business, and CAGR, 7.5% and also 
ROIC, 30% over, so this is a very profitable business. And also, we have overseas markets as well. Very actively, 
we are entering those markets for a long time. So, 85% of the revenue comes from outside of Japan. 2030, 
we are aiming to have JPY500 billion of the revenue that comes from outside of Japan.  

 



 
 

 
 

 

This is the latest situation and the forecast. The forecasted revenue is JPY445 billion and operating income of 
JPY88 billion. That is what we are aiming to achieve. After FY2000, this is going to be the highest. Historically, 
we are achieving the highest numbers. OP margin, 19.8%, so very close to 20% already. That's our forecast.  

 

This is our company vision. Going forward, this imaging business includes real and cyber world, so cyber-
physical system society, that is where we are going to head, or we have real and unique products based on 
which, we have real communication systems and also how we bring a new wave of emotions and experiences 
to society to enhance people's lives, and also, that the real and also the cyber world are going to be created 
by our solutions and services. 



 
 

 
 

 

This is the imaging business. We do have this kind of ecosystem that's very, very important in this world. 
Pictures, photos, are very close to human lives. It's essential. So, shooting photography and also viewing and 
sharing and having fun with it, and storing it, this is the cycle of the photography. And another cycle of 
shooting and seeing, sharing. These kinds of actions are going to evolve, and people repeat those processes. 
And also, we can provide experiences that are diversified and also photography culture that are evolving as 
well. So, perpetually, this cycle is going to continue. This is one of the areas where we are in, as a business, in 
a sense. This is a very unique world.  

 

Based on this, this might be something you are interested in. I would like to talk about INSTAX business.  



 
 

 
 

 

INSTAX business started in 1998 in Japan, so we are commemorating the 25th anniversary in November this 
year, and you can see here, at the time of the introduction, we were expecting, and we achieved 1 million 
units in five years. And after that, because of cell phones and cameras attached, the need for this kind of 
camera shrank one time.  

However, 2008 and 2009, that was the start for young people to be interested in this INSTAX because Korean 
TV drama used this. And because of this momentum, when I came back from the United States after 2010, 
globally, we noticed that new photography business and culture that can be revived. 

So, actively, we started to productize and also, we started to spend CapEx so that we could grow globally, 
drastically, and we have put investments into the advertisement and promotions as well. And you can see the 
growth is significant compared to before. It's 3 times, 4 times, 5 times.  

2018, we achieved 10 million units and over. Even after COVID-19, we overcame the situation. And right now, 
we are trying to surpass the past revenue and globally, the sales have been significant.  

What is the tip of this secret and why the growth is continuing?  



 
 

 
 

 

We have three important points: Unique and Only one, that is the first point. And brand story. And based on 
that, we have strategic marketing and NEVER STOP innovation. 

 

First, why Unique? Why Only One? This INSTAX Cheki, we are using silver halide photography. So analog 
feeling. This is really unique for the users and fans. And this is realistic. And also, quality and texture. Young 
people really love those fixtures. And uniqueness. And also, the lineup of the products, very diverse.  



 
 

 
 

 

You can see the analog instant camera, top left and in the 10 years, we have had a lot of lineups: analog, mini, 
SQUARE, WIDE, and also hybrid camera, using digital methods.  

This is a camera system using digital system. And also, smartphones. And also, printers that are attached to 
smartphones and cameras. And this is the Link series and the new one, Pal, this is a very casual one. Such 
diversification to address young people and also young women, young men, and middle-aged people, and 
also we can achieve high-end models recently.  

It's increasing, as you can see on the graph on the right side, the unit price. And usually, it's less than USD100 
for digital hybrid, mini Evo, that can sell for USD200.  



 
 

 
 

 

And the second one is a brand story. Customer analysis and also global branding, and cross-industry 
collaboration. Now, we are an entertainment brand globally.  

 

We have conducted analysis, and this has been done through customer analysis. Not out of the ordinary, we 
have conducted online surveys, social networking surveys, on a repeated basis. This has allowed us to capture 
information about lifestyles, as well as interest, and also settings by which the product is being used, and that 
will allow us to create even finer segments beyond age and gender, setting targets for new products and 
adding on value that will resonate with these targets: color, design, and worked on detail.  



 
 

 
 

 

We also conduct pricing, place and promotion that is compliant with the basics of marketing. And brand story, 
2019, what we have done is to create a, "don't just take, give," a globally consistent tagline and this has been 
rolled out globally, and we are seeing many users resonate with this tagline. 

 

 

 

 



 
 

 
 

 

We have also conducted cross-industry collaboration 2018, epoch-making was,  as you well know, the global 
singer, songwriter Taylor Swift. She has been recruited as a global ambassador. And from this point onwards, 
we have been able to reinforce our global branding activities.  

And BTS, the worldwide popular group, has been a collaboration partner. And we have also looked at singers, 
sports athletes, and have created their own videos using our products in self-expression. 

There have also been fashion brands and also Nintendo Switch. We have also collaborated with their games. 
And hence, in the world of virtual, we have been able to link up and we've seen new users come in.  

In terms of sponsorship, Breaking is going to be an official event in the 2024 Paris Olympics, and we are 
collaborating in events.  



 
 

 
 

 

We also have the B2B, the INSTAX business, this is an app that we have created. It's a solution. And this is 
targeted for business operators, shopping malls, theme parks, and event operators, hotels, festivals, where 
the sponsors of business and events will take photographs, together with users and customers, and it will be 
printed out on INSTAX and use the original template or embed a QR code and having the customers access 
the QR code, they will be able to reinforce the engagement with the customers. And the number of cases like 
this using INSTAX is increasing globally. 

 

 



 
 

 
 

 

NEVER STOP innovation. I've touched upon this a little while earlier. This is where new devices have been 
delivered to the market. For example, films, combining films and film effects. And also, software by using AR 
technology and delivering new value, and also embedding QR codes. INSTAX is considered to be very analog, 
however, we are seeing digital transformation progress in INSTAX, and this has also been a factor for the 
success.  

 

Let me illustrate some examples. This is INSTAX mini Evo, it's a hybrid camera and there are a hundred 
different digital expressions of photography that can be enjoyed by various effects. And since the introduction 
[to years], sales have increased fourfold.  



 
 

 
 

 

And one other important sector is our printers. The smartphone printers, we aim to deliver. Now smartphones 
today, as well, 6.8 billion units, are being used around the world, so it is said. And printers, for this purpose, 
have not yet penetrated the market. It's about 0.1% at present, according to our [SMF]. And we are using the 
INSTAX system in hybrid camera and in printer. The volumes of images that are stored in the smartphone will 
be printed out and we are ready to monetize on this technology.  

 

In October of this year, there's a new concept that's come up, INSTAX Pal. It's an INSTAX, the printer and the 
camera have now been separated, and the camera is now cute and tiny; very compact, allowing users to easily 
take pictures anytime and anywhere. It's cute and it offers an entirely different user experience.  



 
 

 
 

 

This concept has been honored by Time Magazine as the Best Invention of 2023 in the category of Special 
Mention. INSTAX Pal has been chosen. "These days, snapping photos with your phone is so universal it's 
almost boring. But if you're looking for a more tactile experience, this is what it is," is what it says. And this 
has resonated with the users.  

 

And talking about digital transformation, as we see on the video to the left, not just merely printing out what 
is real but combining with AR, providing an AR effect on INSTAX prints or otherwise, as you see to the right, 
you can embed messages, overlay messages, and print it out, or exchange and send it to someone special. 



 
 

 
 

 

In the upper right-hand corner, we have an app. This is a smartphone app and using this, connect with your 
customers, providing information about how to enjoy cameras, and also provide information about new 
frames, to frame your picture, and also to reinforce engagements with the customers and build a loyal 
customer base.  

And as for analog cameras, it's been very difficult to build touchpoints with our customers. However, we have 
a new INSTAX app. It allows you to scan the printed image, uploading on to the SNS and then wanting to print 
that out is a need that we have observed. And by using this app, we can again continue to have a touchpoint 
and connect with the customer. In this way, INSTAX or otherwise referred to as Cheki here in Japan, I have 
indicated why this has delivered in some sales.  



 
 

 
 

 

We're promoting digital transformation to connect the real world with cyberspace, and to cultivate new 
demand, and this is the secret of success in the backdrop. We will be working on contact and even in 
cyberspace, to ensure that photos and also images are produced. And then, it is downloaded onto the real 
world, that is to say, taking the former printed material. This is one and only. It's a separate category, beyond 
instant photograph, to enjoy films, to enjoy images. This is the world of INSTAX. 

 

Next, about digital cameras. The imaging business has been very good. Another reason is this digital camera 
business. Now it is growing very steadily, so I'd like to talk about it. 



 
 

 
 

 

Well, since 1980s, we started with digital camera, and we started to investing into digital camera using 
memory cards. We have recording additionally, this is the very first digital camera we launched in 1990s, 
compact cameras, and we had the top market share as a top brand.  

Globally, we have expanded the sales. And after that, smartphones were launched and around that time, we 
became a high-end professional brand with mirrorless products.  

2012, we started to launch mirrorless digital cameras. And also after that, for 10 years, we became a top 
manufacturer of this area, so we expanded this business drastically. And so far, we are still growing.  

 



 
 

 
 

 

This one shows interchangeable lens type. This is a growing demand. The orange line shows the Single Lens 
Reflex and Mirrorless in these 10 years has been growing. These are the green bars.  

 

So we were the pioneers, as I mentioned before, started to launch mirrorless cameras and we started to grow 
the businesses and also the positions in the market. 

Digital camera, we have multi-brand strategy, very unique, and also proprietary color reproduction, and direct 
user marketing. 



 
 

 
 

 

Multi-brand strategy. As you can see, we have X Series, a compact, lightweight, and superior image quality, 
and APS-C sensor is used. This is a very lightweight model and also, large format model, the sensors are used 
100 million pixels, and this is GFX. And also, Fujinon lens, a very traditional one. So, we have all of them for 
users to be able to use forever.  

 

This is our multi-brand strategy, as I mentioned before, other countries are focusing or other companies are 
focusing on full frame types, but we have a very unique approach, using compact and also lightweight.  

X Series and GFX Series, that's 1.7 times as much as the full-size screen. Large format is used for this GFX.  



 
 

 
 

 

About color, this is the uniqueness of FUJIFILM as well. We have 90 years of history in this area as well. So this 
is a very unique color reproduction of our company. You can reproduce this memory color, as you remember, 
and also the texture of the past films can be reproduced with film simulation modes, and also, quality of which 
is very high. And also, easy editing to reproduce color.  

 

This is the uniqueness. About film simulation, or maybe you don't know about it, or you know about it, we 
have a lot of different films. Hence, for example, the [hue] is higher and also skin color is beautiful and soft 
color, and you can represent them in digital as well. And the users would know what kind of images they want, 
so, using this, they shoot pictures, only using digital cameras as well. We have 20 types of those modes.  



 
 

 
 

 

User direct marketing. This is the uniqueness of our company. We have a lot of events and also promotional 
events and also user events, creators' events.  

 

 

 

 



 
 

 
 

 

For example, this is X Summit, this is an event to show new products, and this is Stockholm this year, and also 
Bangkok, I went there as well.  

And people get together from all over the world to see their product launches and also, they can experience 
and also, they can learn, they can touch those products. And also, you can see Shanghai and New York. And 
users can participate after the presentation. 

Shanghai, we had 40,000 participants in three days. There was a big audience. And also, House of Photography 
at London, this is our directly owned flagship store. Now we have London and Sydney INSTAX digital cameras 
and also printers, printing equipment; all of them can be experienced by the users and they can purchase 
them. So, this is the main street and about 300,000 visitors are there per year. The branding approach is very 
successful. 



 
 

 
 

 

As you can see, this is the two-line strategy for digital cameras: high-quality image and also speed are very 
important. These are really unique cameras that we offer at our brand. 

 

As for digital camera strategy, of course, these all are very important, better quality, then smartphones, for 
those people and also professional people, well, they might take videos and also, they might use networks 
and also technological advancement is required as well, so, the growth of the market is going to be still 
significant.  



 
 

 
 

 

The next one is printing solutions.  

 

Having this printing, of course, and operating ecosystem is important. We started with the silver halide and 
we have various systems but in terms of the recent, we have, of course, increasing toners, as well as others.  



 
 

 
 

 

And what's very important, as you well know, is the so-called QuickSnap. While smartphones and digital 
cameras are considered to be the most popular, not only the older generation, but the younger generation is 
interested because of the excitement of not knowing how the picture will turn out until the film is developed. 
They love the retro feel, and they love the fact that it's not packed with functions and features.  

 

There is a new trend that is appearing, and we have come to understand this. And of course, the print demand 
generally has been thought to be on the verge of disappearing. However, the new generation who have not 
been familiar with the printing of photographs, they find it interesting, is amused by which to share images, 



 
 

 
 

and to store. And therefore, the appeal of photo prints has now surged. And when you look at the number of 
shots, there are about 3 trillion shots.  

 

(Movie)  

Why do we put such effort into them? 

Why do we hold onto them so long?  

Why do we want to show them others? 

Why do we look at over and over? 

 Why do we talk about them at such length? 

 Why do they make us smile so much? 

Photographs move us in mysterious ways.  

But we know one thing for sure. 

Photographs make people happy. 

Happiness is a photograph. 

FUJIFILM. 

 

If some of this can be printed out, this would be a booster to our business. And of course, this is one of the 
important pillars of our business. 



 
 

 
 

 

 

 

  

And take a look. We have begun this, this year. Very encouraging, the culture that evolves around photographs, 
and this is our strength that we hope to be able to continue working on this initiative.  

To the center of this slide, we're looking at communication, educational activities, and branding campaigns. 
This will continue. However, when it comes to heart and center of the business, as we see to the left, over 
several decades, we have been working as partners for photo printers, as well as stores. And of course, these 
are touchpoints.  

And we have also been conducting initiatives that resonate with the younger people. To the bottom left-hand 
side of the slide, we have, of course, our directly operated stores, and there are about 100 locations worldwide. 
And we also have the Wonder Photo Shop that we are rolling out with our partners, where cameras and also 
printers are being sold, and there's an opportunity to touch and try.  

And naturally, as we see to the right, there's online printing services that are possible through apps and 
through direct sales. Online printing services have also been rolled out globally.  



 
 

 
 

 

And just to introduce one new initiative, across industrial sectors, we have tied up with partners in a new 
initiative. To illustrate, in Ireland and UK, there's PRIMARK, a fast fashion brand, with over 400 stores. We 
have decided to work together to reach out to the younger generation who are fashion-conscious to achieve 
a touchpoint with these younger segments of users to enjoy photos.  

This also allows us to capture new customers through our branding and also repeated users. So, there's a 
correlation. Under a common objective, we have decided to build new momentum into fashion and also 
photographs.  

 



 
 

 
 

 

In terms of the methods that we have pursued, we have the silver halide from the past and also inkjet, and 
sublimination heat transfer in the printing method. We also have synergy that we are enjoying in the 
xerography method, by which we are using a toner system into print we've invested.  

This allows us to enjoy casual printing. There are also multiple output formats that are possible, catering to 
various print area size, thickness, as well as duplex printing as well, and we will be able to maximize profit in 
synergy with FUJIFILM Business Innovation. So, this is the way forward.  

 

 



 
 

 
 

 

I'd just like to touch upon new businesses. Of course, there are various pursuits that we are conducting. But 
just to give one example, for high-value products, lens, camera, B2C, this has been our mainstay from the past, 
but we want to leverage this and go into B2B and expand our business there as well.  

 

Just to give you an example, we have security surveillance cameras. Of course, there are many, of course, 
players in this market, but this is an area which we will be able to leverage on our strengths, where we can 
differentiate from competitors. 



 
 

 
 

 

We have sold just lenses, but we are able to deliver on the final products with long-range lenses as well. And 
of course, we are talking about DX solutions. Whatever is being shot can be synthesized and analyzed by AI 
and information delivered. This is a new form of business. Under this name, we are seeing infrastructure 
becoming obsolete. There is also a dire shortage of non-power as a backdrop.  

And this October, we have begun offering tunnel inspection DX solution. This is being used by major power 
companies here in Japan, and this allows for the cameras to capture detailed images of the walls of tunnels 
and digitize, inspect, and identify locations that require work on, and this will also allow us to achieve a new 
recurring type of a business model.  

 



 
 

 
 

 

I've gone through the contents of our presentation, I've looked at the current circumstances, and we are set 
on promoting new initiatives so that the imaging solutions business, by 2030, will top JPY500 billion in terms 
of revenue. And it is a cash-generation film. And we are set on contributing further to the cash generation 
business with FUJIFILM.  

 

This is an image that captures the business ecosystem for imaging business. We will deliver new experience 
and present new culture proposals that is in line with their life stages and offer solutions, and that will allow 
us to generate revenue.  



 
 

 
 

 

And this is our vision: Delivering new enjoyment and emotive experiences from photography and videography 
to contribute to creating a safe and secure future society where people live and enrich life.  

Under this mission, we are ready to contribute to our revenue base and to fulfill our mission. With this, I would 
like to conclude my presentation. Thank you for your kind attention.  



 
 

 
 

Question & Answer 

 

Moderator: Now we'd like to have a Q&A session. Please use the button on the screen to raise your hand. So 
here is the screen for your raising your hand button. And I'd like to call on your name. On your screen, if you 
are called, you have a pop-up and please select Unmute. 

Up to three questions per person, please. If you have many questions, please do it one by one. And if you 
don't have any further questions, please delete the button. Please raise your hand. 

Citigroup, Mr. Shibano. Could you please unmute yourself? We are very sorry; we cannot unmute you. Thank 
you very much, just a moment. Now we can hear you.  

Shibano [Q]: Thank you very much for the explanation. My name is Shibano from Citigroup Securities. About 
INSTAX, upside opportunities going forward, even qualitatively, could you please elaborate on that? In 
concrete, what I'd like to know is regional aspects, the growth. Do you forecast any growth in what region, if 
any? And product portfolio, when you look at that, you have analog, hybrid, and digital, printing as well. And 
do you have any additional needs you would like to address going forward?  

And also, you're very dominant in these markets, what about the bargaining power or pricing, does it 
contribute to your future profitability?  

That is my question. Thank you. 

Yamamoto [A]: Thank you very much for your question. So, you have given me three questions about the 
upside potential of INSTAX. The first one is about regional opportunity.  

Right now, globally, we are selling this product, especially 90% of the revenue comes from outside of Japan; 
60%, 70% Western countries, Europe, and the US, and we are going to grow more in those markets. In terms 
of regions going forward, we have emerging markets: Southeast Asia, India and Latin America, and those 
countries are really growing right now.  

Actually, I went to India last week and the purchasing power of the high-net worth is really increasing, in terms 
of the outlets. For example, we do not have outlet stores nationwide India, so we'd like to focus more on the 
branding and channel strategies so that we can grow more. I think we can. 

And about potential, we do have these emerging markets as our potential. In terms of the products, analog 
and hybrid printers, we are focusing on those, so far, and hardware products like INSTAX Pal, we do have very 
interesting ideas, and also the fun of shooting and printing, we have some ideas for that and we would like to 
launch those products continually.  

And another one is application software products. As I mentioned before, B2B products, B2B business. And 
what is suitable for the B2B businesses solutions and systems products, we are going to develop and also B2B 
business as well. The demand for events is really increasing right now. They have the momentum right now, 
so that's where we'd like to develop some systems, not only INSTAX itself, but we'd like to use our products 
for user engagements.  

We would like to use more creativity to use the INSTAX printer product, plus solutions, and the products 
themselves are going to evolve going forward.  



 
 

 
 

And about the pricing and dominant power, this year, we had the price increase in terms of the material crisis, 
they increased, but for this INSTAX, we were able to pass it on to the pricings. So, the leading power, in terms 
of pricing, is with us. We do have the power.  

So, as you can see here on the screen, where we have high value-added products with higher unit prices, we 
can increase unit prices, and we were able to. Previously, it was about, for example, USD79 and USD69 for 
analog products, this INSTAX, but right now, it's over USD200, very close to JPY30,000, and people are buying 
them. That is because we are a leading brand. And also, we can provide new values incorporated into the 
products. That is why the customers really value the value of these products.  

And going forward, we can continue. Thank you. 

Shibano [Q]: Thank you very much. Well, based on your explanation right now, JPY100 billion or so of the 
operating profit right now for imaging right now, but some years ago, it was about JPY50 billion. So right now, 
you have a very high level of operating profit. Some investors say it is possible for you to maintain this level? 
You are talking about the INSTAX right now but including the other businesses, can you maintain this level of 
profitability? Or can you grow more just very briefly? That's my last question.  

Yamamoto [A]: Thank you very much. As you have pointed out, during COVID-19, we really struggled, but at 
that time, we had to reduce the fixed cost and we did, thoroughly, to strengthen the foundation of the 
business. And also, in terms of pricing, as I mentioned before, the material cost increased. However, we were 
able to pass them on to our products. And also, we had the power of the products.  

And because of those three, we are profitable. That's increasing. So going forward, right now, INSTAX has 
been stably growing. That contributes to the OP margin that is very high right now, so we will have to grow 
more in digital cameras as well, they are contributing to the profitability of our business as well.  

For our digital cameras, unit prices are very high right now. They are high end. And also, they don't have price 
competition. We can maintain good prices, and that's how we are selling. So, the demand for digital cameras 
is, for professionals and also for hobbyists, have been very stable.  

And also recently, last year and this year, we had two-digit growth. The market is very stable, and our share 
is growing. So, INSTAX and digital cameras, those two are going to be the traction. And the printing as well 
and also new demand should be captured gradually, we can add on more profits, so that we can maintain 
JPY100 billion or more. Thank you. 

Shibano [M]: Thank you very much.  

Moderator: Thank you. From JPMorgan, Wakao-san, please unmute yourself and present your question.  

Wakao [Q]: Thank you very much, from JPMorgan, my name is Wakao. First of all, in reference to INSTAX, I 
have two questions: Competitor and also implications from the economy. In looking at the competition, you 
said that you are the one and only, and I'm sure that you have dominant share. I would like to inquire more 
about the competitive landscape. 

And also secondly, about the implications from the economy. Of course, this is for the consumer. And hence, 
if the economy deteriorates, your revenue will likely suffer. And there are concerns from next fiscal year and 
onwards, and so how are you going to cope with this? And what are the measures that you're currently 
considering? 

Yamamoto [A]: Thank you very much for the question. First, in reference to the competitive landscape, we 
enjoy a large share, 80% to 90% of the share of the market. Of course, there are competitors, Kodak and 



 
 

 
 

Polaroid, to name a few, but the silver halide method, as you well know, offers great quality. And also, there's 
a sensation, texture, and depth of image that separates us from the rest.  

And also, if you look at the print, the feel, the thickness, is also unique. Of course, there are methods that 
have been taken by other competitors, but it's very thin, and as we see with the ordinary prints. And other 
companies, of course, have been pursuing silver halide, however, were not able to catch up. And therefore, 
we will be leveraging the silver halide technology, as we have done so for the past 25 years. And therefore, in 
terms of the quality, as well as the value of our products, we have outstanding superiority.  

And also, when it comes to global branding and also channel capability, we've invested substantially, and we 
have resources and assets that outperform the others, and therefore, when you look at the INSTAX and also 
system, we will continue to distance the competitors.  

And next thing, around the state of the economy, there are concerns about inflation, especially in the West, 
the Western markets. There have been concerns voiced. That is indeed true. However, Black Friday has come 
in and there is now positive growth observed in the United States. And the INSTAX product sales has been 
growing.  

And when we listen to people in the markets, with the economy deteriorating, consumers have been 
refraining from purchasing high-priced products. For the INSTAX product pricing, say, for the sake of purchase 
as a present, but this is where our consumers will not cut back on expenditures, and therefore, we believe 
that INSTAX is a product that is resilient to a failing economy.  

Under COVID-19, when there were very few opportunities to shoot films, of course, our products might be 
impacted. However, even while people say that the economy is failing, we find that there's over tourism 
observed around the world. People are coming in contact. People are more mobile. And we find that digital 
cameras and also INSTAX, anything related to photography and images, are very resilient, sustainably against 
the state of the economy.  

Thank you very much. And that is all. 

Wakao [Q]: And I would also like to inquire, 2030, you're looking at JPY500 billion in terms of top line. What 
is the composition of the JPY500 billion, 60% for consumers, professional 35%, in terms of breakdown, would 
you say that the proportion attributed to consumer will grow? 

Yamamoto [A]: Consumers versus professional, I do not believe that the ratio will change that much. The 
reason being INSTAX and digital cameras will grow. And we hope to be able to see these two sets of products 
grow. Thank you very much.  

Moderator: Next is Okazaki-san from Nomura Securities. 

Okazaki [Q]: Thank you very much, my name is Sagasaki from Nomura Securities. About digital cameras, color 
reproduction and also film simulation are very well accepted. It's demonstrated. So, how can you maintain 
this advantage because of AI advancements right now? For example, you can produce very high-quality 
images that's a very near future, what do you think about it? 

Yamamoto [A]: Yes, as you mentioned before, AI can enable so many different things going forward. But the 
film simulations, not everyone can do it. 

For example, when you are making films, for example, color graduation and also there is a balance of many 
different elements and aspects. And when we look at those images, well, the film shows, at the sense of 
viewers, FUJIFILM is unique and the only company that really knows how to represent those images. So, we 
do have the brand.  



 
 

 
 

Velvia is our brand. So, colors of Velvia, well, you cannot do this without Velvia, so we do have advantages, 
we do have [niche] in AI and so on, well we'd like to incorporate AI into our strategy in many different aspects. 

We do have films. And also, you have a combination of something else when you shoot photography and the 
combination makes good outcome and results. So, there's a set of digital camera and other systems to 
reproduce the colors. 

Okazaki [Q]: Understood. To follow that up, suppose the asset value is very large in terms of the brands as 
well, so other than your digital cameras, do you explore some other business opportunities?  

Yamamoto [A]: That's a very good question. This brand asset, as a business, if we have any partners to 
enhance the value, if we can monetize the opportunity, that will be possible. I cannot really say that there is 
no approach like that, but the Velvia simulation, it's very difficult for you to really be perfect in film simulation. 
So, it's not as simple, but just doing it. So, so far, our cameras' uniqueness with this film simulation, would be 
something we would like to focus on right now.  

Okazaki [M]: Thank you very much.  

Moderator: From Morgan Stanley, MUFG Securities, Omoguti-san, please.  

Ono [Q]: This is Ono speaking. We have mistakenly registered the name. And this is a question in reference 
to pricing, especially come FY2024, there are two questions that I have for INSTAX and also digital camera.  

First, for INSTAX, you have mentioned that you enjoy a competitive advantage. The competitor side, say, 
Kodak, when you look at their pricing, there's a stark difference in terms of price.  

Even if this is backed by difference in quality, the gap is so large, and hence, what is the downside risk on the 
pricing side for INSTAX next fiscal year? And also, for digital cameras? You have the mirrorless and as a 
combined digital, and compared with the pricing of your competitors, as it played out this year, most likely, 
including external EC [priming], your premium pricing is very pronounced. That is my understanding. This has 
also provided or contributed to your high profitability ratio. This is an overlap with the earlier question.  

For next fiscal year, if the premium should decline somewhat and the pricing is closer to standard, there is a 
risk of a downside on margin. I would like to inquire as to your thoughts on this.  

Yamamoto [A]: Thank you very much for the question. First, your question about INSTAX. In comparison with 
the pricing of competitors and is there a possibility where our prices will have to decline in alignment with 
competitors? Of course, we understand that there is a possibility of our prices. But in terms of INSTAX, we will 
maintain the quality of our product, which is reflected into the price. We do not set prices on a comparison 
basis with our rival products. So, we are confident about the quality.  

As we roll out the product onto the market, end users are convinced. And if customers purchase products 
from competitors to the price, as they come to the quality and features, with competitor products, sometimes 
they will return to INSTAX.  

We will be able to maximize our position into the market to establish a more appropriate price as we deliver 
on our offerings to the market, and that is our position.  

And as for digital cameras, likewise, our cameras, in terms of design and also color reproduction, have a strong 
future and we enjoy a very loyal fan base. When a [FUJINON] product comes up, comes out into the market, 
they will readily reach out to our products.  



 
 

 
 

And that is the current situation we are observing. What will happen next year, we will continue to introduce 
our products into the market. And two years ago, there's the T Series and H Series in X series, which is our 
main products, without lowering the price, back orders, there's a backlog that still continues to this very day, 
even after the rollout two years ago. This is because of a loyal fan base and also there are, of course, 
switchovers of users from products with our competitors. And this is very pronounced.  

Customers understand the features and the pricing, which is on par with the quality that we offer. And this 
cycle, we are confident will continue next year and two to three years down the line.  

We do not sell with price, in order to boost our product. Our position is to deliver on quality and to win the 
understanding of our customers. And that is why we have decided to have touchpoints with our customers, 
so they will be able to touch and try our products. We are also rolling out various activities so that we are able 
to offer a convincing argument to our customers. In the past two or three years ago, after the product rollout 
in two or three years, prices would decline.  

However, that is not the current situation that we are currently witnessing. That is all. 

Ono [Q]: And there's also one more thing that I would like to inquire. Now for the digital cameras, you have 
X100V, and you have not been able to accept additional orders. And I have the impression that you're not 
going to increase production. As you are set on increasing top line, the capacity remains flat and the mix will 
now be reshuffled, so there are new products into the portfolio. and will that be the way in which you will be 
able to enhance your top line with the reshuffling of mix, engaging new products? 

Yamamoto [A]: We understand that we have been inconveniencing customers because of the backlog. It is 
not as if we are suppressing supply. More than we had planned, the demand has been extremely brisk. And 
supply has not been able to catch up with the demand, the strong demand.  

And digital camera, as you know, there are components and also parts that require lead time, which would 
mean that it's taken time to fill our orders. As we grow our business, naturally, we will, of course, increase our 
production capacity. But it's not as if we're just merely set on increasing the volume, but we are ready to 
deliver on new added value products, more attractive products, and that will be part and parcel of our 
planning.  

Of course, it is very difficult to decide on the actual details of the planning. But of course, demand is very, very 
strong, so we understand that we need to really step up on our production capacity and expand on our digital 
camera business. And that is how I would like for you to understand our strategy.  

Ono [M]: Thank you very much for the detailed explanation. 

Moderator: Now we would like to receive one last question. One last question. CLSA Securities, Yoshida-san, 
please. 

Yoshida [Q]: Thank you. My name is Yoshida from CLSA. About INSTAX, depending upon the country and 
region, the specs are different. But according to the user survey, what are the scenes of usage in each region? 
What kind of usage? Do you have any breakdown of the information? And you were talking about the focus 
on the emerging countries as markets, but in terms of the users and how they are using the products, which 
region is your focus? 

Yamamoto [A]: Well, it's not really depending on the region. But at first, for INSTAX, we are targeting families 
and friends, those are scenes with friends and families and events. Those were the scenes at first, but for high-
end INSTAX products, the user segments are more and more diversified.  



 
 

 
 

So recently, we have hobbyists, snapshots, and sceneries, and a combination of sceneries. And also, they 
might capture cars. So, using the uniqueness of the INSTAX other than just group photos and those snap 
photos, that they can use their INSTAX to capture their moments. And also, they can print them and also, they 
can pass them on SNS to express themselves, and that is the evolution of the usage. 

And also, they are more realistic. And also, they are according to their needs, in terms of the size and format 
and the types of cameras, so that they can enjoy shooting pictures and also printing.  

So, in terms of region, at first maybe India and Asia Pacific, they might take pictures with families and friends, 
but they are going to evolve or diversify themselves, to take more pictures with different scenes, and that's 
the potential we are thinking about.  

Yoshida [Q]: Yes. Thank you very much. One more thing about INSTAX. In main regions, what kind of retail 
channels do you use? Recently for entry digital camera, the markets are shrinking. And does it benefit INSTAX 
market capturing? 

Yamamoto [A]: INSTAX retail is very much diversified. Depending on the country, it's different, but we have 
specialist, specialty photo shops and also, the US, it's a big market: retail stores, store grounds. And other than 
camera shops and also electric appliance shops, bookstores, maybe, and brand shops or high-end stationery 
shops. So, the number is increasing and also game shops. And depending on the country, smartphone shops. 
That's where they carry printers. So, it doesn't have to be cameras shops and also electronic appliance shops, 
well fashion-related shops, and brand shops, and also, they carry our products with the other gadgets. So, the 
retail channels are already expanding going forward as well. Thank you very much. 

Yoshida [M]: Thank you.  

Moderator: Thank you very much. With this, we would like to close the Q&A session. The next one is Bio-
CDMO business briefing session. We ran out of time for the first one. So, we'd like to start at 9:55 AM for the 
life science business, Bio-CDMO, so please stay connected.  

With this, we would like to close the imaging session. Thank you very much for the participation. Thank you 
very much.  

[END] 
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