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Canon Marketing Japan Group IR Day

Strategy of Consumers Segment

March 4, 2026

*  The figures are rounded off to the nearest 100 million yen in this material.

*  Forward-looking statements and results forecasts presented in this material are based on the management’s assumptions using currently available information and therefore contain 

inherent risks and uncertainties.  As a consequence, due to a range of possible factors, actual results may materially differ from the forecasts.

Koichi Mikami

Senior Vice President

Director of Consumers Business Unit

I am Koichi Mikami, Director of Consumers Business Unit.

Now I would like to explain the current status and our approach in the Consumers segment.
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Consumers Segment Overview
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◼ Customers and distribution channels ◼ Main services and products provided

Canon Products and Other

IT Solutions (consumer products)

Number of employees in the segment: 533 

(as of the end of December 2025)

Individuals 

and SOHOs

Home 

appliance mass 

retailers, 

camera stores 

and others

Canon Online Shop, EOS 

Gakuen, and services

Canon 

Marketing 

Japan Inc.

Canon Inc.

Japanese and

overseas

manufacturers

Interchangeable lens cameras, interchangeable lenses, 

compact cameras, inkjet printers, inkjet printer cartridges, laser 

beam printers, mini photo printers, 

broadcasting equipment, calculators and others

High-performance PCs and PC peripherals (batteries, speakers, 

earphones and others)

Indirect sales

Direct sales

This segment serves a broad customer base ranging from individual consumers to SOHOs, 

and delivers value through a variety of channels, including indirect sales via consumer 

electronics retailers, camera stores, and e-commerce, as well as direct sales through the 

Canon Online Shop.

The products handled include Canon products such as digital interchangeable lens cameras 

and inkjet printers (IJPs), as well as PCs, peripherals, and other products from third-party 

manufacturers.

A key feature of this segment is its ability to expand customer contact point and secure 

ongoing revenue opportunities through the combination of a diverse product lineup and a 

range of sales channels.
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Review of Long-Term Management Objectives (2021-2025) Period

◼ Achievements in 2021-2025

Sales Operating income Operating income ratio

XX％

Canon Products and Other

72％

◼ Sales share by business (2025)

IT Solutions

28％

◼ Financial highlights (2021-2025)
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◼ Net sales    +12%

Operating income - 4%

Operating income ratio - 1.5pt

◼ Unit prices of Canon products

Interchangeable lens cameras +20%

Inkjet printers +3%

◼ Sales share of IT solutions, which deals with IT products

22% (2021) → 28% (2025)

(Billions of yen)

2021 2022 2023 2024 2025

3

While sales have risen 12% over the last five years, operating income has dropped 4%, and 

the operating income ratio has fallen 1.5 percentage points, slightly lowering our profitability.

This was mainly due to the composition of IT products, including external products, rising 

from 22% to 28%, leading to a change in the product mix.

In response to this structural change, we will work to improve profitability through value 

proposition and operational efficiency.

I will explain specific measures on the following pages.
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Strategies in Consumers Segment

1

2

3

Achievements in 

2025
2028 Forecasts

Increase/

Decrease

Net sales 144.8 145.0 +0.2

Operating income 13.0 13.0 -

Operating income ratio 9.0% 9.0% -

◼ 2028 Forecasts

◼ Main strategies

Maximize value of customer experience through Canon products

Provide a wide range of non-Canon products for consumers

Implement highly efficient business operations with limited competent personnel

◼ Future Vision

With individual customers as a starting point, we will enhance our product portfolio while cultivating and 

optimizing sales channels in a bid to provide value and maximize sales.

(Billions of yen)
144.8 145.0

2025 2028

13.0 13.0

9.0% 9.0%

0.0%

2.0%

4.0%

6.0%

8.0%

10.0%

0

20

40

60

80

100

120

140

(Billions of yen)

Sales Operating income Operating income ratio
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(Forecasts)

Our goals for 2028 are to achieve sales of 145 billion yen, operating income of 13 billion yen, 

and an operating income ratio of 9%.

The plan is to maintain our 2025 performance level while improving what we do. The 

direction is simple.

We will grow imaging and externally purchased products, while minimizing the impact of the 

decline in the printing business, with a focus on inkjet printers.

The three pillars of this plan are as follows.

1. Maximize value of customer experience through Canon products

2. Provide a wide range of non-Canon products for consumers

3. Implement highly efficient business operations with limited competent personnel

We are aiming to expand our product portfolio and optimize sales channels at the same 

time with individuals as a starting point in a bid to provide value and maximize sales.

Next, I will explain specific measures for each of these three pillars.
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The first main strategy is “Maximizing value of customer experience through Canon 

products.” 

I will first explain the imaging domain. 

The diagram on the left shows our lineup of camera bodies. 

We believe there is still universal demand for both still-image and video shooting, so we 

have developed a product lineup for both tailored to our customers’ abilities and intended 

applications. 

Next, the diagram on the right shows our lineup of lenses tailored to customers’ shooting 

needs. 

In particular, since skilled amateur customers tend to differ in the main subjects they 

photograph, we refer to this as “customer relations for different subjects.”

We respond to customers’ photographic needs with a wide range of lenses for each genre, 

while also engaging with them through various proposals. 

In other words, Canon’s strategy in the imaging domain is to support a wide variety of 

customers with an extensive lineup of products, from professionals to beginners, and to 

offer a wide range of lenses tailored to photographic needs. In doing so, we will improve the 

experiential value offered to our customers. 

The slide here shows 54 RF lenses in our lineup, but if you add in our cinema lenses, the 

total is 65 as of the end of February 2026. 

With this variety of lenses, we can offer customers a diverse range of expressions. 
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Maximize Value of Customer Experience through Canon Products
- Imaging Products -

Main Strategy 1

Still image domain Video domain

An extensive product lineup

Customer relations for different subjects

Lenses tailored for different shooting needs

For 

professionals

For advanced 

amateurs

For entry-level 

users

For beginners

The extensive lineup of lenses fulfills customers' shooting needs.

A broad array of our products ranging from still images to videos supports a wide range of customers.

Our abundance of lenses allows us to offer models best suited to customers' shooting needs.

Fixed-lens 

cameras

Cinema cameras 

and broadcasting 

cameras

Digital 
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Next is fan-based marketing. 

To enhance 1-to-1 marketing, we launched Canon ID in 2024, an individual accounts for 

using different services.

As mentioned before, our customers own a variety of equipment and photograph a diverse 

range of subjects as a hobby. 

For example, when photographing wild birds, planes, or other fast and distant subjects, a 

high-performance telephoto lens is required. Different lenses are required for different 

subjects. 

Highly engaged, skilled amateur customers like this have a wide range of lenses to create 

the ideal photos they imagine. 

With Canon ID, we can send personalized information to each customer. 

This allows us to shift from the traditional step-up strategy, in which proposed products for 

the mass market are based on the idea that customers want better equipment once their 

skills improve, to fan-based marketing, where proposals are tailored to what customers wish 

to capture. We will build deeper relationships with our customers by staying close to them in 

the world they want to capture. 

In specific terms, we will offer services as a continuous Customer Experience (CX) loop, 

from recognition and interest to comparison and consideration, purchase, use, 

experience and distribution, and after-sales support. We will improve customer loyalty and 

develop our services so that customers will continue to use Canon products and services in 

the long run. 
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Maximize Value of Customer Experience through Canon Products
- Fan Base Marketing -

Main Strategy 1

From 
recognition 
to interest

Compariso
n and 
considerati
on

Purchase

Use, 
experienc

e and 

distribute

After-sales 

support

One-to-one marketing 

using Canon IDs (*)

Check and cleaning 

services

Photography lessons 

by professional 

photographers

Premium services 

that enrich photo life

Showrooms

Online trade-in service

GalleryIndividual accounts for using different services

Relations for 

different subjects

Wild birds

Railway

Aircraft

Portrait

Pets

Sports

Scenery

(*)

We will match communication with individual customers on the basis of their Canon IDs.

The customer experience loop strengthens long-terms connections with Canon fans.

Customer experience loop 
envisioned by Canon

Canon Online Shop

Online trade-in service for cameras and lenses
Online purchase consultation

EOS Academy
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Next is printing. The market is shrinking due to a decline in photo printing and New Year’s 

card printing. 

Even in this environment, we consider our strengths to be the diverse printing methods and 

expansive product lineup we have developed over many years. 

We have quite a range of printing methods: not just inkjet, but laser beam printers using 

electrophotographic technology, mini-photo printers using dye-sublimation technology, and 

more. One of our greatest assets is our ability to offer the optimal printing environment 

tailored to different applications. 

With this lineup, we are able to provide customers the choice of the optimal printing method 

according to their needs, from business use to home use, and even hobby use within the 

home. 

We have also developed a range of initiatives to encourage continuous use, such as the 

MyPrint With service, which offers extended warranties and other benefits, as well as the 

Print Mile Service, where points are earned with every print. 

Using these services, we are gradually shifting our resources to adjacent domains. 

In concrete terms, we are proposing ways to broaden the enjoyment of printing without 

limiting printers to the role of PC peripherals, while also offering print environments that 

improve operational efficiency and convenience for sole proprietors and other SOHO 

customers. 

Even as the market shrinks, we will continue to offer value by making use of our diverse 

range of products and services and by both stimulating personal printing demand and 

improving convenience in business printing. 
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Maximize Value of Customer Experience through Canon Products
- Creation of Printing Demand -

Main Strategy 1

Business use

Creative and 

personal use

Fandom activities 

and events

Business inkjet printers

Mini photo printers

SOHOs

Individuals

Laser beam printers

Inkjet printers

A wide variety of printing systems and an extensive lineup of models 

provide printing environments tailored to different applications.

We offer value both in stimulating Individual demand and in increasing business convenience.

Beneficial, easy, useful and reassuring 

services including an extended one-year 

warranty provided after registration

A service that offers loyalty points that 

can be converted into points for the 

online shop, etc. and others every time 

printing or ink exchange occurs

Operational streamlining and 

enhancement in productivity

PIXUS print 

mile service
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The second main strategy is “Providing a wide range of non-Canon products for 

consumers.” 

With our long-standing credibility of selling Canon products in the Japanese market, we 

have sourced mainly IT-related products from domestic and overseas manufacturers and 

sold across a wide range of channels.

PC peripherals were the focus in the past, but we are gradually expanding the areas we 

handle to adapt to changes in the environment. 

Recently, we have expanded to include MSI and other gaming PCs, PC-adjacent audio 

equipment such as earphones and speakers, and smartphone accessories. 

We will focus on PC- and smartphone-related categories as we further expand the range of 

products we sell. 

For example, in business use, we offer productivity-enhancing products such as AINOTE, 

which offers transcription and translation capabilities. In the consumer domain, we are also 

expanding into products that enrich customers’ lives, including myofascial release guns 

(also known as massage guns), emergency portable power supply equipment, air fryers, 

and robot vacuum cleaners.  

We have established clear criteria for deciding whether to expand the scope of products we 

handle, based mainly on 2 points. 

The first is whether we can expect an increase in sales by utilizing our logistics network, 

sales channels, and sales structure. 

The second is whether we can increase transactions with existing customers or develop 

new sales channels through offering a wide range of products. 

Through these initiatives, we will continue to expand our business by utilizing our unique 

strengths as a sales company. 
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Main Strategy 2

Provide a Wide Range of Non-Canon Products for Consumers

PCs, PC peripherals and smartphone-related items LifestylesAI/XR devices

We capitalize on our sales channels, distribution networks and sales structure to expand the scale of sales.

Offering extensive products helps strengthen ties with existing business partners 

and cultivate new sales channels.

With our long-standing credibility in the Japanese market, we source mainly IT-related  products from domestic and overseas 

manufacturers and gradually widen the range of products we sell on diverse sales channels.
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Main Strategy 3

Implement Highly Efficient Business Operations with Limited Competent Personnel

Net Sales per 
employee

(Billions of yen)

Operating income
per employee

(Millions of yen)

■ For 2025, net sales stood at 144.8 billion yen and operating income at 13.0 billion yen.

The segment had 533 employees.

Net sales per 

employee

Operating income 

per employee

million yen

billion yen

The Consumers segment is strong in highly efficient business operations with limited competent personnel.

We will accelerate the offering of new value and operational streamlining 
to carry out robust and competitive business operation.
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The third main strategy is “Implementing highly efficient business operations with limited 

competent personnel.”

As I explained when talking about our 2025 performance, we achieved sales of 144.8 billion 

yen and an operating income of 13.0 billion yen with 533 employees.

Compared to 2021, the sales composition ratio for IT products has increased, while the 

overall operating income ratio for the Consumers segment has declined, demonstrating that 

we maintained high productivity with a 14% increase in sales per person and a decline of 

only 2% in operating income per person.

The B-to-C business is a domain where trends fluctuate significantly and performance is 

easily influenced by the competitiveness of products at any given time.

As a result, there is a need for a lean organizational structure that can keep fixed costs low 

while ensuring speed and flexibility.

This highly efficient, lean business operation is the strength of the Consumers segment, and 

we will continue to offer new value and push for operational efficiency while pursuing 

resilient and competitive business operations.
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This concludes my presentation on the Consumers segment.

Thank you for your attention.
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