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We would first like to offer our heartfelt condolences to the families and friends of those killed or 
injured in recent earthquakes in Kumamoto Prefecture. 

The Ricoh Group will do its utmost to assist all in need in quake-hit areas. 

We will provide ongoing operational support through collaboration with Ricoh Japan. 

We have confirmed the safety of all Ricoh Group employees and their families in Kyushu. 

Unfortunately, buildings at some of our business sites were damaged, and  transportation 
network interruptions hampered logistics.

We will continue to provide local support. 



I will now overview Ricoh’s results for fiscal 2016. 

As well as discussing how the Group is doing in light of our performance, I will also 
outline our endeavors for fiscal 2017. 



• Sales for the term increased 2.7%, to ¥2,209.0 billion, while operating 
profit was down 11.6%, to ¥102.2 billion. The main factor in the 
decline was a deteriorating business climate. 

• At the same time, initiatives that we deployed in fiscal 2016 began to 
bear fruit, and signs of a recovery became evident.

• Nonetheless, I regret being unable to reach operating targets for a 
second successive year.
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I would now like to explain the factors in the ¥102.2 billion in operating profit posted for the 
year.

• The business climate and foreign exchange fluctuations were major factors in operating profit 
declining ¥13.4 billion, to ¥102.2 billion.

• Decreases in products costs and other expenses through restructuring were basically as 
projected.

• On the downside, sales did not increase as much as anticipated owing to deteriorating 
economic climates in China, Brazil, and other emerging nations. On top of that, slowdowns in 
those markets affected developed nations, so the recovery of the United States in particular 
has still some way to go.

• We posted foreign exchange losses owing to the yen’s decline against the U.S. dollar as well 
as Brazil’s Real and currencies throughout Oceania. 



I will now summarize developments in each of our main business areas.

Imaging & Solutions

• In our core Imaging & Solutions segment, the main performance factor was that revenues 
continued to decline in office imaging.

• Growth was significantly lower than projected in the United States and emerging nations.

• In contrast, we continue to expand solidly in production printing, which contributed to steadily 
to earnings.

• Network Systems solutions expanded in keeping with strategic objectives. Our challenge their 
will be to boost the earnings contributions of these solutions.

Industrial Products

• Both revenues and earnings rose, primarily on the strength of new business expansion.

Other 

• Although camera business sales declined amid an adverse operating climate, segment 
earnings increased owing to steady growth from the leasing and finance business.

• We took steps during the year to create new businesses, and I would like to outline some of 
our efforts.



• In fiscal 2016, we took steps worldwide to expand the number of machines in field as part of 
efforts to enhance the earnings foundations of core businesses.

• As a result of these efforts, we increased the number of machines in field, particularly in 
color MFPs and production printing, and increased the portion of color models.

• Non-hardware recoveries began in some regions with growth in highly profitable machines in 
field. 

• Although unit sales of hardware increased, revenues were down as competition intensified, 
particularly in the Americas.

• I will speak a little later about the measures we will take to counter declining hardware 
earnings.



• New models that we launched from the second half of fiscal 2015 sold well worldwide.

• We increased our share in the core in-plant printing market while expanding in the commercial 
printing market.

• We endeavored to accelerate our expansion into the commercial printing market by leveraging 
acquisitions and alliances to provide one-stop support that encompasses everything from sales 
planning through advertising media and promotional materials production processes.

• This approach generated new work.

• Our efforts enabled us to expand the number of machines in field in production printing while 
steadily increasing non-hardware revenues and contributing to profits. 



• We continued to expand our IT services structure, including through acquisitions, and 
expanded the scale of our business overseas. 

• In visual communications, the increased customer value by providing such one-stop solutions 
as our projection systems, Interactive Whiteboard, and our Unified Communication System.

• To boost the profitability of IT services, we began global rollouts of highly profitable services 
that have done well in each region, and will continue such endeavors.

• We look to generate greater efficiencies and profitability.



• We delivered steady growth in industrial products, particularly in new businesses.

Inkjet businesses

• In the industrial printing field, we drew on our technological and sales strengths to create 
a clear growth path and enter the business expansion acceleration stage.

• Our inkjet heads already have top shares of the global industrial and 3D printing markets. 
Another advantage is our proprietary ultraviolet ink for decorative and other printing 
applications.

• We have launched businesses in such areas as wall and other decorative construction 
materials and in textile decorations for clothing, footwear, and other items.  

Industrial 

• Industrial businesses are another growth area for Ricoh, and we have launched new 
offerings that help industrial customers to boost productivity and automate operations.

• New products draw on technologies that Ricoh has cultivated in its core businesses. 
Picking systems, for example, incorporated our stereo cameras. Our laser patterning 
equipment harnesses our laser controlled technologies. And our automated conveyance 
inspection system for film sheets employs the paper conveyor technologies of our MFPs.



• We took steps during the year to cultivate new businesses that offer tremendous growth 
potential.

• We made progress in our additive manufacturing business to support the production 
innovations of our customers. We opened the Ricoh Eco Business Development Center. 
and we entered the healthcare arena by acquiring the brain activity measurement business 
of Yokogawa Electric.





Fiscal 2017 is the final year of Ricoh’s 18th Mid-Term Management Plan. The operating 
climate has changed significantly since we began deploying that initiative. 

Operating climate

• The macro environment remains uncertain. 

Customers

• Customers are increasingly demanding cost reductions and efficiencies amid a shift from 
“ownership” toward “usage.”

Competitors are on the move through business reorganizations and other efforts. 

• It is against that operating climate backdrop and management’s assessment of challenges 
last year that Ricoh will undertake three key initiatives in fiscal 2017. These are to: 

� Reinforce the earnings power of core businesses 

� Accelerate the profit contributions of new businesses 

� Continue to improve and refine the companywide structure



• In core businesses, the focuses will be on deploying measures to maintain the profitability 
of MFP and laser printer hardware and non-hardware as markets mature, particularly in 
developed nations.

• In the year ahead, Ricoh plans to bring out new MFPs. The first step in that direction 
were color machines announced on April 27. All of these new models incorporate large 
full-color touch panels to enhance operating convenience. A touch panel helps enhance 
customer business efficiency by making it easy to download diverse applications from the 
cloud. This is one example of expanded features that add customer value.

• We will reinforce our business-specific sales and marketing structures so we can better 
understand customer concerns and business processes ends deliver the solutions they 
need.

• We will provide a wide range of customer solutions for various industries and regions. 
Such solutions will encompass not only imaging systems but also incorporate visual 
communication and IT services.

• We will effectively deploy maintenance services personnel beyond core businesses to 
generate new earnings sources. We have already begun offering maintenance in Japan 
and abroad for automated external defibrillators, facilities at solar power plants, and other 
equipment.



• Management believes that expanding new businesses can contribute to steady growth for 
Ricoh by leveraging its strengths in printing to broaden its  operating scope. We are thus 
focusing on the industrial printing domain, rolling out measures to generate growth and 
business expansion.

• In industrial printing, we anticipate great market growth in such areas as decorations, 
labels and packaging, and textiles. We are a leader in inkjet head and ultraviolet ink 
technologies for printing on diverse media as well as paper. 

• We will draw on our strengths in such areas to broaden our provision of inkjet heads and 
printing systems, delivering solid value to both markets.

• By 2020, we aim to generate around ¥100 billion by expanding our collaboration with 
various other companies and undertaking strategic investments to secure the resources 
we need.



• We will maintain and accelerate current initiatives to improve and refine our 
companywide structure.

• We have already embarked on structural reforms for the medium and long terms, and 
will clarify the implementation contents, costs, impacts and other details in the mid-term 
management plan that we deploy next fiscal year.



• I will now present forecasts for fiscal 2017 based on the initiatives that I have outlined in 
this presentation.

• We expect that revenues and earnings will decline owing largely to foreign exchange 
fluctuations.

• In this final year of Ricoh’s 18th Mid-Term Management Plan, we expect that we will 
significantly miss targets that we set at the outset of that initiative. We take that situation 
very seriously.

• This fiscal year will be a watershed for Ricoh’s future, and we will push forward with 
enhancing the profitability of core businesses while preparing for major progress in the 
years ahead.



• If not for extraordinary and forex factors, operating profit would be basically unchanged 
from fiscal 2016. 



• We are reforming corporate governance to serve the interests of shareholders and other 
stakeholders more than ever before. 

• From this fiscal year, we are restructuring the Board of Directors and our committees so 
they function more transparently and effectively. 



• We look to generating ongoing growth over the medium and long terms. We will invest to 
drive expansion while maintaining stable profit distributions over the medium term to the 
shareholders who support our endeavors. We have accordingly reviewed our approach to 
shareholder returns. 

• For this fiscal year, we plan to make a special dividend to commemorate our 80th 
anniversary, which was in February this year. 

• We aim to enhance our return on equity over the medium term by producing results under 
the initiatives discussed earlier in this presentation. 

• After including a commemorative amount of ¥10 per share, we plan to pay cash dividends 
of ¥45.0 per share for fiscal 2017. 



Q&A Session

Q: Why was operating profit lower than forecast?

A: The main factors were that sales did not grow as much as projected in the Americas and Asia, 
while we experienced mixed results in the product mix with respect to targets.

Q: You went on a pricing offensive in fiscal 2016. What are your plans in that regard?

A: We timed our sales expansion plans during the year under review to secure machine-in-field 
numbers (MIF), and were able to reach our initial MIF number targets. 

Q: What is your stance on plans for fiscal 2017?

A: We look to solidify our near-term performances instead what we have done in the past, which 
has been to pursue stretch goals.

Q: You say that a top priority for fiscal 2017 will be to undertake ongoing structural reforms. But 
won’t that lead to excessive cost-cutting?

A: It’s all about balancing costs and impact, and we have yet to factor some elements into the mix. 

Q: Do you think you will turn non-hardware sales around in fiscal 2017?

A: We think that they will remain basically unchanged from last year.

Q: You endeavored to boost the number of machines in field last year through your pricing 
measures. What balance of maintaining prices and expanding machine numbers do you 
anticipate for fiscal 2017? 

A: We will draw on proposals combining services and visual communication products and other 
approaches to differentiate from competitors.


