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Today’s society is undergoing dramatic changes, 
and we need to respond appropriately to the 
multitude of issues that people face in Japan 
and around the world. Some say that Japan, in 
particular, has an increasing need to deal with 
“ultra-modern problems,” such as improving 
quality of life in an “ultra-aging” society and 
finding solutions to energy and environmental 
preservation issues. Our situation presents an 
opportunity to be the first country in the world to 
address these problems and find solutions for 
them. By being quick to recognize these types of 
issues and to find effective solutions, DNP aims 
to contribute to the sustainable development of 
society and, by extension, to increase our own 
corporate value.

Today, inspired by our awareness that “Today’s 
Innovation is Tomorrow’s Basic,” DNP is working 
on developing new products and services 
that provide businesses and consumers with 
solutions to their problems that will allow them 
to enjoy affluence, safety, and security.

Creating tomorrow’s “basic” means making 
sure that the products and services that solve 
people’s problems are always near at hand. 
The things that we take for granted today are 
the result of someone in the past having had 
a vision and taking the steps required to make 
that vision a reality. DNP is continuously looking 

into the future and creating things that people 
will later come to take for granted—things they 
will depend on and benefit from even if they are 
never aware of their existence.

This year we explored and analyzed a variety 
of topics and defined four areas in which we 
expect to see major growth and in which we 
can best take advantage of DNP’s skills and 
experience.

In the first area, “information distribution,” we 
aim to improve the convenience with which 
information is safely and comfortably exchanged 
with the rest of the world. Through “health and 
medical care,” we want to improve safety in 
order to support healthier, higher quality lives. In 
the area of “environment and energy,” we want 
to guard the Earth’s environment and sustain 
our ability to enjoy its blessings, while in the 
area of “comfortable living,” we will strive to help 
people cooperate and live healthy, satisfying 
lives with greater comfort.

We intend to respond appropriately to 
the needs of domestic and global markets 
pertaining to these four growth areas and by 
doing so, to expand our worldwide business. In 
this way, we will do our very best to contribute 
to the development of society and earn the trust 
of our shareholders and other stakeholders.

“Today’s Innovation is Tomorrow’s Basic”
Increasing Corporate Value by Contributing to Society’s Development

To Our Shareholders

Yoshitoshi Kitajima   
President
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Please start out by telling us about 
DNP’s business performance.

Interview with the President 

Looking back at the fiscal year ended March 
2013, we saw movement toward economic 
recovery in Japan, partly due to demand related 

to reconstruction in the aftermath of the Tohoku-Pacific 
Ocean Earthquake. However, Japan was also affected 
by fiscal crisis in Europe and economic slowdown in 
developing countries. In addition, although Internet 
advertising increased, demand for printed materials was 
sluggish, and policy changes by electronics manufacturers 
also had a major impact. In sum, the business environment 
remained harsh. 

Given these conditions, I think we succeeded in 
executing a major turn toward improving our bottom 
line. In order to expand our business by combining the 
strengths we have acquired to date, and in order to 
boost profitability and efficiency by eliminating waste, we 
merged the two business units that previously made up 
our Electronics segments into one, and we merged the 
three divisions that previously made up our Information 
Communication segment into one unit. In addition, we 
worked to boost production efficiency by seeking the 
most suitable production sites nationwide through a 
new integrated production control center that serves 
the Information Communication segment, Packaging 
Operations, and other manufacturing divisions. At the 
same time, we worked on enhancing our domestic and 
overseas production frameworks by selectively closing 
and/or integrating production plants. 

We have also been actively developing new products 
and services. We launched a joint project with Nihon 
Unisys, Ltd., with whom we formed a business alliance 
in August 2012, and as of this writing the project has 
already made hundreds of joint proposals. In addition to 
accelerating overseas development of businesses like 
packaging and information media supplies, we are also 
focusing on developing new products that take advantage 
of our strength in EB coating technology and optical films. 
And we are expanding our “honto” hybrid bookstore 
network that links physical bookstores, online mail-order 
sales, and e-book sales services.

In the fiscal term through March 2014, we will continue 
to implement growth-oriented initiatives and contribute to 
the development of society by generating new products 
and services that solve problems faced by corporate 
clients, consumers, and society. At the same time, we will 
increase DNP’s corporate value.

What are DNP’s growth strategies?

In order for the DNP Group to keep growing 
into the future, we need to continually generate 
fresh responses to each new era and we must 

undergo “business structure reform” that will allow us to 
take the initiative to create new things that people will view 
as “basic” in the future. And in order to realize that goal, 
we must implement thorough “cost structure reform” so 
that we can secure optimal management resources and 
use them effectively.

Looking first at “business structure reform,” we plan to 
implement the following three initiatives: 

(1)	Be quick to discover issues by looking at things 
through consumers’ and society’s point of view

Amidst all the big changes that are taking place in the 
world these days, we feel it is difficult for companies and 
consumers to foresee what issues they will face and how 
to go about solving those problems. Since our corporate 
vision is to be a provider of solutions, it is more important 
than ever that we be quick to notice all types of changes, 
propose hypotheses, and keep a step ahead of corporate 
clients and consumers in making suggestions.

It is also important that when we do this, we look at 
things from both a “social point of view” that takes a broad 
view of time and space and distinguishes overall social 
problems, as well as a “consumer’s point of view” that 
takes in the details of individual realities based on daily life 
experiences. When every single DNP employee is actively 
involved in society and in markets from both of these 
perspectives, we will have more opportunities to discover 
issues, and this in turn will help us to provide more 
effective solutions. 

(2) Generating new strengths through cooperation and 
combination

When we work on developing solutions, we must aim for 
maximum effect and find ways to satisfy our corporate 
clients and consumers. Toward that end, in addition to 
mobilizing all of the strengths that we already possess, we 
must also generate new strengths.

DNP is known for its ability to sell. We also have so much 
technological strength and production capacity that we 
were able to develop and apply our printing technologies 
broadly enough to become one of just a handful of 
comprehensive printing companies in the world. We have 
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been acquiring project planning skills for more than 40 
years, since we established a division that specializes in 
project planning in 1968. Now we intend to combine these 
various strengths in order to generate new strengths. In 
order to quickly and correctly develop new products and 
services and establish new business models, we actively 
incorporate independence and a spirit of innovation into our 
corporate culture and blend these assets with our existing 
strengths so that we can generate strengths that never 
existed before.

(3)	Promoting research and development aimed at 
business creation

Today, as DNP works to develop products and services 
that will be mainstays of our future business, we position 
research and development aimed at business creation 
as one of our major concerns. We will keep working to 
generate new businesses by thinking outside the box 
and promoting innovative ideas, and we will take care to 
properly manage and make use of the intellectual property 
that results from these efforts.

In October 2012 we established Business Development 
Center dedicated to ideas that we expected to be able to 
commercialize within a few years, with the aim of speeding 
up our research and development. In order to actively 
generate new businesses, we aim to link the R&D sections 
of business units that are working on relatively short-term 
projects with our Research and Development Center, which 
pursues longer-range projects.

Meanwhile, regarding “cost structure reform,” we will 
continuously enlist the entire DNP Group in promoting the 
establishment of production frameworks based on overall 
optimization. We intend to thoroughly review our existing 
business processes, construct more efficient production 
systems, and work on boosting both quality and cost 
competitiveness. These efforts will include the acceleration 
of measures like integrating business units and reviewing 
production locations as we aim to maximize production 
efficiency.

 

Please explain what you mean by 
“Today’s Innovation is Tomorrow’s 
Basic.”

Our corporate vision is to be a printing and 
information solutions provider. Based on that goal 
and the growth strategies that I just described, 

we use this catchphrase—“Today’s Innovation is 
Tomorrow’s Basic”—to represent our efforts to increase 
DNP’s corporate value.

We are surrounded by “basic” products and services 
that solve a variety of problems for us in our daily lives. But 
if we really think about it, these things are not at all basic—
in fact they are very valuable. First someone had to clearly 
identify a problem and tease out the most appropriate way 
to solve it. Then someone had to shape it into a product or 
service, get a large number of people to adopt it, and keep 
it going in a sustainable way that places minimal burden on 
the environment. Only after investing effort in all of these 
steps do we create something “basic” that people will 
eventually take for granted.

In the process of expanding our fields of business by 
applying and developing printing technologies, DNP has 
already created a number of products and services that 
people now consider to be “basic.” Today there are a large 
number of problems that await solutions both in Japan 
and elsewhere, in various fields of business, in people’s 
personal lives, and in society in general, and we believe 
we should set about solving those problems from a global 
point of view.

To start with, we organized problems with greater social 
significance into categories and established themes to help 
us find solutions that make good use of DNP’s strengths.

These themes are “information distribution,” “health and 
medical care,” “environment and energy,” and “comfortable 
living.” We view these as areas with good growth potential, 
and we have begun actively engaging in related business 
activities.

■	Information distribution: We aim to improve the 
convenience of accessing information that safely and 
comfortably connects us with the rest of the world. Amidst 
the backdrop of increasingly complex information societies, 
DNP creates “basic” products and services that allow 
people to safely and reliably exchange the information that 
they want, when they want it, and in the format in which 
they want it.
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■	Health and medical care: By pursuing safety 
that underpins healthy, high-quality lifestyles, and by 
maintaining healthy habits throughout our lives, more 
people will be able to keep their good health and we can 
make a vibrant aging society a “basic” reality.

■	Environment and energy: In order to protect the 
Earth’s environment and make our enjoyment of its 
blessings more sustainable, people are moving forward 
with the use of renewable sources of energy in place 
of petroleum and other diminishing resources, thereby 
creating a “basic” reality in which our planet’s environment 
is properly protected.

■	Comfortable living: We aim to increase the level of 
comfort with which people work together and live healthy, 
satisfying lives, i.e. to create a “basic” reality in which 
people actively participate in their local communities and 
enjoy “smart” and pleasant lifestyles that are easy on the 
environment.

We intend to move forward with problem-solving and new 
business creation related to these four growth areas that 
we have targeted. 

What specific initiatives will each 
business unit undertake in order to 
achieve growth?

Our printing business’s three business segments 
grew out of the development and application of 
printing technologies. Each segment has different 

properties, and together they form a well-balanced 
business portfolio. Together, they can even withstand the 
impact of dramatic changes in the business environment 
and allow us to maintain stable overall business 
performance.

In order to maintain this robust corporate structure, we 
intend to implement the following measures with an eye 
toward medium- and long-term growth.

■	Information Communication
This segment goes beyond printing on paper and, as its 
name suggests, engages in businesses related to every 
aspect of “information” exchanged between corporations 
and consumers and every aspect of “communication.” By 
addressing all types of information communication-related 
businesses, we can greatly expand our growth potential.

For example, today’s consumer comes in contact with 
a variety of information media. Increased use of smart 
phones and other mobile devices has led to more active 
use of network-based information services and in-store 
media such as digital signage. One-sided communication 
has given way to interactive communication as the 
standard, leading to increasing demand for data centers 
that can make use of big data while providing complete 
protection for personal information.

We will maintain an accurate grasp of this evolving 
situation, and focus on expanding businesses that make 
use of our strength in providing “hybrid” solutions that 
involve both paper and electronic media.

■	Lifestyle and Industrial Supplies
This segment is closely involved in corporate clients’ 
manufacturing processes and provides products that 
are vital to the daily life of consumers. We will focus on 
developing new products that respond precisely to the 
needs of corporate clients and consumers. In addition, we 
will construct optimal production frameworks in Japan and 
overseas and develop our businesses on a global scale.
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In our packaging business, for example, in addition to 
optimizing our domestic production framework, we are 
expanding overseas production by building a new plant in 
Vietnam and increasing capacity at our plant in Indonesia 
in response to growth in packaging demand, which is 
occurring primarily in Southeast Asia. We have already won 
the top share of Indonesia’s packaging products market, 
and by 2015, we aim to become Southeast Asia’s number 
one packaging provider. One of the steps we are taking 
toward this goal is to increase overseas sales of packaging 
products by 50%. Regarding information media supplies, 
we plan to build a new plant in Malaysia to manufacture 
photo printing supplies, and to increase capacity at our 
Pittsburgh plant in the U.S., which makes barcode printing 
supplies.

At the same time, we will accelerate development of 
new products, such as optical films based on our original 
optical design technologies and lifestyle materials that 
make use of DNP’s unique electron beam (EB) coating 
technology. We will respond to demand for “smart cities” 
and “smart houses,” etc. by increasing cooperation 
between development teams in our various business 
units. For example, we will combine our strength in optical 
films with Energy Systems Operations’ strength in making 
battery components and Lifestyle Materials’ strength in 
interior materials.

■	Electronics
This segment has continued to face a harsh business 
environment due to stagnation in worldwide demand 
for liquid crystal displays and electronic devices and the 
resulting major changes in manufacturers’ strategies. In 
response to this situation, we have taken various steps to 
improve profitability, including shifting our focus to small- 
and medium-sized color filters, expanding sales of touch 
panel sensors and other new products, consolidating 
manufacturing plants and optimizing production 
equipment, and integrating business units. As a result, we 
saw a sharp upturn in this segment’s performance in the 
second half of the fiscal term through March 2013, and we 
are expecting it to post 7.0 billion yen in operating income 
in the term through March 2014.

We plan to hold off on major equipment investment for 
the time being, but we will continue to make active use of 
our existing facilities and the technologies and expertise 
that we have accumulated to date in order to develop new 
products aimed at expanding profits.

What is your approach toward returns 
to shareholders and corporate 
governance?

We view the return of profits to shareholders 
as an important management policy. Our basic 
approach is to distribute profits to shareholders 

through stable dividend payments, with consideration 
for business performance, dividend payout ratio, and 
other relevant factors. At the same time, we support 
future business development by applying retained 
earnings to enhancement of our financial constitution 
and strengthening of our management base. We allocate 
retained earnings primarily to fund investments in research 
and development of new products and technologies, 
capital investment in the development of new businesses, 
and strategic alliances and M&As.

We believe that these types of investments help build 
corporate value in the medium and long term, and 
ultimately help us return profits to shareholders.

DNP values taiwa (dialogue) with all of our various 
stakeholders. In order to stimulate livelier taiwa through 
which we can discover and resolve new issues, we 
disclose appropriate information in a timely fashion and 
work hard to achieve accountability. 

Furthermore, we view corporate governance as an 
important management responsibility. We intend to build, 
operate and maintain proper monitoring systems that 
adequately support accurate, appropriate, and quick 
decision-making and business execution.

In order to earn the trust of our shareholders and all 
other stakeholders, the management of DNP will continue 
to increase DNP’s corporate value through our business 
activities. We look forward to your continued support and 
cooperation.


