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Regional HQ
Factories
R&D Centres

Canon Global Group

Canon: 110,000 people working in more than 200 
countries



Overall ranking: 35

154th : Sales Revenue
96th : Profit
“All Star” Lists: 30

Canon Inc. President & CEO 
Fujio Mitarai: 10th Most Respected Leader
Most Respected Company: 25

World’s Most Admired Companies 2005

World’s Best Global Brands

World’s Most Respected Companies Business Leaders

Canon Global Rankings



Canon Corporate Philosophy
⎯ Kyosei – ‘living and working together 

for the common good’

⎯ San-Ji Spirit – ‘3 Selfs’
− Self Motivation
− Self Management
− Self Awareness



Fact:
32% of all Documents are 

not available if needed

Fact:
Employees may spend up to 8 hours per 
week searching and collecting documents

2003 Change Focus
“To establish Canon as the recognised 

number 1 world class provider of 
innovative print and document solutions”



Our key Change Objectives during 2003 
– 2005 were:-

Develop our solutions business capabilities

Strengthen our financial structure with economies of 
scale

Transform Canon Europe into a World Class Pan 
European Organisation

Ensure competent and committed employees



Cultural Implications

⎯ To measure how our people felt working for 
Canon during the change 
[would they tell me?]

⎯ To take actions to improve the culture and spirit 
within Canon, during the changes 
[can I impact this?]



Difference vs. European Average (2002)
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Employee Commitment 
Survey Campaign Structure

Internal Communications Plan

You Can Magazine Intranet Email/Viral/Poster

•Announcement 
to Results and 
Actions

•Featured in 
Sept, Nov and 
Jan

•Information & 
Link to survey 
site

•Linked to viral 
marketing & 
emails

•Live August 1

•Series of Corp 
announcements 
and Employee 
News

•Posters in 
offices

•Viral marketing

•Go live August





Response Rates Country

Final
Response
Rate 2003

Final
Response
Rate 2004

Belgium 92% 100%

CEL 71% 100%
CME N/A 100%
Austria 73% 99%
Sweden 83% 96%

Switzerland 76% 94%

Norway 86% 92%

CEE N/ A 90%

Finland 77% 89%

Denmark 70% 88%

CNE N/ A 85%

Germany 65% 83%

Netherlands 78% 82%

Italy 68% 81%

France 74% 80%

CENV 64% 78%

UK/ Ireland N/ A 74%

Spain 62% 67%

Total Canon 73% 87%



CommitmentCommitment Index 2003Index 2003

81.80 %76.50 %65.90 %77.80 %Recommend Canon as a good place 
to work

90.90 %94.10 %85.40 %92.6 %Commitment in achieving the goals of 
Canon

72.70 %88.20 %75.60 %81.50 %Not considering leaving Canon

100 %94.10 %90.20 %88.90 %Pride to be associated with Canon

90.90 %70.60 %58.50 %66.70 %Fit well in the culture of Canon

100 %76.50 %61.00 %77.80 %Satisfied with Canon as an employer

89 %83 %73 %81 %Total Commitment

Channel 
Operations

S&SMarketingSBD



Canon France - CBC Alsace Lorraine

Country / Region as Benchmark

Deviation 5

Click on category to go to underlying questions

CBS
Europe
2005

CBS
France
2005

CBS
France
2004

Total
CBCs/Fac

Similé
France
2005

Total
CBCs/Fac

Similé
France
2004

CBC AL
2005

Channel
SBCs

Nber of respondents 5,530 1,128 1,022 355 279 63 6
Commitment Index 76.90% 71% 69% 79% 75% 82% 78%

Customer Focus 70.40% 65% 62% 70% 67% 75% 57%
Involvement 64.70% 56% 55% 64% 61% 66% 58%

Job Satisfaction 64.30% 49% 45% 51% 52% 61% 54%
Leadership 47.57% 44% 39% 53% 48% 52% 33%

Management 66.80% 56% 51% 66% 59% 74% 72%
Reward 41.80% 42% 39% 60% 52% 60% 56%

Working Relationships 56.00% 42% 39% 49% 43% 52% 50%
Employee Development 55.60% 49% 45% 55% 48% 60% 60%

Organisation Structure and Efficiency 54.30% 44% 40% 53% 50% 51% 39%

Commitment Index ▲ 76.90% 71% 69% 79% 75% 82% 78%
I am personally committed to achieving the goals of Canon 90.70% 90% 92% 94% 93% 92% 100%

I would recommend Canon as a good place to work 73.90% 69% 64% 79% 74% 79% 67%
I am proud to be associated with Canon 85.30% 78% 79% 87% 85% 91% 83%

I fit well into the culture of Canon 77.50% 65% 64% 80% 73% 76% 83%
Are you seriously considering leaving Canon (no) 64.60% 60% 58% 63% 60% 75% 67%

How satisfied are you with Canon as an employer (satisfied) 69.60% 61% 55% 68% 63% 76% 67%

Customer Focus ▲ 70.40% 65% 62% 70% 67% 75% 57%
Canon is highly regarded by its customers 85.50% 85% 86% 90% 92% 97% 83%

Above Benchmark

Just below  Benchmark

Far below  Benchmark

Above Benchmark

Just below  Benchmark

Far below  Benchmark

Above Benchmark

Just below  Benchmark

Far below  Benchmark



Remember, at times you may need to 
backtrack to solve the problem

The Process
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Analyse the data                     

Define the problem areas     

Prioritise important areas     

Means of communication    

Create solutions                      

Draw up the plan                    

Communicate plans              

Implement plans                    

Test plans                                

Now, what else?                     



Recap on Actions



Change since 2003

Shaded bar = statistically significant difference

Diff vs. Canon Europe 2003
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Commitment Index

Customer Focus
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Post Service Visit Survey –
Customers tell us what they think 
about Canon.



Employee Commitment (ECI)
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A large and growing business
⎯ Canon Inc. results showed year-on-year growth 

of 8.3% in 2005 with net sales of ¥3,754 trillion 
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Conclusions

⎯ Introduced a tool & process for 
measuring our culture during 
change

⎯ Shown that culture can be 
developed year on year

⎯ Culture is linked to business 
performance






