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Kuniaki Matsukage 

Note: In this presentation, “FY2007” refers to the year ended March 31, 2007. This applies to the 
fiscal year after “FY2007.”
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Residential Lighting Lighting for Building and Factories

Lighting for Commercial Facilities

LampsLighting Devices Lighting Fixtures

1. Outline of Lighting Business Manufacturing & Sales Products and Markets

Markets

Products

Outdoor Lighting
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Organizational Structure

Eco Solutions Company is in Charge of Lighting Business

Consumer  Business Field
（B to C）

Solutions Business Field
（B to B）

Components & Devices
Business Field

（B to B）

Global Consumer
Marketing Sector

Lighting Business

Global & Group (G&G) Head Office

1. Outline of Lighting Business
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Global Business Operation System

Lighting Business Operations at 5 Prime Locations Worldwide  

Europe

Asia

Japan

AmericasChina

Lighting Device
Business 

Lighting Device,
Lamp and

Lighting Fixture 
Businesses

1. Outline of Lighting Business

Lighting Device,
Lamp and

Lighting Fixture 
Businesses

Lighting Device
Business 

Lighting Device,
Lamp and

Lighting Fixture 
Businesses

（Headquarters）
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Sales Trend1. Outline of Lighting Business

FY2007 FY2008 FY2009 FY2010 FY2011

Yen 
(billions)

420.0 430.0
390.0

340.0 360.0

Lehman's fall

Reduction in capital investments in Japan
Decrease in new housing starts in Japan

Increase of energy saving demands

The amount of the chart is total sales of Lighting Company and PEW’s lighting business (approximate calculation).
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1．Outline of Lighting Business

2．Market Environment of LED Lighting

3．Growth Strategy for LED Lighting Business
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Expanding Efforts for Energy Saving to Prevent Global Warming 

- Ban on Use of Incandescent
Bulbs by 2012

AustraliaAustralia

[The Province of Ontario ]
- Ban on Sale of Incandescent

Bulbs by 2012

Global Energy Saving Initiatives 

- EuP Directive ⇒ ErP Directive

JapanJapan

CanadaCanada

USAUSA

ChinaChinaEUEU

IrelandIreland

UKUK

2. Market Environment of LED Lighting

- Ban on Sale of Incandescent
Bulbs from 2009

- Gradual Ban on Sale of
Incandescent Bulbs by 2011

- Energy-saving and
Environmental Protection
Industry Development Plan 
(Green Lighting Project, etc.)

- Ban on Production and Sale
of Incandescent Bulbs
of 15W and above by 2017

- Enforcement of the Revised
Energy Saving Act 

- Movement to Ban 
Incandescent Bulbs in 2012

- Energy Saving Initiatives by
the Ministerial Council on
Energy (MCE)

- Gradual Ban on Sale of
Incandescent Bulbs by 2010

- Energy Saving Initiatives
by DOE

- Energy Saving Initiatives
by EPA

[The State of New Jersey ]
- Required to Replace

Incandescent  Bulbs with
Fluorescent Bulb-type 
Lamps in Facilities of the
State Government 

[The State of California ]
- Ban on Sale of Incandescent

Bulbs by 2012
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Current Global Lighting Market Size is Approx. 6 Trillion Yen
Expanding Market with LED Lighting as Growth Driver

Global Lighting Market2. Market Environment of LED Lighting

5.8
6.1

6.6

8.6

2.6

1.2
0.80.6

Global Lighting Market and LED Lighting MarketYen 
(trillions)

2010 2011 2012 2015

(Source: Panasonic, as of October 2011, ¥75/US$)

LED Lighting Market

More than Four times
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Japan Goes Ahead with LED Lighting,
China and Europe are Following

Diffusion Rate of LED Lighting2. Market Environment of LED Lighting

100%

50 

(Source: Panasonic, as of October 2011, ¥75/US$)

China

Japan

North America
Other Asian 
Countries

Europe

Diffusion Rate of LED Lighting

2010 2011 2012 2015
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1．Outline of Lighting Business

2．Market Environment of LED Lighting

3．Growth Strategy for LED Lighting Business  
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Basic Business Concept3. Growth Strategy for LED Lighting Business 

Panasonic Aims for Comfortable 
and Eco-friendly LED Lighting  

Comfort (Quality of Light)

Eco (Energy Saving)

Pan
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eo

us
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gy

Panasonic LED
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STANDARD

FUTURE

ADVANCE

Comfortable and Eco-friendly Lighting 

Basic Strategy3. Growth Strategy for LED Lighting Business 

Realizing High Value-added Products Strategy
and High-volume Segments Strategy

LED Strategy Matching to its 
Market Growth

High Value-added 
Products Strategy

High-volume 
Segments Strategy

Rap
id 

Gro
wth

Europe
& US

China
Japan

H
ig

h 
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e-
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Growing 
Period

Maturation 
Period

Introduction 
Period

-Cost Performance

-Wide Range of Product Lineup

-Quality of Light -Control of Light

-Performance -Design
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Comfortable & Eco-friendly Lighting 

Taking Vital Step towards Expanding 
Use of LED Lighting Globally

Accelerating Development of the Alternative technologies

Globally Developing LED Lamp Business

Panasonic’s Strength (1)

3. Growth Strategy for LED Lighting Business 

Continuously Creating
Eco-friendly LED Lamps

Realizing Lighting 
Quality Solutions

Mar. 2011

Oct. 2009

Apr. 2010

Jun. 2010

Nov. 2010

Oct. 2011

The industry’s first
compact bulb-type

The industry’s
lightest weight
compact bulb-type

The industry’s first 
inclined mounting-type
compact bulb-type 
inclined mounting  

The industry’s leading 
brightness and 
energy saving
general bulb-type

The industry’s 
leading light 
distribution angle
omnidirectional
light distribution
general bulb-type

Clear bulb

Mar. 2011

Note: The industry’s first, the industry’s leading and the industry’s lightest weight are as of the date which the news
release were issued by Panasonic.

Compact 
reflex bulb

Ball bulb

The Industry’s first
compact bulb-type 
for lighting fixture that is
available for installation 
of thermal insulation
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（LDAHV4L27CG）

LED Clear Type Bulb
- Nostalgic Beautiful Light and Energy Saving -

Selected as a Grand Award Candidate
for Good Design Award 2011 in Japan

LED Clear Type Bulb

3. Growth Strategy for LED Lighting Business 

Panasonic’s Strength (2)

Setting
Module 
in Center

Comprehensive Solutions
for Store

Comprehensive Solutions
for Home

LED bulb
clear type

LED bulb 
ball type

LED bulb
descent 
direction typeLED bulb E17

high flux type

LED bulb
60W

LED bulb E17
inclined
mounting
thermal
insulation type

LED bulb E17
high flux type

LED halogen bulb

Comfortable & Eco-friendly Lighting 
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Pursuing “Quality of Light” and “Control of Light”
as well as Energy Saving for Lighting Fixtures 

Sensation-of-Room-Brightness Index "Feu".

Designing
Comfortable and Eco-friendly

Spaces

3. Growth Strategy for LED Lighting Business 

Panasonic’s Strength (3)

Developing LED Lighting Fixtures that are comfortable 
and eco-friendly by leveraging competitive edge 
including LED technology and lighting software 
technology 

Switching 
light modulation

/color control/
light distribution

Pursuing quality of light

Providing a visual 
environment 
equivalent to

fluorescent lamps

Streets at night 
look brighter

Synchronizing
brightness and lighting color

Favorable skin color 
with high color 

rendering

Straight Tube-type 
LED Lamps

LED Ceiling Light

“One-core”
(using integrated

LED device)

“Akarumina”
LED security light

Synchronized 
color control

Favorable color

Comfortable & Eco-friendly Lighting 
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Universal
Downlight

Product LineupKey Technology

Main product features

Downlight

Favorable Color 
LED Lighting Fixture

Existing 
Lighting Fixture

Favorable Color LED Lighting Fixtures 
-Expressing Skin Tone Favorably

and Reproducing Color of Objects Naturally-
Target Markets
Expanding into 
Lighting Markets

for Stores
Clothing

Stores
Jewelry 
Stores

Department 
Stores

- Panasonic’s One-of-a-kind
Evaluation Index of 
Desirability of Skin Color

Cosmetics
Stores

Scheduled to 
be Released
Next Spring

3. Growth Strategy for LED Lighting Business Comfortable & Eco-friendly Lighting 

Panasonic’s Strength (3)
Example

- Advanced Technology
That Controls Specific
Light Wavelengths 

- Realizing High Color Rendering
(Ra95) while  Expressing
Skin Tone More Favorably

- LED Lighting Fixture
Enhancing the Value of Commercial 
Facilities and Stores

Sp
ec

tr
al

 P
ow

er

*The diagram below indicates just an image of spectrums.

Spectrum of
Existing Lighting
Fixture

Spectrum of
Favorable Color
LED Lighting Fixtures 

Short Wavelength Long Wavelength 

nm
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Feu 9.5

290 lx420 lx

Feu 12.5

“Feu” is a concrete numerical index for illumination design 
indicating the Sensation-of-Room-Brightness, which had been 

assessed qualitatively by human sense.
High-quality and energy-saving space design 

could be realized by using “Feu”.

Which Space Looks Brighter?

Sensation-of-Room-Brightness Index "Feu".

3. Growth Strategy for LED Lighting Business Comfortable & Eco-friendly Lighting 

Panasonic’s Strength (3)
Example

General Downlights
(installed in the center)

Wall Washer Downlights
(installed on the periphery)

power consumption 210W power consumption 190W

- Reducing 10%
of Power 
Consumption

- Improving “Feu”
- Decreasing

Number of lamps 
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Real CG

Feu 10 Feu 6

Feu

LSR

Luminous Planner

Lighting Space 
Simulation Technology

Verification-of-Room-
Brightness Index 

Major Lighting 
Space Design

Soft Technologies

3F Departure Lobby

3F Departure Concourse 

Basic Concept Basic Design After Construction

(The International Terminal Building of  New Chitose Airport in Japan)

Offering Full Range of Solutions to Support
Projects including Basic Concept, Basic Design 
and Maintenance.

3. Growth Strategy for LED Lighting Business Comfortable & Eco-friendly Lighting 

Verification Technology
for Space Brightness

(3D)

Verification Technology
for Space Brightness

(2D)

(Photographed Image)(“Real CG” Image)(Rough Sketch)
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Combined Value Linking Value Value Chain Business
Creating Business Models

for Comprehensive Solutions
Strengthening
Comfortable 
and Eco-friendly 
Product Lineup

Using Technologies of 
Light Modulation, Sensor Control
and Lighting Space Design

Leveraging Management
Resources including 
Group-wide Infrastructures 

Panasonic’s Strength

Areas of Differential Advantage
for LED Lighting Business

Individual Products Solutions

Panasonic to Show the Strength in Lighting Space Design
Offering Solutions for LED Lighting Worldwide

3. Growth Strategy for LED Lighting Business Comfortable & Eco-friendly Lighting 

Entire Home

Entire Store

Entire Building

Entire Facility

Entire TownDevices Lamps/
Lighting Fixtures

Lighting 
Control

Lighting Space 
Design
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(Example) Component Drawing
of LED Downlight

(2) LED Module

(3) Case (Light Reflector)

(4) Lens 

(5) Frame

(1) Body of Lighting Fixture
(Heat Dissipation Fin )
/ Power Supply Device

Lighting Devices：Component Parts 

LE
D

 U
ni

t

3. Growth Strategy for LED Lighting Business Manufacturing Capability
Supporting Growth Strategy



12

23

Copyright © 2011 Panasonic Corporation All Rights Reserved.

Standardizing Devices

Manufacturing Capability
Supporting Growth Strategy

Sharing Information on Planning 
and Development of Products

Shared Information 
Systems

Enhancing Standardization of Devices Globally for 
Creating Wide Range of Products

Sharing Information on
Design of Devices 

Global Concurrent Development of 
Devices by Sharing Information 

Japan

Europe Americas

Asia China

● ● ●

● ● ●

● ● ●

● ● ●

● ● ● ● ● ● ●

3. Growth Strategy for LED Lighting Business 

Packages

Circuit Boards

Lenses

Power Supplies

LED Lamps &
LED Lighting 

Fixtures

Creating a Wide Range of Products by 
Standardization of Devices and More

Possible Combinations

24
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Maximizing Synergies of Manufacturing Capability 
Supporting Growth Strategy

Standardizing Devices

Panasonic's Proprietary
Accelerated Life Test Methods＋

Enhancing Flexibility in 
Combination of Devices 
Accelerating the Speed of 
Development and Manufacturing
(2.5 Times Faster)
Reducing Procurement Cost
by 50%

Launching a Wide Variety of Competitive Products Ahead of Competitors 

Maximizing Synergies

Sharing Information on Planning and 
Development of Products

Developing Devices 
Concurrently and Globally

Especially, Accelerating Global Development of 
High-volume Segment Products   

3. Growth Strategy for LED Lighting Business 

Shortening LED Evaluation 
Periods by 75%

Manufacturing Capability
Supporting Growth Strategy
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5, 600 
items

FY2013 FY2016FY2012

Realizing Wide Range of Product Lineup 
Based on Panasonic's Strengths of

Manufacturing Capability 

2,000
items

3, 300 
items

30
items

70
items

400 
items

3. Growth Strategy for LED Lighting Business 

LED Lighting Fixtures for Domestic Market LED Lamps for Domestic Market
Accelerating Replacement of Incandescent lamps

by Enhancing Product Lineup 
Striving for the No.1 Domestic Market Position

with Most Extensive Product Lineup

FY2013 FY2016FY2012

Manufacturing Capability
Supporting Growth Strategy
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JapanJapan ChinaChina AsiaAsia EuropeEurope AmericasAmericas

Lamps

Devices

Lighting
Fixtures

Focusing on Global Market with Strategic Allocation of 
Management Resources

3. Growth Strategy for LED Lighting Business Global Strategy

B
as

ic
 S

tr
at

eg
y

St
ra

te
gy

 b
y 

Pr
od

uc
ts

Full Lineup Strategy

・Realizing a Wide
Range of Lineup

Expanding BtoC
Business as well as
Continuously 
Developing the
Government 
Project

・Strengthening
Panasonic Brand
through the 
Government Project  

Introduction of
Energy Saving 
Bulb-type 
Fluorescent Lamp
Business prior to 
LED Lighting 

・Expanding LED    
Lighting Product
Lineup by Using
Sales Channels

Fully Utilizing the
Strength of “VS” *1

Fully Utilizing the
Strength of “ULT” *2

・Strengthening Sales
of Devices for
Lighting  Fixture 
Manufacturers

Promoting R&D 
of Devices (Japan, China and Asia: In-house Use)

Enhancing the Sales of LED Units
for Lighting Fixture Manufactures
in Europe and US

Accelerating Product  Development  for Consumers in Each Region

Focusing on China 
and Asia including Japan

・Strengthening Sales
of Devices for
Lighting  Fixture 
Manufacturers

*1：Panasonic Electric Works Vossloh-Schwabe GmbH 
*2：Universal Lighting Technologies, Inc.



14

27

Copyright © 2011 Panasonic Corporation All Rights Reserved.

Europe

Regional Sales Targets

China

Japan
3.5

13.5

FY2011 FY2016

Asia

0.2

15.5

0.0

7.0

160.0

28.6

Americas

0.0

4.0

3. Growth Strategy for LED Lighting Business 

The amount of this chart is the total sales of Lighting Company and PEW’s lighting business (approximate calculation).

FY2011 FY2016 FY2011 FY2016

FY2011 FY2016 FY2011 FY2016

(Yen:billions)

Striving to Achieve Regional Sales Targets in FY 2016
by Providing Solutions for LED Lighting

28
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Global Sales Target

32.3

200.0

40.0

160.0

28.6 Domestic

3.7 Overseas

3. Growth Strategy for LED Lighting Business 

Targeting for 200 Billion Yen in Sales and 
LED Proportion 50% in FY2016

Yen 
(billions)

FY2013 FY2016FY2011 FY2012
The amount of this chart is the total sales of Lighting Company and PEW’s lighting business (approximate calculation).

Domestic

Overseas

More than Six Times Increase 
in Five Years
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Disclaimer Regarding Forward-Looking Statements

This presentation includes forward-looking statements (within the meaning of Section 27A of the U.S. Securities Act of 1933 and Section 21E 
of the U.S. Securities Exchange Act of 1934) about Panasonic and its Group companies (the Panasonic Group). To the extent that statements 
in this presentation do not relate to historical or current facts, they constitute forward-looking statements. These forward-looking statements are 
based on the current assumptions and beliefs of the Panasonic Group in light of the information currently available to it, and involve known and 
unknown risks, uncertainties and other factors. Such risks, uncertainties and other factors may cause the Panasonic Group's actual results, 
performance, achievements or financial position to be materially different from any future results, performance, achievements or financial 
position expressed or implied by these forward-looking statements. Panasonic undertakes no obligation to publicly update any forward-looking 
statements after the date of this presentation. Investors are advised to consult any further disclosures by  Panasonic in its subsequent filings 
with the U.S. Securities and Exchange Commission pursuant to the U.S. Securities Exchange Act of 1934 and its other filings.

The risks, uncertainties and other factors referred to above include, but are not limited to, economic conditions, particularly consumer 
spending and corporate capital expenditures in the United States, Europe, Japan, China, and other Asian countries; volatility in demand for 
electronic equipment and components from business and industrial customers, as well as consumers in many product and geographical 
markets; currency rate fluctuations, notably between the yen, the U.S. dollar, the euro, the Chinese yuan, Asian currencies and other currencies 
in which the Panasonic Group operates businesses, or in which assets and liabilities of the Panasonic Group are denominated; the possibility of 
the Panasonic Group incurring additional costs of raising funds, because of changes in the fund raising environment; the ability of the 
Panasonic Group to respond to rapid technological changes and changing consumer preferences with timely and cost-effective introductions of 
new products in markets that are highly competitive in terms of both price and technology; the possibility of not achieving expected results on 
the alliances or mergers and acquisitions including the business reorganization after the acquisition of all shares of Panasonic Electric Works 
Co., Ltd. and SANYO Electric Co., Ltd.; the ability of the Panasonic Group to achieve its business objectives through joint ventures and other 
collaborative agreements with other companies; the ability of the Panasonic Group to maintain competitive strength in many product and 
geographical areas; the possibility of incurring expenses resulting from any defects in products or services of the Panasonic Group; the 
possibility that the Panasonic Group may face intellectual property infringement claims by third parties; current and potential, direct and indirect 
restrictions imposed by other countries over trade, manufacturing, labor and operations; fluctuations in market prices of securities and other 
assets in which the Panasonic Group has holdings or changes in valuation of long-lived assets, including property, plant and equipment and 
goodwill, deferred tax assets and uncertain tax positions; future changes or revisions to accounting policies or accounting rules; natural 
disasters including earthquakes, prevalence of infectious diseases throughout the world and other events that may negatively impact business 
activities of the Panasonic Group；as well as direct or indirect adverse effects of the Great East Japan Earthquake on the Panasonic Group in 
terms of, among others, component procurement, manufacturing, distribution,  economic conditions in Japan including consumer spending and 
sales activities overseas, and direct or indirect adverse effects of the flooding in Thailand on the Panasonic Group in terms of, among others, 
component procurement and manufacturing. The factors listed above are not all-inclusive and further information is contained in Panasonic‘s 
latest annual reports, Form 20-F, and any other reports and documents which are on file with the U.S. Securities and Exchange Commission.

In order to be consistent with generally accepted financial reporting practices in Japan, operating profit (loss) is presented in accordance with 
generally accepted accounting principles in Japan. The company believes that this is useful to investors in comparing the company's financial 
results with those of other Japanese companies. Under United States generally accepted accounting principles, expenses associated with the 
implementation of early retirement programs at certain domestic and overseas companies, and impairment losses on long-lived assets are 
usually included as part of operating profit (loss) in the statement of income.


