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Abstract. Non-contact economy is an important branch of the digital 
economy, with the rapid development of unmanned retail and other formats. 
However, there is a gap in the research of self-service photography 
segmentation in domestic shopping malls. This study has both theoretical 
and practical value. This paper takes the head brand just.foto as a case, uses 
case analysis and SWOT analysis to explore the feasibility of its business 
model development and puts forward optimization suggestions. The study 
found that just.foto has the advantages of technology, brand and channel, 
and meets the consumer demand in the post epidemic era. At the same time, 
it faces problems such as lagging technology iteration, weak online 
operation and fierce market competition. Its development is also restricted 
by factors such as unstable passenger flow and privacy protection risk. The 
research shows that as a typical format of the non-contact economy, self-
service photography has significant development potential. Enterprises need 
to make breakthroughs in technology upgrading, diversified operation, 
customer expansion, risk prevention and control, and the development of the 
non-contact economy needs to rely on technological innovation and policy 
support to achieve long-term development. 

1 Introduction 
The non-contact economy relies on information technology to achieve "zero contact", which 
is an important branch of the digital economy under the background of the epidemic. The rise 
of unmanned retail and self-service is promoting the change of consumption patterns. The 
global non-contact economic development is irreversible. The compound growth rate of 
China's unmanned economy in 2019-2024 will exceed 25%, and the market size will exceed 
500 billion yuan in 2024; the scale of contactless payment will exceed 800 trillion yuan in 
the same year, and the cashless rate of first-tier cities will exceed 85%. 

In the contactless economic business model, Amazon's unmanned supermarket improves 
operational efficiency with intelligent technology [1]. The self-service photo booth integrates 
automatic equipment and IP co-branding, which meets the needs of young people and has 
become a popular support in shopping malls. The global self-service photography market 
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exceeds 100 billion yuan, and the domestic JUST.FOTO has more than 2,000 devices and 
more than 10 million users, but there is a pain point of homogenization in the industry [2, 3].  

Existing research shows that unmanned retail can save manpower and improve efficiency, 
but there is a gap in the subdivision of self-service photography in Chinese shopping malls. 
Relevant studies on the contactless economy lack specific case analysis, so this article focuses 
on the case of JUST.FOTO, studies its development and operation, analyzes the 
characteristics and feasibility of the business model, and fills the academic gap. Relevant 
studies on human behavior in urban photography services have shown that users tend to use 
self-service photography services to record daily life and social interactions, which also 
verifies the market demand for self-service photo booths [4]. 

Against this background, self-service photo booth has attracted attention as a typical 
unmanned retail model: it combines automatic cameras, printers and IP co-branded elements 
to provide young consumers with a new interactive experience. As reported, the self-service 
photography industry has revived in shopping malls and achieved considerable market 
benefits, and some small-scale selfie shops even have high profit margins [2, 3]. Existing 
research shows that unmanned retail and automation technology can save manpower costs 
and improve efficiency, but there is still an in-depth analysis of the subdivision of self-service 
photography in Chinese shopping malls [1]. This article focuses on the case of JUST.FOTO, 
aiming to fill this gap in academic research by studying its development and operation, 
analyzing the characteristics of the model of self-service photography in shopping malls and 
its feasibility. 

2 Case introduction 
JUST.FOTO is a leading self-service selfie brand in shopping malls in China. It currently has 
about 2,000 devices, covering more than 1,600 offline places. Consumers can scan the code 
at the selfie booth in the mall to choose the IP-themed photo frame. After taking self-service 
photos, they can pay and print photos by scanning the code. No manual service is required 
for the whole process. In terms of operation mode, the company adopts direct operation and 
franchise at the same time: direct operation is directly placed by the company, and the 
franchisee needs to pay the brand authorization fee and equipment fee in advance, and pay 
about 1,000 yuan management fee and 30% IP co-branded share every month. JUST.FOTO 
actively launched a variety of IP theme templates, including popular games and classic 
animation images. Some co-branded themes cost about 39.9 yuan/time. The average monthly 
income of a single device is about 12,000 yuan, and the return cycle is about 10-12 months 
[3]. In terms of equipment, the selfie booth has a built-in high-definition camera and photo 
printer (estimate), which does not require on-site staff management. In operation, attention 
should be paid to compliance with personal information and copyright protection regulations 
(the specific implementation details are not specified). 

3 SWOT analysis of business model of non-contact economy 

3.1 Strengths analysis 

JUST.FOTO is relatively mature in terms of technology. Consumers can directly enter the 
small studio of the shopping mall for shooting. It is simple and convenient to operate and has 
a high production rate. Merchants and consumers do not need direct contact at all, so they 
can complete the photography service and obtain income. JUST.FOTO brand enjoys a good 
reputation, has won unanimous praise from consumers, and has established a complete 
industrial chain, which can be seen everywhere in shopping malls across the country, forming 
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a chain effect [5]. In addition, JUST.FOTO has a very excellent senior management team 
and natural financing advantages. JUST.FOTO's core management has a profound 
understanding of the production, operation, marketing and brand management of e-
commerce enterprises. At the same time, it has a wide range of financing channel resources, 
which can be financed through diversified means and methods. JUST.FOTO's channel 
advantage is also very obvious. It not only has extensive cooperation with major e-commerce 
platforms at home and abroad, but also has cooperation with many industry organizations 
and business associations. It can establish its own traffic entry related to its main business to 
echo the development and achieve extraordinary results. 

3.2 Weaknesses analysis  

JUST.FOTO's biggest internal disadvantage is that the research and development of new 
intelligent photography technology is lagging behind. Its core technology is the intelligent 
photography production system [6]. Although the technology has a long R&D cycle, good 
production effect and complete industrial chain, it has small room for improvement, slow 
iterative production and single service items. With the development of artificial intelligence, 
mobile camera technology continues to develop and complete, and the development of 
cameras is fast. Cheap, lightweight and compact cameras have come into the view of 
consumers. People's demand for taking photos in the studio has decreased, and they no longer 
need to be bound by the self-service cameras in shopping malls [7]. Their desire to consume 
through this consumption mode has decreased. In addition, JUST.FOTO lacks the Internet 
gene, and its online operation promotion and application are relatively lagging behind. It is 
more limited to offline advertising. Consumers' awareness of this mode of photography is 
limited, and many people do not know this mode of consumption. The target consumers are 
mainly young people who love taking photos and repeat customers who like this mode of 
consumption. The expansion of the consumer group has become a problem, and the overall 
development progress has not reached the expected speed and efficiency. 

3.3 Opportunities analysis  

Since the outbreak of covid-19, more and more young people choose to accept the 
consumption model of the non-contact economy. Efficient and comfortable service is a 
notable feature of non-contact mode, in which customers are served with digital and 
automated machines. Just. FOTO actively implements these core principles. Users freely 
select setting, shoot and print, a process depended on themselves. What drives its popularity 
satisfies privacy, sanity and efficiency under the setting of post-pandemic era. Designed 
consumption process and explored consumption tendency definitely promote its 
marketization process.  

Technology advance contributes to prospect of non-contact model. JUST. FOTO invests 
a large amount of capital to upgrade users’ experience and lower photography thresholds. AI 
guides consumers to pose satisfactorily, give gentle instructions, and beautify photos [8]. 
JUST.FOTO utilizes AR tools to set up various dreamlike scenes, precisely adapting to the 
shooting needs of female consumers, ensuring the diversity and authenticity of photos. 
Moreover, the breakthroughs in social media facilitates the widespread spread of 
JUST.FOTO. The promotion of Tiktok and the combination of AI allow more social media 
users to become familiar with JUST.FOTO. The accuracy of big data and push-back 
marketing advertising increase the company’s sales. 

The prosperity of the non-contact economy is also inseparable from the country’s policy 
layout. Digital consumption is one of the new centers of gravity of current economic 
development, and actively promoting immersive experience consumption and the 
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development of the image and creative industries are current consumer hotspots. In the 
context of the country’s policy guiding current consumers to engage in immersive 
experiences, JUST.FOTO utilizes the development of technology and the expansion of the 
market through cutting-edge business layout to promote the integration of online and offline, 
conforming to the current government’s digital economic development model tendency. 

3.4 Threats analysis   

JUST.FOTO is also facing other threats. JUST.FOTO relies on new technologies such as 
intelligent beauty, facial recognition, and AR real-time rendering to gain consumer favor. 
However, intense market competition leads to intense competition for technology updates 
and iterations, the technology window cycle is constantly shortening, investment amounts 
are constantly increasing, and pressure on JUST.FOTO’s revenue is constantly increasing. 
JUST.FOTO’s offline self-service camera machines face aging problems, and the main 
company needs to face maintenance costs. Moreover, large numbers of users’ use exacerbates 
machine damage, and even customer accidental errors can lead to an increase in machine 
maintenance costs.  

Another disadvantage facing JUST.FOTO is the uncontrollable number of customers. 
JUST.FOTO’s self-service machines are mainly distributed in shopping malls with large 
population flows, subways, and other places with large human traffic, but they have the 
characteristics of population instability. The arrangement of holidays, the low-boom season 
of shopping malls, and the effects of weather will all affect consumers’ consumption 
incentives, which in turn will affect population flows. Instability will lead to the possibility 
of losses [9]. This self-service shooting lacks corresponding services, and customers lack 
corresponding human services, resulting in low customer conversion rates. 

The non-contact economic model is also lowering the market entry threshold. Similar to 
JUST.FOTO’s self-helpless mass flooding in the market has not only stolen JUST.FOTO’s 
users, but is also forcing JUST.FOTO to invest large amounts of funds in price wars. At the 
same time, the non-contact mode is mainly driven by data. Just like other software, 
JUST.FOTO uses self-service photography to record various personal information of 
customers. Attacks from hackers or competitors could expose JUST.FOTO to the leakage of 
customers’ personal privacy, which could lead to a corresponding public relations crisis. As 
a new type of consumption model, this model is concentrated in major first- and second-tier 
cities [10]. A large number of declining markets that have not yet been developed still need 
to be invested with more funds to promote and popularize. 

4 Feasibility analysis and suggestions for future development 
In today's era of AI technology, the business model of non-contact economy has broad 
prospects in general. In order to help enterprises achieve better development, it is necessary 
to clarify the overall development goals and positioning, and realize the dual promotion of 
diversification and specialization. For example, JUST.FOTO needs to explore the application 
and development of intelligent photography technology in the equipment manufacturing and 
sales market and personal consumption market, explore new profit growth points, and 
develop intelligent e-commerce imaging comprehensive services. Let more people know 
about this form of photography, and provide more fancy services. In addition to taking photos, 
explore more forms of consumption in the studio.  

Then, for the business model of non-contact economy, people need to rely on the 
company's advantages in technology, brand, culture, capital and channel, implement 
diversified operation, and reorganize many production enterprises through acquisition, 
merger and acquisition or joint venture mode, so as to realize the company's scale expansion 
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and business growth. The biggest feature of the business model of non-contact economy is 
that consumers do not have direct contact with businesses. The biggest opportunity and 
challenge of this model is this "non-contact". Therefore, in order to achieve better 
development, people need to expand the convenience and smoothness of this model as much 
as possible, avoid the blindness and indirectness of this model, focus on maintaining the 
network aware social terrorist groups such as young people who do not want to deal with 
people, and expand the non-social terrorist groups such as the middle-aged and elderly who 
need companionship and contact with people, and constantly simplify the purchasing 
methods and enrich the purchasing scope and publicity channels [7].  

At the same time, people should pay attention to building the brand image, optimize the 
allocation of resources, and expand the projects with the largest potential market share, the 
highest recognition of existing users, the highest customer conversion rate, repurchase rate 
and customer unit price, so as to concentrate the brand’s advantages and occupy a higher 
market. In addition, in order to enhance the popularity and influence of enterprises, it is also 
necessary to pay attention to stabilizing cash flow and expanding resource cooperation, so as 
to enhance the core competitiveness of enterprises in equipment R&D, upgrading, 
maintenance and maintenance. In short, enhancing the internal advantages of the non-contact 
business model and expanding external publicity are indispensable to realize the connection 
between the upstream and downstream of the industry. 

5 Conclusion  
This paper concentrates on the feasibility of contactless economic business mode. 
Considering JUST.FOTO‘s leading position in the self-helpless market, choosing it as a 
research subject for a revised thesis is appropriate, universal, and representative. Considering 
the current development of electronic technology and the rapid development of the current 
non-contact economy in China, the self-service photography market is a typical case of the 
current market. This article explores the specific status quo, operating models, and problems 
facing the self-service photography market. Research found that in the post-pandemic period, 
rapid technological development and changes in consumer psychology drove the prosperity 
of contactless services to ensure consumers’ privacy and comfort. Self-service photography 
as a representative of a non-contact service market, catering to the personalized consumption 
needs and privacy demands of young people, has enormous market development potential. 

Next, a SWOT analysis was conducted on the development of JUST.FOTO, including 
the strengths, weaknesses, opportunities, and threats that the company faces. JUST.FOTO 
has a prominent position in this market thanks to the development of artificial intelligence 
technology, mature marketing promotion, and a complete industry chain, but also faces the 
disadvantages of internal technology upgrades and the current service’s project-specific 
situation. Government related policy support provides financial support for JUST.FOTO, as 
well as the consumer enthusiasm of young enthusiasts continues to expand demand. However, 
increased market competition, unstable customers, and personal privacy breaches lead to 
external challenges that JUST.FOTO has to face for a long time. 

Especially in the current era of rapidly evolving artificial intelligence, JUST.FOTO is 
now facing unprecedented crises and challenges. In the current situation, the non-contact 
economy will increasingly rely on artificial intelligence. Faced with internal disadvantages 
and external challenges, JUST.FOTO needs to make corresponding breakthroughs from both 
internally and externally to maintain its position as the leader in the market. When 
JUST.FOTO ensures certain profits, it needs to invest more money in maintaining equipment 
and promoting internal technology upgrades and changes. It thinks that current users will 
provide better quality services and ensure that users can get a better consumer experience. At 
the same time, JUST.FOTO also needs to actively expand more users. In particular, the 
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current retirees have sufficient pension funds, they also have time to enjoy life, expand these 
premium consumer markets, and can support the market for JUST.FOTO’s vibrant 
development. More importantly, JUST.FOTO needs to invest more funds in maintaining the 
machines, strengthen data protection, and prevent the leakage of information trusted by 
individual users. In terms of national policy, JUST.FOTO‘s development also depends on 
government policy endorsement. Although the non-contact economy represents China’s 
future economic development direction, orderly development is still one of the keys to 
building the non-contact economy. 

This study is necessary, and this study points out the strengths, weaknesses, opportunities, 
and dangers facing JUST.FOTO, which can provide a certain research reference for 
subsequent researchers. At the same time, this study can also provide a certain reference for 
the operating model of the contactless economy to adapt to future economic development 
models. As future digital technologies and artificial intelligence continue to evolve, the 
contactless economy will make a prominent contribution to the lives of more humans. 
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