Envisioning a world no one has ever seen

“Necessity is not the mother of invention, invention is the mother of necessity.”

These are the words of one of Casio’s founders.

The people who created Casio were determined to “invent necessity”—to create products
that met latent needs with groundbreaking capabilities no one had ever seen before.
Ever since, Casio has been doing just that, bringing new discovery and delight to people
around the world. This is Casio’s way of building an even more prosperous, richly

rewarding world.




Message from the management

Continuing to deliver new possibilities with
products that surpass expectations

We believe that people have limitless potential, thinking and engaging in highly intellectual and
creative activities based on knowledge gained by observing, sensing, and learning. Through this

process, humanity has kept exploring new fields and areas of science and culture, making progress

in leaps and bounds.

Inventions such as calculators, watches, electronic musical instruments, electronic dictionaries, and

digital cameras have made it easy for anyone to use information such as numbers, time, music, and

CORTIENES Policy language in everyday life. At Casio, we see it as our mission to invent new products that support
EASI® human intellectual and creative activities, which will, in turn, drive social progress around the world.
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S AT IR G BT N # why we value out-of-the-box creativity above all in our product development, or what we call going
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Uy PRODUCTS How Casio creates value We try to invent products that bring all new joys to users—delights that they have never
09 EDUCATION experienced before. Our expectation is that each Casio product should open up a whole new world
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CASIO In short, we are determined to keep providing the kind of products that only Casio can create—
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Why Casio matters Fields where Casio provides value
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Humans have unlimited potential. By applying the abilities of =~ efficiency

the human mind, anyone can create new value and contribute to 2

social progress.

The value that Casio provides lies in creating new possibilities for

people, not only in their personal lives, but also on the frontlines of Empowering people to

express their thoughts

business. Casio accomplishes this by providing original products

and services which support intellectual creativity in diverse fields.

CULTURE
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