
Q&A Summary from First Quarter Results Briefing for the Fiscal Year Ending March 31, 2027 

 

Date and time: Friday, July 31, 2026, 17:30 to 18:30 

 
Q: What factors are behind the significant increase in sales in the Timepiece Business? 
A: We developed strategies in accordance with respective product and regional 
characteristics and profit structures, focusing on expanding sales volume for CASIO 
WATCH and improving the profit margin for G-SHOCK. For CASIO WATCH, we have been 
expanding our lineup of high-price range products and promoting pricing optimization, in 
addition to strengthening marketing even in regions where sales have yet to start. For G-
SHOCK, we have concentrated sales promotion activities on iconic models and expanded 
our lineup of entry-line products and medium-price range metal models. As a result, both 
G-SHOCK and CASIO WATCH recorded double-digit growth. 
 
 
Q: What is the outlook for the Timepiece Business? 
A: In the first quarter, sales grew in regions worldwide for both CASIO WATCH and G-
SHOCK. Sell-through was also strong, and there was no buildup of distribution inventory. 
We are also taking measures to ensure sufficient product inventory to meet demand. 
Having reviewed the outlook for the second quarter in light of first quarter results, we 
have upwardly revised our forecast for the first half of the fiscal year. Our next focus is 
to ensure that we meet our forecast for the first half of the fiscal year. With regard to the 
second half of the fiscal year, we will review our forecast in light of the demand trends 
and sales apparent at the end of the first half of the year and then reflect these in our 
full-year forecasts. 
 
 
Q: What are the factors behind the growth in North America and Europe? 
A: In North America, a shift in demand away from smartwatches, driven by the nuisance 
of charging them and dealing with notifications, has provided a tailwind for watch sales. 
In Europe, in addition to working early on to increase CASIO WATCH sales, we are 
currently expanding our lineup of high-price range products and promoting pricing 
optimization. The increase in average unit price brought about by these measures has 
contributed to sales growth. Going forward, we will continue to aim for growth by 



developing measures based on market characteristics in each region. 
 
 
Q: Can the electronic musical instruments business become profitable? 
A: While the market environment is challenging, our policy remains unchanged. We will 
continue to promote structural reform and launch new products with the aim of achieving 
profitability as quickly as possible.  
 
 
Q: What is your policy on shareholder returns? 
A: In terms of shareholder returns, during the three-year Medium-Term Management Plan 
period, we will prioritize both performance-linked dividends and stable dividends, using 
a dividend payout ratio of 60% and a DOE level of 5% as benchmarks. We will then 
consider share repurchases in light of business performance, financial condition, and 
necessary growth investments. 


