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(Correction) Notice Regarding Partial Corrections to Results Briefing Report for March 2022

TOKYO, May 25, 2022 — Casio Computer Co., Ltd. announced today that it has made the following corrections to “Results
Briefing Report for March 2022” released on May 12, 2022 due to some errors in the contents. We apologize for any

inconvenience caused. Please refer to the next page, and the area squared are the corrected areas.



(Corrected areas)
Timepiece Segment (P.17)
Online/offline sales results (bar graphs)
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