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About AVI
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Asset Value Investors Limited (AVI)

— London-based Investment management company established in 1985

— Managing client funds and investing in global equities for over 40 years

— Accepted the Principles for Responsible Institutional Investors (Japanese 
version of the Stewardship Code), and is committed to constructive “purposeful 
dialogue” (engagement) to enhance corporate value and sustainable growth

Experience in Japan

— Active in Japan for about 40 years with Y120bn1 invested in Japanese equities

— Mostly private engagement with companies that are under-researched and 
undervalued 

— Long-term investment horizon

Flagship Investment Vehicles

— AVI Global Trust plc (total assets: Y240bn1)

— AVI Japan Opportunity Trust plc (total assets: Y50bn1)

— Both are public companies listed on the London Stock Exchange’s main market. 
Closed-end investment trusts allowing for a long-term investment policy based 
on stable capital

Source: as of 30th April 2025



# Shareholders

Ownership

(%)

Market value

(JPY bn)

No. of shares 

(mm)

1 Asset Value Investors Ltd. 10.0% 7.6                       14                        

2 Nikko Asset Management Co., Ltd. 6.5% 5.0                       9                          

3 Samsung Electronics Co Ltd 6.0% 4.6                       8                          

4 Baill ie Gifford & Co. 4.7% 3.6                       7                          

5 Invesco Asset Management (Japan) Ltd. 4.2% 3.2                       6                          

6 Nomura Asset Management Co., Ltd. 3.8% 2.9                       5                          

7 The Vanguard Group, Inc. 3.6% 2.7                       5                          

8 Sumitomo Mitsui Trust Asset Management 3.0% 2.3                       4                          

9 Masahiko Yamada 2.7% 2.1                       4                          

10 Wilnau Co. 2.2% 1.7                       3                          

11 Saudi Arabian Monetary Agency 1.8% 1.4                       3                          

12 BlackRock Fund Advisors 1.4% 1.1                       2                          

13 Daiwa Asset Management Co. Ltd. 1.4% 1.1                       2                          

14 Norges Bank Investment Management 1.1% 0.8                       2                          

15 SBI Asset Management 1.1% 0.8                       2                          

3
Note 1: As of 6th May 2025
Source: Wacom Co., Ltd. annual securities reports, large ownership reports, and other publicly available materials

Wacom Shareholder Register

AVI is currently the largest shareholder of Wacom.
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Wacom has two main business pillars: the technology solutions business and the branded business, both of which are based 
around digital pen technology.

About Wacom: A Company Built on Two Business Pillars

28.5%

71.5%

Branded BusinessTechnology Solution
Business

Supplier of stylus, 
controller IC and pen 

protocols
(e.g., Samsung
Galaxy S-Pen)

31.9%

39.7%

4.6%

6.2%

8.7%

9.1%

Japan

Asia/
Oceania

Europe

U.S.

Revenue mix by segment, FY2024/3 Revenue mix details and growth rate, FY2024/3

CAGR1

Technology
Solution
Business

Branded
Business

8.7%

19.7%

-3.0%

-10.0%

-3.1%

-6.0%

(Others)

Samsung

Note 1: Average annual growth rate from the fiscal year ending March 2019 to the fiscal year ending March 2024
Source: Wacom Annual Securities Report, Financial Statements, and other published materials
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Note 1: Average annual growth rate from the fiscal year ending March 2007 to the fiscal year ending March 2024

Source: Wacom publicised materials, AVI research

Wacom has overcome various business challenges, achieving double-digit average annual growth.

Wacom’s Historic 10% Annual Growth Rate

13

119

10.0%

(Japan breakdown n/a)

7
3

7
10 10
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10 10 10
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8

5
-2

44 5 6
12 12
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Technology Solution Business

Japan

Asia ex-Japan, Oceania and others

U.S.

Europe

Revenue
(JPY bn)

EBIT
Margin %

CEO

FY2001/3

Yoji Eto

Yoshimi Ogawa

Masahiko Yamada

Nobutaka Ide (April 2018~)

…

17.9%

-0.5%

7.2%

1.0%

2.8%

xx% : CAGR1

FY2024/3

IPO (2003)

Founding 
member

Global expansion
(US, Europe, Asia）

Development of Technology Solution Business

Impairment of global IT 
infrastructure system

Demand increase at COVID-19
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Note 1: According to Wacom's business introduction materials (January 2023), it is stated that ‘Disney created “Beauty and the Beast (1990)” using our pen tablets.”

Sources: Wacom financial results presentation materials, companies' product websites; Making Frozen 2 Official Trailer (https://www.facebook.com/watch/?v=581030175944991); Pixar ’Go Behind the Scenes of Kitbull 

(2019)’ (https://www.youtube.com/watch?v=I6AMdsH0-uo); Wacom into the Spider-Verse (https://www.youtube. com/watch?v=fol6jq2KOsc), Wacom Case Studies and Product Reviews

Revenue by segment, JPY bn Major B2B clients, examples

Wacom's products and solutions are appreciated by clients and end users around the world in diverse applications.

Wacom Products Used Across the World

34

85

FY2024/3

Branded Business

Technology
Solution
Business

119

1



7

Note 1: For applications where the applicant is ‘Wacom Co Ltd’.

Note 2: As of April 2025.

Sources: World Intellectual Property Organization, Wacom e-store website, Brad Colbow ‘Wacom Movink 13 Review’ (https://www.youtube.com/watch?v=Y3ASJNcFinI).

No. of patents, as of Aug 2024 Product development, “Wacom Movink 13” released in 2024

“This device is really blazing its own path: it’s 
insanely light, it’s really portable and you are 
still getting Wacom’s best feature which is 
their Pro Pen 3. To sum it all up, I really like 
this.”

“This to me feels like Wacom’s Goldilocks 
product. You can get Wacom’s pen experience 
at a lower price plus you’re getting the added 
features of portability. It feels like a fantastic 
direction for them to be heading in.”

- Product reviews by YouTuber with 890K subscribers2

Wacom's recent product innovations, driven by strong technological capabilities and a deep understanding of customer needs, have 
successfully captured the hearts and minds of end-users.

Product Innovation Backed by Technological Excellence

727
493

378

1,038

446

423

84

Wacom1 XP-PEN HUION

3,096

520

135

Others

South Korea

Europe

US

China

Japan
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Note 1: Technology solutions business

Note 2: FY03/11 - FY03/14 refers to sales in the component business.

Source: Wacom disclosure documents, Connected Inc. Tokyo 2023

TS1 Business’ client voices

2011/3 2024/3

6
12

31

39

30 28 27
34

44 46
52

56

72

85

CAGR: +22.4%

AES, others

Samsung

TS1 Business revenue, JPY bn2

Lenovo Japan
Operating Officer/
Senior Executive

When we launched the world's first foldable PC in 2020, 
we were able to realise pen support on a foldable display 
through joint development with Wacom from an early 
stage. We believe this was made possible thanks to 
Wacom's technological expertise.

Samsung Electric
Group Head of
Technological

Strategy

The Galaxy Note series marked the start of our 13-year 
partnership with Wacom. We searched far and wide for 
the best technology, and Wacom's innovative pen 
technology was unique in meeting our standards for 
uncompromising quality.

In the Technology Solutions Business, clients are also leveraging Wacom's accumulated product technological expertise to drive 
market development.

Long-Term Trust from B2B Clients
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Note 1: Company disclosure “Revision of Consolidated Financial Forecasts, Posting of Extraordinary Loss and Revision of Dividend Forecast for FY2024 (FY Ended March 31, 2025)”

Note 2: Based on exchange rates for FY2021 and cumulative foreign exchange impact from FY2022 onwards.

Source: Wacom financial disclosure document, ‘Main factors for changes in consolidated operating profit’.

EBIT, JPY bn

Sluggish Adjusted Business Performance Despite Employees’ Efforts

On a normalised earnings basis, excluding the cumulative effect of JPY depreciation, operating profit is projected1 to decline to 
roughly one-third of the FY21/3 level by FY25/3 (or decrease by c.25% even when accounting for FX gains)

FY23/3

4

3

FY24/3FY21/3

5

FY25/3E

FX gains
(accumulated)2 1

Operating Profit
(excl. FX gains)

12

FY22/3

3

-1

13 13

2

7

10

5

-62.3%

Avg. FX rate
(1USD = )

Y152.0Y144.4Y135.0Y112.9Y106.2

Wacom’s original guidance
(“Base-line scenario”)

Y13.7bn
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Note 1: Market capitalisation is based on data as of 10 April 2025

Source: Wacom financial disclosure materials
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0 -1 -1

1

-3
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32.7%

35.0%

(27.6%)

(25.6%)

(21.2%)

(20.6%)

(28.7%)

(28.2%) (22.9%)

(20.1%)

18.2% 12.5%

11.5%

(35.3%)

(32.3%) (42.7%)

(37.3%)

(31.7%) (43.9%) (40.4%) (40.1%) (36.7%)9.2%

3.1%

0.1% 1.6%

2.0%

5.5% 6.8%

(2.5%)

(6.5%)

(8.4%)

(6.1%) (9.7%) (5.8%) (8.8%)

(7.2%)

(8.5%)

(6.7%)

(3.4%)(17.0%)(19.1%)

(17.0%)

(13.2%)

(13.1%)

(18.4%) (15.0%)

(17.1%)

(15.5%)

(13.8%)

(18.5%)

(19.1%)

YoY 
growth by 
region

U.S.

Europe

Asia

Japan

Branded 
Business 
quarterly

figures

(JPY bn)

Segment 
revenue

Segment 
EBIT

FY22/3 FY23/3 FY24/3 FY25/3

Branded Business historical financial performance

Cumulative profit loss: Y10.3bn

Downturn in Branded Business is a Major Headwind

Since Q4 FY2022, the Branded Business has accumulated a losses totalling 10 billion yen, equivalent to c. 15%1 of Wacom's market 
cap. This sharp downturn in the segment is the primary driver behind the company’s profit decline.

(29.7%)

(31.8%)

(3.9%)

2.7%

(23.7%)

(21.6%)

(8.5%)

(2.5%)
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Note 1: Excluding the Engineering Solutions business for the first three quarters of the fiscal year ending March 2018

Source: Wacom financial disclosure materials

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q

Branded business

Technology Solution business

40.9%

74.5%

FY18/3 FY19/3 FY20/3 FY21/3 FY22/3 FY23/3 FY24/3 FY25/3

Revenue 
mix by 
segment1

Operating 
profit 
sensitivity 
in USD:JPY 
change
(JPY mm in 1JPY 

depreciation)

-10 -10

10 20 20

60
90

FY18/3 FY19/3 FY20/3 FY21/3 FY22/3 FY23/3 FY24/3 FY25/3
guidance

n/a

Increased FX Sensitivity due to Contraction of Branded Business

Shifts in the business mix have increased foreign exchange sensitivity, increasing risks to overall business stability.
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Note 1: In light of the nature of the business, the ‘Tablet’ segment for the period 2011/3-2012/3 is classified as the Branded Products business, and the ‘Component’ segment for the period 2011/3-2015/3 is classified 

as the Technology Solution business for the purposes of creating the graph.

Source: Wacom financial disclosure materials

FY11/3

29

12

FY12/3

1

29

31

FY13/3

1

39

39

FY14/3

1

44

30

FY15/3

1

49

28

FY16/3

1

44

27

FY17/3

0

48

34

FY18/3

45

44

FY19/3

43

46

FY20/3

57

52

FY21/3

53

56

FY22/3

41

72

FY23/3

34

85

FY24/3

27

6

33
41

61

79 75 78
71

82 89 89

109 109 113
119+10%

Others

Branded business1

Technology solution business1

Each business has had its ups and downs at different times, but they have complemented each other
to achieve consolidated annual growth by 10%

Revenue trajectory by segment, JPY bn

Inseparable Business Portfolio

The Branded Business is closely integrated with Technology Solutions, with synergies such as technology and brand equity. 
Rebuilding the Branded Business is essential for Wacom’s growth revitalisation.
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Source: Jefferies Japan Limited and Nomura Securities Co.

Branded Business Stagnation is Impacting the Market Evaluation

Many believe that improvements in the Branded Business are necessary to shift market sentiment more positively toward Wacom.
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Source: Transcript of earnings result meetings

Management Based on Reactive Decisions

Wacom's management team has limited understanding of realities on the ground, leading to predominantly reactive measures 
being taken. As a result, the company was ultimately compelled to implement personnel redundancies.

1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q 4Q 1Q 2Q 3Q

3.0
4.5 4.8

0.7
1.8

0.4
2.0

-2.3

0.8
1.6

2.8
1.8

2.5 3.0
2.1

Quarterly 
EBIT 
trajectory 
(JPY bn)

FY2022/3 FY2023/3 FY2024/3 FY2025/3

Manage-
ment 
comments

“Compared to the 
pre-COVID period, 
our performance 
in the first half of 
the year has 
greatly 
outperformed.”

“In the medium 
to long term, we 
are on a growth 
trajectory.”

“The guidance 
for the fiscal year 
ending March 
2023 (operating 
profit of 13.7 
billion yen) is a 
rock-solid figure, 
to put it simply”

“The economic 
environment is 
deteriorating due 
to factors such as 
inflation, war 
and politics.”

“There are no 
changes to the 
strategic 
direction of the 
mid-term plan.”

“Purchasing 
priority is 
decreasing”

“The market is 
cooling down a 
little”

“We will 
completely 
renew our 
product portfolio 
in two years”

“The downward 
trend in the 
struggling 
Branded 
business remains 
unchanged, and 
we have made 
downward 
revisions.”

“We have to take 
additional 
measures.”

“The branded 
business has 
been in the red 
for two terms, 
and we had to 
write down our 
fixed assets.” 
“Demand is 
decreasing 
despite our 
efforts. The 
purchase cycle is 
prolonging.”

“There are some 
areas where we 
have not quite 
achieved the 
improvements 
we had hoped 
for in the Brand 
business.”
”We will reduce 
the number of 
staff by 15-20% 
across Wacom.”

CEO Mr Ide
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Note 1: Estimated values based on replacing “Stable” with single-digit growth of approximately 7% per annum and “Potential” with double-digit growth of approximately 10-12%.

Source: Tokyo Stock Exchange Corporate Governance Code, Wacom public disclosure materials, AVI

Falling Significantly Short of the Mid-term Plan

The management outlook for the future appears overly optimistic. Combined with the relatively lengthy four-year Mid-term Plan, 
this has led to significant divergence between the initial plan and actual results, rendering the plan effectively obsolete.

Corporate Governance 

Code

Supplementary Principles  

4.1.2

Recognizing that a mid-

term business plan (chuuki 

keiei keikaku) is a 

commitment to 

shareholders, the board 

and the senior 

management should do 

their best to achieve the 

plan.

Mid-term plan “Wacom Chapter 3” budget and actual variance, JPY bn
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10

Mid-term plan1
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~1.5

2022/3 2023/3 2024/3 2025/32020/3 2021/32019/3 2026/3

Chapter 3
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Note 1: There are product categories such as the iPad Pro that creators are using as an alternative for graphic tablets, but the above market definition only includes display tablets and pen tablets. 

Source: AVI survey, purposeful dialogue with Wacom

Management’s Poor Understanding of Industry Standing

The management team has made no effort to understand the company's market share, which is a key factor contributing to its 
declining competitive position.

Graphic tablet global market share, AVI estimates

39%

28%

25%

Wacom
(Branded
Business)

Huion

XP-Pen

8%~

Others1

Stakeholders’ comments about the market share

Former

Board of Director

I wonder how much sense it makes to spend 
money on market research. To be honest, I don't 
feel that it is necessary at the moment. I think 
we have about 60% share of the market.

CEO Ide himself is a dynamic thinker, and he 
believes that we are creating the market. We 
know the size of the market that exists now, 
and I don't think there is much point in 
discussing market share.

Sell-side

analysts

Despite being an industry leader, it is a shame 
that Wacom can only say “we don't have the 
data” when it comes to market share and 
forecasts. The CEO needs to explain the market 
himself.
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Source: AVI research

Dramatically changing
competitive landscape

Interdivisional barriers
Management slow to
respond to change

“Niche market dominance is a thing of 
the past. China's competitiveness is 
growing rapidly and Wacom's market 
share is shrinking year by year.”

“The future is difficult without 
creating originality, as Apple's iPad 
and Chinese products are rivals.”

“The departments are so independent 
that it is hard to believe they are 
within the same company. They also 
have their own evaluation indicators.”

“As this is a company with no cross-
departmental relationships, if you 
don't complete your own work 
yourself, no one will help you.”

“We have not had any competitors for 
many years and have not been able to 
respond to changes in the market 
environment in recent years. The 
management team is very weak.”

“I think the current management team 
is making the company worse.”

Employee Concerns Over Current Business Conditions

Amid an increasingly competitive environment, concerns persist that the organisation remains constrained by its siloed structure 
and that management has not adequately adapted to evolving market conditions.
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: TOPIX

: Wacom

Total return trajectory, indexed as 1st April 2021 share price = 1001

Note 1: Total return trajectory between 1st April 2021 and 6th May 2025

Source: Capital IQ, engagement dialogue with Wacom

Weak Price Performance Throughout the Mid-Term Plan Period

Management has significantly eroded shareholder value over the four-year medium-term management plan “Wacom Chapter 3.”

In a dialogue with AVI (28 Oct 2022), CEO clearly 
responded “Yes”, when asked if he would like 
existing shareholders and investors to continue 
to actively invest in Wacom.

→Gap widened further since then

+51.5%

-17.9%

-69.5
%pt
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Note 1: As of 6th May 2025

Source: AVI estimates

Intrinsic Value More Than 2x Current Market Value

With appropriate implementation of initiatives focused on enhancing corporate value, Wacom's intrinsic value has the potential to 
reach at least 2 times its current share price.

Current business Turnaround 
of Branded 

Business

Governance 
enhancement 
with a capital 

market 
perspective

Capital policy 
optimisation

Enhanced 
communication 
with the market

Mid-term 
intrinsic value

Today’s value1

Y1,300+

Y552

140+%

Wacom’s intrinsic value level, per share, JPY
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Note 1: Nomura Securities Analyst Report, as of September 2024

Source: Purposeful dialogue between AVI and Wacom, Nomura Securities

Management’s Commitment to Share Price Enhancement

Wacom's current management team has indicated its commitment to achieving a share price target of 1,000 yen as a milestone.

Engagement dialogue between AVI and CEO

CEO

There is no doubt that we view the share price as an important factor, as 
it is an indicator of maximising corporate value.

AVI

From the perspective of management that is conscious of stock 
prices, could you please tell us how you view the current stock 
price in terms of whether it is undervalued or overvalued?

CEO

Although we are not communicating the appropriate share price level, we 
would like to raise the share price to more than about 700 yen, as it is 
today (AVI note: as of Sep 2024), and I myself am aware of the target 
price in the market report (1,030 yen1) and the 900-1,000 yen range that 
Wacom has achieved in the past as a “passing point” and would like to hit 
it.

The representative 
director's comment that 
he considers a share price 
of around 1,000 yen to be 
a “passing point” is 
consistent with AVI's 
calculation of the intrinsic 
value of the shares.
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① Acceleration of the product development cycle for entry-and mid-class products

② Rationalisation of overseas sites and strengthening the EC channel

③ Establishment of Transformation Plan Supervisory Committee

Turnaround of Branded 
Business

Governance enhancement 
with a capital market 

perspective

④ Appointment of director with capital market-oriented management abilities

⑤ Conduct a strategic review

⑥ Amendment of Articles of Incorporation regarding acquisition proposals

Capital policy 
optimisation

⑦ Enhanced disclosures with cost of capital-conscious management

⑧ Set appropriate leverage financial indicators: change indicator to net D/E ratio

⑨ Balance sheet improvements: 5 billion yen buy-back in FY2026/3

⑩ Amendment of the decision-making body for distribution of surplus

⑪ Introduction of evaluation KPI’s for stock remuneration schemes

⑫ Reshaping how the company communicates with the market

⑬ Enhancement of ESG disclosure: Disclose Integrated Report every year

Enhanced communication
with the market

AVI’s Recommendations

: AVI’s shareholder proposals
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AVI’s Shareholder Proposal Overview

Shareholder Proposals Proposal Contents

1
Election of One Director (Excluding Directors 
Who are Audit and Supervisory Committee 
Members)

Elect one additional external director p.62

2
Partial Amendment to the Articles of 
Incorporation (Transformation Plan 
Supervisory Committee)

Establish Transformation Plan Supervisory 
Committee

p.54

3
Partial Amendment to the Articles of 
Incorporation (Treatment of Acquisition 
Proposals)

Establish provisions stipulating compliance 
with the Guidelines for Corporate Takeovers 
upon receipt of a takeover proposal

p.70

4
Partial Amendment to the Articles of 
Incorporation (Decision Making Body of 
Dividends of Surplus, etc.)

Grant general meetings of shareholders the 
authority to determine dividends of surplus 
etc.

p.86

5 Acquisition of Treasury Shares
Conduct 5-billion-yen share buy-back in 
FY2026/3

p.83

6

Amendment of Restricted Stock Option Plan 
for Directors (Excluding Directors Who are 
Audit and Supervisory Committee Members 
and External Directors)

Define that total shareholder return (TSR) 
shall be used as an indicator for the stock-
based compensation for internal directors

p.89

Strengthening 
board functions 
for management 
focused on capital 
markets

Realisation of 
capital-efficient 
management



Agenda
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1 Turnaround of Branded Business

2 Governance enhancement with a capital market perspective

3 Capital policy optimisation

4 Enhanced communication with the market
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① Acceleration of the product development cycle for entry-and mid-class products

② Rationalisation of overseas sites and strengthening the EC channel

③ Establishment of Transformation Plan Supervisory Committee

Turnaround of Branded 
Business

Governance enhancement 
with a capital market 

perspective

④ Appointment of director with capital market-oriented management abilities

⑤ Conduct a strategic review

⑥ Amendment of Articles of Incorporation in relation to acquisition proposals

Capital policy optimisation

⑦ Enhanced disclosures with cost of capital-conscious management

⑧ Set appropriate financial leverage indicators: change indicator to net D/E ratio

⑨ Balance sheet improvements: 5 billion yen buy-back in FY2026/3

⑩ Amendment of the decision-making body for distribution of surplus

⑪ Introduction of evaluation KPI’s for stock remuneration schemes

⑫ Reshaping how the company communicates with the market

⑬ Enhancement of ESG disclosure: Disclose Integrated Report every year

Enhanced communication
with the market

AVI’s Recommendations to Turnaround Branded Business
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Technology Solution Business Branded Business

55.4%

-15.0%

Wacom average ROIC: 13.5%

Invested

Capital2

Segment

ROIC1

Note 1: Invested capital is calculated as interest-bearing liabilities plus shareholders' equity. The allocation of head office expenses is estimated based on AVI using employee numbers, etc. Operating income and head 

office expenses are for the most recent 12 months as of 31 December 2024.

Note 2: Since segment-specific invested capital and segment assets are not disclosed, they are allocated proportionally based on employee numbers. Invested capital is the average of the values as of the end of the 

third quarter of the fiscal year ending March 2025 and the end of the third quarter of the fiscal year ending March 2024.

Note 3: Based on discussions with Wacom Investor Relations.

Source: Based on Wacom's financial statements and discussions with Investor Relations, with AVI estimates.

WACC: approx. 8%3

ROIC of Branded Business Significantly Below Hurdle Rate

The ROIC of the Branded Business is significantly below the hurdle rate, requiring urgent restructuring.

-23%pt
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Company’s transformation plan in Branded Business

Company statement at the beginning of FY2024/3:

“We will improve segment profits by introducing new products at the optimum 
time that will lead to improved profits, and by implementing a pricing policy 
that will enable us to generate solid gross margins through the renewal of our 
product portfolio. We intend to conduct business as usual in the current 
financial year, and we believe we can improve our performance without 
incurring losses as we did in the current financial year.”

Profit loss estimates in Branded Business, JPY bn

Original 
segment 

profit 
guidance
(FY24/3)

Actual loss
(FY24/3)

2.9

HQ 
allocation1

2.0

Restructuring 
plan

Remaining 
gap to 

segment 
profit in 
FY26/3

0.2

-4.5

-5.4

Y-5bn

Note 1: Allocation of head office expenses is AVI-estimated based on number of employees, etc.
Source: Wacom financial disclosure documents

Current Optimistic Structural Reform Plan

Optimistic budgeting persists, with only JPY 2bn in cost optimisations expected by FY26/3, despite a segment loss of JPY 4.5bn in 
FY24/3 compared to the initial guidance of segment profit of JPY 0.2bn.
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Source: purposeful dialogue with Wacom

Acceleration of the product 
development cycle for entry-
and mid-class products

Rationalisation of overseas 
sites and strengthening the EC 
channel

Establishment of Transformation 
Plan Supervisory Committee

1 2 3

Voices of 
external 

directors

AVI’s 
suggestions

“We were not able to focus enough 
on the low end of the market, other 
than for professionals, as the price 
point of the market was falling.”

“It's generally two divisions, so the 
head office has enough (overseas) 
control. In the past, the overseas 
offices were too luxurious.”

“We also need to increase the e-
commerce rate from 13% to much, 
much more.”

“We acknowledge that although 
structural reforms are steadily 
progressing, this has not been 
reflected in stock prices. We will 
strive to maximise shareholder 
value by communicating with 
stakeholders.”

Customers are flowing to iPad Pro, and 
Chinese competitors are aggressive in 
online market promotions. In addition 
to high-end models, Wacom needs to 
accelerate the introduction of 16-24’ 
models in the entry and middle-class 
price range to maintain market share.

Given the low profitability, further 
rationalisation of the Branded 
Business is inevitable, even if some 
market share is regained. There is an 
urgent need to continue to align the 
management structure more closely 
with the scale of the business.

The share price clearly reflects 
diminished investor confidence in the 
current management. To protect 
shareholders best interests, a 
supervisory committee comprised of 
independent directors should be 
established.

Suggestions to Achieve Profitability in the Branded Business

To revitalise the branded business, it is recommended to review product development cycles, rationalise overseas sites, strengthen 
e-commerce channels, and establish a supervisory committee.
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Note 1: As of April 2025. Prices are retail prices listed on each company's website.
Source: AVI survey based on each company's website.

10” 12” 13” 14” 16” 17” 19” 22” 24” 27”

Entry models

(Y20-90K)

Middle-class

models

(Y40-300K)

High-end

models

(Y200-500K)

Wacom

XP-PEN

HUION

Wacom

XP-PEN

HUION

Wacom

XP-PEN

HUION

Wacom One
Y44,880

Aug 2023

Wacom One
Y74,580

Sep 2023

Artist 10
Y19,965
Jul 2022

Artist 12
Y29,980

Sep 2021

Artist 13
Y33,980

Aug 2022

Artist 16
Y42,480

May 2022

Artist 22
Y53,820
Jan 2021

Artist 24
Y72,730

Aug 2021

Kamvas 12
Y22,280

Dec 2020

Kamvas13 Gen3
Y37,383

Feb 2024

Kamvas 16
Y35,999
Jan 2021

Kamvas 22
Y49,999
Jul 2020

Kamvas 24
Y75,999
Jul 2021

Movink 13
Y118,800
May 2024

Cintiq 16
Y99,880
Jan 2019

Cintiq 22
Y162,800
Jul 2019

Magic Drawing 
Y75,510

Feb 2024

Artist 13.3 Pro 
Y35,980

Feb 2021

Artist Pro 14
Y53,820

Aug 2023

Artist Pro 16
Y69,280

Aug 2023

Artist Pro Gen2
Y113,810
Jan 2025

Artist Pro Gen2
Y179,820
Oct 2024

Kamvas Gen 3 
Y37,383
Jan 2025

Kamvas Gen 3 
Y67,983
Jan 2025

Kamvas Pro 19 
Y135,984
Jan 2024

Kamvas Pro 24 
Y139,999
Jul 2021

Kamvas Pro 27 
Y254,983
Jan 2024

Cintiq Pro 16
Y218,900
Nov 2021

Cintiq Pro 17
Y371,800
Oct 2023

Cintiq Pro 22
Y448,800
Nov 2023

Cintiq Pro 24
Y382,800
Jul 2018

Cintiq Pro 27
Y525,800
Oct 2022

xx: as of today1, more than five years since launch

The market almost 
dominated by Chinese 
companies with no 
Wacom models

Delay in product 

introduction and no 

price competitiveness

Wacom’s dominance in 

high-end niche market 

but no. of users limited

Target

Product size

1 Acceleration of the product development cycle for entry- and middle-class products

Loss of User Base Due to Inadequate Product Portfolio Strategy

Wacom does not sell medium- to large-sized entry-level models. Even in the mid-class range, its most recent product launch was 
more than five years ago, resulting in Wacom missing out on a large user base.
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1

Note 1: Retail prices on each company's website as of April 2025

Source: AVI survey based on each company's website

Acceleration of the product development cycle for entry- and middle-class products

Delayed or Missing Product Launches in High-Demand Categories

Additionally, Wacom's product development cycle lags behind that of its competitors, and it has failed to launch competitive 
products.

Y100K

Y200K

Y300K

10 12 13 14 16 17 19 22 24 27

Y400K

Y500K~

Jan 2019

Jul 2019

Entry models are dominated by price-competitive Chinese competitors, 
and Wacom has not even launched a product to begin with

Wacom wants to regain market share in middle-class 
products, but is forced to compete with models that are 
five years behind the market as a result of its aim to 
‘improve efficiency by reviewing the number of SKUs’

Retail price1

Graphic tablet product size

Only a small percentage of professional animators and 
illustrators buy graphic tablets costing >Y300K

Jan 2024

Jan 2025

Oct 2024

Jan 2025

: Wacom products : Chinese products



30Source: AVI compilation based on company websites

Wacom Cintiq 16 Artist Pro 16 (Gen2) Kamvas 16 (Gen3)

1 Acceleration of the product development cycle for entry- and middle-class products

Comparison of Product Specifications (middle-class, 16 in.)

Delays in product launches have created a significant gap between Wacom's product specifications and those of its competitors. 
Immediate action is needed to halt the decline in market share.

Affordability

Drawing
Comfort

Colouring

Ease of Work

Price (US)

Price (Japan)

Pressure Levels

Response time

Accuracy

Viewing angle

Color gamut coverage

Resolution

Brightness

Contrast

Display area

Thickness

Weight

$699.90

¥99,880

8192

25ms

n/a

176°

96% sRGB

1920 x 1080

210 cd/m2

1000:1

344 x 193mm

24.5mm

1.9kg

$497.99

¥68,880

16384

20ms

±0.4m(centre) / ±0.8m(edge)

178°

99% sRGB

2560 x 1600

250 cd/m2

1200:1

345 x 215 mm

20.2mm

~2.0kg

$474.00

¥67,983

16384

14ms

±0.3m(centre) / ±2.0m(edge)

178°

99% sRGB

2560 x 1440

220 cd/m2

1000:1

350 x 197mm

10.0mm

1.2kg



31Source: AVI compilation based on company websites

1 Acceleration of the product development cycle for entry- and middle-class products

Comparison of Product Specifications (middle-class, 22-24 in.)

Even in large size models, the company competes directly not only on price but also on product technology.

Affordability

Drawing
Comfort

Colouring

Ease of Work

Price (US)

Price (Japan)

Pressure Levels

Response time

Accuracy

Viewing angle

Color gamut coverage

Resolution

Brightness

Contrast

Display area

Thickness

Weight

Wacom Cintiq 22 Artist Pro 22 (Gen2) Artist Pro 24 (Gen2) Kamvas Pro 24 (4K)

$1,059.00

¥139,999

8192

10ms

±0.3m/±2.0m(edge)

178°

98% sRGB

3840 × 2160

220 cd/m2

1200:1

527 x 296mm

22.7mm

6.3kg

$1,104,99

¥179,820

16384

11ms

±0.4m(centre)

178°

99% sRGB

2560 x 1440

250 cd/m2

1000:1

526 x 296mm

44mm

7.3kg

$594.99

¥113,810

16384

14ms

±0.4m(centre)

178°

99% sRGB

2560 x 1440

250 cd/m2

1000:1

476 x 267mm

33.4mm

5.5kg

$1,299.95

¥162,800

8192

22ms

n/a

178°

96% sRGB

1920 x 1080

210 cd/m2

1000:1

476 x 268mm

40.0mm

5.6kg
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Note 1: There are product categories such as the iPad Pro that creators are using as an alternative for graphic tablets, but the above market definition only includes display tablets and pen tablets. 

Source: AVI survey, purposeful dialogue with Wacom

1 Acceleration of the product development cycle for entry- and middle-class products

As a Result, Wacom Has Seen its Market Share Decline

Deficiencies in Wacom's management strategy for its branded business have allowed competitors to achieve substantial sales 
growth and operating profits.

62%

39%

16%

28%

15%
25%

6% 8%

2018/3 2024/12

Others1

XP-Pen

Huion

Wacom

100%

Graphic tablet global market share

AVI estimates Competitors’ employee comments

Huion

former employee

As you can see from our performance growth, Huion is 
currently operating at a profit. Looking back over the past 
eight years, we have achieved dramatic growth every year 
and continue to develop new products and features 
annually. The same is likely to be true for XP-Pen.

XP-Pen

former employee

We expect to achieve an operating profit for the full year 
2024. We believe that this will be due to the expansion of 
our product lineup and the release of the industry's first 
digital display with 16K pressure sensitivity.



33
Source: Each company's product website, expert calls, AVI survey

1 Acceleration of the product development cycle for entry- and middle-class products

Lengthy New Product Cycles

Wacom focuses on product innovation in its planning process, and its product cycle tends to be longer compared to its competitors.

Middle-class product launch timing, 2023~; all inch sizes

2023 2024 2025

(The most recent previous introduction was in 2019)

Wacom places emphasis on product innovation, typically introducing new products beginning with high-end 
models designed for professional use. In particular, product cycles tend to be prolonged in the mid-price range, 
which is the volume zone.

: Product launch
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Note 1: For relatively simple products such as entry-level models, it takes about 5 to 6 months, while for high-end products or those requiring technological innovation, it takes up to 2 to 3 years to launch them on the 

market.

Source: Expert Call, AVI Survey

1 Acceleration of the product development cycle for entry- and middle-class products

The Side Effects of Sticking to Innovation

Wacom's strong commitment to product and technological innovation has had unintended negative impacts, with the company left 
to compete using 4-5 year old product specifications, while competitors frequently introduce new products.

Average duration between concept design till launch

AVI estimates

Wacom XP-Pen Huion

1.5～3yrs

0.5～2yrs1

0.5～1yr

While other companies in the same industry expedite new 
products launches by changing only some specifications, such as 
form factors, Wacom delays release of new products until they 

are completely ready.

Product development process image of competitors

0.5 ~ 1 year

Global meeting of 

regional directors 

regarding mock-

ups

Marketing team-led 

information 

gathering regarding 

demand, and 

concept designing

Localisation and 

product design 

specification led 

by regional 

managers

Specific designing

(specifications, 

selling price, supplier 

selection, marketing 

planning)

Commercialisation 
and launch 
(prototype 
development, 
mass production, 
promotion)

Commercialisation 

and launch (with 

slight regional 

differentiation 

where necessary)

Early stage Mid stage Late stage

Competitors are utilising agile development practices, 
prioritizing short product cycles to keep pace with the 

rapid obsolescence of technology and electronic 
components.
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Note 1: As of the end of March 2024, excluding temporary employees

Source: Company disclosures, Fisco, SOHU.com, Shenzhen Commercial Daily, Expert Call

1 Acceleration of the product development cycle for entry- and middle-class products

Opportunity to Reassess Production Processes

Wacom has adopted a fabless manufacturing model supported by partner companies, however, there may be value in reassessing 
in-house manufacturing, particularly with regard to shortening manufacturing lead times, improving cost competitiveness, 
strengthening branding and reinforcing BCP.

Wacom production strategy Competitors production sites

▪ The company has a 12km² 
R&D and manufacturing 
centre in the Dalang area 
of Longhua District, 
Shenzhen, China, and 
manufactures its main 
display tablets in-house.

▪ Accessories and parts are 
manufactured at four 
external contract factories 
in Guangdong Province.

▪ Owns Huion Technology 
Park in Bao'an District, 
Shenzhen

▪ Serves as a manufacturing 
base with clean rooms, 
producing everything from 
core chips and core modules 
to finished products, except 
for LCD displays

（Toyono-dai factory at the HQ）

▪ The company has a factory in 
Toyono-dai, located at the 
headquarters in Kazo City, Saitama 
Prefecture, but is essentially 
fabless. Only seven employees 
work at the headquarters factory1.

▪ Production is mainly outsourced 
to overseas ODM/OEM companies. 
The company utilises electronic 
manufacturing services (EMS) 
providers.

▪ While Wacom has pursued lean operations through a 
fabless manufacturing model, in-house manufacturing may 
offer advantages in shortening processes and reducing costs.

▪ “Made in Japan” can be a source of differentiation.

▪ Given the recent increase in geopolitical risks, there is room 
for revisiting of in-house manufacturing.
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Source: AVI, Reddit (“Is Wacom still good?”)

Suggestion #1:
Acceleration of the product development cycle for entry- and middle-class products

To meet the expectations of Wacom loyal fan base, we recommend accelerating efforts to regain market share, particularly in the 
entry-level and middle-class product segments. 

1 Acceleration of the product development cycle for entry- and middle-class products

Comments from overseas creators about the Wacom brand

>

AVI’s suggestions

In terms of performance and general quality Wacom still 
remains the top. Wacom still remains to be the most consistent. 
It's like, sweet another tablet that's significantly cheaper than 
the Wacom equivalent, but then oh, it has line wobble... So 
yeah, I think that Wacom is still "good"!

Of the many I’ve tried I end up coming back to Wacom. They 
are, in my opinion, still premium vs other companies.

The quality is really good. Consistency is the best thing to me 
about Wacom, the pens are good and consistent across all the 
tablets.
The other thing is many of these tablets are known to last a 
long time as in people still use 10, 15 year old Cintiqs.

The Wacom brand continues to enjoy strong support from a 

loyal fan base. Whether the company can begin to regain 

market share will be a tipping point in shaping Wacom's future.

#1: Acceleration of the product development cycle 

for entry- and middle-class products

▪ Consider introducing medium- to large-sized 

models in the entry-level price range

▪ Accelerate product launches in the mid-range 

segment

▪ Formulate a product roadmap and shorten 

product cycles

▪ Restructure production operations at domestic 

factories and consider promoting the value of 

“Made in Japan”



37Source: financial disclosure documents, Wacom website (https://tablet.wacom.co.jp/shoplist/)

2 Rationalisation of overseas sites and strengthening the EC channel

Wacom Offline Sales Channels (Domestic)

In Japan, potential Wacom customers can visit retail locations featuring a Wacom counter, where they can try out products 
firsthand and receive explanations from staff prior to purchase.

16%

22%

30%

32%

FY2024/3

Japan

Asia

Europe

US

100%=Y34bn

Branded Business revenue 
regional mix

Product Dealer Locator on Wacom’s Website
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Sources: financial disclosure documents, Wacom website (https://www.wacom.com/en-us/dealer-search), Wacom official user support page ‘ Where can I buy Wacom products in the EMEA region? ’ ( http 

s://support.wacom.com/hc/en-us/articles/8808100957207-Where can I-buy-Wacom-products-in-the-EMEA-region

2 Rationalisation of overseas sites and strengthening the EC channel

Wacom Offline Sales Channels (Overseas)

Although international users make up approximately 84% of Wacom’s customer base, it remains extremely difficult for them to 
physically try out the products.

16%

22%

30%

32%

FY2024/3

Japan

Asia

Europe

US

100%=Y34bn

Branded Business revenue 
regional mix

Product Dealer Locator on Wacom’s Website

Unlike the domestic 
shop locator form, the 
shop locator system is 
not user-friendly.

While the new Cintiq Pro 
17/27 is not mentioned 
in the demo products, 
many mobile products 
that are no longer 
available on the website, 
such as Bamboo/Mobile 
Studio, are lined up.

It has a search function for Apple 

Stores (selling competing products 

such as the iPad Pro).
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Note 1: Technology Solution

Source: Wacom website, Store Visits by AVI

Search results for shops in London (example)

2 Rationalisation of overseas sites and strengthening the EC channel

Suspected Supply Chains Issues in Overseas Sites

Wacom branded products are featured in eight retail shops in the Oxford Circus and Soho areas of central London; however, only 
one camera shop actually stocks their products.

Actual availability of Wacom branded products

1

2

3

4

5

6

7

8

Store names Branded 
products 
availability

TS1 products 
availability

Competitor 
products 
availability

Tekzone (Selfridges)

Apple Europe Ltd.

Currys (Oxford Street)

Root6 Limited

Park Cameras Ltd

Xtfx Limited

Teamwork Digital Limited

Currys (Tottenham Court Road)

Shop closed or occupied by a different tenant

Shop closed or occupied by a different tenant

Shop closed or occupied by a different tenant

(Logitech Stylus etc.)

(Logitech Stylus etc.)

Serious concerns exist that supply chain management at overseas locations is dysfunctional,
not to mention critical to the customer experience



40Source: store visit by AVI, Openwork

1

Tekzone (Selfridges)

Cross-business synergies appear limited, particularly regarding in-store space allocation.

Outside view of the shop Inside the shop

Stylus solutions from the Technology Solutions business, including Samsung 
Electronics' S Pen, are seen, but branded products such as graphic tablets are not 
available. Employee feedback points to a siloed organisational structure between 
business units, and actual stores exhibit little synergy between businesses.
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Note 1: No non-competing products, such as board tablets, were also found in the shop, at least not in the same shop.

Source: store visit by AVI.

2

Apple Europe Ltd. (Apple Store)

Official Wacom website recommends competitor brands1

Outside view of the shop Inside the shop

Searching for shops that carry Wacom branded products, Apple Stores were found to 
carry only competing brands such as the iPad Pro and digital pens from Logitech.
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Source: store visit by AVI.

4 6 7

Xtfx Limited etc.

Three of the eight shops listed in the “store search” are not “stores” in the first place.

Outside view of the shop

Three of the eight shops identified are not appropriate for the Wacom customer experience; one had shutters down and a cross 
on the signage, another was a blood testing clinic that differs from the search results, and the third was an office with no 

signage in a back alley.

Blood testing clinics. 
Original search result: 
“Teamwork Digital 
Limited”
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Source: store visit by AVI.

5

Park Cameras Ltd

The only shop selling Wacom branded products in central London is at the back of the basement of a camera shop.

Outside view of the shop Inside the shop

You have to go down to the 
basement via a dark stairway 
with the lights off (no mention 
of ‘Wacom’).

There is a dedicated Wacom space at the back of the 
basement floor, but the signage content has not 
changed since at least 2021(The digital signage on the 
right side is switched off).

Although it is the only one of the eight identified shops to carry Wacom products, 
customers are forced to walk past a busy ground floor camera shop and down to an 

empty basement absent of staff, where a switched-off Cintiq 16 is displayed alongside 
backpacks.



44Source: store visit by AVI, Seoul Yonhap News.

3 8

Currys (Oxford Street, Tottenham Court Road)

Two consumer electronics retailers are listed on the official website; however, neither of them carries Wacom branded products.

Outside view of the shop Inside the shop

(Oxford Street)

(Tottenham Court Road)

Samsung products 
are placed 
throughout the 
shop.

Directly behind the printers of TS business 
customer HP, there is dead space for sparse copy 
paper, but no space for Wacom branded 
products.

Four different Sanstrom 
stylus types are available

▪ Unfortunately, Currys, an electronics retailer known in the UK for its wide variety of products, does not carry Wacom 
branded products, making it questionable why they are listed in the shop search on the official Wacom website.

▪ Additionally, an alliance with Samsung Asia, a subsidiary of Samsung Electronics, was formed in January 2013 and it was 
stated that the two companies would “strengthen cooperation in a wide range of areas as strategic partners,” but so far 
there has been little synergy with the sales strategy of Wacom’s branded products.
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Source: AVI research

Positive voices Concerns raised

I loved working at Wacom Technology (US). It was a fast-paced 
environment and allowed me to rise to higher levels. I was able 
to stretch and take on additional work. 

Great products and fantastic customers. Too bad the company 
doesn't hire actual creatives and instead relies on poor 
management, poor resources and products that may or may 
never come out.

Building internal alignment can be challenging in this politically 
charged environment. Decisions owned by a few top executives. 
Global without all the best practices in place.

The business is good, sales are good and we are a reliable team. 
We have a lot of customers for life.

Outstanding products, Engaged Customers.
Good Products * Great Loyal customers *Average Leadership 
*lacks transparency

2 Rationalisation of overseas sites and strengthening the EC channel

Voice of Employees in Overseas Subsidiaries

Consistent comments from employees that the products and customers are great, but there are issues with the organisational 
structure and business management.



46Source: Wacom financial disclosure documents

2 Rationalisation of overseas sites and strengthening the EC channel

Poor Forecasting of Overseas Supply and Demand

The inability to accurately forecast supply and demand in overseas regions led to a significant downward revision of guidance.

-42.7% -37.3%

-60

-40

-20

0

20

40

60

80

100

1Q 2Q 3Q 4Q 1Q

+81.0%

+63.1%

2Q 3Q 4Q 1Q 2Q 3Q

+18.2%

4Q 1Q 2Q 3Q 4Q

Europe

US

Japan & Asia

-152.7%pt

Branded Business revenue YoY growth rate

FY2020/3 FY2021/3 FY2022/3 FY2023/3

Significant 
downward revision 
of operating profit 
guidance
(beginning of year 
forecast: ¥13.7bn vs. 
end of year actual: 
¥2.0bn)

Subsequent progress in the US 
region suggests that the increase 
in profits in Q4 may not have 
represented real demand

Overestimating demand, particularly in the 
European region, resulted in significant 
inventory backlogs throughout the supply 
chain and a subsequent prolonged sales slump
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Note 1: Business solutions are calculated based on the latest four-quarter totals, with the e-store ratio of around 13% and the B2B ratio of over 30% based on disclosures.

Source: Wacom financial results briefing materials; sales composition ratio by channel is estimated based on IR interviews with Wacom and various disclosure documents.

2 Rationalisation of overseas sites and strengthening the EC channel

High Dependence on Distributors in the European Region

Particularly in the European region, a high reliance on distributors may hinder timely visibility into inventory levels across the 
supply chain.

Branded Business revenue by region
(LTM; JPY bn)

Channel mix
(AVI estimates1)

US

Europe

Asia, 
Oceania

Japan

11

10

7

5

Wacom site locations:

30%

25%

20%

7%

Distributors
Electronics

retailsOther B2B

~26%

Amazon / direct 
channel

Wacom
e-store

100%

~5%25%

Business
Solution

~8%~13%

~35%10%10%~13%

~10%~18%25%~6%

~17%

25%~13%

~7%22%~15%~13%



48Source: prepared by AVI based on Amazon (data as of August 2024).

Wacom Cintiq

Wacom Cintiq pro

XPPen Artist Pro

XPPen Artist Pro
(Gen2)

Kamvas Pro

Kamvas 22 Plus

7,887

859

17,459

1,768

8,096

1,541

4.6

4.4

4.5

4.4

4.5

4.4

# of online channel reviews Rating 

US

UK

Japan

2 Rationalisation of overseas sites and strengthening the EC channel

Trends in Online Sales Channels (Amazon example)

Wacom products are highly rated on EC channels, but promotion is limited, and the number of customer reviews is insufficient.

Reviewers’ comments

“Perfect size and superb drawing 
experience”

“A Professional Tool for a 
Professional Price“

"Professional Artist-Love this.“

"Fantastic design and performance.“

"This tablet is excellent for anyone 
who wants to draw/animate digitally.“

"A truly incredible drawing tablet."
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Source: Similarweb

2 Rationalisation of overseas sites and strengthening the EC channel

Trends in Online Sales Channels (Own EC Website)

The number of visitors to Wacom's e-commerce site is inferior to the other industry leaders Huion and XP-Pen.

3.7

11.0

8.3

2.3
1.5 0.9 0.8 0.2

5.8

1.9

4.6

1.1
0.8 0.5 0.4 0.1

Number of 
visitors
(million)

Unique 
number of 
visitors
(million)

Comparison of EC website visitor numbers, Jan – Mar 2025, monthly average



50
Source: Similarweb

2 Rationalisation of overseas sites and strengthening the EC channel

Issues with Average Visit Duration and Bounce Rate

When comparing the top three companies, Wacom's e-commerce site appears to have significant room for improvement, 
particularly in terms of average visit duration and bounce rate.

Comparison of EC website engagement performance, Jan – Mar 2025

Visits per 
unique 
visitors

Average 
duration of 
stay

Average 
page views 
per visit

Bounce 
rate

2.00 

1:45

3.0

45.1%

1.90 

2:39

3.2

40.6%

1.80 

2:34

3.0

39.2%

2.04 

1:16

2.8

41.3%

2.04 

1:21

2.7

45.4%

1.94 

1:26

2.9

42.1%

1.93 

1:08

2.1

43.2%

1.99 

0:48

2.4

47.3%
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Note 1: Excludes traffic from direct, referral, display advertising, social media, and email.

Source: Expert interview, Similarweb

2 Rationalisation of overseas sites and strengthening the EC channel

Low Proportion of Organic Traffic with Reliance on Paid Traffic

Wacom’s own EC site has a relatively low proportion of organic traffic and relies heavily on paid traffic, indicating a need to reassess 
Wacom’s current EC strategies.

Comments from former employee

Former employee

We had been trying to focus on our own 
eStore, but we wouldn’t beat Amazon’s 
influence and name recognition, so we are 
currently in a trial-and-error phase. In recent 
years, we have also assigned talented 
personnel to specialise in the Wacom eStore.

Efforts to increase organic traffic are inevitably 
a medium- to long-term endeavour, and we 
may have prioritised other initiatives over this.

Wacom eStore was created by a US IT team 
that is not responsible for sales metrics, and 
their primary goal is to meet deadlines, which 
may have resulted in a rather simple website.

67.7%
82.6%

89.4%

32.3%
17.4%

10.6%

Paid traffic

Organic traffic

Comparison of EC website traffic, Jan – Mar 20251
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2 Rationalisation of overseas sites and strengthening the EC channel

Optimisation of Customer Journey to Purchase

Wacom’s EC site has issues related to interface design and user experience, which may be increasing customer churn. There is room 
to improve strategies aimed at increasing average revenue per potential customer, such as upselling initiatives.

Landing pageToo simple 
product page does 
not stimulate 
customer’s 
willingness to buy

Transition page Payment page

Upselling such as 
accessories

Increased purchasing 
motivation through 
one-time offers

“Add to cart” “Buy Now” 
“PayPal” options appear

Only “Add to cart.” 
Some of the “best 
selling” products 
are out of stock

Only a notification 
saying “Added to 
cart” will appear 
at the top of the 
page
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Note 1: Based on AVI estimates, referring to the disclosure that the company is currently working towards a ratio of 13%+ for its e-store and 30% for B2B.

Source: Wacom public documents, purposeful dialogue with Wacom, AVI survey

2 Rationalisation of overseas sites and strengthening the EC channel

Suggestion #2:
Rationalisation of overseas sites and strengthening the EC channel

Electronics retailors and distributor sales in North America and Europe are not cost-effective and even increase business risks. 
Moving forward, Wacom should streamline its lengthy supply chain and focus more on e-commerce.

Branded business channel mix, AVI estimates1

>

AVI’s suggestions

35%

27%

25%

13% Electronics retailors,
Distributors

Business solution, other B2B

Other EC

Own EC

In Europe and North America in particular, distributors and roadside 
sales channels have proven ineffective in expanding market share. 

These channels also present significant challenges, including limited 
visibility into inventory backlogs, lack of direct customer feedback, 

and complex sales operations.

#2: Rationalisation of overseas sites and 
strengthening the EC channel

▪ While accelerating operations when necessary is 
acceptable, increasing inventory at product 
launch without full visibility of SC inventory levels 
poses excessive business risk.

▪ Strengthening the EC channel will enable more 
timely access to customer feedback and inventory 
status.

▪ In parallel, overseas sites should be rationalised 
to align operations with the appropriate scale, in 
accordance with future EC penetration targets.

▪ Additionally, the management structure for 
overseas operations should be reinforced, with a 
particular focus on ensuring that headquarters 
retains control over key business strategies.
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Source: AVI

Suggestion #3: Transformation Plan Supervisory Committee

To successfully implement structural reforms in the branded products business, it is essential to establish functions that ensure 
appropriate oversight and reporting to shareholders.

Supervisory Committee

…

3~5 External directors

Chair

▪ Advisory
▪ Support 

Board of Directors

…

▪ Supervise initiatives
▪ Make necessary recommendations

Wacom Corporation

Admin office External
advisors

(lawyers,
Consultants etc.)

Shareholders

Disclosure of activity status
(once every six months)

▪ Duration: until March 2027
▪ The chair should be appointed from 

among the external directors and 
should have extensive knowledge and 
experience in business restructuring 
from an investor’s perspective

▪ Members shall be elected from the 
external directors

▪ Main duties:
▪ Supervising the profitability of the 

branded business (after allocation 
of head office expenses)

▪ Supervising the implementation of 
measures to address risks that may 
arise in the achievement of plans

▪ Making necessary 
recommendations to the board

▪ Main authorities
▪ Requesting cooperation from the 

board and employees in providing 
necessary materials and reports

▪ Appointing external experts

Transformation Plan Supervisory Committee structure System of the Committee

▪ Convening 
procedures

▪ Administrative 
procedures

▪ Minutes

3 Establishment of Transformation Plan Supervisory Committee
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Source: AVI

Wacom’s current operations AVI’s suggestions

Rationalisation of 
overseas sites and 
strengthening the EC 
channel

Establishment of 
Transformation Plan 
Supervisory Committee

The launch of entry-level and mid-range models 
has been significantly delayed, and with no price 
competitiveness, market share is being lost to 
Chinese manufacturers.

Distributor management is disorganised, and the 
HQ has little control over overseas sites. 
Inventory status and supply and demand 
forecasts for the North American and European 
supply chains are unclear, and the company's 
own e-commerce channels are underutilised.

#1: Accelerate the product development 
cycle for entry- and mid-class products to 
halt the loss of market share.

#2: Restructure overseas site management, 
promote rationalisation, and strengthen HQ 
management functions. Reevaluate overseas 
sales channels, strengthen EC, and accurately 
grasp inventory and supply/demand 
situations throughout the entire supply chain.

Acceleration of the 
product development 
cycle for entry- and 
middle-class products

Summary of AVI’s Suggestions to Make Branded Business Profitable

Wacom should focus on three areas to maximise corporate value: (1) reviewing the product cycle for entry-level and mid-range 
products, (2) streamlining of overseas sites and strengthening the EC channel, and (3) establishing a supervisory committee, with 
the aim of quickly returning the branded business to profitable operation.

The feasibility of structural reforms has not been 
convincingly explained, and the stock market is 
sceptical. In addition, there is a lack of support 
from consultants and other external professional 
firms.

#3: Establish a Transformation Plan 
Supervisory Committee to disclose 
information on the status of structural 
reforms to shareholders from an 
independent committee, thereby restoring 
market confidence.

3

2

1
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1 Turnaround of Branded Business

2 Governance enhancement with a capital market perspective

3 Capital policy optimisation

4 Enhanced communication with the market
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① Acceleration of the product development cycle for entry-and mid-class products

② Rationalisation of overseas sites and strengthening the EC channel

③ Establishment of Transformation Plan Supervisory Committee

Turnaround of Branded 
Business

Governance enhancement 
with a capital market 

perspective

④ Appointment of director with capital market-oriented management abilities

⑤ Implementation of strategic review

⑥ Amendment of Articles of Incorporation in relation to acquisition proposals

Capital policy optimisation

⑦ Enhanced disclosures with cost of capital-conscious management

⑧ Set appropriate financial leverage indicators: change indicator to net D/E ratio

⑨ Balance sheet improvements: 5 billion yen buy-back in FY2026/3

⑩ Amendment of the decision-making body for distribution of surplus

⑪ Introduction of evaluation KPI’s for stock remuneration schemes

⑫ Reshaping how the company communicates with the market

⑬ Enhancement of ESG disclosure: Disclose Integrated Report every year

Enhanced communication
with the market

AVI’s Recommendations for Governance Enhancement

with Consciousness of Equity Market 
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Source: Ministry of Economy, Trade and Industry, “Practical Guidelines for Corporate Governance Systems (CGS Guidelines)”

Importance of Enhancing Alignment with Capital Markets

The CGS Guidelines issued by METI highlight the importance of enhancing alignment with capital markets for Japanese companies 
and recommend appointing board members with experience in capital market-conscious management as one effective approach.

4 Appointment of director with capital market-oriented management abilities

Ministry of Economy, Trade and Industry

“Practical Guidelines on Corporate Governance Systems (CGS Guidelines)”

It is beneficial to appoint individuals with the knowledge, experience, and abilities required by 
the board of directors, taking into consideration the appropriate size of the company and the 
issues it faces. 

For example, if capital market evaluation is an important issue, individuals with experience in 
capital market-conscious management (omitted) may be appointed as directors.

In particular, enhancing alignment with the capital markets and shifting management toward a 
focus on the efficient allocation of management resources are important issues for many 
Japanese companies. For this reason, in addition to enhancing the understanding of the capital 
markets by the CEO and CFO and ensuring that top management and outside directors engage 
in dialogue with investors, appointing persons with knowledge, experience and expertise 
related to capital market-conscious management as directors may also be an option.

When appointing directors for these purposes, specific candidates could include individuals 
who have experience in strategic CFO roles at other companies, asset managers or asset 
owners, analysts familiar with the company's industry, and IR professionals who are well versed 
in both investor dialogue and internal decision-making.

It has been noted that 
companies for which capital 
market evaluation is critical 
should consider individuals with 
experience, knowledge, and 
expertise in capital markets, 
such as asset managers and 
stock analysts, as specific 
candidates for their boards of 
directors
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Source: Ministry of Economy, Trade and Industry, “Corporate Governance in Japan: Current Status and Future Prospects” (20 December 2021) , Ronald J. Gilson”Board 3.0: What the Private-Equity Governance Model 

Can Offer to Public Companies”

Appointment of Directors with Investment Backgrounds

METI highlights that directors on monitoring boards are often inadequately informed, under-resourced, and boundedly motivated, 
while also providing specific examples of companies that have appointed directors from outside the company.

4 Appointment of director with capital market-oriented management abilities

Issues with monitoring board structures, METI Cases that external director came from investors, METI

【Issues of the current monitoring board (Board 2.0)】

#1 “Thinly informed”

The board of directors meets infrequently, resulting in insufficient 
information from management.

#2 “Under-resourced”

Independent directors are part-time and do not have their own 
analytical resources.

#3 “Boundedly motivated”

Many independent directors receive low and fixed remuneration.

Companies Investors Appointed date

June 2019

June 2021

June 2019

June 2019

June 2020

June 2021
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Note 1: Starting from 22nd June 2018 (date of the Ordinary General Meeting of Shareholders) until 1st May 2025. The Tokyo Stock Exchange Stock Price Index is based on Wacom's stock price on that starting date.

Source: Wacom public documents, SPEEDA

Results Not Reflective of Management that is Conscious of the Cost 

of Capital and Stock Price

Over the past 8 years, the company’s Board of Directors has failed to deliver business results that demonstrate an awareness of the 
stock price and cost of capital.

4 Appointment of director with capital market-oriented management abilities

Wacom’s current board of directors Share price trajectory
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Nobutaka Ide

Sadao Yamamoto

Sayatake Komine

Ken Inadumi

Mikako Inamasu

Takafumi Nakajima

Shigeki Higashiyama

Osamu Hosokubo

Yuji Ono

Male

Male

Male

Male

Female

Male

Male

Male

Male
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Nomura Research Institute
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Board members Gender Age Tenure Career background
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Note 1: Comparison of the enterprise value between the appointment of the current CEO at the 2018 Ordinary General Meeting of Shareholders (22nd June 2018) and the present (as of 6th May 2025). Enterprise value is 

defined based on the Ministry of Economy, Trade and Industry's ‘Guidelines for Corporate Takeovers.’

Source: Wacom public documents, Ministry of Economy, Trade and Industry “Guidelines for Corporate Takeovers,” SPEEDA

Directors Skill Matrix and Damage to Corporate Value

The current Board, consisting of a majority of members with “management” backgrounds, has failed to prevent the Branded 
Business from incurring substantial ongoing losses, resulting in a decline in enterprise value exceeding 20 billion yen. What is truly 
required of the Board is a commitment to protecting shareholder interests, grounded in a clear understanding of capital markets.

4 Appointment of director with capital market-oriented management abilities

1

2

3

4

5

6

7

8

9

Nobutaka Ide

Sadao Yamamoto

Sayatake Komine

Ken Inadumi

Mikako Inamasu

Takafumi Nakajima

Shigeki Higashiyama

Osamu Hosokubo

Yuji Ono

Board members Possessed skills (company disclosure)

Manage-

ment

Overseas 

business
Finance/

accounting

HR, 

orgnani-

sation
D&I

Environ-

ment
Legal, 

compliance

Risk 

manage-

ment

Proprietary 

technology

Community

engagement

Digital 

services

Enterprise value,

JPY bn1

Past “management” experience does not necessarily contribute to the enhancement of corporate value and 
the common interests of shareholders. What is required of the Board is to a focus on maximising enterprise 

value, informed by the voice of the capital market.

23

2018/6

72

2025/5

95

-24.6%
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Suggestion #4:
Appointment of director with capital market-oriented management abilities

AVI recommends Mr. Nao Makino for election to the Board of Directors, citing his knowledge, experience and capabilities in capital 
market-oriented management.

4 Appointment of director with capital market-oriented management abilities

Nao Makino

Name Nao Makino
DOB: 21st July 1989

No. of Wacom Shares candidate currently owns: 0 shares

Brief background of positions, responsibilities, and important concurrent roles

April 2012

June 2014

April 2016

June 2022

December 
2024

Morgan Stanley MUFG Securities (Japan Tokyo Office)

Misaki Capital

Misaki Capital Engagement Investment Manager

Kaname Capital Associate Partner and Head of Research

Kaname Capital Partner and Head of Research (current position)

(Status of important concurrent roles)

Kaname Capital Partner and Head of Research
* Kaname Capital, where Nao Makino is a partner, holds 0.07% of Wacom’s shares on behalf of its 
clients.

Mr. Makino is completely independent from AVI, the shareholder making this proposal. He brings extensive experience 
as a stock research analyst and buy-side investor, with a focus on long-term equity investments in listed companies. 
Currently a partner at Kaname Capital, which holds less than 1% of Wacom's shares, Mr. Makino is well-suited to 
effectively oversee the development and execution of management’s strategic plans, while representing the interests of 
all shareholders with a capital market perspective and a focus on the medium to long term1

Note 1: Kaname Capital's shareholding ratio in Wacom was 0.07% at the time of AVI’s shareholder proposal, which is below the general independence assessment standard of 10%.

Source: AVI shareholder proposal
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Source: Ministry of Economy, Trade and Industry, Guidelines for Corporate Takeovers (31 August 2023); AVI's purposeful dialogue with Wacom.

“Guidelines for Corporate Takeovers” (31st August 2023) Dialogue between AVI and internal directors in 2023

“In principle, upon receipt of an acquisition proposal to 
acquire corporate control, management or directors should 
promptly submit or report such matter to the board of 
directors”

“..the potential opportunity for a desirable acquisition to 
materialize should not be lost by not submitting the matter 
to the board of directors. Even if an acquisition proposal is 
not submitted to the board of directors, it should be 
promptly reported so that the board of directors can 
exercise its supervisory function over management.”

“As an acquiring party, in order to proceed with the 
transaction on the basis of a friendly proposal, there may be 
circumstances where a dialogue is initiated without 
specifying the terms and conditions at the initial stage, or 
where a proposal does not take a written form. This section 
does not deny the submission or reporting of such proposals 
to the board of directors.”

CEO Ide

XX-san, please correct me if I am wrong, but there has 
never been a discussion with a specific PE fund, including 
early-stage discussions, that has proposed the de-listing of 
Wacom.

AVI

Naturally, board members must be familiar with the private 
equity (PE) fund business. Am I correct in understanding 
that you have established contacts with several PE funds, 
including having engaged in initial dialogue?

Director

May I speak on that point? I have spoken to PE funds. From 
memory, about three funds.

Given that directors have a duty of care to act in the common interests of 
shareholders, it is concerning that information about initial meetings with 
financial buyers regarding friendly proposals has not been shared 
internally among directors, let alone externally.

5 Implementation of strategic review

Governance Issues of the Former Board Related to Fair Takeovers

Although best practices for fair acquisitions are outlined in the “Guidelines for Corporate Takeovers”, the former Board’s response 
demonstrated a clear disconnect from these guidelines.
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Sources: Wacom financial results presentation materials, Corporate Governance Code, Japan Exchange Group Financial Instruments Law Study Group, “Practical guidelines on the role of outside directors” (METI), 

 Purposeful dialogue with Wacom directors, AVI.

Dialogue between AVI and external directors in 2024

External
director

At all times, outside directors are working to 
maximise corporate value for shareholders, not for 
internal power balance or self-interest. In this 
sense, it is important to consider all options, 
including MBO.

AVI

Am I correct in understanding that, from the 
perspective of maximising Wacom's corporate 
value, the board of directors is open to discussing 
options other than maintaining the public listing in 
the future?

External
director

(On the point that outside directors should work to 
maximise the common interests of shareholders 
and corporate value) I agree with that perception. 
As AVI understands precisely, since the synergies 
between the brand and TS businesses are 
significant, if doing something together with 
external players would increase value, it would be 
conducive to consideration. In that sense, we do 
not rule out all possibilities.

5 Implementation of strategic review

Prior Engagement on Maximising Common Shareholder Interests

In subsequent discussions, Wacom's outside directors demonstrated a deep understanding of the importance of corporate 
governance and expressed a clear commitment to exploring all avenues to maximise shareholder value.

JPX “Common Interests of Shareholders as a Starting Point”
(JPX Financial Instruments Law Study Group)

“It is the duty of directors to look after the common 
interests of shareholders”
“Directors have a duty to consider the common interests of 
shareholders as part of their duty of care”

Corporate Governance Code

Principle 4.5

With due regard for their fiduciary duties to shareholders, 

directors, kansayaku, and management of companies 

should ensure appropriate cooperation with stakeholders 

and act in the best interests of the company and the 

common interests of its shareholders.

“Practical guidelines on the role of outside directors” (METI)

“The role of outside directors is to enhance corporate value 
and protect the common interests of shareholders”
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Note 1: The enterprise value of Mash HD is calculated as debt-free and cash-free. Wacom based on share price as at 23 August 2024.

Sources: WWD Japan, Mash Holdings press release, Bain Capital press release.

Revenue trajectory of MASH Holdings, JPY bn

Post privatisation by Bain CapitalAppointment of Mr Inazumi, an 
external board of directors of 
Wacom, as Managing Executive 
Officer.

Acquisition multiple1

LTM EV/EBIT

5 Implementation of strategic review

PE Fund Value-up Case Studies (1/2)

Financial buyers pay an appropriate premium and increase shareholder value and, post-acquisition, continue to add value by 
strengthening the business and appointing personnel by utilising their industry expertise.

20.4x

10.0x

MASH HD (ref.) WacomFY2019/8 FY2020/8 FY2021/8 FY2022/8 FY2023/8 FY2024/8E

79 76

90

102

113
123

+9%

+10%
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Note 1: Based on the published accounts of Altemira Can Corporation, a group company of Altemira Corporation. Does not include the results of other subsidiaries such as Sakai Aluminium and MA Aluminium.

Note 2: Altemira's enterprise value is calculated as debt-free and cash-free. Based on an acquisition value of approximately JPY 50 billion and Resonac Holdings' (formerly Showa Denko) full-year operating profit 

forecast for the aluminium division in 2021. Wacom based on FY2025/3 operating profit forecast (company guidance) and share price as at 2 September 2024.

Note 3: Based on financial figures for FY2022/12 and FY2022/3, converted to annual results.

Sources: financial results announcements, company disclosure documents.

Revenue trajectory of Altemira Corporation1, JPY bn

Post privatisation by Apollo Global 
Management

Acquisition multiple2

1Y Fwd. EV/EBIT

5 Implementation of strategic review

PE Fund Value-up Case Studies (2/2)

Financial buyers pay an appropriate premium and increase shareholder value and, post-acquisition, continue to add value by 
strengthening the business and appointing personnel by utilising their industry expertise.

14.3x

10.3x

Altemira Co. (ref.) WacomFY2019/3 FY2020/3 FY2021/3 FY2022/3 FY2022/12 FY2023/12

68 66 68 66
72 72

-1% +4%

Appointment of Mr Kojima, 
current CFO of Wacom, as board 

of directors CFO.
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Note 1: “(including management referring to retention of employees as an excuse to defend themselves)”

Source: Ministry of Economy, Trade and Industry, Guidelines for Corporate Takeovers - Towards Enhancing Corporate Value and Securing Shareholder Interests.

External directors’ opinions to AVI

At all times, outside directors are working to 
maximise corporate value for shareholders, not for 
internal power balance or self-interest. In this sense, 
it is important to consider all options, including MBO.

If doing something together with external players 
would increase value, it would be conducive to 
consideration. In that sense, we do not rule out all 
possibilities.

We are very aware that we should consider what we 
should be as an issuer, including the views of our 
shareholders, rather than defending our position.

5 Implementation of strategic review

Opinions of External Board Members on Strategic Review

Acquisitions that serve the common interests of shareholders are viewed as supporting the development of superior corporate 
strategies, and outside directors have stated that all options should be thoroughly examined.

“Guidelines for Corporate Acquisitions” (METI)

“The development of a fair M&A market will ensure that the market functions 

soundly and that desirable acquisitions (acquisitions that both increase corporate 

value and secure the interests of shareholders) are actively conducted. This, in turn, 

will contribute to corporate growth through acquisitions, and also will lead to target 

companies’ opportunities to select superior corporate strategies and to improve 

external discipline on management.”

“’Corporate value’ is a quantitative concept. The target company management 

should not make the concept of corporate value unclear by emphasizing qualitative 

value, which is difficult to measure, nor should the “corporate value” concept be 

used as a tool for management to defend themselves1.” 

“In principle, upon receipt of an acquisition proposal to acquire corporate control, 

management or directors should promptly submit or report such matter to the 

board of directors.”

“..in order to proceed with the transaction on the basis of a friendly proposal, there 

may be circumstances where a dialogue is initiated without specifying the terms and 

conditions at the initial stage, or where a proposal does not take a written form.”

“.. the potential opportunity for a desirable acquisition to materialize should not be 

lost by not submitting the matter to the board of directors.”
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All options should undergo strategic review, with the Board of Directors promptly engaging in discussions to 
determine which option best serves the common interests of shareholders.

5 Implementation of strategic review

Suggestion #5: 
Implementation of strategic review

Given the view of Wacom’s directors' that the Board’s mission is to maximise corporate value and the common interests of 
shareholders, a strategic review should be carried out promptly.

▪ Maintain prime market listing
▪ Continued to have huge scope 

for improved investor 
communication (sustainability, 
investor relations...) and 
rebuild the business as soon as 
possible

▪ Need to urgently improve weak 
shareholder value

▪ Choose a sponsor that 
maintains the current business 
portfolio and provides 
comprehensive support for 
management and the overseas 
strategy

▪ Improve the business over the 
medium to long term

▪ Need to confirm whether 
interested buyers exist

▪ Become a subsidiary of a 
strategic buyer (e.g. Sony, 
Samsung) and go private

▪ High expectation of increased 
value if there is an affinity with 
the buyer’s long-term vision

▪ Need to scrutinise dis-
synergies with technology 
solutions business

▪ Management-led buy-out of 
shares from existing 
shareholders and obtain 
management control

▪ Enables business improvement 
over mid- to long-term 
timeframes

▪ Need to secure funds to pay an 
appropriate premium

Option A

Maintaining
status quo

Option B

Going private
with PE funds

Option C

Going private
with strategic buyers

Option D

Privatisation led by 
the management
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Source: Guidelines for Corporate Takeovers －Enhancing Corporate Value and Securing Shareholders’ Interests－

METI “Guidelines for Corporate Takeovers”

According to the Guidelines for Corporate Takeovers, it is fundamental to give sincere consideration to bona fide offers. The  
guidelines also emphasise the importance of measures to ensure fairness, such as establishing a special committee and obtaining 
advice from external advisors.

6 Amendment of Articles of Incorporation in relation to acquisition proposals

“Guidelines for Corporate Takeovers” (31st August 2023)

In principle, upon receipt of an acquisition proposal to acquire corporate control, 
management or directors should promptly submit or report such matter to the board 
of directors. If an acquisition proposal has a certain degree of credibility in addition to its 
specifics, the potential opportunity for a desirable acquisition to materialize should not 
be lost by not submitting the matter to the board of directors. Even if an acquisition 
proposal is not submitted to the board of directors, it should be promptly reported so 
that the board of directors can exercise its supervisory function over management.

The board of directors to which the matter is submitted shall in general give “sincere 
consideration” to a “bona fide offer.”

In connection with a target company taking these actions (AVI note: To determine 
whether or not to accept the offer from the perspective of whether it will enhance the 
corporate value of the company, and to make reasonable efforts to ensure that the 
acquisition is conducted under terms and conditions that secure the interests that 
shareholders should enjoy), outside directors play an important role in addressing any 
conflict of interest issues at the management level and improving transaction terms. In 
addition, depending on the degree of conflicts of interest or information asymmetry 
issues, as well as circumstances relating to the target company or its transaction 
structure, fair procedures (i.e. “Fairness Ensuring Measures”), such as establishing a 
special committee, or obtaining outside advisor’s advice, may be taken. 

▪ It is pointed out that “The 
development of a fair M&A market 
will ensure that the market 
functions soundly and that 
desirable acquisitions (acquisitions 
that both increase corporate value 
and secure the interests of 
shareholders) are actively 
conducted”

▪ In the event of an acquisition 
proposal, it is important, both for 
enhancing Wacom's corporate value 
and protecting shareholder 
interests, that the appropriate 
procedures recommended by the 
guidelines are systematically 
followed.
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Source: engagement dialogue with Wacom

Suggestion #6:
Amendment of Articles of Incorporation in relation to acquisition proposals

Wacom should publicly disclose its compliance with the Guidelines for Corporate Takeovers.

6 Amendment of Articles of Incorporation in relation to acquisition proposals

Past procedures at the preliminary proposals

>

▪ When internal directors engaged in discussion 
with PE funds, there appears to have been 
inadequate information sharing and limited 
discussion about the content of those 
conversations, not only with external directors, 
but even among internal directors.

▪ To institutionally ensure that such governance 
flaws do not arise in the future, the company 
should publicly disclose its compliance status with 
the Guidelines for Corporate Takeovers.

AVI’s suggestion

(About Acquisition Proposal)

33 The directors, managers, and other employees of the Company shall 

promptly submit to or report to the Board of Directors any proposal 

to acquire management control of the Company through the 

acquisition of shares issued by the Company or any similar act 

(including proposals to delist the Company; hereinafter referred to 

as ‘acquisition proposals’ in this Article). However, this shall not 

apply if it is clear that the acquisition proposal is not made in good 

faith.

２ The board of directors of the Company shall immediately and 

seriously consider any acquisition proposal submitted for 

deliberation or reported pursuant to the provisions of the preceding 

paragraph.

３ In conducting the consideration set forth in the preceding paragraph, 

the Company shall establish a special committee composed solely of 

outside directors, hold a meeting composed solely of outside 

directors, or take other fair procedures.

▪ Amend the Articles of Incorporation as follows:
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Source: AVI

Wacom’s current governance structure AVI’s suggestions

Appointment of 
director with capital 
market-oriented 
management abilities

Implementation of 
Strategic Review

Amendment of 
Articles of 
Incorporation in 
relation to acquisition 
proposals

There are no members of the board of directors 
with knowledge, experience, or abilities related 
to capital market-oriented management, and 
the stock price is sluggish.

Management decisions remain influenced by 
past practices, hindering the smooth evaluation 
and execution of strategic points that consider 
analysis of both qualitative and quantitative 
aspects of strategic options.

There are concerns that the board of directors 
has previously failed to act in accordance with 
the Guidelines for Corporate Takeovers.

#4: Appoint directors with knowledge, 
experience and abilities related to capital 
market-oriented management at the annual 
general meeting to be held in June 2025.

#5: Promptly initiate a comprehensive review 
of strategic options, and evaluate the 
quantitative impact of alternative options 
beyond the current capital policy on 
enhancing corporate value.

#6: Amend the Articles of Incorporation 
regarding the handling of acquisition 
proposals and publicly disclose the Company’s 
commitment to comply with the Guidelines 
for Corporate Takeovers.

To maximise corporate value, we recommend (4) appointing directors with an awareness of capital markets, (5) conducting 
strategic reviews, and (6) amending the Articles of Incorporation regarding the handling of acquisition proposals.

Summary of AVI’s Recommendations for Governance Enhancement 

with a Capital Market Perspective
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1 Turnaround of Branded Business

2 Governance enhancement with a capital market perspective

3 Capital policy optimisation

4 Enhanced communication with the market
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① Acceleration of the product development cycle for entry-and mid-class products

② Rationalisation of overseas sites and strengthening the EC channel

③ Establishment of Transformation Plan Supervisory Committee

Turnaround of Branded 
Business

Governance enhancement 
with a capital market 

perspective

④ Appointment of director with capital market-oriented management abilities

⑤ Implementation of strategic review

⑥ Amendment of Articles of Incorporation in relation to acquisition proposals

Capital policy 
optimisation

⑦ Enhanced disclosures with cost of capital-conscious management

⑧ Set appropriate financial leverage indicators: change indicator to net D/E ratio

⑨ Balance sheet improvements: 5 billion yen buy-back in FY2026/3

⑩ Amendment of the decision-making body for distribution of surplus

⑪ Introduction of evaluation KPI for stock remuneration schemes

⑫ Reshaping how the company communicates with the market

⑬ Enhancement of ESG disclosure: Disclose Integrated Report every year

Enhanced communication
with the market

AVI’s Recommendations on capital policy optimisation
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Source: TSE “Action to Implement Management that is Conscious of Cost of Capital and Stock Price”

7 Enhanced disclosures with cost of capital-conscious management: WACC disclosure

Details of Requests from the Tokyo Stock Exchange

Wacom is required to accurately assess its cost of capital, transparently disclose this information to investors, and engage in 
proactive dialogue with them based on the disclosure.



75Source: Wacom financial results presentation materials, Corporate Governance Report

Wacom’s capital allocation policy Corporate Governance Report, 11th Nov 2024

Tautological disclosures are conspicuous, for example, the company repeatedly states that it is “cost of 
capital conscious” in response to requests for cost of capital-conscious management, without explanation.

As a result, a substantive, ‘disclosure-based dialogue’ on cost of capital remains unachievable.

Opaque Disclosures on Cost of Capital-Conscious Management

The only relevant disclosures in the CG report is that investments are made “with an awareness of the cost of capital” and that ROE 
is set “with an awareness of the assumed cost of equity”; no disclosure of WACC itself can be found.

7 Enhanced disclosures with cost of capital-conscious management: WACC disclosure

The company sets return on equity (ROE) as an indicator of 
capital efficiency in the formulation of management 
strategies and plans, with an awareness of the assumed cost 
of shareholders' equity.
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Source: Tokyo Stock Exchange “Key Points and Examples Considering The Investor’s Point of View” Document 2 “Cases Where Companies Are Not Aligned With Investors’ Perspectives”

Suggestion #7:
Enhanced disclosures with cost of capital-conscious management: WACC disclosure

Simply disclosing that Wacom is “aware of capital costs” is not sufficient to meet the TSE’s requirements. The company should 
disclose the cost of capital in more concrete, quantitative terms.

7 Enhanced disclosures with cost of capital-conscious management: WACC disclosure

Wacom CG report and TSE’s case examples

>

AVI’s suggestion

In the “Business Report Wacom Chapter 3” published in May 2024, on Page 32 under “Wacom 
Chapter 3 Summary of Update Plan,” in the section titled “7 Policy of Capital & Shareholder 
Return (FY03/2024-FY03/2025),” we outlined its approach to cash allocation, stating that it will 
prioritise growth investments and strategic investments aimed at enhancing future corporate 
value, while also seeking to optimise capital efficiency through the prudent use of leverage, all 
while maintaining financial soundness, as part of its efforts to enhance shareholder returns. For 
more details, please refer to the “Wacom Chapter 3 Summary of Update Plan” under the 
section titled “7 Policy of Capital & Shareholder Return (FY03/2024-FY03/2025)” at the 
following link: https://contents.xj-
storage.jp/xcontents/AS95168/22b7175b/c623/44ce/a45b/6e8673b63931/2024050 
9150322291s.pdf

The disclosure is limited to providing links to past medium term 
management plans, etc. Even if you look at the documents
in the link, it is difficult to conclude that sufficient consideration has 
been given to cost of capital, and it feels like the management team 
does not have a sense of urgency.
(Tokyo Stock Exchange “Cases where companies are not aligned with 
investors’ perspectives”)

#7: As part of efforts to respond to the Tokyo Stock 
Exchange's request for management conscious of the 
cost of capital and stock prices, the company should 
disclose its WACC.
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Source: Kao Corporation, EVA® Management (https://www.kao.com/en/corporate/investor-relations/management-information/economic-value-added/)

Four perspectives to improve EVA® (Kao Corporation)

8 Set appropriate financial leverage indicators: change indicator to net D/E ratio

Increase Enterprise Value by Lowering Cost of Capital

It is widely accepted that lowering the WACC is one of the ways to increase the corporate value of a company, and the use of an 
appropriate level of leverage is one effective way to achieve this.

The cost of capital can be reduced 
and, in turn, corporate value can be 
increased by achieving an optimal 
capital structure (use of appropriate 
levels of leverage, share buy-backs).
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Source: Wacom financial results, disclosure materials from each company, SPEED

Wacom’s capital allocation policy
Comparison of leverage with consumer electronics peers

FY2024/3

D/E ratio Net D/E ratio

Although the company has the highest level of net cash and deposits compared to similar companies, it is 
misleading to use indicators that do not take cash and deposits into account as leverage indicators. This should 

not be allowed, regardless of whether it is intentional or not.

8 Set appropriate leverage financial indicators: change indicator to net D/E ratio

Inappropriate Leverage Indicators that could Mislead the Market

Wacom uses the D/E ratio as a leverage indicator, but given the high level of Wacom's cash and deposits, this disclosure is 
misleading to the market.

0.44x

0.24x

0.06x

0.04x

0.01x

Wacom

CASIO

EIZO

Yamaha

Elecom

-0.44x

-0.18x

-0.07x

-0.17x

-0.47x
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Source: Wacom corporate governance report (11th November 2024)

Suggestion #8:
Set appropriate leverage financial indicators: change indicator to net D/E ratio

In order to accurately convey its positive capital policy stance to the market, Wacom should promptly revise its disclosure to state 
that Wacom will “utilise the net D/E ratio to a maximum of approximately 0.3 to 0.5x.”

8 Set appropriate leverage financial indicators: change indicator to net D/E ratio

>

Wacom Corporate Governance Report, 11th November 2024 AVI’s suggestion

#8: Set appropriate leverage financial indicators and 
change indicator to net D/E ratio (e.g., 0.3～0.5x)

If you disclose a capital policy that takes into account 
financial soundness as well as KPIs as leverage ratios, 
it is sufficient to disclose the target D/E ratio 
separately in addition to the above.

【Measures to realise management conscious of cost of capital 
and stock price】
“As a capital allocation policy, we will strive to return profits to 
shareholders while ensuring financial soundness and leveraging 
capital efficiently.”

Wacom is implementing capital measures such as leveraged share 
buybacks, demonstrating its commitment to improving ROE. It is 

desirable to establish appropriate indicators to accurately convey this 
positive management policy to the market.
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Source: Wacom financial results presentation materials.

Wacom’s balance sheet, as of March ending 2024

9 Balance sheet improvements: 5 billion yen buy-back in FY2026/3

Inefficient Balance Sheet

There is a concern that Wacom's inefficient financial strategy is undermining the common interests of shareholders.

39.8%

Assets

17.6%

Liabilities & Equity

Cash and deposits

Accounts receivable

Products, Inventory, WIP

LT Securities

Other assets

16.4%

16.2%

2.0%

25.6%

22.8%

14.4%

45.2%

Interest bearing
debt

Accounts
payable

Other
liabilities

Equity

▪ Wacom's balance sheet is net 
cash (effectively unleveraged), 
with cash and cash equivalents 
exceeding interest-bearing 
debt

▪ As a result, Wacom's current 
weighted average cost of 
capital is equal to its cost of 
shareholders' equity, and the 
lack of leverage is a detractor 
from the corporate value 
creation

▪ There are concerns that the 
inefficiency of this financial 
strategy is consistently 
damaging the common 
interests of shareholders, and 
urgent improvements are 
desirable
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Source: Harvard Business Review (“Key points on corporate value”).

Relationship between optimal capital structure and enterprise value

9 Balance sheet improvements: 5 billion yen buy-back in FY2026/3

About Optimal Capital Structure

Wacom can achieve an optimal capital structure (i.e. lower cost of raising equity through debt utilisation and share buy-backs), 
thereby reducing WACC and ultimately increasing enterprise value.

Wacom’s current net D/E
ratio: -0.44x

Your current 
enterprise value

Potential enterprise value in 
an optimal capital structure

High

Low

Low HighOptimal capital 
structure

D/E ratio

Enterprise value
(no leverage)

PV of tax shield 
impact

Enterprise 
Value

Financial 
distressed 
cost

Tax merit from leverage
Increased risk of 
bankruptcy



82
Source: Wacom disclosure documents, SPEEDA.

Wacom’s actual cash allocations under the current CEO
accumulating FY2019/3 – FY2024/3; % to net profit (100%=Y35.3bn)

Net cash trajectory
JPY in billions

In light of the continuing accumulation of net cash and in order to correct the decline in shareholder 
value, it is considered desirable to continue the acquisition of treasury stock

Capital Allocation Track Record

Under the current management, the distribution of net income for the current period to dividends was limited to 41%, while cash 
increased 3.2 times. To improve capital efficiency and rectify undervaluation, there is room for expansion of shareholder returns.

9 Balance sheet improvements: 5 billion yen buy-back in FY2026/3

100

41

31 39

9

41

35

Net Profit CAPEX Depreciation Change 
in NWC

0

Acquisitions Dividends Share 
buy-backs

Retained 
earnings 

etc.

Although the apparent payout 
ratio is on an upward trend 
due to the recent profit slump, 
the payout ratio in monetary 
terms for the past six years in 
aggregate is only slightly above 
30% payout ratio target

...and as a result, capital 
efficiency has been blocked 
from improving for the past 
six years

The partial improvement in capital 
efficiency via share buy-backs in the 
Chapter 3 period is commendable

While there have been no previous M&As to acquire 
a controlling stake, the opportunities for Wacom to 
make M&As as industry's top player are very limited 
and no major M&As can be envisaged in the future

FY2019/3 FY2024/3

3.8

15.8

+320.9%
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Source: Wacom corporate governance report (11th November 2024)

Suggestion #9: 
Balance sheet improvements: 5 billion yen buy-back in FY2026/3

It is recommended to acquire 5 billion yen worth of treasury stock to improve capital efficiency.

9 Balance sheet improvements: 5 billion yen buy-back in FY2026/3

>

AVI’s suggestion

#9: The company should conduct share buy-back 
totalling 5 billion yen in the fiscal year ending March 
2026 to improve its capital efficiency.

Wacom considers shareholder returns to be an important 
management priority and intends to implement shareholder returns, 
including the acquisition of treasury stock using interest-bearing debt, 
in order to improve capital efficiency. Furthermore, given the current 

situation in which stock prices are significantly depressed, 
investment opportunities that would yield capital efficiency 
improvements exceeding such buy-back would be limited.

Wacom Corporate Governance Report, 11th November 2024

【Measures to realise management conscious of cost of capital 
and stock price】
“As a capital allocation policy, we will strive to return profits to 
shareholders while ensuring financial soundness and leveraging 
capital efficiently.”
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Note 1: Article 454, Paragraph 1 of the Companies Act

Note 2: Includes cases where the Articles of Incorporation stipulate that the disposal of surplus funds may be determined by resolution of the board of directors and such resolution has been approved by the general 

meeting of shareholders (18.2%)

Source: Commercial Law 2376, p. 42, Wacom public disclosure materials

Wacom's current decision-making body for the payment 

of dividends from retained earnings
Methods of deciding on the appropriation of retained 

earnings of listed companies in Japan, 2024

12.3%

17.7%

62.2%

7.9%

Decided by a resolution of the board,
not by a resolution of AGM
(Exclusive to the board of directors)

"Can" also be decided
 by a resolution
of the Board

AGM approval 2

No dividends

Decision-Making Body for Distribution of Surplus

Under the Companies Act, the authority to decide on the distribution of surplus funds lies with the AGM in principle1, and except 
for companies with no dividends, c.90% companies have a system whereby the AGM approves or decides on the distribution of 
dividends. Yet, Wacom determined that the distribution of surplus funds will be decided by a resolution of the board of directors.

10 Amendment of the decision-making body for distribution of surplus

Articles of Incorporation of Wacom

(Decision-making body for the distribution of surpluses, 

etc.)

39. The Company shall determine the matters provided 

for in each item of Article 459(1) of the Companies 

Act, including the distribution of surplus, by a 

resolution of the board of directors instead of a 

resolution of the general meeting of shareholders, 

unless otherwise provided by law.



85
Note 1: Article 454.1 of the same Act.

Source: Articles of Incorporation of Wacom Co.

Amendment of the decision-making body for distribution of surplus

System whereby Dividends can be Determined by both AGM and Board

By allowing dividends to be determined at either the general meeting of shareholders or by the board of directors, it is possible to 
create a system that reflects the intentions of shareholders and allows for flexible implementation of capital policy.

Exclusive

No decision 
rights

▪ Under Companies Act principles, it 
is the AGM that has the power to 
decide on dividends1

▪ This is in order to exert shareholder 
discipline on capital allocation

Exclusive Authorise both 
bodies

Authorise both 
bodies

▪ Wacom has given the board of 
directors exclusively the authority to 
make dividend decisions

▪ This denies the board of directors a 
valuable opportunity to properly 
understand the will of shareholders 
and reflect it in dividend policy

▪ By allowing both the AGM and the 
board of directors to decide on 
dividends, both the shareholders' 
will and the flexibility of the capital 
policy are taken into account.

Companies Act’s Principle1 Current Wacom Articles of 
Incorporation

Suggested changes

AGM

Board
of

Directors

No decision 
rights

10
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Source: Articles of Incorporation of Wacom Co.

Amendment of the decision-making body for distribution of surplus

Suggestion #10:
Amendment of the decision-making body for distribution of surplus

In order to establish both the general meeting of shareholders and the board of directors as the decision-making bodies for the 
distribution of surplus, the Articles of Incorporation shall be amended as follows.

Currently, the decision-
making powers of the 
AGM are precluded

Wacom’s current Articles of Incorporation

（Dividends from surplus, etc.）

39. The Company shall determine the matters provided for in each 

item of Article 459(1) of the Companies Act, including the 

distribution of surplus, by resolution of the board of directors, 

without recourse to a resolution of a general meeting of 

shareholders, except as otherwise provided by law.

(Underlines indicates changes)

Suggested updates

（Dividends from surplus, etc.）

39. The Company shall determine the matters provided for in each 

item of Article 459(1) of the Companies Act, including the 

distribution of surplus, by resolution of the board of directors, 

except as otherwise provided by law.

Delete the underlined parts 
in red above and return the 
AGM to having decision-
making powers in 
accordance with the 
principles of the Companies 
Act.

Currently, the board of 
directors has a sole 
decision-making authority

▪ The board of directors 
also retains the authority 
to make decisions after 
amendments to the 
Articles of Incorporation

▪ If the board of directors 
exercises its powers 
properly, there is no need 
for the general meeting of 
shareholders to exercise 
its powers, so the 
flexibility of capital policy 
is not unduly impaired.

10
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Source: Wacom disclosure documents

16

5
0

FY2019/3

8
(16.4%)

13
(28.2%)

26
(55.3%)

FY2024/3

Restricted
Stock comp.

Performance-
based
remuneration

Base
remuneration

21

46

Compensation per internal director
JPY mm Rationale and calculation methods

Remuneration system 
is evolving, with RS 
started being allocated 
since 2020 to align 
interests with 
shareholders, under 
the oversight by the 
Remuneration 
Committee

▪ Wacom has introduced a 
stock-based compensation to 
align interests with 
shareholders. there is also an 
increase in the ratio of 
performance-linked 
compensation and long-term 
incentives, on top of the 
increase in the amount of 
overall compensation. This is 
an indication of an improving 
compensation system and 
the appropriate supervisory 
function of the 
Compensation Committee.

▪ In the future, we recommend 
further improvements to 
KPIs , such as using the Total 
Shareholder Return (TSR) as 
a KPI, in order to further 
advance interest alignment 
with shareholders

Introduction of evaluation KPI for stock remuneration schemes: using TSR as KPI

Wacom Sought to Implement Remuneration with Incentive Alignment

Wacom's remuneration system has been continuously improved. Going forward, we recommend using TSR as the KPI for the stock-
based remuneration system.

▪ Programme to increase corporate value and 
align interests with shareholders

▪ Determined by CEO and Remuneration 
Committee Chair

▪ Short-term: Based on company and individual 
performances (primarily operating profits)

▪ Long-term: Based on performance targets 
resolved by the board

▪ (monthly base remuneration)

11
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Source: Financial Services Agency, Yamaha Disclosure Materials

Introduction of evaluation KPI for stock remuneration schemes: using TSR as KPI

Total Shareholder Return (”TSR”)

FSA has pointed out that using TSR as an indicator and disclosing specific details is useful, and other companies in the industry have 
already introduced it.

Main disclosure points under “Remuneration of directors 
and officers” (FSA)

Disclosure by consumer electronics peers
(Yamaha example)

It is useful to set KPIs in terms of alignment with 
investors, such as TSR (total shareholder return) and 
EPS (earnings per share), and to disclose specific 
details of these KPIs ▪ Yamaha has introduced a stock-based remuneration to sustainably 

increase corporate value and share interests with shareholders
▪ Consists of financial, non-financial and corporate value targets, with 

total shareholder return (TSR) as an indicator for corporate value 
targets

▪ Claw-back clause in the event of a large loss, etc.

FSA also states that it is useful to set KPIs such as TSR from the perspective of aligning interests with 
investors as a key point of disclosure. Sector peers started incorporating such KPIs in the design of their 

stock-based compensation schemes

The evaluation indicators in the Company’s performance consist of “Financial Targets”, 
“Non-Financial Targets” with a focus on sustainability, and “Corporate Value Targets”. 
“Financial Targets” and “Non-Financial Targets” have been set for the indicators put 
forth by the medium-term management plan while a “Corporate Value Targets” has 
been established for total shareholder return (TSR).

The ratio of impact on compensation in the form of restricted stock is planned as follows. 
Financial Targets: Non-Financial Targets: Corporate Value Targets = 50% : 30% : 20%

11
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Source: Corporate Governance Report (11 November 2024), Notice Regarding Disposal of Treasury Stock as Restricted Stock Compensation (11 July 2024), and other disclosure materials.

Suggestion #11:
Introduction of evaluation KPI for stock remuneration schemes: using TSR as KPI

Wacom should introduce TSR as an evaluation indicator for its stock compensation system.

>

Disclosure of Wacom's stock compensation plan AVI’s suggestion

#11: Wacom should introduce TSR as an evaluation 
indicator for its stock compensation system to further 
advance incentive alignment with shareholders and 
strengthen incentives for sustainable improvement in its 
corporate value.

▪ Wacom's disclosure of its stock compensation system lacks disclosure 

of specific KPIs and weightings for the compensation system.

▪ CEO and two members of the Compensation Committee decide the 

specific timing and allocation of payments to each director.

▪ There is a lack of transparency in disclosure, as the stock 

compensation system is determined “in consideration of other 

miscellaneous matters.”

Introduction of evaluation KPI for stock remuneration schemes: using TSR as KPI

▪ “Introduced with the aim of providing incentives for the sustainable 
improvement of corporate value and promoting further value sharing 
between the target directors and shareholders.”

▪ “Decided by the CEO and the chair of the Compensation Committee, 
as delegated by the Board of Directors.”

▪ “in consideration of the purpose of the Plan, the business 
performance of the Company, the scope of responsibilities of each of 
the Eligible Directors, and other miscellaneous matters”

11
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Source: AVI

To maximise corporate value, we recommend (7) prompt disclosure of WACC, (8) setting net D/E ratio as a KPI, and (9) realising an 
optimal capital structure through share buybacks and leveraged debt.

Summary of AVI’s Suggestions about Capital Policy (1/2)

Wacom’s current capital policy and 
disclosures

AVI’s suggestions

Improving disclosure 
on Cost of Capital-
conscious 
management

Setting appropriate 
leverage KPIs

Improving balance 
sheet efficiency

“Cost of capital awareness” is merely repeated 
on disclosure documents, with no disclosure of 
cost of capital or ROIC spread

D/E ratios are used as KPIs, which do not 
accurately represent the actual use of leverage, 
and financial indicators based on net debt are 
not set utilised

Cash and deposits account for 40% of total 
assets and are well in excess of interest-bearing 
debt, pushing up the cost of capital

#7: Disclose WACC and engage in active 
dialogue with investors on cost of capital and 
share price

#8: Set the net D/E ratio as a financial KPI and 
disclose the appropriate level of targets 
publicly, taking into account the perspective 
of maximising corporate value and balancing 
sustainable management

#9: Based on the set net debt-to-equity ratio 
level, promote share buybacks and the use of 
interest-bearing debt and achieve an optimal 
capital structure
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Source: AVI

To maximise corporate value, we recommend (10) amendment of articles of incorporation to allow both AGM and the BoD as 
dividend decision-making bodies and (11) introducing TSR as an indicator for stock-based compensation systems.

Summary of AVI’s Suggestions about Capital Policy (2/2)

The decision-making 
body for distribution 
of surplus to be 
coextensive with 
AGM

Introduce KPI for 
stock-based 
compensation

The decision-making body on dividends is 
exclusively the responsibility of the board, which 
means that the board loses a valuable 
opportunity to properly understand and reflect 
the will of shareholders in its dividend policy

Wacom's remuneration system has improved 
significantly since the introduction of the stock 
remuneration scheme. There is room for 
improvement in the introduction of evaluation 
KPIs.

#10: Allow both AGM and the board to decide 
dividends. This will establish a decision-making 
mechanism that takes into account both the 
reflection of shareholders’ wish and the flexibility 
of management capital policy

#11: Introduction of the TSR as an indicator for 
restricted stock-based compensation and 
enhance interest alignment with shareholders

Wacom’s current capital policy and 
disclosures

AVI’s suggestions
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1 Turnaround of Branded Business

2 Governance enhancement with a capital market perspective

3 Capital policy optimisation

4 Enhanced communication with the market
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① Acceleration of the product development cycle for entry-and mid-class products

② Rationalisation of overseas sites and strengthening the EC channel

③ Establishment of Transformation Plan Supervisory Committee

Turnaround of Branded 
Business

Governance enhancement 
with a capital market 

perspective

④ Appointment of director with capital market-oriented management abilities

⑤ Implementation of strategic review

⑥ Amendment of Articles of Incorporation about an acquisition proposal

Capital policy optimisation

⑦ Enhanced disclosures with cost of capital-conscious management

⑧ Set appropriate financial leverage indicators: change indicator to net D/E ratio

⑨ Balance sheet improvements: 5 billion yen buy-back in FY2026/3

⑩ Amendment of the decision-making body for distribution of surplus

⑪ Introduction of evaluation KPI for stock remuneration schemes

⑫ Reshaping how the company communicates with the market

⑬ Enhancement of ESG disclosure: Disclose Integrated Report every year

Enhanced communication
with the market

AVI’s Recommendations about enhanced communication with the market



94

Note 1: As of 20 April 2025

Note 2: Coverage has commenced, but due to the departure of the analyst, there is currently no official coverage. The final report is dated 30 October 2024.

Source: SPEEDA, Capital IQ

Market Cap1

JPY in bn No. of coverages Sell-side coverages that include rating/recommendations

68

126

257

392

1,517

20,883

1

5

9

9

13

26

Small-mid cap

Reshaping how the company communicates with the market

Room for Improvement in Sell-side Coverage

Coverage is currently limited to only two, a level that is inferior to that of small/mid-cap stocks in the sector. It would be desirable 
to have sell-side coverage from securities firms that also cover small and mid-cap stocks

Others

Brokerage firms that cover a 
relatively large number of small 
and mid-cap stocks in the 
consumer electronics sector

Wacom

Elecom

CASIO

Yamaha

Logitech

Sony Group

12

2
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Source: companies' financial statements.

Financial results announcement schedules by major players

Consumer electronics, electronic components and precision equipment; May 2024

Wacom deliberately held its financial results briefing on a very busy schedule, demonstrating a lack of effort 
to ensure that the stock market fully understands the company.

Reshaping how the company communicates with the market

Room for Improvement in Earnings Release Scheduel

Despite being a small&mid-cap stock, Wacom lacks consideration for investors and sell-side analysts, as evidenced by its decision to 
hold its earnings briefing during a highly competitive week. There is significant room for improvement in investor relations efforts, 
such as shifting the earnings announcement date away from the busy season or holding the earnings briefing on a separate day.

Mon Tue Wed Thu Fri

Week 2

Week 3

Week 4

6 7 8 9 10

13 14 15 16 17

20 21 22 23 24

(Publication of results and 
explanatory material)

(Results briefing 
meeting)

Wacom held its annual 

results presentation on 

Thursday 9 May, the most 

competitive day

Timing of the announcement 
of financial results staggered 

by the busy season
(Explanatory material 

distributed on the same day)

Financial results 
briefings are held again 
at a more settled time

12
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Reshaping how the company communicates with the market

“Amount of Adjustment” for Excessive Head Office Expenses

Wacom has large “amount of adjustment” for management expenses incurred by its head office that are not allocated to each 
segment, and the deficit of the branded business is underrated, resulting in a lack of transparent disclosure that would assist 
investors in their decision-making.

Segment disclosure for FY2024/3

Thousand yen

Branded business

16
Technology Solution

business

5Adjustment

Total

-5

7

Segment profit waterfall in FY2024/3

JPY bn

12
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Source: each company's published Mid-term Plan.

Domestic consumer 
electronics players

Ongoing mid-term 
plan Term

Quantitative 
sales target

Quantitative 
profit target

Mid-term 
capital policy

Lack of quantitative commitment and too long a period of time to be of use as a reference point 
for investors, as the deviation from actual results is too large

Reshaping how the company communicates with the market

Unnecessarily Long Mid-Term Plan and Inferior Information Value

Wacom's current Mid-term Plan lacks quantitative commitments, and discloses a four-year plan that is highly inconsistent with 
changes in the market and environment. Rather than attempting to demonstrate originality where it is not necessary, the company 
should pursue easier-to-understand disclosure.

“Wacom Chapter 3”
(FY2022/3-2025/3)

Mid-Term Plan
(FY2025/3-2027/3)

8th Mid-Term Plan
(FY2025/3-2027/3)

Mid-Term Plan
(FY2024/3-2026/3)

“Make Waves 2.0”
(FY2023/3-2025/3)

5th Mid-Term Plan
(FY2025/3-2027/3)

4yrs

3yrs

3yrs

3yrs

3yrs

3yrs

N/A

(mid-long term)

(growth rate)

Graphs only

(growth rate)

(growth rate)

N/A

N/A

12



98
Source: AVI research based on conversations with sell-side analysts and institutional investors, expert calls

Reshaping how the company communicates with the market

Suggestion #12: 
Reshaping How the Company Communicates with the Market

Conduct an urgent investigation into the reasons why coverage from sell-side analysts is significantly lower than that of competitors 
and what is preventing the expansion of new investor bases, and take swift action to disclose transparent IR information, such as 
the allocation of head office expenses.

>

Current issues in Wacom’s IR activities AVI’s suggestion

#12: As part of a reshaping of how information is 
communicated to the market, the Mid-term Plan 
should be shortened to three years, and HQ expenses 
should be allocated to each segment as much as 
possible so that the actual profitability of each 
segment can be more visible to shareholders in an 
easy-to-understand manner. In addition, Wacom 
should try to identify the major issues that have 
prevented sell-side analysts and new investors from 
getting interested in Wacom. 

Tendency to be less likely to be covered by securities companies:

“The biggest reason for not covering it is the schedule for the 
financial results briefing.”

“The breakdown of sales is good, but the disclosure does not reveal 
differences in profitability or changes in composition ratios between 
entry-level and professional products, pen tablets and pen displays 
in the branded business, such as in a form of gross profit disclosure. 
There is also no official  explanation of the market share.”

Institutional investors also point out the lack of transparency:

“Of the approximately 30 billion yen in SG&A, 8.5 billion yen is 
related to salaries and bonuses, and 7.7 billion yen is related to R&D 
expenses. The amount of other SG&A is significant, and the 
breakdown and future forecasts are not disclosed.’

“The actual segment profit margin and profitability of each product 
category are unclear.”

12
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Source: Wacom Story Book (May 2023)

Sporadic ESG Disclosure

Wacom has only once disclosed information titled “WACOM STORY BOOK” and has suddenly stopped disclosing information related 
to ESG.

Wacom’s current disclosure about ESG

13 Enhancement of ESG disclosure

Since the release of the ‘Wacom Storybook’ in May 2023, which emphasised qualitative aspects, no reports 
have been disclosed regarding ESG initiatives.
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Note 1: For Casio Computer Co., Ltd., the data is based on its Sustainability Report.

Source: Each company's disclosure material.

Domestic consumer 

electronics 

companies

Disclosure status of integrated / 

sustainability reports

Disclosure contents, number of pages1

6

81

7

15

24

79

5

20

24

8

81

26

46

85

56

510

1010

89

91

56

90

269

121

67

E S G Business, others

13 Enhancement of ESG disclosure

Deprioritised ESG Disclosures

Investors are looking for trackable ESG disclosures that include both quantitative and qualitative aspects, and one-off disclosures 
that seek to be unique are not helpful.

The ‘Wacom Story Book’ was disclosed once in 
May 2023 and has not been updated since.

Sustainability report disclosed annually

Integrated report disclosed annually

Both sustainability report and integrated 
report disclosed annually

Integrated report disclosed annually

Integrated report disclosed annually
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Source: company disclosure documents

Climate change disclosures of consumer electronics peers Wacom’s disclosure about climate change

13 Enhancement of ESG disclosure

Sustainability Disclosure Inferior to Competitors

Unfortunately, even when comparing the contents of the report, which was disclosed only once, with the sustainability disclosures 
of other companies in the same industry, it cannot be said that it meets the expectations of investors.

Discloses only actual results 
for the past (FY2021) single 
year for Scope 3. Targets are 
not disclosed for each scope, 
but only the reduction target 
in CO2 emissions in 2030 
compared to 2014 level.

Scope 3 
target and 

actual results 
are disclosed
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Source: AVI’s engagement dialogue with Wacom

Suggestion #13:
Disclose an integrated report once a year to enhance ESG disclosure

As a Prime Listed Company, Wacom should immediately begin disclosing integrated reports once a year in order to meet the 
disclosure standards required by global investors.

>

Voices from external directors about current ESG initiatives AVI’s suggestion

#13: Start disclosing integrated reports once a year.

13 Enhancement of ESG disclosure

When looking at the Story Book, the information on 
sustainability is rather plain compared to other sections.

I understand that it is necessary from the perspective of 
investors to disclose information in a way that allows for 
comparison between companies, in accordance with a 
certain framework. The prerequisite is to make it easy to 
understand for external investors.

Outside directors also have demonstrated an understanding of the 
importance of regular ESG disclosure that is easy for investors to 

understand.
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Source: AVI

Wacom’s current stance toward engaged 
communication with investors

AVI’s suggestions

Reshaping how the 
company 
communicates with 
the market

Enhancement of ESG 
disclosure

The number of coverage by sell-side analysts is 
among the lowest in the industry, segment 
disclosures are unclear to investors, and the 
medium-term plan period is unnecessarily long. 
There is considerable room for improvement in 
IR initiatives.

Since publishing the “Wacom Storybook” in 
2023, there have been no updates regarding 
ESG.

#12: Change the Mid-term Plan period to 
three years and appropriately allocate head 
office administrative expenses in segment 
reporting to each segment.

#13: Immediately begin disclosure of 
integrated reports once every three years and 
provide sufficient ESG disclosure for global 
investors to make investment decisions.

To maximise corporate value, we recommend (12) shortening the medium-term plan period, allocating management expenses, and 
(13) enhancing ESG disclosure by publishing an integrated report once a year.

AVI’s Recommendations about Enhanced Communication with the 

Market



Summary
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① Acceleration of the product development cycle for entry-and mid-class products

② Rationalisation of overseas sites and strengthening the EC channel

③ Establishment of Transformation Plan Supervisory Committee

Turnaround of Branded 
Business

Governance enhancement 
with a capital market 

perspective

④ Appointment of director with capital market-oriented management abilities

⑤ Implementation of strategic review

⑥ Amendment of Articles of Incorporation about an acquisition proposal

Capital policy 
optimisation

⑦ Enhanced disclosures with cost of capital-conscious management

⑧ Set appropriate leverage financial indicators: change indicator to net D/E ratio

⑨ Balance sheet improvements: 5 billion yen buy-back in FY2026/3

⑩ Amendment of the decision-making body for distribution of surplus

⑪ Introduction of evaluation KPI for stock remuneration schemes

⑫ Reshaping how the company communicates with the market

⑬ Enhancement of ESG disclosure: Disclose Integrated Report every year

Enhanced communication
with the market

AVI’s Recommendations Summary



Disclaimer

▪ This document (including all information contained herein; hereinafter the same) was prepared solely for the purpose of providing information to shareholders 

of Wacom Co., Ltd. (the “Company”). Asset Value Investors Limited (“AVI”) is the investment manager of AVI Japan Opportunity Trust plc (“AJOT”), a 

shareholder of the Company.

▪ AVI is authorised and regulated by the UK Financial Conduct Authority (“FCA”) and is also registered as an Investment Advisor with the United States 

Securities and Exchange Commission under the United States Investment Advisors Act of 1940.

▪ This document is directed only at Professional Clients or Eligible Counterparties as defined by the UK FCA.

▪ This document exclusively represents the opinions, interpretations and estimates of AVI in relation to the Company’s business and governance structure. AVI 

is expressing such opinions, interpretations and estimates solely in its capacity as an investment manager of AJOT.

▪ This document is provided for information purposes only. It does not solicit to buy or sell any security, financial product, or related derivative product. It does 

not include any advice related to law, accounting, tax, finance or investment.

▪ This document was prepared based on the annual securities reports and financial statements published by the Company and its peers, and other publicly 

available information as well as information that AVI collected on its own as of 7th May 2025. AVI does not have any intention to express any opinion 

externally in respect of any content contained in this document including premises or assumptions.

▪ This document was prepared on the assumption that the publicly available information was accurate and complete. AVI makes no representation or warranty, 

express or implied, as to the accuracy, completeness or reliability of the information contained in this document. AVI shall not assume, directly or indirectly, 

any responsibility or obligation in relation to this document irrespective of whether it is arisen under a contract or in tort or otherwise.

▪ AVI shall not be obliged to independently verify the reasonableness and validity of the publicly available information and the assumptions set based on the 

publicly available information, nor shall AVI assume any responsibility whatsoever.

▪ This document is not a solicitation to exercise voting rights by proxy nor is it a solicitation or request to jointly acquire or transfer share certificates, etc. or to 

exercise voting rights or other rights as shareholders.

▪ AVI does not intend to become, or have its related person become, an officer of the Company, to propose to transfer or discontinue the business or assets of 

the Company, by itself or through other shareholders of the Company, at the Company’s general meeting of shareholders, or to access confidential technical 

information relating to the business of the Company. In addition, AVI does not intend to engage in any conduct that makes it difficult for the Company to 

continuously and stably conduct its business.

▪ In the event of any discrepancy or inconsistency between the content and information in the English language version and the Japanese language version of 

this document, the Japanese language version shall prevail unless otherwise expressly indicated.

▪ The content and information in this document may be changed or updated without notice.
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