
• Thank you for attending today. I am Shuntaro Furukawa, President of Nintendo.
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• First, I would like to briefly discuss the consolidated results for the first half of the 
fiscal year ending March 2026 that we announced yesterday.

• In the first half of the fiscal year, net sales increased significantly by 110.1% year-
on-year to 1,099.5 billion yen, mainly due to strong sales of Nintendo Switch 2 
hardware and software released in June.

• Operating profit rose 19.5% year-on-year to 145.1 billion yen, due to higher cost of 
goods sold resulting from a greater proportion of hardware sales, as well as 
increased advertising and R&D expenses.

• Additionally, while foreign exchange losses were recorded in the same period of 
the previous year, this period we saw foreign exchange gains and an increase in 
share of profits of entities accounted for using equity method, resulting in ordinary 
profit rising 60.5% year-on-year to 236.0 billion yen.

• Profit attributable to owners of parent grew 83.1% to 198.9 billion yen, due to 
factors such as a gain on sale of investment securities.
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• Regarding Nintendo Switch 2, 10.36 million units of hardware and 20.62 million 
units of software were sold during the first half of the fiscal year.

• Sales of Nintendo Switch hardware came to 1.89 million units and software was 
61.56 million units.
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• Next, we would like to talk about changes to our consolidated financial forecast for 
the fiscal year ending March 2026.

• Based on the sales performance in the first half of the fiscal year and the outlook 
going forward, we have made modifications to our financial forecast, including a 
revision in our full-year sales unit forecast. Net sales has been modified to 2,250.0 
billion yen, operating profit to 370.0 billion yen, ordinary profit to 460.0 billion yen, 
and profit attributable to owners of parent to 350.0 billion yen.

• Taking into account the change in our dividend policy and the modification of the 
consolidated financial forecast, the forecast for the annual dividend per share has 
been increased by 52 yen to 181 yen.
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• The full-year sales unit forecast for Nintendo Switch 2 hardware has been 
increased by 4.00 million units to 19.00 million units, and software by 3.00 million 
units to 48.00 million units.

• Additionally, the forecast for Nintendo Switch hardware has been decreased by 
0.50 million units to 4.00 million units, and software has been increased by 20.00 
million units to 125.00 million units.

Note: Appropriate Use of Earnings Forecasts: Forecasts referred to above were prepared based on management’s
assumptions with information available at this time and therefore involve known and unknown risks and
uncertainties such as fluctuation in foreign exchange rates and other changes in the market environment.
Please note such risks and uncertainties may cause the actual results (earnings, dividend, and other results) to
be materially different from the forecasts.
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• Now, I would like to shift to our dedicated video game platform business, primarily 
focusing on Nintendo Switch 2.
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• Nintendo Switch, which launched in 2017, has delivered unique and diverse new 
forms of play for over eight years. Based on the concept of “play anytime, 
anywhere, with anyone,” it has served as a dedicated video game platform that 
combines the features of both a home console and a handheld system.

• Consumers around the world have embraced Nintendo Switch for the three 
different play styles it offers—TV mode, handheld mode, and tabletop mode.

• For this reason, we felt it was important for the successor system to expand and 
evolve the unique characteristics and potential of Nintendo Switch.

• We also recognized that with expanded processing capability, we can further 
support developers to bring more of their new and innovative ideas to life.

• With this in mind, we designed Nintendo Switch 2 to be a more powerful hardware 
platform, built upon the strengths of Nintendo Switch, to accommodate the 
creative ambitions of software developers.
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• Nintendo Switch 2 is designed to be the new standard for the Nintendo Switch 
concept, maintaining the experience of being able to “play anytime, anywhere, with 
anyone.”

• We integrated the new GameChat feature which allows players who are apart to 
communicate not only verbally, but also by seeing each other via a camera.

• While the hardware may look familiar, we completely re-engineered the system 
and its accessories from the ground up.

• This enables new gameplay experiences that were not possible on Nintendo 
Switch, such as the single, interconnected map featured in our software title Mario 
Kart World, and the ability to smash almost anything in Donkey Kong Bananza.

• Going forward, we will shift our primary development focus to Nintendo Switch 2 
and expand our business around this new platform.
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• Since its launch in June, Nintendo Switch 2 has seen strong sales, with cumulative 
sell-in surpassing 10 million units worldwide as of September 30. This marks the 
highest global sales figure for any dedicated video game platform from Nintendo in 
the first four months following its launch.

• The system is already in the hands of many consumers worldwide, and we believe 
we are maintaining positive momentum heading into its first holiday season.

• However, as we mentioned prior to launch, demand has exceeded our expectations 
in some regions, leading to ongoing product shortages. We sincerely apologize for 
any inconvenience this has caused.

• We will continue to strive to meet the strong demand by ensuring a stable supply 
of hardware.
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• We released Mario Kart World simultaneously with Nintendo Switch 2.
• As the first new installment in the Mario Kart series in approximately eight years, it 

takes full advantage of the processing power of Nintendo Switch 2. Players can 
enjoy racing in a vast, seamlessly connected world with up to 24 players, both of 
which are new for the series.

• Roughly 9 out of every 10 people who purchased Nintendo Switch 2 have played 
this title, including those who bought the Nintendo Switch 2 + Mario Kart World 
Bundle.

• Just as Mario Kart 8 Deluxe became the most-played title on Nintendo Switch, we 
aim for Mario Kart World to become an evergreen title for Nintendo Switch 2 that 
players will continue to choose for years to come.
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• On July 17, we released Donkey Kong Bananza, which reached a cumulative 
worldwide sell-through of 2.6 million units in its first 12 weeks.

• This title leverages the new capabilities of Nintendo Switch 2 to express the 
powerful yet comical characteristics of Donkey Kong to the fullest. The game has 
been met with great enthusiasm by both media and consumers for its high degree 
of freedom, allowing players to demolish almost any terrain in their path.

• The game is being enjoyed by a wide range of consumers globally, including long-
time Donkey Kong fans and those meeting the character for the first time. We will 
continue our efforts to establish Donkey Kong Bananza as yet another iconic 
evergreen title for Nintendo Switch 2.
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• We have many other first-party Nintendo Switch 2 titles in development that are 
scheduled for release.

• For this holiday season, we will release Hyrule Warriors: Age of Imprisonment, 
Kirby Air Riders, and Metroid Prime 4: Beyond – Nintendo Switch 2 Edition.

• Looking ahead to next year, we are preparing titles such as Animal Crossing: New 
Horizons – Nintendo Switch 2 Edition, Mario Tennis Fever, Super Mario Bros. 
Wonder – Nintendo Switch 2 Edition + Meetup in Bellabel Park, Yoshi and the 
Mysterious Book, Pokémon Pokopia, and Fire Emblem: Fortune’s Weave. We will 
strive to maintain the momentum of Nintendo Switch 2 beyond the holiday season.

Note: Hyrule Warriors: Age of Imprisonment will be licensed to be released and sold as a Nintendo Product
outside of Japan.

Note: Pokémon Pokopia will be published by The Pokémon Company in Japan.
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• Furthermore, software publishers are releasing a rich lineup of titles for both avid 
gamers and families.

• Thanks to the strong support from these publishers, Nintendo Switch 2 has the 
largest third-party software lineup for a new Nintendo hardware ever.
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• I would now like to share some insights about Nintendo Switch 2 players, based on 
our internal sources.

• Currently, 84% of them transitioned from Nintendo Switch.
• This high percentage shows that many consumers who enjoyed Nintendo Switch 

are smoothly transitioning to Nintendo Switch 2, allowing us to maintain our 
relationships with them across platform generations.

• Furthermore, if we look at when these transitioning consumers first started playing 
Nintendo Switch, we see no concentration in any specific period.

• Consumers who purchased Nintendo Switch between its launch in 2017 and the 
launch of Nintendo Switch 2 have been uniformly migrating to Nintendo Switch 2.
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• Sales of Nintendo Switch 2 are growing at the fastest rate in the history of our 
dedicated video game platforms.

• Not only have we already seen multiple hit first-party titles, but we have also had 
many software publishers on board from the very beginning, resulting in the most 
extensive launch-year lineup out of any of our dedicated video game platforms.

• With the help of these factors, the Nintendo Switch 2 business is building a 
powerful foundation at a very early stage.
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• Given the widespread adoption of Nintendo Switch software, we are seeing that 
many of these titles are also being played on the Nintendo Switch 2 hardware.

• With this in mind, we have several major titles for Nintendo Switch planned for 
release from October onward, and we hope consumers will enjoy them on both 
Nintendo Switch 2 and Nintendo Switch.
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• While our business focus will shift to Nintendo Switch 2, Nintendo Switch has 
maintained a steady sales pace even after the June launch of its successor. While 
taking consumer demand and the business environment into consideration, we will 
continue sales of Nintendo Switch hardware.
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• Up to this point, I have discussed our financial results for the first half of the fiscal 
year ending March 2026, our thinking behind Nintendo Switch 2, and its 
performance since launch.

• From here, I would like to explain Nintendo’s management policy and our key 
medium-to-long-term focus areas.
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• The launch of Nintendo Switch 2 marks a milestone for us, and as such, our 
management team has taken this opportunity to revisit our business objectives.

• Our purpose is to create smiles through entertainment.
• This has been our mission in the past and will never change.
• Entertainment is always at the heart of our business, and we remain committed to 

being a company that creates smiles around the world through family-friendly 
experiences.
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• The pursuit of Nintendo’s unique and original forms of entertainment is at the core 
of all our business activities.

• In the world of entertainment, even the most captivating experiences will 
eventually lose their novelty. That is why we believe there is value in being 
different and a constant need to create new and surprising experiences.

• This philosophy has been cultivated and cherished throughout Nintendo’s history 
in the entertainment business.
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• Many of these unique and original entertainment experiences to have been 
realized and cultivated through our integrated hardware-software dedicated video 
game platforms, from Nintendo Entertainment System to Nintendo Switch 2.

• Furthermore, over the past decade in particular, we have delivered our unique 
entertainment beyond our dedicated video game platforms, through movies and 
videos, mobile apps, character merchandise, and real-world experiences.
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• As we expand our unique entertainment offerings, there are two principles that 
guide our business activities.

• They are growing the Nintendo IP fanbase and fostering long-term 
relationships with consumers.
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• First, I will elaborate on growing the Nintendo IP fanbase.
• We have many characters that our worldwide consumers have helped nurture over 

a long period of time.
• These characters originate from our games and, by being linked to our unique 

brand of entertainment, possess a value that cannot be found elsewhere.
• We strive to build a relationship of trust with our consumers by carefully crafting 

and delivering high-quality games, products, and services featuring these Nintendo 
characters.

• We believe that accumulating this trust is what changes people from simply 
knowing our characters into becoming fans of our IP.

• This approach is common not only to our dedicated video game platform business 
but also to our initiatives outside of gaming, such as movies and character 
merchandise.
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• Our second principle is fostering long-term relationships with consumers.
• We believe that our relationships with consumers should not be short-term.
• One of Nintendo’s strengths is that our entertainment reaches a wide range of 

people across generations.
• We aim to maintain a connection with our consumers throughout the various 

stages of their lives, so that their experiences with Nintendo entertainment 
resonate with them and become cherished memories.

• For example, our ideal is a cycle where a person’s first Nintendo game becomes a 
fond childhood memory. Later, as a parent, they play Nintendo games with their 
own children. And eventually, as grandparents, they might spend time with their 
grandchildren playing with My Mario building blocks or reading a picture book. This 
connection with consumers that spans generations is what we strive for.

• Building these relationships over many decades is another core principle that 
guides all our endeavors.
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• We believe the combination of these three elements—the core of our business 
being Nintendo's unique and original entertainment, and our guiding principles 
of growing the Nintendo IP fanbase and fostering long-term relationships with 
our consumers—will drive the medium-to-long-term growth of our business and 
allow us to leverage our unique strengths.
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• To summarize what I have discussed so far, I would like to present this overall 
picture of the entertainment experiences offered by Nintendo.

• At the core of all our business activities is Nintendo’s unique and original 
entertainment.

• This core concept encompasses a wide range of initiatives, including the gaming 
experiences delivered by Nintendo Switch 2 hardware and software, as well as 
movies and videos, mobile apps, character merchandise, and real-world 
experiences.
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• The guiding principles common to all these initiatives are growing the Nintendo 
IP fanbase and fostering long-term relationships with our consumers.

• In each initiative, we aim to deliver Nintendo entertainment at a level of quality 
that fully satisfies our consumers. We see every one of these entertainment 
experiences as a touchpoint with Nintendo and an opportunity to build a long-term 
relationship.
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• The foundation for fostering these long-term relationships is Nintendo Account, 
which has been created by over 400 million people worldwide.

• Nintendo Account serves as a bridge connecting Nintendo and our consumers.
• Through the Nintendo Account program, we will develop the connections made 

through various opportunities people have to engage with our entertainment, into 
ones that allow us to directly deliver Nintendo’s unique experiences, creating 
lasting relationships that span generations.

• We view this entire structure as Nintendo’s unique ecosystem. By steadily 
enhancing the value of each component, we intend to maximize our business.
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• These are indicators for building relationships with consumers.
• Moving forward, we will continue to bring Nintendo's entertainment to an ever-

wider audience.

Note: The number of annual playing users refers to the number of Nintendo Accounts, out of all Nintendo
Accounts registered to a Nintendo Switch or Nintendo Switch 2 system, that used Nintendo Switch or
Nintendo Switch 2 software one or more times during the 12-month data aggregation period. The count does
not include use of services such as Nintendo eShop. Past usage data is collected when hardware is connected
to the internet, so the results are revised retroactively.
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• From this point, I would like to talk about Nintendo entertainment initiatives that 
extend beyond the dedicated video game platforms.
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• First, I will discuss our initiatives in movies and videos.
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• Thanks to the support of people around the world, The Super Mario Bros. Movie, 
released in 2023, was a success. It was enjoyed by a vast audience, including 
those who had experienced Mario games, those less familiar with gaming, and 
people of all ages, from children to seniors.

• What has pleased us most about this film, even more than the measurable results, 
are the warm comments we received from so many people.

• For instance, one comment we received was, “I was able to cheer for the same 
Mario I played with in games as a child, but this time in a movie theater as a 
parent with my own kids.” We are truly grateful that Mario has a role in so many 
aspects of people’s lives and the precious time families spend together.

• Through this movie, we reaffirmed that our unique brand of entertainment has the 
power to expand our fanbase across generations and to build long-term 
relationships with our consumers.
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• Now, I would like to explain our current approach and structure for our movies and 
videos.

• Currently, we are actively taking part in financing and are deeply involved in the 
production of multiple movies, from planning and development through to 
production.

• For The Super Mario Bros. Movie and the upcoming The Super Mario Galaxy Movie, 
our own Shigeru Miyamoto has served as a co-producer alongside Mr. Chris 
Meledandri of Illumination. For the live-action movie of The Legend of Zelda, 
Shigeru Miyamoto is co-producing with Mr. Avi Arad of Arad Productions Inc., and 
has been closely involved since the initial planning stages.

• Separately from these movie productions, we established Nintendo Pictures in 
2022, an animation production company dedicated to exploring video content 
featuring Nintendo IP. On October 7, Nintendo Pictures released its first short 
video Close to You based on the world of Pikmin.

• Furthermore, we launched Nintendo Stars, a subsidiary responsible for managing 
the ancillary use of film content featuring Nintendo IP. Nintendo Stars will help 
people around the world become more familiar with Nintendo IP and propose new 
ways to enjoy our characters through various licensing and secondary use 
initiatives.
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• Following up on the release of The Super Mario Bros. Movie in 2023, we have The 
Super Mario Galaxy Movie scheduled for release in 2026, and the live-action movie 
of The Legend of Zelda planned for 2027.

• We are continuing to prepare for the ongoing release of movies in the future.
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• Next, I would like to talk about the mobile applications in which Nintendo is 
involved.

• We offer a variety of services for smart devices, including games as well as apps 
that link with our dedicated video game platforms to expand the ways you can play.
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• The game applications you see here are available in up to 164 countries and 
regions.

• The cumulative number of unique downloads* for apps published by Nintendo has 
surpassed 950 million. This has created an opportunity for people around the world 
to become familiar with our IP, including people in countries and regions we have 
not reached with our dedicated video game platform business.

• Most recently, on September 25, we released Fire Emblem Shadows, a new 
application in the Fire Emblem series.

＊ Cumulative number of unique downloads: Total number of unique users for apps released so far by Nintendo

Nintendo Co., Ltd. 36



• In addition to game apps, we launched Nintendo Today! in March as a way to 
connect directly with our consumers.

• Through this app, we deliver a variety of daily content centered on game series 
that interest our consumers, including calendars featuring Nintendo IP, news, 
Nintendo Direct broadcasts, as well as videos and comics related to software titles.
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• Nintendo Switch App and Nintendo Switch Parental Controls are apps that link 
with our dedicated video game platforms and enhance the experience of using 
them.

• Nintendo Switch App offers various functions for supported titles. For example, in 
ZELDA NOTES, you can use a navigation feature to help traverse the vast game 
worlds of The Legend of Zelda: Breath of the Wild and The Legend of Zelda: Tears 
of the Kingdom. For certain other competitive games, the app supports players to 
check their match history.

• Nintendo Switch Parental Controls is an app that gives parents and guardians 
peace of mind. It provides features to help ensure a safe and fun gaming 
environment, such as enabling them to monitor a child’s play activity from their 
own smartphone.
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• Next, I would like to introduce our character merchandise initiatives.
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• We develop a variety of merchandise based on Nintendo games and characters.
• We handle these products with great care, respecting the unique personality of 

each character and valuing the connection our consumers have formed with them 
through their gameplay experiences.

• Some items are sold by Nintendo directly, while others are planned and sold in 
collaboration with our partners. In all cases, we prioritize quality that consumers 
can appreciate over the long term, rather than indiscriminately increasing the 
number of items.
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• We currently operate three official stores in Japan and two in the United States.
• In May of this year, we opened our second U.S. location, Nintendo SAN 

FRANCISCO. On November 14, we plan to open our fourth store in Japan, Nintendo 
FUKUOKA.

• We are also installing pop-up stores in various cities across Asia and Europe 
where we do not have permanent locations.

• Our official stores are not just places to sell games and character merchandise; 
they also serve as hubs for sharing Nintendo information, where visitors can enjoy 
game demos and events. We will continue to carefully manage each store with this 
mission in mind.
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• Now, I will discuss our real-world experiences, which include those at theme parks, 
event venues, and Nintendo Museum.

Nintendo Co., Ltd. 42



• In our theme park initiatives, SUPER NINTENDO WORLD is expanding globally in 
partnership with Universal Studios.

• The park first opened at Universal Studios Japan in Osaka in 2021, followed by 
Universal Studios Hollywood in 2023 and Universal Epic Universe in Orlando in 
May 2025.

• Looking ahead, a location is planned to open in Singapore, and we hope these 
parks will continue to be places where many people around the globe can enjoy 
the world of Nintendo characters and games in a truly immersive way.
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• Next is Nintendo Live, an event hosted by Nintendo.
• This event, which brings together many people for game tournaments, demos of 

new software titles and musical concerts, began in Japan in 2018 and has more 
recently been held in other countries.

• We are happy to see guests of all ages, and we feel that the sight of smiles at 
every venue characterizes Nintendo.

• At Nintendo Live 2025 TOKYO, held in October at Tokyo Big Sight, we offered a 
unique digital experience using the Nintendo Today! app.
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• Nintendo Museum, located in Uji City, Kyoto, is a place where visitors can learn 
about and experience the history of entertainment that Nintendo has created. The 
museum showcases numerous products ranging from the hanafuda cards we 
produced in our founding era to our current Nintendo Switch 2.

• One year has passed since its opening on October 2 last year and we continue to 
welcome many guests from around the world every day. The cumulative number of 
visitors surpassed half a million as of the end of September.

• Due to the large number of visitors, admission continues to happen through 
randomly selected drawings, and we apologize for any inconvenience this may 
cause.

• On September 3, we opened a new art gallery exhibiting game development 
materials and original character art. We are continuously working to enhance the 
experience, with plans for a limited-time light display event starting in December.
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• We are also engaging in initiatives that span various forms of entertainment under 
a single theme.
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• In Japan this August, we launched My Mario, a series of products themed around 
Mario for young children.

• My Mario is an initiative that includes picture books, building blocks, plush toys, a 
smartphone app, Nintendo Switch software and stop-motion animation videos.
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• At the previously mentioned Nintendo Live 2025 TOKYO, we set up an area for 
young children, where families were able to experience the products from the My 
Mario series.
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• This year, we celebrate the 40th anniversary of Super Mario Bros., released in 1985. 
To mark this occasion, we are releasing a variety of Mario related products and 
services that go beyond the boundaries of our video game systems.

• Ahead of The Super Mario Galaxy Movie, scheduled for release next April, we have 
released Super Mario Galaxy and Super Mario Galaxy 2 for Nintendo Switch as 
40th-anniversary titles, with enhanced graphics and improved playability. 

• As with the previous film, we are creating the movie to be enjoyable for both those 
who have played the games and those who have not. We hope the film will be an 
opportunity for families and friends to enjoy and deepen their understanding of the 
world of Super Mario.

• In addition, Nintendo will be a platinum partner for the Kyoto Marathon, to be held 
next February. Runners will race through the city of Kyoto wearing athlete bibs 
featuring a design of Mario, celebrating his 40-year run.

• We will continue to propose unique entertainment experiences through initiatives 
like these, so that our consumers will maintain a lasting fondness for our IP and 
characters, including Super Mario.
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• Our goal is not only to pursue unique forms of fun, but also to provide 
entertainment that the entire family can enjoy together with peace of mind, and 
that fits perfectly in the center of the living room.

• The many initiatives we have shown today are created with the goal being both 
unique and family-friendly.

• Furthermore, we hope for Nintendo to be a name that consumers naturally turn to, 
part of everyday life and there for families as they grow. 

• That is why earning our consumers’ trust in the Nintendo brand and expanding 
upon our unique forms of entertainment—both within and outside of our dedicated 
video game systems will be key. In order to achieve this, our focus is on creating 
reasons to choose Nintendo for unique, family-friendly entertainment.
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• We will now address the role of our assets, as well as ESG initiatives at Nintendo.
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• First, I would like to explain the role of our assets in maintaining Nintendo's growth.
• Assets, represented by cash and deposits, are critical management resources. 

They not only fund our daily business operations but also support the unique 
creative development that is a hallmark of Nintendo.

• We aim to continually build trust with our consumers by consistently creating 
products and services that meet their expectations. Through this, we strive to 
firmly create more reasons to choose Nintendo.

• To that end, to earn our consumers' trust, we develop and refine our products and 
services until we ourselves are convinced that they are truly fun.

• Our strong financial foundation allows us to prioritize quality without being 
affected by short-term financial results, allowing us to secure more development 
time if necessary.

• In the highly volatile entertainment business, our cash reserves support an 
environment where developers can focus on pursuing new challenges without 
distractions. This serves as a vital lifeline, ensuring we do not lose sight of our 
priorities even when facing unforeseen difficulties.

• In this way, we view our assets as a source that enables both our originality and 
the long-term relationships we aim to build with our consumers.
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• Now, I will explain our approach to utilizing our assets, focusing on cash and cash 
equivalents.

• Speaking broadly, there are three primary uses for the capital we hold.
• First, it is as a financial foundation for the entertainment business. Having cash 

on hand allows us to continue our core operations, such as the dedicated video 
game platform business, which is volatile, uncertain, and difficult to forecast. 
These funds help protect the business from being impacted by fluctuations that 
are associated with our business. These assets provide the foundation of our 
business operations.

• Second, it is as capital to strengthen the business foundation. These are funds 
utilized for investments aimed at medium- to long-term growth. In addition to 
traditional research, development and capital expenditures, we actively invest to 
seize new opportunities for growth. Specific examples will be shared on the next 
slide.

• And third, it is as capital for sustaining corporate value. These funds are to 
prepare for contingencies, such as sudden and significant changes in the market 
environment. They are also used to maintain management flexibility and secure 
options that allow a flexible capital policy.

• Thus, our cash and cash equivalents are managed and utilized based broadly on 
these three principles: protecting our business foundation, investing in future 
growth and preparing for contingencies.
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• Here, I will share specific examples regarding the funds to strengthen our business 
foundation, which I explained on the previous slide. There are three main 
investment areas.

• First is strengthening game development. We will work to strengthen the internal 
game development organization within the Nintendo group. This includes 
initiatives such as acquiring development companies to make them subsidiaries 
and augmenting our development facilities, and the construction of Corporate 
Headquarters Development Center, Building No. 2 (tentative name).

• Second is building software assets in non-game entertainment. Taking into 
account the success of The Super Mario Bros. Movie, we will allocate funds to 
more actively pursue business opportunities that have an affinity with our game 
business, including but not limited to movies.

• Third is the foundation for maintaining and expanding our relationships with 
consumers. We will utilize funds to maintain and expand our touchpoints with 
consumers, centered on the Nintendo Account system.
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• As an example of strengthening game development capabilities, we plan to 
construct Corporate Headquarters Development Center, Building No. 2 (tentative 
name) as part of our initiative to expand our development bases.

• This new building will include equipment for software development as well as R&D 
facilities for hardware. We believe it will play a crucial role in strengthening our 
R&D capabilities going forward.

• Furthermore, as part of our foundation for maintaining and expanding our 
relationships with consumers, we are strengthening our sales organization in the 
Asia region. Regarding the expansion of our business locations, following the 
establishment of a subsidiary in Singapore this September, we also plan to 
establish a new subsidiary in Thailand. In conjunction with this, we are enhancing 
our digital services. On November 18, we will launch Nintendo eShop and Nintendo 
Switch Online services in Singapore, Thailand, and Malaysia. We plan to pursue a 
similar expansion in the Philippines at a later date.
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• Lastly, I will touch on the change in our shareholder return policy announced 
yesterday.

• Because our entertainment business is volatile and holds many uncertainties, we 
believe the shareholder return policy that best matches the nature of our business 
is one that pays dividends based on the profit level for each fiscal year. This belief 
remains constant.
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• Taking that into consideration, our annual dividend was a 50% consolidated payout 
ratio or 33% of consolidated operating profit, the greater of the two amounts. 
Going forward, these figures will be changed to 60% and 40% respectively.

• Eight years have passed since the launch of Nintendo Switch. During this time, our 
financial foundation has expanded and grown. On the business front, in addition to 
our dedicated video game platform business, our initiatives leveraging our IP, such 
as movies and theme parks, have also broadened.

• Amid these circumstances, and with the launch of Nintendo Switch 2, we believe 
that Nintendo has entered a new stage toward its next phase of growth. Therefore, 
we have determined that it is appropriate to increase the profit distribution ratio.

• Please note that this change in dividend policy will be implemented starting from 
the year-end dividend for the fiscal year ending March 2026. The conventional 
dividend policy will be applied to the interim dividend for the current fiscal year.
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• With the goal of putting smiles on the faces of everyone Nintendo touches, we aim 
to contribute to the lives of people worldwide, society, and the environment by 
continuing ESG initiatives that are uniquely Nintendo. 

• As for the environment, Nintendo exercises care with the environmental footprint 
of our offices and embarks on various initiatives to reduce the environmental 
impact of our products. These initiatives span the design stage to post-sales repair 
and support and continue through to recycling. 

• In the area of society, we implement a variety of initiatives, such as internal 
standards for durable design and the integration of parental controls features, to 
ensure that consumers can play our games with peace of mind. In addition, we 
have established the Nintendo CSR Procurement Guidelines and we are promoting 
sustainable activities throughout our supply chain. 

• Among our employee initiatives, we are working to enhance our systems and 
promote their use, to provide an environment where each employee can utilize 
their personal strengths to maximize their potential. Going forward, in order to 
bring smiles to people around the world through entertainment, we continue to 
cherish our heritage of the Nintendo DNA originality, flexibility and sincerity.

• In the area of governance, we are working to ensure diversity in the Board of 
Directors by appointing women and foreign nationals to director roles, as well as 
maintaining objectivity and transparency in our compensation system, including 
stock-based compensation. We also strive to disclose information appropriately in 
a fair and timely manner, and proactively create opportunities for conversations 
with a wide range of institutional investors both within and outside of Japan so as 
to promote understanding of our company.
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• This concludes today’s presentation. Thank you for joining us.
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