


 Business performance will be explained using the table on the next 
slide.
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 Net sales and operating income were both record highs. However, 
net sales fell short of the performance forecast, while income 
achieved the forecast, and both net sales and income increased 
year-on-year (YoY).

 Ordinary income fell 160 million yen short of forecast due to 
increased non-operating expenses such as exchange rate loss and 
compensation.

 Net profit includes an extraordinary income of 800 million yen from 
the sale of fixed assets in Malaysia.
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 Overseas, total sales were mostly unchanged, while operating 
income decreased YoY.

 Japanese yen appreciation of approximately 3.0% against the US 
dollar and 6.0% against the euro had an overall negative YoY 
impact on sales of approximately 1.2 billion yen.

 Taking exchange rate impact out of consideration, sales and 
income both increased.

 In Japan, sales and operating income both exceeded forecast, 
while also increasing YoY.
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 Here I will explain the proportions of operating income from each 
region.

 Asia and Oceania comprised 15.9% of total income in FY2019, a 
significant drop from 20.1% in FY2018. This was due to a sharp 
decrease in income at sales subsidiaries in China resulting from 
US-China trade conflict.

 In Europe, income decreased particularly due to the impact of 
higher raw materials costs at Okil in Russia.

 In the Americas, income improved significantly due to the 
liquidation of software development subsidiary SGS (SATO Global 
Solutions).
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 Overseas, food & beverage comprised a larger proportion of sales 
in FY2019 as large orders were received, mainly in Europe.

 Manufacturing comprised a smaller proportion of overseas sales as 
a result of US-China trade conflict.

 Business in Japan is trending favorably overall with increases in 
business consultations and orders.
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 The 0.2 point increase in operating income margin was driven by 
business in Japan.

 Net profit was bolstered by extraordinary income in Malaysia and 
reduced tax rates compared to the previous year.
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 On a quarterly basis, sales and operating income both increased 
YoY.
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 I will explain the major gains and losses in operating income later 
for Japan and overseas respectively.
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 The 2.6 point decrease in gross profit margin was due to higher 
raw materials costs in Europe and the Americas.
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 Sales-driven increases were largely attributable to Okil (approx. 
200 million yen) and the US sales subsidiary (approx. 100 million 
yen).

 Gross profit-driven decreases were mostly attributable to Okil and 
the US sales subsidiary, which suffered from the impact of higher 
raw materials prices.

 SG&A contributed a gain due to the liquidation of SGS.
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 Okil had record high sales, but lower operating income YoY due to 
the effect of higher raw materials prices.
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 The increased sales and decreased operating income at Okil is 
evident in the YoY changes in Primary Labels.
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 Composition of operating income in FY2019 was significantly 
impacted by the liquidation of SGS in the Americas, lower income 
at Okil in Europe, and lower income at the China sales subsidiary in 
Asia and Oceania due to US-China trade conflict.
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 This slide breaks down the numbers explained in previous slides by 
business segment and region on the same scale as a reference to 
compare their sizes.

14



 Operating income improved in our Base business due to business 
restructuring in the US (the liquidation of SGS).

 In Primary Labels, Achernar contributed to increased operating 
income by sufficiently passing on the effects of inflation and higher 
raw materials costs to its customers.
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 In Europe, we are currently engaged in focused sales activities in 
the food & beverage market, and business talks are trending 
upward.
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 While business has slowed down due to US-China trade conflict, 
new opportunities are arising due to demand in efficiency 
improvements in the manufacturing sector within China.
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 Industry growth for electronic components has slumped due to the 
impact of US-China trade conflict, which is why sales of 
consumables did not increase.

 Securing opportunities in other industries made it possible to 
absorb the negative impact of declining overall transaction volume.
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 Negative impact on operating income from SG&A includes higher 
HR expenses, higher expenses accompanying sales growth, and 
depreciation and amortization from development of new products 
and solutions.
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 Manufacturing: Adoption of RFID is progressing. Solution proposals 
for safety measures at manufacturing sites are also increasing.
Prospects are promising for mechatronics overall and for 
consumables in industries other than electronic components.

 Logistics: The e-commerce market is buoyant, and further growth 
is expected due to robust business in distribution center 
enhancements and maintenance.

 Retail: Vigorous investment in the e-commerce market by retailers 
is expected to result in continued growth.
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 Health Care: Sales activities up to now are bearing fruit, and 
solutions for hospitals and implants are performing well.

 Food & Beverage: Performance was good in the first half, as 
external factors such as the revised Food Labeling Act and HACCP 
certification led to increased solutions providing automation and 
improved hygiene management.

 Public: The business sees large YoY fluctuations due to ad hoc 
orders, but sales activities are conducted to secure orders over the 
long term.
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 Operating losses in IDP business have been curbed through 
initiatives to keep costs down.

22



 (Skipped)
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 This slide explains the commercialization progress and plans for 
bottles and cups in our IDP business (as written in the slide).
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 Total annual dividend is planned to be 73 yen, and interim dividend 
would be 36 yen. 
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 The initial consolidated forecast for ordinary income in FY2019 was 
revised downward by 200 million yen due to increased non-
operating costs.

 Taking extraordinary income occurring in the first half into 
consideration, net profit was revised upward by 900 million yen.
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 Next I will explain the progress in overseas business in our 
Medium-Term Management Plan.
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 The five main strategies are as shown in this slide.
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 The eight focal areas are comprised of top priority countries and 
focal countries.
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 Target markets and industries were narrowed down according to 
their potential in each country and area, and by matching these up 
with our strengths.
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 Here I will explain initiatives in India as an example.
 We have narrowed our scope to three target industries: automotive 

and robotics/machinery in manufacturing, and pharmaceuticals in 
health care.
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 Our four points to note in India are as follows.
(1)We now have head office functions in both the north and south of 

the country after establishing a head office function in Bangalore 
in addition to Gurugram.

(2)We are putting a consumables supply system in place that runs 
north to south, to encompass target industries and regions.

(3)We are bolstering our personnel with the hiring of sales people 
and engineers who have knowledge of our target industries or are 
capable of koto-uri (selling the solution, not the product) sales.

(4)We are exploring partners in New Delhi, Mumbai, Bangalore, and 
Chennai who have strength in our target industries.
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 As pictured in the slide, our new models in each lineup are a 
mobile model (PW208NX), medium-size industrial use models 
(CL4NX, CL6NX), a new concept model equipped with Android 
which is widely being used in the food & beverage market (FX3-LX), 
and a next-gen print & apply machine.

 SCeaTa was added to the lineup of our highest-selling compact 
model printers overseas. (Announced on September 11, released 
for sale on October 1)

 The white model is released for the health care market, while the 
black one is released for the others as the global strategic model.

 We are also planning to release a subsequent printer model with 
minor changes from the current CL4NX and CL6NX.

33



 Sales of our five series of global strategic printer models account 
for approximately 90% of our total sales in printers.

 We are increasing the ratio that global strategic models comprise 
of total printer sales by actively selling each new model printer 
after its release.

 We are making ongoing investments in R&D to facilitate the release 
of new printer models.
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 These global strategic models help improve profitability because we 
differentiate them with unique functionality.

 Examples of this are the SOS and AEP functions.
 SOS is a printer monitoring function. It ascertains the operational 

status of the printer via Internet to preemptively replace 
consumable parts, preventing the printer from becoming a 
bottleneck in the workplace. Even if a failure should occur, this 
function can minimize the downtime.

 Utilizing the benefits of Internet connectivity, it can ascertain the 
operational status of customer printers located throughout the 
world, and also be applied as an asset management tool.

 AEP is intelligence that is embedded in the printer, which allows it 
to complete various operations such as printing labels without 
needing a computer.

 It allows the printer to act on its own to communicate data with 
upstream systems and to process the data it captures. Since it 
requires no computer, it also frees users from cumbersome 
operations such as OS version updates.

 It can also connect to control devices.
 Since it allows work to be done without the use of a computer, it 

saves space in customers’ workplaces, cuts computer-related costs, 
and helps improve productivity, among other benefits.
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 Here we share an example of a koto-uri potential for a major 
supermarket chain in the US.

 With a massive number of store locations, the customer needs to 
make their distribution center operations more efficient. This 
requirement matches up perfectly with the characteristics of our 
products.

 The current printers from our competitors that are in use for 
several years suffer a higher breakdown occurrence rate.

 Utilizing SATO’s printers plus the SOS function would allow them to 
mitigate the risk of operational downtime they had been facing, 
and make the asset management of their numerous printers more 
efficient.

 Since we offer an extensive lineup with compact models for 
printing small quantities of labels and industrial models for high-
volume printing, in addition to compatibility with RFID, the 
customer is now studying potential implementation of our products.
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 We have created and updated industry maps, which are essential 
marketing collateral for proposing solutions and conducting koto-
uri sales.

 We have also created separate leaflets for each different 
application, in each industry, which describe in detail the specific 
effects of implementation and ROI.

 We are also producing videos which show actual operations taking 
place.

 An internal infrastructure has been put in place to share these tools 
globally.
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 Leaflets as described on the previous slide have already been 
created for 14 different industries. These have been shared, and 
are in use for sales activities.
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 We have begun engineering positive cycles for the effective use of 
the collateral created.

 Gathering customer opinions and feedback from overseas 
marketing and sales staff about our industry maps and application 
maps, we are using their input to make improvements.

 We are cyclically improving the content by establishing a structure 
to manage the content and repeating the series of processes.
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 Manhattan Associates and JDA are two of the world’s largest 
warehouse management systems companies. JDA’s main business 
is to provide supply chain integration software.

 We are working to build interpersonal relationships with both 
companies at their US headquarters and at locations throughout 
the world.

 Based on the results of sorting and matching solutions that SATO 
and these companies own in each specific region, we are zeroing in 
on target customers.
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 We are implementing CRM systems to visualize sales activities 
happening in each region, and using them to uncover and expand 
on business opportunities worldwide.

 Sharing information about sales activities and the details of 
business talks through CRM is enabling us to create subsequent 
opportunities, such as utilizing the info for similar cases and 
offering new suggestions.

 Overseas, we have enacted the aforementioned strategies and put 
in place the systems, tools, and infrastructure to accompany them. 
Now we are embarking on the execution phase.

 We believe the strategies we are implementing overseas will bear 
fruit going forward.
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