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● Summary of our financial results are as described here.

1



● Sales decreased 4.8 billion yen year-on-year, while operating 
income decreased 1.1 billion yen.
● Due to the overall appreciation of the yen, foreign exchange 
impact was roughly negative 700 million yen in sales and positive 19 
million yen in operating income.
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● There was a non-operating profit of 230 million yen.
● We had no extraordinary profit or loss. Net profit for the quarter 
was 213 million yen, a decrease of 630 million yen year-on-year.
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● Overseas, sales decreased by 3 billion yen due to significant 
restrictions on sales activities and customer store closures.
● Operating income decreased 480 million yen mainly due to lower 
sales in our Base business.
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● In our Base business, sales and profit decreased as we were 
severely impacted by lockdowns in each country.
● In our Primary Labels business, sales and profit increased on a 
local currency basis, supported by business with customers in 
industries that support essential infrastructure.
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● In our Base business in the Americas, sales and profit decreased 
mainly due to a severe drop in consumables orders resulting from 
retail store closures.
● In our Primary Labels business, sales and profit increased on a 
local currency basis for Achernar in Argentina, supported mainly by 
demand from customers in the food and beverage industries. On the 
other hand, sales and profit decreased on a local currency basis for 
Prakolar in Brazil whose brisk performance in pharmaceuticals could 
not fully compensate for poorly performing segments such as 
cosmetics.
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●Similarly to the situation in the Americas, sales and profit 
decreased in our base business in Europe due to the impact of store 
closures in the retail industry, which comprises a large portion of 
sales.
● In our Primary Labels business, sales at Okil in Russia increased on 
a local currency basis due to stay-home consumption fueling greater 
needs by customers who comprise a large portion of sales such as 
those in the food and alcoholic beverage industries. Profit increased 
due to sales growth and reduced cost to sales ratio.
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● In Asia and Oceania where many of our customers are manufacturers, 
we were significantly impacted by the slowdown in production activities 
resulting in lower sales and profit. 
● Sales remained virtually flat year-on-year in China which resumed 
economic activities relatively early.
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● In Japan, sales decreased as business dealings slowed due to the 
overall economic slowdown and restrictions on sales activities.
● Ripple effects from US-China friction which slowed manufacturing 
activities contributed heavily to lower sales of consumables, which 
comprise a large portion of total sales.
● In addition to lower sales, profit also decreased due to lower gross 
profit margins from adverse produce mix. However, we mitigated 
operating profit losses by curtailing SG&A expenses.
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● Details by vertical in Japan are as follows.
● In manufacturing, production by customers was sluggish. Sales 
decreased particularly due to slower sales in mechatronics.
● In logistics, volume increased in sectors such as e-commerce, but 
sales decreased due to postponed business dealings in mechatronics.
● In retail and apparel, sales were significantly impacted by store 
closures of specialty stores but still increased due to large volume 
orders in mechatronics, as well as brisk business with supermarkets 
and drug stores.
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● In health care, new business deals are proceeding mainly for the 
pharmaceutical industry, but sales decreased due to a decline in 
outpatients.
● In food and beverage, sales decreased due to significant impact 
from slumping business in restaurants and in food and beverage 
production for restaurants.
● In the public sector, sales increased due to large-volume orders in 
mechatronics.

11



● In IDP business, we reduced operating losses by 320 million yen 
year-on-year with eliminated amortization expenses after impairment 
of goodwill and by curtailing SG&A expenses.
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● This slide shows year-on-year sales from April through July by 
region. 
● We believe Japan’s state of emergency declaration and lockdowns 
in other countries caused May to be the trough in sales.
● The June rebound in Japan was due to large-volume orders 
secured last year. Otherwise, the recovery trend would be more 
gradual.
● In the Americas and Europe, consumables orders are recovering 
since June from retail customers who comprises a large portion of 
sales.
● In Asia where many of our customers are in manufacturing, we 
believe recovery will take longer than in Europe and the Americas.
● With various tools shifting more of our sales activities online, 
business dealings have been increasing since June. Many of these will 
take time to close, so resulting sales will most likely be recorded in 
the following quarter or thereafter.
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● Having listened to our customers, we have narrowed down the 
actions that should be prioritized in the coronavirus pandemic in each 
market and industry and displayed them as “Challenges by market”.
● Here we will introduce the growing needs in each market in Japan, 
along with the solutions to address them.
● In manufacturing, there is an increased need to protect the health 
and safety of employees, in addition to combating persistent labor 
shortages. Inquiries are increasing for solutions that use positioning 
technology and RFID to improve operational efficiency and 
productivity, and to perform tasks without physical contact in order to 
protect employees from heatstroke and infections.
● In logistics, similarly to manufacturing, there are now needs to 
maintain distance between employees in addition to dealing with 
labor shortages. Needs for automation are increasing as a key to 
boost productivity and ensure employee safety by introducing 
handcart robots to reduce workers and implementing devices such as 
automatic labelers.
● In retail as well as food and beverage, business dealings are brisk 
for solutions that add health condition management for employees to 
existing HACCP solutions.
● In health care, we are aggressively addressing needs for 
automated labeling in the pharmaceutical industry since business 
dealings with hospitals are currently not proceeding due to the 
coronavirus pandemic.
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● Amongst numerous on-site operations, we are determining which 
ones must immediately be addressed for coronavirus pandemic-
related problems and proceeding with business dealings accordingly.
● The dotted red boxes show examples of solutions that SATO is 
providing in e-commerce distribution centers.
● The scope of what can be automated before and after the process 
of boxing products has expanded, thus making it possible to work 
faster and with greater accuracy. Additionally, since there are more 
automated ways to move things around, we are utilizing these to 
help reduce strain on workers and boost efficiency.
● In all these cases, we are meeting needs for work processes that 
avoid physical contact because of the capability to adjust workforce.
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● Overseas we are also working on similar initiatives to those in 
Japan. 
● Having listened to our customers, we are building solutions for 
newly-added challenges with coronavirus, tailored to business 
practices in each region.
● Our headquarters in Japan is providing extra support to advance 
global business dealings with a sense of speed. This includes sharing 
industry-specific solutions globally.
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● In the Americas, our sales activities are mainly conducted online, 
but we are traveling out for business dealings at customers’ request.
● Consumables orders from large existing retail customers have 
recovered to about 70 to 80% of the previous year.
● In Argentina, sales activities are ongoing even during the lockdown. 
This includes new orders mainly in essential industries.
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● For our Base business in Europe, we are preparing contact-free 
solutions derived from HACCP solutions.
● In addition to the existing business that addresses food labeling 
regulations, the increase in deliveries and take-out orders due to the 
coronavirus pandemic has led to more business dealings for related 
printers and consumables.
● Okil in the Primary Labels business has many high-end customers. 
Their sales have been strong in labels for alcoholic beverages, food 
and beverage, and everyday goods, and they are continuing to 
approach new customers.
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● In East and Southeast Asia, sales slumped in our main market of 
manufacturing, but sales to the consumer goods industry increased 
due to demand for food and beverage and stay-home consumption.
● Going forward, we are targeting the food and beverage production 
industry as we expect increasing needs for solutions such as food 
product labeling and management of expiration dates.
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● Currently we believe that our business both in Japan and overseas 
will recover gradually from the second quarter onward. However, the 
recovery is not likely to reach previous year levels.
● On the other hand, needs for visualization of information will 
certainly increase. Automation of operations is also certain to 
progress in all markets and industries.
● The knowledge and experience we have accumulated in 
visualization and automation from our solutions over the years are 
particularly suited to the societal changes caused by the coronavirus.  
● We believe that timely proposals of solutions to our customers to 
deal with the societal changes will drive our business recovery.
● Since the global economic circumstances remain too unclear to 
formulate any credible guidance at this point, we will withhold 
announcement of our business performance forecast. SATO intends 
to announce it with the financial results for the first half.
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