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Capturing Opportunities, 
      Evolving Identifications



SATO is a pioneer and leading global provider of integrated Automatic 
Identification and Data Capture solutions that leverage bar code and RFID 
technologies.  
 Today, the solutions and systems that SATO supplies to businesses are at 
work in an extremely broad range of industries and social scenes.  Take for 
instance the food industry, where our solutions facilitate the traceability of 
raw materials and expiration date control, and help to manage information 
accurately at every stage of the supply chain to contribute toward food safety 
and peace of mind.
 In line with the evolution of Auto-Identification technologies and changes 
in market needs, SATO will continue to focus its efforts on the development 
of new technologies and user solutions, and expand its businesses into new 
markets and domains. 
 At SATO, we aspire to become the No. 1 company in our industry.  A 
business that continues to be chosen by its customers throughout the world 
and contributes toward a better society by providing products and services in 
the spirit of Ceaseless Creativity.
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SATO’s Business Model

Which would you like to drink?

SATO’s unique business model of “DCS (Data Collection Systems) & 

Labeling” uses innovative Auto-ID technology in combination with 

an extensive range of labels, printers and software to Select and 

Attach information to goods, assets or people. We Collect this data, 

and we Enable businesses to achieve benefits such as traceability 

and optimization of business processes, and provide consumers with 

important information. 

What’s in this?
When was it made?
How much is it?
Who made it?
Is it safe?

Benefits of DCS & Labeling

Ingredients
Price
Use by date
Allergy information
Inventory control
Design and branding
and many more…

IInWWW
H

Foods Retail Manufacturing

DCS & Labeling is used in a wide range of industries:
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Select

Attach

Collect

Enable

Brand

SATO helps businesses Select the information most important 
to them or their customers. We then record and store this 
information in the optimum Auto-ID technology, such as
bar codes, 2D codes or RFID.

Using our printers, data is then produced in a physical form, e.g., 
as a label, sticker or RFID tag, which users Attach to an item. 
The type of media used is chosen to match the properties of 
the item’s intended purpose. A tag or a label? Adhesive or non-
adhesive? Waterproof or biodegradable?

DCS & Labeling enables users to Collect the data held in Auto-
ID media using scanners or handy terminals with accuracy and 
efficiency. Accuracy to ensure the data is correct and can be used 
effectively. Efficiency to reduce manual labor, cut time and lower 
costs.

With the data collected, we Enable consumers and businesses 

to process, analyze, and use it as they see fit. 

SATO also provides design services 
for producing Primary Labels which 
users can use to Brand and add 
value to their products.

Label design from SATO

Transport & Logistics Healthcare Public
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A Message from the President and CEO

FY2012 Performance Review

The Group’s operating environment in the year under 

review remained harsh overseas, characterized by 

the economic stagnancy in Europe and the lack of 

improvement from the slowing economic expansion 

in China and the rest of the Asia region. In Japan, 

moderate recoveries were seen in corporate production 

activity and private consumption, but the influence of 

the sluggish global economic growth led to ongoing 

uncertainty about future business conditions.

 Amidst these conditions, the Group achieved 

significant gains in both sales and income. Sales 

rose 8.3% year on year to ¥87,256 million with sales 

of mechatronics and supply products increasing to 

record levels in Japan. Ordinary income rose 30.2% 

to ¥5,429 million, and operating income rose by 

17.2% to ¥5,452 million, largely as a result of the 

improved profitability of overseas business, including 

a level of recovery in profits in the Europe sector 

after several years of decline. Increased sales and 

significant cost reductions resulted in a rise in net 

income of 39.6% to ¥2,726 million. 

Medium- and Long-Term Vision, 

Challenges, and Actions

The SATO Group has set being the “leader in the 

Auto-ID solutions industry worldwide” as its long-

term vision and performance targets for FY2020 of 

¥150 billion in sales and an operating margin of at 

least 10%. We have also set management objectives 

of “establishing sustainable growth power and 

revenue base,” which we will seek to realize through 

the initiatives of our three-year Medium-Term 

Management Plan launched in April 2012.

Our aim is to be the 

world’s leading Auto-ID 

solutions company and 

the partner of choice 

as we expand globally 

and develop new 

business domains.

Kaz Matsuyama
President and CEO
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Financial Highlights
SATO HOLDINGS CORPORATION and Consolidated Subsidiaries
For fiscal 2012, the year ended March 31, 2013

Sales Net income

(Millions of yen)

2008

78,163
74,917 78,368 80,536

87,256

2009 2010 2011 2012

Operating income/
Operating income ratio

 (Millions of yen/%)

2008

730

2,574

4,226
4,652

5,452

2009 2010 2011 2012

(Millions of yen)

2008

2,050

781

503

1,953

2,726

2009 2010 2011 2012

Earnings per share (EPS)

(Yen)

2008

67.40

25.95

16.71

64.87

90.56

2009 2010 2011 2012

Total assets/
Net assets

(Millions of yen)

2008

61,692

35,91835,918 35,98535,985 34,92934,929 36,17236,172
40,20540,205

64,203 66,134

74,830
77,521

2009 2010 2011 2012

0.9

3.4

5.4
5.8

6.2

Shareholders’ equity/
Return on equity (ROE)

 (Millions of yen/%)

2008

35,818 35,887 34,834 36,162

40,068

2009 2010 2011 2012

5.7

2.2
1.4

5.5

7.2

Total assets
Net assets

FY FY FY

FY FY FY

Sales

+8.3%
Overall sales expanded steadily. In Japan, sales of both 
mechatronics (hardware) and supply products (labels and other 
consumables) increased to record levels. Overseas, sales in the 
Americas, Asia, and Oceania expanded at double-digit rates.

Operating income

+17.2%

In Japan, operating income rose along with an expansion 
in sales, and overseas, operating income showed major 
improvement, mainly as a result of the acquisition of Achernar, 
a label manufacturing and sales company in Argentina. Even 
after amortization of goodwill, we posted higher operating 
income in comparison to the previous year, as Achernar’s 
business performance contributed greatly in South America. 

Net income

+39.6%
As a result of the increase in sales combined with significant 
efforts to manage costs, net income showed substantial 
expansion. 
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 The Group has set three management priorities 

for achieving its targets. Our first priority is to 

advance our globalization. Through M&As, business 

tie-ups and leveraging business opportunities 

with Japanese companies shifting operations 

overseas, we aim to raise our current overseas sales 

percentage from 26% (¥22.3 billion) to over 40% 

(¥60.0 billion) by FY2020.

 The second challenge is to transform the quality 

of our management. We will revise our approach to 

business negotiations with clients by broadening our 

perspective from completing a single transaction to 

viewing the meeting as an opportunity to propose 

solutions to all areas of a customer’s value chain. 

Furthermore, insights gained from negotiations with 

one client will be proactively utilized in negotiations 

with others with the aim of deriving multiple 

opportunities from one business idea.

 The third challenge is to improve profitability in 

the domestic Japanese market while advancing our 

expansion in global markets. We need to break the cycle 

where the profit margins of our new products are eaten 

away by price competition. We will focus on quickly 

delivering a higher ratio of new products and solution 

proposals to the market to maintain high profit margins.

 We plan to maintain high profit margins into the 

long term by applying resources and leverage alliances 

to quickly supply unique products to the market, 

enhance our competitive advantage, and increase 

revenue. ECONANO®, the world’s first CO2 reduction 

label, is a prime example of our ability to develop new 

and unique products and is expected to expand rapidly. 

 We are channeling our free cash flow into three 

specific growth investment strategies to ensure the 

realization of our long-term vision. Our first priority is 

to fortify overseas business, which we will achieve 

through foreign investment in M&A. Second, we will 

grow the overseas consumables business through 

upgraded and expanded production facilities to 

increase profitability. Funds will also be directed 

towards opening new bases overseas and new 

product R&D as we work to promote the organic 

growth of our business.

 Through these strategies, we aim to enhance our 

business efficiency with a target of achieving an ROE 

of 10% or higher in the medium term.

Expanding into New Business 

Domains

The market value of the Group’s present core 

business domains of Auto-ID products, such as 

bar code printers, and variable data labels and 

consumables is at about ¥1.5 trillion annually. This 

rises to ¥4.4 trillion with 4%–6% annual growth 

when including Primary Label as well as the markets 

for RFID systems, which are expected to grow 

rapidly with the increasing prevalence of “Big Data.” 

These markets present virtually endless domains in 

which to apply SATO solutions utilizing its various 

Auto-ID technologies.

 SATO will extend beyond its current 

business model by creating new business 

Overseas 
expansion

Peace of 
mind 

Environmental 
conservation1

2

3

4

Our future 
growth drivers

Worldwide expansion of DCS & Labeling

Create SATO’s next business model, post-DCS & Labeling

Depth=
Application needs

Length= Long-term 
relationships with customers

Maximize 
customer value

Our vision is to be the leader in 
the Auto-ID Solutions Industry 
worldwide. We aspire to be the 
world’s most trusted company 
by dedicating ourselves to 
creating solutions for 
precision, labor and resource 
savings, peace of mind and 
environmental protection.

Long-Term Vision Long-Term Core Strategies

AIDC Solutions (DCS & Labeling)

Related
Products

Service

Service
Bureau

Primary
Labels

New Technology Ecology

Sustainable
World

Peace of Mind
& Ecology

Precision, Labor/
Resource Savings

New Business Domains
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domains such as the ecology business, and by 

developing its service bureau business as RFID gains 

widespread usage. In doing so we will contribute 

to the development of a sustainable world through 

products and services that will help customers 

realize peace of mind and environmental protection 

on top of precision, labor and resource savings. 

We believe that offering solutions that promote 

environmental conservation or benefit society 

creates the greatest value for customers and should 

be at the core of what we do.

Strategies and Outlook for FY2013

We expect recovering business conditions in the North 

American market and strong growth in emerging 

countries, particularly in Asia and South America, to 

drive the global economy in FY2013 while European 

economic conditions remain uncertain. In these 

conditions, we expect the steady implementation of 

the strategies in our Medium-Term Management Plan 

to generate growth in sales and income in FY2013. We 

forecast the SATO Group to record consolidated sales 

of ¥96.0 billion, operating income of ¥6.5 billion, and 

net income of ¥3.6 billion.

Retaining Trust to Become 

a Truly Global Business

At SATO, we understand that it is thanks to the 

support of our four stakeholders — shareholders, 

employees, society and the company itself — that 

our business has continued to grow over the years. 

Furthermore, we understand how important it is to 

retain the trust we have built between our business 

and our stakeholders and that we must share the 

returns from our business with those who support 

us. The Group also has a basic policy to deliver 

increasing dividends to shareholders each year, 

independent of the dividend payout ratio. 

 It is my hope that one day the name SATO 

becomes synonymous with Auto-ID solutions, and 

we cement our position as a truly global business 

that is trusted and needed by society. On behalf of 

our employees and the management, I thank you for 

your continued support.

August 2013

The Company paid a year-end dividend of ¥20 
per share for the fiscal year ended March 31, 
2013, an increase of ¥2 per share compared 
with the previous fiscal year. Combined with 
the interim dividend, this amounts to total 
dividends for the fiscal year ended March 31, 
2013 of ¥37 per share.

Kaz Matsuyama
President and CEO

Cash dividends

(Yen/Share)

(For the years ended and ending March 31)
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Sales/Operating income

(Millions of yen)

(For the years ended and ending March 31)

1994 1996 1998 2000 2002 2004 2006 2008 2010

0

20,000

40,000

60,000

80,000

100,000

2012 2013
(Forecast)

0

2,000

4,000

6,000

8,000

10,000

Sales Operating income

FY



08 Annual Report 2013  SATO HOLDINGS CORPORATION

Review of Operations

Sales and income both increased in Japan with sales 

rising 4.7% year on year, to ¥64,883 million, and 

operating income increasing 10.2%, to ¥4,737 million.

 Business units in Japan are geared towards 

specific market segments. The role of each unit 

is to actively apply specialist knowledge to their 

designated market sector, in order to formulate 

and present proposals that closely match customer 

needs. Sales growth for mechatronic products, 

centered on electronic printers, slowed briefly 

due to sluggish capital investment in the retail and 

manufacturing industries but generally remained 

strong. At the same time, although overall 

consumption activity has still not fully recovered, our 

ongoing efforts to further strengthen relationships 

with our customers produced another record high for 

sales of consumable products.

 Going forward, we will proceed with cost-cutting 

efforts at the same time as we develop new demand 

by pursuing growth markets and making new 

application-based proposals. We will also strengthen 

sales activities with the aim of expanding our business.

Sales showed robust expansion overseas in the Americas, Asia, and 

Oceania. In Japan, sales remained strong, and worldwide sales, with 

the exception of Europe, were at planned levels. In addition, the Group 

expanded income in all geographical regions.

Sales in the Americas rose 25.1% year on year, or 

19.3% excluding the impact of foreign exchange, to 

¥7,348 million, and operating income surged 148.7% 

to ¥346 million.

 Sales rebounded in the North American market 

supported in part by demand for printers from major 

transportation companies and the healthcare market. 

In addition, successful negotiations with OEMs for 

foodstuff expiration date management systems and 

consignment label and tag printing solutions for 

apparel makers also contributed to these results.

 Our performance results in the South American 

market were greatly boosted by the acquisition of 

Argentine label product manufacturing and sales 

company Achernar S.A. in March 2012.

Japan The Americas

74.4% 8.4%

Sales by geographical segment for FY2012

Sales and operating income

FY

(Millions of yen) Sales Operating income

20122011201020092008

57,185

2,8852,885
3,0203,020

3,8533,853 4,2994,299

56,819 59,793 61,986 64,883

4,7374,737

Sales and operating income

(Thousands of U.S. dollars) Sales Operating income

20122011201020092008

74,367

2,733
2,489

1,456
1,756

65,822
72,311 74,278

88,622

4,1784,178

FY
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The stagnant European economy continued to adversely 

impact the Group’s performance in the region with year-

on-year sales of -4.7%, or -4.3% excluding the impact of 

foreign exchange, to ¥5,515 million, while the Group 

in Europe reported an operating loss of ¥213 million, 

compared to a ¥257 million loss in the previous fiscal year.

 At the same time, we began to see some results 

from our efforts to develop markets in the regions. 

For example, we concluded negotiations for price 

markdown labeling management systems for large 

department stores in Germany, and with major 

transportation companies and retail chain stores in the 

United Kingdom.

 We continued upgrading and augmenting our 

printing equipment in line with the expansion of our 

label products business to maintain our solid business 

foundation and enhance our earning power.

 We dissolved the business entity in Spain in the first 

quarter of FY2013. However, we will continue business 

in the country with a lower headcount and reduced 

fixed costs as a branch of our operations in Belgium, 

seeking a return to profitability.

Regional sales for Asia and Oceania rose 38.0% year 

on year, or 31.7% excluding the impact of foreign 

exchange, to ¥9,508 million, and operating income 

increased 10.5%, to ¥565 million. We implemented 

initiatives in all countries in the region to develop 

new demand in sectors including manufacturing, 

distribution, and public works. In addition, we 

proactively developed our sales activities utilizing 

increased support from Japan. Following initiatives 

taken in China, we strengthened integration 

of operations between Japan and our directly 

controlled regional operations in Thailand, Vietnam, 

and Indonesia and advanced initiatives to capture 

demand in growth markets.

 We plan to leverage our alliance with Argox 

Information Co., Ltd., of Taiwan, such as by using 

both SATO and Argox sales channels to supply 

products, in order to accelerate market development 

and establish competitive advantages in emerging 

countries.

Europe Asia and Oceania

6.3% 10.9%

Sales and operating income

(Thousands of euros) Sales Operating income

20122011201020092008

58,717

-10,825

-4,233
-2,633 -2,358

52,417 54,925 53,108 51,650

-1,992-1,992

FY

Sales and operating income

(Thousands of U.S. dollars) Sales Operating income

20122011201020092008

49,922

-5,133

-967

5,833

6,46754,978
71,867

87,122

114,678

6,8116,811

FY
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Special Feature: Medium-Term Management Plan

At SATO, our long-term vision is “to become the leader in the Auto-ID solutions 

industry worldwide” and we have set targets for FY2020 to achieve sales of ¥150 

billion, an overseas sales ratio of 40% or above, an operating margin of 10% or higher, 

and a return on equity (ROE) of over 12%. To achieve these targets, we have drawn up a 

three-year Medium-Term Management Plan containing six fundamental strategies. The 

primary emphasis of these strategies is on the expansion of our overseas business, the 

main driver of the Group’s business growth.

FY2011
Results

FY2012
Results

Sales 80.5 87.2

Operating income 4.6 5.4

Net income 1.9 2.7

Operating income 
ratio 5.8% 6.2%

Overseas sales 
ratio  23% 26%

ROE 5.5% 7.2%

FY2013
Goals

FY2014
Goals

96.0 100.0

6.5 8.0

3.6 4.5

6.8% 8.0%

30% 30%

8.5% 10.0%

FY2020 
Goals

150.0

15.0

9.6

10.0%

40%

12.0%

Our Milestones for Growth
(Billions of yen)

FY2012–14 Management Objectives

Establish sustainable growth power and a revenue base

Sales of ¥100 billion or more, 30 % + from overseas

Operating income rate of 8% or more

ROE of 10% or more

11

Six Basic Strategies of the Medium-Term Management Plan

Apply market-specific expertise gained in the Japanese market to propose product applications overseas 

matched to customers’ needs in the four fields of healthcare, automobiles, transport and logistics, and 

general merchandise stores and convenience stores. Furthermore, set clear product and pricing strategies 

for each country and work with Business Partners to expand sales.

Strategy 1: Replicate the successes of the Japan 
 business unit structure overseas

Focus on developing key markets of China, India, Indonesia, Vietnam, Thailand, Brazil, and Argentina. Utilize 

lineup of price-competitive printers gained through acquisition of printer manufacturer Argox Information Co., 

Ltd. (Taiwan) to increase printer sales, and expand label sales by upgrading label factories and production 

network. Identify market potential and possible approaches to entry for business in the Philippines, 

Myanmar, Russia, Mexico and Turkey.

Strategy 2: Develop emerging markets 
 with speed

Unify the chain of command and global procurement activities in global consumables business, including 

purchase of printing equipment and procurement of raw materials. Strengthen support by standardizing 

operations and Human Resource development in consumable business.

Strategy 3: Establish highly profitable 
 consumables business overseas

Strengthen maintenance support section of the business. Promote the development of strategic 

businesses through company spinoff in areas of anticipated high growth, such as RFID and primary labels. 

Pursue top position in segments by developing unique products. Optimize upstream and downstream 

processes in the Group to achieve cost reductions.

Strategy 4: Execute measures to 
 strengthen earning power

Improve efficiency by simplifying current operating processes and IT systems while simultaneously 

optimizing our global supply chain management with an emphasis on increased speed. Improve overall 

financial health of the Group through measures to increase efficiency and raise ROE. Develop globalized 

human resources to contribute to overseas expansion of business.

Strategy 5: Realize operational excellence to 
 optimize management throughout the Group

Develop ecology business with the ultimate aim of raising the ratio of Group sales of environmental 

products above 50%. Differentiate consumable and primary label products from competitors by promoting 

SATO’s carbon emission reduction ECONANO® series labels and leveraging liner-less labels business. 

Pursue ecology business, headed by new group company, SATO Green Engineering Co., Ltd.

Strategy 6: Expand the ecology business 
 globally with speed
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Stimulating Synergy Effects through M&A

As we expand our overseas business, we will actively pursue M&A 

and partnerships with overseas companies. We plan to bring together the 

various management resources of the Group to accelerate market development 

in emerging countries, establish our competitive advantage, and strengthen and 

expand our overseas businesses.

Argox Information Co., Ltd.

Argox, a leading maker of compact printers with a strong global presence, 

particularly in emerging countries, was made a group company in January 2012. 

In rapidly developing global markets, joining forces with Argox enabled us to 

make full use of each company’s sales channels and to strengthen our product 

lineup by combining SATO’s specialty in high-end printers with Argox’s highly 

price-competitive products. In addition to the operational benefits, teaming 

up offers benefits for product development as it enables us to concentrate 

management resources into each company’s area of specialization and sets 

up potential manufacturing and purchasing synergies, such as access to 

outstanding suppliers in Taiwan.

“Argox is closely engaged in emerging markets worldwide providing a full 

spectrum of AIDC products. With SATO’s top-notch label printing expertise 

and recognition in developed markets, we have achieved fruitful cooperation in 

markets and product development.”

David Tai
President, Argox
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Special Feature: Medium-Term Management Plan

Achernar S.A.

In March 2012, we made Achernar S.A., of Argentina, a group company with the 

aim of fortifying the Group’s supply systems and sales capabilities for sticker and 

label products in the rapidly growing South America market. Achernar specializes 

in commercial labels requiring high-value-added design, printing processes, and 

other features using its highly sophisticated printing facilities to provide labels 

to the postal service, gas utilities, and other public-sector services in addition 

to well-known major companies in the cosmetics, food, and other industries 

around the world. The label market is likely to continue expanding in line with 

economic growth, and we will apply Achernar’s expertise to strengthen our 

labeling business on a global scale.

Nexgen Packaging, LLC

In May 2013, SATO acquired a minor stake and established a business 

partnership with Nexgen Packaging, LLC, a global provider of brand identification 

and packaging products for the apparel industry. Nexgen Packaging provides 

products for private labels for both apparel manufacturers and retailers. 

The company also utilizes innovative IT to increase operating efficiency and 

enhance customer service. Outsourcing of product pricing and other general 

administrative operations is becoming increasingly common in apparel industries 

overseas. We also expect the market to grow for “apparel ID,” the use of IC tags 

to simplify item management. Joining forces with Nexgen Packaging will enable 

us to accelerate development of the RFID business.

“The transition to becoming part of the SATO Group was extremely smooth, and 

the fit between our two companies exceeded my expectations. We’ve learned 

how to utilize Achernar’s strengths in primary labels and the support of the SATO 

Group to leverage synergies and continue growing profitably.”

Maria Olcese
General Manager, Achernar

“Nexgen services the global apparel supply chain. We have identified productive 

opportunities to collaborate with SATO businesses across the globe, and are 

finding our new SATO colleagues great to work with.”

Andy Effron
Managing Partner, Nexgen

A partner of 
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SATO has identified healthcare, automobiles, general merchandise stores and 

convenience stores (GMS & CVS), and transportation and logistics (T&L) as four 

growth markets to drive overseas expansion. In these markets, SATO will first create 

specialized sales teams in each country that will share and integrate activities 

Healthcare

Automobiles

Growing overseas markets:

• As Asian economies continue to develop, the 
healthcare market is expected to grow by more than 
10% annually.

• Increased demand for healthcare solutions due to 
aging populations around the world.

Expanding overseas operations:

•  Japanese and Western automobile manufacturers 
continue to shift production activities overseas 
(particularly to BRIC countries).

• 25 new manufacturing plants planned to be built 
overseas by 2016 (21 Japanese automakers; 4 
Western automakers).

US$100
Billion

Strategies:

Increase proposals for patient ID administrative systems 

using wristbands and systems to prevent errors in 

medical treatment. In mature markets in developed 

countries, SATO will seek to grow sales of products and 

services to hospitals such as RFID systems to track the 

transport routes of implants and blood bags.

Strategies:

Utilize long-term experience in industry solutions 

and existing relationships with Japanese automobile 

manufacturers and parts suppliers to pursue new 

business with them as they proceed with overseas 

expansion. The Group will provide businesses with 

solutions including identification labels for improved 

traceability for parts deliveries, process management, 

and warehouse entry and dispatch.

The global medical tourism 
market has an estimated 
value of US$100 billion.

By 2014, it is estimated 1/3 of 
world demand for automobiles 

will be from BRIC markets.

BRIC
markets

1/3

Initiatives in the Four Core Business Fields

15

that have proven successful in Japan. These teams will propose total solutions 

carefully matched to local customer value chains with the aim of establishing key 

customer accounts in each field.

Special Feature: Medium-Term Management Plan

Transportation and Logistics (T&L)

General Merchandise Stores and 
Convenience Stores (GMS & CVS)

Increasing business presence 

in the Asian market:

• Japanese T&L businesses seeking to strengthen 
their overseas operations and establish seamless 
distribution systems overseas with particular priority 
on Asia.

Shifting of retailers from Japan to overseas:

• Japanese GMS & CVS businesses seek expansion 
beyond the saturated domestic market by 
accelerating development activities in Asian 
countries.

200

50,000

Strategies:

Create a sales group in Japan targeting Japanese 

T&L businesses seeking to expand their reach abroad 

to establish key accounts and propose solutions to 

their subsidiaries in Asia through our own local group 

companies.

Strategies:

Utilize expertise and experience to provide solutions to support retail 

operations to businesses across Asia. Solutions include supporting 

accurate delivery operations for manufacturers, wholesalers, and 

third-party logistics companies that supply products to retail store 

operators. Leverage existing relationships with Japanese customers 

to expand sales as they pursue expansion in Asia.

Five major Japanese T&L 
businesses have established 
over 200 branches overseas.

Japanese convenience store 
businesses now collectively 
possess over 50,000 outlets 

across Asia.
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CSR

CSR at SATO

Through our CSR, we tackle environmental problems, 

take part in voluntary and charitable activities, and 

endeavor to give something back to the society and 

people, which have enabled our business to grow.

 In addition, we see our business itself, which 

offers customers Auto-ID solutions in order to realize 

precision, labor and resource savings, peace of mind, 

and environmental conservation, as another aspect 

of our CSR.

 It is our hope that through our business and CSR 

activities, we become a most trusted company and 

one that is valued by society.

At SATO, our approach towards CSR is encapsulated in both our corporate motto, 

“Ceaseless Creativity for a Sustainable World,” and our mission to “contribute to 

society through our main business.”

Harvesting
(Producer)

Testing
(Test site)

Shipping
(Test site)

Distribution
company

(Rice polished and 
packaged)

Consumer

Case Study: Fukushima Rice

Following the 2011 Tohoku earthquake and 
subsequent nuclear disaster, all rice produced in 
Japan’s Fukushima Prefecture is tested for the 
amount of radioactive material it contains. SATO 
supplied a solution to facilitate this testing and 
deliver peace of mind to customers.
 The solution works as follows: first, a 
“Producer” label is printed and affixed to a bag 
of rice. This label contains information about 
the farm that produced the rice. The bag of 
rice passes along a conveyor belt with built-
in measuring equipment that measures the 
amount of radioactive cesium contained within 
the rice. The test result is recorded together 
with information of the rice producer. If the 
amount of cesium contained in the rice falls 
within safe levels, a “Tested” label is affixed to 
the bag of rice before it is sent out for shipping. 
Tested labels come printed with a QR code, 
which users can scan to check information, such 
as where the rice was produced, where it was 
tested, together with the test results.
 Both types of labels used in this solution 
are ECONANO® — a world-first label from SATO 
that reduces CO2 emissions released at the 
point of incineration.

Label printer

Label printer 
applicator

Producer label

Tested label

Peace of 
Mind
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Corporate Governance

Board of Directors

The composition of our Board of Directors and 

the frameworks within which it operates enable 

us to realize highly transparent and independent 

management. First, oversight functions of directors 

are kept separate from the work performance 

functions of executive officers. Second, of the 

11 directors that sit on the Board, 5 are external, 

with each bringing a wealth of experience and 

specialist knowledge to the business. Coming 

from backgrounds that include business, law, 

and academia, their presence on the Board 

ensures that SATO acts independently and in 

the best interests of its stakeholders. Finally, no 

one member of the Board is more powerful than 

any other: each member of the Board, including 

the CEO, has only one vote, and the position of 

chairman of the Board is not fixed, but is held by all 

members in rotation.

The OIP Report System

Another crucial element of SATO’s corporate 

governance is the OIP (OIP = “original ideas, 

inventions and proposals”) Report System. These 

are daily one-paragraph reports submitted by all 

employees directly to the top management via the 

Group’s internal network. OIP reports are used to 

share information and submit proposals and ideas 

for the improvement of the Group. The OIP system 

enables top management to keep on top of what is 

happening in the Group and quickly take measures to 

address any issues.

 The OIP Report System is not only an effective 

knowledge management system; it is also the 

realization of our belief that all employees should 

participate in the 

management of the 

Group. By sharing 

information and 

ideas, OIP reports 

make us a stronger 

and more-creative 

organization.

Corporate Governance System

At SATO, our system of corporate governance exists to fulfill our societal obligations 

based on ethical practices and sound legal and regulatory compliance. In doing so, 

we strive to deliver returns for the benefit of our four stakeholders (shareholders, 

employees, society, and the Company itself).

General Shareholders’ Meeting

Return to Four Stakeholders

Disclosure

Board of  Corporate Auditors

Appointment Appointment

Monitoring

Delegation and control

OIP Report

Employees

Shareholders Employees Society Company

Board of Directors
Executive CommitteeRepresentative Director
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Management Team

Board of Directors

Representative Director

Kazuo Matsuyama 
President and CEO

Directors

Keisuke Yamada
Vice President, SATO HOLDINGS CORPORATION
President, SATO CORPORATION 

Akihiro Kushida
Senior Executive Officer, SATO HOLDINGS CORPORATION
Chief Financial Officer (CFO), SATO HOLDINGS CORPORATION 

Koichi Nishida
In charge of Intellectual Property  

Ikuo Dobashi 
In charge of Europe
Chairman, SATO CORPORATION
Chairman, SATO INTERNATIONAL EUROPE N.V. 

Tatsuo Narumi
In charge of Personnel Affairs

Directors (External)

Takahiko Ono 
Visiting Professor, Tokyo University of Agriculture and Technology
Visiting Professor, Waseda University 

Ken Suzuki
President, VITAL KSK HOLDINGS, INC.
President & CEO, VITAL-NET, INC. 

Hideo Yamada
President, Partner of Yamada & Ozaki Law Office 

Yuko Tanaka
Professor, Faculty of Social Sciences (Media and Communication Studies), 
Hosei University
Professor, International Japan Studies Institute (Graduate School), Hosei University
Head of Department, Faculty of Social Sciences, Hosei University 

Kiyoko Ishiguro
Attorney at Law, Partner of Noda, Aibara, Ishiguro & Sano Law Office

(As of June 21, 2013)

Standing, from left: Hideo Yamada, Akihiro Kushida, Ikuo Dobashi, Kazuo Matsuyama
Seated, from left: Yuko Tanaka, Koichi Nishida
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Audit & Supervisory Board Members 

Makoto Kometani
Member of Japan Association for CFO
Member of U.S. Association for Financial Professionals, U.S. CTP

Senior Executive Officers

Hiromichi Yasue
President, SATO LOGISTICS CO., LTD. 

Kenji Ushiki
President, SATO PRINTING CO., LTD.
President, SATO MATERIAL CO., LTD. 

Daphne Tay
Chief Communications Officer (CCO), SATO HOLDINGS CORPORATION
Managing Director, SATO GLOBAL BUSINESS SERVICES PTE. LTD.

Makoto Hayama
In charge of UK
Director, SATO UK LTD. 

Nobuo Watanabe
Vice President, SATO CORPORATION 

Ryutaro Kotaki
President, SATO TECHNOLOGY CO., LTD. 

Audit & Supervisory Board Members (External) 

Chieko Matsuda
Professor, Graduate School of Social Sciences, Tokyo Metropolitan University
Professor, Faculty of Urban Liberal Arts, Tokyo Metropolitan University 

Takao Yamaguchi
Certified Public Accountant (Japan), Tax Accountant (Japan)
President, Yamaguchi C.P.A. Office

Executive Officers

Yoshifumi Kiyohara
Director of Operations, SATO CORPORATION 

Mike Fowler
President, SATO INTERNATIONAL AMERICA, INC. 

Chinami Kotaki
Vice President, SATO PRINTING CO., LTD. 

Tomoyuki Kumabayashi
European Sales Director 

Lim Yee
Managing Director, SATO INTERNATIONAL ASIA PACIFIC PTE. LTD. 

Takashi Matsuda
President, SATO OPERATIONS SUPPORT CO., LTD. 

Yoshinori Sasahara
Director of Sales Operations, SATO CORPORATION 

Standing, from left: Ken Suzuki, Tatsuo Narumi, Keisuke Yamada
Seated, from left: Takahiko Ono, Kiyoko Ishiguro



20 Annual Report 2013  SATO HOLDINGS CORPORATION

Investor Information

Number of Shares Authorized  80,000,000 shares

Number of Shares Issued (Common Stock) 32,001,169 shares

Number of Shareholders 12,663

Stock Listing First Section of the Tokyo Stock Exchange

Fiscal Year April 1 to March 31

General Meeting of Shareholders June

Transfer Agent for Shares Mitsubishi UFJ Trust and Banking Corporation

Major Shareholders

Stock Price and Trading volume

Composition of Shareholders (A number of shares basis)

Name Number of Shares Shareholding Ratio(%)

Sato Yo International Scholarship Foundation 3,786,200 11.83

Japan Trustee Service Bank, Ltd. (Trust account) 2,375,700 7.42

SATO Holdings Corporation 1,891,989 5.91

SATO Employees’ stockholding 1,623,500 5.07

Arena Co. 1,354,460 4.23

Mieko Yokoi 905,145 2.82

Shizue Sato 897,470 2.80

Mari Iwabuchi 853,570 2.66

Goldman Sachs International 767,820 2.39

The Chase Manhattan Bank, N.A. London Secs Lending Omnibus Account 696,400 2.17

Fiscal year ended March 31, 2013

(Yen)

Stock price

(Thousand shares)
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SATO

Corporate Information

Name SATO HOLDINGS CORPORATION 

Location Knowledge Plaza, 1-7-1 Shimomeguro,    
  Meguro-ku, Tokyo 153-0064, Japan 

Established 1940 

Incorporated  1951 

Representative Director  Kazuo Matsuyama, President and CEO

Paid-in capital ¥6,331 million (March 31, 2013) 

Fiscal Year-End March 31

Consolidated Subsidiaries 53 (Overseas 38, Japan 15)

Employees Consolidated 4,162 (March 31, 2013) 

Sales Consolidated ¥87,200 million (Fiscal year ended March 31, 2013)

For further information, please contact:

Public Relations Group

Tel: +81-3-6665-0637 Fax: +81-3-6665-8544

Email: ir-information@pn.sato.co.jp

SATO is taking steps to enhance the provision of 
information through its website to ensure that all 
shareholders around the world have fair and timely 
access to information about the Company.

Investor information website: 
http://www.satoworldwide.com/investor-relations.aspx

CSR information: 
http://www.satoworldwide.com/csr.aspx

Disclaimer
Information in this annual report is not intended to solicit the purchase or sale of shares of SATO HOLDINGS CORPORATION. The Company and information providers 
assume no responsibility for any damages arising from use of this information. Investors are requested to make investment decisions at their own discretion.

Global Network



A Safer World

Better Standard 
of Living

Higher Quality of 
Business

SATO contributes to a sustainable world
by realizing …
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Identification That Will Deliver a Better Tomorrow

From transportation and logistics, to retail, healthcare, manufacturing and beyond, 

Auto-ID technology already plays an essential role in business, society and in our 

personal lives. And, in an increasingly connected world, this role will continue to 

increase. The availability of high-speed wireless Internet and the spread of smart 

devices, together with the use of cloud computing and Big Data have profoundly 

affected the way we live. With the advent of this technology, the combination of 

DCS & Labeling and new Auto-ID solutions has huge potential.

The Evolution of the Auto-ID Market

DCS & Labeling:
Uses Auto-ID technologies and labeling to 
collect data accurately and efficiently, and 
sends it to information processing systems.

Key features:

• High-speed processing of digitized 
information

• Choice of media suited for respective 
applications or user environment (tags, 
labels, wristbands, RFID)

• High-performance printers

New Auto-ID Solutions:
Connects information collected by Auto-ID 
technologies to Big Data sources, enabling users 
to efficiently extract the required data they 
require to support a wide range of applications.

Key features:

•Editable type media (RFID, NFC) 
•Identification media (character/picture/voice 

recognition)
•Eco-friendly functions & paperless solutions
•Mobility/wearability, high functionality, full 

color

1st generation 2nd generation 3rd generation 4th generation

Information  type Numbers & text Symbols Interactive, rewritable Ubiquitous, cloud-based

Hardware Hand labelers
Electronic printers

Mobile printers
Handheld terminals

RFID printers
RFID readers/writers

Cameras/Voice recognition devices
Smart devices (phones, tablets)

Wearable computers

Consumable 
Products Labels Variable data labels/tags

RFID labels,
tags

(HF, UHF)
Labels, tags

RFID (NFC) labels
AR labels

Color code labels

Auto-ID 
Technologies None

(Manual inspection of information)

Bar codes
2D codes

RFID
Biometrics

Object recognition
(picture/character recognition)

Voice recognition
M to M/O to O

Information/
Communication 
Technologies

General-purpose 
machines

Leased line

PC
WS

Cable LAN
WAN

ERP
Internet

3G/Wireless LAN
Bluetooth

Cloud computing
Big Data

GPS
4G (LTE) / WiFi

A Better
Tomorrow

1st generation

Consumables
(Variable/fixed information labels)
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New Auto-ID 
technologies

RFID-related 
devices
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Electronic 
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Potential 
Auto-ID 
Solutions for 
Food

Avoiding Risks

One in every three adults suffers from 
a food allergy of some kind, and the 
number of children with food allergies 
is increasing. SATO will offer a range of 
solutions to provide clear labeling for 
allergies.

Clear Information to Consumers

SATO will utilize innovative Auto-ID 
technology to provide clear warnings to all 
consumers with allergies.

Prevent Contamination by 

Allergens during SCM

Auto-ID systems will be used to manage 
ingredients and food preparation 
processes, etc. to prevent contamination 
by allergens.

SATO will provide clear information to consumers 
who do not eat certain foods for religious or 
cultural reasons. For instance, for Halal, Kosher, 
vegetarian or vegan food.

Information for All

These types of food will be marked with multilingual 
information and symbols ensuring all consumers
are able to make choices in line with their cultural and 
religious beliefs.

Peace of Mind

Traceability ensures that 
specialist standards have been 
followed at each step in the 
supply process and prevents 
contamination of food with 
undesirable materials.

With an estimated 30 – 50% of  the four 
billion metric tons of food produced per 
annum going to waste, food waste is a 
problem of global significance. SATO will 
offer Auto-ID solutions to reduce wastage in 
production, processing, transportation and 
consumption.

Inventory Control Systems

Solutions providing superior inventory control 
systems will enable businesses to realize 
greater efficiency and tackle food loss/waste 
problems.

Supporting Society

SATO solutions to combat food waste will be 
used by NPOs and charitable organizations 
such as food banks.

Adding Value

Reducing Food Waste Respecting Religion & Culture

SATO solutions will add value to 
a product in a variety of ways. For 
example, with wine, we provide 
attractive label designs and additional 
information to enhance the consumer 
experience.

Authenticity

Special codes containing information 
including the country of origin, the year, 
the grape, etc. can be embedded into the 
design of a wine label without affecting the 
prestige or cachet of the wine.

Enhanced Experience

Extra information can be scanned via 
smart phones to provide consumers with 
information such as which cuisine best 
matches the wine, or at which temperature 
the wine ought to be drunk.
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