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What is “Creating Shared Value (CSV)”? 

“Creating Shared Value” is the concept of companies creating social value by addressing

society’s needs and challenges while simultaneously creating their own economic value, as

advocated by Professor Michael E. Porter of Harvard Business School. Sumitomo Mitsui

Trust Group (the “Group”) recognizes CSR as constituting not merely activities that benefit

society, but also as a strategy that generates value for both society and business. Therefore,

we believe we are in a strong position to realize CSV.

The Cornerstone of CSV

The Group’s pursuit of CSV is based on its Management Principles (“Mission”), Ideal

Model (“Vision”), and Codes of Conduct (“Values”), as well as its Sustainability Policy*—its

basic policy on social responsibility formulated to reflect the Group’s Mission, Vision, and

Values. These policies identify our approach to creating economic value and social value.

Specifically, the Group’s Codes of Conduct calls for “Contribution to Society—Dedication

and Development,” while one of the principles of our Sustainability Policy is to “Contribute

to solving social and environmental problems through business.” These concepts are con-

sistent with CSV, which places economic value and social value side by side.  

The Group is a signatory to the United Nations Global Compact, a global policy frame-

work for corporate sustainability, and the “Principles for Financial Action towards a

Sustainable Society” (Principles for Financial Action in the 21st Century), a set of voluntary

guidelines established by Japan’s major financial institutions. The Group aims to create

shared value while respecting a wide range of domestic and international principles and

guidelines related to social responsibility.

* The Group’s Sustainability Policy adopts the principles of ISO 26000 on social responsibility, promulgated in November 2010.
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Efforts to solve social 
problems that the 

Group strives to resolve 
through the creation of 
new financial businesses 

Energy, 
Climate change, 

Biodiversity, 
Aging society

Governance,
Compliance,

Human rights,
Reducing

environmental impact

Support for the 
environment and 

animals,
Support for

“successful aging,”
Community/social 

contributions

Materiality

1
Materiality

2
Materiality

3

Examples

Efforts targeting 
improved social 

compliance in everyday 
business activities, 

which the Group must 
strive to improve in 

order to reinforce its 
corporate foundation 

Efforts addressing 
social themes to 

enhance the trust 
placed in the Group 

and thereby strengthen 
the business base 

P.12

P.58

P.40

* Materiality refers to important factors that are material to the Group’s financial performance.

Creating Shared Value through Strategic CSR 

A single business with limited resources cannot possibly address all of society’s problems.

Focusing its own resources on a social issue that has little connection to its business activi-

ties is not very likely to improve that business’s corporate value. It would, however, create a

gap between the expectations of shareholders and all the other stakeholders.

The Group is bolstering initiatives centered on fields where it can create value that can be

shared by society. In other words, we are focusing on areas where we can create economic

value for the Group by creating social value. 

As for our CSR activities, we classify those social problems and themes with a high degree

of materiality*, including the environment, into one of three categories. These are: (1) social

problems that the Group strives to resolve through the creation of new financial businesses,

(2) social compliance in everyday business activities, which the Group must strive to improve

in order to reinforce its corporate foundation, and (3) social themes that need to be

addressed in order to enhance the trust placed in the Group and thereby strengthen the

business base. The CSR Promotion Office and other departments are responsible for pro-

moting related activities with the aim of creating shared value.




