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In recent years, there has been an even more pressing need for fi nan-

cial institutions to put principled customer service at the heart of 

everything they do. As a fi nancial institution founded on its “Trustee 

Spirit,” the Group considers improving customer satisfaction and 

discharging its fi duciary duties to be among its highest materiality 

themes. We explain our position from three perspectives: “initiatives 

aimed at serving as our clients’ best partners,” “initiatives concern-

ing fi duciary duty,” and “client protection management.”

Initiatives to Earn the 
Trust of Clients

Initiatives Aimed at Becoming Our Customer’s Best Partners

The SuMi TRUST Group aims to accurately understand 
both the current and potential needs of individual and cor-
porate clients and provide total solutions that offer a wide 
range of highly specialized products and services as the 
best ways to address those needs. In an era of dramatic 
environmental changes, the needs of both individual and 
corporate clients to build, manage and review their assets 
and to plan for succession are becoming increasingly 

1. Providing Value to Clients
complex, and their needs for trustworthy fi nancial institu-
tions are growing. The SuMi TRUST Group, as Japan’s only 
independent fi nancial group specialized in trust banking, 
will leverage its comprehensive capabilities that combine 
trust and banking functions and the various trust functions 
within the Group, under a stringent confl ict of interest 
management framework, with the aim of being the “Best 
Partner” for providing the greatest value to clients.  

Total Solution Model

The SuMi TRUST Group

Relationship manager with clients

Individual clients Corporate clients

Wholesale total solution
Retail total solution 

Wholesale asset management

Solutions suited to
different life stages

Bespoke solutions for management
style and size of companies

Continuous improvement
of specialized services

Businesses with wide-ranging significant expertise

Fiduciary Real Estate Stock Transfer
Agency Services Global Market

Joint effort to provide
client-oriented proposals
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In order to leverage the flexibility and expertise of its various 
financial and trust functions as a trust bank and put together 
the extensive lineup of unique and sophisticated products and 
services that are essential to providing total solutions, the SuMi 
TRUST Group focuses on promoting group-wide initiatives that 
combine the expertise of each business and Group company, 
not merely using their strengths and know-how. In this way, the 
SuMi TRUST Group is creating a product development system 
that carries out medium-term, ongoing research activities on 
themes that would be difficult to categorize within the domains 
of individual businesses or Group companies. 
 Specifically, SuMi TRUST Bank has established product devel-
opment departments in each business, the Business Research 
and Development Department, and a product development off-
site meeting as its product development organization. The prod-
uct development departments in each business analyze client 
needs that have been collected in the course of business, and 
engage in improvement and development mainly of products for 
immediate application, including review of existing products and 
design of new products. In addition, the Business Research and 
Development Department, which was established as a dedicated 
unit primarily for the development of trust products, serves as the 

In a trust bank group with a variety of functions, it is critical 
to strengthen our capacity to respond to individual needs 
through digitalization and enhancing IT information infra-
structure that provides total solutions to customers.
 At SuMi TRUST Bank, each business has put into place 
IT information infrastructure where expert know-how is col-
lected and stored. For example, our retail operations use 
our sales support system, i-Ships, to record the circum-
stances and content of their transactions with clients and 
information about their life events, and analysis of specifi c 
client information enables them to propose a diverse array 
of products and services such as asset management, suc-
cession/inheritance, and real estate. In fi scal year 2017, 
we introduced a system for registering client transactions 
on host computers from tablets salespersons visiting cli-
ents use, obviating the clerical processing stage at branch 
offi ces. This helped realize a sharp reduction in the clerical 
workload at branch offi ces. Effi ciency gains from realizing 
host-linked transactions enabled salespersons and branch 
employees in charge of clerical processes to allocate more 
time to marketing activities and further improve client-
directed consulting and services.
 Moreover, SuMi TRUST Bank has put more resources 
into using video to make what it communicates in its con-
sulting and services even easier to grasp.
 For example, in December 2017, SuMi TRUST Bank com-
menced use of eMotion, a customizable video streaming 
solution from ITOCHU Techno-Solutions Corp. (CTC), for 

2. Product Development Capabilities Supporting Total Solutions

3. Technologies Supporting Total Solutions

engine driving product development and provides development 
support for each business, while carrying out planning, devel-
opment and promotion of medium- to long-term development 
projects across businesses. 
 Furthermore, the product development offsite meeting 
has been established as a forum for discussion among execu-
tive officers and general managers, where regular exchanges 
of opinion are held about product development, not only at a 
practical working level, but also based on management strategy 
from a medium- to long-term viewpoint.
 The SuMi TRUST Group also focuses efforts on nurturing 
human resources capable of flexible thinking that sustains 
product development. At SuMi TRUST Bank, product devel-
opment experience is included in the new employee training 
curriculum, and human resource development seminars on 
product development are held twice yearly for product devel-
opment personnel who have little experience. At the semi-
nars, groups engage in exhaustive discussion on the topic of 
new products to satisfy given client needs that are assigned 
in advance, with the goal of enabling participants to acquire 
understanding with regard to breakthrough points and prob-
lem-solving methods in product development.

the operation of its dedicated video platform, “the always-
accessible loan guide,” to provide product explanations 
on home mortgages and related insurance products. As 
long as clients have internet access, they can watch the 
video guide on their PCs, tablets, or smartphones wher-
ever they are around the clock. The responsible salesper-
son can effi ciently provide easy-to-grasp explanations to 
clients because the videos proceed in a dialogue format 
in step with the content of client loan applications. There 
are a very large number of items to explain before clients 
are ready to consummate a contract for a home mortgage, 
and until this system came online, explaining all these 
required a considerable amount of time, and adoption of 
“the always-accessible loan guide” platform also lightens 
the burden on clients.
 In addition to the aforementioned guide, we integrated 
the Web service aimed at companies who subscribe to our 
asset building services and defi ned-contribution pension 
menus into a new “Life Guide” site we upgraded in April 
2017. The site is used not only by clients to our defi ned-
contribution pension plans but also Diners Club cardhold-
ers and home mortgage clients as a portal site that enables 
clients to register asset-liability information and conduct 
life plan simulations, and we offer the web service to clients 
as an easy-to-use site they can use for many matters such 
as asset management, home mortgages, defi ned-contri-
bution pension plans, and welfare benefi ts.
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4. Initiatives to Link “Voice of Customers” to Enhanced Customer Satisfaction
1) Collecting Client Feedback
SuMi TRUST Bank receives a lot of feedback from clients and 
many requests via branch offi ces throughout Japan through 
diverse channels such as telephone centers and the Group’s web-
site as well as the “Voice of Customers Questionnaires” available 
at every branch. In fi scal year 2016, we appreciated upwards of 
310,000 opinions and requests received through these channels. 
 In addition, we survey our clients’ assessment of satisfaction 
with SuMi TRUST Bank by conducting “Client Questionnaires” 
for about 1.6 million clients who have consummated contracts 
for time deposits, investment trusts, etc. with us, with the aim 
of further promoting client-oriented activities and improving 
customer satisfaction. 

2) Analyzing Client Feedback
In order to realize customer satisfaction by utilizing hundreds of 
thousands cases of feedback we receive each year, we use the 
“CS Voice of Customers Portal,” a system to analyze client feed-
back. We are striving to meet clients’ needs by making client feed-
back “visible” so that we can better “recognize” client needs.

3) Considering and Implementing Improvement Measures
Regarding opinions and requests received from clients, 
branches and the head offi ce cooperate in investigating and 
analyzing the causes and identifying problems. Based on the 
results, we look for improvement measures and strive to pro-
vide better products and services.

SuMi TRUST Bank receives a lot of feedback from clients 
and many requests via branch offi ces throughout Japan 
as well as its telephone centers and the Group’s website, 
along with the “Voice of Customers Questionnaires” avail-
able at every branch, and uses this feedback to realize 
practice client-oriented business operations. 

Head office Branches

CS Committee

Investigating and sharing of challenges

Considering improvement measures

Implementation of improvement measures

Enhancement of customer satisfaction

Client feedback

1)
Collecting

client
feedback

3)
Considering and

implementing
improvement

measures

2)
Analyzing

client
feedback

CS
(Customer Satisfaction)

Promotion Cycle of
SuMi TRUST Bank

Adoption of explanatory online video service for our home mortgage contracts

Voice of 
Customers

We watched explanatory videos on DVD but we somehow could not 
grasp the explanation of complex home mortgage contracts even 
though we continued to watch the one-way DVD video.

Improvement 
content

We introduced “the always-accessible loan guide,” an on-line video 
streaming service with explanatory videos organized in a dialogue 
format that customers can access from our website. From our per-
spective, the service enables us to grasp the needs of our clients in 
advance based on their viewership records and reports on the results 
of surveys customers answer while watching videos. We have been 
able to further streamline loan procedures in response.

We started offering Web ser-
vices for defined contribution 
pensions based on requests 
we received in surveys con-
ducted at explanation meet-
ings on pension administration 
at customer offi ces.

Defi ned contribution pension business 

Improvement Case 1: Voice of Customers Improvement Case 2: Voice of Customers

(http://www.smtb.jp/corporate/cs/system/action.html)

[Main Ways Hear from the Voice of Customers]
•  Record comments from customers we receive in branches and 

over the phone in a dedicated system
•  Share inquiries, requests, complaints, and opinions we receive 

from customers over the phone with relevant departments
•  Collect information from the “Voice of the Customers 

Questionnaires”
•  Collect information via our letter and home page
•  Implement a variety of questionnaires and surveys
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5. To Create a Client-Oriented Corporate Culture
SuMi TRUST Bank is conducting “The Trust Bank discussion” 
at every branch and department. This initiative aims mainly at 
fostering a corporate culture, improving operations at branches 
and departments, and expanding insights through discussions 
about daily problems and other issues among employees at 
branches and departments, regardless of their positions.
 We set “Practicing Fiduciary Duties” as the theme of the dis-
cussion for fiscal year 2017, and made participation mandatory 

for all employees. 
 We have also made it mandatory for employees to take 
e-learning courses to deepen their understanding of fiduciary 
duties while studying specific cases. The aim of the training is to 
acquire practical knowledge, including learning in detail about 
conflict of interest management. We plan to hold a series of 
study groups, etc. in each business adapted to practical busi-
ness matters in each area. 

• Establishment of CS Committees
To promote customer satisfaction (CS) improvement activi-
ties, “CS Committees” are established in all branches, and 
they actively conduct various CS improvement activities 
that match the characteristics of each branch.

• Holding Lectures on Customer Satisfaction 
We are striving to further enhance our service and busi-
ness manners through initiatives such as holding lec-
tures where employees can study high levels of service 
and business manners for clients regardless of industry. 
Professionals from other businesses such as travel agen-
cies and airlines are invited as lecturers on topics that 
employees feel to be challenges with regard to enhanc-
ing customer satisfaction. 

• Service Helper
We have assigned employees who have the “service helper” 
certifi cation to all branches (as of April 2016) so that clients can 
use our services with peace of mind. The “service helper” cer-
tifi cation demonstrates that one is committed to client hos-
pitality and has learned the correct helping skills to allow the 
elderly and disabled to participate in society with confi dence.

• Client Service Role Playing
Role playing is implemented, with employees acting as cli-
ents, and employees evaluate each other’s performance. 
In addition, the role playing is recorded on video so that 
employees can check their own performance. Through 
such efforts, employees improve their client service skills, 
business manners, and conversation skills.

Course name Content Eligibility Month 
offered

2016 1H Training on client support 
management Study preparations for client support management All employees May

Customer First: Search until 
reaching source waters

Form a shared recognition that deepens employee understanding about our 
spirit of CS improvement and a genuine customer-fi rst approach based on 
common principles and a motto that go back to our founding

All employees July

August 2016 Offi ce task retraining Reconfi rming offi ce work capabilities of all employees All employees August

Refl ecting on business manners Reconfi rming offi ce work capabilities of all employees All employees August

Basics: How to answer phone calls Learn basics on proper vocabulary for answering phones and how to advance 
conservations

All employees at 
branch offi ces November

2016 2H Training on client support 
management Study about client support management systems All employees January

February 2017 Offi ce task retraining Reconfi rming offi ce work capabilities of all employees All employees February

On fulfi lling fi duciary duties Learning about the basics of fi duciary duties and specifi c actions All employees February

Basics: How to answer phone calls Learn basics on proper vocabulary for answering phones and how to advance 
conservations

All employees at 
branch offi ces February

Refl ecting on business manners Refl ecting on daily operations, conduct self-inspections on business manners All employees February

Of the 117 banks nationwide in the 2017 thirteenth annual retail banking survey* released 
in September 2017, SuMi TRUST Bank ranked fi rst in the overall category.
 SuMi TRUST Bank ranked third in the 2013 survey but the 2017 survey is the fi rst time it 
was named fi rst in the overall category since it was established with the 2012 three-bank 
merger. In the 2017 survey, SuMi TRUST Bank ranked third in the branch service fi eld and 
ninth in the product lineup breadth and strength fi eld, receiving high marks in both.

* The retail banking survey is jointly conducted by Nikkei, Inc. and Nikkei Research Inc. Survey implementers visit bank 
branches and evaluate them in the two fields of branch services and the product lineup breadth and strength and add up 
their score on both counts and rank participating banks according to their summed score.

Top Rank in Overall Category in 2017 Retail Banking Survey for First Time

TOPIC

e-learning for Improving CS Mindfulness




