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1. Basic Philosophy

Because of advances in information technology and a wider
choice of financial institutions and products available to customers,
financial institutions now face a cut-throat competition. In this sit-
uation, the top priority for financial institutions is to enhance cus-
tomer satisfaction (CS) and adopt the customer-first approach.

Based on its recognition that customer satisfaction should be
the ultimate yardstick by which to measure the performance of our
businesses, Sumitomo Trust is making efforts, throughout the insti-
tution and across all business divisions, to promote customer satisfac-
tion, with a view to becoming the “CS No.1” financial institution.

Promotion of customer satisfaction is the most fundamental
element of our business management, which is based on the princi-
ple of “providing the best solution to every customer in a conscien-
tious manner from the customer’s standpoint and with supreme
loyalty and sincerity, which represent the philosophy of the trust
service.” We believe that we will be able to make Sumitomo Trust
the brand of first choice for customers by making proposals that
satisfy their needs through high added value achieved through the
combination of all of our available functions. 

2. Putting This Philosophy into Practice

Sumitomo Trust handles opinions, requests and complaints
received from customers in a conscientious manner and strives to
make prompt and appropriate response to them. Moreover, it
improves the quality of products and services through a PDCA
cycle that starts with feedback from customers.

(1) Check 
We are striving to collect feedback from as many customers as

possible by making postcards available at our branches for use by
customers to send their feedback to Sumitomo Trust, conducting
periodic questionnaire surveys with retail customers (customer sat-
isfaction monitoring surveys) and customer satisfaction surveys
with corporate customers. 

(2) Action and (3) Plan
Opinions, requests and complaints received from customers are

investigated and analyzed by the customer satisfaction committees of
business divisions and used as a basis for the formulation of improve-
ment plans. The Customer Satisfaction Promotion Department,*
reports the results of the investigation and analysis to the manage-
ment and supports the implementation of necessary measures.

(4) Do
Improvement made through the processes (1) to (3) based on

feedback from customers leads to the development of financial
products and services that better satisfy the needs of customers.

* Establishment of the Customer Satisfaction Promotion Department
Sumitomo Trust established the Customer Satisfaction Promotion
Department in June 2007. The new department oversees activities
related to the promotion of customer satisfaction so as to enhance cus-
tomer satisfaction further and step up institution-wide efforts toward
customer satisfaction.
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