
SuMi TRUST Group has defined our “Purpose” “To create new value with the power of trusts and 
let prosperous future for our clients and society bloom.” We have also placed at the core of man-
agement the notion of balanced creation of both social value and economic value. This “Purpose” 
reflects our awareness of the Group’s mission to build, as a partner of our clients, a society that is 
even more capable of coping with change and to also achieve growth for ourselves in a sustained 
manner by helping solve social issues.

Clients

Assets

Income

Various types of assets

Real estate Securities

Leveraging our high level of expertise to 
manage and administer assets

By taking advantage of our extensive expertise 

in managing and administering the valuable assets 

entrusted to us, our trusts deliver high added value to 

our clients.

A
b

ility co
nversio

n 
functio

n

Transcending time to ensure client wishes are 
fulfilled in the future

In order to assist our clients to realize and enjoy 

a prosperous future, our trusts have a function to 

manage and safeguard assets for extended period 

of time. Under certain scenarios, trust assets and the 

accompanying wishes of clients can be passed on to 

the next generation.

Tim
e co

nversio
n 

functio
n Financial

Assets
Financial

Assets

Management and
administration

Contributions Benefits

Management and
administration

Parents

Now

Children and grandchildren

Future

Flexible alteration of asset composition and quantity
By converting assets held in trust to trust ben-

eficiary rights, even assets that essentially are indivis-

ible, or property of substantial value, can be divided 

into smaller units for distribution, thus facilitating the 

smooth circulations of funds, assets and capital.

A
sset co

nversio
n 

functio
n

¥10,000/
unit

Multiple
beneficiary rights
in smaller units

Investors

¥10 billion ¥10 billion

Various assets of substantial value

¥5 billion

The “power of trusts” mentioned in our purpose is a wide-ranging concept—it refers to the numerous functions of our 

trust schemes, our significant expertise and comprehensive capabilities, and even the basic principle of fiduciary duty.

Three key strategic areas for creating new value

With a view to the kind of society and vision for the Group we hope to achieve by 2030, we identified the following 

three key strategic areas for value creation to encourage a virtuous circulation:(1) the age of 100-year life; (2) ESG man-

agement (carbon neutrality); and (3) networking (regional economic ecosystems and global investment chains).

Social issues are growing increasingly challenging and complex, it will be much harder to solve longstanding social 

issues solely with our inherent managerial resources and client base. We will therefore look to team up with various 

stakeholders, build platforms, and generate new markets and opportunities. And to achieve these goals, we will need to 

strengthen investment in human resource capital and manufactured capital.

Value provided to stakeholders (three economic entities)

SuMi TRUST Group draws on its wide array of trust functions to deliver high value-added products and services to clients 

based on the keyword of “circulation” to address the social issues that confront individuals, corporations, and investors.

Achieving our “Purpose” with the power of trusts

New value created through business

Blooming of a bright future

Businesses that harness the power of trusts to solve social issues

Asset administration and  
asset formation in  

Japan’s aging society

Sustained growth of the Japanese 
economy and corporations 
(addressing both financial and  

non-financial issues)

Diverse range of investment 
opportunities and development 

of the investment chain

Individuals Corporations Investors

Age of 100-year life ESG management
(carbon neutrality)

Networking
( regional economic ecosystems 
and global investment chains)

—Social issues to actively address—

Creating new value with the power of trusts and  

let prosperous future for our clients and society bloom

SuMi TRUST Group’s “Purpose”

Roles expected 
by society

Our ideal 
vision

SocietyEconomy Environment

Prosperity and happiness for all = Improvements in well-being
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Mission

To provide value to clients, society,
shareholders, and employees

Vision

Realization of “The Trust Bank”

Creating new value with the power of trusts and let prosperous future for our clients and society bloom
Purpose

Truthfulness and loyalty Dedication and development Trust and creativity Self-help and self-discipline

Value

(5) Materiality management

M
onitoring

Risk appetite fram
ew

ork (RA
F)

Helping achieve
the SDGs

Economy

Increasing
wealth

Environment
(earth)

Sustaining
natural capital

Society
(people)

Improving
well-being

Various
impact channels

(3) Creation of social value

(4) Accumulation of all sorts of capital through
business operations (circulation within our businesses)

Social issue-solving business
((1) creation of positive impacts)

Full utilization of
various trust functions

as a trust specialist

Expansion in
business domains

based on the Group’s
inherent situation

Identification of
social issues to be

addressed first

Individuals: Asset administration suited for Japan’s aging society 
Asset formation of individuals 

Corporations: Sustainable growth of the Japanese economy and 
corporations (addressing both financial and 
non-financial issues)

Investors: Diverse range of investment opportunities and 
development of the investment chain

Sustainability issues such as climate change and infectious diseases

Direct impacts
on the Group’s stakeholders

Indirect impacts
that go beyond stakeholders

(2) Maximization of
value for stakeholders

Clients

Business partners

Shareholders
and investors

Employees

Communities
(local communities, NPOs)

Public sector
(government agencies,

international organizations)

Environm
ent surrounding the G

roup

Materiality (factors that promote and inhibit the circulation of capital)

Financial Capital

Manufactured 
Capital

6 types of capital
we rely on

Capital pertaining to

the economy (wealth)

Natural Capital

Capital pertaining to

the environment (earth)

Human Capital

Intellectual Capital

Social and
Relationship Capital

Capital pertaining to

society (people)

(4) Conversion to six types of capital mainly through the internalization
of the external economy (circulation outside of our businesses)

To achieve the balanced creation of both social value and economic value, we need to organically combine the process of 
creating positive impact while maximizing stakeholder value based on our “Purpose” with the process of sustainably strengthen-
ing our own financial and non-financial management foundation (six types of capital). Additionally, we must establish a system to 
appropriately manage these processes at the management level. We call this system the “value creation process.”

SuMi TRUST Group has identified high-priority issues (materiality) that affect our value creation process over the medium-to-
long term, and we have classified them into three categories: (1) impact materiality—issues that are conducive to the generation 
of social value from social issue-solving business; (2) governance and management foundation materiality—issues that have an 
impact on the core elements of our value creation; and (3) financial materiality—issues that directly affect our financial perfor-
mance. We implement materiality management so as to appropriately control the impacts of these issues within the constructs of 
a risk appetite framework (RAF). See page 16 for more details.

Process for the balanced creation of 
both social value and economic value
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(1) Creation of Positive Impacts (3) Positive Impacts Designed to Create Social Value

(4) Circulation of Capital

The balanced creation of both social value and economic 
value has been placed at the very core of our management 
philosophy in our Medium-Term Management Plan. In some 
cases, social value is created by our Group’s corporate activi-
ties, but in many cases, it is created through the chain of 
effects from one stakeholder to the next. Our Group’s social 
issue-solving business consists of activities that contribute to 
the realization of SDGs and ultimately create positive impacts 

and minimize negative impacts on the economy (Prosperity), 
society (People), and the environment (Planet).

With a view to the kind of society we hope to achieve by 
the year 2030, we have identified three key strategic areas 
to encourage a virtuous circulation. Through the creation of 
positive impacts in the Group’s many businesses, we intend to 
actively contribute to the realization of such a society.

The Sustainable Development Goals (SDGs) are a collec-
tion of 17 goals intended to be achieved by the year 2030. In 
developing the SDGs, the United Nations identified the most 
pressing social issues the international community faces in 
terms of economy, society, and the environment. The creation 
of social value is one initiative contributing to the achievement 
of many of the SDGs, whilst setting off a chain reaction of posi-
tive impacts among multiple stakeholders.

With a view to the kind of society and vision for the Group 
we hope to achieve by the year 2030, this fiscal year we identi-
fied three key strategic areas to encourage a virtuous circula-
tion: (1) age of 100-year life; (2) ESG management; and (3) 
networking. Initiatives in these areas will lead to greater eco-
nomic, social, and environmental value. We will propel various 
initiatives with the aim of maximizing social value—the sum 
total of these three values.

The capital needed to execute business operations usually 
consists of cash, equipment, and other tangible assets that 
appear on financial statements, as well as intangible assets 
that do not convert so easily into money, like human resources, 
know-how, and networks. We must inject both financial and 
non-financial capital into our businesses and establish a mecha-
nism through which our launching pad for growth is enhanced 
in a sustained manner by the (1) circulation of capital within our 
businesses, for example, the generation of profits and develop-
ment of human resources through business execution, as well as 

client base expansion, and the (2) circulation of capital outside 
of our businesses whereby benefits that extend beyond the 
Group recirculates to the Group in the long term due to the 
internalization of the external economy. The framework demon-
strated by SuMi TRUST Group to circulate capital through social 
issue-solving businesses is part of our unique value creation 
process. It is a platform for incorporating so-called integrated 
thinking* into corporate management.
*  The consideration of management from a medium- to long-term perspective utilizing 

all financial and non-financial capitals that depend on, and are affected by, the business 
model of the company

(2) Stakeholders of the Group

SuMi TRUST Group lists clients, society, shareholders, and 
employees as stakeholders in its Management Principles 
(“Mission”), and has declared that it will respect dialogue 
and play an active role in building a sustainable society.

The Group’s stakeholder engagement is divided into three 
approaches: (1) direct engagement by relevant affiliates/rel-
evant departments (in the case of SuMi TRUST Bank) accord-
ing to the theme, (2) direct participation in multi-stakeholder 

partnerships by relevant affiliates/relevant departments, and 
(3) internal engagement by the Sustainability Management 
Department with relevant affiliates/relevant departments 
based on its own dialogue with stakeholders and informa-
tion gathered from ESG assessment organizations. These 
approaches are used to diversify dialogue channels and 
enhance the quality and quantity of inputs.

Capital
Three areas  

of value
SuMi TRUST Group definitions and metrics (March 31, 2022 or FY2021 results)

Financial

Financial
Economy 
(wealth)

Capital: 9.9% common equity Tier 1 capital ratio (finalized Basel III standards)
Total assets: ¥64 trn

Manufactured
Network: 150 offices in Japan, 10 offices overseas (optimally placed network)*
SBI Sumishin Net Bank accounts: 5.35 mn
IT system expenses: ¥43.9 bn*

Non-
financial

Human

Society 
(people)

Consolidated employees: 22,024
Diversity & Inclusion: 13.0 % weighting of women in section manager or higher positions*
Employee satisfaction survey: vitality level of 60.5, satisfaction level of 63.1*
Employees with certifications*: 6,370 registered real estate transaction agents, 43 fellows of the Institute of Actuaries of Japan, 246 financial consultants

Intellectual Total training hours of 6,680 at a cost of ¥540 million for 14,050 training participants (including 188 specially selected/nominated training participants)*

Social and 
relationship

High-quality business platform: 
assets under management of ¥127 trn (No. 1 domestic financial institution), assets under custody of ¥248 trn (No. 1 domestic financial institution),  
total loan balance of ¥30 trn (No. 5 among domestic banks), entrusted balance of securitized real estate of ¥22 trn (No. 1 among trust banks),  
1,690 client companies in stock transfer agency services business, and 32.13 mn shareholders under administration (No. 1 for both among trust banks)

Potential “best partners”: 280,000 individual clients and 643 corporate clients* (see page 20)
Corporate brand: backed by Mitsui and Sumitomo’s combined 400-year history of contributions to society and relationships of trust with clients
Sustainability rating: MSCI ESG Rating of AA (No. 1 among domestic banks), FTSE ESG Rating of 3.8 (No.1 among domestic banks)

Natural
Environment 

(earth)

Natural capital is common social capital shared by all kinds of people and organizations and forms the basis for the existence of the Group itself and its 
stakeholders. The definition of natural capital according to the International Integrated Reporting Framework is “air, water, land, minerals and forests, 
biodiversity, and eco-system health.”

* Asterisk denotes SuMi TRUST Bank only (non-consolidated)

  Providing support to address asset management issues in Japan’s aging society, such as 
dementia and the elderly who live alone

  Supporting the asset formation efforts of the working generation and contributing to growth in 
personal financial assets

(1) Age of 100-year life

(3) Networking
(regional economic ecosystems and  

global investment chains)

  Addressing issues in the community bearing in mind the adoption of renewable energy and 
regional revitalization

  Providing efficient and high value-added services for a broad range of investment processes 
and supporting the development of investment chains

(2) ESG management
(carbon neutrality)

  Implementing sustainable finance initiatives to facilitate the transition to a society with net-zero 
carbon emissions

• Partners
• Industry peers
• Subcontractors
• Suppliers, etc.

• Institutional investors
• Individual investors
•  Corporate shareholders,  

etc.

• General public
• Consumers
•  Local 

communities, 
etc.

•  Business groups and  
industry bodies

•  Nonprofit corporations 
and public interest 
corporations

•  Nonprofit 
organizations, etc.

•  Supervisory authorities
• Relevant ministries
•  Local governments, etc.

• Corporate clients
• Individual clients
• Investor clients, etc.

•  Group-wide 
employees

•  Temporary 
employees

•  Part-timers, etc.

•  International financial 
regulators

• UN agencies
• Global initiatives, etc.

Communities Employees

Clients

Government 
agencies

Business 
partners

International 
organizations

Shareholders 
& investors

NPOs

SuMi TRUST  
Group

Products & services
(impacts)

(direct impact) (indirect impact) (indirect impact)

Products & services
(impacts)

Creation of
social value

SuMi TRUST
Group

Clients
Stakeholders of

our clients

Examples of positive impact (To promote) Examples of negative impact (To avoid)

Direct impact Investments and loans to renewable energy projects
Sales of real estate funds with high investment weightings in 
buildings that are not environmentally friendly

Indirect impact
Consulting on information disclosure that clearly demonstrates 
processes for achieving the SDGs

Investments and loans to projects that contribute to increased 
greenhouse gas emissions in the long run

SuMi TRUST Group

Multi-
stakeholder
Partnership

Various  
stakeholders

(including ESG 
assessment

organizations)

Company or  
department

addressing the theme

Sustainability 
Management
Department

(1) (2)

(3)

(1) (2)
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A total of 10 internal engagement topics were covered in FY2021. 
The details were reported to the Sustainability Promotion Committee 
in December 2021 and discussed the topics at the Board of Directors 
in March 2022 to further their understanding within the context of 
materiality management. Their discussions are then reflected in the 
initiatives and measures for each issue being addressed, based on 
the opinions put forward by the supervisory and executive body.

As an example, on the topic of HR capabilities and the develop-
ment of workplace environments, in FY2022 we adopted a policy of 
investing, on average, the equivalent of roughly 4.5% of an employ-
ee’s annual income in human capital with the aim of expanding our 
pool of specialists distinctive of a trust bank group. To be more 
specific, we are (1) base-increment of salaries and bonuses, offering 
new equity incentive plans, and raising the level at which the com-
pany subsidizes payments to the employee stock ownership plan, (2) 
increasing our investments in reskilling, including the acquisition of IT 
skills and improvements in investment education, and (3) raising com-
pensation extended to expertized employees.

Internal Engagement in FY2021

(5) Materiality Management

Materiality Identification Process
We consider materiality to be an event that has a signifi-

cant impact on the process of improving the ability to gener-
ate value sustainably through the accumulation of financial 
and non-financial capital and to be comprised of factors that 
either inhibit (bad cholesterol) or promote (good cholesterol) 
the circulation of capital. As part of a materiality review in 
FY2019, we placed seven top risks selected as financial risk 
events that have a significant impact on management along-
side the original 14 items of materiality and sorted out those 
that overlapped or were very similar. We changed the names 
of some as required and then added five new ones, including 
climate change and financial inclusion. That gave us a total of 
17 items, as shown in the table below.

Three Materiality Categories
Then in FY2020 we incorporated the unified concept of 

materiality outlined in some of the leading international 
standards (GRI, VRF (SASB+IIRC), CDP, CDSB) for information 
disclosure and classified our materiality into three categories. 
We categorized the Group’s materiality as either “impact 
materiality” (the positive or negative impacts our corporate 

activities have on the economy, society, and the environ-
ment), “governance and management foundation material-
ity” (the issues that impact the core elements of our value 
creation), or “financial materiality” (the issues that directly 
affect financial performance).

All issues were discussed by the Executive Committee, 
advisory committees, and the management team before 
being approved by the Board of Directors.

Management of Materiality
In order to incorporate the views of stakeholders into 

our materiality management, we have adopted the internal 
engagement mechanism described below. The details and 
results of that engagement process are reported to the Board 
of Directors. Furthermore, the Risk Committee responds to 
questions from the Board about matters concerning materi-
ality, deliberates on the appropriateness and other aspects 
of such matters from a professional point of view, and then 
reports its findings to the Board. We undertake reviews of 
materiality as deemed necessary based on a “dynamic mate-
riality” approach, which posits that changes in social condi-
tions and values are also affecting corporate value.

Governance System
The Board of Directors has established a Sustainability 

Policy, based on which the Executive Committee discusses 
and decides on various measures for promoting sustainabil-
ity. The Board of Directors assumes a supervisory role in this 
process.

The Executive Committee convenes Sustainability 

Promotion Committee meetings to discuss initiatives pertain-
ing to important sustainability issues with the Sustainability 
Management Department acting as secretariat of those 
meetings. The Executive Committee engages in exhaustive 
discussions to decide on sustainability initiatives for Group 
companies, taking the perspective of balancing the creation 
of both social and economic value into account.

Internal Engagement
Our Sustainability Management Department engages 

in investor-like dialogue with relevant departments with 
respect to non-financial materiality items in the finance 
sector that ESG investors are most interested in and for 
which the Group’s initiatives may face challenges in order to 
improve our approaches and enhance information disclosure. 
Starting in FY2021 we have decided to have the Sustainability 
Management Department engage with the officers in charge 
of the relevant departments in a bid to speed up measures 

and ensure that all officers have an understanding of the 
issues at hand.

We refer to this initiative as internal engagement, and its 
importance as a check and balance function based on an 
external perspective on day-to-day operations, different 
from the supervisory function of the Board of Directors from 
a management perspective, has been increasing over the 
years. The annual plan for internal engagement, results of 
initiatives, and progress of improvements are reported to the 
Board of Directors.

Board of Directors
•  Establishes the Basic Policy on Social Responsibility of Sumitomo Mitsui Trust Group 

(Sustainability Policy).
•  Stipulates (in the Basic Policy on Corporate Governance) that one of its main roles is 

to address climate change and other environmental issues and social issues linked to 
sustainability and determines the policy direction the Group.

•  Hears the findings of the Risk Committee and engages in exhaustive discussions to 
decide on the issues (materiality) that have a serious impact on balanced creation of 
both social value and economic value, as well as operational frameworks.

Executive Committee
•  Hears the findings of the Business Risk Management Committee and engages in 

exhaustive discussions to establish policies regarding items of materiality for submis-
sion to the Board of Directors.

•  Engages in exhaustive discussions to decide on all initiatives for Group companies, 
taking the perspective of balanced creation of both social value and economic value 
into account.

•  For initiatives on key sustainability issues, the Committee establishes medium-term 
policies in line with the Medium-Term Management Plan, as well as policies for each 
fiscal year, and manages operations that reflect the PDCA cycle (convenes meetings as 
the Sustainability Promotion Committee).

Audit Committee
Nominating 
Committee

Executive Committee

Sustainability Promotion Committee

Business Risk Management Committee  
(advisory body)

Sustainability Management Department  
(secretariat of Sustainability Promotion Committee)

Compensation 
Committee

SuMi TRUST Bank Group companies
Close collaboration

Risk Committee
Conflicts of Interest 

Committee

Supervisory body
Executive body

Board of Directors

Supervision

Non-financial
matters

Financial
matters

Engagement

Investors

Evaluation/engagement

Evaluation
ESG research institutions

Sustainability Management Department
In-house quasi-ESG investor

Corporate Administration
Department
Human
Resources
Department
Risk Management-Related
Departments, etc.

(Non-financial matters are given lower priority)

NPO, etc.

Non-financial
matters

 Internal Engagement

Type Materiality Risk Opportunity Main relevant capital

Impact 
Materiality

Pursuing sustainability-themed 
business opportunities

Intellectual capital

Considering impacts on society 
and the business environment of 
companies to whom we extend in-
vestments and loans

Social and 
Relationship capital

Financial inclusion
Social and 

Relationship capital

Population decline and super-
aged society issues

Social and 
Relationship capital

Climate change Natural capital

Technological (digital) innovation Intellectual capital

Management 
Foundation 
Materiality

Corporate governance All capital

Risk management and resilience Financial capital

Systems maintenance and combat-
ting cyber attacks

Manufactured 
capital

Bolstering human resources and 
developing workplace environ-
ments

Human capital

Protecting personal information 
and client data

Intellectual capital

Safety of financial instruments Intellectual capital

Compliance
Social and 

Relationship capital

Client-orientated approach / fidu-
ciary duty

Social and 
Relationship capital

Stability of financial system Financial capital

Financial 
Materiality

Preserving financial capital Financial capital

Acquiring sustained earnings Financial capital

Reporting issues that reflect 
the organization’s significant 
impact on the economy, 
environment, and people

Reporting all material 
sustainability topics 
for the purpose of the 
organization’s value 
creation

Already disclosed 
reports in the 
form of financial 
accounts*

*  Including assump-
tions and cash flow 
forecasts

Materiality from  
a stakeholder’s viewpoint

Aimed at a wide range of users 
with various objectives seeking to 
understand the company’s positive 
and negative contributions to sus-
tainable development

Materiality from  
an investor’s viewpoint

Aimed at users mainly seeking to 
engage in more suitable economic 
decision-making

Key accounting issues
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