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In recent years, there has been an even more pressing need for finan-
cial institutions to put principled customer service at the heart of 
everything they do. As a financial institution founded on its “Trustee 
Spirit,” the Group considers improving customer satisfaction and 
discharging its fiduciary duties to be among its highest materiality 
themes. We explain our position from three perspectives: “initia-
tives aimed at serving as our clients’ best partners,” “initiatives con-
cerning fiduciary duty,” and “client protection management.”

Initiatives to Earn the 
Trust of Clients

1. Providing Value to Clients

The SuMi TRUST Group aims to accurately understand the 
needs of individual and corporate clients, and to provide 
total solutions that offer a wide range of highly specialized 
products and services as the best way to address those 
needs. In an era of dramatic environmental change, the 
needs of both individual and corporate clients to build, 
manage, and review their assets and plan for succession are 
becoming increasingly complex, and their needs for trust-
worthy financial institutions are growing. The SuMi TRUST 
Group, as the only independent financial group specializing 
in trust banking in Japan, will leverage its comprehensive 
capabilities that combine trust and banking functions, as 
well as the various trust functions within the Group, under 
a stringent conflict of interest management framework, 
with the aim of being the “Best Partner” for providing the 
greatest value to clients. The Group formulated and pub-
lished the Voluntary Declaration of Consumer-Orientation 
in June 2019 and will take concrete initiatives in order to 

become a group trusted by clients and society, and to grow 
together continuously through constant efforts for improv-
ing customer satisfaction and thoroughly implementing a 
client-oriented approach, as well as contributing to resolv-
ing social issues including super-aging society.

2. Product Development Capabilities Supporting Total Solutions

In order to leverage the flexibility and expertise of its vari-
ous financial and trust functions as a financial group spe-
cialized in trust banking, and put together an 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 initia-
tives that combine the expertise of each business and 
Group company, rather than simply using their strengths 
and know-how. In this manner, 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 indi-
vidual businesses or Group companies.

Specifically, SuMi TRUST Bank has established a prod-
uct development department in each business, as well 
as the Business Research and Development Department, 
and a product development off-site meeting as its prod-
uct development organization. The product development 
departments in each business analyze the client needs that 
have been collected in the course of business, and engage 

The Voluntary Declaration of Consumer-Orientation is the 
Group’s declaration for the approach toward consumer-oriented 
management (a business activity respecting general consumers’ 
viewpoints and gaining consumer trust as the providers of a 
sound market, while being aware of its social responsibilities, 
and working toward the creation of a sustainable and desirable 
society) as promoted by the Consumer Affairs Agency and others.

Voluntary Declaration of Consumer-Orientation
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in improvement and development, mainly of products for 
immediate application, including reviews of existing prod-
ucts and design of new products. In addition, the Business 
Research and Development Department, which was estab-
lished as a dedicated unit primarily for the development 
of trust products, serves as the engine that drives product 
development and provides development support for each 
business, while carrying out planning, development, and 
promotion of medium- to long-term development projects 
across businesses. Furthermore, the product development 
offsite meeting has been established as a forum for dis-
cussion among executive officers and general managers, 
where regular exchanges of opinion are held regarding 
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 its efforts on nurtur-
ing human resources who are capable of flexible thinking that 
sustains product development. At SuMi TRUST Bank, product 
development experience is included in the new employee 
training curriculum, and human resource development semi-
nars on product development are held twice each year for 
product development personnel with little experience. At 
these seminars, groups engage in exhaustive discussions 
on the topic of new products to satisfy target client needs 
that are assigned in advance, with the goal of enabling par-
ticipants to acquire an understanding of breakthrough points 
and problem-solving methods in product development.

Pursuing Experiences Exceeding Client Expectations and Innovation Using Technology
In 2015, we launched FinTech project teams, and in 
November 2017, we created Digital Transformation 
Departments at SuMi TRUST Holdings and SuMi TRUST 
Bank. The activities of these teams and departments have 
included verification experiments aimed at using technolo-
gies such as blockchain and AI, as well as joint research 
with external partners.

(1)  Consulting with regard to the 100-year life 
using AI

We are working to offer a higher level of consulting based 
on data analysis through automatic predictive analysis 
using AI. Given the advent of the age of 100-year life, we 
will make more accurate, client-oriented proposals, such 
as consulting that reflects changes in transaction needs 
according to client life stages.

(2)  Using digital technologies to offer a higher 
level of consulting

In addition to the above, we will continue to perform verifi-
cation experiments aimed at improving client experiences, 
including using AI in the asset management field and AI 
specialized for text analysis to offer consulting that meets 
hidden client needs.

3. Technologies Supporting Total Solutions

As digitalization progresses at a rapid pace, the SuMi 
TRUST Group regards digital reform initiatives as one of 
our most important management strategies. We aim to uti-
lize digital technologies to deliver experiences that exceed 

client expectations and to offer total solutions unique to a 
financial group specialized in trust banking that go beyond 
our business domains.

The Group has a wide range of business domains, and 
develops highly specialized businesses targeting a broad 
client base. Each business domain holds “Deep Data”: a 
variety of data accumulated by leveraging the highly spe-
cialized know-how unique to a financial group specialized 
in trust banking. Deep Data accumulates data such as cli-
ent attributes, assets, transactions, and events, as well as 
external data such as economic conditions, representing 
information that is both quantitatively and qualitatively 
unique to a financial group specialized in trust banking. 

We analyze this information and convert it into a form 
that provides high added value for clients, and utilize the 
optimal digital technologies to determine the ideal timing 
to make proposals.

Evolution of total solutions through use of  
digital technologies

Progressing with a Total Solution Model

Total solutionsDigital technologies

Accumulate information based 
on the diverse business domains, 
broad business foundation, and 
high degree of specialization of 
the trust bank group

Increasing the value of
information by
combining and linking it

• Platform unique to a trust bank
•  Cross-business total solutions 

using information value unique to 
a trust bank

For corporations

For employees

For investors

デジタル技術

ＤＥＥＰＤＡＴＡ トータルソリューション

企業向け

従業員向け
投資家向け

情報の複合、連鎖化による
情報価値向上

• 「信託ならでは」のプラットフォーム

• 「信託らしい」情報価値を活用した
事業横断トータルソリューション

信託銀行の多様な事業領域、
広範な事業基盤、高度な専
門性に基づく情報の蓄積

デジタル技術の活用によるトータルソリューションモデルの進化

Deep Data

Asset management

HR/Accounting

Global markets

Fiduciary

Real estate

Wholesale TS

Retail TS

Consulting

Client

Predictive 
model

Analysis

Client-oriented consulting  
marketing in line with  

client’s transaction needs

Database

Data on various transactions,  
including structured investment 
trusts, insurance, and real estate
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Initiatives to Improve Productivity —Promotion of BPR Activities Using Digital Technologies—

SuMi TRUST Bank has achieved savings of approximately 
180,000 person-hours of labor in one year and a half since 
the full-scale introduction of Robotic Process Automation 
(RPA) to automate operations that were previously per-
formed by humans. 

We are improving both operational efficiency and qual-
ity by replacing standard back-office tasks, mainly at the 
head office, with RPA. At the same time, we are promoting 
digitalization of back-office tasks and a shift to paperless 
operations by introducing the AI-Optical Character Reader 
(AI-OCR) in data entry and other operations that were pre-
viously done on paper. 

In addition to automating back-office tasks and shift-
ing to paperless operations with the introduction of RPA 
and AI-OCR, we are also working on Business Process 
Re-engineering (BPR), which uses digital technologies to 
redesign operational processes that had previously been 

optimized on the assumption that they would be per-
formed by humans.

These BPR activities have a wide range of applications, 
from banking operations such as mortgage loan-related 
tasks, to real estate and other trust operations. We aim to 
further enhance client services through BPR by improving 
group-wide productivity and shifting personnel from the 
head office to branch offices.

Aiming to Build Trust Business Platforms —Initiatives for automating inheritance procedures (business model patent pending)—

The Group is currently examining various options with the 
aim of building trust business platforms so that we can pro-
vide new added value to clients.

As part of the development of a new service, SuMi TRUST 
Bank kicked off an initiative in August 2019 that seeks to 
harness digital technology in order to automate the entire 
process of organizing family register information and creat-
ing heir relationship diagrams. The Bank also filed an appli-
cation for a business model patent. After an inheritance has 
occurred, procedures for changing names and other matters 
at financial institutions require that the legal heir(s) is con-
firmed with the furnishing of a family register or other official 
records that show personal information from birth through to 
death. Currently, this process is quite time consuming and if 
a family register or other document lacks certain information, 

the client may be requested to supply additional records. 
This initiative aims to use AI and other digital technology 

to check whether any key information is missing on the fam-
ily register and automate the creation of a heir relationship 
diagram, among other processes. Accordingly, this should 
lighten the burden on the many inheritance procedure 
requests from clients and shorten processing time.

Initiatives at SBI Sumishin Net Bank, Ltd.
Since its founding in September 2007, SBI Sumishin Net 
Bank, Ltd. (“SBI Sumishin Net Bank”), a Group company, 
has worked to achieve “the most user-friendly inter-
net banking, offering attractive products and services 
24 hours a day, 365 days a year.” Going forward, SBI 
Sumishin Net Bank will actively use AI and other lead-
ing-edge technologies to develop products and services 
that help improve client convenience.

(1) Providing AI Screening Services
Hitachi, Ltd. (“Hitachi”) and SBI Sumishin Net Bank have 
established Dayta Consulting, a joint venture that pro-
vides AI screening services by bringing together Hitachi’s 
high-performance AI and SBI Sumishin Net Bank’s credit 
know-how. 

As its first initiative, Dayta Consulting plans to begin 
offering AI screening services for mortgage loans at mul-
tiple financial institutions, including regional financial 

institutions, starting in 2019. The company will steadily 
expand the scope of applications for AI screening services 
to include transaction lending that provides loans based 
on the settlement data, and credit card loans, etc.

(2) Initiatives for the Cashless Market
As of April 1, 2019, SBI Sumishin Net Bank acquired 
NetMove Corporation (“NetMove”), which provides settle-
ment terminals and systems for credit cards and QR codes 
and develops security software for financial institutions. 
This is the first example in Japan of a bank acquiring and 
making a subsidiary of a FinTech-related company. SBI 
Sumishin Net Bank will continue to provide new services 
by combining its banking services with the functions of 
NetMove, including use in lending based on payment his-
tory data in addition to capturing the demands of the cash-
less market, where continued expansion is expected. 

Current process

Obtain copy of 
family register

Obtain 
additional 

family register 
information

Future

AI AI
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relationship 
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Obtain 
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family register 
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Confirm 
continuity 

and check for 
missing 

information

Confirm 
continuity 

and check for 
missing 

information

Download

AI-powered document checks
Achieve shorter processing time with 
automated creation of heir relationship diagram

Data collection

Data entry

Aggregation/ 
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etc.

Further
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client service

RPA and 
AI-OCR as  
a substitute
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4. Shaping Corporate Culture to Become Our Clients’ “Best Partner”

SuMi TRUST Bank has established Customer Satisfaction 
(CS) Committees at its branch offices and each and every 
employee is working hard to improve customer satisfac-
tion and deliver client-oriented services by engaging in 

improvement activities based on the opinions of clients, 
improvement activities to address issues identified in client 
questionnaires, and by taking part in various training ses-
sions and discussions.

Establishment of CS Committees
In order to drive initiatives on improving customer satisfaction (CS), 
SuMi TRUST Bank has established CS Committees at each branch 
office to actively implement various CS improvement activities 
according to the characteristics of each office.

Use of client questionnaires
SuMi TRUST Bank conducts CS questionnaires on both corporate and 
individual clients for each business. It utilizes the questionnaire results 
to identify issues in each business and subsequently implements ini-
tiatives that reflect activities for improving those issues into measures.

Hosting of CS lectures
With the aim of learning how to provide high levels of service 
and hospitality to our clients, we endeavor to enhance the 
quality of our services and hospitality by hosting lectures for 
Group employees every year. We invite guest lecturers from 

other industries to talk on topics such as the development of 
organizational and human resources, and communication. In 
fiscal 2019 we plan to hold lectures about client loyalty and 
corporate strategy (scheduled for February 2020).

Examples of initiatives to enhance awareness about becoming our clients’ “best partner”

No. Item Description

1 Study sessions for improving CS awareness

The Customer Satisfaction Promotion Department visits each corporate management department, as 
well as head office and branches & departments for all businesses, to implement activities aimed at rais-
ing awareness about client and employee satisfaction through participation at CS Committee meetings 
and study sessions.

2 Training sessions

Training sessions for improving CS awareness, sharing complaints and VOC items, and business man-
ners are held for newly appointed branch managers, new recruits, new corporate sales employees, and 
persons in charge of products or operations. All other employees are required to complete e-learning 
modules and attend CS lectures in order to enhance their awareness of CS.

3 Improving complaint management
Strengthening monitoring of complaints and improvement activities. Sharing VOC items to generate 
awareness of complaints and prevent occurrence.

4 Improving client questionnaires
Strengthening the improved PDCA cycle based on client evaluations by endeavoring to standardize the evalu-
ation items in each questionnaire, enhancing our analyses, and sharing measures for improvement.

5
Collecting and making better use of daily cli-
ent feedback

Promoting collection and analysis of VOC items and improvement and development of products and 
services. Formulation and announcement of Voluntary Declaration of Consumer-Orientation (June 2019).

6 Discussing job satisfaction
Collaboration between Customer Satisfaction Promotion Department and Fiduciary Duties Planning and 
Promotion Department to organize job satisfaction discussions at branches and departments in order to 
hear opinions directly from the source.

7 Meetings for holders of concurrent positions
The Customer Satisfaction Promotion Department holds quarterly meetings with employees who man-
age concurrent CS roles in each business in order to share and discuss successful cases across businesses.

Each branch office CS Committee and  
Business Supervision Department monitor progress

Example of CS Committee system Example of utilizing CS questionnaire at each business

Business Supervision Department conducts questionnaire survey

Business Supervision Department analyzes results

Each branch office performs factor analysis of issues  
and considers improvement measures

Each branch office formulates action plans

Results of improvement are confirmed with the next questionnaire

Business Supervision Department 
examines issues and  

items requiring improvement

Each branch office performs  
macro-analysis of  

branch environment

CS Supervisor = Branch Manager

CS Manager = person in charge of CS at each branch

CS Committee = Branch Manager, CS Manager,  
and at least one employee from each section

CS activities implemented by all branch employees

Business supervision department monitors and evaluates activities

• Improvement activities based on client opinions

•  Sharing of successful examples and improvement activities 
based on issues identified in cases subject to review

•  Review of actions based on CS checklist
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5. 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 offices throughout Japan through diverse chan-
nels such as telephone centers and the Group’s website as well as 
the “Voice of Customers Questionnaires” available at every branch. 
In fiscal year 2018, we appreciated upwards of 370,000 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 
1.5 million clients who have consummated contracts for time depos-
its, investment trusts, etc. with us, with the aim of further promoting 
client-oriented activities and improving customer satisfaction. 

[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 opin-
ions 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

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 feedback. We are striving to 
meet clients’ needs by making client feedback “vis-
ible” so that we can better “recognize” client needs.

3) Considering and Implementing Improvement Measures
Regarding opinions and requests received from cli-
ents, branches and the head office cooperate in inves-
tigating and analyzing the causes and identifying 
problems. Based on the results, we look for improve-
ment measures and strive to provide better products 
and services.

SuMi TRUST Bank receives a lot of feedback from clients 
and many requests via branch offices throughout Japan 
as well as its telephone centers and the Group’s website, 
along with the “Customer Services Promotion Office” 

“Voice of Customers Questionnaires” “Sumitomo Mitsui 
Trust Direct”, and uses this feedback to realize practice 
client-oriented business operations. 

1)
Collecting

client
feedback

3)
Considering and

implementing
improvement

measures

2)
Analyzing

client
feedback

CS
(Customer Satisfaction)

Promotion Cycle of
SuMi TRUST Bank

Head office Branches

CS Committee

Investigating and sharing of challenges

Considering improvement measures

Implementation of improvement measures

Enhancement of customer satisfaction

Client feedback
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6.  KPIs Concerning Initiatives Aimed at Becoming Our Clients’ “Best Partner”

The SuMi TRUST Group regularly makes public indicators that allow confirmation of the status of initiatives aimed at 
becoming our clients’ “Best Partner.” These indicators are revised periodically as we promote and enhance these activities.

We are making efforts to hold seminars, such as the “Life Planning 
Seminar on Lifestyle and Money” and the “Inheritance Strategies 
Seminar,” as opportunities to offer clients useful, specialized 
knowledge in an easy to understand manner.

We propose products with low dividend frequency for clients’ long-term 
asset formation needs. As a result, the ratio of dividend distribution to 
the balance of investment trusts is lower than the market average.
*  Dividend distribution refers to dividends distributed by publicly offered investment 

trusts for which SuMi TRUST Bank is the sales company.
  The market average is calculated based on statistics published by The Investment 

Trusts Association, Japan.
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While investment gains/losses fluctuate depending on market trends and other factors, we make every effort to improve returns and realized 
profits/losses for our clients.

To this end, when proposing investment products to our clients, we emphasize the importance of carefully following up on their intentions 
in light of major life events and changes in the market environment. In this way, we strive to maintain an ongoing dialogue with our clients.

3333

4343

3030

3737

55 44 4400 00 0000 00 00

3737
4141

1515 1616 1616

33 33 33 22 22 22

March 31, 2018 September 31, 2018 March 31, 2019

Spread of Clients with Investment Trust Gains/losses, Including Realized Profit and Loss

< -50% -50% to < -30% -30% to < -10% -10% to < 0% 0% to < +10% +10% to < +30% +30% to < +50% +50% ≤

0

50

30

20

10

40

（%）

Due to the maintenance and improvement of the solidity and swift-
ness of our asset administration services, as well as the increasing 
sophistication of our social infrastructure, including administration 
and systems, Group assets under custody is on an upward trend, 
both domestically and overseas.

We are enhancing our engagement activities (“purposeful 
dialogue” with investee companies, conducted to encourage 
improvement of corporate value and the sustainable growth of 
the investee company), both in terms of quality and quantity.
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