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Meeting the Challenge 
of  New Banking

Presentation to investors on fiscal year ended March 31, ２００９
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Population
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Population
collapse Fiscal collapseFiscal collapse Safety collapseSafety collapse Cultural collapseCultural collapse

Collapse of academic
capabilities

Collapse of academic
capabilities

Collapse of 
politics

Collapse of 
politics

Collapse of 
ethics

Collapse of 
ethics

Economic success
too dramatic

Economic success
too dramatic

Complacent
corporations
Complacent
corporations

Island nation isolated
from rest of world

Island nation isolated
from rest of world

Residents
resist change
Residents

resist change

Late to reconfigure
national infrastructure
Late to reconfigure

national infrastructure
Nation abandoned

strategy
Nation abandoned

strategy
Unable to

respond to change
Unable to

respond to change

Japan Facing a Paradigm ShiftJapan Facing a Paradigm Shift

１

From a growing
society to 

a shrinking society

From a growing
society to 

a shrinking society

Collapse of JapanCollapse of Japan Causes for Japan’s FallCauses for Japan’s Fall

Japan Unable to Respond to ChangeJapan Unable to Respond to Change

From focus on
production to 

focus on lifestyle

From focus on
production to 

focus on lifestyle

From concentrated
structure to a

dispersed structure

From concentrated
structure to a

dispersed structure

From a material
economy to an

information economy

From a material
economy to an

information economy

From development-
to recovery-oriented
From development-
to recovery-oriented

Shifting power
from government
to the citizenship

Shifting power
from government
to the citizenship

From global standards
to a unique culture

From global standards
to a unique culture

Needed Shift in StrategyNeeded Shift in Strategy

From ＧＮＰ to ＧＲＡ From ＧＮＰ to ＧＲＣ From ＧＮＰ to ＧＲＨ

ＧＮＰ(Gross National Product)ＧＮＰ(Gross National Product)

ＧＮＡ(Gross National Attractiveness)ＧＮＡ(Gross National Attractiveness)

ＧＲＡ

Gross Regional Attractiveness

ＧＲＡ

Gross Regional Attractiveness

ＧＮＰ(Gross National Product)ＧＮＰ(Gross National Product) ＧＮＰ(Gross National Product)ＧＮＰ(Gross National Product)

ＧＮＣ(Gross National Cool)ＧＮＣ(Gross National Cool) ＧＮＨ(Gross National Happiness)ＧＮＨ(Gross National Happiness)

ＧＲＣ

Gross Regional Cool

ＧＲＣ

Gross Regional Cool
ＧＲＨ

Gross Regional Happiness

ＧＲＨ

Gross Regional Happiness

Measure of fiscal might Priority on production Economic-centric 
measure

Compete on
a uniform scale National measure Targets quantitative

development

Measure of attractiveness Priority on lifestyles Culture-centric measure Compete on
diversified scale Individual measure Targets qualitative shift

Create local industries
（Local assets. Local consumption.）

Leverage and revitalize
historical environment

Measure of individuals’ happiness

Source: Yoshio Tsukio
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SurugaSuruga’’s Business Design Delivers Unique Value s Business Design Delivers Unique Value 

Personal 
loans

Insurance 

Support for 
asset 

management

Business with 
SMEs

Network BankingNetwork Banking

Geographic
Expansion
Geographic
Expansion Distributor ModelDistributor Model

Core BusinessesCore BusinessesMajor MarketsMajor Markets

Suruga’s intangibles 
enable a 

comprehensive 
area strategy

Effective/Efficient U
se of M

anagem
ent R

esources

Incorporate Market Characteristics to Deliver Suruga’s Unique Value
Leverage know-how developed through Suruga’s retail-focused strategy

Japan Post Group’s 
wide branch network 

nationwide

Community BankCommunity Bank

Traditional full 
banking services in

Shizuoka and Kanagawa

Direct channels via
call centers and 

the Internet

Expansion of branch 
network across major 

cities nationwide 

Direct Banking 
Operations

System 
Infrastructure 

Platform

Customer Base 
Rooted in 

Community

Values Our
Philosophy Retail Culture

Overwhelming 
Speed and 
Flexibility

２

Strategic  allocation

Strategic  allocation

Mortgage
loans
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Geographical Expansion & Regional Geographical Expansion & Regional 
Value CreationValue Creation

３

.... .

.

. .
Sendai

Sapporo

ShizuokaNagoya

Fukuoka

Osaka

Kyoto

Suruga’s Geographical Expansion StrategySuruga’s Geographical Expansion Strategy Creating Value in Regional Areas Through FinanceCreating Value in Regional Areas Through Finance

Future role of retail finance

Housing Environment Lifestyle

Education Healthcare

Suruga’s geographical
expansion strategy

Select high-growth 
areas in anticipation of 

consolidation of Prefectures

Yoko
hama

Shin
juku

Fukuoka SendaiRoppongi
（Midtown）

Osaka

Nihon
bashi

SapporoNagoya

Omiya Kashiwa Shibuya

Expand beyond Tokyo into other areas

April 22

Open

Branch

and HLC

in Kyoto

Deliver Suruga services throughout Japan where there is demand
Skill & know-how

gained from
retail focus

Provide high-value
added services

Dramatically increase
customer contact

points

Provide products and
services tailored to

each geography

Trend-setter Suruga helps individuals take action
to achieve happiness and seeks to create

a “value-rich society”.
Source: Suruga Corporate Philosophy

Offer value as a Life & Business Concierge

Welfare

Provide Quality 
for life

Greater
Tokyo

First, product.
Then, marketing 

strategy.
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Environmental Changes Surrounding            Environmental Changes Surrounding            
Housing LoansHousing Loans

４

Aging populationAging populationAging population

Lower birth rateLower birth rateLower birth rate

Steady or shrinking societySteady or shrinking societySteady or shrinking society

Structural Changes to SocietyStructural Changes to Society

Trends in Golden Age demographic key to mortgage finance

Cities with high elderly populations. Localities with high proportion of 
elderly.

Values adjust to shrinking population: maturity, condensing, surplus.

Exposes potential labor force. Changes consumption and corporate
behavior.

From 『Finance for purchase or sale』 to

『Mortgage financing to utilize assets』

The Future of Mortgage FinancingThe Future of Mortgage Financing

SurugaSuruga’’s Dream Life Series helps the s Dream Life Series helps the 
Golden Age demographic realize its dreamsGolden Age demographic realize its dreams

Dream Life
Home Loan

Dream Life
Asset

Dream Life
Plan 1

Dream Life
Plan 2

Dream Life
Support (Planned)

Judge by a Life Résumé
Evaluate the life the customer has accumulated instead of

the customer’s future (salary, employment, social status)

Home ownership Assets Assets
Asset-rich
Cash-poor

Two-thirds in 
real estateOver ８０％

21st Century Society ⇒ “Diversifying Housing Needs”

Peripheral
towns

Core 
city

Peripheral
towns

Peripheral
villages

Peripheral
villages

Peripheral
towns

Core
city

Peripheral
towns

Peripheral
villages

Peripheral
villages

Focus on convenience
Concentrate into cities

Focus on leisure/luxury
Disperse into localities

A society
that reconciles

both forces
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G
eneral B

ank M
odel

Suruga M
odel

《General Bank Model》

Business performance susceptible
to economic fluctuations

《Suruga’s Model》

Together  with real estate partners,
create value and meet the emergency needs

G
eneral B

anks
Suruga

Securitization Business

Subdivision Business

Developers

ＳＰＣ

Hopeful
Home Buyers

Securitization

Contract

Project
Finance

Home loan application → Low-margin hi-volume business

H
opeful H

om
e B

uyersHome loan application → Appropriate pricing without price competition

Major condo developersMajor condo developers

HomebuildersHomebuilders

Real Estate BrokersReal Estate Brokers

Local BuildersLocal Builders

Real Estate Channels

Contract

Customer referralCustomer referral

Financial
Institution

Funds

Non-recourse loan

Contribute

capital

Pursuing a Unique Mortgage Loan Business By Creating Markets in Partnership with Real Estate Channels

Original products
reflecting

market needs

Original products
reflecting

market needs

Fundamental Differences in Business Models Between Suruga and General BanksFundamental Differences in Business Models Between Suruga and General Banks

Environment for Mortgage Loan BusinessEnvironment for Mortgage Loan Business

《Upstream Model》
“Wholesale type” Real estate 

finance  based on  project finance

《Upstream Model》
“Wholesale type” Real estate 

finance  based on  project finance

《Downstream Model》
“Retail type” Housing finance

based on partnership with
real estate channels

《Downstream Model》
“Retail type” Housing finance

based on partnership with
real estate channels
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New Housing Starts in Tokyo Metropolitan AreaNew Housing Starts in Tokyo Metropolitan Area
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Environment Surrounding Housing Loan BusinessEnvironment Surrounding Housing Loan Business

Source: Ministry of Land, Infrastructure, Transport and Tourism report on construction start statistics（Source）Real Estate Economic Institute, Real Estate Information Network for East Japan

６

Price declines, completed inventory draw down

・ 【Power Builders】 Inventory adjustments by low-price strategy

・ 【House Makers】 Differentiation through value-added housing

Increase in quality existing properties

・ Increase in contracts as more quality properties feel affordable

・ Rising prices for excellent properties in popular locations

Real Estate Market: Changes and Future TrendsReal Estate Market: Changes and Future Trends

・ Starting to dispose of completed properties from bankrupt 
developers

・ Greater supply of affordable properties

◇ More active selling at new price levels

◇ Larger supply for buyers to choose from

◇ Polarization of customer needs (price or values）

◇ Intensified competition with new condos

◇ Large brokers see rise in potential buyers

◇ Distinctive properties contract quickly

◎

Real Estate Inventory in Tokyo Metropolitan AreaReal Estate Inventory in Tokyo Metropolitan Area （1,000 units）

（1,000 units）

New
condos
New

condos

New
detached
houses

New
detached
houses

Existing
inventory
Existing

inventory

◎

◎

○

◎

◎

More properties easier to buy as a result of price declines



©2009  SURUGA bank, Ltd.  All rights reserved.

Old Approach

New Marketing Strategy Leveraging CRMNew Marketing Strategy Leveraging CRM

７

Quantitative Information
Transaction value

and history Annual income

Situation of business Earning potential

Qualitative Information

Needs and interests Employer

Purpose of business Contact history

Persona Model

Mass marketing based solely on
basic demographics and
transaction information

「Persona」 Marketing
based on customer image

that considers values

Results Data Cause Data
History of deposits
and withdrawals

Transaction
history

Contents
of inquries

Occupation
and income

Age Gender

Outlook on life Values

Motivation for
consumption Lifestyle

Money-awareness Investment stance

Suruga’s Approach
Strategy

Acquire new
customers

More activity
from existing
customers

・Encourage use
・Find ways to do 

business
・Prevent departure

・Begin new transactions
・Win back customers who 

left

Target

Approach &
Techniques

Customers who match the 
Personas we created

Functional values
＋

Psychological values

Providing unique Suruga 
value using CRM

Detailed customer model
considering values

and lifestyle

Marketing based
on sensitivities
and behavior

Supplemented
by various 

survey data

Focus on
triggers and consciousness

that lead to action

Typical 
database marketing

Database marketing based
on sensitivities

Find the right timing and
access point for each customer

Win business by making our products 
and services more readily available.
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Endeavors in Insurance BusinessEndeavors in Insurance Business

How Suruga Conceives the Insurance BusinessHow Suruga Conceives the Insurance Business

Suruga
HL target customers

８

Well-rounded product lineup to support diversifying needsWell-rounded product lineup to support diversifying needs

SurugaSuruga’’ss
strengthsstrengths

Home loan customers
across the country

Database from
retail focus

CRM infrastructure

Home purchase is prime
opportunity to revisit
insurance coverage

Home purchase is prime
opportunity to revisit
insurance coverage

Departure from the past
Target customers for
protection insurance

Departure from the past
Target customers for
protection insurance

Leveraging Suruga’s strengths
“Life Support Business”

Has been targeted by 
banks (investment 
trusts, annuities)

Target customers
for protection

insurance

Health
insurance
Health

insurance

Life
insurance

Life
insurance

Nursing care
insurance

Nursing care
insurance

Educational
endowment
insurance

Educational
endowment
insurance

Cancer
insurance
Cancer

insurance

Income
security
Income
security

Term
insurance

Term
insurance

Individual’s needs

Business owners’ needs

Retirement funds

Medical costs

Nursing care costs

Funds for surviving family

Inheritance

Education funds

Business security

Retirement bonuses

Condolence 
compensation

Tax effects

Business continuity

Benefits

Sony Life Insurance

MS Kirameki Life

Nissay

AFLAC

7 products

2 products

1 product

3 products

Suruga
card loan target customers

Inherit-
ance

Start
Work

Retire-
ment

Living near,
caring for
parents

Children
marry

Children
go to

school

Buy a
home

Give
birth

Get
married

Buy a
car

Enter
School

ASSET MANAGEMENT ＳＴＡＧＥ

ASSET FORMATION ＳＴＡＧＥ

Credit card

Cash advance cards

Home equityHome loan

Fire insurance

Investment trustsAnnuities Wills & trusts

Educational
endowment
insurance

Educational
endowment
insurance

Income
security
Income
security Nursing care

insurance
Nursing care

insurance

Health insuranceHealth insurance

Life insuranceLife insurance

High 
net 

worth
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Environment for Small Loan BusinessEnvironment for Small Loan Business

９

A Radical Bank able to establish a business model between 
bank rate (around 10%) and nonbank rates (over 20%) can become

a leader in the small loan business.

A Radical Bank able to establish a business model between 
bank rate (around 10%) and nonbank rates (over 20%) can become

a leader in the small loan business.

Data base and know-how supported
by many years doing business
in middle range interest rates

Long-term relationships enable
operation regime to be established

at low cost.

Nonbank situationNonbank situation General bank situationGeneral bank situation

× Lower ceiling rate
× Higher funding costs  

↓
Can’t survive on legacy
high-expense model

More rigid regulations on small loansMore rigid regulations on small loans

Future trends in small loan providersFuture trends in small loan providers

Revisions to installment sales law Revisions to money lending law
Key word

“Assess ability to pay”
Key word ①

“Lower ceiling rate”
Key word ②

“Limit on total borrowings based on income”
Must check annual income and credit 

obligations upon card issuance or 
credit line increase

Assessment considers deposits and
savings per borrower declaration

29.2％
↓

20.0％

Ceiling interest rate Borrowing limit When loan balance exceeds
a certain amount

When applicant is a
full-time housewife

Up to 1/3 of

annual income

Certificate of

income required

Certificate of 
income and 
consent of 

spouse required

1% ＞

3% ＞ 1%

7% ＞ 5%

＞ 7%

BanksInstallment sales & 
credit card cos.Consumer finance

Credit cost
Players in small loan business

29.2%

Interest 
rate

20.0%

15.0%

10.0%

5.0%

Major opportunity for banks, but
no know-how or track record in
small loans. Most banks rely on
guarantees from nonbanks.

Numbers are approximate

Prerequisites to become leader
Interest rate range where banks are expected
to play a major role in providing small loans

5% ＞ 3%
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Endeavors by Suruga in Small Loan BusinessEndeavors by Suruga in Small Loan Business

１０

Need system infrastructure, channel diversification and products with superior functions
to dominate the small loan business.

Suruga’s two strategic productsSuruga’s two strategic products

Reserved planReserved plan

Suruga ＶＩＳＡ debit card + auto overdraw serviceSuruga ＶＩＳＡ debit card + auto overdraw service

The above products
not affected by revisions to the 

money lending law and installment 
sales law.

★Real rate 7.0％～18.0％

★Credit line up to 5 million yen

★Don’t need deposit account

★VISA card optional ★Can enroll in insurance

【Specifications （Five-star Cash Advance Cards）】

Added security for your day-to-day
account by adding auto overdraw
service to a regular deposit 
account (VISA debit)

Risk
Return

Segment

External
database

Suruga’s unique business model
built up through retail strategy over many years

supports a small loan business

Risk
Return

Product type

Proprietary system to support Suruga’s small loan business
CRM. Automatic credit screening. PAS (Personal Assessment System)

Customer info

Improprieties

Usage info

Repayments

Creditors

Applications

External info

Marketing info

Initial credit line Detection
of fraud

Delinquencies
management

Credit line
increases

Profitability
management

Marketing

Corporate info Product info Inquiries Judgments

Customer
（515 subsegments）

Branches

Internet branches

ATM

Call centers

Offer the optimal product and the optimal time

Diverse channels having concierge 
mindset based on Suruga’s retail culture

Products with
superior
functions
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Business cooperation with Japan Post BankBusiness cooperation with Japan Post Bank

Contributing to the national economy through the development of financial 
products and services

Contributing to the stability and enhancement of Japanese financial services

Exerting capability maximally

Provision of products and services 
with a difference

The first establishment of 
unbundling type business scheme 

among Japanese banks

Japan Post Bank /
Japan Post Holdings SURUGA bank

Slogan  of Japan Post BankSlogan  of Japan Post Bank Mission of SURUGA bankMission of SURUGA bank

“We will be the stabilizing 
force in Japan”

“Helping to give shape 
and a timeframe for 
customers‘ dreams”

To  realize goalsTo  realize goals

Breaking the bonds of the conventional, develop and provide products and services that 
meet individual customer needs and enhance customer lifestyles nationwide

Origination
(Sales)

Platform
(Service)

Manufacturing
(Development)

〈Conventional model〉
Centralizing all services

〈New model〉 Selecting the most advanced  and 
high-performance partner. Establishing effective 

scheme through functional differentiation.

Origination
(Sales)

Platform
(Service)

Manufacturing
(Development)

“Network and Brand” “Retail Know-how”

accumulated over 20 yearscovering all of Japan

１１
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Business Alliance with Japan Post BankBusiness Alliance with Japan Post Bank

FY2008 Plan and ActualFY2008 Plan and Actual

M
ortgage Loans

M
ortgage Loans

Personal Loans
Personal Loans

Face-to-face sales via
real estate channels

Applications accepted
at branches
due to promotions

Outbound

Inbound

LoanLoan
OriginationOrigination

¥210 bn

Sales at participating
branches

Applications accepted
via call centers, Internet,
due to promotions

Outbound

Inbound

実行件数実行件数

27,000件27,000件

LoanLoan
OriginationOrigination
27,000 loans27,000 loans

¥56.2 billion¥56.2 billion

12,049 loans12,049 loans

FY2008 PlanFY2008 Plan FY2008 ActualFY2008 Actual

１２
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05/3 06/3 07/3 08/3 09/3

2,048.1

2,084.2

2,151.6

2,207.9

2,284.0

3.61%
3.51%

3.75%

3.35%

3.17%

05/3 06/3 07/3 08/3 09/3

2,673.6

2,692.9

2,714.5

2,780.4

2,813.3

0.05%

0.36%

0.19%
0.06%

0.34%

1.12%
1.19%

1.10%

1.07%

0.99%

0.49%
0.39%0.43%0.44%0.47%

05/3 06/3 07/3 08/3 09/3

3.26%3.38%3.31%3.29%
3.12%

1.82%1.86%1.85%1.91%2.01%

05/3 06/3 07/3 08/3 09/3

1.77%
1.93% 1.92%

0.80% 0.71% 0.66%

1.95%

0.67%

（08/9）

（08/9）

05/3 06/3 07/3 08/3 09/3

（08/9）

１３

SURUGA
Average All Regional Banks

Yield on outstanding loans

0.62%

1.79%

Yield on deposits

Average All Regional Banks

Interest Margins Interest Margins （（OverallOverall））

(after deduction from expense ratio)

SURUGA
Average All Regional Banks

（include negotiable certificates of deposit）

Average balance of 
outstanding loans

Average balance
of deposits

（billion yen）

SURUGA

（billion yen）

Net interest marginNet interest margin

Average balance and 
yield of outstanding loans

Average balance and 
yield of outstanding loans

Loan-deposit marginLoan-deposit margin

Loan-deposit margin
（Yield on outstanding loans - Yield on deposits）

Loan-deposit margin
（Yield on outstanding loans - Yield on deposits）

Average balance  and
yield on deposits

Average balance  and
yield on deposits
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0.31%0.29%
0.13%0.04%0.05%

05/03 06/03 07/03 08/03 09/03

3.63%3.65%

3.35%

3.19% 3.24%

1.87%1.95%
1.84% 1.86%1.88%

0.66%0.72%0.72%0.75%
0.84%

05/3 06/3 07/3 08/3 09/3

1.30% 1.31% 1.35% 1.40%

（08/9）

1.44%

3.14% 3.19% 3.22% 3.35% 3.32%

2.03% 1.94% 1.90% 1.90% 1.85%

05/3 06/3 07/3 08/3 09/3

（08/9）

Loan-deposit Margin (SURUGA)
Loan-deposit Margin (All Regional Banks)

１４

Yield / Margins Yield / Margins （（DomesticDomestic））

Yield on outstanding loans
Expense ratio

Yield on deposits

Yield・Expense ratioYield・Expense ratio Loan-deposit margin
（after deduction from expense ratio)

Loan-deposit margin
（after deduction from expense ratio)

SURUGA
Average All Regional Banks

(after deduction from expense ratio)

Loan-deposit margin
（Yield on outstanding loans - Yield on deposits）

Loan-deposit margin
（Yield on outstanding loans - Yield on deposits）
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63.9

67.2

70.3

76.1 76.4

05/3 06/3 07/3 08/3 09/3 05/3 06/3 07/3 08/3 09/3

１５

５８.８

６１.９

６４.７

６８.６

７０.６

６８.０

７３.１

７６.９
７９.６

７０.１

Gross Operating and Gross Operating and Yen loan-deposit 
income

（billion yen）（billion yen）

Record income highsNet interest income

Gross Operating Income
／Net interest income

Gross Operating Income
／Net interest income Yen loan-deposit incomeYen loan-deposit income

Gross Operating Income



©2009  SURUGA bank, Ltd.  All rights reserved.

05/3 06/3 07/3 08/3 09/3

10.4

14.3

20.0

17.8

10.6

05/3 06/3 07/3 08/3 09/3

31.3

35.9

38.2

41.2

36.5

１６

Core Net Operating and Net IncomeCore Net Operating and Net Income

（billion yen） （billion yen）

Core net operating incomeCore net operating income Net incomeNet income
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05/3 06/3 07/3 08/3 09/3

1,303.6

169.0

1,375.8

196.4

1,446.9

221.7

1,507.4

239.3

1,621.4

248.3

75.0%74.2%

72.0%

69.1%

78.3%

05/3 06/3 07/3 08/3 09/3

100.7

113.2

107.9

112.4

117.5

124.2

106.7

121.3

128.0

147.1

1,746.81,746.8

1,572.21,572.2

+96.3
+96.3

+99.5
+99.5

228.1228.1
213.9213.9

+78.1
+78.1

1,472.71,472.7
220.4220.4

1,668.61,668.6

+122.9
+122.9

241.8241.8

１７

1,869.71,869.7
275.1275.1

Strong  Focus on RetailStrong  Focus on Retail

（billion yen） （billion yen）

Consumer loan ratio

Mortgage loans

Personal loans New consumer loans second half

New consumer loans first half

New  loan contractsNew  loan contractsConsumer loan balance and ratioConsumer loan balance and ratio
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100%=248.3 billion yen (7.4%)

100%=1,869.7 billion yen (4.0%)

06/3 07/3 08/3 09/3

128.0

62.5

5.9

147.8

69.1

4.6

163.4

71.9

3.9

173.1

71.8

3.3

71.8(14.0%)

3.3（5.8%)

173.1（4.7%）

799.8(3.2%)

821.6（3.8%）

248.3(7.4%)

196.4
221.7

239.3 248.3

Focus on More Profitable ProductsFocus on More Profitable Products

As of Mar. 31 , 2009
Units : billion yen

(average rate)

As of Mar. 31 , 2009
Units : billion yen

(average rate)

Super home loanSuper home loan

Mortgage loansMortgage loans

Personal loansPersonal loans Secured Secured 
personal loanspersonal loans Unsecured loansUnsecured loans

on deedon deed

（billion yen）
Unsecured  loans on deed
Cash advance cards
Secured personal loans

Personal loansPersonal loansConsumer loansConsumer loans

Cash advance Cash advance 
cardscards

１８
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44.4% 43.0% 41.3% 38.5% 35.5%

36.1% 35.7%

33.7%
35.5%

19.1% 21.0% 23.8%
27.3% 28.5%

34.5%

0.4% 0.3% 0.5%0.5%0.4%

05/3 06/3 07/3 08/3 09/3

5 .9%
2.9%2.0%2.3%2 .5%

27.3%30 .6%32 .9%35 .4%37 .7%

22.3%24.7%
26.4%

28.3%
30.1%

44.5%41.8%38.7%34 .0%29.7%

05/3 06/3 07/3 08/3 09/3

１９

3.85%
3.90%

3.69%

3.53%3.56%

housing loans average placement rate（％）

Mortgage Loans Mortgage Loans 

Greater Tokyo area            Kanagawa 

Shizuoka                            Other

under3％ 3％level 4％level 5％ or higher

Mortgage loan balance 
by geographical area

Mortgage loan balance 
by geographical area

Distribution of practical rates 
for mortgage loans (cumulative)
Distribution of practical rates 

for mortgage loans (cumulative)
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3.52%3.65%3.48%

3.12%3.09%

05/3 06/3 07/3 08/3 09/3

0.32% 0.43%

0.20% 0.21%

0.41%
0.22%0.27%

0.21%0.19% 0.29%

7.45%
7.90%7.81%7.81%7.88%

05/3 06/3 07/3 08/3 09/3

0.44%0.33%0.35%

0.78%0.81%

0.49%0.55%0.58%

0.60%0.54%

２０

Loss rateYield Delinquency rate 

Delinquency and Delinquency and 
Loss Rates on  Consumer LoansLoss Rates on  Consumer Loans

Delinquency rate = amount 3 months or more overdue / average amount of loan Loss rate = default ratio ×(1 - recovery rate)

Mortgage LoansMortgage Loans Personal loansPersonal loans

Loss rateYield Delinquency rate 
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5.7
4.62.50.097.1

4.5 3.8
4.0

7.4
25.1

40.1 46.6 49.6 50.8

46.5

86.7

135.3 136.5
100.2

88.4

61.5

110.9

135.3

140.9

05/3 06/3 07/3 08/3 09/3

Personal pension funds
Mutual funds
JGBs in custody
Foreign currency deposits
Single premium life insurance

6.7%

10.1%

13.1%
14.1%

12.9%

880

260

258

278

214 152

122
1,190

1,361

1,215 1,346

583

15
275 83 61

9201,033737

225
463

1,195

902

380

05/3 06/3 07/3 08/3 09/3

Personal pension plans
Fire insurance
Mutual fund sales commissions
Mutual fund fees
Single premium life insurance
Medical/cancer insurance

２１

(million yen）(billion yen)

219.9

331.3

2,055

3,011

140.4

299.2
3,446 3,474

304.1

1,915

Fees incomeFees income

Balance breakdown of investment productsBalance breakdown of investment products Commission from mutual funds and 
insurance products

Commission from mutual funds and 
insurance products

Balance of investment 
products

Balance of personal assets
under management

(Including personal deposits)

Ratio of investment products
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68.0

73.1

76.9
79.6

70.1

05/3 06/3 07/3 08/3 09/3
2.0

20.3

13.6

2.0

20.8

13.5

2.2

22.0

13.5

2.3

23.5

14.0

2.3

24.7

14.4

52.9%
49.8% 49.1%

59.2%

50.0%

36.4 37.7
39.8 41.5

ＯＨＲ

36.0

Expenses and OHRExpenses and OHR
（billion yen）

Gross operating income

Personnel expenses

Expenses for equipment 
and consumables

Taxes

Gross operating 
income

Noninterest expenseOHR =
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100%530.2

100%1,875.5
100%2,405.8Total

91.42%484.7

98.65%1,850.3
97.06%2,335.1

Normal 
assets

85.58%65.23%12.358.53%9.716.826.68.57%45.4

93.71%81.65%7.065.73%2.414.016.51.34%25.1
2.93%70.6Sub-total

63.25%29.76%2.547.68%0.07.67.73.05%16.1

85.81%29.85%0.479.78%0.45.45.80.39%7.3
0.97%23.5 

Claims for 
special 

attention

96.54%77.95%2.184.30%7.47.414.93.33%17.6

86.60%71.11%1.353.63%0.81.32.10.21%4.0
0.90%21.7

Claims with 
collection 

risk

100%100%7.634.46%2.21.74.02.19%11.6Corporate

100%100%5.261.78%1.17.38.50.73%13.7Consumer

1.05%25.4

Claims against
bankrupt and 
substantially

bankrupt 
obligors

Total Total 
coveragecoverage

ratioratio

Reserved Reserved 
ratioratioReserveReserveCoverageCoverage

ratioratio
Guarantees Guarantees 

＊＊NOTENOTECollateralCollateral
TotalTotal

collateral collateral 
andand

guaranteesguarantees
ProportionProportionConsumerConsumer //

CorporateCorporateProportionProportion
Mar. 09Mar. 09
Credit Credit 

balancebalance

Debtor Debtor 
classificationclassification

（billion yen）

Total  coverage ratioTotal  coverage ratio 88.48％

２３

Coverage ratio

Reserved ratio     
Total coverage
ratio

： Covered by collateral and 
guarantees

： Reserved for unsecured portion

： Covered by collateral, guarantees 
and reserves

＊NOTE:The guarantee is not provided by us. We do not extend the guarantee by paying fee to external entity,
but the third party, who serves as the joint guarantor to the borrower, extends the guarantee.

Consumer

Consumer

Consumer

Consumer

Consumer

Corporate

Corporate

Corporate

Corporate

Corporate

Breakdown of Problem Assets based on Breakdown of Problem Assets based on 
the Financial Rehabilitation Lawthe Financial Rehabilitation Law
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2.93%
3.38%

3.95%

5.11%

6.42%

0.33%

1.51%

0.52%
0.71%

0.55%

2.13%
2.38%

4.91%

3.83%

2.89%

05/3 06/3 07/3 08/3 09/3

31.3

35.9
38.2

41.2

36.5

12.5 12.8

5.5
3.8

6.0

0.61%

0.25%
0.17%

0.26%

0.61%

05/3 06/3 07/3 08/3 09/3

２４

Ratio of disclosed assets after deduction from reserves,
collateral and guarantees

Ratio of disclosed assets after deduction from reserves
Ratio of disclosed assets Core net operating income

Actual credit costs (credit costs-collection of claims written off)
Actual credit costs ratio 
(actual credit costs/loan average balance)

BadBad--loan Ratio / Credit costs statusloan Ratio / Credit costs status

Ｂａｄ－ ｌｏａｎ ｒａｔｉｏＢａｄ－ ｌｏａｎ ｒａｔｉｏ Credit costs statusCredit costs status

（billion yen）
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344.9
336.0

316.5 324.9

273.1

23.1
18 .2

20.3
19.8

18.6

11.0
16.1

17.3
17.3

17.0

16.4 19 .9
27.3

32.8

43.7

05/3 06/3 07/3 08/3 09/3

JGBs Foreign bonds Corporate bonds Regional government bonds

0.52

0.66 0.71 0.68

1.02

３９５３９５..００
３８１３８１..５５

３５２３５２..６６

Bond PortfolioBond Portfolio

２５

2.4％Mid-Long
41.0％Variable

56.5％Short

JGBs’ Composition

5.5％Mid-Long
42.3％Variable

52.1％Short

JGBs’ Composition

2.5％Mid-Long
43.8％Variable

53.6％Short

JGBs’ Composition

2.3％Mid-Long
42.3％Variable

55.3％Short

JGBs’ Composition

2.7％Mid-Long
53.3％Variable

43.9％Short

JGBs’ Composition

３９０３９０..４４３９５３９５..６６

（billion yen）

Average remaining maturity (Year)
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As of the end of 
September, 2008 

Sources for 
Allocation

Ｔｉｅｒ Ⅰ

Buffer Buffer 
(Unallocated Capital)(Unallocated Capital)

６４６４..４４

Second Half, 
2008

Allocated 
Capital

８５８５..３３

２．９％２．９％Outlier Ratio

５５..７７
billion yenbillion yen

Interest Rate Risk Amount

±±２００ｂｐ２００ｂｐInterest Rate Shock range

At the end of At the end of 
ＭａｒｃｈＭａｒｃｈ, 2009, 2009

１１９.７
１８４．１

２２２２..５５

８４.４

１１２２..８８

１３１３..７７

５９５９..３３

１２１２..３３

Credit RiskCredit Risk

Market RiskMarket Risk

Operational RiskOperational Risk

２６

Status of Risk AmountStatus of Risk Amount

Integrated Risk ManagementIntegrated Risk Management

Outlier RatioOutlier Ratio

1. Confidence level      99% (common)

2. Holding period   (business days)
・Credit risk 240 days
・Deposits and loans, bonds, etc.

Interest & price fluctuation risk 60 days
(Trading assets is 10 days)
・Price fluctuation risk for equities  120 days

3. Operational risk
Basic methods

(billion yen）

As of the end 
of March, 

2009
Risk Amount
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05/3 06/3 07/3 08/3 09/3

146.4

159.3

175.8

188.9
196.1

11.29%11.34%11.22%

11.36%
10.73%

10.66%

10.96%

11.18%

10.73%
10.14% 10.42%

10.13%10.12%

10.60%

9.53%

International standard capital adequacy ratio (consolidated)
Domestic standard capital adequacy ratio (Non-consolidated)
Domestic Tier I ratio (non-consolidated)

05/3 06/3 07/3 08/3 09/3

28.3

137.6

17.5

150.2

16.1

167.0

21.7

179.6

25.6

185.8

Deferred tax assets
Tier Ⅰ

■ Domestic capital amount (non-consolidated)
(billion yen)

(billion yen）

【New standard】

２７

Deferred tax assets / Tier I ratio

Capital LevelsCapital Levels

Tier I Capital & Deferred Tax AssetsTier I Capital & Deferred Tax Assets Capital adequacy ratioCapital adequacy ratio

【New standard】
【New standard】

20.6%

13.7%
12.0%

9.6%

11.6%

09/3 Core Tier I ratio ：9.13％
※Core Tier I (common capital) = Tier I – deferred tax assets
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FY２００８
Results

（Ｂ）

FYFY２００８２００８
ResultsResults

（Ｂ）（Ｂ）

FY２００７
Results

（Ａ）

FYFY２００７２００７

ResultsResults
（Ａ）（Ａ）

Increase or 
Decrease
（Ｂ－Ａ）

Increase or Increase or 
DecreaseDecrease
（Ｂ－Ａ）（Ｂ－Ａ）

FY２００９
Forecast
FYFY２００９２００９
ForecastForecast

１３.０

４０．３６

５．８４

６.０

１０.６

１７.６

３６.５

３１.３

４１.５

７０.１

０

△２７．５８

△４．８５

＋２.１

△７.２

△１４.９

△４.７

△１０.２

＋１.６

△９.５

１３.０

６２．２７

８．６０

８.０

１６.０

２７.５

３６.５

３６.５

４２.０

７８.５

１３.０

６７．９４

１０．６９

３.８

１７.８

３２.６

４１.２

４１.６

３９.８

７９.６

DividendsDividends（（YenYen））

ＥＰＳ（ＥＰＳ（YenYen））

ＲＯＥ（％） （（net income basisnet income basis））

Actual credit costActual credit cost

Net incomeNet income

Ordinary profitOrdinary profit

Core net operating incomeCore net operating income

Net operating incomeNet operating income

Operating expensesOperating expenses

Gross operating incomeGross operating income

２８

FY2008 Results and FY2009 ForecastFY2008 Results and FY2009 Forecast
（billion yen）
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Corporate Social Responsibility at SurugaCorporate Social Responsibility at Suruga

SurugaSuruga’’s philosophy is to help our customers make their dreams come trus philosophy is to help our customers make their dreams come true on a timeline that works for them. e on a timeline that works for them. 
By providing value to our customers we meet our stakeholdersBy providing value to our customers we meet our stakeholders’’ expectations and fulfill social responsibilities.expectations and fulfill social responsibilities.

Environmental EffortsEnvironmental Efforts

○ ISO 14001 activities in Suruga’s Nagaizumi HQ
○ Carbon-offset Mortgage loans
○ Fundraising for Fujisan Network via Internet banking
○ Participation in Team Minus 6% … and more

CSR of the FutureCSR of the Future

２９

CSR of the FutureCSR of the Future

Social
Activities

Environmental
Activities

Economic
Activities

ＣＳＲ
Start line

Value-Creation CSRValue-Creation CSR

Essential CSREssential CSR

社会基盤で
事業を行う上で
必須のＣＳＲ

Continuous Growth
Coexistence Fairness Balance

Value-Creation CSR

Essential CSREssential CSR

“CSR Essential to Doing Business in a Society”

Value-based 
Communication

Functional Communication

○ Proper Management Beyond Compliance
○ Solid Trust from Stakeholders
○ Establish Differences in the Marketplace
○ Transparent and Convincing Management

○ Bare Minimum of Needs from Society
○ Reduce negative risks

Activities to preserve the environment.
Developing environmentally friendly financial products.
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Social Value Enhancement by Exchanging Social Value Enhancement by Exchanging 
Values at SURUGAValues at SURUGA

ＣＣ

ＰＰ

ＳＳ

C P S managementC P S management

People-based

Culture-oriented

Management

Shareholders

Other 
stakeholders

CustomersEmployees

（Suruga group）

SURUGA’s Mission
Helping to give shape and a timeframe to 

customers’ dreams as a concierge for 
business and life.

Growing

as a company

with a mission

Improving mission goals with 
a strong emphasis on society 

= Enhancing social value

Social-perspective

Implementing an optimal exchange of value with stakeholders

３０

SURUGA is growing by 
improving the exchange of 
value with stakeholders in a 
well-balanced approach.

SURUGA

Supporting culture 
nationally and regionally

Focusing on 
human capital

Aiming to enhance 
social contributions



For further details regarding the above, please contactFor further details regarding the above, please contact

IR & PR Office, IR & PR Office, 
Suruga Bank Ltd. Suruga Bank Ltd. 

Tel: +81Tel: +81--33--32793279--5536 5536 
ee--mail: ir.koho@surugabank.co.jp mail: ir.koho@surugabank.co.jp 

The foregoing material contains statements regarding future busiThe foregoing material contains statements regarding future business performance. These ness performance. These 
statements are not intended as guarantees of any specific futurestatements are not intended as guarantees of any specific future performance, which is subject performance, which is subject 
to a variety of risks and uncertainties. Actual future business to a variety of risks and uncertainties. Actual future business results may differ from the targets results may differ from the targets 
contained in the present material, due to changes in the externacontained in the present material, due to changes in the external business environment.l business environment.


