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Business Environment in the 21st CenturyBusiness Environment in the 21st Century

Advances in ICTAdvances in ICT Explosive Growth in World PopulationExplosive Growth in World Population Structural Economic ChangesStructural Economic Changes

◎ Digitalization
◎ Faster and more data transmission (lower cost)
◎ Systemization of information and knowledge

◎ Asia-led population growth
◎ Aging populations in advanced economies
◎ Competition for scarce natural resources

◎ Sustained growth of tertiary industries
◎ Recovery of primary industries
◎ Marginalization of secondary industries

Customer
needs

Connect with “AND” not “OR” Provide diverse added value

Product

Time to Market

From tradeoffs (OR) to uniqueness that
connects using new combinations (AND)

Ability to quickly realize ideas and
continually drive innovation

1

■■ Management Discussion of the EnvironmentManagement Discussion of the Environment

Corporate Strategy in the 21st CenturyCorporate Strategy in the 21st Century

Coexistence of both extremes
Decline of either/or choices

Shorter cycles
Accelerated economic development

Disappearing borders between nations, industries Collapse of conventional order Collapse of 20th Century Japanese economic model

Source: Professor Yoko Ishikura,Graduate School of International Corporate Strategy, Hitotsubashi University
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■■ Management Discussion of the Banking EnvironmentManagement Discussion of the Banking Environment

2

From regulated
banking to

market divisions

Topline
banking

Bottomline
banking

・Choose from small pie of customers

・Satisfaction and profitability

・Win with wisdom and technology

・Compete for a piece of the pie

・Collapse of conglomerate-based      
alliances

・Era of scale and strategy

・Deregulation

・Order based on division of market   
among players

・Grow with market rather than 
compete to increase share

Era of m
atured and 

condensing econom
y

Era of grow
th and expansion

2010

1995

Banking Business Undergoing Major ChangeBanking Business Undergoing Major Change KSF of Bottomline BankingKSF of Bottomline Banking

Retail
focus

Retail
focus

Thorough
development
of customers
in the market

Thorough
development
of customers
in the market

Service
improvements

from the
customer’s
perspective

Service
improvements

from the
customer’s
perspective

Bottomline
Banking

Thoroughly improve retail qualityThoroughly improve retail quality

Retail financial services focused on the customer
Bolster earnings by maximizing customer value

・Improve the quality of customer  
contacts and the customer perspective

・Diversify customer contacts,
products and services

・A further evolution 
of the 3 CRMs

ＫＳＦ：key success factor
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■■ Phase 4 Management Plan Grand DesignPhase 4 Management Plan Grand Design

Personal loans

Indemnity insurance
(Bancassurance)

Home loans

Asset management
support

Business
with SMEs

Network BusinessNetwork Business

Geographic ExpansionGeographic Expansion Distributor ModelDistributor Model

Core BusinessesCore BusinessesMajor MarketsMajor Markets

Suruga’s capabilities 
enable a 

comprehensive 
geographic strategy

Leverage market characteristics to create added value from the customer’s perspective
Maximize utilization of know-how developed through Suruga’s retail strategy

Japan Post Group’s
expansive network

Community BankCommunity Bank

Traditional full banking 
services in Shizuoka and 

Kanagawa

Direct channels via call 
centers and the Internet

Business in Tokyo and other major 
cities from Sapporo to Fukuoka

Marketing
Systems

Infrastructure
Nationwide
Customer

Base

Values:
Our

Philosophy
Retail

Culture

Overwhelming
Speed and
Flexibility

Strategic allocation of resources

Strategic allocation of resources

E
fficient/effective use of m

anagem
ent resources

G
row

th engines under Phase 
G

row
th engines under Phase 

44Plan
Plan
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■■ The Direction of SurugaThe Direction of Suruga’’s Businesss Business

4

Personal financial services only a bank can provide when needed most

Suruga Money Clinic (Opened April 26, 2010)Suruga Money Clinic (Opened April 26, 2010)

About the Suruga Money Clinic

Play the role of a family doctor of financePlay the role of a family doctor of finance

Human touchHuman touch

Guide the customer to higher financial literacyGuide the customer to higher financial literacy

Capability to offer value from a customerCapability to offer value from a customer’’s perspectives perspective

Customer Types by Financial Literacy and Disposable Income and AssetsCustomer Types by Financial Literacy and Disposable Income and Assets

Indulgent in hobbies

No plan

“Parasites”
(Living off parents)

Rational

High-income
modest-
spender
DINKS

Affluent
and their
children.
Sitting
pretty.

Big 
consumers

Financially intelligent

”Rich D
ad

“type

High

Low

Low High

Financial literacy

Disposable income and assets

Database marketing based on
sensibilities and behavior

Scientific analysis of detailed customer models

Creating value in areas other than pricing

Provide financial services as a life partner
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■■ Shift from Product Focus to Customer FocusShift from Product Focus to Customer Focus
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Customer as the center of the universeCustomer as the center of the universeBank as the center of the universeBank as the center of the universe

Shift from focus on product profitability to customer profitability (CLV)

Past to Present Future

When a Product Focus was Mainstream When a Customer Focus Will Be the Key

U
nique positioning by creating added value

ProductProduct
One way

Customers
・Product excellence
・Abundant lineup

SchoolingSchooling
CareerCareer

AssetsAssets

Cash
flow

Cash
flow

DreamsDreams

Life
events
Life

events

Household
family

Household
family

HobbiesHobbies

An understanding of the environment surrounding 
the customer, including past experiences, 

background factors and more

Toward an evolving multidimensional 
segment strategy

Product
A

Product
B

Service
A

Service
B

Mass marketing leveraging product excellence Product optimization tailored to customer sub-segment needs

CLV：customer lifetime value
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■■ Indemnity Insurance Helping Customers Realize DreamsIndemnity Insurance Helping Customers Realize Dreams
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Career advancement

Wealth management

Buying a home

Marriage

Having children

Education

Retirement fund

Retirement

Nursing service

etc．

Customer InterestsCustomer Interests Life PlanningLife Planning
ServicesServices

Life events

Funding plans

Health

From reacting to needs that have surfaced, to actively discovering latent needs

A business of creating value that does more
than satisfy the customer. It moves the customer.

Product lineup for realizing dreamsProduct lineup for realizing dreams
(Number of products offered)(Number of products offered)

Support ChannelsSupport Channels

Holiday consults

Theme-based seminars

Term insurance （5）Term insurance （5）

Life insurance （2）Life insurance （2）

Income security（disability）（2）Income security（disability）（2）

Endowment insurance（1）Endowment insurance（1）

Health insurance （2）Health insurance （2）

Cancer insurance（1）Cancer insurance（1）

Nursing care insurance（2）Nursing care insurance（2）

Educational endowment 
insurance（2）

Educational endowment 
insurance（2）

Branches

・ Demonstrate expertise
・ Continual service

Realizing dreams

Peace of mind

Prepare
against 

risks

Stabilize
basis for
lifestyle

Achieve
a fuller life

◇ Maximize lifetime value

◇Long-term and close relationships
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Concentration
in a narrow range
of interest rates

■■ Personal Loan BusinessPersonal Loan Business ①①
Answering sound demand for financing with loans that only a bank can provide

Consumer Loan Books Are DecliningConsumer Loan Books Are Declining Unsecured Consumer Loan Balance Distribution by Interest RateUnsecured Consumer Loan Balance Distribution by Interest Rate

Complete implementation of the revised
moneylending business law has led to a
shortage in capacity to supply small loans
to consumers.

The 15-20% has become the primary market. 
Lack of business skills in the sub-15% space.

2006 2007 2008 2009 2010

Source: Financial Services Agency

2011(Forecast)

Unit: Billion Yen

Further decline
in outstanding

balances

50,000 

100,000 

150,000 

200,000 

250,000 

¥8.2 trillion decline

Main body 
enacted 

2007.12.19

Article 3
enacted

2009.6.18 Article 4
enacted

2010.6.18

100

50

10

Unit: %

Source: Japan Financial Services Association

More than 20% 10% to 15%15% to 20% 10% or less

Area where there is
potential need for

bank loans

Mar 2009
Sep 2009
Mar 2010
Sep 2010

7

*Registered moneylenders = consumer finance and credit card companies, installment sales
credit providers and finance companies affiliated with retailers or manufacturers.
Does not include banks.

Balance of loans outstanding from registered moneylenders*

25,000

20,000

15,000

10,000

5,000

Law
announced
2006.12.20
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■■ Personal Loan Business Personal Loan Business ②②

Affluent. Children 
are sitting pretty.

Intelligent. Born to
wealthy parents.

High-income modest-
spending DINKS

Big consumers

“Parasites”
(living off parents)

No plan

30+30+ ¥15 mn +¥15 mn + ¥5 mn +¥5 mn + ModerateModerate

25+25+ ¥7 mn +¥7 mn + ¥ 0 to 10 mn¥ 0 to 10 mn HighHigh

30+30+ ¥10 mn +¥10 mn +
¥ 5 mn¥ 5 mn ModerateModerate

25+25+ ¥10 mn¥10 mn ¥ 0 +¥ 0 + LowLow

18~2518~25 ¥3 mn +¥3 mn + ¥ 3 mn +¥ 3 mn + ModerateModerate

20+20+ ¥500k 
to 1 mn
¥500k 
to 1 mn ¥ 0 +¥ 0 + LowLow

Segment Type Age Income Financial assets Financial literacy

(household)

Analysis by segment type using a database only a bank can accumulate.

Timely product offerings based on marketing and screening activities.

Proprietary Segmentation Based on Financial BehaviorProprietary Segmentation Based on Financial Behavior CRM Enabling Optimal Customer Value PropositionsCRM Enabling Optimal Customer Value Propositions

8

Support a healthy financial literacy through
symbiotic ties to the customer

ＣＲＭＣＲＭ

▲

▲
▲

▲

▲

▲

Customer
approach

Customer
guidance Initial

screening

Relationship
developmentDatabase

marketing

Customer
behavior

Segmen-
tation Scenarios

Approaches
Validation

Realm of risk
management

Realm of marketing

Database accumulated over
many years in the retail business

Advanced proprietary credit
screening and marketing skills

Segment image
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■■ Suruga Housing Loan BusinessSuruga Housing Loan Business

9

Discussion of the Real Estate MarketDiscussion of the Real Estate Market Suruga Housing Loan BusinessSuruga Housing Loan Business

Customized models leveraging micro-segmentation

Classic
model

Classic
model

Wide
model
Wide
model

Ladies
model

Ladies
model

Premium
model

Premium
model

Business owner
model

Business owner
model

Elderly
model

Elderly
model

Doctors
model

Doctors
model

・・・・・・

・・・・・・

・・・・・・

A business model isolated from price competition

Achieve appropriate pricing by providing
customized products tailored to customer needs

0

20,000

40,000

60,000

80,000

100,000

120,000

140,000

-40.0

-20.0

0.0

20.0

40.0

60.0

80.0

100.0

Housing Starts, Tokyo Condominium Contract Rate
and Real Estate Buying Sentiment Index

Number of
housing units （％）

Sources: Ministry of Land, Infrastructure, Transport and Tourism
Real Estate Economic Institute and Haseko Urbest

Jan ‘07     Mar     Jun      Sep   Jan 08    Mar      Jul       Oct  Jan 09   Apr       Jul       Oct     Jan 10 Apr      Jul

Earthquake-
proofing scandal

Lehman Shock

Modest recovery in housing 
starts and condominium 

contract rates

Nationwide 
total

Tokyo condominium
contract rate

Homebuying
sentiment DI

A highly profitable business modelA highly profitable business model

Proprietary and seamless process
encompassing sales, screening,

development and servicing.

Product development
Marketing

Risk management

Flexible and rapid response
to potential individual needs Diversity of approaches

Market and Consumers Market and Consumers 
Heading UpwardHeading UpwardAlert Response to TrendsAlert Response to Trends

Understand geographical
characteristics

Diverse lifestyles

Infrastructure improvements
and real estate value

etc.

Consumer sentiment
rebounds

New housing starts up

Condominium contract rates
above 70%

etc.

M
axim

ize highly profitable 
opportunities w

ith approaches that 
stim

ulate dem
and in areas

w
ith strong grow

th potential.
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■■ Business Alliance with Japan Post BankBusiness Alliance with Japan Post Bank
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Results from May,2008Results from May,2008

P
ersonal Loans

P
ersonal Loans

23,000loans 30,000loans7,000loans

H
om

e Loans
H

om
e Loans

¥130.2billion ¥159.8billion¥29.5billion

ｒｅｓｕｌｔｓｒｅｓｕｌｔｓ ｕｎｔｉｌｕｎｔｉｌ ＭａｒＭａｒ,2010,2010 ｔｏｔａｌｔｏｔａｌＡｐｒＡｐｒ--ＳｅｐＳｅｐ,2010,2010

※Less than 100 million yen omission

※Less than 1,000-affair omission
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06/9 07/9 08/9 09/9 10/9

2,704.9

2,771.7

2,803.3

2,930.0

3,033.7

0.13% 0.24%
0.38%0.35%

0.15%

06/9 07/9 08/9 09/9 10/9

2,136.2

2,199.4

2,255.1

2,350.0
2,395.4

3.24%
3.64%

3.33%
3.72%

3.42%

1.05%
1.19%

1.09%
1.01% 1.03%

0.42% 0.39% 0.39% 0.37%0.44%

06/9 07/9 08/9 09/9 10/9

3.09%3.09%
3.26%3.36%3.29%

1.74%1.82%1.82%1.85%1.85%

06/9 07/9 08/9 09/9 10/9

1.89% 1.92%

0.65% 0.65%

1.75%

0.62%

（10/3）

（10/3）

06/9 07/9 08/9 09/9 10/9

（10/3）

0.62%

1.66%

0.61%

1.71%
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■■ Yield / Margins Yield / Margins （（OverallOverall））
Net interest marginNet interest margin

SURUGA
Average All Regional Banks

Average balance and 
yield of outstanding loans

Average balance and 
yield of outstanding loans

Yield on outstanding loans

Average balance of 
outstanding loans

SURUGA
Average All Regional Banks 

Loan-deposit margin
（after deduction from expense ratio)

Loan-deposit margin
（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）

SURUGA
Average All Regional Banks

Average balance  and
yield on deposits

Average balance  and
yield on deposits

Yield on deposits

Average balance
of deposits

（billion yen） （billion yen）
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06/9 07/9 08/9 09/9 10/9

1.92% 1.83%1.81% 1.75% 1.81%

0.70% 0.71% 0.66% 0.66% 0.63%

06/9 07/9 08/9 09/9 10/9

1.35%
1.40%

1.48%

（10/3）

3.16%3.15%
3.31%3.32%3.17%

1.76%1.85%1.85%1.90%1.88%

06/9 07/9 08/9 09/9 10/9

（10/3）

1.40%
1.35%

3.25%

3.60% 3.65%

3.40%
3.31%

0.08%
0.27% 0.33% 0.24% 0.15%
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Yield・Expense ratioYield・Expense ratio

Yield on outstanding loans
Expense ratio

Yield on deposits

Loan-deposit margin
（after deduction from expense ratio)

Loan-deposit margin
（after deduction from expense ratio)

SURUGA
Average All Regional Banks

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

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

SURUGA
Average All Regional Banks

■■ Yield / Margins Yield / Margins （（DomesticDomestic））
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34.4

37.8 38.2

41.1

38.1 37.537.3
38.8

38.0 38.3

Net interest income

Gross operating income

31.8

34.0
34.8 34.9

36.1

１０/９０９/９０８/９０７/９０６/９ １０/９０９/９０８/９０７/９０６/９
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■■ Gross Operating and Yen loanGross Operating and Yen loan--deposit incomedeposit income
Gross Operating IncomeGross Operating Income Yen loan-deposit incomeYen loan-deposit income

（billion yen） （billion yen）

Record income highs
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y = 0.0406x + 0.7492
R2 = 0.1411

 Loan-deposit income ( total) growth (year-on-year)

Loan-deposit m
argin (dom

estic) %

■■ LoanLoan--Deposit Profitability and Core Net Operating IncomeDeposit Profitability and Core Net Operating Income

Core Net Operating IncomeCore Net Operating Income
Loan-Deposit Margin and

Loan-Deposit Income Growth
Loan-Deposit Margin and

Loan-Deposit Income Growth

16.6

1.6

17.9

3.1

16.3

2.1

14.4

1.5

15.9

1.0

06/9 07/9 08/9 09/9 10/9

Interest earned on securities

Core net operating income (excluding interest earned
on securities)

18.318.3

21.021.0

18.418.4

15.915.9 17.017.0

Loan-Deposit Income of Top 20 Regional Banks
(Comparison of results from Apr-Sep 2010)

Suruga

Other banks

2.00

1.00

0.50

1.50

-8.0 -6.0 -4.0 -2.0 0.0 2.0 4.0

・Loan-deposit margin (domestic) 1.81%
・Loan-deposit income (total) ¥36.6bn

Up 2.73% year-on-year
・Loan-deposit income (domestic) ¥36.1bn

Up 3.37% year-on-year

(Source: Company earnings briefs)

14

（billion yen）
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06/9 07/9 08/9 09/9 10/9

1 ,405 .3

210 .6

1 ,469 .7

230 .4

1 ,551 .1

244 .8

1 ,662 .9

253 .8

1 ,724 .0

264 .6

79.9
84.2

108.3
115.4

127.3

07/3 08/3 09/3 10/3 11/3

117.5

124.2

106.7

121.3

128.0

147.1

129.4

125.2

120.1

New consumer loans second half

New consumer loans first half

81.1%

72.7%

74.7%

76.9%

79.9%

1,71,79696..00

1,1,616616..00

+84.1
+84.1

228.1228.1

+95.9
+95.9

1,1,700700..11

+120.7
+120.7

241.8241.8

275.1275.1
11,,916916..77

11,,988988..77

+72.0
+72.0

254254..77

4.8％

▲9.3％
▲6.1％

▲22.2％
▲5.1％

Housing start number 【October 2009 － September 2010】 （thousand）
growth rate 【year on year】 （％）
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■■ Strong Focus on RetailStrong Focus on Retail
Consumer loan balance Consumer loan balance New  loan contracts / Consumer loan ratio New  loan contracts / Consumer loan ratio 

（billion yen） （billion yen）

Consumer loan ratio

Personal loans

Mortgage loans
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155.0

71.0

4 .3

169.1

72.0

3.7

178.9

71.8

3 .0

187.3

74.7

2.5

07/9 08/9 09/9 10/9

Unsecure d  loan s on  de ed

Cash  advance  cards
Secu red pe rsonal loans

74.7(12.5%)

2.5（4.3%)

187.3（4.5%）

935.1(3.2%)

788.9（3.3%）

264.6(6.8%)

230.4
244.8

253.8
264.6
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■■ Focus on More Profitable ProductsFocus on More Profitable Products

Consumer loansConsumer loans Personal loansPersonal loans

New type of home loansNew type of home loans

Personal loansPersonal loans

Home loans, etc.Home loans, etc.

As of Ｓｅｐ. 30 , 2010
Units : billion yen

(average rate)

As of Ｓｅｐ. 30 , 2010
Units : billion yen

(average rate)

Secured Secured 
personal loanspersonal loans

Cash advance Cash advance 
cardscards

Unsecured loansUnsecured loans
on deedon deed

（billion yen）

1,988.7 billion yen (3.7%)

264.6 billion yen (6.8%)
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2.2% 2.4% 3.8% 7.4% 9.7%

34.2% 31.9% 29 .3% 25 .9% 23 .6%

27 .2%
25 .6% 23.8% 21.2% 19.4%

36.2% 40.1% 43.1% 45.5% 47.3%

42.1% 40.0% 37.4% 34.7% 34.0%

36.9%35.4% 39.5%
34.0% 33.6%

22.1% 25.5% 26.0%27.9%28.5%

0.4% 0.4% 0.5%0.5%0.5%

3.65%
3.93% 3.91% 3.68%

3.65%

08/906/9 07/9 09/9 10/9 08/906/9 07/9 09/9 10/9
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■■ Home Loans Home Loans 
Distribution of practical rates 
for home loans (cumulative)

Distribution of practical rates 
for home loans (cumulative)

Home loan balance 
by geographical area
Home loan balance 
by geographical area

under3％ 3％level 4％level 5％ or higher Greater Tokyo area            Kanagawa 

Shizuoka                            Otherhome loans average placement rate（％）
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0.42%0.27%0.36%0.44%0.33%

0.52%0.64%0.65%
0.49%0.44%

0.21%0.23%
0.43%

0.41%

0.24%

0.36%0.25%

0.29%

0.45% 0.45%

7.80% 7.45% 7.32% 7.21%
6.83%

3.62%
3.52% 3.34% 3.33% 3.32%

©2010  SURUGA bank, Ltd.  All rights reserved.

09/908/9 09/3 10/3 10/9 09/908/9 09/3 10/3 10/9
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■■ Delinquency and Loss Rates on  Consumer LoansDelinquency and Loss Rates on  Consumer Loans
Home LoansHome Loans Personal loansPersonal loans

Delinquency rate Loss rateYield Delinquency rate Loss rateYield

Delinquency rate = amount 3 months or more overdue / average amount of loan Loss rate = default ratio ×(1 - recovery rate)
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48.9 53.4 55.9 57.4 56.4

101.4
128.9

152.9 142.1 139.3

104.1

153.3
129.2

110.7 113.5

06/9 07/9 08/9 09/9 10/9

12.6%13.0%

14.3%

14.4%

11.4%

134 111

631
815

524

9957115
46

59

390
373

520325

504

57
141

208

581

502

06/9 07/9 08/9 09/9 10/9

254.5

338.1

1,594

335.8

2,017

1,365

534

310.4 309.3

690
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■■ 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

Ratio of investment products
Balance of investment 

products
Balance of personal assets

under management
(Including personal deposits)

(billion yen) (million yen）Mutual fund sales commissions
Mutual fund fees
Personal pension plans
Other Insurance 
(Fire insurance & Single premium life insurance & 
protection insurance) 

Mutual funds
Insurance
Other (JGBs in custody & 
Foreign currency deposits)
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37.8

41.1

37.5
38.8 38.3

06/9 07/9 08/9 09/9 10/9
1.3

10 .8

6.8

1 .3

11.7

6 .9

1.3

12.4

7.3

1.4

12 .1

7.4

1 .3

11.8

7 .7

50.1% 48.7%

56.3%
54.6%54 .1%

18.9
20.0

21.1 21.0 20.9

20

（billion yen）

Gross operating 
income

Noninterest expense

ＯＨＲ

Gross operating income

Personnel expenses

Expenses for equipment and 
consumables

Taxes

OHR =

■■ Expenses and OHR Expenses and OHR 
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■■ Breakdown of Problem Assets based on the Financial  Breakdown of Problem Assets based on the Financial  
Rehabilitation LawRehabilitation Law

54.7 2.21%

Total

Normal 
assets

Sub-total

Claims for 
special 

attention

Claims with 
collection 

risk

Claims against
bankrupt and 
substantially

bankrupt 
obligors

Total Total 
coveragecoverage

ratioratio

Reserved Reserved 
ratioratioReserveReserve

CoverageCoverage
ratioratio

GuaranteesGuarantees

※※ NOTE NOTE 
CollateralCollateral

TotalTotal
collateral collateral 

andand
guaranteesguarantees

ProportionProportionConsumerConsumer //
CorporateCorporateProportionProportion

Sep. 10Sep. 10
Credit Credit 

balancebalance

Debtor Debtor 
classificationclassification

100%469.1

100%1,998.0
100%2,467.1

93.63%439.2

98.75%1,973.1
97.78%2,412.4

83.41%34.75%2.674.57%8.813.422.26.36%29.8

92.86%80.32%7.263.71%2.513.315.81.24%24.9

58.05%15.12%0.750.58%05.25.32.24%10.5

82.40%36.12%0.872.45%0.36.16.40.44%8.8
0.78%19.3

96.32%73.02%1.486.39%6.95.712.73.13%14.7

89.78%73.02%0.662.11%0.60.61.30.10%2.1
0.68%16.9

100%100%0.391.58%1.72.44.20.98%4.6

100%100%5.758.40%1.56.58.10.69%13.8
0.74%18.4

87.71％

（billion yen）

Coverage ratio

Reserved ratio     

Total coverage
ratio

： Covered by collateral and 
guarantees

： Reserved for unsecured portion

： Covered by collateral, guarantees 
and reserves

Total  coverage ratioTotal  coverage ratio

Corporate

Consumer

Consumer

Consumer

Consumer

Consumer

Consumer

Corporate

Corporate

Corporate

Corporate

Corporate

※ 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.  
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4.57%

3.62%
3.37%

2 .58%

2.21%

0.49%0.52%
0.34%

0 .67%

0.27%

2.42%
2.62%

3 .41%

2 .13%
1.81%

06/9 07/9 08/9 09/9 10/9

17.0
15.9

18.4

21.0

18.3

5.05 .4

2.8
1.22 .4

0.22%

0.41%0.46%

0.24%
0.10%

06/9 07/9 08/9 09/9 10/9
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■■ Bad Bad -- loan ratioloan ratio／／Credit costs status Credit costs status 
Bad - loan  RatioBad - loan  Ratio Credit costs statusCredit costs status

Ratio of disclosed assets after deduction from reserves 
Ratio of disclosed assets  

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

Core net operating income
Actual credit costs(credit costs-collection of claims written off)
Actual credit costs ratio
(Actual credit costs / loan average balance annual basis)

（billion yen）
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343 .1
341 .0

322 .9

292 .1
332.5

20 .5 20 .3

18 .5

17 .9

10.6

15 .1 17 .1

17 .7

14 .4

8.2

23 .3 31 .6
39 .8

60 .1 4.9

06/9 07/9 08/9 09/9 10/9

JGBs Foreign bonds
Corporate bond Regional government bonds

0.64 0.71 0.75

1.30

0.32

３９３９９９..１１
４１０４１０..１１

３８４３８４..７７

2.1％中長期

40.7％変動利付

57.1％短 期

国債内訳

2.3％

40.8％

56.8％

2.3％中長期

41.9％変動利付

55.6％短 期

国債内訳

5.6％中長期

49.8％変動利付

44.4％短 期

国債内訳

2.1％中長期

43.7％変動利付

54.1％短 期

国債内訳

４０２４０２..２２

３５６３５６..３３
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■■ Bond PortfolioBond Portfolio

（billion yen）

Average remaining maturity (Year)

Mid-Long

Variable

Short

JGBs’ Composition 

Mid-Long

Variable

Short

JGBs’ Composition 

Mid-Long

Variable

Short

JGBs’ Composition 

Mid-Long

Variable

Short

JGBs’ Composition 

Mid-Long

Variable

Short

JGBs’ Composition 
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Ｔｉｅｒ Ⅰ

５０５０..１１

７３.０

１８６.８

２７２７..５５

３２.５

１３１３..００

１４１４..５５

２３２３..３３

１２１２..３３
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■■ Status of Risk AmountStatus of Risk Amount
Integrated Risk ManagementIntegrated Risk Management

(billion yen） Outlier RatioOutlier Ratio

４．２４．２％％Outlier Ratio

８．８．６６
billion yenbillion yen

Interest Rate 
Risk Amount

±±２００ｂｐ２００ｂｐssInterest Rate 
Shock range

As of the end of As of the end of 
September, 20September, 201010

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

Credit RiskCredit Risk

Market RiskMarket Risk

Operational RiskOperational Risk

As of the end of 
September, 2010

Risk Amount

First Half, 2010
Allocated Capital

Buffer Buffer 
(Unallocated Capital)(Unallocated Capital)

１１３１１３..８８

As of the end of March, 
2010 Sources for 

Allocation
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159.0

175.7
184.1 188.6 188.9

06/9 07/9 08/9 09/9 10/9

18.0 17.2 23.6 21.4 22.3

11.3% 11.8%11.3%12.8%
9.8%

11.60%

11.60% 11.61% 11.61% 11.40%

10.99% 11.09%
11.12%11.36%11.28%

10.37%
10.53%

10.55% 10.70% 10.78%

Consolidated capital adequacy (Intl standards)
Nonconsolidated capital adequacy (domestic standards)
Nonconsolidated Tier I ratio (domestic)

Tier I

■■ Capital AdequacyCapital Adequacy
Capital Adequacy RatiosCapital Adequacy Ratios

As of end-Sep 2010: 9.7% Core Tier I ratio
Accounts for valuation losses on securities holdings, deferred 
tax assets, investments in common shares of financial 
institutions, software, etc.

Share Buybacks (Actual)Share Buybacks (Actual)

Feb 2009 toFeb 2009 to
May 2009May 2009

7.54 7.54 mnmn sharesshares
¥¥6 6 bnbn

Oct 2009 toOct 2009 to
Jun 2010Jun 2010

9.82 9.82 mnmn sharesshares
¥¥8 8 bnbn

Jul 2010 toJul 2010 to
Oct  2010Oct  2010

3.99 3.99 mnmn sharesshares
¥¥3 3 bnbn

TotalTotal
21.35 21.35 mnmn sharesshares

¥¥17 17 bnbn

Impact of share buybacks on capital adequacy ratio:  Impact of share buybacks on capital adequacy ratio:  ９％９％

DTA/Tier I 
Deferred tax assets

（billion yen）
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６.１

９.１

１７.５

１０.５

６.７

５.５

６．５

３７.０

２２.５

１４.５

１３

１１.０

△０.６

△０.５

△１.４

０

△０.５５.０

１７.０

６．５
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■■ 2010 First half 2010 First half ResultsResults and and FY 2010 ForecastFY 2010 Forecast
（billion yen）

Actual credit costActual credit cost

Net incomeNet income

Ordinary profitOrdinary profit

Net operating Net operating 
incomeincome

DividendsDividends（（YenYen））

Sep 2010
Forecasted

（A）

Sep 2010
ForecastedForecasted

（（AA））

FY 2010
Forecast
FY 20FY 201010
ForecastForecast

Increase or 
Decrease
（Ｂ－Ａ）

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

Results
Sep 2010
（Ｂ）

ResultsResults
Sep 2010
（Ｂ）（Ｂ）
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■■ CSR As Suruga Sees ItCSR As Suruga Sees It

27

Under the corporate philosophy of putting our customers on schedule to realize their dreams,
we at Suruga Bank strive to fulfill our social responsibility and meet the expectations of our stakeholders

through the pursuit of helping our customers make their dreams come true.

CSR of the futureCSR of the future

Activities
with

social aspects

Activities with
environmental

aspects

Activities with
economic
aspects

CSR start line

Value creation CSRValue creation CSR

Essential CSREssential CSR

Sustainable growth

Coexistence Fairness Balance

Functional communication

○ Going beyond compliance and doing what is right
○ Unshakable trust from our stakeholders
○ Differentiation in the marketplace
○ Extremely transparent and agreeable management

Values-based communication

Essential CSR to do business in society
○ Minimum demands from society
○ Mitigating negative risks and others

Helping Make Dreams Come TrueHelping Make Dreams Come True

Seminars that help customers 
find their dreams

d-labo (dream laboratory)
Creating a future where 

customer dreams come true
Supporting soccer dreams as a bank 

from Shizuoka—Japan’s 
soccer “kingdom”

I DREAM
(Supporting soccer dreams)

Working with children to think about having a dream
Sponsoring Japan Football Association’s JFA Kokoro Project

Making dreams come true is part of Suruga’s mission.
As a sponsor, we believe in the aim of the JFA Kokoro Project
by the Japan Football Association

Soccer and other athletes visit elementary schools
to talk to children as “dream teachers” (Yumesen) and
teach the importance of having a dream and being a 
team player. Already 54,866 students have participated.

What is the JFA Kokoro Project?

Yumesen

Suruga Bank
Championship 2010

Emperor’s
Cup
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■■ Growth Within Our Corporate PhilosophyGrowth Within Our Corporate Philosophy

Growth as a Value Exchange SystemGrowth as a Value Exchange System Growth as a Mission-Based CompanyGrowth as a Mission-Based Company

Shareholders

Other
Stakeholders

CustomersEmployees
Group

Effective system 
for managing 

capital

Support system 
for achieving 

happiness

Direct participation
system for playing
a role in society and
realizing oneself

Define growth as greater exchange 
of value with all stakeholders.

Growth MissionMission
Group

Define growth as making our mission more achievable. 
As a Life & Business Concierge, help make our customers’ dreams 

come true on a timeline that works for them.

Growth Originating in C・P・SGrowth Originating in C・P・S

Management

Rooted in culture of land where established

Centered around its people

Seeks improved sociality

CCulture-oriented

PPeople-based

SSocial-perspective

Respect culture. Leverage the strengths of that culture to realize 
growth for Suruga.

Achieve growth through management centered not on corporate 
theory but on the logic of its people.

Always mindful of its role as a social institution. 
Achieves ends by means above the social code.

C

P

S

SurugaSuruga SurugaSuruga



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 statements ness performance. These statements 
are not intended as guarantees of any specific future performancare not intended as guarantees of any specific future performance, which is subject to a variety of risks e, which is subject to a variety of risks 
and uncertainties. Actual future business results may differ froand uncertainties. Actual future business results may differ from the targets contained in the present m the targets contained in the present 
material, due to changes in the external business environment.material, due to changes in the external business environment.


