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Yonemoto: Hello everyone. I'm Tsutomu Yonemoto, President of the Bank. I will now give an overview of the 
15th Mid-term Plan and our approach to the plan. 

Please turn to page three. This is a summary of the previous mid-term plan. 

In the previous Mid-term Plan, we promoted a wide range of initiatives based on four basic policies designed 
to improve the customer experience. In particular,  we have undergone a major transformation over the past 
three years regarding DX which included improving the functionality of our app and corporate portal in 
addition to advancing out cashless business and establishing new businesses, such as Chibagin Market Co., 
Ltd. and On Ad Co., Ltd. 

Within the alliance strategy, one of the Bank's key strategies, we were also able to raise the top and bottom 
line results by further evolving our cooperative framework with our partner banks. 

In addition, we have launched a new alliance initiative with Sony Bank. 

As a result of the concerted efforts of all of our executives and employees to promote these initiatives, profit 
attributable to owners of parent, consolidated ROE, and non-consolidated OHR are all expected to achieve 
the targets established in the previous mid-term plan. 
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Please turn to page four. This page explains our current understanding of the business environment. 

The COVID-19 pandemic began at the start of our previous Mid-term Plan, and people's values and behavioral 
patterns have changed dramatically during this period. As a result of deregulation in the banking industry, it 
is now possible for us to enter into a variety of business areas that are not traditionally considered "banking." 

What do our day-to-day activities ultimately produce? What does the Chiba Bank Group want to be for all 
those involved with our bank? To demonstrate this, we have decided to establish a corporate Purpose and 
Vision. 
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Please turn to page five. 

The Chiba Bank’s purpose is to create a local community better suited to bringing each person’s hope to life. 
As part of this purpose, the Chiba Bank Group will broaden its corporate perspective and provide social value 
in addition to functional value centered on financial services. Contributing to solving social issues in the 
community and supporting affluent lifestyles will ultimately enhance the Bank's corporate value. This will lead 
to a transformation of the local community into a place where the wishes of all stakeholders, including 
customers, employees, and investors, are met. 

In order to achieve this purpose, we have established a corporate Vision designed to express what kind of 
entity the Bank should aim to be. We have chosen to define ourselves as "An Engagement Bank Group that 
works closely with the community." And in order to embody our purpose, it is of utmost importance to have 
a deep understanding of our customers, a strong, trusted relationship with our employees achieved by 
providing them with rewarding work and growth opportunities, and a connection with our shareholders 
achieved through sharing our growth strategy as a company. The word "engagement" reflects our desire to 
become a banking group that continues to grow by valuing the connection we have with each of our 
stakeholders. 
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Please turn to page six. This section provides an overview of how the Bank will provide social value as part of 
its Purpose. 

The Group will contribute to solving various social issues that include a declining population, low birthrate, 
aging population, DX, and GX through the provision of financial and non-financial services. This will result in 
sustainable growth of companies and the creation of jobs for corporations, regions, and municipalities in the 
region, as well as the higher incomes and increased consumption of retail customers, which in turn will 
support more affluent lifestyles. 

Contributing to the resolution of social issues will, in turn, generate revenue for the Group, improve corporate 
value, increase employee satisfaction and compensation, and enable us to share returns with our 
shareholders. 

In this way, “delivering social value” can be expressed as providing a set of values that can be empathized 
with by bringing the hopes of all our stakeholders to life, or in other words, increasing the number of the 
Bank’s fans. 
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Next, I will discuss the new Mid-term Plan. 

Please turn to page eight. Here you will see an overview of the 15th Mid-term Plan, “Engagement Bank Group 
Phase 1.” 

The mid-term plan is positioned as a strategy to achieve our corporate Purpose and Vision over the next three 
years. The new Mid-term Plan establishes the evolution of the customer-focused business model as its 
operational guideline and sets three basic policies: creating the optimal customer experience, enhancing the 
quality of existing business, and providing new value. 

In addition, we have identified five bases for value creation that support those policies and issues we will focus 
on: DX, GX, alliances, human capital, and group governance. 

In addition, we have set five management KPIs: consolidated ROE of above 7%, profit attributable to owners 
of parent of 75 billion yen, consolidated net business income of120 billion yen, a consolidated Tier 1 common 
equity capital ratio between 10.5% to 11.5%, and a consolidated OHR of around 45%. Beyond that, we are 
also aiming to achieve profit attributable to owners of parent of 100 billion yen and a consolidated ROE of 
around 8% in FY2030. 

 



 
 

 

6 
 

Please turn to page nine. 

Our goal is to achieve the targets in the new Mid-term plan by promoting both growth strategies and 
structural reform. 

The first step of our growth strategy is to invest resources in infrastructure. In addition to enhancing our digital 
platform that includes our Bank app and corporate portal, we will strive to enhance virtual channels as well 
as well as in-person channels that serve as points of contact with customers by opening new branches and 
reviewing branch functionality. 

Together with investments in infrastructure, we will enhance the quality and quantity of our expert personnel 
dedicated to solving customer issues. We will secure said personnel through employee reassignment and mid-
career hiring with a focus on human resource development in order to establish a system capable of providing 
diverse solutions to customer issues as well as strengthen the proposal and solution capabilities of our Head 
Office and sales branch staff. 

Resources will also be invested in new businesses. These new initiatives include our cashless business, 
Chibagin Market, and a real estate fund.  

In addition, we will strategically invest human, material, and financial resources into creating profitable 
initiatives including advertising, BaaS, and other businesses that banks have not traditionally been involved 
in, as well as establishing a new company as a means to entering the electric power business. Our goal is to 
create a virtuous cycle of growth by investing further resources based on the profits generated by these efforts.  

In addition, we will strengthen our organizational structure by newly establishing a Group Strategy Division, 
Business Coordination division, and Digital Strategy Division as part of the structural reforms designed to 
support these initiatives. 
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Please turn to page 10, which shows our earnings targets. 

For FY2025, the final year of the Mid-term Plan, our goal is to increase gross business profit by 37.3 billion yen 
compared to the previous year to 194 billion yen, G&A expenses by 5.4 billion yen to 88 billion yen, and profit 
attributable to owners of parent by 15 billion yen to 75 billion yen. 

As shown in the upper right-hand graph, our aim is to achieve profit attributable to owners of parent of 100 
billion yen for FY2030 by accelerating the contribution of new businesses, including digital businesses, to our 
earnings , while further refining our existing business. 

Interest rate assumptions for this plan are shown on the next page. We have factored in the changes to the 
Bank of Japan’s monetary policy regarding the YCC framework as of up to last December and assumed that 
yen interest rates will remain relatively unchanged during the mid-term plan period. If the Bank of Japan were 
to remove its YCC policy and lift negative interest rates, we anticipate a positive effect of about 5 billion yen 
on profit attributable to owners of parent. 
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Please turn to page 11. 

Net interest income is projected to be 147.6 billion yen, an increase of 11.7 billion yen compared to FY2022. 
Corporate loans, which are expected to see rising lending rates, will be a significant driver of increased net 
interest income. In addition, the Bank will also see increased  net interest income from residential loans and 
unsecured loans by compensating for lower yields with higher volume. 
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Please refer to page 12 to see our loan balance and yield trend estimates. 
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Please skip a page and turn to page 13. 

Net fees and commissions are projected to increase by 12 billion yen to 40 billion yen. We are planning for a 
recovery in the sluggish income from investment trusts and personal annuities as a result of  additional 
functionality for our new proposal tool and app. Corporate solutions-related income, which has been steadily 
increasing, is also expected to grow in both the financial and non-financial segments. 

In addition, income from our cashless operations, which has not grown as much as anticipated in the previous 
mid-term plan due to the COVID-19 pandemic, is expected to increase by 4 billion yen as a result of various 
initiatives, such as the reorganization of the Group’s card business in October of this year. 
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Please turn to page 14. 

G&A expenses are planned to increase by 5.5 billion yen to 88 billion yen. Personnel expenses are expected 
to increase by 1.3 billion yen due to planned across-the-board wage hikes and bonus increases in addition to 
regular salary increases which we have implemented thus far. Total expenditures are expected to increase by 
700 million yen when excluding decreases arising from changes in the personnel structure and other factor. 
Our policy is to review personnel expenses on an ongoing basis while taking into account the economic 
environment and social conditions. 

We also expect a 5.2 billion yen increase in expenses due to new initiatives including digital infrastructure 
development and expanded human investment. However, we expect our OHR to decline further as a result 
of increasing our top line result beyond the increase in expenses. 

As for credit-related expenses, our net credit cost ratio, excluding the preventative allocations to loss reserves 
that we have made annually the past few years, has maintained an average of five basis points and is expected 
to remain at that same level. 
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Please turn to page 15. 

With regard to capital strategy, our basic policy is to control our capital adequacy by maintaining our CET1 
ratio within the target range of 10.5% to 11.5% on a Basel III full implementation finalization basis excluding 
valuation difference on securities. We will first use the equity capital accumulated through quarterly profit to 
invest in growth, secure equity capital commensurate with our growth investments, maintain an appropriate 
capital adequacy level, and then deliberate on returning any surplus to our shareholders. 

We plan to achieve a dividend ratio of more than 35% while aiming for 40% over the long term. If normal risk-
weighted assets are accumulated, total return is expected to be about 50%. Our strategy is to increase our 
ROE by improving RORA while maintaining an appropriate level of capital adequacy. 
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Next, I will discuss the basic policies of the new mid-term plan. Please turn to page 17. 

The operational guideline of the new mid-term plan, the "evolution of the customer-focused business model," 
is designed to change our perspective on providing products and services through the achievement of four 
specific goals. 

The first is to offer the most appropriate proposal for each individual, rather than selling products for the 
convenience of the Bank. The second is proposals that stand upstream of commercial distribution. Until now, 
most of our services have been delivered at the point when customers contact us when they have specific 
needs, such as buying a house or a car. By enhancing the use of transaction and behavioral data, we will be 
able to offer one-to-one marketing to each customer and further expand the scope of our proposals by 
addressing latent needs that customers are not yet aware of. The third is differentiation of services through 
expansion of our non-financial businesses, such as regional trading companies and advertising businesses. 
Fourth, we will develop in-person, remote, and digital channels to create optimal touch points with customers.  

Through these initiatives, we will be able to achieve optimal proposals tailored to each and every customer 
and company at just the right time. 
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Please turn to page 18. This is the customer journey we hope to achieve through the mid-term plan. 

From left to right, it represents the anticipated customer experience and the shifting attitudes that customers 
can have towards the Bank. 

We will be able to increase daily retail financial transactions by providing convenient services through our app. 
By utilizing the various data accumulated as a result of these transactions, we can provide tailored information 
and services to our customers and build relationships that make them feel like Chiba Bank knows them well. 

By building these relationships, we will have solid opportunities and points of contact through which to make 
proposals upstream of commercial distribution for life and other events. This will allow us to deliver high-
quality proposals either in-person or virtually, thereby increasing customer engagement and increasing the 
number of Bank fans. 

The customer journey will be enriched through the provision of accurately personalized proposals based on 
customers’ life stages, wide-ranging approaches that reach customers before their needs become apparent 
through one-to-one marketing, and a broad expansion of services, including non-financial services, that are 
especially connected to our customers’ daily lives. These efforts will allow us to build a relationship with our 
customers that lets them feel as though they can rely on Chiba Bank for all their needs. 
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Please turn to page 19. 

Here you can see the corporate customer journey. Our goal is to increase the number of the Bank’s fans. 

In dealing with corporations, the digital setting of the corporate portal is extremely important. We will utilize 
digital means to efficiently approach customers whose financing is dissolving, net-deposit customers, and 
other customers whom we have not been able to reach adequately in the past. We will contribute to solving 
management issues based on each business stage by providing specialized solutions as a partner to 
management teams. 
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Please turn to page 20. 

Basic Policy I outlines our one-to-one marketing strategy. By analyzing data collected through various 
customer contact points, we can anticipate our customers' needs and life plans while making proposals that 
stand upstream of commercial distribution. 

We will expand in-person, remote, and digital proposal channels while aiming to improve customer 
engagement by enhancing our non-financial services to meet the needs of each individual customer in a broad 
range of areas. 

This series of proposals and feedback from customers will be accumulated as data and used to further 
enhance the accuracy of our one-to-one marketing. 
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Please turn to page 21. Here we describe Basic Policy II, retail business. 

We will build the best customer contact points for the sale of financial products by providing a combination 
of digital and in-person contact points. We will offer a full range of financial services online, including our app, 
and will expand our relationship-manager-type in-person sales activities, allowing us to further specialize in 
getting to know our customers and understanding their needs. 

We will optimize our residential loan proposals at every stage of the customer's deliberation, loan execution, 
and loan repayment in order to maximize the number of pre-applications and the rate of full-conversion. In 
addition, we will continue to enhance our in-app unsecured loans. 
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Please turn to page 22. 

We will continue to expand trust and inheritance transactions by strengthening proposals tailored to needs, 
enhancing held asset proposals, and expanding horizontally into non-financial services. In addition, we will 
further improve our cashless operations by reorganizing our Group companies. 

By incorporating the operations related to Chibagin JCB cardholders into the main bank, it will become 
possible to perform analysis’ by combining profits from customer purchases and bank data. By improving the 
accuracy of predictions of consumer behavior, etc., we will be able to achieve more effective one-to-one 
marketing and provide recommendations to customers and support businesses by referring customers. 
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Page 23 talks about our corporate business. 

We will strengthen our corporate portal to make it a basic infrastructure indispensable to normal business 
activity, thereby enhancing contact with all types of customers, including those who make net deposits. We 
will also provide more specialized in-person services by building a unit with consulting-firm-like expertise 
located in the Head Office. 

As a partner to management teams, we will provide a wide range of solutions for each item in a company's 
balance sheet and P&L in order to help resolve various management issues related to their business activities. 
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Page 24 explains more about our new business initiatives. 

We will strengthen our existing business areas, such as Chibagin Market, On Ad, and real estate funds, and 
take them to the next stage. 

For Chibagin Market, we will consider providing concierge services in step two and services linked to daily life 
in step three. 

For On Ad, we will contribute to strengthening financial wellness initiatives taking place in society by providing 
neutral financial services. 

In our real estate fund business, we will enhance the sophistication of our solutions by establishing a system 
that can meet the real estate liquidation needs of our customers. 



 
 

 

21 
 

 

Please turn to page 25. 

We will enter into new advertising and energy businesses. 

We will use our advertising business to promote the creation of a regional ecosystem that connects local 
businesses with consumers inside and outside the region as a way to revitalize the local economy. In April, the 
Bank will begin test sales of an advertising media business that will broadcast advertisements through the 
Bank's app and ATMs. 

We are also aiming to enter the energy business, specifically energy generation management and energy sales. 
We will build a model of local production for local consumption by connecting electric power retailers, which 
includes the Group, with local customers. 

In addition to the BaaS, metaverse, and anti-money-laundering businesses currently under consideration, we 
will continue to enter new business areas to enhance our non-financial services and diversify earnings. 

Now, I would like to show you a five-minute concept movie about the future of these services. 

[Video] 

Thank you for watching. The Bank will pursue this mid-term plan with the aim of becoming a bank that is 
connected to the lives of its customers not only through financial services but also non-financial services. 
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I would like to explain our value creation bases. Please turn to page 27. 

Mrs. Awaji, the group CDTO, will explain more about our DX initiatives later, so I will not go into details. That 
being said, we have positioned the enhancement of Dx as our most important strategy. 
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Please turn to page 28. 

We will promote both the Group's decarbonization and support for local customers' decarbonization as part 
of our GX initiatives. We will strengthen our efforts to lead the region toward achieving carbon neutrality by 
aiming for carbon neutrality in the Group by FY2030 and in Chiba Prefecture as a whole by FY2050. 
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Please refer to page 29. 

Alliances are the Bank's greatest differentiation strategy, and we will continue to take these collaborations to 
the next level. 

The TSUBASA alliance aims to enhance the platform of each measure and improve cooperation with other 
banks. 

The Chiba-Musashino Alliance will accelerate collaboration and communization of all areas as a Tokyo 
metropolitan-area alliance. 

The Chiba-Yokohama Partnership is focused on developing the expertise among top regional banks. 
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Please turn to page 30. 

Last year, we formed a partnership with Sony Bank, a member of the Sony Group. We will utilize our alliance 
with Sony Bank to further evolve our digital strategy and create new value by leveraging each other's areas of 
expertise. 

We will continue to actively collaborate with other industries as a strategy designed to achieve a greater 
sophistication of the Bank Group's services. 
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Please turn to page 31. 

Our human resource development policy has been established as a basic policy designed to train the human 
resources necessary in order to achieve our corporate Purpose. 

We will position human capital as our most important management resource in our human resources strategy 
and build an optimal human resource portfolio. Mr. Makinose, the Group CHRO, will explain more about this 
later, so I will not go into details. 
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Please turn to page 32. 

We will continue to expand our Group business into new business areas in addition to refining existing 
businesses at existing group companies. 

We will establish a Group Strategy Division to oversee all aspects of business execution as a banking group, 
including the sales operations and administration of Group companies, to achieve unified Group management 
equivalent to a holding company structure. 

We will accelerate group-wide HR operations and start group-wide batch recruitment. We will also actively 
exchange personnel with Group companies and to increase the number of career paths for young employees 
to expand the scope of their activities from the Bank to group companies and from group companies to the 
Bank. 
 
That concludes my presentation. Thank you for your attention. 

 


