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Hello everyone, it’s a pleasure to meet you. My name is Shibata, and I serve as the Group CDTO at The Chiba 
Bank, Ltd. 
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If I may briefly introduce myself—since April 2021, I have been involved in the digital field, serving as General 
Manager of the Digital Innovation Division and then the Digital Strategy Division, and now, as of this April, I 
have taken on the role of CDTO, continuing to be responsible for this domain. I appreciate your attention 
today. 

As introduced just now, today I will be speaking alongside Ito, our General Manager of the Digital Strategy 
Division, and Shimada, the President and Representative Director of EDGE Technology, and the three of us 
would like to talk to you about our initiatives around DX and AI. 
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Without further ado, please turn to page six of the presentation materials. 

At our bank, under our medium-term management plan that began in 2017, we launched what we called 
Chibagin DX 1.0. In partnership with other banks in the TSUBASA Alliance, we initiated a digital service 
platform—TSUBASA FinTech joint platform—and began building the foundation for digital banking. This 
platform now serves as the base for the app I was just referring to. 

Then in 2020, under the previous medium-term plan, we introduced Chibagin DX “2.0,” which as we’ve spoken 
about in the past, included the Chibagin app and a portal for corporate customers—through these, we 
introduced digital infrastructure aimed at customers. We also pursued paperless and seal-less workflows for 
operations and administrative procedures, along with initiatives to develop digital talent. 

Currently, under the DX strategy of our ongoing medium-term plan from 2023, we have entered the phase of 
Chibagin DX “3.0.” Here, our core policy is to make full use of the digital infrastructure we’ve built to del iver 
the best possible Chibagin experience to our customers—so the focus of this strategy is on creating the best 
possible customer experience. 
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This is the overall view of our current DX strategy. In order to realize this goal of delivering the best possible 
customer experience, we are building it around two key pillars: one is our personalization strategy, which aims 
to deliver the most suitable proposals to each individual customer; and the other is our regional ecosystem 
strategy, which aims to invigorate the local economy by connecting local businesses and individual customers. 

To realize these strategies, our entire bank group is working to evolve our existing financial businesses while 
also creating new non-financial businesses. At the same time, we are focused on acquiring the necessary 
digital resources and developing human talent. 
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In order to further advance the strategy which we’ve been pursuing to deliver the best possible customer 
experience, we made the decision to proactively incorporate AI technologies. With that, in September of last 
year, we established the AI Solutions Lab within our Digital Strategy Division. On top of that, we have now 
made EDGE Technology a wholly owned subsidiary. 

Through the use of AI, we intend not only to enhance the impact of our various strategies, but also to further 
advance our digital marketing capabilities, transform our operations to improve efficiency, expand the range 
of customer-facing solution offerings, and accelerate the development of data and AI talent. 

As for this topic, we’ll have Shimada from EDGE Technology provide more details a little later. 
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This DX strategy is centered on transforming the customer experience through highly convenient financial and 
non-financial services, and through this transformation, we believe that transactions will shift more and more 
into the digital domain. This shift to digital is something that, in itself, we see as directly contributing to 
improved productivity in our region. 

Additionally, through our own initiatives, we aim to provide consulting and solution offerings in the field of 
DX and AI to businesses and local governments, and in doing so, we hope to contribute to improving the 
productivity of both enterprises and the broader regional community. 

Continuing to provide the social value of enhancing regional productivity—in other words, driving the region-
wide DX—is something we’ve positioned as one of our goals. 

To accelerate this effort, we are pushing forward with growth investments, and continuing to pursue further 
transformation—that is where we currently stand. 
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I’d like to take a moment to introduce one of the transformation initiatives we’re currently pursuing—the 
concept of shared back-office operations with the TSUBASA Alliance banks. As mentioned briefly earlier, the 
TSUBASA Alliance began with collaboration on systems, and at this point, the core banking systems of five 
banks have already been consolidated. Now, we’re in the process of sequentially examining the integration 
of approximately 300 additional subsystems. 

With regard to administrative operations, we’ve already implemented shared processing with Daishi 
Hokuetsu Bank for tasks such as account transfers and remittance operations. Building on that, we’ve begun 
discussions on a concept for a joint operations center across the TSUBASA Alliance banks. 

The idea is to build a shared infrastructure on the cloud and then migrate each bank’s subsystems onto this 
platform. By doing so, the subsequent administrative processing could, in extreme terms, be carried out from 
anywhere across the country. Our aim with this concept is to reduce operational costs and make it easier to 
secure personnel for those operational roles. 
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This relates to changes in digital transactions. As of December last year, the percentage of active customers 
who had registered for the app was 39%. As of March this year, that figure has grown to 41%, and we’ve now 
reached as many as 1.2 million users. In particular, the number and proportion of digital users among the 
working-age population continues to increase steadily. 

As a result—and this is shown on the left-hand side—roughly 30 to 40 percent of transactions have now 
shifted to the app. 

As was mentioned earlier by Yonemoto, as shown in the bottom left, when we look at outward remittances, 
the number of transactions has grown significantly compared to the period when the app was first introduced. 

As a result, fee income has also grown substantially compared to four years ago. While there are no figures 
listed on this page, if we compare it with the first half of the previous fiscal year, foreign exchange fees overall 
have increased by about JPY0.2 billion, and of that, the increase attributable to remittances via the app 
accounts for just under 40%. 

The increase in transactions conducted via the app has substantially lowered the cost per transaction, which 
we see as contributing significantly to productivity. 

Now, I’d like to hand things over to Ito, who has taken on the role of General Manager of the Digital Strategy 
Division as of this April, to provide some detail on this app and our other initiatives. 
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Hello everyone, it’s a pleasure to meet you. My name is Ito, and, I’ve been appointed General Manager of the 
Digital Strategy Division as of this April. As mentioned from the beginning of today’s presentation, I’d like to 
start by showing you a short video that introduces our digital infrastructure, specifically the Chibagin app. 
Please have a look. 

[Watch the video] 

How was that? The three people you saw in the casual setting—those are actual employees in their real 
workplace, engaged in the planning and development of the app. 

In October of last year, we added a new feature—the Money Reports function—which was also shown in the 
earlier video. This feature allows customers’ daily transaction data to be visualized using graphs and similar 
tools, making it possible to deliver personalized recommendations tailored to each individual customer. As a 
result, even in the digital space, we’re able to build relationships with customers that are just as deep as those 
at our physical branches. 

Going forward, by continuing to provide features that meet the needs and preferences of our customers, we 
hope to encourage more people to use the app and to use it over the long term, thereby entering into what 
we call fan marketing. To achieve that, we will implement initiatives that enhance customer engagement—
not just through banking functions, but by going beyond them. 
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This slide shows the structure behind our app development. Since the environment surrounding apps—
including technology—is evolving on a daily basis, our bank has adopted an agile development approach and 
formed dedicated teams to handle development in-house. We are also jointly developing the app together 
with other banks in the TSUBASA Alliance, and we continue to strengthen our planning capabilities through 
personnel exchange. Of course, we are building this on top of the shared FinTech platform, and in the areas 
surrounding services and design, we are working in partnership with specialized firms. In this way, we are 
creating sustainable teams that allow us to achieve both rapid development and cost efficiency. 
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Now, this is about our non-financial business initiatives. 

Here, too, we are looking to diversify our sources of revenue alongside advances in technology. 

In terms of new technologies, we are utilizing NFTs, the metaverse, and BaaS to build new customer 
touchpoints. In the area of anti-money laundering, we have established a joint company and are operating 
core functions collaboratively, with an eye toward potentially developing this into a full-fledged platform in 
the future. 

In our Chibagin Market initiative, in addition to crowdfunding campaigns for regional specialty products, we 
are also starting small-scale trials of a concierge service to assist with home purchases. 

In the advertising business, we are accelerating our efforts toward achieving JPY0.3 billion in gross business 
profit by the end of this fiscal year. 



 
 

 

15 

 

 

 

There are a number of visuals here, and this page details our new businesses. 

For each of these initiatives, we have conducted proof-of-concept testing to gauge customer receptiveness. 

For NFTs, we’ve distributed them as participation rewards in events like the Chiba Aqua-Line Marathon, the 
Chibagin Cup, and crowdfunding campaigns on the Chibagin Market platform. In the metaverse space, we’ve 
been developing virtual housing exhibitions and online games to reach a broad range of customer segments. 

In the bottom right corner, you’ll see the marketing domain. Through our partnership with Google Cloud, we 
are advancing the development of marketing, digital, data, and AI talent. We’ve actually dispatched our bank 
employees to Google’s office in Shibuya to be trained as AI engineers, and as a result, we’ve built up an internal 
structure capable of developing AI models in-house. 
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Now, I’d like to introduce one of the AI models that was actually developed in-house by one of our bank 
employees who is now an AI engineer. It’s called “Scenario-kun,” an AI for talk-script role-playing. We also 
have a demonstration video to show you. Please take a look. 

Video: This time, we’d like to introduce “Scenario-kun,” which is being developed by the AI Solutions Lab. To 
use the role-playing function, you first set the attributes of the counterpart. For this example, we’ve chosen 
a man in his 60s. You can see a variety of information displayed—name, occupation, family structure, and so 
on. 

Let’s try out the role-playing. “Hello, thank you very much for your time today.” It gave us a solid response. 
We continued all the way through the role-play. You can also review the history of the conversation. Let’s 
have the AI evaluate the role-play. 

Here is the evaluation from the AI. It scores the conversation from multiple evaluation perspectives. It even 
points out areas for improvement. By looking at this, you can objectively reflect on your own talk. 

Kyoko Ito: How was that? The video itself was actually made by the same AI engineer who built the model, so 
you may have noticed things like the use of AI voice and personal stylistic touches—and as you saw, this allows 
for creating personalized talk scripts for each customer, and makes it possible to run role-playing scenarios 
anytime, without limitations around who, where, when, or whether a trainer is available. We believe this can 
lead to significant improvements in both productivity and the quality of sales activities. 

Next, I’d like to hand things over to Shimada, President of EDGE Technology, to explain our collaboration with 
them in more detail.  
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Hello everyone, I’m Shimada, President of EDGE Technology. Today, I’d like to speak with you about 
strengthening our use of AI. 
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To begin with, let me explain our business model. Our company was founded in 2014, and our core strength 
lies in what you see here—one of the largest AI talent databases in Japan. 

As you know, Japan faces the pressing challenge of improving productivity amidst an aging and shrinking 
population. There are various ways to address this—such as increasing the participation of women in the 
workforce, or, in some cases, bringing in foreign workers—but what we aim to do is use data to drive 
productivity gains. That is the kind of company we are. 

In particular, IT talent—and even more so, AI talent—is scarce. Our mission is to circulate that valuable human 
capital throughout every corner of Japan. 

What you see in this chart is a conceptual diagram of our business model. In order to make good use of the 
talent database, you need quality projects. Through matching these two—people and projects—we’re able 
to create an environment where more engineers can get to work, and that, in turn, drives our profits. 

In the diagram, we refer to it as a database, and show both people and projects, but at the core of it all, we 
believe the most important thing is the people who run this system. 

As for our client companies, we categorize them into four layers. At the top, you have businesses that hold 
large volumes of data. These include game companies and beverage manufacturers, for example—companies 
that possess a tremendous amount of data and are undertaking a wide range of initiatives. 

The key term here is “fan marketing.” Because they’ve been able to collect entirely new types of data, they’re 
now gaining a much clearer picture of their customers, and that’s become a hot topic recently. 

The next layer consists of the so-called SIers—systems integrators. What we’re seeing is that AI projects often 
start small, with proof-of-concepts typically involving five or six members. 

In many cases, due to a shortage of people, these projects don’t even get off the ground and are missed 
altogether. That’s where we come in—by providing the necessary resources to help these projects materialize 
into business. 
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Looking ahead, we plan to expand beyond the companies currently shown here by also working with IBM, 
allowing us to broaden our reach even further. 

The third layer includes AI vendors. We’re a full member of the Japan Deep Learning Association, which was 
established by Professor Matsuo, and many of the AI vendors affiliated with that association are also our 
clients. That shows you just how severe the shortage of skilled personnel is. 

Finally, the fourth layer includes startups that have raised large sums of funding. What this means is that, once 
a startup secures funding, they inevitably need to pursue development to drive up their valuation and that 
development translates directly into demand for engineers. Recently, we’ve been seeing an increase in 
mobility-related clients—that’s the sense we’re getting. 
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Now that our company has joined the Chibagin Group, what we’re seeing is a real merging of purpose, vision, 
and the DX strategy outlined in their medium-term management plan. The clearest example of that fusion is 
exactly what’s written here in the center of the slide—customer analytics infrastructure, sales support, and 
operational support. 

That said, and I’ve mentioned this before, the most important piece is what you see written in the band at the 
bottom. It’s about developing people—people who can bring to life the shared purpose and corporate 
philosophies of both organizations. 

I believe it’s something we constantly have to think about: what can our company contribute to this 
partnership? What comes to mind most strongly, for me, is young people. How do we attract talented young 
professionals? The answer is that young people are drawn to modern environments where they can work 
with AI. That’s the kind of value we want to offer to the Chibagin Group—creating that environment and 
attracting the next generation. 
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This page is about the progress of our PMI efforts and the creation of synergies. Looking back, we only have 
two more PMI project team sessions remaining, and I believe everyone involved would agree—we’ve been 
surprised by just how smoothly things have gone. 

I think that’s because both sides have really been working together with a shared view of a positive future. 
From my perspective, that mindset is what has led to the creation of synergies. You can see here we’ve set a 
synergy goal of JPY3 billion over five years. 

The synergies are divided into four areas—1, 2, 3, and 4—and I’ll go into more detail on the next slide. 
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This slide explains how we’re approaching the first two areas of activity. Starting from the top, you’ll see that 
we’ve classified our initiatives based on whether or not they are appropriate for AI—whether it’s something 
that should be done using AI or not. 

After that, we move into the technical domain. It’s written at the bottom of the slide—things like structured 
data analysis, unstructured data analysis—we evaluate which AI technologies should be applied. Then, based 
on feasibility and potential impact, we assess each idea and bring up specific projects accordingly. 
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Regarding Utilization Domain 1, what has come out of this initiative is the advancement of our Needs Ranking 
Model, which will in turn allow us to strengthen our one-to-one marketing. 

As things stand today, we already have an excellent level of digital utilization. You can see in the center of the 
slide the mention of the “Existing Needs Rank Model”—this model is already being used for things like housing 
loans, renovation loans, education loans, and so on. 

To make this even better, we’re looking to incorporate new kinds of data—especially behavioral data from 
customers—and use that to refresh and reinvigorate the model in real time. That’s what we mean by 
“advanced support.” 

By doing this, we aim to move away from a one-size-fits-all digital marketing approach and instead realize 
marketing that is truly customized for each and every individual customer. 
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Now onto Utilization Domain 2. Up until now, we’ve implemented 113 RPA initiatives. These were built up 
steadily through persistent effort. What we’re looking at now is how to layer AI technology on top of those 
existing RPA efforts. 

To give a specific example—we’re talking about audio recording data here—in the area of financial product 
monitoring. When a salesperson sells financial products to a customer, they’re required to log that interaction, 
and then someone has to check it from a risk management perspective. As you can imagine, that’s a very 
tough, grueling task. 

We’re aiming to introduce AI technologies not only for transcribing the audio into text, but also to 
automatically scan those transcripts for dangerous keywords or problematic content. That’s what we’re 
moving toward. 
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Now, we come to Utilization Domain 3, which is about advancing the sophistication of our customers’ business 
activities. 

This pyramid diagram breaks things down into large enterprises, mid-sized enterprises, and small businesses. 
We believe that all of the services we offer as a company can be applied across each of these layers. 

Starting at the top, we offer AI solution services, and the primary target for these are large and mid-sized 
enterprises. These kinds of companies usually have a DX department or a manufacturing business unit, and in 
many cases, they’ve already made significant progress on internal development. That said, even in 
organizations with strong in-house capabilities, they can still lack specific technical expertise in certain areas. 
That’s where we come in—we support them in pushing forward with their DX initiatives. 

Also, as we engage in this kind of support, we often find that the same types of challenges appear across 
different companies. In those cases, we take what we’ve learned and productize it. Then, we can deliver that 
solution to mid-sized enterprises further down the pyramid as a SaaS-type service—allowing them to benefit 
from AI with a more manageable, monthly-cost-based approach. That’s the kind of solution delivery we’re 
aiming for. 

And then, the third point here is our education services. Our company especially excels in face-to-face 
education. For example, we currently provide Python training programs for people in R&D divisions. We also 
work with consulting firms and have been providing training to them for four consecutive years now. We’re 
confident in the high quality of our offerings. As I’ll explain briefly in a moment, we also work with local 
governments to provide AI-related education and training programs in collaboration with them. 
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This slide features a case study from a major company—a name that everyone would recognize—where the 
theme was “People Analytics.” 

Now, it’s quite rare to find someone who has both a deep background in human resources and is also a data 
scientist. Likewise, it’s just as rare to find a data scientist with actual experience in HR. 

Within that context, this particular company was not only working on DX initiatives, they also had a very 
ambitious vision of driving broader organizational transformation alongside DX and the key term they were 
using at the time was “People Analytics.” 

When they found that they were missing a critical piece needed to carry out both digital and business 
transformation, they reached out to us. This is an example of a case where we stepped in to support them. 
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This case is about supporting improvements to a model used in the electricity and gas sector. In the section 
about AI utilization, you’ll see the term “mathematical optimization solver”—a bit of a niche technical term, 
perhaps but the question was whether there were people capable of improving models using this kind of 
solver. In response, we drew on our database and were able to provide the necessary support resources for 
that need. 
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This is a company that holds a large volume of data. In addition to having a DX division and a manufacturing 
business unit, they had the intention of spinning off and establishing a strategic subsidiary. However, when it 
came time to actually hire full-time staff for this new subsidiary, they ran into difficulty—they simply couldn’t 
attract enough people. That’s where we came in to help. 

Because every company has its own unique culture, we spent a great deal of time working closely with them 
to align on the kind of individuals they needed. Based on that alignment, we were able to build a team and 
deliver the type of solution you see here. 

Our human resources are primarily freelancers—people who, for example, may have worked in the digital 
divisions of strategy consulting firms and then gone independent. These kinds of professionals are often 
difficult to recruit or internalize within a company. That’s why we assemble a full team of such people and 
provide that as a service. 

Earlier, there was a reference to the concept of “stickiness” in the context of interest rates. We believe that 
our services have that same kind of stickiness—once implemented, they continue to deliver value and 
maintain engagement. 
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This page features our services for local governments, and we’d like to walk through a few specific examples. 

There may be some doubt as to whether a Tokyo-based company like ours actually has a track record working 
in regional areas—but the answer is yes, we do. 

We provide AI education as a service, and what we particularly excel at is in-person instruction. The reason 
we can offer that kind of direct, on-site support is because we maintain a flexible database of freelance AI 
professionals, which allows us to dispatch the right people to the right places as needed. What we’re showing 
here are examples from Kagoshima Prefecture and Shizuoka Prefecture. Each region naturally faces its own 
specific challenges, and in those areas, local governments and central agencies are working on various 
initiatives to address them. We’ve been fortunate to be part of those efforts. 

In Kagoshima, for example, there’s a disease called motogusarebyo—a kind of bacterial rot that affects sweet 
potatoes. The local initiative there involved identifying and removing infected plants by analyzing the shape 
of sweet potato leaves. That effort was already underway, and we used it as a case study. We actually visited 
the site to observe the technology being used, and from there, we had discussions on how that technology 
could be further expanded and applied going forward. 

Shizuoka is a similar story. The issue there relates to sorting mikan (mandarin oranges). Ordinarily, farmers 
have to sort them manually, which is very labor-intensive. To address that, Shizuoka Prefecture developed a 
smart factory that performs the sorting automatically. We visited that facility as well and had discussions 
about the technologies in use and how they could be effectively leveraged or extended. 

As for Ibaraki Prefecture, this is a case from last fiscal year. What we did there went beyond just classroom-
style lectures or fieldwork. As written on the slide, we collaborated with local companies to create digital 
action plans—essentially DX roadmaps—for how they could go about promoting digital transformation in 
their respective organizations. We believe that this kind of hands-on, collaborative support truly exemplifies 
what it means to walk alongside our partners in a meaningful way. 

That concludes my portion of the explanation. From here, I’ll hand it back over to Shibata. 
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We’ve just finished introducing the contents of our collaboration with EDGE Technology, as well as details 
about their business. 

To close things out, I’d like to say a few words about AI education. 

What you see here in this triangular diagram is a model we’ve been using for the past three years—it’s our 
DX certification system, which functions as a kind of pyramid model for human resource development. 

Until now, we had three tiers: Specialist, Core, and Base. But now, as we incorporate the domains of data and 
AI, we’ve restructured this into two main tracks: one is the business domain—this would be the planning 
side—and the other is the expert domain, which refers to the development side. On top of that, we’ve newly 
defined five focus areas, depending on the specific field in which one operates. 

We’ll be promoting talent development and recruitment within each of these categories. In addition, by 
introducing EDGE Technology’s education programs, we intend to elevate the baseline capabilities of our data 
and AI talent. 

As shown at the bottom of the slide, EDGE Technology offers a program called “AI Job College,” which is a 
video-based training course. The introductory AI module alone takes a fair amount of time to complete, but 
we’ve already had around 4,000 of our employees finish it. 

Then, we also offered the data science module, which is a bit more advanced. This one was optional, but even 
so, 100 employees have already completed it. 

We’re positioning this year as the “First Year of AI” for our organization. Through our collaboration with EDGE 
Technology, we want to significantly raise the level of our human resources and challenge ourselves to 
become a truly AI-native company. 
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This slide outlines the future vision of our DX strategy. In addition to everything we’ve done so far, we will be 
incorporating AI for recognition, prediction, and execution. By doing so, we aim to drive data-based 
transformation across our operations and enhance both the customer experience and the entire banking 
ecosystem. 

At the same time, by developing a large number of data- and AI-native personnel, and enabling them to make 
full use of these tools, we believe we can evolve our operations and also enhance our consulting capabilities. 

Through ongoing business transformation and solution innovation, we want to build an environment that 
increases engagement both inside and outside the organization, and further expand the circle of engagement. 
That’s the new future we want to create. Ultimately, what we’re aiming for is to enhance profitability through 
capital-efficient business models and processes, and to boost our growth potential through the creation of 
customer experiences that extend into the future. 

That concludes our presentation. Thank you very much for your attention. 
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