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Yonemoto: Good afternoon, everyone. I'm Yonemoto, President of the Bank. I would like to start my 
explanation. 

 

Yonemoto: Hello everyone. I am Yonemoto, President of the Bank. I would like to begin with an explanation 
of our business activities based on the materials presented here. 

Please refer to page three. First, I would like to give you an overview of our business performance. 

Net interest income increased by JPY2.6 billion YoY, and net fees and commissions income continued to be 
strong as in the previous year. On the other hand, we recorded a loss on the sale of foreign bonds of JPY7.8 
billion, and bond-related gains and losses deteriorated. As a result, gross business profits decreased by 
JPY3.8 billion to JPY82.6 billion from the record high of JPY86.4 billion in H1 of the previous year. 

However, expenses decreased by JPY1.9 billion due to the reduction of deposit insurance premiums and the 
absence of one-time expenses related to the new head office building. As a result, core net business income 
increased by JPY7.4 billion. We maintained the strong performance of our core earnings, with H1 results 
reaching a record high for the first time in 14 years, since FY2008. 

Reversal of net credit costs amounted to JPY2.9 billion, and we were able to keep credit costs under control. 

As a result, non-consolidated profit increased by JPY3.0 billion to JPY36.1 billion and consolidated profit 
increased by JPY3.3 billion to JPY35.2 billion, setting all-time highs in both categories. 
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Please see page four. 

Comparing consolidated profit to pre-COVID-19's interim results for H1 of FYE 3/2020, the increase in net 
interest income and service income contributed to the increase in profit, showing the positive results of the 
core business through various growth strategies. 

In addition, as shown in the graph at the top of the right-hand side, net interest income per day on yen-
denominated loans has been increasing for the past three years, and the trend of increasing yen-
denominated net interest income continues. 
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Please see page five. 

The right-hand side shows the financial results of subsidiaries. Profit at Chibagin Securities declined due to 
the impact of the suspension of sales of structured bonds. However, the increase in profit of Chibagin 
Guarantee, which had a reversal of credit costs, compensated for this decline, resulting in an increase in 
subsidiary profit. As a result, the difference between consolidated and non-consolidated profits improved by 
JPY0.3 billion. 
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Please see page six. 

Regarding net interest income in the domestic business, interest on loans and bills discounted increased by 
JPY0.4 billion, as factors increasing volume offset factors decreasing yield. In addition, stock dividends 
increased by JPY1.0 billion, and interest income from the Bank of Japan's special coupon interest of JPY1.0 
billion was recorded, resulting in an overall increase in net interest income of the domestic business of 
JPY1.7 billion. 

Net interest income in the international business also increased by JPY0.8 billion, and overall net interest 
income rose by JPY2.6 billion, driving top-line growth. 
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Please see page seven. 

Deposits increased 6.2% to JPY15 trillion. Loans increased 3.5% to JPY11.9 trillion. 

Corporate loans increased 3.9% as we actively responded to the financing needs of our customers. We also 
maintained our momentum with housing loans up 2% and unsecured consumer loans up 4.6%. 
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Please see page eight. 

As noted on the right side of the bottom line, 60% of the zero-zero loans have already begun to be repaid. 
However, the subrogation rate is only 0.4%, indicating no significant deterioration in the creditworthiness of 
the customers we have helped to finance with zero-zero loans. 
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Please skip one page and see page 10. 

The balance of securities outstanding is approximately JPY2.4 trillion. 

As shown in the graph on the right, unrealized gains or losses have worsened due to the impact of rising 
interest rates. However, we have been able to control the amount of decrease in unrealized gains to a 
certain degree because we have curbed interest rate risk through hedging. Overall, including equities, we 
secured JPY100.0 billion in unrealized gains. 
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I will continue by explaining the impact of rising interest rates; please see page 11. 

First, let me explain the impact of rising foreign currency interest rates. 

As shown in the upper left graph, our total USD assets and fundings are approximately USD7.4 billion, but all 
of our lending is at floating rates and the majority of our bonds are invested in floating rate bonds. 
Therefore, only 16% of our assets and fundings are at fixed interest rates, which allow us to control our risk 
to a certain degree. 

As shown in the lower part of the table, we have been replacing foreign bonds in order to reduce risk and 
improve yields, and have recorded a loss of JPY7.8 billion on the sale of foreign bonds. However, compared 
to the case where we did not replace the bonds, we were able to reduce unrealized losses by JPY10.7 billion 
and improve spreads by 23 basis points. We have also been able to improve our net interest income. Thus, 
we believe we have conducted our operations in an appropriate manner. 
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Please see page 12. 

As I explained at the May financial results meeting, a rise in yen interest rates is expected to lead to an 
increase in our net interest income. 

If negative interest rate is lifted, we expect our current account in the Bank of Japan, which currently stands 
at about JPY3.3 trillion, to decline to about JPY2.1 trillion. We expect to allocate the amount that has been 
reduced to yen bonds and marketable investments. 
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Please see page 13. 

Our net fees and commissions income totaled JPY14.7 billion, a record high for the third consecutive year. 

While fees on investment trusts and personal annuities decreased by JPY0.9 billion, corporate solutions 
income increased by JPY1.3 billion to a new record high, mainly due to strong sales of syndicated loans. This 
was the main driver of the overall increase in profits. 

We also posted record highs in trust business and inheritance-related services and cashless payment and 
card business. 
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Please see page 14. 

Expenses decreased by JPY0.9 billion due to the absence of one-time expenses related to the new head 
office building. In addition, a reduction in the deposit insurance premium rate also contributed to the overall 
decrease in expenses of JPY1.9 billion. For the full year, we expect OHR to remain below 50% as we maintain 
efficient operations. 
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Please see page 15. 

Reversal of net credit cost amounted to JPY2.9 billion, an improvement of JPY4.8 billion from the same 
period last year. The expected loss ratio declined due to a decrease in the number of bankruptcies, leading 
to a reversal of the general allowance for loan losses of JPY3.2 billion, which helped control credit costs. 

As for new downgrades, we continued to control downgrades at a low level with only JPY0.6 billion recorded 
in the three-month period of Q2. 

Our NPL ratio has decreased to 0.95%, as indicated in the lower right-hand corner. Even though our loans 
are mainly to small and medium-sized enterprises, we have the same level of lending soundness as the three 
megabanks. 
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Please see page 16. 

We continue to conduct stress tests, but we have reviewed how they are extracted and the degree to which 
different sectors are affected. This is because the current situation is influenced not just by COVID-19 and 
the situation in Ukraine but also by a variety of complex factors. 

In our simulation, we assume that new downgrades in H2 will be JPY5.8 billion, or JPY8.3 billion over the full 
year. Considering that we expect new downgrades for the current fiscal year to be JPY8.0 billion, we believe 
that our plan for the current fiscal year is conservative in light of this simulations. 

In addition, we have identified 1,800 customers for solution consideration, including those in need of 
financial support and those with declining loan and deposit ratios. We have carefully considered solutions 
for each customer, one by one. For those customers that we determined to be in need of assistance, we 
have responded with a sense of urgency by assisting in the formulation of management plans, debt 
restructuring, and the provision of capital-based loans. 

We have already completed support for 100 customers and provided solutions for 800 customers. Based on 
the current situation, we are considering providing the same solution support to another 100 customers in 
the construction industry. 
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Please see page 17. 

We have not changed our bottom-line forecast of JPY60.0 billion, but we have changed the contents of our 
performance plan for the current term in light of the current situation. 

While we have increased our plan for net interest income, which has been steadily increasing, we have 
decreased our plan for gains or losses on bond transactions by JPY8.9 billion from the initial plan. We have 
included in our plan a loss of about JPY5.0 billion on foreign bonds in H2, and we will continue our efforts to 
improve our portfolio. 

We expect to achieve the consolidated profit target of JPY60.0 billion set forth in our medium-term 
management plan, which would be a new record high. 
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Please see page 18. 

Our currently announced total shareholder return ratio is 48%. 

We have also included a conceptual diagram of our capital allocation in the lower right-hand corner. Based 
on the CET1 ratio excluding unrealized gains or losses on securities, this year's profit is the reason for the 
0.7% increase. However, we plan to return about half of this amount to shareholders and use the other half 
for lending and growth investments. As a result, the CET1 ratio is expected to land at about the same level 
as at the end of the previous period this fiscal year. 

We expect the CET1 ratio to increase by about 1% with the full implementation of the Basel III finalization, 
but we also need to have a buffer under stress. We will continue our internal discussions on the appropriate 
level of capital adequacy in preparation for the next medium-term management plan. 
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Please refer to page 20 for an explanation of our medium-term management plan. 

In the current medium-term management plan, we have set targets for profit attributable to owners of 
parent, ROE, and OHR, all of which we expect to achieve in the current fiscal year, the final year of the plan. 
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Please see page 21. 

I would like to explain the two basic concepts of our next medium-term management plan, which will start 
next year. 

The first is to transform ourselves into a "company that provides social value.” We will move from a focus on 
financial services to a more focused approach to solving social issues in local communities. We will also 
focus on helping our customers realize affluent lifestyles. With these as our core business, we aim to achieve 
sustainable growth together with local communities and customers. 

Our second concept is to "evolve into a customer-centric business model.” We will listen carefully to our 
customers, understand them deeply, and provide services tailored to each and every one of them and their 
companies. 

We are currently discussing how we should proceed over the next three years, and will formulate our next 
medium-term management plan based on these two concepts. 
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I will continue by explaining individual measures; please see page 23. 

First, I will explain our DX strategy. 

We are pursuing a DX-based personalization strategy and a regional ecosystem strategy to build a customer-
centric business model. 

Based on these two strategies, we will create non-financial businesses, such as Chibagin Market, advertising 
business, and metaverse. At the same time, we will evolve our financial business by further improving the 
convenience of our apps and corporate portals and developing operational infrastructure to improve 
banking efficiency. 

In order to effectively implement these strategies, it is essential to further strengthen data analysis and 
human resource development. 
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I will explain our specific measures; please see page 24. 

The personalization strategy is an essential strategy for building a customer-centric business model. 

Of the approximately 2.9 million retail customers in operation, we have 0.9 million customers who use our 
bank's products such as mortgage loans and investment trusts, or to put it in other words, customers who 
are big fans. The gross profit per customer for big fans is JPY34 thousand per year, which accounts for 70% 
of the gross profit from retail business. 

The gross profit per customer for the 0.8million normal fans is JPY7,thousand per year, and the gross profit 
per customer for the 1.2 million moderate fans is JPY6 thousand per year.  

We are working to increase the number of customers who are our big fans by offering solutions to their 
daily activities and various life events, no matter which channel is best suited for them. Increasing customer 
satisfaction in this way will also lead to an increase in the Bank's revenues. 

Toward this end, we are currently implementing a strategy to fully utilize the data base, apps, portals, and 
other digital channels that we developed through our DX initiatives, as well as the tablet reception function 
at the point of sale. 
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Please see page 25. 

In our cashless business, we aim to expand the number of merchants and cardholders by further expanding 
functions and increasing convenience, thereby creating a cashless economic zone in the region. 
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Please see page 27. 

We have already built a platform for apps and cashless services, and will consider offering these as BaaS to 
create an economic circulation system and a regional ecosystem within the region. 

While personalization is an activity that connects each individual, this project is holistically focused on the 
local community. We aim to activate economic activities by connecting individuals and businesses. 

Specifically, we will incorporate functions provided by our financial and non-financial platforms, such as 
financial services and lifestyle-related services, through APIs to leading local businesses and universities. We 
will then ask each customer to provide these functions to their own customers in order to establish a system 
that allows money to circulate within the regional economic sphere. 
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Please see page 28. 

One year has passed since Chibagin Market, a regional trading company, launched its crowdfunding website. 
This month, the company plans to relaunch its e-commerce site to sell products that have gained popularity 
through crowdfunding. The company continues to search for attractive local products to turn a profit in its 
third year. 

As Step two of Chibagin Market, the company is moving forward with the business of shaping commercial 
distribution related to life events. First, in the housing sector, Chibagin Market will use data to personalize 
its customer base and identify customers who are more likely to purchase a home. At the same time, the 
company plans to make use of its local information network to provide a full range of services, from 
identifying customers' home-buying needs to mortgage financing. A trial was already conducted in H1, and 
the company plans to officially launch the service by the end of the year after reflecting feedback from 
customers. 



 
 

23 
 

 

Please see page 29. 

We are preparing to launch our advertising business in the next fiscal year. 

The number of users of the Chiba Bank app has exceeded 0.6million, which is equivalent to 10% of the 
population of Chiba Prefecture. We plan to utilize this infrastructure to attract customers to local businesses. 
Among our corporate customers, 2,700 of them spend more than JPY10 million annually on advertising. 
Therefore, we expect that there is a certain level of need for our advertising business. 
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Please see page 30. 

Our app reached over 0.6million registered users at the end of September 2022. We continue to upgrade 
our apps with the goal of providing the best app for our customers. 

In September, we became the first regional bank to launch an app for the Apple Watch, which has further 
enhanced convenience for our customers. 

In September, Daishi Hokuetsu Bank introduced our app, bringing the total number of TSUBASA banks to 
five. By sharing the app, we have been able to reduce development costs by approximately 70%, and the 
strengthened structure has also led to faster addition and improvement of functions. 



 
 

25 
 

 

Please see page 31. 

This month, the number of the Bank's digital customers using the app and online banking exceeded one 
million. The app in particular has become an important tool for increasing contact with customers, with 
users accessing the app an average of seven times per month. 

Gross business profit per user of the application is also on an increasing trend. As shown in the graph below 
right, gross profit from service transactions and loans is increasing. 

Taking transfers as an example, as shown in the graph below left, app users accounted for 20% of transfers 
in H1, exceeding the number of transfers made over the counter and expanding 14 percentage points YoY. 
As a result, despite the increase in transfers made via apps, which have a lower transfer fee, the number of 
transfers itself increased by 12%, resulting in a 2% increase in transfer fee revenues. 

We will continue to enhance the functionality of the application by, for example, making it possible to 
complete investment trust transactions via the app. 



 
 

26 
 

 

Please see page 32. 

In the area of corporate transactions, we released the Chibagin corporate portal in April of last year as a tool 
to connect not only with customers who have loan transactions, but also with customers who have net 
deposits with us. We have placed this portal as the foundation of our business expansion, and the number 
of subscribing companies is steadily increasing. 

In the future, we aim to become a digital channel that connects all businesses and serves as a hub for all 
services. 
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Please see page 33. 

The establishment of a business infrastructure is an important measure in formulating the Bank's branch 
strategy. 

We have established the infrastructure for completely paperless and seal-less teller operations at our sales 
branches. As a next step, we are currently testing the establishment of an inspection center that will 
centralize the checking functions of sales branches at the head office. Once this center is operational, we 
will be able to reduce the number of personnel involved in store operations, allowing us to formulate more 
flexible store strategies. 

By utilizing this infrastructure, we will consider measures such as further downsizing of stores and joint 
branch operations with TSUBASA banks. 
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Please see page 34. 

We consider the use of data to be at the heart of the DX strategy we have described. 

We are currently working with IBM to analyze customer profitability in order to calculate the impact of one-
to-one marketing. We are clustering the profitability of customers to visualize their profit structure and 
analyze what it takes to move them into more profitable segments. This would allow us to determine the 
best sales approach for each of our customers. 

In addition to the sales department, data is also being utilized in the administrative departments, such as 
credit and risk. Furthermore, we will make the most of the data we have accumulated to create new 
businesses. 
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Next, I will explain the various measures; please refer to page 37. 

Regarding sales of financial products, we are in a period of transition to a system emphasizing recurring 
revenue, and sales decreased by JPY0.9 billion YoY. Due to the market environment, the Group's assets 
under custody declined, but mutual fund balances and the number of accounts grew, demonstrating the 
steady progress we are making in our strategy to focus on recurring revenue. 

In order to further expand the range of assets under custody, we have introduced two new systems to 
increase contact with our customers. 

The first system is WealthNavi, which we implemented in October. This service offers fund wraps that can 
be used from small amounts, and customers can make purchases and manage their balances from their 
smartphones. We believe that this will lead to the expansion of our customer base, especially among the 
younger generation. 

Another system is an insurance analysis system introduced in July. By analyzing insurance currently in force, 
we aim to gain an understanding of customers' life plans and propose financial and other products. With the 
introduction of this system, the number of level-payment insurance policies, including protection-type 
insurance, exceeded 11thousand in H1. 



 
 

30 
 

 

Please see page 38. This chart shows our future financial product sales structure. 

In order to realize a customer-centric business model, we will introduce four tools simultaneously from next 
April, the start of the new medium-term business plan. Through analysis of customer behavior, we will 
categorize whether face-to-face or non-face-to-face touch points are preferred, and take a different 
approach for each. 

In the face-to-face contact, we will take the time to listen to the customer's needs and make proposals 
suited to the customer, utilizing the new proposal tools. In addition, the paperless execution process will 
significantly reduce the customer's workload and paperwork time. 

For non-face-to-face contact, our asset management portal site will greatly increase the number of touch 
points and stimulate customer needs. At the same time, we will add an investment trust transaction 
function to the app to create a system that allows transactions to be completed online. By doing so, we will 
improve convenience for our customers and expand our customer base. We aim to increase the balance of 
investment trusts to JPY600 billion under the new medium-term management plan. 

In the future, by utilizing insurance policy analysis tools and Life Design Systems to gain a detailed 
understanding of customers' needs, we will establish a system to meet a wide range of needs, including not 
only financial products but also protection-type insurance, mortgage loans, and trust contracts. 
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Please see page 39. 

We are steadily increasing our mortgage loan balance. In H1, the amount of mortgage loans executed 
declined slightly YoY, but there are signs of a turnaround, as the number of applications for prequalification 
has recently turned positive YoY. 

In the future, we will also review our scoring model and cultivate new customer segments that we have not 
been working on until now. At the same time, we will work on a scheme utilizing the Chibagin Market, which 
I explained earlier. 
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Please see page 40. 

As shown in the graph in the middle of the upper row, we have seen an increase in applications for 
unsecured loans as a result of the implementation of the card loan borrowing function in our app. In 
February 2023, we plan to further enhance our services by launching an in-app loan service that allows 
transactions to be completed only through the app and eliminates the need for a card. 
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Please see page 41. From here, I will explain corporate-related transactions. 

Corporate solution revenue has reached a record high for the 11th consecutive year, and H1 results were 
also significantly higher than the previous record. 

In the future, we will also upgrade our solution function through real estate funds. 
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Please see page 42. 

Our advisory service for corporations continues to grow steadily. We expect to receive about 500 
consultations per year, and expect revenues to continue to increase in the future. 

In terms of the breakdown of contracts, the number of ICT consultations has been growing, and we are also 
supporting our customers' digital shift. 

The M&A business, which is shown in the bottom row, is also expanding steadily as we are able to make 
smooth proposals that meet the needs of our customers. We have about 700 leads in stock based on 
information from our branches, and we expect profit to increase in the current fiscal year as well. 
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Next, I will explain our alliance strategy; please see page 46. 

The TSUBASA Alliance, in which the top regional banks in each region participate, has total assets of JPY96 
trillion. The total number of customers of this alliance is extensive, comparable to that of megabanks. 

We are both reducing costs and consolidating knowledge, as evidenced by the introduction of Chibagin app 
by six banks. In the future, we will further enhance our collaboration efforts through the TSUBASA Alliance. 
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Please see page 47. 

The Chiba-Musashino Alliance is entering its seventh year. In the first year and a half since entering the 
second phase, we have achieved JPY5.9 billion of effects from our collaboration, and we are making steady 
progress toward the JPY15.0 billion plan for the five-year cumulative effects of Phase II. We are also 
collaborating with Musashino Bank in its regional trading company business, which started in October of this 
year, and our collaboration is further deepening. 

In the Chiba-Yokohama Partnership, the cumulative effect of the partnership in three and a half years has 
reached JPY21.8 billion, driven by initiatives such as syndicated loans and SDGs Friends loans. We also 
achieved our five-year cumulative total of JPY20.0 billion one and a half years ahead of schedule. In order to 
further increase the amount of benefits, our partnerships cover a wide range of areas, including the sharing 
of know-how related to carbon neutrality, in addition to projects that lead to the enhancement of the top 
line. 
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Please see page 48. 

On October 31, we announced a business alliance with Sony Bank. 

As a regional bank and an internet bank, we have different product and service offerings. However, both 
banks share the same basic strategy of improving customer service by promoting DX. We believe that by 
combining our existing efforts to further advance DX with Sony Bank's technology, we can create new value 
together. 

As part of our efforts to utilize the latest digital technology, Chiba Bank has begun trials of Sony Bank's 
telepresence system MADO. We will also quickly set up study groups in other areas as well. 
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I will continue by explaining our new initiatives regarding our sustainability strategy. Please skip to page 54. 

As you can see on the lower left, we have switched to electricity derived from renewable energy sources for 
our electricity contracts since October. We expect to be able to reduce CO2 emissions by 64% of the total 
CO2 emissions in the last fiscal year. 
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Please see page 55. 

As you can see on the lower right, in the area of regional development, we have concluded a comprehensive 
cooperation agreement with the Ministry of Land, Infrastructure, Transport and Tourism and the Chiba City 
to create a lively atmosphere on Route 357, which runs in front of our head office. 

We will verify the effectiveness of the experiment and consider how to utilize the road space in conjunction 
with the grand opening of the new head office next year and the new Chiba City office building. 
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Please see page 56. 

In order to enhance the effectiveness of governance, we have changed the chairmanship of the 
Appointment, Remuneration, and Management Advisory Board, which currently consists of two internal 
directors and three external directors, from an internal director to an external director. 

In addition, we are steadily reducing our policy shareholdings, as described below right. The ratio of the 
book value of policy shareholdings to consolidated Tier 1 capital was 8.2%, down approximately half from 
16.2% in the year ended March 31, 2014. 

We will continue to reduce the balance of our equity holdings in line with the Corporate Governance Code, 
and we will do so in full dialogue with our business partners and other stakeholders. 

This concludes my explanation. Thank you very much for your attention. 


