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 �Current Progress as of FY2008 and  
Objectives to Achieve Profitability

End of FY2008  
(actual)

End of FY2009  
(target)

End of FY2011  
(target)

Customer 
accounts

418,000 400,000
600,000

(FY2009 targets achieved over one year in advance)

Deposits ¥629.9 billion ¥700 billion (attained) ¥1 trillion

Earnings

¥134 million in net 
income was recorded for 
4Q FY2008, thereby 
achieved a profit on a 
quarterly basis.

Turn a single-year profit. 
¥851 million in net 
income was recorded for 
1Q FY2009.

Around ¥5 billion  
of net income. 
Eliminate cumula-
tive loss.

 �Current Progress as of FY2008 and  
Objectives to Achieve Profitability

End of FY2008  
(actual)

End of FY2009 
(in-house target)

End of FY2012  
(target)

Contracts 42,000 150,000 300,000 (FY2011 target)

Earnings
¥1.378 billion of net 
premium income

Turn a single-year profit

 �Current Progress as of FY2008 and  
Objectives to Achieve Profitability

End of FY2008  
(actual)

End of FY2012  
(target)

Contracts 5,400 200,000

Earnings Ordinary income ¥140 million Turn a single-year profit

 �Products and features
•	�Auto insurance

•	�“SBI Insurance GPS Navi,” a location information notification service 

utilizing mobile GPS

•	�Approx. 5,500 road service locations nationwide with an accident 

hotline available 24-hours a day, 365 days a year

 Products and features
•	�Term insurance/Income security insurance: “Kachitto Term Policy”/ 

“Kachitto Income Security”

•	�Medical insurance (hospitalization insurance): “Kachitto Iryo”

•	�Online-based agencies: 84 (as of the end of June 2009)

SBI Sumishin Net Bank, Ltd.

SBI Insurance Co., Ltd.

SBI AXA Life Insurance Co., Ltd.

Internet bank

Internet nonlife insurance

Internet life insurance

 �Change in deposits and  
the number of accounts

(Billions of yen)
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 �Accumulated number of auto insurance contracts 
(written basis*)

(Contracts)

 �Accumulated sales of new policies
(Contracts)

(Month)4 5 6 7 8 9 10 11 12 1 2 3 4 5 6
0

3,000

6,000

9,000

FY2008 FY2009

* Written basis: Completion of receiving transaction of insurance premiums.

(Accounts)

Target of 400,000 accounts attained!

(Month)

FY2008 FY2009

Accumulated number of contracts since the start of 
operations: Approx. 61,000 (as of the end of June 2009)

Deposits 672.4 billion yen 
(as of the end of June 2009)

 �Products and features
•	�Yen deposits, structured deposits, foreign currency deposits, FX trad-

ing, housing loans, consumer loans, etc.

•	�Competitive interest rates, free ATM deposits and transfers, real-time 

foreign currency deposits following actual market movements, etc.

Accumulated number of new contracts since the start of 
operations: More than 8,500 (as of the end of June 2009)
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By fully leveraging the SBIH Group synergies that exist 
within the business ecosystem that we have established, a 
truly one-stop financial service can be offered to customers 
of the Group companies. This is the key to realizing more 
accelerated growth for the SBIH Group.

The SBIH Group has completed its efforts to become an 
Internet financial conglomerate. What is the significance of 
this completion?

Since its inception in 1999, the SBIH Group has established various 

operating companies, including a number of joint ventures with various 

prominent partners in the financial field to broaden the scope of our 

financial ecosystem. Finally, we are able to complete the organization 

of an “Internet financial conglomerate,” that includes securities, bank-

ing, nonlife insurance and life insurance businesses utilizing the Internet 

as the primary sales channel, that we had envisioned from the time of 

our inception. In the near future, it will be most important for us to fully 

leverage the business ecosystem that we have built within the SBIH 

Group, to take full advantage of the existing synergies.

A noteworthy example of the synergistic effect is the collaboration 

between SBI SECURITIES with its investment management functions, 

and SBI Sumishin Net Bank with its settlement functions. More specifi-

cally, this synergy allows for the simultaneous application for opening 

accounts at SBI SECURITIES and SBI Sumishin Net Bank, displaying 

account balances at both companies simultaneously and providing for 

other revolutionary services such as “SBI Hybrid Deposit Account,” which 

automatically reflects the customer’s buying power at SBI SECURITIES. 

Already, about half of the new account opening applications for SBI 

SECURITIES also apply for accounts at SBI Sumishin Net Bank, allow-

ing seamless money transfers. In this way, the synergistic factors are 

being applied through the collaboration between the settlement func-

tions and the investment management functions.

Also, in order to fully leverage the 1.9 million customer account 

base of SBI SECURITIES, the company is acting as an agent for the 

sales of Internet banking, nonlife and life insurance products available 

through the respective Group companies, and through a reciprocal 

sales channel arrangement each company is contributing mutually to 

increase the number of accounts and contracts for their respective 

businesses. As an example, the number of bank accounts opened at 

SBI Sumishin Net Bank owing to referrals by way of SBI SECURITIES 

is 40% (approximately 200,000 customer accounts) as of the end of 

June 2009. For SBI Insurance, the percentage of new contracts by 

way of other SBIH Group companies is 41% for SBI Sumishin Net 

Bank and 18% for SBI SECURITIES (April to June 2009). As for SBI 

AXA Life Insurance, the percentages are 10.4% each for SBI 

SECURITIES and SBI Sumishin Net Bank (April to June 2009). Thus, 

the synergistic effects are certainly manifesting themselves. Also, 

since the targeted customer base for banking and insurance is much 

larger than that of securities, it can be surmised that the flow of cus-

tomers will eventually change so that they will come from Internet 

banking, Internet nonlife and Internet life insurance, to Internet securi-

ties. This trend has already manifested itself since December 2008 

when the account opening numbers at SBI Sumishin Net Bank have 

consistently overtaken those of SBI SECURITIES.

In this way, utilizing the power of the Internet to provide a one-stop 

service, the SBIH Group, with the approval of its customers to link their 

various accounts together, will deepen the collaboration between the 

various Group companies so that customers will be able to seamlessly 

utilize a true one-stop financial service that includes asset manage-

ment, settlements, loans, insurance and other financial products. 

Moreover, through the three new major businesses of banking, nonlife 

insurance and life insurance, we can expect great synergies to be 

created by the collaboration with other SBIH Group companies which 

have various customer bases, sales foundations and proprietary oper-

ating knowledge. The pursuit of synergistic effects embedded in the 

three new major businesses will enable these businesses to reach 

profitability that much sooner, and will also allow these businesses to 

make significant contributions to the overall Group, and as a result will 

empower the Group to move to the next level of growth.

“From SBI SECURITIES” to “To SBI SECURITIES”

IT LiteracyUsers of Internet bank and Internet 
life/nonlife insurers

Internet bank and Internet 
insurer users with:
IT literacy: High
Financial Literacy: Low

Internet securities 
company users:
IT literacy: High
Financial Literacy:  
High

Financial Literacy

We will work toward increasing the financial literacy of those Internet bank and 

Internet insurer customers whose IT literacy is high but are still low in financial 

literacy by offering abundant financial services   Increase the number of 
potential customers for SBI SECURITIES
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I believe corporate value is the aggregate of customer value, 
shareholder value and human capital value. Only by carrying 
out the customer-centric principle have we won the trust 
and confidence of the customer, resulting in the SBIH 
Group’s growth.

What are your thoughts on “enhancing corporate value?”  
And also give us your thoughts on dividends.

Enhancing Corporate Value

<The Concept of the SBIH Group’s “Corporate Value”>

The SBIH Group’s concept of corporate value is the aggregate of 

customer value, shareholder value and human capital value. The basic 

foundation of corporate value is customer value, which is mutually 

created and increases in a virtuous circle with shareholder value and 

human capital value. The SBIH Group fully leverages the power of the 

Internet, and through its strict adherence to the customer-centric 

principle offers higher quality financial services at a low cost to its 

customers. In this way, we are endeavoring to maintain a high level of 

satisfaction for our customers, thereby further creating customer 

value. Through the expansion of customer value, our profits and 

shareholder value will increase as well, leading to the addition of 

valuable human resources which in turn will lead to the further cre-

ation of corporate value.

The SBIH Group at its inception had 55 employees and started with 

zero revenue in 1999, but after 10 years we have grown to 2,492 

employees with revenue of ¥130.9 billion, and net assets of ¥419.3 

billion, 82 consolidated subsidiaries, 9 listed Group companies, over 

200,000 shareholders, and a foreign stock ownership ratio of 44.2%. 

With a thorough commitment to the customer-centric principle, which is 

the SBIH Group’s foundation for the expansion of corporate value, the 

customer database has now grown to number approximately 8 million, 

and it can be said that the result of the increase in customer value has 

manifested itself through the expansion of the customer base.

One of the reasons why we have been able to accomplish such 

rapid growth in a relatively short period of time is our organizational 

advantage. The strategy of the SBIH Group is to first establish a Group 

ecosystem, and through the individual exertion of synergy by the 

Group companies a mutually beneficial synergistic effect eventually 

evolved. Also, as we have been saying to “utilize finance as the 

nucleus to go beyond the finance,” operations such as housing and 

real estate and the systems businesses have developed their own 

ecosystems which are synergistically contributing to our growth.

The SBIH Group will continue to carry out its customer-centric 

principle providing various financial services and products at a one-

stop location and at an extremely low cost utilizing the power of the 

Internet, and thus maximize its corporate value, which is the aggregate 

of customer value, shareholder value and human capital value.

<Dividends>

Regarding our dividend policy, from FY2009, in order to better clarify 

its profit distribution policy as it relates to the company earnings, it will 

be our standard policy to endeavor to pay out 20% to 50% of the 

consolidated net income. With the principle thought of endeavoring to 

payout more than 20%, so long as it is determined that there is an 

appropriate level of retained earnings for sustainable growth and that 

there are no problems with the immediate earnings forecast, an upside 

payout of 50% will be considered. In principle, we will not make semi-

annual payouts, but will only make year-end dividend payments.

Enhance customer value

Enhance shareholder value Enhance human capital value

Customer Value

Mechanism to Enhance Corporate Value

Shareholder Value Human Capital Value

Adherence to a customer-centric principle in  
all group businesses

Increases in sales  
and profits

Improvement in 
incentives

Offering of  
products with high 

customer value
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