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Growing with the community at a time of upheaval in banking, 

so we can achieve sustainable growth with stronger fundamentals 

Three brand-building strategies
Providing expertise and customer care

Marketing Strategy

Productivity improvement Personnel training

Corporate banking
Support customers with enhancement of enterprise value: 
  Promoting and tapping new business currents *2

 • Provide solution services (e.g: business matching)
 • Support for new business currents model based on environmental and tourist sectors
 Volume expansion with quality improvement
 Sustained of risk-based pricing

Banking for individuals
Improve services and convenience for customers through Shiga Bank networks
 - Attract more deposits by individuals
 - Improve the liquidity ratio
 - Promote salary, pension and settlement accounts

Strengthen portfolio management (marketable securities)

CSR  
 • Promote environmental banking as a recipient of  “Eco-First Enterprise” certification
 • Support environmental businesses
 • Introduce ISO 26000 (Social Responsibility) standard

More transparent IT investments   
 • Comprehensive management of costs 
    taking account of investment payback
 • Effective use of IT systems
 • Measures to adopt electronically 
    recorded monetary claims

Streamline branch operations   
 • Have branches specialize in certain services, depending on market needs
 • Rationalize the branch network

Upgrade Head Office functions   
 • Redeploy core personnel in each department 
   (shift to personnel system that adapts flexibly to change)
 • Develop skills of head office personnel

Low-cost and better quality 
  administrative operations 
 • Complete Business Process Reengineering (BPR)
 • Review operational flows for loan operations
 • Outsource to Group companies

Group strategies 
 • More efficient overall personnel deployment
 • Strengthen Group alliances
 • Develop new businesses on Groupwide basis

Develop ability to make contributions to the local community
Strengthen career support systems for female employees 
Strengthen training of subordinates and upgrade management skills
Strengthen initial training of younger employees and 
  develop skills of mid-level employees
Place personnel where potential is realized
Realize a better work-life balance

Meet International 
Financial Reporting 
Standards (IFRS)

Compliance 

commitment

Numerical Targets

Tier 1 ratio (consolidated)
 9.0% or higher

ROE (consolidated)
 3.5% or higher

OHR (non-consolidated)
 65% or lower

Emissions of CO2

 25% cut (from FY06)

A more advanced system 

of internal auditing

Enhance IR

 • Reduce CO2 emissions
 • Commit to protection of biodiversity 
    (encourage adoption of  PLB rating BD)*5

Improve customer satisfaction 
 • Service upgrades from the customer’s perspective

Asia strategy 
 • Through alliances with overseas units, actively support customers 
 with businesses in other Asian countries 
 • Create business flows with overseas market

Strengthening profitability through closer ties with the local community
Activities with a focus on marketing channels

Branch strategy
Within Shiga Prefecture 
 - Defend and increase regional share 
Outside Shiga Prefecture
 - Implement the “seeding strategy *3” 

Revamp role of  branches within the marketing areas

Strategy-based staffing
 • Appropriate deployment of core personnel at each branch and strategic personnel

• Continuous support for 
   our customers

• Ensure capital-adequacy level covers 
   all risk-taking

• Improve our ability to monitor true business condition of 
   corporate customers

Strengthen support roles for 
customer managements

Through our  “Communication Service, *4” 
disclose internal credit ratings to customers 

Planning support for 
management improvement at 

customer companies

Loan consultation services

Accept risk 
reflecting actual 

business conditions

Funding support 
tailored to customer’s 

business situation

More committed front-line employees

Business support (corporate credit screening)

Business plan promotion team Strategic personnel deployment review team Cost management structure review team IT system utilization reconfiguration team Loan BPR promotion team

Financing support (credit screening for loans)

Relationship banking: We grow with our customers

April 2010 - March 2013 (3 years)4th Medium-Term Business Plan

Basic vision: Meeting the Challenge of the Next Stage – Greater Mutual Prosperity Through Strengthened Dialogue

Financial services that deliver high added value

Being strong in networks Being strong in Asia Being highly CSR-conscious

CSR charter (management principles) Mutual prosperity with the regional community

Business plan promotion committee

Mutual prosperity with all employees Harmonious coexistence with the environment

Strategy for strengthening the top line Strategy for managing credit risk

*1

Enhance customers’ enterprise value Bolster role of Shiga Bank in community

From “area-based marketing” to “area management” that meets customer needs

Toward a more 

effective FIRB approach

- Promote mortgage loans 
- Improve asset management consulting 

*1 Meeting the Challenge of the Next Stage - Greater mutual prosperity through strengthened dialogue: By enhancing communication with our customers, we seek to develop greater mutual prosperity between Shiga Bank and our customers          *2 Business currents: Generating new business activities among our customers          *3 Seeding strategy: Expanding business areas outside prefectural borders based on our existing offices and branches          

*4 Communication Service: Proprietary internal rating disclosure service in which advice is given to customers on how to improve their financial position, based on disclosure to the customer of their credit rating.          *5 PLB rating BD: Interest-rate incentive based on rating customers’ measures to protect biodiversity. The aim is to support biodiversity through financial services.



expertise 
and 

customer 
care

Shiga Bank will work for greater mutual prosperity 

with the local community by providing 

expertise and customer care 

under 

three brand-building strategies

Being strong in networks

Being strong in Asia

Being highly CSR-conscious

Networks

AsiaCSR



The Shiga Bank’s 4th Medium-Term Business Plan has as its basic vision “Meeting the Challenge of the Next 

Stage — Greater mutual prosperity through strengthened dialogue.” (By enhancing communication 

with our customers, we seek to develop greater mutual prosperity between Shiga Bank and our customers) 

Through this, we aim to achieve sustainable growth at a time of upheaval in financial environment by further 

consolidating our strength as a bank rooted in the community of Shiga Prefecture. Furthermore, we are 

distinguishing ourselves from competitor banks and bolstering our role in the community while ensuring 

provision of financial services that deliver high added value. 

 In the 4th Medium-Term Business Plan, the Bank aims to bolster dialogue with customers to 

promote greater two-way understanding. We will get to know our customers even better through 

communication at the most detailed level, enabling us to fully understand their diversifying needs, resolve 

their issues and provide high value-added services. Specifically, we will provide “expertise and customer 

care” under three brand-building strategies: (1) Being strong in networks (use our networks to develop 

business by combining the knowledge resources of our customers), (2) Being strong in Asia (supporting 

customers developing businesses in other Asian countries), and (3) Being highly CSR-conscious (ensuring 

environmentally-conscious management). In addition, we are committed to increasing productivity by   mov-

ing beyond conventional approaches, and to building a stronger organizational structure. “Strengthening 

dialogue” based on our commitment to understanding our customers and sharing with them new values 

in an evolving market, to deepen mutual prosperity — this is what we mean by “Next Stage.” We will 

unite to achieve the goals of the upcoming plan.

 

Yoshio Daido, President  

April 2010 

Meeting the Challenge of the Next Stage 

— Greater Mutual Prosperity Through Strengthened Dialogue

The Basic Vision of the 4th Medium-Term Business Plan
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About the 4th Medium-Term Business Plan 
Shiga Bank (President: Yoshio Daido) has compiled its 4th 

Medium-Term Business Plan for the three-year period April 

2010-March 2013. Below is an outline of its main points. 

 

1. Basic Vision 

 

Meeting the Challenge of the Next Stage - Greater mutual 

prosperity through strengthened dialogue 

 

The Shiga Bank’s 4th Medium-Term Business Plan has as its basic 

vision “Meeting the Challenge of the Next Stage - Greater mutual 

prosperity through strengthened dialogue.” (By enhancing 

communication with our customers, we seek to develop greater 

mutual prosperity between Shiga Bank and our customers) Through 

this, we aim to achieve sustainable growth at a time of upheaval 

in financial environment by further consolidating our strength 

as a bank rooted in the community of Shiga Prefecture. 

Furthermore, we are distinguishing ourselves from competitor 

banks and bolstering our role in the community while ensuring 

provision of financial services that deliver high added value.  

 

In the 4th Medium-Term Business Plan, the Bank aims to bolster 

dialogue with customers to promote greater two-way 

understanding. We will get to know our customers even better 

through communication at the most detailed level, enabling us 

to fully understand their diversifying needs, resolve their 

issues and provide high value-added services. Specifically, we 

will provide “expertise and customer care” under three 

brand-building strategies: (1) Being strong in networks (use 

our networks to develop business by combining the knowledge 

resources of our customers), (2) Being strong in Asia 

(supporting customers developing businesses in other Asian 

countries), and (3) Being highly CSR-conscious (ensuring 

environmentally-conscious management). 
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In addition, we are committed to increasing productivity by 

moving beyond conventional approaches, and to building a 

stronger organizational structure. 

  

“Strengthening dialogue” based on our commitment to 

understanding our customers and sharing with them new values 

in an evolving market, to deepen mutual prosperity — this is 

what we mean by “Next Stage.” We will unite to achieve the goals 

of the upcoming plan. 

 

2. CSR Charter (Management Principles)  

 

・ Mutual prosperity with the regional community 

・ Mutual prosperity with all employees  

・ Harmonious coexistence with the environment 
 

3. Period of the Plan 

April 2010 - March 2013 (3 years)  

 

4. Numerical Targets  

In the plan, we are committed to meeting the following targets:  

 

 

 

Indicator 

 

Target for 

March 31, 2013 

(For reference) 

As of 

September 30, 2009

Tier 1 ratio 

(consolidated) 

9.0% or higher 8.94%

ROE (consolidated) 3.5% or higher 2.63%

OHR 

(non-consolidated) 

65% or lower 70.52%

Emissions of CO2  25% cut 

(from FY 2006)

23.29%

Actual level as of 

March 31, 2009

 

 

(5) Outline of the Plan 



 

 3 

By offering financial services that deliver high added value, 

we aim to achieve sustainable growth with a stronger 

organizational structure, so we can thrive with the community. 

 

To achieve these targets in the new plan, we have elevated one 

of the three brand-building strategies in the former business 

plan, “Providing expertise and customer care,” into a new 

management principle, under which three new brand-building 

strategies—“Being strong in networks,” “Being strong in Asia” 

and “Being highly CSR conscious”—are now grouped.  

 

While developing the new brand-building strategy, we will unite 

to implement four specific policies, (1) strengthening the top 

line, (2) managing credit risk, (3) improving productivity and 

(4) personnel training. 

 

[Three brand-building strategies - Providing expertise and 

customer care] 

We will provide “expertise and customer care” in each management 

principle category: (1) Being strong in networks, (2) Being 

strong in Asia, and (3) Being highly CSR-conscious. 

 

(1) Being strong in networks 

・ To improve enterprise value at our customers, we promote 
our “Business Currents” initiatives such as business 

matching among our customers and activities designed to 

encourage “Business Currents.” (“Business Currents”: 

Generating new business activities among our customers) 

・ Improve services and convenience for our customers by 
optimizing use of “Shigagin networks.” (in terms of branch 

network, Group resources and products) 

 

(2) Being strong in Asia 

Shiga Bank is the only regional bank in the Kinki region which 

has overseas offices. Through linkage of our global-oriented 

network (Hong Kong Branch, Shanghai Representative Office, and 
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the Asia Desk in our International Department) with individual 

branches within Japan, we proactively support our customers in 

their development of markets and businesses in other Asian 

countries. 

 

(3) Being highly CSR conscious  

・ As a recipient of the government’s “Eco-First Enterprise”* 
certification, the Bank is committed to implementing 

environmental management and providing customers with 

environmental financing products and services. 

(*Eco-First Enterprise: An enterprise that has committed 

to working on environmental conservation measures such as 

global warming prevention under the auspice of the Japanese 

Environment Minister. 

・ The Bank is committed to protection of biodiversity through 
our Principles for Lake Biwa, abbreviated to PLB rating 

BD (Interest-rate incentive on loans based on rating 

customers’ measures to protect biodiversity). We aim to 

encourage wider adoption of this system. 

 

[Policies]  

In addition to the three brand-building strategies, we are 

pursuing the following initiatives to realize the goals of the 

new business plan. 

 

(1) Strengthening the Top Line 

 

1. Marketing Strategy  

We will get to know our customers even better through 

communication at the most detailed level, enabling us to fully 

understand their diversifying needs, resolve their issues and 

provide high value-added services. 

 

To step up our commitment to relationship banking, we are 

clarifying the roles of individual Bank employees and 

optimizing strategic staff deployment within branches. 
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(Corporate banking)  

・ To improve enterprise value at our business partners, we 
will upgrade solution services (such as business matching) 

and our consulting services (under our “Business Currents” 

concept) mainly in the environmental and tourism sectors. 

Through this comprehensive approach, we will enhance our 

role in our region.  

 

(Banking for individuals) 

・ We are improving services and convenience for customers 
by strengthening our retail strategy through expansion of 

consulting functions (asset formation and management), and 

using “Shigagin networks.” (branches, Group resources and 

products) 

2. Branch Strategy  

To create a branch network that responds to the diversifying 

needs of customers, we will review the modus operandi of 

branches mainly in Shiga Prefecture, supplementing 

conventional banking services with upgraded consulting 

services. We also have branches specializing in certain 

services, depending on regional characteristics.  

 

In June 2010, as part of our strategic expansion into growth 

markets, we will move to Yokkaichi our unit set up at Tsuchiyama 

Branch dedicated to serving corporate customers in Mie 

Prefecture. We continue to unroll our “seeding strategy.”** 

(**Seeding strategy: expanding business areas outside 

prefectural borders based on our existing offices and branches)  

 

(2) Managing Credit Risk 

By supporting customers in building up their enterprise value, 

we will manage Credit Risk.  Specific measures include support 

through our “Communication Service” (proprietary internal 

rating disclosure service in which advice is given to customers 

on how to improve their profitability, management capability, 
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and financial position, based on disclosure to the customers 

of their credit rating) and planning support for management 

improvement at customer companies. 

 

(3) Productivity Improvement 

We plan to reduce administrative costs and enhance operational 

quality through measures such as procedural overhauls and 

streamlining, and outsourcing to Group companies. At the same 

time, we will enhance a comprehensive productivity through 

strengthened marketing capabilities. 

 

(4) Personnel Training 

It is extremely important to foster human resources enabling 

us to respond to customer needs that are growing increasingly 

diverse and sophisticated. We train staff to provide high 

value-added services based on the concept of mutual prosperity 

with the customers and regional community. 

 

In February 2009, the Shigagin Hamamachi Training Center was 

completed, with its two towers symbolizing “Commitment to Human 

Resources Development and CSR in the Environmental Sphere.” 

With its solar power generation system, use of natural light, 

and rooftop and wall greenery, the Training Center incorporates 

the latest environmental techniques developed by companies in 

Shiga Prefecture and elsewhere. As a result, it has been awarded 

an S-Ranking under the CASBEE (Comprehensive Assessment System 

for Built Environment Efficiency) system by the Institute for 

Building Environment and Energy Conservation. 

 




