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Life Planning Support Service for Optim
um

 Protection
About Sony Life

Household Income and Expenditure Simulation in the Case of Customers' 
Unexpected Death

　Consulting-based sales based on life plan
What does a family need so its members can maintain their 
lifestyle in the event that the breadwinner dies? How much 
money does a family need for its members to realize their life 
plan? Based on the customer's life plan and simulation 
results, Lifeplanner sales employees and Partners
(independent agencies)—insurance professionals—analyze 
and discuss with them their insurance requirements from 
multiple perspectives using 11 key factors* to advise them. 

Lifeplanner sales employees and Partners (independent 
agencies) identify future economic risks before presenting life 
protection plans tailored to each customer's situation.

Protection Planning

Educational expenses
Rent or mortgage loan
Cost of long-term convalescence
Funds for rebuilding your life
Children's wedding expenses
Post-retirement living expenses

Family's living expenses in the 
event of customer's death
Financial planning for inheritance
Funds for home purchase
Emergency savings
Funds for settling one's affairs 
after death

* We calculate the required protection from projected expenditures that  
   exceed income in the simulation of the customer's unexpected death; i.e.,  
   the deficit that remains after deducting government benefits such as 
   survivors' pension from forecasted expenses.
   We build customers' life insurance plan on the basis of each customers' 
  hopes, dreams, and what they want for their families.

Required protection graph

* Essential funds

We also estimate potential customers' family income and 
expenditures in the event of unexpected death. We examine 

whether families have sufficient total income (spouse income, 
survivor pensions, etc.) to realize their life plans.

Income and expenditure graph (in the case of unexpected death) Financial asset balance graph

Life Planning Showroom “Life Planning SQUARE”

Life Planning SQUARE, inside the Sony Building in Ginza, 
Tokyo, is a life planning showroom designed to help customers 
and prospects have fun learning about life planning.
　Life Planning SQUARE provides content so visitors can 
relax and have fun while trying their hand at life planning 
themselves. Lifeplanner sales employees are also there to 
assist people interested in the real life planning 
experience. And a Sony Bank counter opened at Life Planning 
SQUARE, so customers can open Sony Bank accounts and 
sign up for mortgage loans there, too.

Note: Customers can not sign up for new life insurance policies or change 
　　existing coverage at Life Planning SQUARE.
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Embedded Value

Sony Life discloses Embedded Value (EV) at the end of each fiscal year. EV is one measure of corporate 
value for life insurance companies, and it is widely used outside Japan, especially in Europe, as a tool in 
the comprehensive valuation of life insurance companies. Corporate earnings can generally be assessed 
based on financial statements and other documents, but, as supplementary information, Sony Life 
considers EV to be an important management benchmark.
　Sony Life switched from using Traditional Embedded Value (TEV) to using Market Consistent Embedded 
Value (MCEV) in FY2008.

In general, we can expect that in income statements showing 
a company's periodic earnings, an increase in sales in a 
particular fiscal year is likely to be accompanied by an increase 
in profits. However, life insurers have a profit structure in 
which initial costs exceed annual premiums in the fiscal year 
in which an insurance policy is sold, and profits are made by 
recovering these costs during the period of insurance. 
Consequently, business management cannot be accurately 
assessed based solely on results data for a single fiscal year. 

Said differently, the income statement of a life insurance 
company will show an increase in costs and a decrease in profits 
during a fiscal year in which new policy sales are strong.
　Accordingly, Sony Life discloses EV, which is used widely in 
Europe, as a management benchmark supplementing its 
financial statements.
　Institutional investors also focus on EV as one indicator 
when making investment decisions on listed life insurance 
companies.

■ EV as supplement to financial statements

● EV is one measure of corporate value for life insurers.
● Life insurers have a profit structure in which initial costs exceed annual premiums in the initial fiscal year of a new policy, and profits 

are made by recovering these costs during the period of insurance. Consequently, business management cannot be accurately assessed 
based solely on results data for a single fiscal year.

● Accordingly, EV is widely used overseas, especially in Europe, as a tool for comprehensively evaluating life insurers.

EV

EV structure

Policy date

MCEV Adjusted net worth calculated from balance sheets

General profit structure of a life insurer Profits

Costs

Future value of in-force business (value of existing business)
(Expected future profits from existing policies)
Calculate the total amount of future profits from policies in 
force on the balance sheet date: Profits in one year + profits in 
two years + profits in three years … profits in 50 years.

However, this total is discounted to give a present value 
because these profits are not obtainable on the balance sheet 
date, nor are they guaranteed to be earned in the future.
(Valuations reflect future assumptions about changes in 
interest rates and mortality rates.)

Sony Life concludes policies with new customers each year, but EV represents the future value of net assets and policies in force on a certain balance 
sheet date, and does not include the value of new policies it may write in the future.

future value of in-force business (value of existing business)

Period

(Results of business activities to date)
Total of the following amounts on the balance sheet date

Total of net assets section
+ Reserve for price fluctuations
+ Contingency reserve
+ Reserve for possible loan losses
+ Net gains on held-to-maturity securities
+ Net gains on land and buildings
+ Unfunded retirement benefit obligations
+ Intangible fixed assets
− Tax effect adjustments related to the foregoing seven items
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About Sony Life

EV was devised at a conference of major insurance companies 
in Europe, and listed life insurers and life insurance 
subsidiaries of non-life insurers in Japan have also disclosed 
EV in recent years. However, there are currently no uniform 
methods and rules for calculating and disclosing EV. 
Consequently, a conference of major insurance companies in 
Europe was convened to unify methods and rules. This 
conference established the MCEV Principles© in June 2008 
and the use of EV is expected to be unified in the future based 
on these principles.

　Sony Life, in light of these trends, will now calculate and 
disclose MCEV based on the MCEV Principles©, rather than 
the previous TEV. 

Sony Life's MCEV as of March 31, 2009, was ¥400.9 billion, 
down ¥415.6 billion compared with its level on March 31, 
2008, ¥816.5 billion. This is because the value of existing 
business (value of in-force business), representing future 
profits, fell sharply as a result of expecting lower returns on 
investment in the future than was expected on March 31, 2008, 
due to a decline in interest rates and other financial-market 
changes. In addition, adjusted net worth decreased due to a 
decline in fair market value of stocks and convertible bonds 
held affected by deteriorating stock market conditions.
　EV is derived by discounting by a certain interest rate the 
future profits expected to be earned over the long term based 
on a company's policies in force on the balance sheet date. 
Interest rates are one assumption used in calculating EV, and 
we use interest rates on the balance sheet date. Interest rates 
on March 31, 2009, were down sharply from a year earlier, 
especially long-term rates in excess of 20 years, affected by 
turmoil in global financial markets precipitated by the 
subprime loan situation. This pushed EV down due to a lower 
estimate of future profits.
　Insurance involves investment of assets comprising 
premiums received from customers over the long term. An 

impact on MCEV from interest rate changes is small as 
maturities of insurance  policies are matched to those of 
invested assets, and the impact is bigger when both 
maturities are mismatched. As for Sony Life, duration of 
invested assets is shorter than remaining period of insurance 
policies. Accordingly EV increases as interest rates rise and 
decreases in the opposite case.
　Sony Life is working to increase EV by expanding the 
number of new policies and improving its lapse and surrender 
rate and expense ratio. We are also pursuing measures to 
mitigate the decline in EV even in an unfavorable market 
condition that interest rates decrease. Specifically, in view of 
the long-term nature of the insurance policies of our 
customers, we plan to continue efforts started in FY2008 to 
extend the duration of our assets, including by investing in 
ultralong-term bonds.

The third-party actuary Milliman, Inc. drafted a report on how Sony Life's MCEV 
is calculated. 
Further information about MCEV is available on our website at 
http://www.sonyfh.co.jp/en/news_e/article_e/090601_01.pdf
Copyright© Stichting CFO Forum Foundation 2008

■ Reasons for disclosing MCEV

■ Sony Life's MCEV
Sony Life's MCEV (as of March 31, 2009)

(Billions of yen)

New business value

Adjusted 
net worth 195.4248.5 (53.1)

15.448.2 (32.9)

MCEV 400.9816.5 (415.6)

Value of 
existing business

205.4568.0 (362.5)

March 31, 2009 March 31, 2008 Change

MCEV　   Adjusted net worth  　  Value of existing business     
New business value

※As of March 31 

1,000

750

250

0
08 09 (year)

500

(Billions of yen)

MCEV



FY2008 saw strong growth in the number of new policies in 
force, primarily for automobile insurance, and net premiums 
written in all categories grew 11.1% to ¥61.1 billion. Ordinary 
revenues grew 11.2% to ¥61.8 billion. Despite an increase in 
ordinary revenues, ordinary profit declined 22.7% to ¥2.1 
billion, because the loss ratio worsened due to natural 
disasters, and in FY2007 a change in the method for 
calculating underwriting reserves in some categories added 
¥0.5 billion to profits. Sony Assurance posted a net loss of 
¥1.5 billion, having recorded losses on disposal of fixed 
assets* under extraordinary losses. The company continued to 
maintain a high standard of financial soundness with the 
solvency margin ratio standing at 993.0% at the end of March 
2009.
　Brisk growth in the number of new automobile insurance 
policies took the number of policies in force over the one 
million mark. We gratefully regarded this as a proof that our  
customers appreciate our automobile insurance services..
　Sony Assurance marks the 10th anniversary of its business 
launch in October 2009. During the past decade, we  have 
been facing one of drastic changes in non-life insurance 
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About Sony Assurance

market conditions following a backdrop of deregulation. 
Competition intensified amid progressive liberalization of 
products and premiums, resulting in a spate of insurance 
company mergers and new players entering the market. 
Another feature of this period was major changes in sales 
channels as reflected in the rise of direct insurance 
companies like Sony Assurance. Direct insurance companies 
have accelerated their growth on the back of the increasing 
trend among consumers to shop around for the best deal, and 
we expect this business model to continue recording 
substantial growth.
　Sony Assurance will continue to do business focused on our 
basic strategies of establishing a price advantage that 
harnesses the strengths of our business model and providing 
a superior standard of service. As well, we are strengthening 
our online application acceptance, services, and marketing in 
today's Internet age so that we can grow further as a leading 
direct insurance company.

 July 1, 2009

Shinichi Yamamoto
President, Representative Director
Sony Assurance, Inc.

Management Message

http://www.sonysonpo.co.jp
(Japanese only)

* For the purpose of enhancing system and operational efficiency, Sony  
   Assurance began developing new systems in FY2006. However, in FY2008, 
   Sony Assurance decided to suspend this development and to overhaul its 
   development policy. Accordingly, some software assets that were previously 
   recorded as intangible fixed assets (software in progress) and for which 
   future use is uncertain were disposed of, resulting in losses on disposal of 
   fixed assets.
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Industry Trends and the Sony Assurance Characteristics
About Sony Assurance

Industry Trends and the Sony Assurance Characteristics

Japan's non-life insurance industry went though a major 
shake-up around 2000, and now, some years later, moves 
toward consolidation have resumed, with several leading 
non-life insurers announcing plans to integrate their 
businesses in the future. Accordingly more fierce competition 
is expected. Automobile insurance—Sony Assurance's 
mainstay product—forms the largest share in non-life 
insurance markets in Japan, accounting for about half of all 
non-life premiums. Growth of insurance premium revenue has 
been weak in recent years, however, because of the decline in 
new car sales, shift in demand to light motor vehicles, and 
downward premium rates based on good driving records at 
renewal of policies. Japan's automobile insurance market 
itself is unlikely to grow in the coming years, since we cannot 
expect a substantial increase in car ownership, due in part to 
the economic recession triggered by the global financial crisis.

　Since direct insurance companies, which allow customers 
to sign up for automobile insurance directly by phone or via 
the Internet, appeared in the second half of the 1990s, they 
have steadily increased insurance premiums. They have also 
enjoyed sustained market share growth, though leading 
non-life insurance companies, which sell automobile 
insurance through agencies around the country, account for 
over 90% of Japan's automobile insurance market (Figure 1). 

　We expect direct insurers to continue increasing their 
insurance premiums and their market share even in such 
unfavorable business conditions as more fierce market 
competition accelerated by the industry consolidation and 
shrinking overall insurance premiums. This is because their 

businesses are run more efficiently, giving them a tighter cost 
structure that means they can offer more attractive premiums 
than the non-direct non-life insurance majors. Consumers are 
also more and more aware that direct insurance companies 
provide consistent, quality service. These factors appeal to 
customers, who additionally have grown more price-conscious 
in the recent economic downturn. 

　Sony Assurance opened for business in October 1999. Since 
then, the company has met the challenge of valuing the direct 
relationship with each and every customer, and always 
providing new value for customers. Sony Assurance's 
automobile insurance offers excellent coverage at a 
reasonable premium by making a detailed breakdown of risk 
factors, such as distance driven per year. In terms of service, 
we always guarantee the level of service we provide, so that 
customers know what quality of accident response service 
they will receive. Customers appreciate our competitive 
pricing and customer-focused service structure and in 
FY2008 Sony Assurance ranked as Japan's top automobile's 
direct insurer with an around 30% share  of Japan's direct 
insurance business (total of six major direct insurers) (Figure 2).

　Sony Assurance has also enhanced its product lineup in 
areas other than automobile insurance. New offerings include 
our SURE Medical and Cancer Insurance products, also 
intended to offer a wide range of insurance plans at 
reasonable premiums, as well as pet insurance and overseas 
travel accident insurance products launched in 2009.

Figure 1: Automobile insurance market 
and market share of direct insurers

4,000

3,000

0
0302010099 04 05 06 07 (year)

2,000

1,000

5.0

4.0

0

3.0

2.0

1.0

9897

Total direct premiums written 
(domestic and foreign-owned insurers)
Market share of direct insurers

For the years ended March 31
Source: Based on data officially disclosed by individual non-life insurers

(Billions of yen) (%)

Figure 2: Share of automobile insurance direct 
premiums written of six major direct insurers

For the year ended March 31, 2009

Sony Assurance 32%

FY2008



38

Ov
er

vi
ew

 o
f P

ro
du

ct
s 

an
d 

Se
rv

ic
es

Ab
ou

t S
on

y 
As

su
ra

nc
e

Overview of Products and Services

Sony Assurance sells automobile insurance and SURE medical and cancer insurance. It started selling overseas travel 
accident insurance in May 2009 and launched agency sales of pet insurance in January 2009 and cancer treatment 
insurance in June 2009.

1. Development of original products and 
　  services
Sony Assurance, thanks to its focus on providing products 
that customers value, has created a variety of original 
products and services. We will continue our efforts to develop 
and offer the valued products and services that only Sony 
Assurance can deliver.

■ Automobile insurance popular from time of launch
Sony Assurance offers automobile insurance at reasonable 
premiums by using risk-segmented categories to account for 
each customer's driving characteristics—distance driven per 
year, reason for car use, car model, number of years since first 
registering car ownership, age, and type of driver’ s license—
and by reducing costs using direct sales to centralize 
operations and enhance efficiency. Sony Assurance also offers 
the original Oritemo Rider to provide indemnity coverage for 
policyholders who are injured or have personal belongings 
damaged after exiting their insured vehicles temporarily while 
out for a drive. Customers also like our unique Kurikoshi 
discount program. Distance driven per year is one of 
risk-segmented categories, and the program offers a premium 
discount in the following year for customers that fall short of 
the maximum distance written in their policies.

■ Sony Assurance accident response services
As part of its accident response services, Sony Assurance 
promises policyholders that they will be initially contacted by 
an appointed staff member within three hours of an accident 
report's arrival. We also offer the On the Day, Any Day, 
Response service. This allows policyholders to get same-day 
service (initial response as well as an explanation of results 
and subsequent procedures) when they make accident reports 
over the phone by 8:00 p.m. any day of the week, including 
Saturdays, Sundays and holidays. With these and other 
efforts, Sony Assurance works to quickly alleviate the concerns 
of policyholders involved in an accident.

■ Popular medical and cancer insurance plan offers 　　
　 half-price premiums from age 60
Sony Assurance's medical and cancer insurance offers robust 
protection for cancer, which often results in high medical 
costs and long treatment periods. We also offer the industry's 
first plans that reduce monthly premiums by half starting at 
age 60* —an attribute that has made them popular with 
customers for the way they reduce future premiums. We also 
seek to contribute to society through our non-life insurance 
business by automatically including a Bone Marrow Support 
Rider† in all policies.
* The SURE Smart Fit and SURE Wide plans offer half-priced premiums from  
   age 60 and are available to customers under the age of 57.
† Bone marrow donors provide their own bone marrow and can receive one 
   claims payment during the insurance period for surgery to extract bone 
   marrow stem cells. (Policyholders are not eligible for claims payments until 
   after one year from the insurance start date.)

Premiums for 
distance not driven

Premiums for 
distance 

driven this year

This year Next year

Discount of premiums for 
distance not driven 
(Kurikoshi discount)

Premiums to be 
paid next year

Prem
ium

s for
 ongoing policy
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m
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Automobile insurance product pamphlet

SURE medical and cancer insurance product brochure
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Overview of Products and Services
About Sony Assurance

2. Website initiatives
■ Customers and the Sony Assurance Communication Site 
　 (Japanese only)

Sony Assurance has launched a website to convey its desire to 
walk together with policyholders by continuing to provide 
them with products and services that meet their needs 
through closer communication. The site is intended as a 
vehicle for customers to express their opinions, and all pages 
have links to a contribution section. Staff members will 
respond to posts in a timely manner.

3. Sony Assurance service structure
■ Customer centers
Customer centers are designed to respond to phoned-in and 
emailed customer inquiries, to help guide customers through 
the policy process, and to provide follow-up services once 
policies are in place. To facilitate smooth communication and 
provide optimum solutions, every staff member is trained to 
answer callers' questions promptly and thoroughly.

■ Customer consultation offices
To enhance the value of its products and services Sony 
Assurance databases customer opinions and requests so they 
can be shared by different internal departments. This allows 
staff members to weigh the options that will most benefit 
customers.

■ Service centers
Automobile insurance policyholders can call a toll-free 
number to report accidents 24 hours a day, 365 days a year. 
When an accident report is received, a staff member directly 
contacts the customer and provides responsible support until 
the issue is resolved.
　For medical and fire insurance as well, staff members hold 
a variety of consultations with customers and provide 
meticulous support until claims are settled.

■ Breakdown assistance services desk
To help make car ownership more pleasant for its customers, 
Sony Assurance's automobile insurance includes free*  
breakdown assistance to help customers in the event of an 
accident or breakdown. The breakdown assistance services 
desk provides prompt, appropriate responses to customer 
calls to provide them with a greater sense of security.
* Charges may be levied in some circumstances depending on the services  
   provided.

Top page of the Customers and
Sony Assurance Communication Site

Emergency contact card

Customer center
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http://sonybank.net /

Management Message

So stark was the contrast in financial market conditions 
between the first and second halves of FY2008 that they could 
have been two different worlds. The crisis was triggered by the 
collapse of Lehman Brothers in September 2008. Gone was 
the optimistic outlook that had prevailed until that point; 
world credit markets contracted, and the impact on the 
economy was substantial. Even Japan, with limited exposure 
to the subprime loan crisis, experienced an economic 
downturn and a flurry of corporate bankruptcies.
　Sony Bank was no exception in being caught up in the 
financial market turmoil. The bank made a shift in focus of its 
strategy from building the foundations for future earnings to 
current profitability. Specifically, we offered competitive 
interest rates in the first half of FY2008 to attract deposits, 
and maintained reasonable prices based on market levels in 
the second half, as it had done in the past. Sony Bank 
recorded solid sales of loan products via banking agents, who 
are allowed to explain the features of each product.
　Sony Bank continued to introduce new services. New 
services that started in or after 2008 are the private asset 
management tool named “LifePass-Book” (March 2008), 

foreign exchange margin transactions (May 2008), and credit 
cards whose payments can be made in two currencies 
(October 2008). In October 2008, Sony Bank also launched a 
sweep service that automatically transfers funds between 
Sony Bank yen ordinary deposit and Sony Bank Securities 
trading accounts to improve the convenience of asset 
management services. In response to many customer requests 
to increase the number of ATMs, Sony Bank signed up with 
LAWSON ATM Networks and E-net so that account holders 
could use LAWSON ATMs beginning in October 2008 and E-net 
ATMs beginning in November 2008.
　To strengthen our financial position as a way of underpinning 
these business developments, we raised capital by a capital 
increase totaling ¥12 billion (¥6 billion each in April and 
November 2008) and a ¥2 billion subordinated loan in June 
2008. In October 2008, Sony Bank received a long-term senior 
debts rating of AA− from Japan Credit Rating Agency, Ltd. (JCR).
　Sony Bank anticipates ongoing instability of financial 
markets through FY2009. The substance and direction of Sony 
Bank's services are meeting customers' needs. We are seeking 
to diversify Sony Bank Securities' services, which are still 
somewhat limited, so that customers can take advantage of 
deregulation of banks and securities firms and enjoy greater 
trading convenience. In an area less visible to customers, we 
are also making further efficiency improvements by reviewing 
operations. Sony Bank is strengthening its financial position, 
which is the basis for the trust and confidence of our 
customers, so that it is capable of dealing with difficult 
market conditions.

July 1, 2009

Shigeru Ishii
President, Representative Director and CEO
Sony Bank Inc.

About Sony Bank

(Japanese only)
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Industry Trends and the Sony Bank Characteristics

When the Financial Instruments and Exchange Act went into 
force in September 2007, a user protection framework was put 
in place in Japan's banking industry across a broad spectrum 
of financial instruments. In June 2008, a partial revision of 
the Financial Instruments and Exchange Act was enacted, 
including more flexible firewall regulations between banks 
and securities firms. This has led to progressive deregulation 
that included enabling an extended scope of business 
operations.
　FY2008 was characterized by global financial market 
turmoil from September 2008 onward, reigniting credit fears 
concerning financial institutions in Japan and overseas. 
Investor motivation waned and risk avoidance became more 
prominent as economic conditions deteriorated. In the 
banking industry, additional risk control measures were 
required amid the global economic slowdown and heightening 
financial crisis.
　Sony Bank provides a range of convenient financial 
products and services centered on asset management via the 
Internet to individual customers. Sony Bank set itself apart 
from traditional, full-service banks with bricks-and-mortar 
branches as well from other newer banks that focus on 
handling settlements. We thus occupy a distinctive position 
and run a unique business by offering yen and foreign 
currency deposit, investment trust, foreign exchange margin 
transactions, and other asset management products as well 
as mortgages and other loan products—all online and at 
rates that are fair, reasonable, and close to market prices.

　At the end of March 2009, customers had some 723 thousand 
accounts with Sony Bank, and customer assets (deposits and 
investment trusts) totaled ¥1,403.6 billion for a high level of 
average customer assets of around ¥2 million. These figures 
illustrate the degree of trust and popularity that Sony Bank 
has won from customers as an online bank for asset 
management purposes.
　Sony Bank adopted a profit-oriented strategy in the 
financial market turmoil of the second half of FY2008, 
offering deposits at interest rates that guaranteed a 
reasonable spread. The balance of yen deposits at the end of 
March 2009 exceeded ¥1 trillion. Foreign currency deposits, 
for which Sony Bank offered distinctive services such as low 
foreign exchange charges and trading rates close to market 
rates, have grown into a business whose product features are 
widely recognized by our customers. This is reflected in our 
market share of over 5%, which makes Sony Bank a 
substantial presence in the banking industry.
　Sony Bank has recorded steady growth of mortgage loan 
balances and market share in the mortgage business because 
customers continue to appreciate the convenience of applying 
and signing for the loan, making early repayments, and 
changing the type of interest rate online without having to 
visit a branch. We noticed in FY2008 an increase in loans 
signed via sales channels where personnel meet customers 
face-to-face, such as Sony Bank sales agents Sony Life's 
Lifeplanner sales employee and Seven Bank's staffed outlets 
(Figure 1).

Figure 1: Mortgage loan balance

500

400

300

100

0
05 06 07 08 09 (year)

200

Internet sales channel　
Affiliated sales channel　
Banking services agent

(Billions of yen)

122.8 234.3 278.0 338.8 468.3
As of March 31
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Sony Bank Products and Services

Sony Bank is an Internet bank doing business solely through websites. These 
include a corporate site that makes information about the bank available, as well 
as service sites that customers use for their banking transactions.
http://moneykit.net/

● Yen deposits (ordinary deposits, time deposits, thrift 　
　saving deposits)
New customers are asked to start doing business with Sony 
Bank by opening a yen-denominated ordinary deposit account 
through which they can then buy other Sony Bank products 
and services. Our yen-denominated time deposit accounts, 
with interest rates closely linked to market rates, let 
customers manage their assets in a way that fits well with 
their personal objectives and the timing of market interest 
rate changes, since they can set maturity terms and rollovers 
online at any time.
● Foreign currency deposits (ordinary deposits, time  　
　deposits, time deposits with special terms)
Foreign currency accounts are available in eight currencies—
U.S. dollars, Euros, UK pounds, Australian dollars, New 
Zealand dollars, Canadian dollars, Swiss francs, and Hong 
Kong dollars.
　The concept of foreign currency deposits is to bring retail 
customers closer to the market. By enabling them to trade 
foreign currency 24 hours a day, 365 days a year at rates 
linked to constantly updated forex market rates, we can offer 
interest and exchange rates that closely shadow market rates. 
Depending on the yen equivalent of a customer's foreign 
currency deposit balance at the end of the month, Sony Bank 
offers preferential interest rates on foreign currency time 
deposits second following month, reduced exchange charges, 
and reduced commissions on limit orders. 

● Foreign exchange margin trading
Sony Bank customers can engage in forex margin trading in 
12 pairs of currencies: 

dollars, New Zealand dollars, Canadian dollars, Swiss 
francs, Hong Kong dollars

Zealand dollars
This service allows customers to trade foreign currencies 24 
hours a day, 365 days a year at rates even closer to market 

possible to make smooth fund transfers in foreign currencies. 
Delivery (spot settlement) is also available.
● Investment trusts (59 funds by 24 companies as of July 

　1, 2009)
Sony Bank offers a range of quality funds that serve the needs 

installment plan for investing a fixed monthly amount in 
investment trusts by direct debit from customers' yen ordinary 
deposit accounts.
● Financial product intermediary services 
Sony Bank offers a financial product intermediary service on 
commission from Sony Bank Securities (see p.44) and Monex 

site MONEYKit, from opening a securities trading account with 
Sony Bank Securities to fund transfers, acting as a broker for 
buying and selling domestic equities, and providing 
statements of transactions. Sony Bank also offers services 
such as opening a Monex securities trading account and 
providing information about foreign bonds, newly listed 
stocks, and public offers and sales of stocks.
● Insurance 
Sony Bank markets two Sony Life yen-based individual annuity 
products for long-term asset building, as well as Sony 
Assurance Fire Insurance for MONEYKit, available to Sony 
Bank mortgage holders only.

■ Service Sites

■ Asset Management Products

Banks

Foreign 
exchange broker

Monetary 
authoritiesBanks

Banks

Foreign exchange marketTransaction　　 Brokerage

Interbank market

Customers

Customers

Customer market

MONEYKit service site
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Sony Bank Products and Services
About Sony Bank

● Mortgage Loans
Sony Bank's mortgage loans are extremely convenient. 
Customers can apply for a loan and sign up online with no 
need to visit a branch, and even change to a different interest 
rate plan or make early repayments anytime as many times as 
they wish online. Customers on a fixed interest rate plan 
(lasting 2, 3, 5, 7, 10, 15, and 20 years, or 20 plus years for 
the full term of the loan) can still switch to a variable rate or 
another fixed rate plan, as well as taking the option of a 
combined plan with part of the loan with a fixed rate and the 
rest with a variable rate. Customers can also add an 
insurance rider for protection against the three major 
diseases (cancer, heart attack, and stroke) to group credit life 
insurance. Eligible customers may also take advantage of the 

Mortgage Loan Interest Rate Plan, which offers a discounted 
rate from the Sony Bank Mortgage Loan base rate.
● Special-purpose loans and Card loans
Sony Bank offers three types of special-purpose loans—
educational loans, new car loans, and general-purpose loans, 
and card loans in response to various kinds of funding needs.

● Credit cards
Sony Bank offers five credit cards that customers can apply 
for online via its service site. Credit cards whose payments 
can be made in two currencies (yen in Japan and U.S. dollars 
overseas) allow cardholders to spend U.S. dollars saved in 
foreign currency deposit accounts when shopping overseas.

■ Loan Products and Credit Cards

■ Asset Management Support Tools

■ Customer Center

■ Affiliated ATMs

At Sony Bank's Customer Center, communicators with specialist knowledge are available daily (including weekends and public 
holidays) to respond to customer inquiries about Sony Bank products and services by phone or email.

Customers can withdraw and deposit cash or transfer funds using the following ATMs operated by the organizations affiliated 
with Sony Bank:
● ATMs operated by Sumitomo Mitsui Banking Corporation

● @BΛNK ATMs at the am/pm convenience store chain 

　 (except those in Kyushu)
● ATMs operated by the Bank of Tokyo-Mitsubishi UFJ, Ltd.

● ATMs operated nationwide by Japan Post Bank

● Life Passbook : Life Passbook is a new private asset management tool with five main 

　 features:

 customers' assets

    financial institutions in table form

 switching programs

 information such as income and expenditure, and financial asset information
● Risk Grade : An indicator of risk of a financial asset
● Foreign exchange chart : Exchange rate chart for eight currencies against the yen 

　 and seven currencies against the U.S. dollar
● Market news and reports : Sony Bank keeps customers up-to-date with the latest 

　 financial market information. 

Money Map

Foreign exchange chart

● ATMs operated by Seven Bank

● ATMs operated by the LAWSON convenience store chain 

     (stores displaying the LAWSON ATM logo)
● E-net ATMs at the FamilyMart convenience store chain 

     and other shops with E-net brand logo.



About Sony Bank Securities

Trading with MONEYKit
Using Sony Bank's MONEYKit banking service site, customers 
can open Sony Bank Securities trading accounts and carry out 
transactions such as transfer of funds between their Sony 
Bank yen ordinary deposit and Sony Bank Securities trading 
accounts, placing buy and sell orders for Japanese equities, 
and requesting statements of transaction from Sony Bank 
Securities. They can also use MONEYKit to compare financial 
products offered by Sony Bank, such as yen deposits, foreign 
currency deposits, and investment trusts, with products such 
as equities and exchange traded funds (ETFs). This offers 
customers a convenient, centralized asset management and 
investment facility that allows them to diversify their 
investment portfolios to fit their own investment goals and 
review their portfolios regularly.

Sweep service
The sweep service automatically transfers funds between Sony 
Bank yen ordinary deposit and securities trading accounts 
when trading securities to improve the convenience of asset 
management services. The  purchase amount is automatically 
debited from customers' yen ordinary deposit accounts when 
they place a buy order, and the sale amount automatically 
credited to the same account on the delivery date. Thus there 
is no need for customers to transfer funds themselves.

Credits and debits in real time, free 
fund transfers
Even if customers do not set up the sweep service, they can 
still transfer funds back and forth between Sony Bank yen 
ordinary deposit and Sony Bank Securities trading accounts in 
real time without paying fees. They can credit their trading 
accounts in real time to buy equities and other financial 
products so that they don't miss out on investment 
opportunities. They can also debit their trading accounts in 
real time and transfer funds to their Sony Bank yen ordinary 
deposit accounts.

Sony Bank Securities was founded in June 2007 as a wholly-owned subsidiary of 
Sony Bank to offer Sony Bank account holders equity and other securities trading 
services. Working with Sony Bank, Sony Bank Securities offers retail financial 
services at a fair price to support customers looking for solid returns with a long-term 
perspective.
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Sony Bank Securities' website

http://sonybank-sec.net/
(Japanese only)




