
Good morning. I am Seiji Inagaki, Executive Officer of The Dai-ichi Life 
Insurance Company, Limited. Thank you for taking time to join this 
analyst meeting for the six months ended September 30, 2014.
Without further ado, let’s start the presentation.
Please turn to page 2.
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The following three points summarize today’s presentation. 
First, consolidated ordinary revenues, ordinary profit and net income 
increased significantly. This was mainly led by: (i) wider positive spread 
at Dai-ichi Life; and (ii) improved earning capacity at Dai-ichi Frontier 
Life, thanks to the financial initiatives we have been taking and a 
favorable financial environment. The Group’s EEV increased to more 
than 5 trillion yen, a record high, with each group company growing on 
the back of favorable insurance sales and financial conditions.
Second, we made good progress in the 3-year management plan ‘Action 
D’, owing to various growth initiatives. Since many of the management 
objectives are expected to achieve their targets ahead of schedule, we 
are considering the possible renewal of our medium-term management 
plan.
Third, we have not changed our capital adequacy target for March 2015. 
This is because the expected increase in risk following the acquisition of 
Protective Life has been more than offset by an equity issuance and our 
profits. 
The establishment of regional headquarters in North America and the 
Asia-Pacific region in order to formulate a “Trilateral governance 
supporting sustainable growth”, is in progress.
Please turn to page 4.
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As already explained in detail during the conference call held on 
November 14, our consolidated financial results are as shown here.
We significantly increased both top line and bottom line YoY –
increasing our ordinary revenues by 16%, ordinary profit by 50% and 
net income by 157%.  
We revised our ordinary revenues and ordinary profit forecasts 
upwards, which I will explain in detail later. 
Please turn to page 5.
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I will explain each Group company’s business results.
Premium and other income of Dai-ichi Life on a non-consolidated
basis increased by 5% YoY due to favorable sales of single premium
whole life insurance. Its net income increased by 82% YoY due to its
increased investment income and decreased investment expenses.
DFL accelerated its favorable sales momentum throughout the
second quarter, increasing its premium and other income by 60%
YoY to 955.8 billion yen. Although DFL increased its provision for
policy reserves due to favorable sales, it recorded 2.7 billion yen of
net income, and turned profitable compared to the first half of the last
fiscal year. This was mainly attributable to the contribution of an
improvement in GMMB-related gains/losses due to stable market
trends, as its underlying earnings capacity increased along with an
increase in policies in force.
TAL in Australia increased its premium and other income by 25% YoY
on an AUD basis. With its claims experience broadly stabilized and a
favorable impact of lower interest rates in Australia, TAL significantly
increased its net income by 141% YoY.
Please turn to page 6.
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I will explain our earnings guidance for the fiscal year ending March 
2015.
We revised our consolidated ordinary revenue forecast upward, as we 
forecast an increase in premium and other income due to favorable 
insurance sales of DFL. We also revised our consolidated ordinary 
profit forecast upward, given the expected increase in investment 
income at Dai-ichi Life under the favorable financial environment.
Although our consolidated net income for the first half of the year was 
high, as we need to consider the potential impact of lowering 
Japanese corporate income-tax rate currently being discussed on our 
financial results, our consolidated net income forecasts remain 
unchanged at this moment. 
Please turn to page 7.
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I will describe our group embedded value as of September 30, 2014. 
Compared to March 31, 2014, our group EEV increased by 860.7 
billion yen to 5,155.4 billion yen as of September 30, 2014, consisting 
of 4,473.0 billion yen of adjusted net worth and 682.4 billion yen of 
value of in-force business. 
Our adjusted net worth increased by 1,041.6 billion yen compared to 
March 31, 2014, due to increased unrealized gains on securities and 
an increase in net assets due to the equity offering by Dai-ichi Life.
On the other hand, our value of in-force business decreased by 180.8 
billion yen as the positive effect of value of new business was more 
than offset by the negative impact of lower interest rates.
We increased the value of new business by 32.1 billion yen YoY due 
to favorable insurance sales in domestic life insurance businesses. 
Please turn to page 8.
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EEV of TAL was 207.4 billion yen at the end of September 30, 2014. 
TAL increased its EEV on an AUD basis mainly by acquiring new 
business and, as a result, increased its contribution to the group EEV 
on an JPY basis.
Please turn to page 9.
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This slide provides an analysis on changes in the Group’s embedded 
value since the previous fiscal year end. For Adjusted EV, the value of 
new business contributed approx. 130 billion yen and the expected 
existing business contribution added approximately180 billion yen.
Items from “value of new business” through “non-economic 
assumptions change”, amounting to approximately 320 billion yen in 
total, were attributable to our management’s actions and accordingly 
can be regarded as organic growth. The organic growth rate, or 
operating RoEV, reached 7.1% in six months. “Economic assumptions 
change” was approx. 280 billion yen.
The change in Group EEV was attributable to a decrease  in interest 
rates (approx. 70 billion yen), and a rise in stock prices (approx. 210 
billion yen).
Please turn to page 10.
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I will explain the change in value of new business (VNB).
VNB for the Group increased by approx. 30 billion yen YoY to approx. 
130 billion yen. The new business margin increased by 0.14 points to 
approx. 5.77%.
The increase in Dai-ichi Life’s VNB was mainly attributable to 
increased sales. DFL’s VNB significantly increased due to an increase 
in sales and a change in product mix. TAL’s VNB declined in both 
AUD and JPY terms mainly as a result of weaker sales.
Now our President, Koichiro Watanabe will update you on the 
progress of our medium-term management plan ‘Action D’, and our 
future strategic direction. 
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This is Watanabe. Thank you again for attending the meeting today.
Now I would like to update you on the progress of our medium-term 
management plan. Please look at page 12.
This slide shows our objectives under “Action D”. As you can see in 
the right column, in each item we are making  good progress and for 
many of them we are expected to achieve our targets ahead of 
schedule.
Today, based on such a favorable situation, I would like to discuss our 
future strategic direction and a very broad impression on possible 
renewal of our medium-term management plan, which we are 
currently considering.
Before that, I would like to quickly review a few performance indicators. 
Please turn to page 13.
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This is our Group’s embedded value trend.
It exceeded 5 trillion yen, a record high, evidencing our efforts to 
increase corporate value by executing business plans consistently.
Please turn to page 14.
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This shows the trend in Group ANP from policies in force, a top-line 
target under ‘Action D’.  It has steadily increased as a result of our 
initiatives, both in Japan and abroad.
Please turn to page 15.



Consolidated net income has been on a rapidly increasing trend, and 
was more than 120 billion yen in the first half this fiscal year.
Please turn to page 16.
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I will explain our domestic business strategies.
As we recognize changes in the social environment and increasingly 
diversified lifestyles and values, in our domestic business growth 
strategy ‘By your side, for life With You Project’, we intend to provide 
differentiated services in which we provide the most suitable products  
that cater to various needs of customers, through the optimal channel.
Under this project, we will continue promoting the integration of the 
face-to-face channel with other channels, by focusing on the 40 
thousand life plan designers, supported by the ‘Dai-ichi insurance 
shops’ and contact centers, in order to better leverage various 
occasions to meet and/or contact customers. Also, as a foundation to 
support such integration, we will form an omni-channel distribution 
network by utilizing ICT that facilitates collaboration among channels.
In sum, we are making the best use of what we possess in the 
domestic market, and, through integration, we are adjusting ourselves 
to the changing environment.
Please turn to page 17.
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This slide shows our knowledge of the current market environment.
The size of the overall Japanese life insurance market is estimated to be 3tn 
yen. As shown on the right side, the market for services with high value-
added consulting remains big and strategically important.  Above all, the 
market for packaged products based on high-value consulting is estimated 
to be the biggest segment in the industry, and the bancassurance channel is 
considered second, due to the huge individual financial savings market. 
In order to be active in these markets, Dai-ichi Life has provided high value-
added products through sales reps, and Dai-ichi Frontier Life has provided 
savings-type products to cater to the changing needs of senior customers. 
In addition, the size of the market in which customers 1) tend to compare 
products, 2) prefer simple products, and 3) are active in seeking information, 
has increased, as shown on the left side. From a long-term perspective, Dai-
ichi Life Group decided to launch initiatives to open new markets through its 
new subsidiary “Neo First Life”. 
Please turn to page 18.
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From now on, we will discuss each domestic company’s initiatives.
Regarding Dai-ichi Life’s core channel, our sales representatives 
channel, we intend to multi-stream it into 3 lines, namely, (i) 40 
thousand Life Plan Designers who form the heart of this channel, (ii) 
Total Consultants who are fresh from college and focus on workplace 
marketing, and (iii) Customer Consultants who primarily take care of 
the maintenance of in-force policies. Thus, we will be able to better 
serve customers with various means of contacting customers.  
At the same time, we intend to strengthen our Life Plan Designers 
because the sale of comprehensive protection products, or high value-
added products, requires a high level of consulting skills. Therefore, 
we pursue selective recruitment and intensive training programs.

Also, I would like to reiterate that the collaboration of the face-to-face 
channel and other channels will become essential from a strategic 
point of view. Therefore, we also pursue (i) the diversification of 
channels, such as corporate individual agents and contact centers, 
and (ii) the coordination with group subsidiaries. Thus, by integrating 
all our resources, we intend to sharpen our competitive edge.
Please turn to page 19.



Now I would like to review our sales rep channel’s performance, giving 
a few examples.
The line graph on the left shows that we have increased the value of 
new business and, at the same time, improved the productivity of the 
sales rep channel.
The graph on the right compares new business margins of Dai-ichi
Life and other domestic life insurers. The graph clearly shows our 
relatively high margin compared to others.  This was attributable to an 
industry-leading surrender and lapse rate and improvements in cost 
efficiency, however, on the back of them, there also were efforts for 
further growth. 
We will therefore continue to develop ‘By your side, for life With You 
Project’, our growth strategy in the domestic market.
Please turn to page 20.
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I will explain the business at Dai-ichi Frontier Life (DFL).
DFL accelerated its strong sales momentum and increased its 
premium and other income to nearly one trillion yen for the first half of 
the fiscal year. Moreover, DFL maintained its position as number one 
in new sales in premium among bancassurance companies for the first 
quarter, the most recent for which comparable data are available. 
Customer needs for savings-type products sold through 
bancassurance channel change rapidly depending on economic 
conditions. As you can see in the upper right graph, the bulk of sales 
came from new products, resulting from DFL’s strong product 
development capabilities, which I have already mentioned. Also, as 
DFL further expanded channel relationships, its average number of 
products offered per channel partner increased to 3.2 as of September 
30, 2014, from 1.5 as of March 31, 2011, as shown in the bottom right 
graph.
Please turn to page 21.
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I will touch upon Neo First Life.
As we mentioned before, Sompo Japan DIY Life will change its name 
to The Neo First Life, subject to relevant regulatory approvals. It is 
expected to start operating its new business in the second half of the 
FY ending March 2016.
With each group company’s strengths in its respective area of 
specialization through its products and channels, we will expand our 
business as a group.  Also, in the future, we would consider a cross-
servicing relationship where we mutually provide products and 
services. 
I will discuss about our international businesses from page 22.



This slide shows our regional selection policies for our international 
business.
With respect to new acquisitions, we continue to seek a balance 
between sustained growth and profit contribution, to pursue further 
growth of our international business in the medium-to long-term.
In terms of regions, we will continue considering opportunities in (ⅰ) 
emerging countries mainly in Asian region for medium-to long-term 
growth, and (ⅱ) developed countries such as in North America and 
Europe to pursue consistent and sizable profit contribution, with 
geographical diversification taken into account.
Having said that, as we have gone through an equity offering for the 
proposed acquisition of Protective Life, we would rather focus on the 
integration process with Protective Life, while carefully examining 
potential acquisitions.
Please turn page 23.
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This slide shows the trend in adjusted net income of international 
businesses.
Profit from international business during the first half of this fiscal year 
has shown a steady growth, with TAL at the top of the list,  thus 
increasing profit contribution to our consolidated net income.
As the profit contribution from international business is expected to   
further increase after the scheduled acquisition of Protective Life has 
closed, we will continue to strive to enhance the value of existing 
operations through active interaction with local management.
Please turn to page 24.
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I will discuss the progress of the Protective Life acquisition and post-
merger integration.
With respect to the procedures for closing of the acquisition, the 
shareholders of Protective Life, in a general meeting held on October 6, 
2014 (local time),  approved the proposed acquisition with a 98.6% 
affirmative vote. Filings with authorities in the U.S. and Japan and other 
formalities for regulatory approvals are in progress. With these efforts, 
the acquisition is expected to close between December 2014 and 
January 2015
As for post-merger integration, senior executives of both companies 
formed a steering committee to have high-level discussions on various 
agendas such as governance structure, business plan, risk management 
etc. In addition, working groups are organized and detailed discussions 
are taking place in order to smooth the integration.
We have successfully completed the retention of senior executives of 
Protective Life.
In sum, every step towards the closing of the acquisition is on track to 
welcome Protective Life as our group member.  
Please turn to the page 25.



As we have explained to investors since the announcement of the 
acquisition, with the closing of the transaction to make Protective Life a 
wholly-owned subsidiary, the Group plans to set up regional 
headquarters in the North America and Asia Pacific regions.  We believe 
the new functionality will help us form “Trilateral governance supporting 
sustainable growth”, where businesses in Japan, Asia Pacific and North 
America grow together.
In North America, we will establish regional headquarters within our New 
York office once we acquire Protective Life.  This will ensure a speedy 
management decision process for the North American business and at 
the same time the enhancement of group governance.
In the Asia Pacific region, a newly established company in Singapore is 
expected to commence operation early in the fiscal year ending March 
2016.  We will start to enroll “glocals” who can accommodate the needs 
of local business with their global based expertise in the regions, and we 
will make sure that these “glocals” can support the growth of local 
companies, enhance synergies, and at the same time we will make sure 
that governance is enhanced in the region.
In other words, these regional headquarters have missions to promote 
value creation within the regions through enhanced contribution and 
accelerated  growth of local businesses.
Please turn to page 26.

25



This slide explains how we will transfer the functions and authority to 
enhance speedy management decision-making and governance to the 
regional headquarters.
By carefully striking a balance between Group Management 
Headquarters and Regional Headquarters, we will ensure speedy 
decision-maiking and efficient operations in the regions.  Regional 
Headquarters will basically be entrusted with the authority to oversee 
intra-regional matters such as daily monitoring and support of local 
operating companies, while Group Management Headquarters will 
oversee international business strategies as a whole, and make decisions 
on important matters such as mergers and acquisitions, or distribution of 
capital.  
The reporting lines will be simple and clear.  Local operating companies 
will report to RHQs on the day-to-day business.  Important or urgent 
matters will also be reported to Group Management Headquarters in 
order to make the decision process as quick and effective as possible.
We recently initiated the Group Executive Meeting in order to establish 
close tie between local operating companies and Group Management 
Headquarters.
Please turn to page 27.
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I will explain the status of our economic capital adequacy.
Our economic capital at the end of September 2014 increased 
significantly to approx. 6.2 trillion yen compared to the previous fiscal year 
end on the back of the improvements in the financial environment, the 
higher value of new business, and the new issue of common shares.  The 
risk amount also increased to approx. 4.3 trillion yen as the equity market 
appreciated and as we built a USD forward position in anticipation of the 
scheduled acquisition of Protective Life.  Thus, our economic capital 
adequacy ratio improved to 143% from 124% at the previous fiscal year 
end.
The chart also shows a 139% capital adequacy ratio based on a trial 
calculation on our economic capital adequacy ratio assuming the risk 
amount to be increased after we acquire Protective Life.  As the US dollar 
forward position was already built before the yen depreciated against the 
US dollar, and the risk amount of such FX position is already taken into 
account in the September figure, the estimated impact of the acquisition is 
expected to be marginal.
All in all, we still believe we are on the right track to achieve the 130% 
target by the end of March 2015.
Please turn page 28.



Let me explain our shareholder return policy. We set the total payout 
ratio to be 30% of our consolidated adjusted net income under the 
medium term management plan. We intend to pay out stable 
shareholder dividends in the medium- to long-term, taking into account 
factors including our consolidated and non-consolidated financial 
results, the market environment and any regulatory changes
We continue to forecast the current fiscal year’s dividend per share to 
be 25 yen.
Please turn to page 29.
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Finally, we are halfway through our medium-term management plan 
“Action D” that runs from the fiscal year ended March 2014 through the 
fiscal year ending March 2016.  As I explained earlier, we are close to 
achieving most of our targets, even the ones we revised earlier in May, 
well ahead of the schedule. 
Take capital adequacy ratio, for example.  We discussed moments before 
that we are right on track to achieve the target by this fiscal year end.  
With the acquisition of Protective Life, we also see a need to set a new 
target as a global insurance group.  
Also, next April marks our fifth anniversary of demutualization or what we 
call “a new establishment”.
Thus, we are examining a possible renewal of our mid-term management 
plan, and are now discussing new initiatives as displayed on this slide.  I 
would like to accelerate the speed of growth elsewhere in the Group by 
enhancing DSR Management, our value creation management scheme.  
We would review our growth strategies at domestic and international life 
insurance business, strengthen ERM management to support growth, and 
continue the discussion for moving towards a holding company structure.  
We will make an announcement when the time is right. 
Please turn page 31.
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Lastly, I will explain Quasi US-GAAP based earnings figures. As I indicated by the 
term “Quasi”, these figures are not audited or reviewed, and are shown for reference 
only.
The background is that, given our announcement to acquire Protective Life, questions 
by our investors such as “J-GAAP is too conservative. If applying US-GAAP, does 
Dai-ichi Life’s profit level become much higher?” have increased.
We explain the major differences between J-GAAP and US-GAAP in the table in the 
middle. The first point is the treatment of policy acquisition costs. Under US-GAAP, 
some of the policy acquisition costs are recorded as DAC categorized in assets.
The second point is the accumulation method of additional policy reserves. Although 
J-GAAP allows partial accumulation, US-GAAP only allows one-time accumulation.
The third point is retained earnings within liability. Under J-GAAP, there are reserves 
accumulated through recording expenses such as contingency reserve and price 
fluctuation reserves. However in US-GAAP there are no such reserves.
Taking into account such differences of accounting standards, assuming there are no 
provisions for additional policy reserves and retained earnings within liabilities, we 
can expect a positive impact on our profit. On the other hand, in the case in which an 
insurer steadily acquires new business like us, it is fair to say the impact of DAC is 
limited.
Regarding DAC, I will explain in detail on page 32.



In this slide we analyze the impact of DAC.
The graph on the left shows the J-GAAP-based earnings model. By 
recording 100 in policy acquisition cost in Year1, Year1 earnings result 
in net loss.
On the other hand, on the graph on the right, the US-GAAP-based 
model, of 100 in policy acquisition cost, 75 DAC is recorded as an 
asset and will be proportionally amortized over 5 years. Therefore, 
compared to J-GAAP-based figure, Year 1 earnings improve. However, 
Year 2-5 earnings slightly worsen and you can see that the earnings 
for the total period stabilize to a certain extent.
Please note that the overall profit from an insurance contract is 200 
and unchanged, regardless of which standard is applied. 
Consequently, in a case like ours where a similar volume of new 
business is acquired every year and a certain period passes, under 
both J-GAAP and US-GAAP, profit becomes the same and, as a result, 
we believe that taking into account the impact of DAC is not 
meaningful.
Please turn to page 33.
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On this slide I show the calculation method of quasi US-GAAP-based 
earnings figures.
First, to calculate US-GAAP-based net income we exclude the effect of 
various reserves, etc.
The bottom graph shows the results based on financial results for the 
fiscal year ended March 31, 2014. Quasi US-GAAP-based Net income 
exceeded 200 billion yen.
Next, I will explain Adjusted Operating Income (“AOI”). AOI, calculated 
by deducting one-time effects such as capital gains/losses from Net 
income, is an indicator of a life insurer’s core earning capability. 
Analysts and investors uses this indicator for the valuation of U.S. life 
insurers.
By subtracting capital gains and adding almost the same extraordinary 
losses, AOI for the fiscal year ended March 31, 2014 was 207.7 billion 
yen, a similar level as Net income.
Please turn to page 34.
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This is the trend for the past 5 years. You can see that AOI constantly 
exceeded 100 billion yen.
Additionally, AOI divided by adjusted capital is around 8% to 10%, 
higher level compared to J-GAAP-based figures.
Lastly, please note that these earnings figures are calculated as a 
reference in terms of comparison between U.S. life insurers and Dai-
ichi Life and, they are totally different from profit attributable to 
shareholders. As explained before, our shareholder return is 
determined based on total payout ratio of J-GAAP-based consolidated 
adjusted net income.

This is the end of my presentation.
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