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Introduction

Product offerings through three operating companies to meet the 
needs of the customers 

Growth Initiatives for Domestic Insurance Business
～Catering to the changing needs of our customers～

Further strengthen sales channels
Sophistication of Total Life Plan Designers
Strategy for diversification of sales channels

Identify growth areas in the medium to long term
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１．Three Brands Strategy: 
= Domestic Life Market and Dai-ichi Group =

Bancassurance
(level premium, 

protection)

Walk-in 
insurance 

shops 
etc.

Direct, 
Internet

Leaflet, direct 
mails etc.

Sales 
representatives

Bancassurance
(single premium, 

saving)

Prefers comparison, simple 
products & procedures, 

proactively seeking information

Prefers consulting for services with 
high value added

Agents

Eyeing the 
opportunity

Optimizing three brands and diversified channels to cater to the changing needs of our 
customers

Customer 
characteristics

Distribution 
channels

Main players

Market
(maturity, size)

Immature, 
Small

Matured,
Large

Relatively matured, 
Medium

Foreign & 
P/C

players

Foreign, 
P/C & other 

new 
players

players, mutual 

Internet, 
foreign

players, mutual 
associations

Major players
Bancassurance
specialists and 
major players

P/C and 
foreign 
players
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１．Three Brands Strategy:
= React to the Shift in Channel Distribution =

Recently 
bought policies 

through…

Interested in 
buying policies 

through…

Optimized product & channel mix to cater to the changing needs of the customers

(During the past five 

years)

(Asked if he/she would 

buy yet new policies)

(Note)     Direct mail include Internet sales.  Agents includes walk-in shops.  Others include post office, workplace reference and unions and others.
(Source) Japan Institute of Life Insurance “National Survey of Life Insurance Business” based on 4,020 samples out of ordinary families of two or more 

as of April and May 2015.
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Balance of public and self-protection in life insurance

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

2009

2015 Strongly agree that both  
should be provided Rather agree

Public is 
enough

Rather 
disagree

Source) Japan Institute of Life Insurance “National Survey of Life Insurance Business” based on 4,020 samples out of ordinary families of two or 
more as of April and May 2015

１．Three Brands Strategy:
= Changing Customer Needs =

85%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

2009

2015

70％

Priority of further enhancement
(if you believe both public and private protection should be provided)

Strongly agree self-
protection should be 
enhanced

Rather agree

Public should be 
enhanced

Rather disagree
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Annualized net premium of medical 
and other products
Annualized net premium of medical 
and other products

Outstanding balance of single 
premium individual annuities
Outstanding balance of single 
premium individual annuities

(Trillions of yen) (Trillions of yen)

Forecast Forecast

１．Three Brands Strategy:
= Growth in Medical and Saving Products =
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Whole life 
w/rider

(New sales)

Whole life 
w/term rider
(conversion)

Medical 
whole life

Annuities

Single 
premium

545k

Others
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２．Strengthening Sales Channel
= Results from 1H FY Mar-16 =

Sales promotion to increase core products and medical products through 
conversion
・Introduction of partial conversion (June 2015)

Sales promotion to address increased interest in advancement & succession plans
・Expanded age scope for individual annuities (April 2015)

＋15％

＋12％

40%

45%

50%

55%

60%

65%

2009 2010 2011 2012 2013 2014 2015.2Ｑ

Share of Medical & Nursing 
in Value of Gross Sales 

Revenue

Medical Yell
Medical Switch
(Jan 2011)

Assist Seven
Crest Way
(Jan 2014)

“Anshin” Relay 
Plan
(Jun 2015)

63％

＋9％

▲38％

(Note) Value of gross sales revenue is an internal indicator of 
sales which represents present value of future 50 years of 
cash flow from risk margins and loadings of new business.

FY2014 1HFY2014 1H FY2015 1HFY2015 1H
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２．Strengthening Sales Channel
= Number of Total Life Plan Designers =
Our core sales channel “Total Life Plan Designers” has been stable
Some concern over recent decline
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Number of Total Life Plan Designers (RHS) (Number)
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Decrease in working Decrease in working 
population

Labor shortage
Workers’ market

Image of volatile 
compensation

Polarized wealth, 
youngsters stay away 

from insurance

Smaller commission on 
limited death  coverage or 

on policies w/o death 
protection

Premature  
turnover

Sophistication
(taxation, social welfare, 
healthcare, nursing etc.)

Securities measures Securities measures 
in the workplace limit 

activities of sales 
representatives

Diversified needs make 
consulting task even more 

sophisticated
(inheritance process etc.)

Recruitment & Training Consulting Abilities Customer Contacts

Initiatives to maintain quality and quantity of sales representatives

Comprehensive 

comparison etc.)

Comprehensive 
knowledge for comparison 

needs
(financial environment, 
financial planning, peer 

comparison etc.)

２．Strengthening Sales Channel
～Tough Time for Sales Representatives～
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２．Strengthening Sales Channel
= Channel Distribution of Dai-ichi Life Group =

9

Call centers, home page (accept requests for literature & policy maintenance)

2015
1987

Sales by in-house staff, Dai-ichi Life Insurance Shops

Total consultants
(Newly recruited channel for workplace)

2000
Agents (expand partnership)

Non face to 
face

Multi-lining 
of dedicated 

channel

Diversification
of channel

D
edicated channel

A
gents

In-
house

Now Year 2020

Face to face

Total Life
Plan Designer

～ Enhanced productivity
(Sophistication)～

Sophistication
of Designers

Sales of Dai-
ichi Frontier 
products by 
Designers

Utilize all  
resources 
available

Multi-
brand 

strategy

2007

Walk-in shops2015

Bancassurance

2015
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Revision of Sales Force Management
Enhance sophistication through five-year training
Implement compensation system to cultivate consultants

Standardization of activities
Segment marketing based on study of 
customer awareness and action
Cultivate sales potential from existing 
customer base

Competitive products & services
Flexible conversion 
Sales of Dai-ichi Frontier products by 
Total Life Plan Designers

２．Strengthening Sales Channel
= Initiatives set in mid-term business plan =

Sophistication of Total Life Plan Designers
Comprehensive change in channel management to enhance productivity, maintain designer force

Multi-lining of sales representatives and diversification of channels

Expand Customer 
Consultants

Increase agents       
and partners

Increase Total 
Consultants

(Extended presence)

Recruiting Training Productivity
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Aim of the 
Designers

Total Life Plan Designers should be able to give comprehensive consultation,  
including sophisticated financial products, to meet the diversified needs of the 
customers

２．Strengthening Sales Channel
= Sales of Dai-ichi Frontier Products by Designers =

＜Sales Plan＞

Bancassurance

Total Life Plan 
Designers

Start selling two foreign currency-denominated products

In-house Sales force Selected Designers in Tokyo Metro area Nationwide (plan)

May 2015 Sep 2015 May 2016
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Planning medium-to-long term marketing strategies in light of a changing business 
environment triggered by innovation in ICT

ＡＩ

Big 
dataＩoＴ

Underwriting MarketingHealthcare

Insurance tech

３．Identify Opportunities over the Long term
= Insurance tech =
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Healthcare cloud Accumulate PHR

Big data mapping

Insurance tech

Life Protection Program (life insurance 
and services) with personal health 

management

Dynamic premiums based on the health condition or daily 
activities to promote health

Personalized advice & incentives

ICT
Communication

Face to Face 
Communication＋

No medical evidence 
at the signing and 
payment of benefit

Medical check-up data, statement 
of medical expenses, healthcare 
activities & preferences, etc.

Customers

Wearable 
devices 
etc.

Insurance company

３． Identify Opportunities over the long term
= Insurance tech =

Health Log

Healthcare
IoT
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Finally

Adjust channel strategy to the market dynamics, and enhance  core 
channel

To achieve sustainable growth

Faster time-to-market & competitive products through three 
operating companies

Take advantage of the changes and plan next generation life 
insurance business model
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The Dai-ichi Life Insurance Company, Limited
Investor Relations Center
Corporate Planning Department
+81 50 3780 6930

Investor Contact

Disclaimer
The information in this presentation is subject to change without prior notice. Neither this presentation nor
any of its contents may be disclosed or used by any other party for any other purpose without the prior
written consent of the Company.

Statements contained herein that relate to the future operating performance of the Company are forward-
looking statements. Forward-looking statements may include – but are not limited to – words such as
“believe,” “anticipate,” “plan,” “strategy,” “expect,” “forecast,” “predict,” “possibility” and similar words that
describe future operating activities, business performance, events or conditions. Forward-looking
statements are based on judgments made by the Company’s management based on information that is
currently available to it and are subject to significant assumptions. As such, these forward-looking
statements are subject to various risks and uncertainties and actual business results may vary substantially
from the forecasts expressed or implied in forward-looking statements. Consequently, you are cautioned
not to place undue reliance on forward-looking statements. The Company disclaims any obligation to
revise forward-looking statements in light of new information, future events or other findings.


