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Introduction ot Lire

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

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

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

|dentify growth areas in the medium to long term



Three Brands Strategy:
= Domestic Life Market and Dai-ichi Group =
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Optimizing three brands and diversified channels to cater to the changing needs of our

customers
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Three Brands Strategy: By your side, for life
= React to the Shift in Channel Distribution = Eineoa)

Optimized product & channel mix to cater to the changing needs of the customers
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Three Brands Strategy: By your side, for life
= Changing Customer Needs = L oArichiLiFe

Balance of public and self-protection in life insurance
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= Growth in Medical and Saving Products = CEEE
Annualized net premium of medical Outstanding balance of single
and other products premium individual annuities
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Strengthening Sales Channel By your side, for life
= Results from 1H FY Mar-16 = oA Liee

» 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)

Number of Sales by Products

600,000

500,000

400,000

300,000

200,000

100,000 -

65%

545k 546k

| Others — 60%

e

Single A38

i I remium ==

oo e TEED
whole life

|
witerm rider I
I (conversion) 45%

50%

40%

FY2014 1H FY2015 1H

Share of Medical & Nursing
In Value of Gross Sales
Revenue

/

Assist Seven
CrestWay
(Jan2014)

Medical Yell “Anshin” Relay

Medical Switch Plan
(Jan2011) (Jun 2015)

2009 2010 2011 2012 2013 2014 2015.2

(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 busine336



Strengthening Sales Channel By your side, for life
= Number of Total Life Plan Designers = CRET

Our core sales channel “Total Life Plan Designers” has been stable
Some concern over recent decline

Indexed based on FY2004
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Strengthening Sales Channel
Tough Time for Sales Representatives L oAricLiFe
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Recruitment & Training

Decrease in working
population
Labor shortage
Workers’ market

Image of volatile
compensation

Premature
turnover

Consulting Abilities

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

Diversified needs make
consulting task even more

sophisticated
(inheritance process etc.)

Comprehensive
knowledge for comparison
needs
(financial environment,
financial planning, peer
comparison etc.)

Customer Contacts

Polarized wealth,
youngsters stay away
from insurance

Securities measures
in the workplace limit
activities of sales
representatives

Smaller commission on
limited death coverage or
on policies w/o death
protection

Initiatives to maintain quality and quantity of sales representatives




Strengthening Sales Channel By your side, for life
= Channel Distribution of Dai-ichi Life Group = =D

Now Year 2020
o Gustomer consUtal® _ation)/  Multi-lining
o 2015 ing care of policteS ™ of dedicated
§ 1987 Total consultants channel
8 (Newly recruited channel for workplace)
I | o
Q =5 . . Sales of Dai- ‘ot i
2 | B Total Life Enhanced productivity | icni Frontier S;pgésstilggggn
— S : it ; products by
S | 3 Plan Designer (Sophistication) Designers
Q
o
®
> e
tg 2000 Diversification
ar Agents (expand partnership) /  Of channel
hc',ﬂ;e Sales by in-house staff, Dai-ichi Life Insurance Shops > Utilize all
resources
Non face to _ . .
tace Call centers, home page (accept requests for literature & policy maintenance) available
MUIti- 2007 h; The Dt Forter L rare o, L [BoESWVWWE]ZEVSENIC:
brand Bancassurance *AD7ERMES
strategy 2015 Walk-in shops B 9




Strengthening Sales Channel By your side, for life
= Initiatives set in mid-term business plan = LoaricHiure

Sophistication of Total Life Plan Designers

Comprehensive change in channel management to enhance productivity, maintain designer force

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

Multi-lining of sales representatives and diversification of channels

Increase Total

Consultants
(Extended presence)

Expand Customer Increase agents
Consultants and partners
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Strengthening Sales Channel By your side, for life
= Sales of Dai-ichi Frontier Products by DesignersCEElD

. Total Life Plan Designers should be able to give comprehensive consultation,
Aim of the : : e : . . o
Desi including sophisticated financial products, to meet the diversified needs of the
S GNEE customers
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Identify Opportunities over the Long term By our side, for lite

= Insurance tech = aarm

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

Insurance tech
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0 - N

Underwriting Healthcare Marketing
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Identify Opportunities over the long term
= Insurance tech =

___C Medical check-up data, statement
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activities to promote health
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Flnally @

To achieve sustainable growth

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

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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Investor Contact

The Dai-ichi Life Insurance Company, Limited
Investor Relations Center

Corporate Planning Department

+81 50 3780 6930

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.



