
Good morning. I am Seiji Inagaki, President and Representative
Director of Dai-ichi Life Holdings, Inc. Thank you for taking the time to
join this analyst meeting for the fiscal year ended March 2017.
Without further ado, let us begin.
Please turn to page 1.



This slide summarizes the topics we are going to cover today.
First we will discuss our financial results and then economic value-
based indicators. We will then go over the guidance for this fiscal year
and shareholder returns.
Following that, I will discuss initiatives for this fiscal year, the last year
of the medium-term management plan, and my thoughts for the next
medium-term management plan.
Please turn to page 3.





Here are the highlights of the Dai-ichi Life Group’s financial results.
The Group’s revenues were down while profit was up year-on-year.
During the fiscal year, starting with the introduction of negative
interest rates and events such as the Brexit referendum and the
United States presidential election, came with impacts that the market
did not expect. In this environment, net income increased by 29.6%
year-on-year, a significant achievement reflecting Dai-ichi Group’s
continued efforts to diversify its business and geographic portfolio.
The overseas life insurance business and asset management
adjusted profits accounted for 28% of consolidated net income.
The newly defined “Group Adjusted Profit” on which the Group bases
shareholder payout from the fiscal year ended March 2017 was 210.1
billion yen, and we made an upward revision to our annual dividend
forecast to 43 yen per share (8 yen increase from the prior year) from
our initial forecast of 40 yen per share (5 yen increase from the prior
year). We also resolved a share repurchase of 23.0 billion yen and
expect total shareholder payout to be 73.7 billion yen (total payout
ratio of 35%).
Please turn to page 4.



Here are the financial results of the Group and its major subsidiaries.
Consolidated ordinary revenues were down by approximately 900
billion yen. In addition to controlled sales of yen-denominated single
premium savings-type products in the domestic life insurance
business, Dai-ichi Frontier Life’s premium income decreased
significantly in light of growing uncertainties in the financial markets.
Ordinary profit and net income both increased year-on-year and
surpassed the annual forecast announced in November 2016.
Affected by the financial markets, profit at Dai-ichi Life decreased
year-on-year and fell short of the Company’s annual forecast.
However, profits for Dai-ichi Frontier Life increased significantly
because of a reversal of policy reserves related to market value
adjustment in light of the rise in interest rates in Japan and elsewhere
during the later half of the fiscal year. For the overseas life insurance
business, investment gains were favorable because of the rise in
interest rates and improvements in corporate bond spreads. Also,
improvements in profitability for death protection products towards the
end of the fiscal year in Australia and contribution from the block
acquisition business in the United States contributed to the increase
in profit year-on-year and helped profit to surpass the Company’s
forecast in both regions.
Please turn to page 5.



As for European Embedded Value (EEV) at the end of March 2017, we
disclosed a detailed report on May 19.
Group embedded value at the end of March 2017 was 5.5 trillion yen, an
increase of approximately 850 billion yen from 4.6 trillion yen at the end of
March 2016. Here I will explain the fluctuations of the Group’s EEV from
the end of March 2016.
Compared to Group EEV (including adjustments relating to shareholder
returns) at the end of March 2016, there was an increase in value of new
business of approximately 145.5 billion yen, an increase in value of in
force business of approximately 33 billion yen relating to the acquisitions
by Protective Life and an increase in expected existing business
contribution of approximately 400 billion yen.
The contributions from value of new business to non-economic
assumptions change can be considered organic growth in EEV which
totaled approximately 490 billion yen, a growth rate of 10.7%. Economic
variances were approximately a positive 400 billion yen due to a rise in
interest rates and stock prices.
Positive impacts to EEV from Dai-ichi Life were the value of new business
of approximately 110 billion yen, approximately 300 billion yen from the
effect of the rise in domestic interest rates and approximately 220 billion
yen from the effect of the rise in stock prices. Negative impact to EEV from
Dai-ichi Life was approximately 100 billion yen from fluctuations in foreign
securities. For other major group companies, EEV increased overall due to
an accumulation of value of new business and improvements in the
financial environment.
Please turn to page 6.



I will explain the change in value of new business (VNB).
During the fiscal year ended March 31, 2017, the Group controlled sales of
yen-denominated single premium savings-type products in light of lower
interest rates in the domestic market. On the other hand, Dai-ichi Life
increased the sale of level payment individual annuities, and Dai-ichi
Frontier Life increased sales of foreign currency-denominated fixed
products.
Dai-ichi Life invested in the sales representative channel for the future,
which put pressure on expenses for new sales. Together with the change
in product mix, the value of new business at Dai-ichi Life deteriorated. As I
will explain later on, in the review of the medium-term management plan,
Dai-ichi Life will focus on shifting the product mix to protection-type
products while maintaining productivity of the sales representatives and
expects an increase in value of new business.
At Dai-ichi Frontier Life, sales volume of foreign currency variable products
declined and reduced the value of new business.
In overseas markets, in the United States, where Protective engages in its
business, sales of annuities decreased in anticipation of a tightening of
regulations. Protective was affected by this as well. Protective Life’s VNB
decreased marginally but because of the acquisition of blocks of term
insurance business, EV increased by approximately 33 billion yen.
Next I will explain economic capital adequacy. Please turn to page 7.



Economic capital adequacy of the Group as of March 2017 improved to 132% from 98% as of
March 2016 mainly because of accumulation of value of new business, issuance of perpetual
subordinated bonds, and improvements in the economic environment.
Regarding economic capital adequacy, in the press release dated March 31, 2017, we
changed our initial target of 170% to 200% to be reached by the end of this fiscal year to a
mid-to-long term vision. This reflects the fact that the Company will implement a long-term
growth strategy in order to secure soundness through profit growth without being affected by
short-term economic conditions. It is necessary to have a management strategy that take into
consideration various factors, including adequate control of risks based on the financial
environment, accumulation of accounting profit that is to be the source of shareholder returns,
and allocation of capital to growth areas.
Considering the long-term nature of managing the business based on the length of insurance
contracts, we still believe that economic value indicators are an extremely important
barometer. On the other hand, economic value indicators are based on the assumption that
current economic conditions imply the materialization of future economic conditions. We
believe that it is necessary to be careful in times when the central bank introduces a
monetary policy to temporarily control the yield curve.
In addition, a more sophisticated economic value indicator is necessary. For the valuation of
insurance liabilities, mortality rates and morbidity rates are taken into account. For the
valuation of risk amounts, the investment portfolio is taken into account. As such, reflecting
certain asset management aspects to the discount rate would increase the link between
liability valuation and asset valuation. So the Group decided to allow the portion of market-
price yield of assets that exceed the risk free rate to be accounted in the discount rate in
making valuation of insurance liabilities. That change in model led to a new economic
solvency ratio of 151%. The Group will formulate its capital strategy based on this new model
in the future.
Please look at page 8.



I will explain the developments in the international capital regulation
framework for insurance companies.
The International Association of Insurance Supervisors (IAIS) is
drafting the Insurance Capital Standard (ICS) to be applicable to
Internationally Active Insurance Groups (IAIGs) by the end of 2019.
We are proactively participating in the ICS drafting process.
There are still various specifications that need to be defined before
ICS is standardized as a system by the regulatory authorities of each
country. There are a wide variety of opinions on what approach to
take for the discount rate for insurance liabilities valuation and risk
amount valuation, whether it should rely on a GAAP accounting-
based approach or an economic values approach. Currently, IAIS is
opting for an intermediate approach as an economic value indicator
which should gather a certain level of consent and we are currently
discussing the appropriate level for such an approach.
As a method to measure economic capital adequacy, the Company
formulated a sophisticated model that adds certain spreads that
reflect actual asset portfolio performance to the risk free rate. The
Group believes the approach is broadly shared by the international
life insurance industry in major regions.
Please turn to page 9.



I will explain our earnings guidance for the year ending March 31,
2018.
We forecast a decrease in both revenues and net income. Ordinary
revenues are expected to decrease because premium income from
savings-type products is expected to decrease as we shift to
protection-type products in the domestic life insurance business.
Ordinary profit and net income are expected to decrease because the
magnitude of the reversal of policy reserves related to market value
adjustment recorded at Dai-ichi Frontier was high for the previous
fiscal year. There were also other one-time gains from the overseas
life insurance business that we do not expect for the year ending
March 2018.
Even though we expect a decrease in profit, we aim to achieve a total
payout ratio of 40%, which is our mid-term business plan objective.
We forecast dividends per share to increase by 2 yen to 45 yen.
Please turn to page 10.



I will touch on Dai-ichi Life while explaining the changes in net income
of the group.
Premium rates of certain products at Dai-chi Life were revised
coinciding with the revised statutory standard assumed rate of return
implemented in April. For new business, the Company is required to
accumulate provision for policy reserves based on the standard
assumed rate of return. Thus, we expect an increase in provision for
policy reserves for the fiscal year ending March 31, 2018. This is
expected to be offset by an increase in net capital gains. Net income
of Dai-ichi Life, thus, is expected to decrease marginally.
The forecast for Group adjusted profit is 180 billion yen as disclosed
on March 31, 2017. The main adjustment items are shown on the
right.
Please look at page 11.



This slide explains the new formula for “Group Adjusted Profit”
together with the Group’s basic shareholder return policy.
Please look at page 12.



The Group introduced the concept of “Group Adjusted Profit” in order to
establish a cash flow management system among the companies of the
Group which coincided with the establishment of the holding company and
the introduction of new management. The principle behind the new
definition is sustainable resources for shareholder payout should be based
on cash-based core earnings from Group companies.
Cash is transferred to the holding company from group companies and
becomes the basis for shareholder payout and supporting growth in
capital of the subsidiaries growing.
Since the newly defined Group adjusted profit is based on adjusted profit
of each group which will be the source of dividends, the dividends paid to
the holding company by the group companies and shareholder payout by
the holding company have consistency.
Group adjusted profit for the fiscal year ended March 2017 was 210.1
billion yen. The bottom left diagram shows the flow of cash.
The holding company was established in October 2016 so certain figures
are assumptions.
As you can see, for mature companies like Dai-ichi Life, a higher dividend,
in other words, a higher transfer ratio is set. On the other hand, by
controlling the transfer ratio of overseas life insurance businesses that
have high growth potential, we are able strategically support growth in
capital of those subisidiaries.
The remittance ratio of payments to the holding company from Group
companies are approximately 60% and also shareholder payout based on
cash remittance to the holding company, in other words, payout cover is
also approximately 60%.
Please look at page 13.



The Group forecasts 45 yen per share cash dividends for the fiscal
year ending March 2018, a two yen increase and, if achieved, it would
represent five consecutive years of dividend increase.
The Group aims to improve cash dividends over time as the Group
implements its growth strategy from a medium and the long term
perspective.
The Group announced stock repurchases for three consecutive fiscal
years. The Group will continue to use stock repurchases flexibly to
reflect changes in net income and other factors.

From here I would like to discuss the initiatives for the last fiscal year
of the medium-term management plan and my thoughts on the next
medium-term business plan.
Please look at page 15.





The top graph illustrates the trends in consolidated net income since the
demutualization and listing.
The table below illustrates the trends of certain economic indices. In this
environment, the Group realized growth in net income for six consecutive
years to the fiscal year ended March 2017, extending the diversification of
its business lines and regions. Having said that, excluding the number of
one-time items included in the results for the fiscal year ended March 2017,
the Group Adjusted Profit was 201.1 billion yen, compared with 204.6
billion yen for the previous year. This fiscal year the Group expects to
realize Group Adjusted Profit of 180 billion yen.
At the time D-Ambitious was drafted, the Group believed the low interest
rates in Japan would normalize over a short period of time. The negative
interest rate policy was maintained and last September, however, the Bank
of Japan released a comprehensive review of its policy. That changed the
Group’s assumptions and the Group now takes into account the scenario
in which super-low interest rates will persist for some time beyond the
duration of the plan.
In addition to the assumption that super-low interest rates will persist for
some time, we expect lower profit for the fiscal year ending March 2018
because of the fact that we will be making up-front investments in the
domestic life insurance business in order to aim for sustainable growth in
the future.
Please look at page 16.



For the Domestic Life Insurance Business, the Group continued to
develop several brands sold through several channels in order to
provide best-in-class products and services that best answer the
needs of our customers. Since the start of the medium-term
management plan, the Group invested in sales channels, extending
the duration of training so that sales representatives can make higher
quality consultations. On top of that, the Group has built a system
where contact points, either face-to-face or not, are seamlessly
connected to support sales representatives. And we are witnessing a
number of achievements.
Please look at page 17.



This slide displays some of the achievements.
As we explained during the earnings call, we achieved improvements
in the productivity of our sales representatives. That sales force now
includes more than 2,000 Total Consultants, one of the largest such
teams in the industry. Total Consultants specialize in sales at the
workplace, and their productivity is quite high compared to typical
Total Life Plan Designers. They tend to find more new customers.
Some of the Total Life Plan Designers and Total Consultants are now
able to sell foreign currency-deno9minated single premium savings-
type products offered by Dai-ichi Frontier Life, answering the needs of
customers.
The Group is revitalizing the independent agents channel. The
“Exceed U” annuity products that address business owners’ nursing
care risks helped the Group increase sales among existing partner
agents but also created positive momentum in initiating new
partnerships with other independent agents.
Please look at page 18.



During the fiscal year ended March 31, 2017, the Group controlled the
sale of yen-denominated single premium savings-type products and
introduced annuity products that cater to business owners’ nursing
care risks. On the back of the strong needs for savings-type products,
the Group couldn’t make a clear shift of its product portfolio to
protection-type products.
This fiscal year started with a revision of the standard assumed rate
of return. The Group changed premiums for a portion of its savings-
type products, and maintained competitiveness of the protection-type
products. This fiscal year changed the evaluation system for sales
representatives, the Group in order to realize a shift in its products
portfolio. The new pricing requires the Group to make an incremental
provision for policy reserves that reduces our expectation for
fundamental profits. This follows the Group’s investments in sales
representative channels in the previous fiscal year. However, the
Group has recognized the profitability of the new pricing on economic
value terms and barring any change in economic assumption, expects
a shift to the protection-type products to enable the Group to reclaim
the investment in its sales channels and to lead to an increase in
value of new business.
Please look at page 19.



The integration of technology and the finance business is referred to
as “FinTech”. We call the integration of technology and the insurance
business, “InsTech”. An official internal project team dedicated to
InsTech was launched in April 2017 and the team is considering
various possibilities.
With the Company responding to the protection needs of ten million

policyholders, we have accumulated a rich source of medical big data.
By analyzing this data, we are able to develop new products and
expand the underwriting standards of existing products. This is a
potential strength for our products and services. In order to push
forward this initiative and to have a competitive edge, we believe it is
necessary to expand our customer base.
In addition, automation of paperwork by utilizing robotics and
simplification of back office processes are becoming increasingly
feasible. In addition to expanding the top line through products and
services, we have high hopes that operations will become
increasingly efficient.
Please turn to page 20.



Last December, Neo First Life launched “KARADA KAKUMEI” (“body
revolution”), a new product in which the premium is determined based
on one’s health age rather than actual age, using medical big data.
Customers submit their health checkup results. Based on their health
condition, health age is determined and is reflected to the premium at
the time of renewal. This product is gathering attention as the first
product of its type in the industry where premium rates are lowered as
the customer gets healthier.
In addition, by analyzing medical big data, we are now able to
approach customers who we had to decline in the past with insurance
proposals. This helped to increase the number of insurance policies
by 8,000 on an annual basis.
The “KENKO DAIICHI” (“health as No. 1”) app that we launched in
March this year, reached half a million downloads in one month. The
“FaceAI” functions, which lets you take a look at a simulated image of
your future self, is popular among users. We will be adding more
functions in the future. The app also aims to increase health
consciousness. For example, points are awarded for how much a
user walks and you can exchange the points you earn for actual
products. As the customer gets healthier, it benefits not only the
customer but benefits us as well.
Please turn to page 21.



In the bancassurance market, during the fiscal year ended March
2017, insurance companies, including Dai-ichi Frontier Life, controlled
sales of yen-denominated products in light of negative interest rates.
In addition, throughout the fiscal year, customers were not willing to
take risks in a highly volatile financial environment.
In light of such events, it can be assumed that the bancassurance
market saw negative growth in the first time in five years. Insurance
sales for Dai-ichi Frontier Life also decreased significantly.
On the other hand, following the United States presidential election,
the financial environment has been improving. Dai-ichi Frontier Life
will strive to maintain its position as a major player in the
bancassurance market with a strong product lineup that caters to
various consumer preferences and strong support capabilities to the
backup sales systems of financial institutions.
Please turn to page 22.



During the previous fiscal year, foreign currency-denominated fixed
products which are currently in high demand were introduced. Foreign
currency-denominated variable products were redesigned from a
customer perspective and product competiveness was enhanced. As
for yen denominated products, sales of certain yen denominated fixed
products have started again ahead of other competitors.
For the current fiscal year, competition is expected to intensify as our
peers introduce foreign currency denominated fixed products. Under
such circumstances, Dai-ichi Frontier Life , which focuses on the
bancassurance business, will flexibly develop products that match the
needs of our customers.
In addition, the cornerstone of Dai-ichi Frontier Life’s competitiveness
is its support system for sales agents at financial institutions. Dai-ichi
Frontier Life conducts many training sessions on product knowledge
and communication so that sales agents can provide customers with
product proposals comfortably. By organizing these training sessions
and converting them to proprietary curriculums and increasing the
frequency of these curriculums, we aim to continue to be chosen by
financial institutions.
Please turn to page 23.



Neo First Life was the last to enter the market out of the 41 domestic
life insurance companies. However, by effectively utilizing the
resources of Dai-ichi Group, through InsTech, it has led to product
competitiveness.
It has been two years since it began operations as Neo First Life. Neo
First Life will continue to reflect the requests of its sales partners to its
products, and co-produce products with its partners to meet customer
demands.
Please turn to page 24.



This slide illustrates the monthly number of new policies sold by Neo
First Life. You can see that sales are gaining momentum as the
Company introduces new products.
Please turn to page 25.



Overseas life insurance business contributed 27% of consolidated net
income, bringing in over 60 billion yen in the fiscal year ended March
2017.
The Group operates a balanced portfolio of growing businesses in
developing markets in the Asia Pacific region, and sustainable profit
contributions from developed markets in the North American and
Australian markets. Together, the Group operates in six countries.
For the fiscal year ended March 2016, Protective Life was
consolidated for eleven months following its acquisition and for the
fiscal year ended March 2017, it was consolidated for the full fiscal
year.
In growing markets in Asia, we take Dai-ichi Life Vietnam and Star
Union Dai-ichi Life in India as examples. Both companies posted very
high growth in the past three years.
Please turn to page 26.



The Group expects sustainable growth at Protective Life through M&A.
In the Asia Pacific region, the Group expects robust growth and
further expansion of business areas.
Some companies are expanding further by forming alliances with
sales partners. Protective Life formed an alliance with SoFi and
GEICO following its successful partnership with Costco. TAL formed
an alliance with Qantas Airways. Dai-ichi Life Vietnam is set to
expand through new sales channels at Vietnam Post as a result of
our alliance with Japan Post Insurance.
On top of these developments, the Group will cooperate on InsTech
initiatives.
Please turn to page 27.



Next is on Dai-ichi Life’s investment business and Asset Management
Business.
In the domestic market, we continue to expect low interest rates. Dai-
ichi Life has been increasing its investments in hedged foreign bonds,
but as hedge costs are rising, Dai-ichi Life now makes selective
investments in financial products in 23 currencies in 35 countries,
including credit risks.
Dai-ichi Life initiated investments in project financing and
infrastructure funds and social bonds, leading the Japanese life
insurance industry. These investments in new areas exceeded 100
billion yen in the fiscal year ended March 2017, and are expected to
increase in the fiscal year ending March 2018.
Please turn to page 28.



Janus Capital Group in the United States, in which the Group holds a
20% interest, agreed to merge with Henderson Group which is based
in the United Kingdom. Both shareholder meetings approved the
merger and the new company will be in operation by the end of this
month.
The merger puts us in a position to cover the European market, and
together with Asset Management One which covers the Japanese
market, we have a trilateral structure in the asset management
business.
The Group expects improvements in investments through the
management of ordinary account assets of Dai-ichi Life. Also, we
expect that the companies will mutually make use of their respective
products and sales networks. Lastly, the Group expects merger
synergies at Asset Management One and Janus Henderson.
Immediately after the merger, the Group’s investment in the new
company will fall below 10%, but the Group agreed with the two
companies that the Group could increase its shareholding in the new
company up to 20%. The Group will observe how the post-merger
integration proceeds and consider whether to increase its stake.
Please turn to page 29.



Lastly, I would like to explain my current thoughts on the next
medium-term management plan.
Today, some people say, we live in a “super smart society.” Everything
is connected and it is possible to answer various needs by processing
an enormous quantity of data in real time. In this society, a consumer-
to-business type business is leading the way. Companies like Uber
and AirBnB are growing rapidly as they are capable of providing real
time services based on the analysis of an enormous quantity of data
collected through numerous connected points such as smartphones. I
believe innovators will come to force stark changes to the existing
players, changing the industry itself.
Please turn to page 30.



What should we do in these times of rapid and significant changes?
Until now, I have been communicating to our employees that we need
to react to the changes. But in this rapidly changing environment,
reaction as a passive action would be too late to catch up with the
changes. We need to read ahead of the times and anticipate the
changes. We need to be able to take advantage of the changes.
Since I assumed the position of President, I have been asking
employees to look for innovation in taking advantage of changes.
There should be two types of innovation in our Group: innovation for
existing business and innovation to create new business.
Innovation cannot be always achieved through technologies.
Innovation includes improvements in sales productivity, challenges to
improve independent agent channels and improve sales of Dai-ichi
Frontier Life.
We need to take advantage of efficiency and productivity
enhancements through the analysis of big data to provide value-
added services built around health enhancement, which will
differentiate us from our peers. We position these initiatives as
innovation through revolutionizing the way we work.
Please turn to page 31.



Innovation to create new business means, again, combining outside
data with huge customer data that Dai-ichi Life Group holds internally,
and creating new products and services to make a value proposition
to our customers.
Part of the initiatives for InsTech are already under way, as shown on
this slide. The Group will continue to cooperate within the Group or
with various companies outside the Group.
Please turn to page 32.



Dai-ichi Life Group now combines three domestic life insurance
companies, six life insurance companies in six countries overseas
and two asset management companies. The Group’s human
resources of 70,000 people share and learn from each others’
experiences and best practices to allow us to grow faster.
We have unique opportunities for the managers of each company to
discuss particular issues. We added InsTech as a new discussion
issue.
Please turn to page 33.



Finally, this fiscal year, as we enhance our foundation to achieve
sustainable growth through innovation, we envision the possible rapid
and significant changes in the life insurance market in the future and
we will build specific plans for the Dai-ichi Life Group to develop a
new business model.
Under prolonged low interest rates and an environment where
technology continues to evolve, we will strive to achieve mid- to long-
term growth. We appreciate continued support from our shareholders
and investors.
This concludes my presentation. Thank you very much.


































































































































