
This is Seiji Inagaki of Dai-ichi Life Holdings, Inc. Thank you for
joining our conference call on such short notice.
Today, at 16:30 (JST) we announced the New Medium-term
Management Plan, “CONNECT 2020” that covers fiscal years from
2018 to 2020. I will begin by talking about our strategic direction in
the new plan. Next, Tatsusaburo Yamamoto, Managing Executive
Officer, will share the details of new mid-term management plan
strategies.
Finally, Masamitsu Nambu, Director, Managing Executive Officer of
The Dai-ichi Life Insurance Company, Ltd. will provide details on the
new product we launched on March 22, 2018.
Please see the next slide.



Before we go into the concept of the new plan, let me first reflect a
little bit on the current mid-term plan “D-Ambitous”. During the
period of the plan, we set out to expand and diversify our business
foundation with the “three growth engines” that refers to the
domestic life insurance business, the overseas life insurance
business and the asset management business. This enabled us to
periodically enhance profit growth. At the same time, we
implemented a global governance structure to support this growth
with our transition to a holding company structure and
establishment of overseas regional headquarters.
For the new plan, we focus on organic growth by leveraging the
business foundation we have built so far.
Please see the next slide.



The life insurance industry is going through rapid change due to
demographic changes and technological advancements. While there
are diverse and sophisticated needs of our customers, we are in an
intensely competitive market with new entrants from different
industries. In addition, with persistent super-low interest rates, we
cannot deny the fact that we are facing a tough situation. Under
these circumstances, we thought about what we have to do to
achieve sustainable growth.
We come to an understanding that the ways to increase corporate
value are to leverage our strengths we have built over a history of
more than a hundred years, and to build stronger relationships with
customers, communities, business partners and group companies
and provide products and services that add to the quality of life of
people with diverse lifestyles.
This notion of stronger “CONNECTION” is the key concept of the
new medium-term management plan.
Please see the next slide.



It has been about a year since I became president. During this time,
we identified the strengths we have as a group and discussed how
the Dai-ichi Life Group can bring value to stakeholders and improve
quality of life.
Since our founding in 1902, we have always embraced the concept
of “By you side, for life” with our customers. We have a history of
taking up numerous challenges to innovate, while carrying out our
mission to address social issues through our life insurance business.
We have managed to build a strong business foundation and our
diverse talents and partnerships which enabled us to provide
products and services that cater to customers needs no matter what
they are to improve quality of life. We have always been ahead in
innovation. This history has built our strong brand value and made
the Dai-ichi Life Group strong.
Please see the next slide.



To achieve sustainable growth through addressing social issues, we
need to co-create social value with our stakeholders in addition to
leveraging our strengths that we built through our history of over a
century. Specifically, we will promote health and provide stability to more
people’s lives through insurance to improve quality of life. I will explain
the four “CONNECT” circles shown on this slide.
“CONNECT better with customers” reflects philosophy that customer
comes first. We will enhance and diversify our distribution channels and
offer products and services that support improvement in quality of life.
We will explain later on in our presentation about our new product “Just”
launched on March 22nd with industry first concept of providing discount
for submitted health check-up.
“CONNECT deeper with communities” is to contribute to promoting
health and addressing social issues through our business in
communities we serve.
“CONNECT with diverse partners” is for us to partner with companies
inside and outside the insurance industry that have diverse strengths and
can support us in catering to changing needs of customers and society.
“CONNECT tighter as a group” is to create synergies between group
companies to support growth. In Japan, our initiatives to enhance our
multi-brand and multi-channel strategy reflects this idea.
Please see the next slide.



Earlier, I mentioned about rapid changes in the surrounding
environment. On this slide, we will describe the surrounding
environment and respective core initiatives for our “three growth
engines”.
Driving innovation, enhancing enterprise risk management and
promotion of diversity & inclusion are important elements to support
our growth. Some effects of Core Initiatives raised here will be
reflected beyond the time frame of the “CONNECT 2020” mid-term
plan. Tatsusaburo Yamamoto will explain about our respective goals
and expectations later on.
Please see the next slide.



To sum up, despite major changes in the business environment we
aim to create value through consistently addressing social issues,
and have accelerated growth by transforming ourselves. As a result
of such efforts, our group profit periodically increased from the level
of tens of billions at the time of our listing to the level of 100 billion
yen, and most recently increasing to the 200 billion yen level.
During “CONNECT 2020”, our growth phase will shift from the
“expand & diversify our business foundation” phase to “organic
growth by leveraging our global business foundation” phase. By
focusing on our Core Initiatives, we expect a CAGR of 5-7% and
reach a profit level of 250 billion yen by the end of fiscal year 2020.
With the anticipated effects that will be realized in the post
“CONNECT 2020” time frame, we expect 5-7% growth to continue
on in the mid- to long-term and we aim for profit levels of 300 billion
yen on an organic growth basis.
This concludes my explanation. Now, I would like to hand it over to
Tatsusaburo Yamamoto, Managing Executive Officer.



Thank you. This is Tatsusaburo Yamamoto. From here on, I will
explain the quantitative targets, core Initiatives and anticipated
results.
Our quantitative targets are split into mid-term management
objectives and mid- to long-term visions. Objectives for Group
adjusted profit and Group value of new business for fiscal year 2020
are 250 billion yen and 230 billion yen, respectively. We maintain our
mid- to long-term vision for RoEV at 8% of average growth and aim
to control ESR between the range of 170% to 200%.
Please see the next slide.



We expect Group adjusted profit for FY2017 to reach approximately
230 billion yen. However, as explained during the Q3 financial results
conference call, run rate profit level, which excludes one time factors
from high stock prices, is approximately 210 billion yen.
By focusing on our Core Initiatives, we expect organic growth
(excluding one-time factors) of 5-7% and reach 250 billion yen by the
end of fiscal year 2020. As for value of new business (VNB), in order
to achieve 8% growth rate of RoEV, we aim to maintain growth rate
of 5-7% to reach 230 billion yen.
Please note that for our VNB objective, we will take into account
VNB of Dai-ichi Life Vietnam and our two affiliates in addition to our
three domestic subsidiaries and two overseas subsidiaries.
I will explain our Core Initiatives and anticipated results using the
following sides.



For the domestic life insurance business, we will deploy resources to improve
products, services and distribution channels. Our aim is to increase VNB while
maintaining profit levels. This slide does not show specific figures because the
results for fiscal year 2017 are not fixed as of today but we will provide more
details at the financial results briefing scheduled in May.
In the aspect of product and services, through our 3 domestic brands we will aim
to deliver products and services that not only provide sense of security and
support assets formation to our individual and corporate customers but also bring
added value by promoting health like in case of newly launched product named
“JUST”. Doing so we would like to address wide range of our customer needs.
And in the aspect of sales channels, we will improve the consulting capabilities of
our Total Life Plan Designers to further expand sales of savings-type products
from Dai-ichi Frontier Life. Additionally, we will actively promote multi-channel
distribution by enhancing our relationship with existing partners, agents and also
will reach out to outside partners anticipating changes in social and customer
needs.
In other words, our three domestic life insurance companies will not operate
individually but will mutually utilize distribution channels (multi-brand & multi
channel) to promote their products and services to increase overall VNB. As a
result we also expect improvement of efficiency and also contribution to our
growth efforts.
Please see pages 19-23 of the Medium-term Management Plan “CONNECT
2020” Covering FY2018-2020 news release for more details. Our efforts to
improve productivity through innovation in technology is explained on page 12 of
this presentation.
Please see the next slide.



For the overseas life insurance business, an increase in profit is
expected through organic growth in each market we operate in,
while we explore new opportunities for mid- to long-term growth.
In developed countries, we concentrate on securing a certain level of
growth and stable profit stream. For emerging countries in Asia, we
focus on the top line growth and expand market share through
enhancement of core distribution channels.
We continue to anticipate high profit growth above the market
average for Protective with its unique business model that pursues
synergies between its retail and acquisitions businesses. We expect
TAL to remain the market leader through diversified channels and
further added value to products.
Also, we will move forward towards realization of business
opportunities in Mekong Region including other opportunities that are
abundant in emerging markets.
As a result, we expect a CAGR in adjusted profit and VNB of 20%
and 10%, respectively.
Please see the next slide.



For the asset management business, while we set to benefit from
the growing global asset management market, we pursue synergies
between group life insurers as well.
As for asset management at Dai-ichi Life, we emphasize risk control
assuming the current low interest rate environment continues. At the
same time, observing possible changes in the future, we also
engage in sophisticated asset management (e.g. investment in
growth areas).
In addition to synergies between Asset Management ONE and
Janus Henderson, we anticipate further profit contribution and
growth through mutual utilization of highly competitive products and
distribution channels.
We also pursue global synergies by sharing the expertise of the two
asset managers with life insurers within the group. We also pursue
global synergies by sharing the expertise of the two asset managers
with life insurers within the group. Currently aiming to make an
affiliated company we are promoting buying additional shares of
Janus Henderson as well. As a result of all these initiatives, we
expect significant growth in adjusted profit for the asset management
business.
Please see the next slide.



As for driving innovation with InsTech, by utilizing cutting-
edge technology, aiming to offer more user-friendly products
and services for customers. As a result it will be possible for
around 80% of insurance related processes beginning from
conclusion of agreements to claim benefits to be completed
in the presence of the customer. On the operation side,
productivity will improve through digitalization, direct
functionalities, AI and robotics, and will allow to shift around
2100 skilled employees to our business growth areas.
With the establishment of “Dai-ichi Life Innovation Lab”,
cooperation within the group and partnerships with
companies outside the life insurance industry will expand.
This will support the creation of new markets and competitive
advantages. We plan to expand the insurance business
domain, tap into related businesses and engage in initiatives
catering to the senior age groups.
Please see the next slide.



For enterprise risk management, we continue to secure the balance
between profit, capital and risk, which supports sustainable growth.
By enhancing the fundamental growth capacity of each group
company, we aim for profit growth and average EV growth of 8%
while we reallocate internal reserve for selected growth opportunities.
The implementation of international capital regulations have been
postponed to 2020 or later. During this period, we aim for ESR
between the range of 170% and 200% through risk controlling based
on the business environment of each market and financial situation
of each business.
The target total dividend payout ratio based on Group adjusted profit
is 40% for the time frame of the new mid-term plan.
Please see the next slide.



Finally, I will talk about diversity and inclusion. Our aim is to increase
productivity and competitiveness of each employee and the
organization that supports our initiatives we focus on. We do this by
respecting each others individual traits and creating a working
environment where each employee can work with high motivation.
We will create further synergies through sharing our expertise and
concept of “respecting each other, learning from each other and
growing together”.
This concludes my presentation on the overall strategy of
“CONNECT 2020”.
Next, Masamitsu Nambu, Director, Managing Executive Officer of
The Dai-ichi Life Insurance Company, Ltd. will provide details on the
new product launched on March 22, 2018.



This is Masamitsu Nambu of The Dai-ichi Life Insurance Company,
Ltd.
I will explain Dai-ichi Life’s new product named “Just”.
The launch of “Just” is a core initiative to enhance the domestic life
insurance business which is one of the three growth engines of the
new mid-term management plan “CONNECT 2020”.
Please see the next slide.



Since our founding in 1902, our management philosophy has been
“Customer First”. We have especially responded to the expectations of
customers and society from an economic perspective.
With the change in times, we recognize that we need to respond to
diverse customer needs, contribute to a sustainable social security
system, provide support to solve social issues such as extension of
healthy life span more than ever before.
Under such circumstances, we launched “Just” with the devotion to
deepen our commitment to “Customer First” and stand by our
customers, improve quality of life of each of our customers and
contribute to solve social issues.
Please see the next slide.



This slide shows how our new product “Just” answers to the various
needs of customers and society with four key propositions.
“Just” is “based entirely on primary policies”, “introduces a new
coverage review system”, “health check-up discount” and introduction
of “new benefits”.
I will explain details in the following slides.



First, I will explain how the “health check-up discount” works.
We developed this discount program to provide extensive support to
people who are health conscious based on the idea that “the first
step to becoming healthy from a health check-up”.
By taking advantage of our network of 40,000 Life Plan Designers,
we are able to visit our customers directly and convey the
significance of health check-up. In doing this, we believe we can
increase the health consciousness of the entire population and
contribute to “extending healthy life span” and “sustainable social
security system”.
A discount is applied if the customer submits their heath check-up
results. A further discount is applied if there are outstanding results
for BMI, blood pressure and blood sugar (HbA1c) levels.
Please see the next slide.



“Health check-up discount” is the outcome of the Company’s InsTech
initiatives.
Through in-depth analysis of information from over 10 million in-force
policies, we found that there is a significant difference in risk of
mortality and certain diseases between those who received health
check-us and those who did not.
We reflected the results of our data analysis to discount levels.
Please see the next slide.



Based on Dai-ichi Life’s big data analysis three indicators BMI,
blood pressure and blood sugar level turned out to be significant
to determine health condition.
As shown on this slide, if the results of the three indicators
deteriorate, the risk of three major diseases, physical disabilities
and need of nursing care is increasing. It is therefore important to
control the three indicators within the proper result range.
Please see the next slide.



Next, I will explain the new benefit for diabetes.
Diabetes is difficult to cure and causes implications such as
nephropathy, retinopathy or neuropathy. If symptoms become severe,
it can cause dialysis, blindness or amputation of hands and legs,
which has an adverse effect on quality of life.
In order to prevent deterioration of quality of life, we introduced
benefit for “complications from diabetes” to support early medical
treatment.
Please see the next slide.



Next, is the concept of combining primary policies.
Until now, riders were added to primary policies. From now,
customers can select a combination from a selection of 17 policies,
offering tailored coverage to each customer.
“✔” is marked for health check-up discount applicable products.
Please see the next slide.



Here are some examples of product combinations.
As you an see, we offer more tailored options to answer to customer
needs.
Please see the next slide.



Here, we sum up what “Just” offers.
We will communicate to customers what “Just” offers with a clear
message that it can be “tailor-made”, offers “broad coverage” and
offers a “discount”.
Please see the next slide.



I will now touch on product pricing following April 2018.
Our pricing principles are based on securing profitability,
competitiveness and promotion of health.
We lowered assumed rates of return for savings-type products in
April 2017. This time we lower assumed rate of return for protection-
type and business owner insurance.
We aim to maintain value of gross sales revenue at current levels by
offering fulfilling coverage reflecting customer needs.
Please see the next slide.



CONNECT 2020 focuses on the connection between customers,
society and Dai-ichi Life.
We offer products and services that support the improvement in
quality of life with “Just” and “health check-up discount”. By teaming
up with local governments we aim to contribute to sustainable social
security. We hope that these initiative will gain support from
customers and society and lead to expansion of market share and
sustainable growth of social value.
This concludes my presentation. Thank you.




