
Good afternoon. 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 31, 2018.
Without further ado, let us begin.
Please turn to the next page.



Here are the three points that highlight today’s presentation.
First, I will summarize our financial results for the fiscal year ended
March 2018 and will proceed to explaining our performance indicators.
In addition, I will share our guidance for fiscal year ending 2019 and
review our policy on shareholder returns.
Next, I will move on to our new Medium-term Management Plan
CONNECT 2020 that was released at the end of March 2018 to
reconfirm our business initiatives and also will touch on our capital
policy.
Last, Munehiro Uryu, Managing Executive Officer will explain our
strategy for the Japanese life insurance business.
Please turn to page 3.





I would like to begin by talking about improvement in shareholder
returns.
“Group adjusted profit”, on which the Group bases shareholder returns,
increased from 210.1 billion yen last year to 243.2 billion yen and for
the fiscal year ended March 31, 2018. Our annual cash dividend per
share forecast is 50 yen per share (a 7 yen increase from the previous
fiscal year), which is a 5 yen increase from our initial forecast of 45
yen per share. We also plan a share repurchase of 39.0 billion yen.
Together with cash dividends, we expect total dividend payout ratio to
reach 40%.
We were able to achieve the management objectives for the previous
Medium-term Management Plan D-Ambitious in terms of in-force
annualized net premiums, Group adjusted profit and total shareholder
payout.
Please turn to the next page.



Here are the consolidated financial results of the Group and its major
subsidiaries.
Both revenues and profits increased. Certain one-time factors are
included in these results which I will explain in the next slide.
Please turn to the next page.



This is an analysis of change factors making up consolidated Net
Income.
Group consolidated net income increased significantly from 231.2
billion yen to 363.9 billion yen. However, this was due mainly to gains
on distribution from mutual funds which were affected by fluctuations
in the economic environment. Also, Protective recorded one-time
profit of 90.1 billion yen associated with the reduction of U.S.
corporate tax rates. The Group also recorded a share exchange gain
on the Janus Henderson merger of 33.5 billion yen, which was higher
than the gain on change in equity totaling 12.4 billion yen in relation to
the reorganization of Asset Management One recorded during the
previous year fiscal year and contributed to the increase in profit.
If we exclude these one-time factors, consolidated net income would
be around the same level compared to the previous fiscal year.
Please turn to the next page.



Group adjusted profit, which does not account for temporary
gains/losses associated with reorganization and non-cash valuation
gains/losses, increased from ¥ 210.1 billion to ¥ 243.2 billion. If we
also exclude Dai-ichi life's one-time investment income of
approximately 30 billion yen, Group adjusted profit would be around
the same level compared to the previous fiscal year.
During the fiscal year ended March 2018, we experienced a rise in
domestic and overseas stock prices and a rise in overseas interest
rates. On the other hand, we were faced with a persistent super-low
interest rate environment in Japan. Even under severe environment of
this kind, we managed to secure 200 billion yen level of profit.
Please see the next page.



As previously announced, we expect a decrease in revenues and
profit for the fiscal year ending March 2019. I will explain the details of
factors that contribute to our forecast in the next page.
Even though we expect a decrease in revenues and profit, Group
Adjusted Profit on which the Group bases shareholder returns, is
expected to increase to 230 billion yen from the run rate profit level of
approximately 210 billion yen in fiscal year ended March 31, 2018. We
expect dividends per share of 53 yen, which is a increase of 3 yen.
Please turn to page 9.





This slide provides an analysis of changes in the Group’s embedded
value since the previous fiscal year end.
Although interest rates in Japan declined, increase in new policies and
high stock prices contributed to an increase of EEV by 600 billion yen
from 5.4 trillion yen to 6 trillion yen. Now, I would like to provide a
movement analysis of the Group’s EEV from the end of the previous
fiscal year.
For Adjusted EV, value of new business contributed 190.2 billion yen
and expected existing business contribution added approx. 350 billion
yen.
Items from “value of new business” through “non-economic
assumptions change”, amounting to approximately 470 billion yen in
total, can be regarded as organic growth in EEV. The organic growth
rate, or operating RoEV, was 8.8%.
Please turn to the next page.



Here are the variable factors of EEV classified into domestic life
insurance and overseas life insurance.
For overseas life insurance business, in addition to new policies and
organic growth including expected existing business contribution, the
effect of corporate tax cuts at the end of March 2018 contributed to
the increase of approximately 50 billion yen.
EEV the overseas life insurance business has grown to almost 1
trillion yen.
Please turn to the next page.



This slide shows trends in value of new business. Value of new
business increased to 190.2 billion yen for fiscal year ended March
2018 due to a product portfolio shift to protection-type products at
Dai-ichi Life and increase in sales at Neo First Life. Group new
business margin also improved from 2.9% to 4.3% due mainly to Dai-
ichi Life’s shift to protection-type products.
Please turn to the next page.



Here are value of new business and new business margins for our
three domestic group companies.
Value of new business for Dai-ichi Frontier Life declined as customer
needs shifted to foreign currency-denominated fixed-rate products.
We show value of new business and new business margins new
contracts for Neo First Life based on ultimate unit cost. Competitive
products and favorable sales of insurance for business owners sold
through Dai-ichi Life’s agent network contributed to the increase in
value of new business.
Please see the next page.



Value of new business for overseas group companies are shown here.
Value of new business for Protective was influenced by the lack of
transparency in regulatory trends. Agents maintained a cautious stance on
promoting sales, while sales of variable annuities were sluggish,
Protective strategically decided to revise rates for some fixed annuities.
TAL's value of new business is increased year-on-year due to new
contracts for group insurance in the first quarter.
From this fiscal year we added value of new business for Dai-ichi Life
Vietnam to Group value of the new business. Though EV of Dai-ichi Life
Vietnam is calculated using traditional methods, as the business has
become larger, we decided to disclose the figures. In addition to individual
agents, new sales channels such as bancassurance expanded and both
new business value and margins improved.
In addition, we disclose the value of the new business for our 2 affiliated
companies, one being India's Star Union Dai-ichi Life and second being
Panin Dai-ichi Life in Indonesia, based on the equity ownership share of
Dai-ichi Life. The value of the new business of affiliated companies is not
accounted for in the EV report but we will monitor and account for it in
calculating Group value of new business, which is one of the performance
targets for the current medium-term management plan. As shown in the
graph on the right, Group value of new business including the two affiliated
companies is 191.9 billion yen.
Please go to the next page.



This graph shows the change in Group embedded value between
March 2010 and March 2018 and the movement analysis by category
in accumulated terms.
The annual average growth of this eight-year period is 11.5%,
surpassing the Group target of 8%.
Each year, EV could grow or decline depending on the financial
environment, but in aggregate, value of new business makes the
largest contribution to the growth in EV. Annual average growth of EV
taking into account only value of new business reached 5.7%.
Please turn to the next page.



We announced our new Mid-term Management Plan CONNECT 2020
on March 29, 2018.
It has only been less than two months since the announcement so
today I would like to once again go over our strategy and the direction
we are heading.
Please see the next slide.



First, let us go over the concept of the new Mid-term Management
Plan.
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, persistent super-low interest rates present a
serious threat. Under these circumstances, we thought about what we
have to do to achieve sustainable growth.
The way to increase corporate value is to leverage the 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.



What are the strengths of the Dai-ichi Life Group?
Since our founding in 1902, we have always embraced the concept of
“By your 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.



While we enhance our connection with various stakeholders and
support improvement in quality of life for everyone, we will create
value in the mid- to long-term. As a result, 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, in order to
achieve 8% growth rate of RoEV, we aim to maintain growth rate of 5-
7% to reach 230 billion yen.
I will explain the our expectations for the “three growth engines” in the
next slide.



For the domestic life insurance business, we position the new Mid-term
Management Plan to be the time frame to deploy resources in order to
improve products, services and distribution channels. Our aim is to
increase value of new business while maintaining profit levels. Details
will follow in the “Japanese Life Insurance Business Strategy” section
of this presentation. By executing strategies described on the next
page, we believe that it is possible to accumulate new business that will
lead to future profit growth.
Please see the next slide.



This slide shows the process on how we will maintain and improve the
value of new business and adjusted profit through our strategy of
enhancing our connection with various stakeholder.
Through our three domestic brands we will aim to deliver products
and services that not only provide security and support asset
formation to our individual and corporate customers but also bring
added value by promoting health, as in the case of our newly
launched product named “JUST”. Doing so we would like to address a
wide range of our customer needs.
For 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 doing so, we
will increase contact point with customers who have a wide range of
requirements.
In addition, development of products and services as well as
efficiency in administrative tasks utilizing InsTech will come into full
swing.



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. Details will
follow on the next slide but through various initiative in the overseas
life insurance business, we expect a CAGR in adjusted profit and
value of new business of 20% and 10%, respectively.
For the asset management business, ownership stake in Janus
Henderson reached 15% and became an equity method applied
affiliated company. Together with synergies in cost efficiency, adjusted
profit is expected to increase significantly.
Please see the next slide.



For overseas life insurance and asset management business we are 
strengthening ties with stakeholders in line with the CONNECT 2020 
concept and show processes leading to the maintaining and improving of 
value of new business and adjusted profit.
Protective is expected to achieve high profit growth exceeding market 
growth with a unique business model pursuing synergy between retail and 
acquisition businesses. In Australia and Vietnam, as the competitive 
environment is strengthening, we will maintain leading positions in the 
market through channels diversification and improved value added
products.
Searching new external growth opportunities and we are making full-scale 
efforts to start business in the Mekong region. For smooth establishment 
of subsidiary in Cambodia we involved not only human capital from 
Regional HQ but also engaged talents from Dai-ichi Life Vietnam with their 
accumulated expertise.
Within the Asset Management Business we are able to see Group
synergies one after another. Mutual usage of products and channels
between Asset Management One and Janus Henderson is a typical
example. At the time when Dai-ichi Life invested in the Janus group, we
entrusted Dai-ichi Life's general account asset equivalent of US $ 2 billion,
but now the Protective and TAL also entrusting to Janus Henderson. In
addition, the development of competitive insurance products using the
asset management function is also increasing in volume. We expect that
such efforts will lead to the growth of both asset management business
and life insurance business.
Please go to next page.



Now I will explain our capital policy that supports growth based on the
enterprise risk management framework.
ESR improved from the end of the previous fiscal of 151% to 170%.
Accumulation of value of new business and increase in unrealized
gains were the main factors that contributed to the increase.
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.
Please see the next slide.



Under the ERM framework, we 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 basic principle of this mechanism is that we set a high remittance 
ratio on matured companies such a Dai-ichi Life. On the other hand, 
we suppress the remittance ratio on overseas life insurance business 
with growth potential so that internal reserves can be accumulated so 
that capital can be strategically reallocated. Payout from subsidiaries 
to the holding company (about 70% of Group adjusted profit or 160 
billion yen) is the source of the 40% total payout ratio. The rest is 
allocated to capital enhancement or investment in growth businesses. 
Some recent examples are Neo First Life and establishment of a 
subsidiary in Cambodia. Group companies deploy internal reserves to 
investment opportunities based on their growth phase. For example, 
Protective acquired the individual life and annuity business of Liberty 
Life. Return is realized by setting a hurdle-rate higher than capital
cost. This mechanism enables growth of the entire Group.
Please see the next slide.



Shareholder returns are steadily improving with the growth in Group
adjusted profit.
As explained earlier, we reached total payout ratio of 40% with
shareholder dividends and share buyback for fiscal year ended March
2018.
For the current mid-term management plan, we aim for the same total
payout ratio level of 40% and enhance returns through profit growth.
Please turn to the next slide.



Let us go over our shareholder return policy.
In light of growth in Group adjusted profit, we aim for total payout ratio
of 40% steadily increase shareholder dividends while using stock
repurchases flexibly to reflect changes in net income and other
factors. of course we will enhance returns if there are no investment
opportunities that lead to growth. However, in the case that we
determine there are investment opportunities that will increase
shareholder value and more capital efficient compared to share
buyback, we may flexibly use the share buyback amount for
investment opportunities.
Please note that we are not considering to terminate share buybacks
for a specific M&A at this point in time. The point was to share the
Dai-ichi Life Group’s philosophy in that we have a capital policy with
flexibility in order to support growth of the Group.
This concludes my presentation. Thank you.







Good afternoon. I am Munehiro Uryu, Managing Executive Officer of
Dai-ichi Life Holdings, Inc.
I will now explain our Japanese life insurance business strategy for
the period of the new Mid-term Management plan CONNECT 2020.



For CONNECT 2020, our Japanese life insurance business bears the
slogan By your side for Life, “Just Right” for your life.
Under the key concept More secure, in your own way, we aim to
improve the quality of life of people all across Japan instead of just a
specific group of people.
With people’s lifestyles and values becoming increasingly diverse, we
offer products and services from a customer first perspective that cater
to the needs of each individual customer.
In carrying out this strategy, we will leverage InsTech by utilizing the
latest technology.



First, I would like to talk about market potential.
As you know, ten years have passed since Japan’s total population
began to decrease and this trend will continue going forward.
Particularly, there will be a substantial decrease in the working age
population.
Under such macro-environment, in general, some people doubt further
growth of the domestic market.



With significant changes in the dynamics of the population, there is a
heavier burden put on the working population which supports the social
security system.
The cost of social security moving forward will increase rapidly.
In addition, while insurance premium for social security increases,
benefits that can be received will decrease.



While life expectancy gets longer because of the aging society, the gap
between life expectancy and healthy life span is widening.
Advancements in medical technology help to detect diseases at an
early stage and prevent symptoms from getting worse. At the same
time it lengthens the time required for treatment.
In addition, medical advancements boosts medical costs.
We believe that under such circumstances, there we be a bigger role
for life insurance to supplement the social security system.



People’s lifestyles and values are becoming increasingly diverse.
The so-called Millennial Generation and Z Generation have been
brought up in an environment surrounded by digital gadgets.
As for the senior-age group, which will continue to grow for some time,
cannot be categorized as a single group of elderly people.
In addition, other groups of people that were not so familiar to the
public before are now becoming more recognized such as free-lancers,
LGBT. The number of foreigners are increasing annually and presence
is rising.



This slide describes a typical insurance business model.
First, customers are categorized in to groups depending on gender or
age. “Male in his thirties” would be such an example.
Then, based on standardized requirements that are estimated for each
group, packaged deals would be offered.
The primary channel made up of mainly sales representatives would
be the center of carrying out a fixed distribution method.
In other words, a B2C strategy where the insurance company took a
center roll was the distribution strategy until now.
With this strategy, it would be difficult to grow the business when the
population is decreasing and people’s values and lifestyles are
becoming diverse at the same time.
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This slide sums up what I have mentioned so far.
We will disregard the typical business practice of categorizing
customers in to groups depending on gender or age but view each
person in Japan (population of 126 million) as an individual.
For our distribution channels, other than our Total Life Plan Designers,
we have a variety of channels that customers can choose from.
As for products, we provide product that meet individual requirements
of our customers through our three group insurance companies.



Our multi-brand/multi-channel strategy are already showing results.
Following the negative interest rate policy introduced in January 2016,
sales of both single premium and level premium yen-denominated
savings products have been facing a difficult situation. Under such
circumstances, Dai-ichi Life shifted sales towards protection-type
products.
In addition, sales for both Dai-ichi Frontier Life and Neo First Life
products were up compared to the previous year.
On the group synergy side, distribution of Dai-ichi Frontier Life and
Neo First Life products by Dai-ichi Life’s Total Life Plan Designers and
agents are being implemented and are contributing to the productivity
of sales channels as well as the top-line of both Dai-ichi Frontier Life
and Neo First Life.



Here are the details of our product line-up.
Dai-ichi Life launched “JUST” in April 2018. “JUST” enables customers
to combine a wide range of protection products that appeal to the
young-age group.
Dai-ichi Frontier Life provides products that cater to middle-age to
senior-age group who have various needs to utilize their assets that
includes needs involving inheritance, annuities, management and
distribution of assets. Dai-ichi Frontier Life has secured the leading
position in the bancassurance market.
Neo First Life continues to introduce new unique product concepts
such as “Health Age” and utilizes group resources to introduce
insurance for business owners, a growing market.



We are expanding the selection of channels that customers can
choose from by expanding partnerships with other companies.
In April 2018, we acquired Alpha Consulting Col., Ltd. and turned it to a
wholly-owned subsidiary.
Our aim for such acquisition is to gain management know-how from
agents. We also believe that we will be able to develop new products
swiftly as we will be able to grasp was is demanded by customers in
the agent market.
In addition, by teaming up with companies who have a specific
customer base, we will gain access to those customers as well.



This slide describes the concept of the domestic life insurance
business for the period of the previous mid-term management plan.
As shown, we have offered excellent health support services and
ensured customers’ peace of mind during important moments
throughout the lives of our customers.



During the period of the new Mid-term Management Plan, we take the
concept a step forward by always being close to our customers.



The significance of life insurance until now has been to ensure
payment of benefits in time of need.
Needless to say, this is of course something that life insurers need to
fulfill. During the period of the new Mid-term Management Plan, we will
provide added-value to improve quality of life and always be close to
our customers.
“Kenko Dai-ichi” app will serve to be close to the daily life of customers.
By fully leveraging technological advancements, we continue to offer
services that fit into daily life.



We are engaging in partnerships with prefectural governments and
national research centers throughout Japan.
Through these partnerships, we are able to provide customers with
valuable information. We are also able to attract customers by holding
seminars together with partners who have extensive knowledge.
We believe that our strength of having a industry top-class network will
contribute to the improvement in the quality of life of our customers.



Through these initiatives we aim to increase in-force policies in Japan
by 3 million or an increase of 20% in the next 10 years.
Amid the decline in total population, we will strive to increase in-force
policies to total population ratio by gathering support towards the Dai-
ichi Life Group.
By achieving growth in the domestic market, we hope to contribute to
the growth of the entire Group.
This concludes my presentation. Thank you.











































67





















This page shows the reconciliation of Dai-ichi Life’s fundamental profit
to net income. Adjustments related to provision for (reversal of) policy
reserves associated with minimum guarantees are made to
fundamental profit.
Adjusted fundamental profit increased from the previous year because
of an improvement in positive spreads and capital gains that was in
part offset by a decline in gains from core insurance activities. In
addition to factors such as the weaker yen and increase in investment
returns, positive spread increased because of an increase in income
from interest and dividends resulting from investment revenues from
gains on distribution from mutual funds. Provision for policy reserves
to fill the gap between the company’s assumed rate of return and
standard rates increased by 37.0 billion yen but was more than offset
by the improvement in positive spread and capital gains.
Please turn to page 10.
















































































