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CX Design Strategy CX Design Strategy: Overview

We define “CX” as the psychological and emotional value that customers 
experience through all points of contact with Dai-ichi Life Group. Focusing 
on CX enables us to address the improvement of value received by 
customers that goes beyond enhancing the value of products and 
services. It also leads to the identification and improvement of CX issues 
that could jeopardize the value of those products and services.

Source of diagram: “CX strategy: Experience value management that links to the 
customer’s mind” by Tetsuo Tanaka, Nomura Research Institute. Published by Toyo Keizai 
Inc., September 14, 2018.

What does “CX” refer to?

Vision for CX Design Strategy

In our domestic life insurance business, we will proceed to 
deliver four types of experiential values, namely protection, 
asset formation/succession, health and medical care, and 
enhancing connections, to address increasingly prominent 
social issues. By having our customers routinely experience this 
experiential values and emotions that exceed their expectations, 
we will increase fans of Dai-ichi Life Group that would lead to 
our sustainable growth. That is the state that we seek to realize 
under our CX Design Strategy. Our “CX Design System,” which 
we are currently building with the aim to launch in fiscal 2022, is 
what will form the foundation of that strategy. This system will 
offer informative content related to four experiential values and 
an interface enabling communication with our customers. After 
launching the system, we will continue to successively enhance 

its functionality, expanding the value with non-insurance related 
content from our business partners in addition to content on 
insurance products and services from our domestic Group 
companies. Additionally, through diverse customer contact 
points over physical and digital platforms, we will deepen our 
understanding of each customer while utilizing technology to 
provide an optimal, high-quality CX as we move forward. 
Through our CX Design System, while leveraging the strengths 
of our “offline” face-to-face channels, we will proceed to unite 
our customer contact points by fusing those channels with their 
“online” counterparts, and realize a form of “OMO” (Online 
Merges with Offline) that enables our customers to use what 
they want, when they want it in a natural manner.

CX Design Strategy Process

Through CX Design Strategy focused on an 
ongoing customer experience (CX), we will 
inspire emotions that exceed expectations of all.

Mamoru Akashi
Director, Managing Executive Officer

The spread of COVID-19 has highlighted the importance of 
having a safeguard against an uncertain future. In this sense, 
we believe that the expected role for life insurance will become 
increasingly large. And value differentiation based only on 
high-quality products and services is becoming difficult amid 
such social trends as increasingly diversifying customer values 
and behavior, rise of the digital-native generation, and growing 
influence of information communicated over social media.

In the coming era, we believe it will be necessary to focus 

on the value of a series of customer experiences gained through 
products and services, including an emotional satisfaction, in 
addition to the value that those products and services provide. 

Alongside constructing a modern-day business model 
based on digitalization, Dai-ichi Life Group will deliver the very 
best experiential values and CX by forming an even deeper 
understanding of each customer and a meticulous grasp of 
increasingly diverse values and customer needs.
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