Good morning. I am Seiji Inagaki, Executive Officer of The Dai-ichi
Life Insurance Company, Limited. Thank you for taking time to join
this analyst meeting for the year ended March 31, 2014.
Without further ado, let’s start the presentation.
Please turn to page 2.
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The following three points summarize today’s presentation.
First, the Group’s consolidated ordinary revenue, ordinary profit and net income
for the year ended March 2014 increased significantly, as already announced on
May 15. Consolidated adjusted net income, a profitability indicator that effectively
accords to shareholders’ profit, also increased to more than 100 billion yen. This
was mainly due to: (i) increased sales in Growth Businesses such as Dai-ichi
Frontier Life; and (ii) improved net investment income in Dai-ichi Life, which
recorded positive investment margins, on the back of economic recoveries.
Second, we made good progress for the first fiscal year under our medium-term
management plan ‘Action D’. Increased insurance sales in growth businesses
contributed to an increase in the Group’s annualized net premium (ANP) from inforce policies, which grew favorably against our 3-year-target. The Group’s
European Embedded Value increased by 29.4% YoY to 4.29 trillion yen, a record
high since our demutualization due to: (i) acquisition of new business; (ii)
management initiatives such as operational efficiency improvement; and (iii)
recovery in the financial markets.
Thirdly, we will discuss about business diversification. In the fiscal year ended
March 2014, while we kept on improving our business model in the domestic
market, we started initiatives to enter into a new area for growth through a new
subsidiary. Regarding our international businesses, while we strived to increase
value of our existing entities, we also accelerated growth by entering into the
Indonesian market. For further profit growth, we will strengthen our group
management framework taking into account diversification in both business
segment and geographical area, and consider other initiatives for new business.
Please turn to page 4.
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As already explained in detail during the conference call held on May
15, our consolidated financial results are as shown here.
For the fiscal year ended March 2014, consolidated ordinary revenue
increased by 14% YoY to 6,044.9 billion yen and net income by 140%
to 77.9 billion yen.
Please turn to page 5.
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I will explain each Group company s business results.
At Dai-ichi Life, premium and other income declined marginally by 2%
compared to the prior year, during which we experienced a rush in demand
for single premium savings-type products before the pricing change. Net
income increased by 66% YoY thanks to an improvement in net investment
income, due mainly to an increase in interest and dividends.
At Dai-ichi Frontier Life, premium and other income increased by 130%
YoY on the back of increased sales through the timely introduction of new
products, a closer relationship with channel partners and expansion of the
sales network. As assets under management (AUM) accumulated, the
underlying earnings capacity improved and the company reported net loss
of 16.9 billion yen, a significant improvement compared to the previous
year.
At TAL, premium and other income increased by 24% YoY in local
currency thanks to favorable insurance sales in individual business and repricing with group business partners. Benefits and claims payment
increased by 33% YoY due to growth in the business and as claims activity
remained high. However, the increase in premium and other income on
the back of re-pricing offset this, and accordingly, net income recorded
only a slight decline against the previous year.
Please turn to page 6.
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I will explain our earnings guidance for the fiscal year ending March 2015.
To set economic assumptions as a basis of our earnings guidance, we take
into account the current situation that the stock market rally has slowed
down and interest rates remain at a low level. Therefore, we do not
expect substantially high sales of savings-type products and investment
income like we experienced in the previous year. As a result, we expect a
decrease in our consolidated ordinary revenues.
On the other hand, despite a conservative view on expected net
investment income of Dai-ichi Life, we expect an increase in profit of Daiichi Frontier Life and steady increase in profit of our international
businesses. Therefore, we expect an increase in our consolidated net
income.
Taking into account factors such as this earnings guidance and our capital
position, we expect a higher shareholder dividend per share of 25 yen for
the fiscal year ending March 2015, an increase by 5 yen compared to the
forecast in the previous year.
Please turn to page 7.

6

I will describe our European Embedded Value as of March 31, 2014.
Compared to March 31, 2013, our group EEV increased by 952.7 billion yen
to 4,294.7 billion yen as of March 31, 2014, consisting of 3,431.3 billion yen
of adjusted net worth and 863.3 billion yen of value of in-force business.
Our adjusted net worth increased by 302.5 billion yen, due to an
increase in unrealized gains on securities as a result of a weaker yen
and an increase in stock prices, and accumulated internal reserves,
etc.
Our value of in-force business increased by 650.1 billion yen due to
the value of new business and the positive effect of higher interest
rates.
Taking a look at each Group company, EEV of both Dai-ichi Life and
Dai-ichi Frontier Life increased.
Please turn to page 8.
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EEV of TAL was 186.3 billion yen at the end of March 2014. TAL
increased its EEV on an AUD basis mainly by acquiring new policies
and, as a result, increased its contribution to the Group EEV.
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This slide provides an analysis on changes in the Group’s embedded
value since the previous fiscal year end. For Adjusted EV, the value of
new business contributed approx. 260 billion yen and the expected
existing business contribution added an additional 330 billion yen
approximately.
Items from “value of new business” through “non-economic
assumptions change”, amounting to approximately 650 billion yen in
total, were attributable to our management’s actions and accordingly
can be regarded as organic growth. The organic growth rate, or
operating RoEV, reached 19.6%. “Economic assumption change” was
approx. 330 billion yen.
The change in Group EEV was attributable to an increase in interest
rates (approx. 130 billion yen), and rise in stock prices (approx. 220
billion yen).
Please turn to page 10.
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I will explain the change in value of new business (VNB).
VNB for the Group increased by approx. 44 billion yen YoY to approx.
260 billion yen. The new business margin increased by 0.39 points to
approx. 6.25%.
The increase in Dai-ichi Life’s VNB was mainly attributable to
improvement in maintenance expenses, revised premium rates and
financial market recovery. DFL’s VNB significantly increased due to its
sales increase and an improvement in product mix. TAL reflected
deteriorated claims experience in non-economic assumptions,
however, as a result of premium adjustment and other efforts, its VNB
marginally increased in both AUD and JPY terms.
Now our President, Koichiro Watanabe will update you on the
progress of our medium-term management plan ‘Action D’.
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This is Watanabe. Thank you again for attending the meeting today.
Now I would like to update you on the progress of our medium-term
management plan and strategies. Please look at page 12.
The fiscal year ended March 2014 marked the first year of the threeyear management plan “Action D” and, after the second upward
revision, we achieved three consecutive years of growth both in
revenue and profit.
Actually, the fiscal year March 2014 was full of achievements. Please
pay your attention to the graph on the left. Consolidated ordinary
revenue for the fiscal year ended March 2014 exceeded six billion yen,
the highest level in fourteen years since fiscal year ended March 2000.
Of which, consolidated premium and other income of 4.3 trillion yen
marked a new record for the Group.
The graph on the right shows yet another achievement. Consolidated
net income made a new record after our demutualization and reached
77.9 billion yen.
Please turn to page 13.
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I will explain the trend in new business and in-force annual net
premiums (ANP) of our Group.
The new business during the fiscal yea ended March 2014
significantly increased by 24.2% YoY, thanks to our growth areas,
namely the medical and nursing care (third sector) products at Dai-ichi
Life, savings-type products at Dai-ichi Frontier Life, and TAL of
Australia and Dai-ichi Life Vietnam.
We have set our goal to increase the in-force ANP of our Group by 7%
over the three years to March 2016. After the good start in the fiscal
year ended March 2014, in-force ANP grew 5.5% against the previous
year, with the pace exceeding our original target.
With that in mind, we have revised our target to 10% from 7% as I will
explain in the last topic. But before I explain our new targets, I would
like to touch on how this growth in ANP impacted growth in our
embedded value.
Please turn to page 14.
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This graph displays cumulative effects of each year’s movement
analysis of Group EV since our demutualization. During the four years
Group EV increased by 1,460 billion yen.
If you look at each component, management actions led the growth
and, in particular, the value of new business (VNB) of 810 billion yen
contributed the most to the growth in EV during the past four years.
The stock market seems to consider that Dai-ichi Life Group’s EV has
high sensitivity to the economic environment, such that the current
persistent low interest rates should put pressure on embedded value
and thus our share price. This graph actually tells the opposite side of
the story. The changes in economic environment move EV to one
direction at one point, and to the opposite in the other point, and in the
long run, they offset each other. For the past four years they
contributed a combined 370 billion yen to the growth in Group EV.
Please turn to page 15.
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I will comment further on the growth in VNB.
Dai-ichi Life Group VNB increased more than two-fold in four
years to March 2014.
In the domestic market, Dai-ichi Life continues to improve
VNB margins through cost efficiency gains and improved
persistency of the policies. These gains were achieved
through the business model innovation centering on Dai-ichi
Life’s marketing strategies to maximize life-time value,
cultivate new markets, and through the development of new
products that reflect changing needs of the customers. The
contribution from international life business became more
pronounced once TAL became a subsidiary. The Group
continues to aim at expanding VNB as a catalyst for EV
growth through both organic growth of the existing business
and M&A.
Please turn to page 16.
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As a part of the business innovation of the domestic life
business, Dai-ichi Life Group launched the growth strategy
named “Lifelong Partner – With You Project” in December last
year. The Group implements various actions including offering
of best-in-class products and services that complement two
principles of the project; ensuring customers’ peace of mind,
and offering excellent health support services, to be trusted as
a life-long partner of the customers.
By building these actions on the back of our strong customer
base, the Group could gain or add new policies from the
existing customer base or from the families of, relatives of
them. Thus the Group should maintain growth in the domestic
life business.
Please turn to page 17.

Dai-ichi Life continue to improve both the amount and ratio of lapse &
surrender in its individual insurance and annuities business.
The graph on the left displays Dai-ichi Life’s amount of lapse &
surrender and its ratio with reference to industry averages.
The Company achieved the lowest lapse & surrender ratio by making
total house calls by sales representatives and offering thorough
consultation services including various premium payment options.
Starting from this fiscal year, the Company will strengthen customer
contacts where call centers and walk-in ‘Insurance Shops’ will
supplement sales representatives sending ‘annual Total Life Plan
Letters’ and making a follow-up consultation.
The graph on the right demonstrates how our efficiency improved
through these initiatives in the domestic life business as evidenced by a
steady growth in VNB per sales representative.
Please turn to page 18.
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Now I’m going to explain business at Dai-ichi Frontier Life.
Dai-ichi Frontier Life (or DFL) has responded to the changing needs of the
customers and channel partners by introducing various savings-type
products, such as yen denominated or foreign currency denominated term
annuities and whole life, on top of variable annuities. During the nine
months to December last year, DFL stood as number one in new sales in
premium among bancassurance companies. For the year ended March
2014, new sales in premium exceeded one trillion yen, a new record for
DFL.
DFL’s competitive edge lies not only in its balanced product portfolio, but
also in the strong relationship with channel partners. DFL was able to
almost double the number of products on the shelf of each financial
institution to 2.9 in the fiscal year March 2014 from 1.5 in 2011. And the
number of channel partners is increasing, too. These achievements were
made possible through , for example, the accumulation of quality human
capital, at DFL, who would provide the customized products guidance
program to the partners.
DFL’s assets under management have now topped three trillion yen. DFL
continues to improve the underlying earnings capacity, that excludes hedge
gains (losses), provision for (reversal of) policy reserve & contingency
reserves related to the minimum guarantees of certain variable annuities
through active risk controls, and now DFL is turning profitable sometime
during the current medium-term management plan period as shown in
bottom right graph.
Please turn to page 19.
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Now I will discuss about our international businesses.
Our global footprint is as presented in the slide, adding Panin Dai-ichi
Life in Indonesia in October 2013.
We continue to pursue growth outpacing that of the respective market
by leveraging our various expertise of life insurance business
accumulated since our foundation, and through the cooperation
among Group companies, as we did with TAL which has become the
industry leader in the Australian protection insurance market.
At the same time, for the purpose of increased profit contribution and
geographical diversification, we will pursue further expansion by
entering emerging countries mainly in ASEAN and developed markets
such as the North American region.
Please turn to the next page.
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This slide shows the trend in adjusted net income of international
businesses.
Starting from our entrance into Vietnam in January 2007, we have
expanded our international businesses including Thailand, Australia and
India. When entering into a new market, we have established the most
appropriate business model according to each market’s characteristics
and developed a governance structure, by fully acquiring a local insurer,
making one an affiliate or establishing a joint-venture with local banks as
business partners in the bancassurance area.
When acquiring an existing company, by continuing to rely on local
management, we have ensured a smooth post-merger integration and
maintained stable management foundations. Moreover, by
implementing various initiatives with a close relationship between local
management and the Group, we achieved a better-than market growth.
As a result of those initiatives, adjusted net income of international
businesses expanded to 14.7 billion yen for the fiscal year ended March
2014.
We will explain our achievements in international businesses in detail.
Please turn to page 21.
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This slide shows trends of TAL’s underlying profit and its share in the
protection-type life insurance market in Australia.
In Australia, although being a developed country, the life insurance market
is growing rapidly at a CAGR of 12.2% in the past 6 years in light of its
lower insurance penetration. TAL has adopted a multi-distribution channel
model to reflect changing consumer behaviors so that it can provide
financial protection to customers in ways of their choosing. In recent years
in particular, it became evident in third party surveys that TAL is highly
evaluated by independent financial advisers.
As a result, TAL has extended its strong performance, steadily being able
to grow its industry ranking, having been at 4th position (9.7% market
share) at the time of our first investment in the year 2008, to 2nd position
(14.2% market share) as at September 2013, and finally to the industry
leader in the life insurance market (for protection products) in Australia in
December 2013. With strong sales performance, TAL also increased its
ANP from in-force at a CAGR of 17.6%, outpacing the market growth.
TAL more than doubled its underlying profit to 131 million AUD, compared
to the period before our first investment.
We will strive to continue outpacing the market growth, maintaining a
leading position, and focusing on profit growth.
Please turn to the next page.
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This slide shows trends of Dai-ichi Life Vietnam’s net income and its
market share in premiums.
Since our acquisition in the year 2007 we have encouraged its growth
strategy from various angles. For example, we strengthened and
standardized their ways of agent’s activity management through
regular holding of morning meetings, and training to trainers at
branches, in an effort to leverage our expertise in agent channel
management. We also supported them implementing product
development strategy of extending range of products to tap more
customers.
With these actions, Dai-ichi Life Vietnam has increased its market
share from approx. 5% to approx. 8%, amid a highly emerging life
insurance market in Vietnam that maintains double-digit growth on the
back of a growing economy. Also, net income reached 1 billion yen for
the fiscal year ended December 2013.
As showcased in these two presentation slides, the Group has
established a proven track record in the international insurance
market.
Please turn to the next page.
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This slide displays regional growth estimates for population, GDP and
insurance markets.
As you can see, population in developing Asia until the year 2019 is
expected to grow at a CAGR of 1% and GDP at a CAGR of more than
8%. Due to these factors, the insurance market is expected to grow at
a CAGR of more than 10% until the year 2020.
In addition, it's notable that positive growth in both population and
GDP is expected in the developed countries. This fact stands out
when compared with negative growth in Japan.
With such macro-economic factors as a background, we have been
setting a basic policy to: (i) acquire long-term growth opportunities by
entering emerging countries mainly in ASEAN; and (ii) enter into
developed countries such as the North American region for near-term
profit contribution.
Please turn to the next page.
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I will discuss how we develop our business globally.
Under ERM , one of the four pillars of Action D , we aim to attain economic
based capital on par with leading global life insurers. Through various
initiatives for optimizing three key factors: (i) Profitability; (ii) Capital; and (iii)
Risk, we strive to improve capital efficiency and maximize corporate value.
Naturally this ERM framework applies to international expansion. For
example we pursue disciplined allocation of capital towards growth
business by setting a hurdle rate. When we consider a new acquisition, it
has to be highly possible that the target business be profitable enough to
exceed the hurdle rate.
Based on such ERM framework we set other pillars in Action D . At Growth
Strategy we aim to accelerate overseas expansion and, accordingly,
pursue geographical diversification, expansion of business scale along with
increased profit contribution.
In the next slide I will discuss initiatives under our other pillars of Group
Management and Human Capital Development .
Please turn to the next page.
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In this slide I will explain our group management framework which supports
growth from the governance and human capital points of view.
As announced earlier, we established Group Management Headquarters
in May 2012 with the functions on par with a holding company. In the
Group Management Executive Meeting where top management of TAL
and Dai-ichi Life Vietnam also attends in addition to Dai-ichi Life s
management, we actively discuss high-level managerial agendas based on
the international view. Also we formed an Advisory Board , consisting of
independent experts in the last fiscal year. We strive to improve our
management system and increase corporate value by listening to the
voices of the Advisory Board by directly taking advice on wide-ranging
topics.
With the progress of our business diversification globally, there is an
increased need of accelerated decision-making. Accordingly, we are
considering evolution to an optimized management framework such as
future enhancement of regional headquarters functions and transformation
to a holding company structure.
In addition, we conduct global human capital management programs in
order to secure and foster globally talented employees.
Please turn to the next page.
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I will explain our economic capital adequacy.
We increased the amount of capital compared to March 2013 due to
favorable value of new business and improved financial market such
as yen depreciation and rising stock prices. The risk amount also
increased slightly: although we continued controlling the amount of
risk assets, we reduced the speed of extending the asset duration as
interest rates remained low. As a result, we increased our capital
adequacy ratio from 107% at the end of March 2013 to 124% at the
end of March 2014, on track to meet our target of an approximately
130% capital adequacy ratio under the 99.5% confidence interval by
the end of March 2015.
Please turn to page 28.
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This slide shows our targets under our medium-term management plan
“Action D”. We put marks on targets of the management objects
revised upward.
As we recorded 5.5% growth as of March 2014, we revised our top line
growth target of the group in-force ANP as of March 2016 at around
7% to 10%.
To improve our operating efficiency in the domestic core business, we
had set the goal to reduce our fixed cost by approx. 20 billion yen or
7% during the three years ending March 2016. As we successfully
reduced fixed cost by 4.8% YoY in the last fiscal year, we revised our
target up to 8%.
With respect to shareholder return, we project the dividend for the
fiscal year ending March 31, 2015 will be 25 yen per share.
Please turn to page 29.
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Finally, I’d like to explain our forecast and projection on consolidated
adjusted net income and total payout ratio.
As explained earlier, our consolidated adjusted net income for the
fiscal year ended March 2014 was 112.5 billion yen, supported by a
favorable economic environment. From now on, we believe that we
will be able to pave the way through management initiatives such as
Dai-ichi Life’s improvement in investment margin and Dai-ichi
Frontier Life’s profitability, fixed expense reduction and increased
international profit contribution, so as to constantly recognize net
income of approximately 100 billion yen in the future, regardless of
the support of a favorable economic environment.
With respect to total payout ratio, we strive to provide steady
increase in shareholder return based on the shareholder return
policy presented on the next slide.
This is the end of my presentation.
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