
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 six months ended September 2017.
Without further ado, let us begin.
Please turn to the next page.



Here are the three points that highlight today’s presentation.
Firstly, consolidated revenues and profits were up year-on-year and, just as in the first
quarter, both net income and Group adjusted profit exceeded our expectations. Particularly,
Dai-ichi Life’s results significantly exceeded our expectations in light of improvements in
the financial and economic environment in foreign and domestic markets. Our original
annual forecast was prepared based on the assumption that economic conditions would
not change from the end of the previous fiscal year. However, considering recent
improvements in the financial and economic environment, we have made an upward
revision to our original annual forecast for net income and Group adjusted profit.
Secondly, the Group’s embedded value at September 30, 2017 increased to
approximately 6.1 trillion yen due to value of new business and improvements in economic
conditions, such as rising stock prices. Value of new business increased two-fold
compared to the same period in the previous year, reflecting Dai-ichi Life’s shift to
protection-type products and new group insurance contracts at TAL. Economic capital
adequacy also improved to 160%.
Lastly, the basic strategies of our Medium-term Management Plan “D-Ambitious”
progressed as planned. While the Group revised downward some of its quantitative
targets at the end of previous fiscal year, recent developments in financial markets helped
us to achieve these targets. Going forward, the Group is entering into a time of rapid and
significant change in its business environment. The Group will continue to stand closer to
its customers and to strengthen global governance in order to achieve sustainable growth
in its business and corporate value during the next medium-term management plan.
Please turn to the next page.



Consolidated results were up compared to the same period in the
previous year. Group adjusted profit for the six months ended
September 2017 was 102.1 billion yen.
During the conference call last week, we gave a detailed explanation
of the figures, so I would like to touch upon a movement analysis.
Please turn to the next page.



This page explains the major items that contributed to the change in net income
for the first half of the current fiscal year compared to the same period in the
previous year.
Dai-ichi Life’s positive spread, a component of fundamental profit, was higher
than the company’s expectations because of an increase in income from
interest and dividends resulting from the weaker yen together with one-time
investment revenues from gains on distribution from mutual funds attributable to
rising stock prices. Net capital gains decreased due to the absence of hedge-
related investment gains recorded for the first quarter of the previous fiscal year.
In addition to the increase in operating income, improvements in financial
markets compared to the previous year reduced the reserve requirements
related to minimum guarantee for variable annuities and market value
adjustment for fixed products at Dai-ichi Frontier Life. Protective and TAL’s
ordinary profit declined due to the higher earnings recorded during the previous
year as a result of one-time factors in the overseas life insurance business.
Net income attributable to shareholders of parent company increased by about
20 billion yen. In addition to the favorable performance of Dai-ichi Life and Dai-
ichi Frontier Life, the Group recorded a share exchange gain on the Janus
Henderson merger that contributed to the increase. In terms of consolidated net
income, 33.5 billion yen on a before-tax basis and 23.3 billion yen on a after-tax
basis was recorded as share exchange gain in relation to the merger. The
Group continues to wait for clarification on the appropriate tax treatment.
Please turn to the next page.



Group EEV as of September 30, 2017 was approximately 6.1 trillion
yen, an increase of approximately 600 billion yen from March 31, 2017.
This was due to underwriting of new business and improvements in
the financial environment, such as the rise in foreign and domestic
stock prices.
For Dai-ichi Life, other than value of new business of approximately 80
billion yen, interest rates movement resulted in a 50 billion yen
increase, the rise in stock prices contributed another 270 billion yen,
and increase in unrealized gain on foreign securities contributed 90
billion yen.
Please turn to the next page.



Value of new business increased reflecting Dai-ichi Life’s shift to
protection-type products and new group insurance contracts at TAL
during the first quarter of this fiscal year.
Value of new business of Dai-ichi Frontier declined compared to the
previous year because of a change in product mix. Protective
recorded negative value of new business. During the period, agents
continued to react conservatively to pending regulatory changes, and
the sale of annuities remained slow. Protective then implemented
strategic pricing on certain products in order to maintain sales volume,
and that contributed to the negative value of new business for the six
months.
Please turn to the next page.



Dai-ichi Life recorded a significant increase in value of new business
because it adjusted the compensation incentives for sales
representatives and promoted the sale of protection-type insurance
products.
During the six months of this fiscal year, 80% of the new business
annualized net premium was generated from the sale of protection-
type products, which demonstrates Dai-ichi Life’s ability to
successfully control sales mix.
The pricing change of savings-type insurance products and the rise in
interest rates compared to the same period of the previous year also
contributed to the increase in value of new business.
Please turn to page 8.





The basic strategies of the medium-term management plan “D-Ambitious”
launched in April 2015 were designed when the Group acquired Protective
Life in the United States, which significantly changed the business structure
of the Group. The strategy was to accelerate growth in each business line,
including the domestic life insurance business, and to build a robust
governance system to support that growth. Since then, the Group set up
regional headquarters in New York and Singapore which monitor day to day
operations of the local Group companies, leading to agile execution of
business for the Group. In October 2016, the Group transitioned to a holding
company structure and to an audit and supervisory committee structure. The
holding company focuses on monitoring the business of the subsidiaries.
The Enterprise Risk Management system for the Group was improved
further when the Group introduced a cash management system to monitor
the risk return profile of each business and to reallocate capital within the
Group.
In terms of human capital development, the Group introduced an exchange
program that involves personnel from various levels, from top executives
down to managers, and enables each member of the Group to share good
practices and problems that they can consider to improve their own
organization. Dai-ichi Life started training its next generation of global
personnel, and introduced work life balance initiatives.
Overall, the basic strategies of “D-Ambitious” are progressing as planned. I
will explain the progress of the three growth engines (domestic life insurance
business, overseas life insurance business and investment and asset
management business) later.
Please turn to the next page.



The Group announced adjustments to some of the quantitative
targets, or KPIs, of the Plan on March 31, 2017.
The financial and economic environment that followed the
implementation of the negative interest rate policy was not expected
when the Group started the Plan. Rather than preventing potential for
future growth by resorting to a no-risk approach, the Group decided to
maintain sustainable growth and medium- to long-term value creation
for the Group by removing the Plan’s three-year time constraints.
The Group also set guidance for Group adjusted profit for the year
ending March 2018 at 180 billion yen, assuming the economic
condition of the previous fiscal year-end would persist during the year.
However, some economic conditions improved during the first six
months as stock prices went up and the yen became weaker, and the
Group decided to revise upward the guidance to around 200 billion.
Although this was due to the financial environment rather than
corporate initiatives, the Group intends to continue to generate 200
billion-level profits throughout the Plan period and the Group is set to
achieve most of the KPIs.
Please turn to the next page.



This chart represents trends in in-force annualized net premium for
the Group.
As of September 2017, the Group in-force ANP grew 13.9% against
ANP at March 2015, exceeding the target of nine percent growth.
In particular, the domestic life insurance business ANP increased by
an impressive 15.8% in an environment impacted by low interest
rates. The domestic life insurance business adjusted its sales strategy
while addressing the strong saving demand, and focused on sales
balance of protection-type insurance products.
The overseas life insurance business also grew, supported by an
expansion at Dai-ichi Life Vietnam, and by double-digit growth at TAL.
But because of the stronger yen, the overseas life insurance business
in yen terms grew at a modest 7.4%.
Please turn to the next page.



This graph shows the change in Group embedded value between
March 2010 and September 2017 and the movement analysis by
category in accumulated terms.
The annualized average growth of this seven-and-a-half-year period
is 12.5%, 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 embedded value.
Please turn to the next page.



The value of new business declined for two consecutive years
following the high of 286.1 billion in March 2015. Interest rates
continued to decline in the domestic market, and demand for savings-
type products grew. The Group adjusted its product line and sales
strategy to increase value of new business, and finally this fiscal year
the Group was able to realize a clear shift of product portfolio at Dai-
ichi Life and growth in sales volume at other Group companies,
leading to strong growth in value of new business.
The March 2018 data in the graph shows value of new business for
the first six months multiplied by two, and does not represent the
Group’s target.
Please turn to the next page.



Economic capital adequacy ratio improved to 160%, a ten
percentage point improvement from March 2017 of 151%.
The improvement came from, as shown by the movement of
embedded value, underwriting of new business and the favorable
financial conditions contributed to the increased capital.
During the current medium-term management plan, while interest
rates continued to decline, the Group issued foreign currency-
denominated subordinated perpetual notes and maintained the
duration gap by making use of derivatives.
As for regulatory issues, there is an update on the ICS introduction
schedule. Please see the reference pages.
Please turn to the next page.



As mentioned earlier, after entering this fiscal year, we have seen
some improvements in the economic environment. Foreign and
domestic stock prices have risen, and the value of the yen has
depreciated against European currencies, making a positive impact on
Group earnings. Based on these factors, we made an upward revision
to the ordinary profit and net income forecasts of Dai-ichi Life which
was reflected to the earnings forecast of the Group, which was
increased to 226.0 billion yen from 179.0 billion. Likewise, we made an
upward revision to Group adjusted profit forecast to approximately 200
billion yen from our original forecast of 180 billion yen.
Please turn to the next page



The main reason for the upward revision was, as I touched on earlier,
the favorable financial environment conditions that improved the
interest and dividend income outlook at Dai-ichi Life. In addition, the
share exchange gain attributable to the Janus Capital and Henderson
Group merger was larger than the Group had initially anticipated.
Please turn to the next page.



The graph shows the trends in consolidated net income and Group
adjusted profit.
During the previous medium-term management plan that started in
the fiscal year ended March 2014, the Group targeted 100 billion yen
in consolidated net income. That was achieved during the second
year of the plan (the year ended March 2015), and the Group
replaced the new medium-term management plan and set the target
at 200 billion, or double the previous plan.
As you can see in the graph, the Group is set to maintain earnings at
around 200 billion yen for the three years of the plan.
Please turn to the next page.



The graph shows the trends in the Group’s shareholder payout.
For the last fiscal year, the Group paid a cash dividend of 43 yen per
share. In September, the Group started executing a share repurchase
program, targeting a 35% shareholder payout.
This fiscal year marks the last year of the medium-term management
plan and the Group is strongly committed to achieve a 40%
shareholder payout.
As for the balance between cash dividend and share repurchases, the
Group made a final decision at the end of the fiscal year. Basically the
Group’s shareholder payout policy is to increase cash dividend
steadily over time. Share repurchases should be executed flexibly,
depending on the level of Group adjusted profit in the future, in order
to achieve a 40% shareholder payout.
Now, let me explain our achievements in the three growth engines.
Please turn to page 19.





During the “D-Ambitious” management plan, the domestic life
insurance business focused on establishing three brands, namely
Dai-ichi Life, Dai-ichi Frontier Life and Neo First Life. Also, the Group
focused on developing products and sales channels so that each
brand could rapidly address the needs of, or the changes in the needs
of, its target customers. The Group believes these should accelerate
growth in the domestic life insurance business.
During the management plan, the Group also focused on fiduciary
duties to the customer. As a company that promotes “Thinking
Customer First” as its management philosophy, the Group is
committed to serve the customer with the highest management
quality in the industry.
Also during the management plan, the Group witnessed an
acceleration of technology innovation, the Group believes that it can
create new value through the combination of technology and
insurance business. Dai-ichi Life Group calls these initiatives
“InsTech” and is teaming up with partners from various industries and
creating new products and services, and anticipates improved
efficiencies.
Please turn to the next page.



At Dai-ichi Life, the company focused on improving the consultation quality
of its sales representatives and diversifying its sales channels. The
company continued to develop products and services based on customer
demand.
At the core of the sales representative channel, Total Life Plan Designers
received extended consulting training that led to an improved sales force
both in quantity and in quality. Due to the improvements, Dai-ichi Life
smoothly shifted its product portfolio to protection-type products this fiscal
year. More and more sales representatives are capable of selling savings-
type insurance products developed by Dai-ichi Frontier Life, and now
around ten percent of sales by Dai-ichi Frontier Life are done through Dai-
ichi Life’s sales representatives.
Diversification of sales channels is developing well, especially for total
consultants who are specialized sales representative operating in the
workplace, and the agent channel.
Dai-ichi Life not only develops products that answer the needs of the
customer, but also develops true customer-oriented and varied services.
That is demonstrated by the various alliance agreements with 47
prefectures in Japan, and the company is offering services that address
regional social issues, such as aging communities and childcare. The
company also entered into alliances with five national centers, including
the National Cancer Center Japan, to promote health information for
customers.
Please turn to the next page.



Dai-ichi Frontier Life’s basic strategy is to develop new products
quickly as financial markets and the needs of the customer change.
The company is moving forward with that basic strategy as it
develops channel partnerships with financial institutions and improves
the quality of sales support to those partners.
The wide range of products and detailed support helps strengthen ties
with financial institutions. The company cooperates with the financial
institutions, reflecting their feedback and that from the customers to
make the products more attractive. That positive spiral has
maintained the company’s position at the top of the bancasurrance
market. The market share exceeded 30% in October.
The growth in sales and in-force contributed to a steady growth in
earnings. The company is set to remain profitable in accounting terms
for the three years of the plan.
Please turn to the next page.



Neo First Life is the latest entry in the Japanese life insurance market
and thus its task is to secure a position in the market by developing its
sales channels rapidly.
The company is creating out cutting-edge insurance products, such
as the Health Age based premium that makes use of big data that the
Group accumulates. That helps the company develop its sales
channels without falling into price competition.
Please turn to the next page.



The InsTech is an initiative to create new value by combining big data
from the Dai-ichi Life Group and technologies inside and outside of
the Group. Improved efficiency, new services and improved systems
catering to the sales strategy, are coming up one after another.
Please refer to the pages in the reference section afterwards.
Please turn to the next page.



The Group operates a life insurance business that supplements the
public social security system.
Through its life insurance business, the Group contributes to the
extension of health span and reduction of medical expenses as the
Group provides protection against mortality and morbidity. The Group
hopes to stand closer to its customers and offer-value added products
and services that improve its customers’ quality of life or resolve
social issues. The Group believes that this should lead to greater
corporate value and social value in the future. Sometimes
technologies and productivity are highlighted when new products and
services that the Group provides through InsTech initiatives are
announced, but the Group considers InsTech initiatives as tools to
create value together with its customers
Please turn to the next page.



The “KENKO DAIICHI” app was upgraded this October, offering more
functions to promote health.
Please take a look at the following video to see what “KENKO
DAIICHI” actually offers.

Now I would like to explain our overseas life insurance business.
Please turn to the next page.



The overseas life insurance business of the Group contributes about 30%
of consolidated net income, and that makes us a leader in international
expansion by a Japanese life insurance company. The Group is set to
expand the business further.
During the current medium-term management plan, the Group constructed
well-balanced business portfolio that benefits from steady cash generation
in developed markets and growth in Asia Pacific markets. Post merger
integration went quite well, and the Group now has various exchange
programs for human resources, with top executives and managers,
sharing issues and best practices so that each can return and improve
their own organization. The Group considers this process to be the source
of synergies that are unique to the Group.
The Group continues to support each Group company to develop existing
channels, and the Group is ready to offer funding if needed. Group
companies are executing new initiatives. In Vietnam, Dai-ichi Life Vietnam
is developing new channels through its alliance with Vietnam Post and
other commercial banks. In the United States and Australia, our group
companies are partnering with outstanding consumer brands such as
Costco Wholesale and Qantas Air, and offering insurance products to the
members of the consumer programs of these brands. The Group is
observing the development of this affinity strategy and is looking for further
opportunities among the Group companies.
Please turn to the next page.



Again, the overseas life insurance business reported adjusted net
income of over 60 billion for the fiscal year ended March 2017,
contributing 27% of consolidated net income.
The Group expects a decline in profits from the overseas life
insurance business for the fiscal year ending March 2018, and
Protective and TAL reported a decline in profits for the first six months
this year. That made many analysts and investors ask whether the
fundamentals of the Group’s overseas life insurance business had
changed. As we explained during the analyst day back in September,
the growth business model of each company hasn’t changed.
The decline comes from one-time effects related to investments these
companies reported in the previous fiscal year. Excluding these one
time effects, the fundamental profitability of the companies is
improving.
Other subsidiaries and affiliates in Asia continue to grow rapidly.
Please turn to the next page.



During the plan, Protective Life contributed to earnings both through
organic and non-organic growth, as the company acquired in-force
blocks of term life insurance from Genworth and United States
Warranty Corporation. TAL maintained its top-share position in the
protection market in Australia. Dai-ichi Life Vietnam accelerated the
growth through its existing agent channel and alliances with partners,
expanding its market share to over 10%.
For the development of existing channels, the holding company is
ready to support funding. Protective continues to look for non-organic
growth opportunities with ample capital at hand. Dai-ichi Life Vietnam
is expanding its alternative channels, including through alliances with
Vietnam Post and other commercial banks. In the Mekong Delta area,
Group companies and regional headquarters are jointly studying
opportunities in Cambodia and Myanmar.
Please turn to the next page.



Protective and TAL are developing an affinity strategy.
These companies have formed alliances with strong consumer brand
companies with huge customer bases. Through the affinity alliances,
the Dai-ichi Life Group provides products and services to the
members of the consumer loyalty programs of the companies. This
will lead us to a win-win situation where the Group has access to new
customer segments, more products and services can be offered
through the membership, and the partner can improve customer
loyalty through the program. The two companies are developing
further relationships in their respective markets. The Group is
observing the developments and looking for opportunities in other
markets in which it operates.
Please turn to the next page.



Dai-ichi Life is expanding the scope of countries and currencies for
investment in terms of bonds in order to improve return and to diversify our
portfolio under a persistent low interest rate environment. We are also
allocating funds to real assets such as properties and infrastructure, which
have a lower correlation with traditional financial assets such as stock and
bonds.
In addition, as a socially responsible institutional investor, Dai-ichi Life is
accelerating ESG investments and stewardship activities. For ESG
investments, Dai-ichi Life continues to invest in bonds with social
significance. Beginning from the current fiscal year, we are engaged in
impact investment. The company is committed to stewardship actively and
engaging in dialog with companies. We have also begun to disclose
individual proxy vote results as from the current fiscal year.
The asset management business went through a couple of business
reorganizations. Asset Management One was founded in October 2016,
and Janus Henderson started business under a new structure in May 2017.
These companies are set to benefit from economies of scale as well as
synergies from cross selling their products through each channel and
offering investment functions to the Group life companies. In this regard,
the Group believes that the asset management business has entered the
stage of profit contribution.
Please turn to the next page.



Dai-ichi Life went ahead by expanding the scope of countries and
currencies for investment in terms of bonds in order to improve return
and to diversify our portfolio under a persistent low interest rate
environment.
On top of this, the company is allocating funds to assets such as
properties and infrastructure that carry high returns and have less
correlation with traditional financial assets such as bonds and stocks
showing higher correlations.
For example, the company participated in a number of overseas
project finance transactions and invested in overseas properties
through funds of funds.
Please turn to the next page.



As a life insurance company, the company has been making ESG
investment a priority.
For the current fiscal year, the company focused on ESG thematic
investment and ESG integration to strike a balance between
contribution to resolving social challenges and high investment
returns.
You can see how the company invests in bonds and impact
investments that could help resolve the social issues in the table on
the right of this page.
Please turn to the next page.



The company is gearing up its stewardship activities by making
engagements in order to improve sustainable growth of the invested
companies.
The company visited about 270 companies for the current year solely
for the purpose of engagement, and for the improvement in
engagement, we are asking for ESG initiatives during the meetings.
On the governance side, the company decided to disclose individual
proxy vote results of the invested companies.
These initiatives were rewarded with the highest rank during the
annual review of our implementation of the United Nations’ principles
for responsible investment.
Please turn to the next page.



The asset management business went through reorganizations: Asset
Management One was established in October 2016, and Janus
Henderson in May 2017. These reorganizations made the Group a
global asset manager with close to 100 trillion yen in assets under
management, 56 trillion yen in Japan and 41 trillion yen in the United
States and Europe.
Janus Henderson is making progress on post-merger integration, and
the Group initiated purchase of additional shares from the market.
Please refer to the SEC filing for details.
Please turn to the next page.



Since the reorganizations were completed, the Group expects Janus
Henderson and Asset Management One to accelerate the bilateral
use of products and sales channels, offering investment facilities to
the life insurance companies of the Group. The Group expects that
these synergies will accelerate the contribution to Group earnings.
Please turn to page 37.





This year marks the last year of the D-Ambitious medium-term management plan. We
are still discussing the basic strategies and KPIs of the next medium-term management
plan and I would like you to wait until we can make an announcement.
I was responsible for the D-Ambitious plan, as I was in charge of corporate planning,
and it was approved by the current Chairman Watanabe. As I set forth next plan as
President, it won’t be significantly different from the current plan.
Our next medium term is very important, not just because this is my first plan, but
because we are facing times of dynamic changes where new technologies could
change the way insurance companies do business and the way we conduct business
with our customers.
The Group cannot afford to follow the changes. The Group must take advantage of the
changes in order to achieve sustainable value creation. To this end, the members of the
Group should define where we are and where we are heading. So here I am redefining
the Dai-ichi Life Group’s value creation process.
Dai-ichi Life Group operates a life insurance business in seven countries including
Japan. It also operates an asset management business in three regions including
Japan, the United States and Europe. The Group has been offering value to its
customers and increasing value to stakeholders by resolving social issues, depending
on the development stage of the communities in which the Group operates, through its
core business.
Going forward, the Group relies on its bonds and trust with the customer, and its
network of business connections, and the Group will make use of those competences
to create closer ties with its communities and customers it serves, to resolve social
issues of the time and create new value with them. The Group is set to continue
building value and achieve sustainable growth. This is where the Group is heading.
Please turn to the next page.



In order to achieve this-value creation process, the Group needs to
improve the efficiency of the existing business, reallocate capital
through cash flow management, and support its growing business
even it is in new boundaries. Global governance will need to be in
place to make sure the process is moving in the right direction. The
Group is committed to create values through this value-creation
process for stakeholders, including shareholders and investors. To
this end, the Group will list what the Group has to do during the next
medium-term management plan. Please be patient until the
appropriate timing for us to provide further details.
This concludes my presentation.
Thank you very much, I am ready for any questions you may have.
































































































































































