
This is Taisuke Nishimura, Chief of Corporate Planning Unit, Dai-ichi Life
Holdings, Inc.
Thank you for joining our conference call to discuss the Dai-ichi Life
Group’s financial results for the six months ended September 30, 2018.
I will go over the presentation material, followed by a question and answer
session.
Please turn to page 1.



We wish to highlight three points with respect to the Group’s financial results.
First, in terms of operating results, we are promoting a multi-brand, multi-channel
strategy through which our three brands launch competitive products that reach
customers through optimal channels. As a result, new business grew across the
sales representative, agent, and bancassurance channels, bringing the total of
the three companies up 43.8% year-on-year. In the overseas life insurance
business, new business decreased at TAL compared to the previous first half
where there were several new group insurance contracts. Other than this impact,
new business increased steadily at each company.
The second point concerns consolidated results. Revenues increased and profits
decreased year-on-year. The Group recorded a share exchange gain of 23.3
billion yen, after tax, on the Janus Henderson merger in the previous first half. If
this effect is excluded, net income actually increased. Group Adjusted Profits, a
source for shareholder returns, increased significantly by 23% year-on-year.
Current financial markets are experiencing higher volatility, but towards the end of
September, the environment of both stock markets and foreign exchange
markets were favorable compared to our initial assumptions, and Dai-ichi Life's
investment income exceeded expectations, resulting in higher-than-expected
progress versus plan. Other Group companies were in line with plan.
Finally, Group embedded value increased to 6.5 trillion yen as of September 30,
2018. Value of new business decreased compared to the previous first half
but Group EEV increased due to the rise in interest rates and stock prices
in Japan and abroad. In addition, the acquisition of Liberty Life’s closed
blocks of business by Protective drove embedded value up by
approximately 38.0 billion yen.
Please turn to the next page.



This slide presents an overview of the financial results of the Group and its major
subsidiaries.
Consolidated ordinary revenues increased by 232.1 billion yen year-on-year. With
the rise in interest rates in the United States, sales of Dai-ichi Frontier Life foreign
currency-denominated savings-type products increased significantly, leading to
an increase in premium and other income. Revenues reached 77% of our annual
forecast.
Consolidated ordinary profit increased by 4.0 billion yen. Dai-ichi Life’s gains from
core insurance activities improved significantly due to a decrease in standard
provision for policy reserves for new policies after a price revision, resulting in an
increase in profit. Dai-ichi Frontier Life’s profit decreased due to losses related to
provision for minimum guarantees and market value adjustments. Protective
Life’s profit decreased due to factors such as an increase in claims caused by the
flu epidemic in the first quarter. Meanwhile, TAL recorded strong improvement in
profit due to factors such as a decrease in claims in the individual insurance
segment.
Net income attributable to shareholders of parent company (or consolidated net
income) decreased by 12.0 billion yen. This was due to the share exchange gain
on the Janus Henderson merger of 23.3 billion yen, after tax, booked in the
previous fiscal year. Group Adjusted Profit for the first half was 125.1 billion yen,
significantly higher than 102.1 billion yen in the previous year. Please refer to
page 21 for an analysis of the factors behind the increase in profit and the
process of adjusting consolidated net income to Adjusted Profit.
Please turn to the next page.



This slide describes the domestic life insurance business.
With regard to the operating results of our three domestic companies, each
of the three brands are committed to developing competitive products while
new channels are being cultivated as a group effort. Our multi-brand, multi-
channel strategy is put into practice as we offer products and services
through optimal channels tailored to individual customer needs.
In March of this year, Dai-ichi Life launched “JUST” and introduced “Health
Check-up Discount.” Neo First Life launched new products such as “Neo de
Kigyo” (insurance for business owners). In addition, Dai-ichi Frontier Life
continued to develop sales channels further into local banks in addition to
megabanks, and foreign currency-denominated savings-type products
enjoyed favorable sales.
As a result, new business annualized net premium (ANP) grew across all
channels, namely the sales representative, agent, and bancassurance
channels, bringing the total of the three companies up significantly by
43.8% year-on-year.
Please turn to the next page.



This slide shows the results of Dai-ichi Life.
New business ANP declined year-on-year due to enhancement in sales
activities by Dai-ichi Life sales representatives and agent channels for
products across our three domestic brands including Dai-ichi Frontier Life
products and Neo First Life products.
Fundamental profit increased from 213.7 billion yen to 236.8 billion yen,
mainly due to an increase in gains from core insurance activities.
Positive spread decreased due to higher than usual gains on redemption of
mutual funds recorded in the previous year. On the other hand, the market
environment has been favorable, and results have exceeded our
expectations.
Gains from core insurance activities increased mainly due to a decrease in
provision for policy reserves for newly introduced products accompanying a
price revision in March of this year.
Net capital losses slightly increased. Higher derivative expenses arising
from a higher hedge position in preparation for a market downturn were
partially offset by improved gains on sale of securities, after Dai-ichi Life
reshuffled its domestic bonds and sold stocks.
Please turn to the next page.



This slide shows the performance of Dai-ichi Frontier Life.
New business ANP is steadily expanding and sales are increasing as a
result of further development of sales channels into local banks and Dai-chi
life sales representatives in addition to megabanks.
The chart on the right shows the factors that cause net income to fluctuate.
In the previous fiscal year, the financial environment in Japan and abroad
was extremely favorable, resulting in gains related to guaranteed minimum
maturity benefits (GMMB) risk. The absence of such gains explains why
GMMB risk turned to loss. Operating income was somewhat lower than in
the previous fiscal year, but this was due to the absence of one-time upside
factors in the previous fiscal year. Excluding such effect, operating income
was stable.
Please turn to the next page.



This slide shows business results of Neo First Life.
In March of this year, “Neo de Kigyo” was launched, an insurance product
for business owners, and was sold mainly through Dai-ichi Life’s affiliated
agents channel. From August, distribution by sales representatives
commenced, and boosted annualized net premium of policies in-force.
Sales of medical insurance through banks and independent insurance
agents are also increasing steadily.
In terms of business performance, ordinary loss was booked due to an
increase in costs relating to a business expansion, but loss was kept at the
same level as the previous year.
Please turn to the next page.



Net income for the overseas life insurance business and the asset
management business shown here are denominated in yen.
Net income of Protective Life and TAL were roughly at the level of the
previous fiscal year. The main reason for the decline in net income in the
overseas life insurance business was that Dai-ichi Life Vietnam increased
provision of statutory policy reserves due to lower interest rates.
In the asset management business, Janus Henderson became an equity-
method affiliate in May, contributing to a significant increase in earnings.
Please turn to the next page.



This slide shows the performance of Protective.
The results for life marketing, acquisitions, and the annuities segments fell
below the results of the previous first half. In the life marketing segment, in
addition to the impact of the flu epidemic in the first quarter, a large amount
of insurance claims were made in the second quarter, resulting in a loss.
On the other hand, according to most recent figures, the loss is shrinking.
As for the acquisition segment, the impact of Liberty Life's blocks of
business acquired in May, partially offset the impact of lower revenues due
to in-force blocks runoff. In addition, in the stable value business, operating
earnings increased due to an increase in the balance of entrusted assets
and an improvement in investment income, partially offsetting the decrease
in operating earnings in other segments.
Please turn to the next page.



This slide shows the performance of TAL.
Competition continues to intensify in the individual insurance market in
Australia, and new business ANP in the individual insurance segment of
TAL decreased by 5% year-on-year. In the group insurance segment, new
business ANP decreased compared to the previous first half, when several
large-scale policies were gained. ANP from policies in-force increased by
3% year-on-year.
Underlying profits rose 8% year-on-year due to factors such as a fall in
claims in the individual insurance segment compared to the previous first
half.
Please turn to page 11.





Dai-ichi Life is making strong progress versus plan. However, we maintain
our annual earnings guidance for the fiscal year ending March 31, 2019 as
we believe its is necessary to monitor the financial market environment in
the second half and business trends of other subsidiaries. We maintain our
guidance for Group Adjusted Profit as well.
Dividends per share forecast is maintained at 53 yen, a 3 yen increase
compared to the previous fiscal year.
Moving on to group EEV, please turn to page 13.





Group EEV as of September 30, 2018 was approximately 6.5 trillion yen. In
addition to market factors such as higher stock prices and higher interest
rates, the increase of approximately 500.0 billion yen in EEV resulted from
new policies gained and the acquisition of blocks of business from Liberty
Life by Protective, which contributed to an increase in EEV of
approximately 38.0 billion yen.
Value of new business decreased marginally to 91.4 billion yen from
97.8 billion yen.
Please turn to the next page.



This page shows the EEV of each group company.

EEV of Dai-ichi Life increased due to new policies gained and an
increase in unrealized gains in light of the rise in stock prices. EEV of
Dai-ichi Frontier Life increased due to an increase in sales volume and
realization of investment spreads. EEV of Protective increased due to
the effect from its acquisition.
Please turn to the next page.



Here are value of new business and new business margins for our three
domestic group companies.
Dai-ichi Life’s flagship product “JUST,” consisted mainly of contract
renewals by existing customers. This is why value of new business was
down compared to the previous first half. For the second half, Dai-ichi Life
has begun to strengthen sales activities towards new customers who are
mainly younger customers.
Dai-ichi Frontier Life’s value of new business declined due to changes in
the product mix, the excess earnings expected to be realized in the future
are increasing, and the level of contribution to Group EEV is expected to
increase.
Neo First Life increased its value of new business due to strong sales of
competitive medical insurance and insurance for business owners through
Dai-ichi Life’s agency channel.
Please see the next page.



Value of new business of Protective is small in relation to the scale of its
EEV. However, EEV increases when discount is released and the
corporate bond spread is realized. I will elaborate on this later in this
presentation. For Liberty Life's blocks of business, which was acquired by
Protective in May this year, contribution to the increase in EEV was
approximately 38.0 billion yen.
Value of new business of TAL declined because there was no
concentration of large group insurance contracts as in the previous year. In
September, TAL agreed to acquire Suncorp Life. We are in the process of
completing transactions. When completed, we believe it will also contribute
to an increase in EEV.
Please see the next page.



Dai-ichi Frontier Life has seen strong growth in sales of foreign currency-denominated
fixed products. Interest rates in the U.S. have been rising this year and this is the
reason why sales of U.S. dollar-denominated products have been the main focus.
Compared to Japan and Australia, the U.S. corporate bond market is more robust, and
investment is shifting from government bonds to corporate bonds. Since Dai-ichi
Frontier Life products have an investment term of about 10 years, duration matching is
applied. As a result, Dai-ichi Frontier Life maintains a business model that ensures
solid earnings while maintaining competitive product designs. However, the corporate
bond spread factor is not reflected in value of the new business. Realization of excess
earnings during the investment term contributes EEV growth.
Likewise Dai-ichi Frontier Life, Protective products contribute to EEV growth through
factors besides value of new business using a different valuation method. Protective
EEV incorporates corporate bond spread into future value. EEV is valuated using a
"top-down approach,“ which applies a discount rate that is higher than the risk-free rate.
When discount is released it contributes to EEV though. In addition, growth through
acquisition of closed blocks of business is Protective’s business model and growth
driver.
In this way, the Dai-ichi Life Group's EEV consists of not only value of new business
but also other factors that contribute to EEV growth. We believe that this is the strength
of the Dai-ichi Life Group.

This concludes my presentation.
On a separate note, we will hold a briefing on our financial results and management
strategies at our headquarters on November 22. Mr. Inagaki, President of the Company,
will explain where we are in the medium-term management plan "CONNECT2020." We
welcome you to join us. Thank you very much.
















































