
Good afternoon. This is Seiji Inagaki, President of Dai-ichi Life 
Holdings, Inc.
Thank you for joining our financial analyst conference call. 
First and foremost, I would like to express my deep apologies 
for the inconvenience caused by the multiple incidents made 
public in October originating from a former Dai-ichi Life 
employee who had unlawfully acquired money from customers.
We take this incident very seriously and will continue to 
sincerely care for those who were affected while we reinforce 
our compliance system. We will do everything in our power to 
clarify the truth, thoroughly analyze the cause of the incidents 
and take preventive measures.
Today, in accordance with the agenda on page 2, I will explain 
our direction for the next medium-term management plan.
Please turn to page 4.



(No script for this slide)





Here are the financial highlights. There was a decrease from 
the previous year across the board due to the impact of the 
spread of COVID-19.

As for sales results,  DL was affected significantly due to the 
self-restraints of domestic sales activities. We will carefully pay 
attention to situation relating to COVID-19 going forward, but 
recent sales results are showing signs of recovery at each 
company.

Group adjusted profit decreased YoY due to losses on derivative 
transactions at DL. We have reached 47% of our annual 
forecast and we are on track to achieving our target.

Group value of new business declined due to a decrease in 
domestic sales. In addition, overseas value of new business 
declined due to a fall in U.S. interest rates and a reactionary 
decline after a high profile contract was acquired in the 
previous fiscal year.

Please see the next page.



Group EEV increased substantially compared to the end of the 
previous fiscal year, reflecting an increase in domestic interest 
rates and an improvement in the stock market.

Economic solvency ratio has improved to 211% due to an 
increase in economic value-based capital and market risk 
reduction initiatives.

With regard to shareholder payouts, there is no change to our 
dividend forecast of ¥62 per share in light of the steady 
performance of group adjusted profit against our annual 
forecast.

As discussed at the financial results conference call, we are 
considering to exclude a portion of losses on derivative 
transactions at DL from the calculation for shareholder payout 
base.

Please see the next page.



As for our economic value-based risk profile as of September 
30, 2020, market risk remained flat compare to March 31, 
2020 at 69%.
On the other hand, as a result of proactive implementation of 
interest rate risk reduction measures, improvement was seen 
in ESR sensitivities to a decline in domestic interest rates.
Please see the next page.



Here are details on our efforts to reduce market risk announced 
in April.
For the current period, due to favorable market conditions for 
super-long-term JGBs, we accumulated policy reserve 
matching bonds and lengthened duration ahead of our initial 
expectations.
As a result, while we aim to reduce interest rate and equity risk 
by 20%, the impact of our risk reduction measures was 
approximately 100 billion yen. However, interest rate risk and 
equity risk remained almost flat due to favorable market 
conditions, etc.
We will continue to implement risk reduction measures and a 
reduction in equity risk is expected in the second half.
While EEV sensitivity to interest rates has improved 
significantly due to the rise in interest rates during the current 
period, we continue to aim for low and stable sensitivities.
Please see the next page.



This section touches on our direction for our next medium-
term management plan.
The environment surrounding us remains extremely 
challenging. The life insurance business must take on the 
challenge of unprecedented transformation in order to be 
sustainable in the so-called new normal.
The direction of our business strategy transformation is the 
simultaneous pursuit of customer experience-based value 
creation and productivity enhancement.
Our financial strategy aims to create a financial structure that 
can generate stable cash flow and capital by further reforming 
our risk profile.
Under our capital strategy, we aim to achieve capital efficiency 
in excess of the cost of capital under the ERM framework.
The following pages describe in detail.



As for our domestic business strategy, we will further expand 
and deepen the four core value propositions that contribute to 
improving quality of life as we transform our conventional 
marketing philosophy into a more "customer-oriented 
perspective.“
In order for our customers to appreciate this value, it is 
necessary to establish a foundation that lets customers 
experience it continuously. As we accelerate our digital 
initiatives, we aim to build a communication interface that 
enables us to reach out to each customer throughout their 
lifespan on a regular basis.
More specific explanation is given on the next page.



Among the four core value propositions, we will provide even 
higher customer value by further refining our products and 
services in established areas such as "protection" and "asset 
formation and succession.“
In new areas such as “healthcare and medical care” and 
“connecting and bonding,” we will continue to consider various 
ways of providing experiences that transcend conventional 
boundaries, such as providing support to resolve various 
challenges, and contribute to the improvement of our 
customer’s quality of life by offering a real sense of happiness 
and prosperity.
Please see the next page.



Next, I will explain the direction of our financial strategy.
This year, we announced plans to reduce market risks and 
transform into an insurance risk-centric risk profile.
The following pages describe the concepts behind this.



Since our initial public offering in 2010, we have been 
implementing a number of strategies, including overseas 
expansion. However, while various factors affect stock prices, 
our current stock price is not necessarily at a satisfactory level.
While the cost of capital varies from methodology to 
methodology, the beta of our stocks continue to be at higher 
level. In addition, given the heightened equity risk premiums, 
based on the prevailing CAPM (Capital Asset Pricing Model), we 
are reminded of the high market expectations i.e. our cost of 
capital.
In order to overcome this situation, I believe it is necessary to 
decisively implement financial strategies that are not merely an 
extension of the past, and transform our financial structure 
that is not susceptible to market conditions.
Please see the next page.



As for steps to achieve our goal, we set a milestone for our risk 
profile reform to be reached by the end of March 2024. After 
this, within a 3 year period, we aim for our risk profile to come 
close to our objective.
In terms of the scale of interest rates risk and equity risk 
reduction, we will not only expand the scale further than the 
previously announced 20% reduction, but also drive liability 
structure reform.
Please see the next page.



Improving our risk profile not only reduces market sensitivities, 
and thus the cost of capital, but also leads to reforming Dai-ichi
Life profitability and cash flows.
As shown in the upper right, capital gains realized from risk 
reduction will be used to fund further super-long-term debt 
purchases while supplementing profit base, as well as to offset 
costs associated with the ceding of legacy liabilities. As a result 
of these ongoing initiatives, we expect stable growth of income 
profit.
At the same time, we will redefine our business model for the 
life insurance business and work to expand underwriting profits 
that are stable over the long term.
As we keep in mind the diverse range of stakeholders, we will 
strive to reduce risk while improving profitability so that stable 
capital accumulation can be secured in the long run. In this 
way, we will maintain and improve our economic solvency ratio, 
while reducing its volatility.
Please see the next page.



Finally, I will explain our capital strategy.
In the next medium-term management plan, we will focus on 
the capital cycle based on the ERM framework. In terms of free 
cash and capital generated, we will further refine the balance 
of financial soundness, growth investments and shareholder 
payouts. In this context, we will continue to consider strong 
shareholder payouts with share repurchases in a more strategic 
manner.
Please see the next page.



As I explained earlier, we recognize that cost of capital is close 
to 10%, based on CAPM.
Going forward, we will strive to reduce it by implementing 
various strategies and enhance capital efficiency. In the 
medium to long term, we aim to achieve capital efficiency that 
exceeds the cost of capital.
This concludes my presentation for the next medium-term 
management plan.
Please skip the next two pages.
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Moving on, I will now explain the Sales Representative 
channel strategy of Dai-ichi Life.

Please see the next page.



In order to cater to the diverse needs of our customers, the 
Dai-ichi Life Group is promoting a multi-brand, multi-channel 
strategy of delivering products from a variety of companies 
through diverse channels, mainly Total Life Plan Designers.
Sales of group company products have been strong at Dai-
ichi Life and the total number of products sold has steadily 
increased.
With regard to channel diversification, we have increased
recruitment of Life Professionals who are college graduates 
that specialize in sales activities at the workplace and 
Customer Consultants who specialize in supporting existing 
policyholders. We have also increased the number of 
commissioned agents in the rapidly growing agency market.
Our Total Life Plan Designer channel has developed into a 
stable channel through our intensive educational program
after a careful selection process and efforts to improve the
retention rate.
Please see the next page.



On the other hand, in a business environment where the 
population is declining, it is essential to pursue both 
improvement in market share and productivity to gain the 
competitive edge.
With regard to Dai-ichi Life's core channels, we are 
particularly aware of challenges such as "improving 
productivity," "improving customer satisfaction," and "digital 
standardization."
We are aware that there is a need to accelerate efforts to 
address these challenges due to the spread of COVID-19.
In order to enhance our sustainability, we will take 
advantage of these environmental changes to provide value 
that is chosen and satisfies our customers.
Please see the next page.



Here, I would like to talk about our understanding of the 
challenges related to improving productivity.
Regarding Total Life Plan Designers, although there was 
some adverse impact from the discontinuation of product 
sales in light of the low interest rate environment, value of 
new business per capita has been gradually declining over 
the past few years.
Under these circumstances, sales support costs are about 
the same as direct costs per new policy, and we believe that 
it is necessary to consider improving the efficiency of sales 
support costs as well as improving the productivity of Total 
Life Plan Designers.
Please see the next page.



Improving customer satisfaction is also an important 
challenge.
There is a certain correlation between customer satisfaction 
and the growth rate of life insurance companies, and we 
believe that an improvement in customer satisfaction will 
lead to our sustainable corporate growth.
Compare to our peers, we have relatively low levels of 
satisfaction, particularly with regard to “product 
presentation” and “expertise.” We believe that we are 
expected to have a deeper understanding of what our 
customers anticipate.
In addition, we recognize the need to create new value 
through the use of digital technology for each of our 
customers, channels, and employees in order to achieve 
both business growth and efficiency.
Please see the next page.



Based on the understanding of the challenges we face, we 
will dramatically change our philosophy related to our Total 
Life Plan Designer channel.
Specifically, until now, the same emphasis was put on 
"maximization of new policies" and "maximization of 
customer satisfaction." Going forward, by introducing various 
services, we will focus on customer satisfaction and will lead 
to maximization of new business as a result.
We will not simply continue to expand the sheer number of 
Total Life Plan Designers, rather we will focus on expanding 
the “high-efficiency segment” of Total Life Plan Designers 
that are capable of providing quality services to enhance
customer satisfaction. Our recruitment activities, training, 
and sales support will be based on this philosophy.
In addition, as the Dai-ichi Life Group expands into business 
domains to offer four values that contribute to improving 
quality of life, the Total Life Plan Designer channel need to be 
able to provide a broader range of high quality services. In 
this respect, we will leverage digital tools to build a 
framework to support sales activities efficiently.
Please see the next page.



Here is a chart that illustrates how we will improve the 
efficiency of Total Life Plan Designers.
As I mentioned earlier, based on our focus on quality in order 
to improve productivity, we anticipate narrowing down the 
number of new recruits and develop the high-efficiency 
segment.
In addition, we will differentiate the roles that we seek 
depending on efficiency. In order to increase the efficiency of 
new recruits and the medium-efficiency segment, we intend 
to train them by using digital technology and improving 
quantitative and qualitative communication.
With regard sales support, we will make full use of remote 
operations to improve operational efficiency at the front 
lines, and we will also centralize functions at the head office, 
depending on the nature of operations.
Please see the next page.



This shows our new form of customer communication 
utilizing digital technology.
Until now, Total Life Plan Designers have only been engaged 
in face-to-face and direct-contact sales activities. Going 
forward, we intend to implement face-to-face activities in a 
non-contact environment by taking advantage of digital 
tools, while retaining the strengths of the face-to-face 
channel that cannot be replaced by digital, as shown on the 
right.
In addition, in terms of areas that can be handled via the 
WEB, we will improve customer convenience and business 
efficiency with the introduction of various online procedures.
Please see the next page.



I will now explain the streamlining of sales support 
operations. Until now, the daily routine of Total Life Plan 
Designers has been to come into the sales office every day, 
hold morning assemblies, prepare for the day’s activities, 
visit customers, return in the evening and engage in dialog 
with the head of the sales office.
As we standardize our face-to-face and non-contact sales 
style, we anticipate that we will be able to conduct everyday 
support, guidance, recruitment activities, and other activities 
remotely.
In addition, since it is no longer necessary to physically 
deploy support staff with specialized knowledge nationwide, 
we can efficiently utilize them by centralizing high-quality 
operational support units at our headquarters. In addition, 
we will pursue the efficient use our office locations.
Please see the next page.



Here is a summary of today’s discussions in one slide.
Total Life Plan Designers will qualitatively evolve into a channel 
with advanced financial literacy and consulting capabilities and 
serve as the core for delivering four values to customers.
In order to continue to be the customer’s choice, we will lay out
the philosophy that customer satisfaction is priority in sales 
activities.
In addition, in order to provide customers with a truly satisfying 
experience, we will improve our ability to provide services 
through the integration of digital and real-world services, while 
retaining the strengths that are unique to face-to-face channels, 
thereby improving customer convenience.
In this way, Total Life Plan Designers aim to evolve into a highly 
efficient group that deeply understands the needs of customers 
and solves issues with a high level of expertise and proposal 
capabilities as the value of its products, services, and other 
propositions expands. At the same time, we will improve the 
quality of our sales support functions through the use of digital 
technologies, while improving business efficiency.
By steadily expanding underwriting profit from the Total Life Plan 
Designer channel in the long term, as we engage in risk 
reduction measure from both the asset side and liability side, we 
intend to make the group's earnings base and financial position 
more stable and sustainable.
This concludes my presentation. Thank you very much.




