

This is Toshiaki Sumino of Dai-ichi Life Holdings. Thank you for
joining us today.



As announced in our press release today, we have unveiled Reconnect 2023, Dai-ichi Life Group's medium-term management
plan for fiscal years 2021 to 2023. We also updated the progress
regarding the remedy to those who were affected by the
misconduct by a former Dai-ichi Life employee. I would again like
to express my deepest apologies to customers and those
involved for the concerns and inconvenience caused by these
incidents. Hereon, I would like to provide an overview of the
plan.



Please refer to page 3.
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In the previous medium-term management plan, CONNECT
2020, we strengthened our relationships with all stakeholders.
Amid COVID-19, we revisited our role as an insurance provider
and conducted business operations. In addition, we took decisive
actions from the perspectives of both growth and discipline.
On the other hand, these relationships were partially segmented
or transformed due to the impact of COVID-19. In addition,
incidents that shook the confidence of customers and society in
us were discovered, leaving major issues to be addressed.
Under the new medium-term management plan, rather than
returning these relationships to their original form, we will revisit
our approach to stakeholders and re-engage, and have decided
to name our new plan "Re-connect." Re-connect also has the
meaning of reinforcing cohesion so that all group companies and
employees harmonize values and resonate with each other to
transform with a stronger bond in order to achieve change.
As such reforms take time, the Company will take on the
challenge to transform during the three years of the new
medium-term management plan and aim to generate results in
the following three-year period.
Please refer to the following page.
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We hope to continue to support well-being of all people. To this
end, we will extend our business to offer four experiential values
to truly be customer-centric.



In addition, because a sustainable society is essential for our
business, we consider a sustainable society to be the foundation
of our business, and will extend our efforts to resolve material
issues to ensure the sustainability of society.



Based on this philosophy, we have decided to change the Group
Vision to "Protect and improve the well-being of all" in order for
the group to be united and move into the future.



Please refer to the following page.
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Under the new medium-term management plan, "Re-connect
2023," we will revisit our approach to stakeholders by
backcasting from our aim expressed in the new vision, and
develop our four key initiatives over the three years.



Please refer to the following page.
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I will explain the group's management objectives.



With the new medium-term management plan, the group shifts
its management values from quantity to quality. Most importantly,
we aim to achieve stable capital efficiency that surpasses cost of
capital.
First, we will raise capital efficiency over the medium- to longterm in terms of adjusted ROE, followed by ROEV, while lowering
cost of capital by reducing market-related risk.



In addition, the growth trend of group adjusted profit has
changed due to changes in the external environment. While
aiming for profit growth over the long term, the level is expected
to be within the range of 250 to 280 billion yen at the end of the
medium-term management plan period.



Please refer to the following page.
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Group management targets are shown here.



Though the group's KPIs are as mentioned earlier, Dai-ichi Life's
KPIs are different from the conventional top-line-oriented
management indicators with targets set for customer satisfaction
and number of customers.



Please refer to page 9.
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(There is no script for this slide.)
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I will now explain the group's business strategies.



First, regarding the concept of our business portfolio, in our core
domestic businesses, we will improve business efficiency.
Overseas, in addition to expanding business in each country, we
will explore business opportunities in markets neighboring
existing markets.



At the same time, in order to acquire new organizational
capabilities, we will aim to achieve sustainable growth for the
group by providing new services in the health and medical care
domains, collaborating with outside entities to acquire digital
technologies, and investing in businesses that will strengthen the
functions of asset formation and succession areas.



Please refer to the following page.
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This slide shows how our group can contribute to resolving social
issues.
In the domestic business, each group company is transforming
its marketing philosophy to a more "customer-oriented
perspective," and we will demonstrate our multi-brand strategy
of delivering experiential values, as an unchanging strength.
In terms of channels, in addition to our sales representative
channel, diversification is advancing under a multi-channel
strategy, including insurance shops and agencies. We will shift
away from channel-based frameworks and further expand
customer touch-points that include the addition of an onlinedirect channel.
Under the new medium-term management plan, the CX design
strategy will be at the center of our business strategy. Based on
a multi-brand, multi-channel strategy, we will bring our customer
contacts together beyond the boundaries of entities and channels,
and propose the best experiential values not limited to insurance.
I will explain this in more detail on the next page.
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The CX design strategy is designed to deliver experiences and
impressions that exceed customer expectations and increase fan base
leading to the growth of our business. The CX design strategy
combines the strengths of our face-to-face channel and expansion of
on-line customer contact points through the realization of our groupwide Online Merges with Offline (OMO).
Based on this strategy, we aim to offer customers “what they want,
when they want in most reasonable way” by making the CX Design
System available to customers during fiscal year 2022, which will be
the foundation for everyday experiential value proposition and what
they have never experienced before.
Specifically, we will not only centralize the vast amount of information
assets that are already dispersed within the group, but also further
deepen our understanding of customers by accumulating and
analyzing various unstructured data, such as customer preferences
and behavior.
By integrating channels, interfaces and content, that exists separately
now, into a single communication interface we will be able to have
contact points at any time, both physical and digital, in the way most
desired by customers.
After the CX Design System goes live, we plan to gradually expand its
functionality and we also anticipate that we will add not only the
products and services of domestic group companies, but also the
content of business partners from time to time.
Please refer to the following page.
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In each of the four experiential values, we have supported our
customers in resolving their agendas, and have also enhanced
our products and services to improve their well-being.



For example, in the “Protection” domain, we established Dai-ichi
Smart Insurance, a group company that offers small-amount,
short-term insurance policies. Through these and other
measures, we will increase contact points with the Millennial and
Z generations, who have been difficult to reach out to until now.



In “Asset Formation and Succession,” we will drive Dai-ichi Life's
annuity business, Dai-ichi Frontier Life, and asset management
business to cross-function for efficiency and will expand
capabilities and infrastructures in various ways going forward.



In the “Health Promotion” and “Enhancing Connections” domain,
we are expanding the business of QOLead, which is responsible
for providing services in the healthcare field, and are accelerating
business alliances with external partners. Going forward, we will
continue to strengthen our relationships with customers by
proposing various experiential values that would contribute to
customers' happiness and resolving of social issues, without
being limited by the framework of insurance.



Please refer to the following page.
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While the trend toward digital and contactless sales of insurance
products is moving forward, we believe that Dai-ichi Life's
nationwide sales channel continue to be a major strength.



On the other hand, in order to maintain its strength, it needs to
evolve into a channel that can deliver high-quality experiential
value based on deep customer understanding and high level of
financial literacy.



Accordingly, in the future, we will substantially shift our
management focus to expanding the “highly efficient sales rep
segment,” which can truly increase customer satisfaction,
regardless of past success models and quantitative expansion,
and aim to achieve a level that is distinct from how a major
conventional company is perceived.



Specifically, in addition to narrowing down through discreet
recruitment and reforming the evaluation system, we will
carefully train employees according to their proficiency level, and
develop sales activities supporting tools that utilize digital
technology. We will also use digital tools to achieve
overwhelmingly efficient sales activities that are not restricted to
time or location.



Please refer to the following page.
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Currently Dai-ichi Life's level of customer satisfaction remains at
the mid-industry level, but issues are clear, so we will take
steady steps, including deeper understanding of customers
through efforts to improve efficiency and CX design strategies.



Instead of the conventional customer satisfaction survey, we
have decided to adopt Net Promoter Score (NPS), a more indepth survey, as a KPI for Dai-ichi Life, with the aim of achieving
an industry-leading customer satisfaction level.



Please refer to the following page.
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Here are Dai-ichi Life's efforts to improve productivity.



To become more competitive, we must not only improve the
efficiency of our channel, but also reduce fixed costs to improve
the capital efficiency of Dai-ichi Life.



Since sales support cost is about the same as the direct cost in
each new contract cost structure, we need to reduce fixed costs
at the head office and branch offices in parallel with improving
the productivity of our sales representatives.



Specifically, we will use digital technologies to improve
operational efficiency, shift employees, and efficiently use office
space based on new work-styles. On the other hand, we will be
deploying resources to secure a competitive advantage going
forward.



Please refer to the following page.
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As for the overseas life insurance business, we will promote
business portfolio management according to the market
development stage.



Specifically, as our track record has proven, our three pillars are
growth in the U.S. and Australia, where stable growth and
immediate profit contribution can be anticipated, and the
emerging and early-stage markets in Asia, where we expect
medium-to long-term and super-long-term profit contributions,
as well as incorporation of innovative business models in
preparation for further changes in the environment going
forward.



While maintaining this balanced approach, we will simultaneously
pursue group-wide cost of capital reduction and sustainable
earnings growth. We aim to achieve adjusted profits of around
¥85 billion in the final year of the new medium-term
management plan.



Please refer to the following page.
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We also observe pioneering and exemplary initiatives at overseas
companies, such as the pursuit of CX using DX to improve
productivity.



In the new medium-term management plan, we will refine these
initiatives in order to further strengthen our competitiveness, and
at the same time, we will promote further synergies and
productivity enhancement within the group.



Please refer to page 19.
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(There is no script for this slide.)
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In our financial and capital strategies, we will continue to
implement strict ERM while focusing on disciplined capital
management.



We will work to transform our risk profile by reducing market risk
and other means, and will secure a stable economic solvency
ratio comparable to major global life insurers. At the same time,
we will strive to achieve capital efficiency that exceeds cost of
capital through aggressive growth investments based on riskreturn assessments and appropriate capital adjustments.



Please refer to the following page.
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We recognize that our shareholders' cost of capital is 10%, which
is higher than our previous assumption.



Please refer to the following page.
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In the first year of our four-year plan for risk profile
transformation, we were able to exceed our expected pace.



The pie charts you see are updated to the three-year plan of the
new medium-term management plan. The starting point has
been revised due to an increase in unrealized gains on stocks
due to a favorable external environment and the impact of
internal model changes related to interest rate risk. However,
under the new medium-term management plan, we will increase
both the amount and pace of risk reduction related to interest
rate and equity, and again set a target to reduce 20% over three
years.



In light of the current financial market environment, we will aim
to achieve the risk profile target as early as possible over a
medium-to long-term.



Please refer to the following page.
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Regarding the internal model for measuring economic solvency
ratio, we have gone through discussions with experts and market
participants. After examining their opinions, we decided to
change the ultimate forward rate and last liquid point.



Both changes are to measure our economic capital position more
strictly. With these changes our economic solvency ratio at the
end of March 2021 was approximately 206% on a preliminary
calculation basis.



Please refer to the following page.
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Here is supplemental information on our efforts to further accelerate
risk reduction.



This fiscal year, we were able to fulfill approximately 70% of our fouryear target to reduce interest rate and equity risk. We were able to
significantly exceed the pace of our initial plan in one year.



Under the new medium-term management plan, we will set a new
target for reduction initiatives equivalent to 20% of the amount of
risk. Taking into account this year's initiatives, the accelerated new
plan is equivalent to about 1.5 times the initial four-year plan.



Specifically, new risk reduction targets that exceed our initial plan are
set at 260 billion yen against 1.3 trillion yen in interest rate risk and
260 billion yen against 1.3 trillion yen in equity risk for a total of 520
billion yen in risk reduction.



Especially in terms of equity risk reduction, although we expect
increased exposure in alternative assets, which increases risk, for
domestic stocks, by utilizing derivative transactions, we expect a
decrease equivalent to approximately a third of 3.3 trillion yen in
market value. Combined with risk reduction in 2020, we will be
reducing an equivalent to 40%.



The end of March 2024 is merely a milestone, and we are looking to
further reduce the amount of risk in the medium-term and beyond.



Please refer to the following page.
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Under disciplined capital management, we will also be raising the
level of operations.



Until now, remittances from operating companies to holding
company were determined based on each company's accounting
profit. From now, we will gradually shift to an operation of
calculating free cash flow (FCF) from multiple perspectives such
as increases or decreases in economic value-based capital and
accounting constraints, and remittances will be determined
based on these perspectives.



We will also strictly evaluate the investment to each operating
company. On the contrary to the handling until now, cost of
capital will be assessed according to the risk profile of each
business and capital will be allocated or collected based on these
assessments.



With regard to the FCFs generated, we intend to further refine
the balance for ensuring soundness, investing in growth, and
paying out to shareholders.



Please refer to the following page.
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Our shareholder payout policy will enter a new stage. Until now
we have been targeting a total payout ratio of 40%.



In terms of cash dividends, we aim for stable dividends that is
commensurate with the recurring nature of the life insurance
business. Therefore, we will refer to a three-year-average of
group adjusted profit every year and aim to maintain the
dividend payout ratio at 30% or higher. Furthermore, we intend
not to reduce dividends per share in principle.



Meanwhile, we will make agile and flexible decisions on
additional payouts, including share buybacks. By weakening the
linkage with earnings and rather taking into account factors such
as economic solvency ratio, cash-flow conditions, the availability
of strategic investment opportunities and our stock price.



The total payout ratio will not be considered in a single fiscal
year basis in order to avoid impairing the flexibility of additional
payouts. However, we aim to significantly strengthen shareholder
payouts as a whole by placing 50% as a rough indication over
the medium-term.



Please refer to the following page.
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This slide explains how the level of ESR relates to our capital
policies.
When ESR is within the targeted range of 170% to 200%, we
would take the aforementioned stance, but if ESR exceeds the
range, we will consider additional payouts more actively. On the
other hand, we aim to maintain stable dividends even when ESR
is below the range.
Please note that ESR is not the only factor in deciding actual
payout. We will also consider constraints such as the cash
position at the holding company, strategic investment
opportunities, and stock price level and so on.
We have today resolved and announced a share buyback of 200
billion yen. This is our first and immediate step with the clear
intention to transform ourselves under the new medium-term
management plan. We believe our share buybacks had been
earnings-oriented and rather automated and made up the
difference between the targeted total payout ratio of 40% of
earnings and cash dividend. Under the new policy it becomes
totally different and is more strategically-decided and balance
sheet-oriented.
Please refer to page 28.
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(There is no script for this slide.)

27



Let me draw your attention to the strengthening of sustainability
initiatives.



Under the new medium-term management plan, we will
establish the Group Sustainability Promotion Committee, chaired
by the president. It will formulate policies and strategies related
to non-financial areas across the group and start monitoring the
progress of initiatives at each company level.



Please refer to the following page.
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As one of our most important sustainability initiatives, we will
further accelerate our efforts in combating climate change.



See the next page.
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Finally, let me explain the enhancement of our business
foundation.



Under an uncertain external environment, the new medium-term
management plan will be a three-year period in which we will go
through much trial and error. In order to accomplish this
transformation, it is essential for each employee to raise
productivity through the enhancement of human capital value.



In addition, the Board of Directors will monitor the progress of
the medium-term management plan at a higher level. In this
way, the group will also follow up on deepening and exploration
from a governance perspective.



This will conclude my explanation. Regarding the details under
our new medium-term management plan, we plan to issue a
separate press release and hold a conference in May. We
welcome you to participate.



Thank you for your attention.
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