
Good afternoon. This is Toshiaki Sumino, Managing Executive Officer of 
Dai-ichi Life Holdings, Inc.
Thank you for joining our Financial Analyst Conference Call for the Fiscal 
Year Ended March 31, 2021.
Today, I will review the last mid-term management plan and its results, 
and President Inagaki will explain about business strategies for new mid-
term management plan.
Please turn to page 4.
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Let me begin with the review of sales result for FY2020.
As announced in the conference call last week, there was a YoY decrease 
across the board due to the spread of COVID-19. The Group VNB was 
unfavorable against the target of ¥230 billion set in the previous mid-term 
management plan.
However, after the full-scale sales activities resumed in the second half of 
FY2020, the sales performance has been recovering and we forecast the 
Group VNB for FY2021 to be approximately ¥159 billion which is 25% 
increase year-on-year. 
Please refer to page 5.
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Now please let me talk about the profit.
There was a limited direct impact of COVID-19 on the profit except 
Protective. As positive spread at Dai-ichi Life expanded and one-time items 
in group companies as well as sale of Janus Henderson share contributed 
to increase of group adjusted profit and net income. 
Considering the reactionary decline due to the absence of one-time items, 
we forecast FY2021 Group adjusted profit to be approximately ¥240 billion.
Please move on to page 6.
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Here I will explain Group EEV and RoEV.
Due to improved financial market condition, Group EEV was ¥7.3 trillion, a 
33% increase year on year prior to measurement change, or 24% increase 
to ¥6.9 trillion after measurement standard change.
The figure on the right shows the changes in the EV sensitivity. Due to the 
market related risk reduction both on the assets as well as liabilities side, 
sensitivity to financial market fluctuations has been decreasing. However, 
the adopted measurement change increased sensitivity, thus we keep 
working on the initiatives for risk reduction.
Please move on to page 7.
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Standards for economic solvency ratio has been changed in the same 
manner as EEV.
The economic solvency ratio as of the end or March 2021 improved to 
224% before the change in measurement standards, due to the market 
improvement and risk reduction initiatives at Dai-ichi Life. The economic 
solvency ratio after the standard change is 203%, as this generally involves 
a more stringent measurement of economic value-based capital.
As for the risk profile shown on the right hand side, the decrease from risk 
reduction and increase from market improvement were closely matched, 
and as a result, the percentage of market-related risk did not change 
significantly from around little less than 70%.
Please refer to page 8. 
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As I have explained earlier, the first year of the 4-year plan for risk profile 
transformation has exceeded the expected pace.
As shown on the left hand side, due to Dai-ichi Life’s initiatives, we were 
able to reduce interest rate and equity risk by approximately ¥410 billion in 
total. On the other hand, as I mentioned earlier, there was a similar 
amount of increase in unrealized gains due to market improvement.
However, looking at the market sensitivity of economic solvency ratio on 
the right hand side, it can be confirmed that the overall sensitivity has 
declined. Therefore, we recognize that we are making steady progress in 
aiming for capital efficiency that exceeds the cost of capital.
From now on, we will also disclose the sensitivity of economic solvency 
ratio to changes in foreign interest rates and foreign exchange rates, which 
we hope you will find useful. 
Please refer to page 9.
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Let me explain the recurring nature of profit generation in the life insurance 
business.
As of end of March 2021, the Group EEV included approximately ¥2.5 
trillion of value in-force business plus unrealized gains on yen-denominated 
fixed income assets, of which ¥1.6 trillion belongs to Dai-ichi Life. As you 
can confirm on the right side of document, such value for accounting 
purposes will be realized with high accuracy over a long period of life 
insurance policy term and most likely major part would be realized during 
initial 10 years.
For the going concern corporate value, the value of new business should 
added up. As a reference the future profits from value of new business 
acquired in the FY2020 shown with first year cost offset by future profits. 
Thus, further strengthening the recurring profit generation of the entire in-
force business.
Please turn to page 10.

9



Efforts to improve the risk profile are shown using the Dai-ichi Life cash 
flow.
The Group is strengthening its investment in super-long-term bonds and 
other instruments as in line with assets and liabilities matching.
Exceptionally, Dai-ichi Life conducts balanced investment to fulfill the 
higher assumed interest rate legacy blocks it has sold in the past. Even if 
cash flows from equity investments are excluded from cash flows, 
favorable matching is observed for each maturity up to the next 30 years, 
supporting our strong economic solvency ratio.
However, for maturities greater than 30 years, it is difficult to match the 
cash flows of liabilities and assets.We recognize that managing liabilities 
cash flow in the ultra-long-term zone is one of the Group's financial 
strategy propositions.
In light of this, we intend to use the capital gains realized through equity 
risk reductions as a source of funds to promote further matching of assets 
and liabilities. In other words, we will continuously strive to reduce risks, 
thereby further achieving highly recurring and stable income.
Please refer to page 11.
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Next, I will explain the cash flow of the holding company.
Previously, remittances were determined based on period profit of each 
company, so remittances from subsidiaries and shareholders payout were 
largely offset. Going forward, however, we will shift to an operation in 
which free cash is determined from multiple perspectives and constraints, 
such as increase or decrease in economic value-based capital, and 
remittances from subsidiaries are expected to increase both in remittance 
rate and amount.
Based on the more stringent assessment of the investment effectiveness of 
each operating company (make capital allocation and recovery by 
evaluating business results against cost of capital that is set according to 
the risk characteristics of each business), mentioned earlier, we intend to 
further refine the balance of free cash generated to ensure financial 
soundness, growth-oriented investment, and shareholders payout.
Please refer to page 12.
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Lastly, our shareholder payout policy, shared earlier, that has entered a 
new stage along with the new mid-term management plan. 
We have already announced a share buyback of up to ¥200 billion, and we 
aim to substantially strengthen shareholder payouts by setting a rough 
guide for total return ratio of 50% on average over the medium term. 
In terms of cash dividends, considering the decrease in the number of 
shares after share buybacks and in-line with the recurring nature of the life 
insurance business, we aim to pay stable dividends with a payout ratio of 
30% or more. Basically, we will not reduce the dividend per share.
In the fiscal year 2021, we forecast a substantial increase in the dividend 
per share to ¥77.
This concludes my explanation. From page 13, President Inagaki will 
explain the strategies for New Mid-Term Management Plan.
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I am Seiji Inagaki and thank you very much for your participation today.
Without further ado, let me explain the new medium-term management 
plan.
Please refer to page 14.
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Despite the start of vaccine rollout, the outlook on when and how the 
COVID-19 pandemic will be contained is still unclear and is expected to 
remain uncertain for the foreseeable future. Meanwhile, the business 
environment surrounding the Group has become increasingly challenging, 
due to the continued global low interest rates, as well as economic 
slowdown. In addition, the spread of COVID-19 is accelerating the rapid 
advancement of digital technology and diversification of people’s values. 
Life insurance providers are expected to make a drastic change, especially 
in how they contact customers. 
While giving consideration to health conditions of customers and 
employees in its business operations, the Group will fulfill its role as an 
insurance provider by quickly paying out insurance benefits. In addition, we 
will develop insurance products and services that satisfy the needs of 
customers, promote establishing remote sales process by utilizing digital 
tools, and reinforce measures to cope with prolonged low interest rates 
and rapid market fluctuations. 
In these circumstances, we launched the new medium-term management 
plan “Re-connect 2023” to re-engage with stakeholders in a better way, 
considering the reflection of Dai-ichi Life sales incidents from last year. All 
our officers and employees will harmonize values and strive to tighten our 
bond again with a view to achieving transformation in resonance with each 
other.
Please refer to page 15.
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The Group management targets are described on this slide.
In the new medium-term management plan, we will put more focus on 
customer satisfaction rather than top-line indicators, and work to improve 
capital efficiency, and seek to change our values from quantity to quality. 
To this end, in addition to the target levels for the three years of the new 
medium-term management plan, we have indicated our direction for the 
additional three years to shape the results of the transformation.
Here, in addition to the KPIs announced in March, we have added the 
relative evaluation of stock price performance using TSR and updated our 
customer count targets.
Please refer to page 16. 
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This is a summary of our financial and capital strategies focus in the new 
mid-term management plan.
The TSR shown on the next page has been below the midpoint of the peer 
group for the past several years. We also face the reality of continuing low 
valuations since listing. As a result, we think that it is necessary to take 
these issues head on. 
For this reason, we are oriented toward capital-cycle management through 
initiatives such as accelerating risk profile reform, quickly realizing a solid 
financial position, revamping shareholder payout policy and have set the 
goal of overcoming undervalued stock prices by achieving capital efficiency 
that stably exceeds cost of capital. We also strive to raise the level of 
information disclosure and dialogue with investors. 
In particular, we have decided to reduce interest rate and equity risks by 
approximately 20%, over the 3 year period by increasing both the volume 
and speed of reductions.
Please refer to page 19.
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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.
By adding the SDGs 10 “Reduced inequalities” to business domain related 
materiality and materiality related to ensuring the sustainability of society, 
we will pursue to offer our customers the best experiential values, and 
increase engagement with the employees who realize such efforts.
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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The important role of life insurance companies is to solve social issues. For 
example, in the area of protection, as social security is being compressed, 
customers will have to design their own security and peace of mind 
through self-help solutions, and the social value of risk-sharing functions 
which the insurance company can provide will increase.
Up to the generation before the baby boomers, self-help coverage is in 
place to some extent, but the insurance coverage rate for people in their 
30s and 20s has dropped significantly, and overall, the amount of death 
insurance is less than 60% of the required coverage amount.
We also recognize that the areas in which DL’s wide network can contribute 
to solving social issues are expanding, such as the anxiety related to 
longevity risk and shortage of asset as people live longer. Also there is 
increasing anxiety in the society that people will continue to suffer from 
some disease or illness as there is the 10-year gap between average life 
expectancy and healthy life expectancy, and the growing sense of isolation 
due to the increased number of single-person households.
Please refer to the next slide. 
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In this section, I will present the medium- to long-term direction we are 
aiming to take, for each of the four experiential values that comprise our 
key issues and the CX improvement that supports “Well-being” of people.
We intend to demonstrate the significance of our existence in society based 
on the recognition of the issues described above.
Please move on to the next page.
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In the new medium-term management plan, we will also make further 
efforts to address important issues related to ensuring the sustainability of 
communities and society.
For example, with regard to our response to climate change, as we have 
already released, we have decided on a policy to procure 100% of the 
electricity consumed by Dai-ichi Life’s business activities from renewable 
energy sources by FY2023, to achieve carbon neutrality. In addition, as a 
responsible institutional investor, we aim to expand ESG investment to our 
group companies. At first, Dai-ichi Life will aim for net zero emission of 
greenhouse for investment portfolio by 2050.
We also believe that in order to anticipate the diversifying values and needs 
of our customers and delivering experiences and impressions that exceed 
their expectations, we need to have diverse human capital and an 
organization that promotes diversity and inclusion. In addition to our 
efforts to realize a gender-equal society, we will create an environment 
where talents with various backgrounds, such as mid-career employees, 
non-Japanese, and specialists, can work vigorously in their own way, 
enhance their individual and organizational capabilities and productivity, 
and easily connect with their peers, share ideas, and create synergies.
Please refer to the next page.
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Let me now discuss our domestic business strategy.
In domestic business, we have established an organizational unit in charge 
of each of the 4 experiential values and the CX design strategy that 
connects them. We will further enhance our product and service menu to 
help our customers solve their problems and realize their happiness and 
wellbeing.
In addition to promoting these businesses, we will also promote reforms 
related to Total Life Plan Designers channel and take measures to reduce 
fixed costs.
Please go to the next page.
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In the domestic business, we will implement CX design strategy to 
digitalize and sophisticate our business & service process. 
The CX design strategy is aimed to deliver experiences and impressions 
that exceed customer expectations and increase fan base leading to the 
growth of our business. 
Based on this strategy, we intend to expand customer touch points, 
enhance our capability for consulting, and understand customers through 
data analytics, in order to provide high quality customer experience.
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 group-wide Online Merges with Offline (OMO).
Please move on to the next page.
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In domestic business, 3 companies including newly established Dai-ichi 
Smart insurance are providing protection capabilities to close protection 
gap of customers. 
Dai-ichi Life is aiming not only to maintain variety of products to support 
diversifying customer needs but also aims to expand product range, to 
address risks that customer may face. In addition, through life plan 
simulation, insufficiency of protection or potential risks are visualized to 
provide customer-centric consulting.
NFL works on a development of wellness related services such as disease 
prediction and health support. 
Dai-ichi Smart focuses on supporting Millennials and Z generations through 
offering coverage at just the right amount of protection at the right timing. 
Recently, DL and Dai-ichi Smart has created new brand called “Digiho”
which offers a completely digital customer journey starting from application 
to final claims processing, using a smart phone. In addition, the Essential 
Worker Support Insurance (combining donations and insurance to support 
medical/social workers) gained attention from people with interest in social 
contribution and donations of over ¥2 million received.
Please move on to the next slide. 

25



In the asset formation and succession domain, capabilities of individual 
savings business at DL and DFL, investment management and group 
annuity business at DL are combined to meet customer needs.
In promoting business strategy, efforts will be integrated in asset formation 
and succession value chain, and by promoting digital asset formation 
services, we will expand contact points to new customer groups such as 
young people, as well as providing more familiar support to existing 
customers.
By integrating these initiatives with existing face-to-face channel and 
customer base, we will work on establishing our unique asset formation 
and succession model, in order to extend asset life of all customers.
For instance, we plan to offer products for asset formation which is beyond 
the framework of insurance, and enhanced investment consultation for 
retirement, as well as improve customers’ convenience through offering 
digital infrastructure for financial products. 
As for consultation for asset formation utilizing digital tools, we offer mobile 
application for DC customers which visualize their financial balance after 
retirement. 
Please move on to the next page. 
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On this slide, I will talk about the Health and Medical Care domain. 
In Japan, with the development of medical technology, an increase in the burden 
of medical expenses for government and health insurance associations has 
become a serious social issue. In addition, while continuing to be “healthy” is a 
major prerequisite for people to realize well-being, we believe that the gap 
between life span and healthy life span is also an issue to be resolved.
To contribute to the health of people and reduce the burden of medical expenses, 
we will not only expand the newly launched “healthcare financial support for 
health insurance associations for medical cost management”, but also continue to 
take on various challenges, such as the proposal of preventive medicine, in 
collaboration with companies in the health and medical fields.
In addition, many studies have pointed out that having good connections with 
someone is not only deeply related to the QOL of that person, but also helps 
maintain health. Especially in Japan, the percentage of men aged 65 or older who 
are unmarried was 5.9% in 2015, but it is forecasted that it will reach 14.9% in 
2040. Thus, it is pointed out that there is a possibility that the number of men 
who are isolated will increase. Now that physical connections between people 
have been broken down by Covid-19, I believe that we can contribute to the 
society by rebuilding this connection.
For these reasons, in the “enhancing connections” domain, we will contribute to 
solving social issues by offering a variety of additional services, such as 
matchmaking, end of life planning, and business succession support, without 
being constrained by the framework of insurance business.
Please refer to the next page.

27



Initiatives to improve productivity, is one of the main efforts to improve 
capital-efficiency at Dai-ichi Life, along with the reduction of market related 
risk. 
First, with regard to sales reps, we will work to strengthen the consulting 
capability in order to continue to leverage our strengths of face-to-face 
advise with nationwide network, while digitalization and remote sales 
trends are accelerating. In particular, this fiscal year, we will focus on the 
recruitment of human capital who are capable of delivering high-quality 
experiential value and enhance our training system, with the aim of 
increasing operating revenues over the long term.
Next, in terms of reducing fixed costs, we will aim to streamline our 
business operations by improving the capability of sales reps, developing 
sales support tools by utilizing digital technology, and strategically shifting 
back-office personnel. At the same time, we plan to invest in CX and DX 
related initiatives to secure a competitive advantage going forward.
Please refer to the next page.
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Finally, I would like to reiterate that, as we launch the new medium-term 
management plan after witnessing COVID-19 and incidents by Dai-ichi Life 
sales representative, the Group reconsidered our role to play in the society 
in order for us to sustainably be of service over the future.
We have to keep functioning as a social safety-net provider to protect the 
well-being of us who live now, but also those who receives the insurance 
benefit in the future as well as the future global environment. That is why 
we considered it essential to review and strengthen our connections. 
Now, we are taking a variety of initiatives based on the keywords of 
“shifting management values from quantity to quality”, such as reforming 
our sales channel structure, pursuing four experiential values, pursuing 
capital efficiency over profit amounts, and revamping our corporate culture 
and structure. 
Towards the future, by leveraging what we own, we start a new plan of 
transformation to truly become a part of society. I would like to ask for 
your continued warm support.
That will conclude my explanation. Thank you very much.
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