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✓Q2 FY2024 results of Dai-ichi Life
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Chapter 01 Q2 FY2024 results of Dai-ichi Life

Major Changes in Our Company since the Outbreak of COVID-19

Apr. 2020-

COVID-19 Outbreak

Apr. 2023

The leadership structure of Dai-ichi Life Holdings and 

Dai-ichi Life Insurance has transitioned to a two-president 

framework.

Oct. 2020

A Series of Money Fraud Cases

Apr. 2024

Start of mid-term management plan

Improve management quality

Chapter 02

Shift to sound sales promotion

04
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Chapter 01 Q2 FY2024 results of Dai-ichi Life

Q2 FY2024 Results of Dai-ichi Life

Results of sound sales promotion

Trends in value of new business

✓ Significant increase in value of new business 

+¥39.2bn YoY

✓ Strong sales of core product “Just”

✓ In addition, strong sales of new products (“Step 

Jump” and “Towa Support”) and business owner 

insurance contributed to the result

Fiscal 

year
Period

Value of new 

business*

FY2023

Q1-3 Negative

Q1-4 (¥5.4bn)

FY2024

Q1 ¥20.0bn

Q1-2 ¥39.0bn

*Calculated using the new standard from FY2023 Q1-4 onwards

Trends in the number of new contracts 
FY2021- Q2 FY2024 

■”Just”, etc. ■ Individual annuities

■Business owner insurance, etc.

66

206

13

*FY2021 shows the quarterly average

(in thousands)

Strategy 

execution

Integrated Consultation for Protection and Asset Formation/Succession

⚫ Resumption of product pipeline

Launch of new products including asset formation products 

(individual annuities)

⚫ Strengthening efforts to develop the SME corporate market

Mind ⚫ Healthy administrative initiatives to drive increased activity levels

0.0

5.0

10.0

15.0

(in thousands)

05
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Chapter 02

Target for the current mid-term management plan
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Chapter 02 Target for the current mid-term management plan

The Dai-ichi Life Insurance Mid-term Management Plan 2024-2026

2024

2030

2026

Realization of Integrated Consultation for Protection

and Asset Formation/Succession

Improving Productivity through Business 

Model Transformation

Period for recovery of operating performance and implementation of business model transformation for growth

Achieving capital efficiency that consistently 

exceeds the cost of capital 07

Value of sales revenue per person

Return to pre-COVID-19 pandemic levels

2025
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Chapter 02

Changes in HR Portfolio

Sales rep channel | Drastic transformation of recruitment and training

■Number of new recruits

■Number of sales reps

Consulting skill

Retention rate
2nd year  88%

3rd year  70%

87%

(+14% from 2019)

(+16% from 2019)

Rate of holders of the 3rd 

grade certified skilled 

professional of financial 

planning qualification

(+13% of all sales staff)

Training new recruits under the new system

✓ We enhanced personnel selection, reformed initial education, and revised sales 

personnel system, to completely address the "turnover problem," a common issue

in the life insurance industry.

✓ Number of sales reps increased for the 

first time in 3 and a half years *

✓ Value of sales revenue per sales reps 

increase 161% YoY

*Year-on-Year

Using the individual efficiency of new 

hires who joined in 2019 at their second 

year as a baseline of 1.0.

new recruits under 

the new system

1.12

Number of sales reps & new recruits in FY2022-2024

Target for the current mid-term management plan

Individual eficiency

Apr-22 Oct-22 Apr-23 Oct-23 Apr-24 Oct-24 08
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Chapter 03

Update on Growth Strategy
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2024

Chapter 03 Update on Growth Strategy

Implement

strategy

Business Model Transformation

Roadmap from Current Mid-term Management Plan to Next Mid-term Management Plan

Improve

productivity

Improve

business efficiency

Business model transformation through DX

⚫ Integrated CRM/Digital Buddy

⚫ Activity guidance

⚫ Inside sales

⚫ Customer Success initiatives

Product strategy & various measures

⚫ Integrated consulting of protection and asset 

formation/succession

⚫ Development of sales for SMEs

Synergies

⚫ Continuous launch of new products

2026 2030

Initiatives to improve business efficiency

⚫ Reorganization of head office and branch offices

⚫ Reorganization of sales offices

→ Grouping of clerical structure of Service Crew (*)

Implementation
Decision on 
expansion 

Decision on 
expansion scale

Improve productivity through 

business model transformation

Review support functions

based on business model 

transformation

Additional 

efficiency 

improvement

Funding for 

investment

Target for efficiency improvement 

in existing businesses (¥35bn)

(Continued from the previous mid-term management plan)

(*) Clerical staff at sales offices 10



Chapter 03 Update on Growth Strategy

Business Model Transformation

Sales reps

Regular contact &

Proactively providing with 

new information

Visit, call, etc.

by salesperson in charge

Cooperation &

collaboration

Information 

sharing

Providing the most appropriate products and services 

at the most appropriate time through the touchpoints customers prefer

Customers
Customer Health Score

Predictive Needs Model

Targeting potential customers using AI

Indicating the status of Dai-ichi Life and its customers

⚫ Lifestyle event scores

⚫ Health concern scores

⚫ Insurance policy appropriateness scores

⚫ Wallet share scores ・・・, etc.

Model

development
Model utilization

Model

improvement

Modeling from 

accumulated data

Used by Customer Success 

Manager during consultation
Imput the insights

identified during 

consultation

PDCA

Utilization of digital and AI

Customer Health Score

Breakdown

11

Customer Success Manager

11

Customer Success Initiative



Chapter 03 Update on Growth Strategy

Business Model Transformation

Customer Success Initiative | Trial Status

12

Participants(1) 28 offices nationwide

& new hired sales reps

CSM(2) ca. 300 ppl

Customers
Coverage

ca. 800 thousand ppl

Overview of the trial status

Evaluation of the Onboarding effect by CSM(2)

Evaluation of the trial in 1H FY2024

# of onboarding 114 thousand

# of referrals to sales rep 21 thousand

# of applications for DL products 1,469

Gradual expansion is planned, with repeated evaluations of effectiveness

Evaluation of up-sell and cross-sell

Steady 

progress

Steady 

progress

After Onboarding

NPS
Sales rep

in charge

Active +9.4

Resigned +5.3

Lapse rate 0.1% improvement

Improvement in each indicator

12
(1) The prefectures where the trial offices are located are highlighted on the map.

(2) CSM: Customer Success Manager



Dai-ichi Life Insurance

Dai-ichi Life Holdings, Inc.

Investor Relations Group

Corporate Planning Unit

Investor Contact

Disclaimer

The information in this presentation is subject to change without prior notice. Neither this presentation nor any of its contents may be disclosed or used by any other party for any

other purpose without the prior written consent of Dai-ichi Life Holdings, Inc. (the “Company”).

Statements contained herein that relate to the future operating performance of the Company are forward-looking statements. Forward-looking statements may include – but are

not limited to – words such as “believe,” “anticipate,” “plan,” “strategy,” “expect,” “forecast,” “predict,” “possibility” and similar words that describe future operating activities,

business performance, events or conditions. Forward-looking statements are based on judgments made by the Company’s management based on information that is currently

available to it and are subject to significant assumptions. As such, these forward-looking statements are subject to various risks and uncertainties and actual business results may

vary substantially from the forecasts expressed or implied in forward-looking statements. Consequently, you are cautioned not to place undue reliance on forward-looking

statements. The Company disclaims any obligation to revise forward-looking statements in light of new information, future events or other findings.
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