Dialog with Experts

| have high hopes for Dai-ichi Life’s ability
to lead the way, enabling consumers to
proactively plan their lives

The issues concerning non-payment of insurance
benefits from 2005 onwards have shaken the world,
and | believe that in order to restore lost consumer
confidence, Dai-ichi Life has worked diligently to
improve business operations, turning this crisis into
an opportunity for growth. | think this represents a
major qualitative change in management, and has
created a foundation for future DSR management
promotion. | think that it is good to communicate
messages to stakeholders from that perspective,
as well as conveying the fact that Dai-ichi Life will
change with consumers.

With regards to relationships with consumers, it
is clear that Dai-ichi Life is listening to their voices,
through staff members, call centers, and the like,
and using what they learn to institute improvements.
However, just responding to consumer opinion is not
truly placing customers first, nor is it true customer
satisfaction. | hope that Dai-ichi Life takes an active
approach to conveying to consumers how to look at
their products, as well as fundamental information
about life insurance, increasing awareness among
consumers, and leading the way, so that they may
take a proactive approach to planning their own
lives. One possible method would be to enable
general consumers to think about their own life
plans by providing easy-to-use
systems such as a broad insurance
simulation website.
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Reaction

The dialog with these two experts
gave me valuable insights into our group’s
gaining of even further support from
stakeholders. In particular, in addition
to providing explanations of insurance
products and making approaches to
consumers from the perspective of
creating a structure for increasing and
spreading understanding of our insurance
and our Total Life Plan program, there is
still much our company can contribute.
These expert opinions pointed to

| perspectives that are easy to

i overlook during the course of daily

! business, such as the fact that

{ by conveying a strong, future-

i oriented message, and bolstering

our held asset information

i reporting, we can make people’s
"partnerships” with our company more

| attractive.

Dai-ichi’s Social Responsibility Promotion Center

We held dialog with experts in order to further heighten the esteem
in which our stakeholders hold our DSR management.

Dai-ichi Life should concentrate its
efforts on creating a vision of the future
which only it is capable of achieving

The fact that Dai-ichi Life has created DSR as its
own unique interpretation of a CSR based upon an
ongoing PDCA cycle designed for the enhancement
of its management capabilities in general is laudable.
However, Dai-ichi Life should not confine its activities
only to the internal logistics of management. | urge
Dai-ichi Life to expand its initiatives to include a
stronger statement of its goals for the future and a
message to society at large urging people, to join
with Dai-ichi Life — either as customers, partners or
employees — as it strives to achieve these goals for the
betterment of society through its unique strengths
as a business. Such an approach would give potential
business partners an opportunity to better understand
Dai-ichi Life, for customers to understand its strengths,
and to give Dai-ichi Life’s employees even more reason
to be proud of their work.

Dai-ichi Life is not only a provider of life assurance,
but it is also a major institutional investor. Dai-ichi
Life's potential to contribute to society as a responsible
investor is enormous. | urge Dai-ichi Life to issue a
clear statement regarding the policies and strategies
by which it manages its investments and a vision of
how these investments are designed to promote the
long-term betterment of society. A clear understanding
of the strengths, goals and efforts of Dai-ichi Life as
one of Japan's and the region'’s
major responsible investors would
promote even greater loyalty
among its customers and further
enhance its reputation.
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