
I’ve been with the company for 14 years now and I 

always fi nd myself going back to the basics, whether it was 

when I fi rst joined the company or now after many years of 

professional experience. I make it a point to visit my customers 

everyday and take steps to ensure I’m communicating with 

them effectively. 

Recently, contact points with the customer have grown 

much more diverse and include call centers and our website, 

but I still feel that face-to-face communication is an essential 

channel only offered by a Total Life Plan Designer. By directly 

meeting with the customer, I’m able to understand fully their 

situation and provide the best consulting services possible to 

suit their needs.

Also, I always make it a point to be the fi rst to help 

whenever one of my customers requests an insurance claim or 

benefi t or change to their policy. This is because my role as a 

Total Life Plan Designer is to provide the suitable service at the 

suitable time for our customers. 

As a result, I have earned the trust of countless customers 

who I very much enjoy working with. 

Moving forward, I hope to establish rapport with even more 

customers and capitalize on my many years of experience 

when meeting customers in order to pass on peace of mind. 

Delivering 
Peace of Mind 
to Customers
Life insurance helps deliver peace of mind to customers. 

With this in mind, the Dai-ichi Life Group has established 

a variety of different customer-centric approaches to 

delivering the right product and service as part of its 

steadfast commitment to stand by your side for life.

Q u a l i t y A s s u r a n c e 

I’d like to know more about your 
customer services and actual examples. 

F e e d b a c k f ro m R e a d e r s

(Male in his 30s)

Going Back to the Basics 
and Always Placing the 
Customer First 

It’s not very clear how policyholder 
perspectives are being incorporated into 
your systems.

I’d like to know what type of insurance 
products you offer for each age group.

(Female in her 50s) 

(Male in his 40s) 

Strengthening Points of Contact with the Customer
Services from the 
Time of Contract 

to the Duration of 
the Policy

The life insurance value chain consists of three phases: 

explanation of the policy/customer application, services 

throughout the duration of the policy, and the payout of 

insurance claims/benefi ts. The Dai-ichi Life Group capitalizes 

on its organizational strengths to deliver consistently high 

quality consulting services to its customers across all of these 

phases. By doing so, we are aiming to generate true value 

as standing by your side for life and to exert out best efforts 

toward constantly enhancing customer satisfaction. 

Total Life Plan Designers (sales representatives) and other 

employees who consult with customers face-to-face and 

provide various services deliver not only their expertise in 

our products and services, but also general information on 

social security systems, tax regimes and other pertinent topics 

related to life insurance. 

At the same time, we take full advantage of various 

channels to help improve customer convenience, including 82 

contact desks set up across Japan (as of April 2013) called Dai-

ichi life Insurance Shops, agents, call centers and the Internet.

Website

Total Life 
Plan Reports 

Total Life Plan 
Designers

Call Centers and 
Communication Desks 

Dai-ichi Life
Insurance Shops

Agents

ATMs

Consultations via 
the Internet or 
toll-free number

28,460
(FY2012)

Number sent
Approx. 

8.45 million 

(FY2012)

Number of calls 
received and made
Approx. 2.36 million 

(FY2012)

82Insurance Shops

(As of April 2013)

Points of Contact with the Customer 

Candid Thoughts from a Staff Member 

Customer

2,597
(As of the end of 
March 2012)

Approx. 

80,600
(As of April 2013)

Hiroko 
Hosokawa 

Hiroshima Branch Offi ce

44,418
(As of March 2013) 
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Developing Products that First and Foremost 
Consider Customer Peace of Mind 

Services from the 
Time of Contract 

to the Duration of 
the Policy

Customer-friendly Procedural Framework 
Receiving 
Insurance 

Claims and 
Benefi ts 

Contact with Customers through 
the Total Life Plan Report

Services from the 
Time of Contract 

to the Duration of 
the Policy

Each and every one of our customers has a different living 

environment and family composition, meaning the type of 

security they require also differs. As a result, the Dai-ichi Life 

Group is working hard to develop products that can fl exibly 

respond to the unique and varying needs of its customers.

In August 2010, we launched our core insurance product 

Junpu Life and since then the coverage of this policy has 

evolved with changes taking place in customer needs and 

Customers must be able to understand their contract and 

coverage to ensure that they receive an insurance claim or 

benefi t. This is why every year we create a Total Life Plan 

Report for each customer based on their contract. This report 

contains the reason why a benefi t has been paid, broken down 

by contract, and the history of benefi ts paid out over the 

previous 10-year period.  

One of our Total Life Plan Designers visits each customer in 

person to deliver this report and explain about their current 

coverage. During these visits they offer advice on how to 

adjust their coverage based on changes in their lifestyle or 

medical technology as well as deliver information that helps 

support the customer’s health, medical care, nursing care or 

lifestyle needs. Through these efforts, we act as a benefi cial 

lifelong partner to our customers. 

advancements in medical technology. In September 2012, we 

added medical treatment coverage for illnesses such as the 

Advanced Medicine Rider and Shield Plus Rider and launched 

sales of Junpu Life Power Medical, under which customers 

have access to information and services for treating illness. In 

April 2013, we added fl exibility for making changes to security 

and expanded the number of eligible age groups to further 

meet customer needs. 

学会認定専門医を交えた電話相談、

オピニオンの案内など、専門相談員（看

医療の受診を総合的にサポートします。

※診療・治療費、セカンドオピニオン受診にかかる費

「専門医療受診
セカンドオピニオ

新登場！

2013年3月より、サ

専門医との電話相談が可能

消化器内科・心臓血管外科・脳神経外科など

50分野 約6,000名の専門医から

日本全国 47都

婦人科
女

病院

主治医に手術すすめられている
セカンドオピニオン
を受診できる病院を案内してほしい。

ご契約者・被保険者およびそのご家族にご利用いただけるサービス

です*。健康・育児や介護に関する電話相談や健康・病気に関する情報

提供などのサービスをご用意しています。

＊法人および財形保険のみのご契約者はご利用いただけません。

●ご契約者とご家族で利用できる健康・医療・育児・介護サービス

特徴

2 日常の健康相談から

専門医療まで幅広く

ご相談いただけます。

特徴

1 個人保険のご契約者・

被保険者および
そのご家族の方に

ご利用いただけます。

特徴

3 24時間365日
いつでも無料で
ご利用いただけます。

24h
365日

特徴

4 ご加入商品による

制限はありません。

3第 分冊

ご契約者サービスご利用ガイド

ご契約者サービスご利用ガイド

当冊子は大切に保管いただき、

サービスご利用時にご覧ください。
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保険取引サービス ご契約情報サービス

Based on the recognition that the role of an insurance 

company is fulfi lled when customer insurance claims and 

benefi ts are paid, we are working to ensure that customers 

We launched the Insurance Proceeds Quick Reception 

Service, based on customer feedback we received for the 

insurance benefi t and claim payout process. Under this 

service, if a customer makes a claim at one of our contact 

can receive their insurance claims and benefi ts in a timely 

and correct manner. We have also implemented a variety of 

customer-friendly initiatives to streamline the claim process. 

desks prior to 10:30am, they will be able to receive their 

insurance benefi t deposited directly into their designated 

bank account on the following business day. Certain 

conditions apply. 

 Customer Peace of Mind y Procedural Framework

e Total Life Plan Report

Initiatives to Improve the Quality of Procedures for Insurance Claims and Benefi ts

FY2013 Total Life Plan Report

Junior Young
Household 

formation layer
Middle and senior

Death 
benefi ts

Medical care
insurance

Nursing 
coverage

Saving 
propensity

Business 
coverage

Nonlife 
insurance

Cancer 
insurance

(Under writing insurance Company) 

(Under writing insurance Company) 

(Policyholder ages)
Junpu Life Junior: 6 to 14
Junpu Life: 15 to 70
Medical Yell (term life）：0 to 49
Medical Yell (whole life):50 to 80
Yuyu Jinsei: 40 to 75
Mickey: 0 to 8
Endowment Insurance U: 3 to 75
Grand Road: 0 to 75
Shiawase Monogatari: 15 to 60
Success lineup: 20 to 80

TO
PIC

S

Claim enquiries made to our call centers are handled 
directly by dedicated staff that provide clear and 
accurate explanations.

As an alternative to a doctor’s statement, we enable 
customers to make a claim by completing a medical 
report and attaching a copy of their applicable 
medical receipts.

We offer a variety of procedural formats to fi t the 
needs of our customers, including speaking with a Total 
Life Plan Designer or contact desk as well as fi ling a 
claim by postal mail.

We launched the Insurance Proceeds Quick Reception 
Service, under which customers can receive their death 
benefi t deposited directly into their bank account on 
the next business day after the claim was made.

▲

Clear and Accurate Explanations at the
   time a Claim is Made

▲

 Making it Easier to Make a Claim

▲

Improved Convenience of the Claim Process

▲
Initiatives to ensure Insurance Benefi ts or 

  Claims are Paid Out Quicker

Top Message ●トップメッセージ

ご来社窓口のご案内

2013年度の契約者配当 2ページ

2012年度の主要経営指標 1ページ

第一生命保険株式会社　代表取締役社長

　平素より、私ども第一生命をお引き立ていただき、誠にありがとうござい

ます。
　新創業と位置づけました株式会社化・上場より3年が経ちましたが、この

間、東日本大震災や台風などの災害において、私どもはお客さまお一人

おひとりに向き合っていく中で、生命保険の原点や生命保険会社としての

使命を改めて認識いたしました。そして「お客さま第一主義」という111年

にわたって受け継いできた経営理念をもとに、真にお客さまのお役に立つ

生命保険会社を目指して、保険金等を確実にお受け取りいただくための

活動や生命保険に込めたお客さまの想いを「安心の絆」としてご家族に

お伝えするお手伝いなどに取り組んでまいりました。

　2013年度は、この生涯設計レポートのお届けとあわせて「生涯設計レ

ポート2013“安心の定期点検”」を実施いたします。生命保険はもちろん

のこと、社会保障や税、健康・医療・介護・暮らしに関するお役に立つ情報・

サービスをご提供し、「安心の絆」をお客さまとご家族の皆さまにお届け

してまいります。　引き続き、私ども一同、一生涯のパートナーとして精一杯努めてまいり

ますので、今後ともお引き立て賜りますようお願い

申しあげます。

各種お知らせ

業績のご報告

4ページ

し
生
時
定会

　「基
りした保用する一収支をとのために

　「実質純資産額から資本性のない質的な自己資本を

　「資産の含み損益」と簿価額の差額であり、さいます。また、リスクへの※対象資産には貸付金、

　「ソルベン超えて発生す断するための指

格付けの取得状

＊上記格付けは2013年6月
ことがあります。＊格付けは保険金支払い等
格付会社が保

（株）日本格付研（保険金支払能力

（株）格付投資情（保険金支払能

A+
A+

サービスの提供を目指し、
」に名称統一しました。

特長
て、分かりやすくご説った備え方をアドバ

けるまで、相談は
とはありません。
降・土曜日も保
しくは左記の

口でご相談･

十分

実質実質純資産額は

資産の含み損益の含み益を確保

ソルベ
万一のリ高水準の支

なか会え夫婦で
　　

契約
保障
えて

生命保険のお取り扱いに関するお知らせ 3ページ

2第 分冊
業績などのお知らせ

第一生命からの大切なお知らせを記載しています。

ぜひご一読ください。
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第一　太郎　様

巻末の“安心の定期点検”®シート（ご提出用）
をご提出いただいた方の中から

抽選で総計10,000名様に素敵なプレゼント！

Dai-ichi Life’s Product Lineup (as of July 2013)

Life in
su

ran
ce

Candid Thoughts from a Staff Member 

I’m mainly responsible for designing administrative 

processes for new insurance products as well as planning and 

rolling out services that help improve customer convenience. 

The Insurance Proceeds Quick Reception Service launched in 

November 2012 is one such new service that I was involved 

with. 

The impetus behind this service was a customer that had 

thanked us immensely for receiving their payment in such a 

prompt manner. This made me think that having a system of 

paying out a claim faster would be benefi cial to a lot more of 

our customers. 

Although our customers using this service have all had very 

positive experiences, I still feel there is room for improvement, 

as there are many places in the claims process that place 

a burden on the customer. Going forward, I will strive to 

enhance our services further to ensure that even more of our 

customers come away satisfi ed with their experience.  

Working to Ensure the 
Prompt Payment of 
Insurance Claims and 
Benefi ts to Customers

Shinsuke 
Fujii 

Claims Department
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Payment History of Insurance 
Claims and Benefi t Payments

Receiving 
Insurance Claims 

and Benefi t 
Payments

Aiming to Stand by your side, 
for life for Years to Come 

Looking 
Toward the 

Future

Initiatives to Utilize Customer FeedbackQuality 
Improvement

Life insurance is predicated on mutual assistance. Purchasing 

life insurance allows policyholders to minimize their fi nancial 

burden as they make provision for the living expenses of their 

surviving loved ones, as well as prepare for contingencies such 

as nursing care, illness, and injuries. The claims and benefi ts 

paid by insurance companies provide support for many 

peoples’ lives.

Based on an awareness of our role in society as a life 

insurance company, Dai-ichi Life’s aim is to become the life 

insurance company most highly regarded by customers, while 

contributing to the sustainable development of the society. 

In addition, we paid out approximately 1.8 trillion yen in 

insurance claims and benefi t payments in fi scal 2012, or some 

5 billion yen per day. 

The Dai-ichi Life Group gives the utmost priority to 

addressing customer complaints in a speedy manner. Our aim 

is to become the life insurance company most highly regarded 

by customers and to accomplish this by accommodating the 

voice of customers in every part of the insurance value chain, 

from the time of contract to the duration of the policy and the 

payout of insurance claims and benefi ts.

In 1992, we built a system for incorporating the customer 

feedback received from all over Japan into the way we 

manage our company and have been continually improving 

the system ever since. This system collects and analyzes the 

customer opinions received through various customer contact 

points, using them to improve management and operational 

processes. We analyze the feedback from customers at the 

monthly meeting of the Voice of Customers (VOC) Committee, 

and identify and organize problem areas. Specifi c improvement 

measures are then developed and executed by project teams, 

and new initiatives are reported to the Executive Management 

Board. When considering improvement measures, we employ 

a Consumer Focus Group and similar systems to collect 

consumer perspectives, opinions, and advice in order to 

further respond to our customer needs.

Claims and Benefi t Payments for life for Years to Come 

Customer Feedback

Number of Insurance Claim and Benefi t Payments in FY2012

Misa 
Kimura

Call  Center Control 
Department

Using voice of customer 
to Improve our Services 

Customers

Total Life Plan 
Designers (sales 
representative) / 

Agents

Branch DSR Committee
(Branch VOC Committee)

Call center Company
 website

Company head 
Offi ce, branch 

offi ces and unit 
offi ces

VOC Database

VOC analysis and development/
execution of improvement measures 

VOC analysis and 
development/
execution of 
improvement 

measures 
VOC Committee Project teams, etc. 

Quality Assurance Promotion Special Committee

Advisory Committee for Business Quality

Executive 
Management Board

Consumer Focus Group 
and similar systems

Committee for DSR 
Promotion 

Nationwide 
customer survey 

(Consultation)R
ep

o
rt

(Opinion) 

Head Offi ce Branch Offi ces

Centralized management of VOC

Feedback from a 
Customer 

Ms. Kagawa has always tried her very 

best to communicate with us. I wasn’t 

really comfortable with life insurance salespersons before, 

but I found myself drawn to her passion and drive. It turned 

out she was the deciding factor. At the time, however, I had 

a preexisting health condition and so I was unable to enroll.  

 After that, I thought we would fall out of touch, but she 

actually dropped by almost like a family member to check 

on me because she was worried about my health. Her 

kindness drove me to get better and eventually I was able to 

become a policyholder.

 Knowing she’s in charge of my insurance needs gives me 

peace of mind. I look forward to working with her in the 

future.

Total number of 
payments

Death / Disability / 
Specifi ed disease 

insurance

Hospital expenses 
and surgical 

insurance

1,017,381 80,482 936,899
Total1,822.8 billion yen

(About 5 billion yen per day)

Amount of Insurance Claim and Benefi t Payments in FY2012

Death / Disability / 
Specifi ed Disease 

insurance claims,etc.

Hospital expenses 
and surgical insurance 

benefi t,etc.

Maturity Proceeds 
/ Living Benefi ts / 

Annuities, etc. 

439.6 billion yen

123.3 billion yen

1,259.8billion yen

Improvement to products and services

Candid Thoughts from a Staff Member 

Candid Thoughts from a Staff Member 

All I think about at work is making the customer happy. To 

make customers happy, I put myself in their shoes and try my 

best to gather information on everything about them, from 

their line of work to their family and preferences. However, 

I need to gain the customer’s trust before I can access this 

information. Therefore, I make it a point to visit customers 

in person every day to foster dialogue with them, no matter 

how short or simple the conversation may be. This forms my 

commitment to building a personal relationship with each and 

every customer. 

That feeling of the customer really needing me is a strong 

motivator. I can’t help but feel joy and elation whenever a 

customer says, “Where would I be without you, Maimi?” 

Moving forward, I hope to tackle challenges as only I can and 

help make our customers even happier. 

I’m in charge of training call center staff that handle 

customer phone calls. I was once in their shoes, so I’ve had my 

fair share of experiences with customers, which has included 

being scolded for not being able to accommodate their needs. 

Today, I’m using my experiences to improve service quality 

by training our staff to provide the right information in a 

speedy manner to customers and to be accommodative of 

customers so that they feel like calling again, if need be. Our 

job is to listen directly to the voice of customers. In that sense, 

I believe we are spokespersons that convey the opinions and 

requests of customers to the company. As such, I’m committed 

to better understanding customer needs and using this 

information to help Dai-ichi Life provide even better services. 

Aspiring to be Truly 
Needed by the Customer 

Maimi 
Kagawa

Nagoya Consulting Sales 
Center
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