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Achievement during SUCCESS 110!!
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Total Life Plan strategy New Total Life Plan strategy

SUCCESS 110!!
Significant improvement in channel quality
(policy persistency, lapse & surrender, sales force enrollment and retention)
Improve sales through enhancement of compliance and operational 
efficiency

Success in enrollment & training110!!

1. Initiatives of SUCCESS 110!!

We launched a six-year plan focusing on sales channel initiatives dubbed as “SUCCESS 110!!” in FY 
Mar-08
During the first year, we focused on improving retention of policies and training of sales 
representatives, which led to a notable improvement in retention since Mar-08
Training of sales reps underscored our initial plan, and during Mar-12 we reinforced the initiatives for 
recruitment and training, aiming to build a core force composed of quality chief sales representatives
Our marketing initiatives “Total Life Plan,” providing best suggestion, best product, and best service to 
our policyholders, was replaced by “New Total Life Plan” initiatives, connecting various sales forces, 
information services and technologies based on multi-platform sales channels in Mar-11  
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2. Policy Persistency
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Policy persistency at marked duration all improved through our efforts such as (1) 
constantly raising sales target, (2) calibrating retention-related milestones in our sales 
reps’ evaluation system, (3) making proof calls from headquarters, and (4) encouraging 
scheduled house calls for every policyholder.

Regular policies

Ex-Rep policies*

76.4%

88.3%

* Policies with first representative was replaced
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3. Policy Persistency (Lapse & Surrender)
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Campaign to visit all policyholder (1997 - )Campaign to visit all policyholder (1997 - )

Campaign to visit all 
policy holders 
relating to our 

demutualization

Campaign to confirm 
whereabouts of our 

customers affected by 
the Great East Japan 

Earthquake

Started sending each customer 
a “Total Life Plan Report” 
annually, which explains her/his 
1) coverage details, 2) claims 
payment history, and 3) 
registered information, etc.

Started sending each customer 
a “Total Life Plan Report” 
annually, which explains her/his 
1) coverage details, 2) claims 
payment history, and 3) 
registered information, etc.

Activities to inform 
our 8.2 million 
customers of our 
demutualization 
process

Confirmed 99% of 
whereabouts of all the 
policyholders in the 
affected area

Confirmed 99% of 
whereabouts of all the 
policyholders in the 
affected area

Campaign to 
prevent lapses by 

account 
monitoring

Significantly improved surrender & lapses with more frequent and detailed face to face contacts with customers 



4. Training Sales Representatives (1) Building Sales Force
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38,273 
38,505 

39,625 39,464 39,563 

40,075 

37,000

38,000

39,000

40,000

41,000

Mar-08 Mar-09 Mar-10 Mar-11 Mar-12 Mar-13

Change over 
Mar-08

105%

(persons)

(note) Number of sales representatives includes ones on leave

We have been building sales force gradually



4.  Training Sales Representatives -
(2)  Retention rate of productive sales reps at their 25th month

Definition of productive sales representatives in this slide are those who : (i) acquired more than 24 new 
policies in the past 12 months; (ii) maintain no less than 80% persistency ratio at 13th month for the 
policies acquired in their first 9 months; and (iii) completed certain course curriculum.
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Marketing Initiatives and Results



1. Sales results (New business)

We continue launching new products that cater to the changing needs of the market. Both 
number of new policies and in-force policies are on a recovering trend.
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ANP (annualized net premium) from new business is increasing, resulting in curbing the 
decline in ANP from in-force policies. We focused on the 3rd sector market (medical & 
nursing care products) as one of our growth areas and successfully increased in-force ANP 
for the sector.

2. Sales results (In-force business)
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3. Diversification of Sales Channel
In order to diversify from our sales reps channel,  we are concentrating on building a workplace sales force, 
which focus on worksite sales in metropolitan areas. 
Multichannel access to our vast customer base, using contact center, professional staff, service advisors, an 
annual letter to policyholders and our website, complement efforts of our sales reps channel.
Walk-in insurance shops, FPs and RMs open new markets which are not covered by the sales reps channel.
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Sales Reps
FPs & RMs etc.

Service Advisors

Agents

Contact center
(2.3 million calls)

82 Walk-in 
shops 

Company website (21 million PV)                                              

Daily correspondence (23 million postings)                       

Annual Letter to Policyholders (8.4 million)

Professional 
Staff

Up-sell ratio from policyholders of 

juvenile insurance 27％

Policy conversion ratio 40％
Up-sell ratio 34%

Payments converted 

into another business 

• Claim & Maturity 12%
• Claim Deposit 7％

Lifelong Partner 
Across Generations

Customers: approx. 10 milion
In-force Policies :13 million
Claim/Benefit Payment : 1.1 million p.a.

Life Assured being child & 

grand child 15%

Up-sell ratio from policyholders of: 

• stand-alone medical products 17％
• single premium savings-type products 35％
(within a year from the first policy)

Referral from existing policyholders 

44 thousand
(3% of New Business)



4. Value of New Business （Dai-ichi Life）
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（fiscal year ended）

Taking into account the adjusted new business value which links to Embedded Value, we 
have strived to enhance and diversify our sales channels, develop products suited to 
customer needs, and seize growth opportunities. These measures have contributed to VNB 
growth. 



Mid-term Management Plan “Action D”
Covering 3-year-period ending March 2016



1. Recognition of Business Environment (1) 
Dai-ichi Life Group’s Market Share in Japan
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• The Dai-ichi Life Group has maintained its comparative advantages in premium-related figures over the 
major players in Japan through promoting the “New Total Life Plan” strategy and other initiatives under the 
previous mid-term management plan “Success 110!!”. However, the Group has been facing a decline in its 
market share. 

• The Group aims to return to a growing trend through the initiatives under our new mid-term management 
plan started from the fiscal year ending March 2014.

Market Share within the Major Four Companies (1) Market Share within Japanese Life Industry (2)

(1) Individual insurance and annuities, DL and DFL combined (2) Individual insurance and annuities excluding those underwritten by mutual 
associations or related to reinsured by Japan Post Insurance, DL and DFL 
combined
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P&C’s life subsidiaries

Insurers with 
life planners

Mutual associations

Foreign insurers

Dai-ichi Life
Major three insurers 
(excluding Dai-ichi)

(Source) “Insurance” issued by Hoken Kenkyujo and disclosure materials

*Each player’s number of policies in force is indexed based on the figure for fiscal year ended Mar-08. 
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1. Recognition of Business Environment (2) 
Trends in Number of Policies in Force 

• P&C’s life subsidiaries have achieved high growth, mainly thanks to walk-in insurance shops and the  
bancassurance channel. 

• Given the accelerated sales growth in the bancassurance channel and the success of insurers with life 
planners, we have recognized the importance of consulting skills.
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Before FY ended 
Mar-00

FY ended Mar-
01 to Mar-10

On or after FY 
ended Mar-11

1. Recognition of Business Environment (3) 
Customers’ Selection Process – Way of Purchasing Insurance

• Diversified customer needs resulted in changes in the method of purchasing insurance. 
• We need to adjust our approach, taking into account changes in the market environment.

others, 4%

sales 
staff in 
private 
insurers, 
65%

counter in 
private 
insurers, 3%

bancassurance,
3%

walk-in 
shop, 1%

agency, 
6%

internet, 
3%

telemarketing, 5%

referral in 
workplace, 
11%

sales 
staff in 
private 
insurers, 
49%

others, 4%
referral in 
workplace, 
10%

counter in 
private 
insurers, 3%

bancassurance,
4%

walk-in 
shop, 3%

agency, 
10%

internet, 
9%

telemarketing, 
7% sales 

staff in 
private 
insurers, 
39%

counter in 
private 
insurers, 4%

bancassurance,
6%

walk-in 
shop, 7%

agency, 
14%

internet, 
11%

telemarketing, 
7%

others, 5%referral in 
workplace, 
7%

(Source) Dai-ichi Life’s questionnaire to the insurance policyholders (including Japan Post Insurance and mutual associations)



1. Recognition of Business Environment (4) 
Market Overview
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・For Dai-ichi Life Group’s further growth, share increase in sales representative channel is crucial.
・Capturing the market currently not covered by the Group through a new subsidiary (estimated market size 

is approx. ¥500bn in new business ANP, VS the Japanese life market ¥3tn)

(1) Estimated by Dai-ichi Life using information in “Insurance” by Hoken Kenkyujo, etc. (2) Subject to obtaining relevant regulatory approvals 

Approx. ¥500bn in new business ANP (1)

(2)



Proceed with the “With You Project” to reform Dai-ichi Life’s core business model 

Low price strategy by internet life insurers
Consulting sales with high margin by foreign life insurers
Combining face-to-face and non-face-to-face sales channels
Differentiation strategies by major life competitors

• Similar customer services at the beginning of and during the insurance period.
• Their own model at the end of term period (claims payment, etc.)

Aging population with declining birth rate and changes in family composition in Japan, including 
declining population & delaying marriage
Diversification in customer behavior in purchasing life insurance products (customers preferring 
non-face-to-face contact and product comparison)
Change in point of sales (increase in double-income households, increased office security)

External 
Environment

Internal
Environment

Market

Competitors

External 
Perception

Internal 
Assessment

(Reference)
Suggestions from outside 
consultant

Enhance consulting skills
Service with high added value

Life events of approx. 10 million 
customers and their family

Leverage all resources, mainly sales reps 

diversification of channels)

Leverage all resources, mainly sales reps 
(both face-to-face and non face-to-face, 

diversification of channels)

Initiatives in growth market (third sector/savings) Capturing the market currently not covered by 
the Group through a new subsidiary
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2. Reflecting Current Market Environment

Costly business structure (fixed-salary employees, business infrastructure, etc.)
Legacy policies generating negative spread

Aging of sales representative
Further penetration to office sales territories
Part of the promising insurance market not covered by the unit offices

Leverage various contact points and flexibly combine face-to face and non face-to-face 
channels
Differentiate ourselves at initial comparison phase by appealing with value-added products
Need for added value other than protection features



Lifelong Partner – With You Project



The Group strives to establish market trust through its “DSR （Dai-ichi’s Social Responsibility） Management”.
In addition, the Group continues to enhance business quality and maintain full compliance in all business activities.
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1. Lifelong Partner - With You Project

「お客さま満足Ｎｏ.１最もお客さまのお役に立てる保険会社」へ
～“安心の絆”をお届けし、ご愛顧をいただき続けることで、１,０００万名のお客さまをお守りし、増やしていく～

As lifelong partner, the Group promises the group’s collective effort for providing high quality consulting services. 
The Group continuously delivers Peace of Mind and always stands by customers and their families.

Ensuring Customers’ Peace of Mind

Initiatives to improve the procedures
for benefits and claims

Initiatives for proper policy maintenance

Launching new products focusing on
living needs benefit

■Quick and accurate benefit payment
■Diversifying claims payment scheme including 

life insurance trust

Offering  Excellent Health Support Services
Cooperation arrangement with National
Cancer Center and Japanese Foundation
for Cancer Research

Health Support Services

Health Support Services for corporate 
customers through Dai-ichi’s Health
Support Center

■Providing helpful information about health and medical
issues

■Comprehensive support from dedicated professionals
■Expansion of nursing care services

• The Dai-ichi Life Group initiated a “Lifelong Partner – With You Project” for its domestic growth strategies to 
further reflect customers’ point of view.

• The Group strives to ensure customers’ peace of mind through our core life insurance business and offer 
Dai-ichi’s own excellent health support services by leveraging the strong teamwork of all our staff with 
specialized expertise, including Total Life Designers (sales representatives).

Exit: Claims & MaturityIn force period: Policy MaintenanceEntry: Policy Acquisition

■Contact  with customers through a yearly
“Total Life Plan Report”

Lifelong Partner 
Across Generations



Unit office staffs
Financial
planners

Consulting on
inheritance / claims

Specified
organizations

Dai-ichi
insurance shops

Claim CC
Contact
centers

Create customer
contact

Quick claim payment service

Support adult guardianship
Life insurance trust

Infrastructure /
system for providing

high added value
services

Expand customer contact:
Mail-in underwriting

develop WEB-based scheme
set up consulting space
enhance referral program

Further leverage customer information

Differentiate ourselves by providing high quality and uniform consulting services throughout duration of policies, leveraging our sales rep channel

A
dm

in
is

tra
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Leverage sales reps' information and support their activities by covering administrative procedures

 Wholesale business transaction /
create workplace customer base

Adjust to needs of customers who prefer to visit walk-in shops

Detailed guidance on payment requirements Provide info. on social security system, etc.
Further leverage customer information /

provide information to sales representatives

High level of consulting:
social security/ tax planning/
health/ medical/ nursing care/

competitors' products

Routine checkup of
insurance policy

(visiting all customers)

Quick and accurate payment procedures

Provide info. on social security system, etc.

Sales
representatives

Batonpassing senior sales rep's
customers to the successor

Exit: claims & maturityIn force period: policy maintenanceEntry: policy acquisition

C
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w
id

e 
su

pp
or

t

Customer support w/ multiple account reps

2. Sales Representative Channel Strategies
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■Provide comprehensive consulting services during the whole contract period

【Value Dai-ichi Life Creates】

Customers

Providing consulting services throughout policy lifecycle. 



3. “Lifelong Partner - With You Project” -
Ensuring customers' peace of mind
We aim to provide excellent services to our customers to ensure their peace of mind at 
any point in the life of the policy contracts: from policy signing, making claims, receiving 
benefits and effective utilization of the funds.
To ensure benefits are received in full, we strive to improve our service quality by making 
communication as a lifelong partner.

Routine Checkup of Insurance Policy

Detailed consulting by experienced staff (claims call center, help desk)

Thorough check of  terms & conditions of policy (whether other payment can be made)

Outbound calls  to the elderly

Age of customer

Adult guardianship support (started in FY ending Mar-14)ＮＥＷ

Printing beneficiary’s name on communication documents
(scheduled to commence in FY ending Mar-15)

Solicitation rule for the elderly (70 & above)

Entry

In-force

Exit

ＮＥＷ

Life Insurance Trust (started in FY ending Mar-14)ＮＥＷ

Proxy Claimer Rider (77% of in-force policies apply)
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Ensuring benefit 
payment

Ensuring benefit 
payment

Wealth management support 
service for the elderly etc.

Wealth management support 
service for the elderly etc.

For dementia patient etc.

Ensuring beneficiary 
name is updated

Ensuring beneficiary 
name is updated

3-point check system



(Reference) Consultation service on inheritance property

Providing consultation service on inheritance property, as a part of our effort for providing 
consulting services of uniformly high quality, throughout the life of the policies. 
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Value that Dai-ichi Group offers: we offer consulting services throughout the policy lifecycle

Consultation service on inheritance property

Financial Planners available at branches & 
headquarters
Standardized materials to ensure uniform 
service quality

<From April 2014>

“Inheritance Consultants”
One of the Financial Planners at every 
branch in charge of providing inheritance, 
benefit management, and living legacy 
consulting

High level of consulting:
social security / tax planning /
Health / medical / nursing care

High level of consulting:
social security / tax planning /
Health / medical / nursing care

Routine checkup of insurance 
policy (visiting all customers)
Routine checkup of insurance 
policy (visiting all customers)

Quick/accurate payment procedures
Provide info. on social security, etc.
Quick/accurate payment procedures
Provide info. on social security, etc.

(Exit)(In-force)(Entry)



Development of Growth Businesses 
(i.e. the third sector and personal saving areas)
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Development of Growth Businesses

0
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Variable Annuity
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Whole Life (Yen)
Fixed Annuity (Foreign Currency)

Whole Life (Foreign Currency)

The Group focuses on Growth Areas (i.e. the third sector and personal saving areas).
In the personal saving area, the Group strives to acquire new business via bancassurance
through Dai-ichi Frontier Life. 
Dai-ichi Frontier Life increased its new business premium by maintaining it’s well-balanced 
product portfolio and by offering a variety of new products.

(billions of yen)

Dai-ichi Frontier Life’s New Sales by Product Type 
(premium basis)

Dai-ichi Frontier Life’s New Sales by Product Type 
(premium basis)

(fiscal year ended) (9 months ended)



Discover and Create new areas for growth
Business Expansion through New 
Subsidiary (Sompo Japan DIY Life)
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[Concept of our new subsidiary]
Tapping the segment not challenged by traditional life companies

Offering solutions to comparability preference
Easy to understand products, simplified procedures and low-cost operations
Capture new channels (other than via sales representatives)

Gain competitive edge and grow our market share

Changes in Life Insurance Business Environment

Changes in Competitive Environment (De-regulation)
・Emerging competitors

(subsidiaries of non-life or foreign life, and online life)
・Emerging channels (bancassurance, walk-in shops)
・Price competition

Changes in Society and Economy
・Changes in customers’ lifestyles (lower fertility, late 
marriage or even non-marriage)
・Affordability

Developments in ICT
・New media (online price comparison tools, SNS)
・Growing sales through non-face-to-face channel (e.g. 
Internet)

Changes in Customer Preference
・Preference for easy comparability
・Need for simple procedures and services

Social 
responsibility

Tapping new 
frontier

Discover and Create new areas for growth
Business Expansion through New Subsidiary (Sompo Japan DIY Life) (1)



Discover and create new areas for growth
- Business Expansion through New Subsidiary (Sompo Japan DIY Life) (2)
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Customer Zoning within Group Companies in Japan Customer Zoning within Group Companies in Japan 

Dai-ichi Life (Parent)
(Consulting sales through Sales Representative Channel)

Dai-ichi Life (Parent)
(Consulting sales through Sales Representative Channel)

Dai-ichi Frontier Life
(Distributing savings-type 

products through 
bancassurance channel)

Dai-ichi Frontier Life
(Distributing savings-type 

products through 
bancassurance channel)

New Subsidiary
(now known as DIY Life)

(Distributing simplified 
products through 

bancassurance channel & 
walk-in insurance shops, etc.)

New Subsidiary
(now known as DIY Life)

(Distributing simplified 
products through 

bancassurance channel & 
walk-in insurance shops, etc.)

Protection Savings

Consultations & 
packaged Products

Comparison & 
stand-alone 

products

Customer Needs

C
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Discover and create new areas for growth
- Business Expansion through New Subsidiary (Sompo Japan DIY Life) (3)
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Holding100% stake (after acquiring 
additional 90%)
Holding100% stake (after acquiring 
additional 90%)

Developing and supplying products and 
services
Developing and supplying products and 
services

Providing products and services at 
teller windows
Providing products and services at 
teller windows

New Subsidiary (now known as DIY Life)New Subsidiary (now known as DIY Life) DIY Life Strategy within Dai-ichi GroupDIY Life Strategy within Dai-ichi Group

Simplified Products

Simplified Customer 
Procedures

Simplified Customer 
Procedures

Flexible Information 
Systems

Flexible Information 
Systems

Strengthened Services 
to Distributors

Strengthened Services 
to Distributors

Pursuing: 

3) low cost operations

Pursuing: 
1) easy-to-understand products, 
2) simplified procedures & 
3) low cost operations

Customers

Banks & Walk-in Insurance Shops, etc.

New Subsidiary (DIY Life)

Dai-ichi Life

Sharing Group Resources & 
Injecting Manpower

Sharing Group Resources & 
Injecting Manpower

< DIY Life at a Glance (1) >

Capital stock 10,100
Sum insured of policies in force 725,215
Sum insured of new business 40,695
ANP of policies in force 3,759
ANP of new business 186
Fundamental profit 418
Net income 539

(1) As of or for the year ended March 31, 2013. Source: company 
disclosure

(millions of yen)



The Dai-ichi Life Insurance Company, Limited
Investor Relations Center
Corporate Planning Department
+81 50 3780 6930

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
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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