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 I am Mitsuhiko Uehira, President and CEO of Japan Post Insurance.
 Thank you for coming today despite your busy schedules.
 I would like to begin by explaining the main points of the financial results for the first 

six months and give an overview of our management strategy. Nobuyasu Kato, 
Managing Executive Officer, will then provide a detailed explanation. 

 Please look at Page 3.
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 I will begin with an explanation of the main points of the financial results for the first six months 
of fiscal year ending March 31, 2019.

 Japan Post Insurance has revised insurance premiums twice since the introduction of the 
negative interest rate policy. This revision of insurance premiums has secured the profitability of 
our products. We have also launched various initiatives such as focusing on sales of protection-
type products and diversification in portfolio management, based on the Medium-Term 
Management Plan announced this May.

 Please look at net income, in the middle of the table.
 Although we did not reach our goal in terms of results on new policies, we have made steady 

progress on diversifying our investment portfolio, reducing expenses, and other efforts to 
improve results on a financial accounting basis. Net income for the first six months reached 68.7 
billion yen, an increase of 34.1% YoY and the highest level since the company was privatized.

 Please look at ordinary profit, in the row above net income.
 Ordinary profit declined 4.3% YoY, to 161.6 billion yen. This decline resulted from the higher 

hedging costs that accompanied investment portfolio diversification.
 Please look at EV and the value of new business on the bottoms rows of the table.
 Both EV and the value of new business showed improvement in terms of economic value.
 The value of new business rose to 131.5 billion yen, a record high. The new business margin, 

which is calculated by dividing the value of new business by the current value of the premium 
income stream also reached a record high of 6.5%.

 We recently revised our consolidated earnings forecasts upwards in light of the good progress on 
profits made during the first half. The revised forecast for ordinary profit for fiscal year ending 
March 31, 2019 is 260 billion yen, an increase of 40 billion yen. Net income has been revised 
upward by 23 billion yen to 111 billion yen.

 Please look at Page 4.
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 We have revised our dividend forecast upward, based on the factors mentioned.
 To be specific, we have added a special dividend of 4 yen per share, increasing the 

forecast to 72 yen per share, from the original forecast of 68 yen per share.
 Total dividends paid will consequently amount to 43.2 billion yen, and we expect the 

dividend payout ratio to be around 40%.
 Our goal is to achieve steady growth in dividends in the future, while ensuring sound 

management.
 Please look at Page 5.
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 Let me explain the two revisions of insurance premiums that I just mentioned were 
implemented under the historically low interest rate environment in a little more detail.

 Please look at the diagram on the left.
 Japan Post Insurance revised insurance premiums twice in response to the rapid decline 

in market interest rates. The assumed rate of return on a basic policy was lowered from 
1.5% to 1.0% in August 2016, and then decreased again to 0.5% in April 2017.

 We also revised our mortality rate and disease/illness rate at the same time when we 
lowered the assumed rate of return in an effort to control the extent of the premium 
rate hike. Together these revisions secured product profitability.

 The relative attractiveness of saving-focused products declined and that was reflected in 
new business results. However, product profitability rebounded and we were able to 
increase the value of new business and the new business margin, as seen in the graph 
on the right.

 Please look at Page 6.
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 I will give an overview of the main sales strategies in the Medium-Term Management Plan we 
launched in April of this year.

 Please look at Main Initiatives of Medium-Term Management Plan on the left. The Medium-Term 
Management Plan contains five pillars: 1) strengthening sales activities focused on protection needs by 
training offsite and counter sales personnel, 2) improving the quality of solicitation by making sure that 
solicitation materials are easy to understand and implementing other measures, 3) cultivating a new 
customer base of people who have not enrolled in policies, those in the prime of life, etc., 4)
developing new products aimed at diversification of protection-type products, and 5) introducing new 
mobile devices for sales and other technology to establish a sales foundation.

 Please look at Main Initiatives of Fiscal Year Ending March 31, 2019 on the right. I will now explain the 
main initiatives for this fiscal year, based on the five pillars just described.

 In regard to the first, “Strengthening sales activities focusing on protection needs,” we are working to 
improve the success rate of offsite sales personnel in securing policies by providing problem-solving 
based training and using cases of success.

 To achieve the second, “Improvement in solicitation quality,” we are steadily implementing 
comprehensive measures to implement customer-centered sales activities and improve the quality of 
solicitation.

 For Pillar #3, “Cultivation of new customer base,” we are working to increase the volume of activities 
by using the family registration system, a new service launched in March of this year, to approach the 
family members of policyholders, in addition to making sure that we are diligent in following up on 
existing policyholders. We are also rolling out a healthy-life promotion app, beginning in January 2019.

 To achieve the 4th pillar, “Development of new products,”  last month we applied for approval of 
products with relaxed underwriting criteria and advanced medical riders to improve customer 
convenience.

 For the 5th pillar, “Establishment of sales foundation,” we are making steady progress on system 
development and training aimed at the introduction of mobile devices for use in sales, among other 
efforts.

 Our goal in moving forward on these initiatives is to achieve a return to growth in annualized 
premiums from policies in force.

 Please look at Page 7.



 Finally, I will explain our future sense of direction on product and service strategies.
 Please look at the top of the page. Customer needs for life insurance products and services 

have expanded from the existing death benefits to protection for medical treatment and other 
needs while still living. We also anticipate growth in protective and preventive services that 
enable people to lead richer, healthier lives to prepare for an age in which life expectancy will 
approach 100 in the future.

 Please look at the bottom of the page. To take advantage of the opportunities presented by 
these changes, Japan Post Insurance will explore rolling out new products and services in 
addition to diversifying the protection-type products we offer with medical care and other 
types of products. We plan to offer new healthy-life promotion services by providing a healthy-
life app and developing it into a second radio exercise program. We then plan to use the data 
from that to develop new products and services in the future.

 That concludes my explanation of the materials, but I will add a comment on the relocation of 
our head office building.

 The headquarter functions of the Japan Post Group have been relocated from the familiar 
surroundings of Kasumigaseki, where they were located for many years, to Otemachi. Japan 
Post Insurance also relocated there on the 12th of this month. It has been approximately 50 
years since the head office was relocated from Azabu Mamiana to Kasumigaseki. The 
temporary headquarters of the general post office was formerly located in this district, which is 
called Otemachi Place. It is also where the Tokyo regional headquarter, Kanto regional 
headquarter, and Tokyo International post offices and the Postal Museum were located, and it 
is a very familiar location to the Japan Post Group.

 I and all officers and employees will renew our sense of unity in this familiar place and will work 
to achieve the goals of the Medium-Term Management Plan and enhance our corporate value.

 That concludes my explanation. Managing Executive Officer Nobuyasu Kato will explain our 
Medium-Term Management Plan and management strategy in detail next.  

7



8

 My name is Nobuyasu Kato and I am in charge of corporate planning and investor 
relations.

 I will explain the first half results and related management conditions in more detail.
 Please look at Page 9.
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 This page gives a summary of the consolidated financial statements.
 Please check the Summary of Financial Results and other materials for further 

details.
 Please look at Page 10.
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 We have provided the non-consolidated Statement of Income for the new and Postal 
Life Insurance categories to improve the disclosure of information.

 In the former Postal Life Insurance category, there are differences in the profit 
structure which are the results of differences such as the percentage of the “Provision 
for reserve for policyholder dividends”. Net income rose to 58.9 billion yen in the 
second quarter of fiscal year ending March 31, 2019. The percentage of net income 
derived from the new category is increasing year after year and has now exceeded 
85% of total net income, due to the increase in non-participating  policies.

 Please look at Page 11.
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 Next, I will explain the status of new policies.
 Due to the shift toward protection-type products, annualized premiums from new 

policies for individual insurance continued to decline, falling to 184.5 billion yen a 
decrease of 11.7% YoY. Annualized premiums from new policies for medical care
rose 18.5% YoY to 33 billion yen, reflecting the positive effects from strengthening of 
sales activities focused on protection needs. This marked an historical high for first 
half results.

 We will continue to work to improve sales skills even further for protection-type 
products and to increase sales volume in the future.

 Please look at Page 12.
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 To look at the relationship between the protection-focused sales strategy and the annualized 
premiums from new policies, I will explain the changes in the new product portfolio and the 
composition of policyholders by age.

 Revisions were made to educational endowment insurance during fiscal year ended March 
2015, and short-term payment endowment insurance was introduced in fiscal year ended 
March 2016. The high savings nature of these products enabled us to achieve growth in the 
number of new policies and in annualized premiums up to fiscal year ended March 2017.

 Our focus on the sale of protection-type products to take advantage of the two premium 
revisions in August 2016 and April 2017 after the negative interest rate policy was introduced 
resulted in changes to our product portfolio. 

 Although overall sales volume declined from fiscal year ended March 2018 onward, multiplier 
whole life insurance and special endowment insurance, which are protection-type products 
that provide a death benefit of a fixed amount, had relatively high premiums. The percentage 
of sales comprised of such products with a 100% comprehensive medical rider also doubled 
compared to fiscal year ended March 2017. The number of these products and the percentage 
they accounted for increased YoY in the second quarter of fiscal year ending March 2019, and 
we are making progress on protection-type sales. 

 Both the value of new business and the new business margin have shown dramatic 
improvement as a result, and we believe that our management efforts are steadily bearing 
fruit.

 Moreover, the new policy sales rate among customers who are 50 years of age or younger, the 
main customers for protection-focused sales, is showing YoY growth, and we continue our 
efforts to capture young customers, based on their needs for protection.

 However, premiums are relatively low for young people and for protection-type products with 
fixed death benefits compared to endowment insurance. We therefore need to acquire even 
more new business to raise the annualized premiums from new policies back to the level they 
were at before the premium revisions, and we are targeting an increase in activity volume and 
product line-up expansion.

 Please look at Page 13.
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 This page shows the trend in annualized premiums from policies in force for the new 
category and the Postal Life Insurance category.

 Although annualized premiums from policies in force for individual insurance are showing 
signs of decline, the size of the decline is shrinking, and the annualized premiums for this 
segment had reached 4,783.3 billion yen as of September 30, 2018.

 Meanwhile, annualized premiums from policies in force for medical care continued to rise 
gradually, rising to 755.5 billion yen as of September 30, 2018, an increase of 0.6% 
compared to the end of last fiscal year.

 Please look at Page 14.
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 We need to expand the product line-up to meet the need for protection-type products and 
achieve growth in overall sales volume. I will explain the new products which we applied 
for approval of last month and which we expect to begin selling in April 2019, from that 
perspective.

 Please look at the diagram for products with relaxed underwriting criteria on the left side 
of the page.

 Our endowment insurance and whole life insurance are universal service products.
However, they are products designed for healthy customers. Customers who have a history 
of past hospitalization or who are currently taking medication for an illness may not be 
eligible to enroll, even if they wish to.

 These types of customers, in particular, have a high probability of hospitalization, so they 
also have a strong need for medical care protection.

 We therefore recently decided to meet the needs of such customers by broadening the 
provision of protection to customers who have been ineligible for enrollment for health 
reasons, and decided to accomplish this by relaxing the underwriting criteria and providing 
products with different protection content and premiums, according to the characteristics 
of each product.

 Please look at the advanced medical rider on the right side of the page.
 Many companies who provide protection for medical care offer advanced medical riders 

that provide protection for surgery outside the scope of health insurance to meet the need 
for advanced medical care. By offering an advanced medical rider, Japan Post Insurance can 
also meet the needs of customers who  want to prepare for the financial burden of heavy 
particle radiotherapy and other types of expensive medical technology, and we think that 
we can enhance the attractiveness of comprehensive medical riders even more.

 Please look at Page 15.
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 I will now explain the healthy-life promotion services of Japan Post Insurance.
 It is our mission to contribute to solving the challenges facing Japanese society such 

as improving quality of life and extending the healthy lifespan. To achieve this, we are 
working on various initiatives to support healthy-life promotion among the different 
stakeholder groups of customers, local communities, and employees on a daily, 
ongoing basis.

 We have acquired a healthy-life promotion app from QOLead, a subsidiary of the Dai-
ichi Life Group, and will begin providing service from January of next year to actively 
support promotion of healthy lives among our customers as part of that mission.

 Finally, we also want to use the various kinds of data obtained from the healthy-life 
promotion app to develop new products and services.

 Please look at Page 16.
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 I will explain our investment portfolio next.
 The balance of return seeking assets such as stocks and foreign bonds has reached 

10.1 trillion yen, expanding to 13.6% of total assets as a result of our efforts to 
diversify our investment portfolio based on ALM, in light of the historically low 
interest rates.

 In regard to investment income, the average assumed rates of return and investment 
return on core profit have both declined and the positive spread on that difference 
was roughly on par with the same period last year, resulting in a gain on interest rate 
differentials of 30.6 billion yen.

 Net capital losses have increased YoY along with higher hedging costs. We have 
positioned hedged foreign bonds as an investment alternative to yen-denominated 
interest-bearing assets and, from the second half onward, will continue to make 
decisions on whether to invest in assets after comparing the level of return after 
hedging with the return expected on yen-denominated interest-bearing assets, with 
the diversification in currencies also in mind.

 Please look at Page 17.



 I will now explain diversification of our asset portfolio.
 During the first half, we managed U.S. corporate bonds in-house to secure stable 

investment income on assets in a low interest rate environment. We also diversified 
our investment portfolio with private equity investment through JP Investments, Ltd. 
and began to invest in overseas real estate fund and other assets.

 During the second half, we will continue to diversify our asset portfolio in the areas we 
have already expanded and will also strive to expand investment targets within each 
asset class and employ a broader range of investment strategies.

 We also aimed for diversification of alternative investments over time to improve 
returns and are planning to increase medium to long-term investments.

 We plan to increase the balance of alternative assets to around 1 trillion yen by March 
31, 2021, the final year of the Medium-Term Management Plan and project that the 
balance will reach around 500 billion yen at the end of this fiscal year.

 We will continue to work on building a portfolio structure that will enable the company 
to earn stable returns even in a low interest rate environment by continuing to 
establish the structure for diversifying the asset portfolio.

 Please look at Page 18.
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 I will now explain our forecast for gains and losses from interest rate differentials in 
the future.

 In the Medium-Term Management Plan, it is difficult to lower the average assumed 
rates of return during the period due to relatively little provision of policy reserves 
for the lower assumed rates of return in April 2017 and later.

 However, the main scenario for fiscal year ending March 2022 and thereafter, after 
the Medium-Term Management Plan period has ended, indicates a long-term trend 
of gains on the interest-rate differential, resulting from expansion of the positive 
spread due to an increase in policies with low assumed rates of return.

 Please look at Page 19.
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 Here, I will explain where we stand in terms of financial soundness.
 To prepare for risks that accompany changes in the management environment and 

ensure sound, stable management in the future, we have accumulated contingency
reserves of 2,039.1 billion yen and price fluctuation reserves of 918.6 billion yen.

 The additional policy reserves accumulated to cover for a negative spreads in the 
future stand at 5,907.5 billion yen.

 The consolidated solvency margin ratio, ESR, and credit rating are all comparable to 
the respective levels at other companies, and Japan Post Insurance is financially 
strong in our judgment. 

 Please look at Page 20.
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 This shows the company’s status in terms of embedded value (EV).
 During the first half, EV increased by 232.5 billion yen over the end of last fiscal year to 

3,975.8 billion yen. The increase in net income and retained earnings, new policies 
acquired, and a favorable market environment contributed to this.

 The value of new business increased by 29.2 billion yen YoY to 131.5 billion yen, as a 
result of premiums revisions and the continued shift toward medical care and other 
protection-type products, among other factors.

 Moreover, the new business margin, which is calculated by dividing the value of new 
business by the current value of the premium income stream, rose to 6.5%. This was a 
record high and exceeded the level attained prior to the introduction of the negative 
interest rate policy.

 Please look at Page 21.



 This page explains the underlying factors behind the change in EV.
 EV on September 30, 2018 increased by 273.3 billion yen from the Post- Adjustment EV 

on March 31, 2018 (3,702.5 billion yen).
 The greatest contributing factor to this increase was the 131.5 billion yen in the value of 

new business, and we think this is definitive evidence of the benefit derived from 
strengthening protection-focused sales.

 RoEV was 10.5% on an annualized basis. It is based on certain economic assumptions 
and shows the value after excluding the difference between economic assumptions and 
actual results from factorial changes in EV. This pace of growth exceeds the 6% to 8% 
average level specified as the goal in the medium to long term.

 Please look at Page 22.
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 Finally, I will explain the revisions to the consolidated earnings and dividend forecasts.
 As President Uehira stated at the beginning, we have revised the consolidated 

earnings forecasts for the full year upward, in light of the good progress made on 
profits during the first half, compared to the plan.

 We have also revised the forecast for year-end dividends for fiscal year ending March 
2019 to improve shareholder return, based on the revision of the consolidated 
earnings forecasts for the full year. We have therefore added a special dividends of 4 
yen per share to the ordinary dividend of 68 yen per share for total dividends of 72 
yen per share.

 This concludes my explanation. Thank you for your attentiveness. 
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