
 I am SENDA Tetsuya, President of Japan Post Insurance. Thank you very much 

for attending our Financial Results & Corporate Strategy Meeting today.

 I will provide a summary of the financial results for the six months ended 

September 30, 2020, as well as explanations of future growth strategies.

 Afterward, I would like to answer any questions you may have.
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 Please look at page 3.

 First, I would like to explain our initiatives in the first half of the current fiscal year.

 Since last year, Japan Post Insurance as a whole has been working on 

solicitation quality issues. 

 As a result, we have almost completed confirming customers’ intentions 

associated with the policy investigations at the end of June 2020, and we were 

able to pave the way for compensation to customers for disadvantages and 

sales personnel investigations. In addition, measures aimed at avoiding 

recurrence under the business improvement plan are generally progressing as 

planned.

 The JP Reform Execution Committee, consisting of outside experts, conducted a 

comprehensive review of these efforts and concluded that we met the necessary 

conditions for the restart of sales activities. Following this, we launched the 

“Operations Aimed at Regaining Customers’ Trust” from October 5, 2020.

 In April 2021, we will introduce a policy conversion system, which allow 

policyholders to shift from the current policy to a new one without cancelling the 

current policy. Furthermore, we will aim to provide new products that meet the 

needs of customers as soon as possible.

 In addition, as COVID-19 spread continuously, we carried on our business 

operations and implemented initiatives to support our customers in order to fulfill 

our mission and role as a life insurance company.

 Going forward, to keep on fulfilling our mission and role both in “with COVID-19” 

and “post-COVID-19” periods, we will expand our non-physical contact customer 

services by using digital technology and introduce telework throughout the 

company as part of health and safety measures for our employees.
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 Please look at page 4.

 Next, I would like to explain the summary of financial results. 

 Net income increased by ¥ 17.3billion year on year, to ¥ 93.6billion, mainly due 

to a decrease in operating expenses, etc. as a result of decreased new policy 

sales.

 Although EV, which indicate future profit, increased from the end of the previous 

fiscal year as the market environment improved, the value of new business was 

negative due to the influence of refraining from proactive sales proposal.

 Accordingly, refraining from proactive sales proposal has resulted in a decrease 

in new policy sales, and even though it will temporarily increase net income, it 

will have an impact on the financial foundation of the company in the medium to 

long-term.

 We will continue our efforts to regain our customers’ trust, get appropriate sales 

activities back on track, and realize a sustainable business model to generate 

stable profits in the medium to long term and increase economic value.
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 Please look at page 5.

 This page shows the trend of new policies and policies in force.

 Japan Post Insurance and Japan Post had been refraining from proactive sales 

proposal of our products in order to make addressing of solicitation quality as a 

top priority issue since mid-July 2019.

 As a result, while the number of new policies decreased substantially since 

second quarter in the fiscal year ended March 31, 2020 compared with the 

previous period, there was only a moderate decrease in policies in force.

 With regard to the solicitation quality issues, while it has caused a great deal of 

concern to all of shareholders and other stakeholders, most of our customers 

have continued to subscribe to our products.

 We will continue to work to regain our customers’ trust and make their policies 

kept. In addition, we aim to maintain and secure policies in force by acquiring 

new policies.
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 Please look at page 6.

 Next, I would like to explain the results of asset management.

 The left chart shows the amounts of return seeking assets and the ratio of them 

to total assets.

 We are expanding investments in return seeking assets within the scope of risk 

buffer under a risk appetite policy principally based on ALM. At the end of 

September 2020, balance of return seeking assets such as stocks and foreign 

bonds was ¥ 10.4trillion or 14.9% of total assets. 

 As a result, for the financial results for the six months ended September 30, 

2020, we attained 1.79% investment return and achieved a ¥ 30.1billion positive 

spread. 
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 Please look at page 7.

 As I mentioned earlier, EV increased ¥ 409.8billion from the end of the previous 

fiscal year to ¥ 3,734.1billion.The value of new business was ¥ (1.5) billion.

7



 Please look at page 8.

 This page shows movement analysis of EV.

 Although EV as of the end of September 2020 increased from the end of March 

2020, we recognize that securing and increasing the value of new business is an 

issue that we must continue to work on.

 As we regard EV and the value of new business as two important indicators of 

corporate value, we are aiming to improve these indicators by materializing and 

steadily implementing the next Medium-term management plan as mentioned 

later.
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 Please look at page 9.

 Here is a current status of ESR (Economic Solvency Ratio).

 ESR as of September 30, 2020 increased to 163%, as the capital amount, the 

numerator of ESR, increased and the integrated risk amount, the denominator of 

ESR, decreased as a result of an increase in interest rates and favorable equity 

markets. 

 Although ESR does not reflect the level of the capital adequacy at the time of 

measurement, we will take various appropriate measures, including EV growth 

and capital reinforcement in order to achieve a stable level of ESR.
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 Please look at page 10.

 There are no revisions to the financial results forecast for the fiscal year ending 

March 31, 2021 at this time.

 Both ordinary profit and net income for the six months ended September 30, 

2020 are progressing at a higher rate than the financial results forecast.

 However, due to the uncertainty of COVID-19, there is a continued possibility 

that the stock price will decline, and payment of insurance claims and others will 

increase. 

 Considering the impact on ordinary profit and net income in such a case, we 

have currently made no revisions to the financial results forecast for the year 

ending March 31, 2021. 

 Going forward, we will promptly make announcements when revisions to the 

forecast become necessary.
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 Please look at page 11.

 I would like to explain the shareholder return.

 We continue to regard the distribution of profit to shareholders as an important 

policy of management, and we will do that stably.

 Specifically, we aim for stable dividends per share while considering earning 

prospects and financial soundness. The dividend forecast for the fiscal year 

ending March 31, 2021 remains unchanged from the current Medium-Term 

Management Plan target of ¥76.

 Going forward, we intend to secure medium to long term profit and distribute it to 

shareholders stably.
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 Please look at page 12.

 As I mentioned at the beginning of this presentation, I would like to explain the 

status of policy investigations on solicitation quality issues.

 In the investigation of specified rewriting cases, the confirmation of customers’ 

intentions was completed by the end of March 2020, and the sales personnel 

investigations and disciplinary action against sales personnel have been almost 

completed as of October 2020.

 Moreover, the confirmation of customers’ intentions has also been almost 

completed in the investigation of all insurance policies and additional 

investigation. Sales personnel investigations are underway, and we have taken 

steps to suspend solicitation as well as taken disciplinary action against the 

subject sales personnel.

 In this way, in cases where there was a high probability of apparent 

disadvantage, we were able to pave the way for compensation to customers for 

disadvantages and sales personnel investigations.

 Going forward, we will promote follow-up support activities to regain our 

customers’ trust and listen to their opinions and requests in a careful manner. 

Moreover, we will carry on our efforts to receive customer feedback through a 

variety of opportunities, such as reconfirming the contents of policy in the 

“Notification of Policy Coverage” sent to policyholders once a year. In addition, 

we will continue to review the effectiveness of the measures to avoid recurrence, 

as outlined in the business improvement plan, and review them on an ongoing 

basis to ensure that they are customer-first.
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 Please look at page 14.

 From here on, I will explain the outline of our future growth strategies.

 The Japan Post Group is currently discussing its next Medium-Term 

Management Plan for the five years from FY22/3.

 We are taking a look back at the meaning of our business in formulating the next 

Medium-Term Management Plan.

 Based on our philosophy of providing steady support for all people, we aim to 

become a company that can provide kind and warm services to our customers, 

mainly the elderly and middle-aged population who are our main customer base.

 To this end, we will first and foremost work to regain our customers’ trust and will 

realize a customer-first business operation by responding precisely to the needs 

of society in the age of 100-Year Life.

 In addition, we will aim to increase our corporate value by fulfilling our role to 

“broadly provide basic protection through the post office network,” through 

improving our products and services in terms of customer experience value, and 

enhancing accessibility and satisfaction of customers across all generations.

 We believe that the driving force behind the achievement of these goals is, after 

all, our employees. With superior risk sensitivity shared among employees, we 

will create an open corporate culture that helps employees grow along with 

company.
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 Please look at page 15.

 I would like to explain our future channel strategy.

 Regarding our sales channel structure, we propose and offer our insurance 

products to individual customers through post office channel, while to corporate 

clients through Kampo’s directly-managed channels. 

 In our future channel strategy, we believe it is necessary to recover our sales 

capabilities in each channel through new sales methods while working to regain 

our customers’ trust.

 Specifically, we will improve the sales and management structures at the post 

offices and provide necessary support in order to secure sales force with 

solicitation quality more than ever before.

 Furthermore, post office channel, sales over the counter as well as offsite, shall 

pursue proposal activities depending on its channel-specific characteristics. 

 As for directly-managed channels, we will strengthen relationship with corporate 

clients by improving operations and systems as well as providing products that 

meet clients’ needs.
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 Please look at page 16.

 I would like to explain our policies for new product development.

 We believe that one of the meaning of our business is to perform the social 

mission to “provide fundamental protection for people’s livelihoods through our 

nationwide network of post offices,” which we have carried on from the Postal 

Life Insurance Service. 

 Based on this meaning, we will appropriately understand customers’ needs in 

response to the social and economic environment and develop products that 

meet fundamental protection needs of each generation to support them 

throughout their lives in the age of 100-Year Life.

 As for now, we have been providing customers with educational endowment 

insurance as introductory product, along with endowment insurance/whole life 

insurance adding riders to their basic policies, to meet generation-specific needs.

 In order to better meet the needs of young and working-age customers in the 

future, we are considering approaches such as revisions to term insurance and 

special endowment insurance to provide more generous protection at lower 

premiums.

 At the same time, we will enhance the attractiveness of our products by 

considering the expansion of products that meet protection and other needs of 

the elderly and middle-aged population, to ensure that they are kept protected by 

our insurance products for lifetime.

16



 Please look at page 17.

 This page shows the market trend for medical care products.

 The graphs on the left and right show the proportion trend of medical care 

products in annualized premiums from policies in force in the domestic life 

insurance market and ours.

 Our medical care ratio to annualized premiums from policies in force is low 

compared with the domestic market, and we believe there is room to further 

increase that ratio by meeting customers’ protection needs.

 For our medical care products, we reviewed medical care riders in October 2017 

and developed advanced medical riders in April 2019. We will consider reviewing 

our medical care riders in order to more appropriately meet the needs of our 

customers going forward.
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 Please look at page 18.

 I would like to explain our policy on digital strategy.

 We believe that it will be necessary to adapt to the further progress in 

digitalization in Japan and sophistication of customers’ digital literacy, let alone 

to response to the spread of COVID-19.

 We will promote the digitalization of various procedures, from proposal of 

products and services to maintenance procedures, to increase accessibility for 

all generations of customers, including the elderly and middle-aged population 

who are our main customers, and to ensure that they are satisfied with.

 Specifically, in addition to conventional face-to-face services, we will expand our 

non-physical contact services, such as My Page, providing services integrating 

accuracy/accessibility associated with digitalization and the peace of 

mind/flexibility associated with the face-to-face service, with the aim of 

strengthening relationship with customers.

 We also hope to expand the areas of utilization involving digital technologies 

including RPA to improve the quality/productivity of back offices operations.
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 Please look at page 19.

 Lastly, I would like to explain the pursuit for our social mission and the meaning of 

our business.

 In the next Medium-Term Management Plan, we will demonstrate our unique social 

mission and meaning of our business, in addition to regaining our customers’ trust, 

improving and strengthening our core business as well as creating new businesses.

 Since our founding, we have contributed to the resolution of a variety of social issues. 

For example, in line with the modernization of Japan, we provide life insurance for 

small coverage amounts to meet the increased need for workers’ welfare measures. 

Furthermore, our endowment insurance meet the need for education funding due to 

the rising enrollment rate of higher education and higher educational expenses since 

the period of rapid economic growth.

 As Japan is moving toward the age of 100-Year Life, the country is facing a variety 

of social issues, such as an increase in social security costs due to the aging 

population, increases in needs regarding extending healthy life expectancy and 

improving quality of life, and the need to address ESG issues.

 We believe that the key points are how to ensure that our main customers, the 

elderly and middle-aged population, are able to live a healthy retirement, how they 

can receive insurance benefits without stress in the insured event happens, and how 

we can create shared value with society.

 As of the fiscal year ended March 31, 2020, of the ¥ 18.5trillion in insurance claims 

and other payments in the industry as a whole, we account for ¥ 5.3trillion, or 

approximately 30%, and of the ¥ 1.3trillion in hospitalization benefit and surgery 

benefit alone, we account for ¥ 0.2trillion, or approximately 15%. Total assets were 

¥ 70.3trillion as of the end of September 2020.

 We hope to create value and meet the expectations of our shareholders and 

investors by taking a leadership role in contributing to solve social issues.

 This concludes my explanation. Thank you for your attention.
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