


 I am Nobuyasu Kato from Japan Post Insurance. 
 Today, I would like to give an overview of the financial results for the fiscal year 

ended March 31, 2019 and explain our future management strategy, then share 
our earnings forecast and shareholder return in accordance with the agenda on 
Page 1.

 Please look at Page 3.
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 I will begin with an overview of the financial results for the fiscal year ended March 
31, 2019.

 Please look at net income and earnings per share (EPS), in the top row of the 
table. 

 In November 2018, Japan Post Insurance revised up its earnings forecast mainly 
because investment income had been above previous plan for the first six months 
of the fiscal year. Due to lower operating expenses, among other factors, net 
income for the full fiscal year reached 120.4 billion yen, the highest level on a 
financial accounting basis since the company was privatized, and was 108.5% 
against earnings forecast. 

 As a result, EPS exceeded 200 yen for the first time ever. 
 Please look at EV and the value of new business in the bottom row of the table.
 As for indicators in terms of economic value, EV rose 4.9% year on year, to 3 

trillion 925.7 billion yen while the value of new business amounted to 223.8 billion 
yen, almost flat year on year. 

 In comparison to the previous fiscal year, we succeeded in growing EV and 
maintaining the value of new business as we steadily focused on sales of 
protection-type products although the interest rate assumptions worsened.

 As for shareholder return, we decided to pay 72 yen per share consisting of an 
ordinary dividend of 68 yen and a special dividend of 4 yen per share.

 Page 4 shows a summary of the consolidated financial statements, which is for 
your reference.

 I will explain our management strategies to date and future strategy.
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 I will begin with an explanation of initiatives in the sales and product 
development.

 Please look at the left side of this page. Prompted by the introduction of the 
negative interest rate policy by the BoJ, Japan Post Insurance revised insurance 
premiums in August 2016 and April 2017, and rolled out new products in October 
2017, followed to focus on a sales strategy meeting the protection needs of 
customers. 

 In April 2019, we began to provide products with relaxed underwriting criteria and 
advanced medical riders, a series of products consistent with this move.

 The promotion of sales of protection-oriented product has resulted in marked 
changes in product portfolio as shown on the right side of this page.

 Overall sales volume declined from the fiscal year ended March 31, 2018 
onward. But the products with high profitability, such as whole life insurance 
(which is increased amount type) and special endowment insurance, grew to 
account for 47% of total sales for the fiscal year ended March 31, 2019. The 
ratio of contingency premiums in total premiums is relatively high in those 
products, and attachment ratio of medical care rider is approximately 100%. 
These elements contribute to high profitability of these products.

 Please look at the next page.
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 The left side of this page shows the proportion of medical care to annualized 
premiums from new policies for individual insurance. While the proportion rose to 
17.5% in the fiscal year ended March 31, 2019, its average in life insurance 
industry is about 30%, meaning Japan Post Insurance has more room to expand 
sales of medical care products category.

 Shown on the right side of this page are the value of new business and new 
business margin to date. These figures improved sharply after the fiscal year 
ended March 31, 2018 in which we revised premiums and promoted sales of 
protection-type products. For the fiscal year ended March 31, 2019, the value of 
new business was almost flat year on year, affected by low interest rate 
assumptions, but owing to favorable new sales results of medical care rider, new 
business margin climbed further.

 Maintaining the amount of the value of new business caused EV to rise steadily 
with RoEV reaching 8.6% in excess of our medium to long-term target of 6-8%.

 While, for protection-type products, it is important to provide sales personnel with 
skills and get them to be improved to meet customers’ needs, we continue to give 
elaborate training and assistance in cooperation with Japan Post Co,, and are 
seeing results.

 Please look at the next page.
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 I referred to the room for Japan Post Insurance to expand sales of medical 
care products in the previous slide. Then, I will explain our strength to support 
our sales of new products.

 Shown on the left side of the page is our existing customer base. Already, 
20% of Japan’s entire population has contracts with Japan Post Insurance. 
Our sales basic activities are to get sales personnel to inform these 
customers of new products and services or visit them for contract 
confirmation to have each of them consider a new type of protection and 
revise the protection description. 

 Reflecting our strength in the household market segment, which is 
characteristic of the post office channel, our customer basis consists mainly of 
senior citizens and females.

 For cultivating uninsured young generation, our sales personnel visit  the 
elderly who is insured and have their children and grandchildren introduced 
from the elderlies through the activity that I mentioned earlier. This is our way 
of approach to young potential customers who do not have any contract with 
us but have needs for protection-type products. With these initiatives, as 
shown in the graph on the right, the contractor age structure of new policies is 
getting lower most recently.

 Also, we are striving to build new contact points via digital devices for younger 
customers, and we believe that we could expand sales further in the 
Japanese market by continuing these efforts while combining them with a 
product strategy that I will outline later.

 Please look at the next page.
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 Next, I will explain our product strategy. 
 This page shows the expansion of our products and services to date. Among 

main steps taken after the company’s stock listing, we underwrote reinsurance, 
the limit on the coverage amount was raised, and we revised hospitalization 
riders and recently began to provide products with relaxed underwriting criteria. 

 Under regulation of the Postal Service Privatization Act, we have continued to 
enhance our products and services in a cycle of approximately once every one 
and a half years while obtaining necessary approval.

 Please look at the next page.
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 Shown on the left is a voting rights ratio change due to Japan Post Holdings’ 
secondary offering of shares in Japan Post Insurance in April this year. The 
voting rights ratio changed from 89% to 64.48%.

 Since the ratio did not fall to 50%, administrative procedures do not change. Still, 
under the law, the voting rights ratio of Japan Post Holdings will be taken into 
consideration for our new business’s approval. When regulatory authorities 
recognize there is no concern about fair competitive environment among other 
Japanese life insurance companies, they admit the application. 

 We expect to see the lowered voting rights ratio work positively from a product 
strategy perspective, so preparations are now underway within the company in 
an effort to develop products and services more swiftly.

 Although today I cannot elaborate on the details of products now under way for 
development, the insurance market segments are currently growing for “benefit 
for living” (such as disability, dementia and nursing care).These products have 
higher customer needs, in light of the advent of a longevity society that is said to 
be a hundred years of life. We would like to introduce new products targeting 
these areas. 

 Please look at the next page.
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 The product that I mentioned before as “benefit for living” is so called third 
sector products. As shown in the graph on the left, this sector is now 
expanding in the life insurance market, and a varieties of products have 
already been provided by other competitors and are growing in importance in 
terms of profitability and quantity. 

 Japan Post Insurance have just provided this types of products only as riders, 
so the ratio of annualized premiums from policies in force for the medical care 
to the total is relatively low. However, this situation means we have a potential 
for future growth. Leveraging our strengths, that is post office channel and 
vast customer basis, we will expand the sales of medical care products while 
cross-selling and up-selling, with the current customer base thereby 
cultivating new customers. 

 Shown on the right are the market shares for medical care. Our medical care 
riders are very simple and basic, just cover the fixed costs for hospitalization 
and illness in a daily basis, however, we ranked the second in Japan. We 
recognize that this is attributed to our strength of sales capacity, and we 
believe that we can increase the amount of premiums further by developing 
new medical care products which have higher needs. 

 Please look at the next page.
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 From now on, I will explain our digital strategy.
 We regard a digital strategy, which includes use of Artificial Intelligence(AI) 

and Internet of things(IoT), as an important strategy for enhancing corporate 
value by initiating sales and product strategy and improving customer 
services, administration quality , and its efficiency.

 We have started to use digital technologies to improve the quality of 
administrative work and operational efficiency at back office units. We plan to 
adopt robotic process automation (RPA) in stages in the coming years as a 
means of effectively streamlining operations.   

 Going forward, we will expand areas where we use digital technologies with 
an eye on upgrading the interfaces with customers and deploying new 
products and services.

 To date, in terms of face-to-face interface with customers, we have been 
gifted with the post office channel, which is a contact point that is 
advantageous against other competitors.  

 In addition to this dominant contact point, going forward, we will upgrade the 
interfaces via digital devices in order to make approach to young and middle-
aged customers, a group who find it difficult to visit the post office during 
daytime hours. We have launched new digital contact points such as 
“Sukoyakanpo,” a health support apps for smartphone, and “My page” on our 
website this year.

 In the future, we intend to expand the service contents at these digital contact 
points including corporate sites, and to provide services that complement the 
post office channel in terms of marketing and administrative procedures.

 Please look at the next page.
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 Utilizing digital technologies to our marketing can make our sales activities 
more sophisticated.

 Aiming to utilize post offices, which is our biggest real customer contact 
network in Japan and our contract data of roughly 26 million customers more 
effectively we plan to identify customers’ interests in the future by analyzing 
customer behavior data via digital interfaces. These analyses allow us to 
provide more precise proposals to junior to middle-aged segments which is a 
our target. 

 Through these initiatives, we will improve sales efficiency and cultivate new 
customers.
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 I will explain our asset management strategy next.
 As shown in the table on the left, governments and corporate bonds account for 

approximately 70% of our total assets, making our portfolio more stable 
compared with other companies. Combining bonds with return-seeking assets 
allowed us to secure an investment return higher than an average assumed rate 
of return which is a cost on the liabilities side, even after the introduction of the 
negative interest rate policy.

 As shown in the table on the right, positive spread for the fiscal year ended 
March 31, 2019 amounted to 58.4 billion yen.

 Please look at the next page.
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 I will now explain diversification of our asset portfolio.
 While focusing on ALM, we are making progress to diversify our asset 

management portfolio within the scope of our risk buffer based on our risk 
appetite policy

 The proportion of return-seeking assets rose to 13.8% of total assets as of 
March 31, 2019 and is planned to reach approximately 14.0% as of March 31, 
2020.

 For the fiscal year ending March 31, 2020, we are going to watch the market 
conditions more closely, and cautiously perform a risk take action under this 
uncertain environment onwards. We will strive to expand in-house foreign 
currency-denominated corporate bonds.

 Please look at the next page.
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 I will explain the forecast of our investment return and that of average assumed 
rates of return.

 Decrease in investment return on core profit has slowed down because we 
diversify asset under management and most of high-coupon bonds have 
redeemed in the fiscal year ended March 31, 2019.  

 Average assumed rate of return declined to 1.70% for the fiscal year ended 
March 31, 2019 as policies with high assumed rates of return reached maturity. 

 In August 2016 and April 2017, we lowered assumed rates of return, so they will 
likely decline in the long term as we seek to steadily secure new business with 
low assumed rates of return.

 We aim to secure a positive spread by continuing our efforts on sales and 
pursuing investment return by diversification of asset portfolio.

 Please look at the next page.
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 I will explain our capital policy as the final part of our presentation on our future 
management strategies.

 Please look at the left side of the page. In January 2019, Japan Post Insurance 
issued subordinated unsecured bonds for the first time ever of an amount of 
100.0 billion yen. With the issuance cost being at 1.00%, we succeeded in 
procuring capital at a lower cost than other companies. 

 This issuance was intended for us to secure the flexibility of our capital policy. 
This capital sufficiency allowed us to acquire treasury stock in April 2019 while 
having a neutral effect on our capital level.

 We acquired treasury stock of an amount of roughly 100.0 billion yen in April 
2019 at the same time as our second offering. Shown on the right is the earnings 
per share (EPS) improvement effect based on the financial forecast for the fiscal 
year ending March 31, 2020, achieving a 6.5% improvement by this share 
repurchase.

 Please look at the next page.
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 Based upon our current high-quality capital structure, Japan Post Insurance will 
be able to conduct a flexible capital policy in the future as well.  

 Please look at the left side of the page. Consolidated solvency margin ratio as of 
March 31, 2019 on an existing accounting basis was at 1,189.8%, which was an 
adequate level.

 As for the breakdown of total solvency margin amount, core margin such as 
capital stock, contingency reserves and price fluctuation reserves account for 
80% of the total, pointing to extremely high capital quality.

 The maximum inclusion amount of subordinated debt with a due date under 
existing regulation is 50% of core margin. As this amounts to approximately 2.0 
trillion yen at our company, we have enough room to use subordinated 
unsecured bonds with respect to our capital policy, in our view.

 Please look at the right side of this page. ESR which is an economic value-
based solvency margin ratio was 225% as of March 2019. When we take the 
influence of share repurchase on April 2019 into consideration, it will decrease 
by approximately 6%.

 The levels of our credit ratings are free from problem. We are aware that Japan 
Post Insurance still has room to opt for various capital policy choices such as 
investment for growth and flexible shareholder return.    

 Finally, I will talk about financial results forecasts and shareholder return. Please 
look at Page 20.
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 We forecast net income of 93.0 billion yen for the fiscal year ending March 31, 
2020, which is lower than actual results in the year ended March 31, 2019. This 
gap comes from the reasons as follows, investment income will decline due to a 
continued decrease of assets with high yields, and projected expenses related to 
our business will decline due to a continued decrease of policies in-force, 
consumption tax will be raised, and the upswing portion from investment income 
for the fiscal year ended March 31, 2019 will be absent in comparison to the 
financial forecasts for the fiscal year ended March 31, 2020, among other 
reasons.

 Our forecast of EPS is 165.12 yen due to the decrease of net income as I 
mentioned earlier, however, it exceeds our projected EPS of 155 yen for the year 
ending March 31, 2021, that we stated as target figure in the final year in our 
Med-Term Management Plan. This early achievement was partly helped by 
share repurchase conducted in April 2019.

 Finally, I will talk about shareholder return. Please look at the next page.



 As for shareholder return, no change has been made to our policy to aim for a 
steady increase in dividends per share while considering earning prospects and 
financial soundness.

 Based on this policy, we will actively provide returns to shareholders for the fiscal 
year ending March 31, 2020.

 First, we forecast an ordinary dividend of 76 yen per share for the fiscal year ending 
March 31, 2020. In light of share repurchase conducted in April 2019, we plan to 
increase ordinary dividend by 8 yen.

 Second, we decided to pay interim dividends, starting from the fiscal year ending 
March 31, 2020, with consideration for increase of the number of individual 
shareholder, thus enhancing the opportunities to return profits to shareholders.

 Third, at a Board of Directors meeting held on May 15, 2019, the company resolved 
to cancel its treasury stock on May 31, 2019. We believe this will eliminate investor 
concerns over a dilution stemming from a potential reselling of the treasury stock in 
the market.

 This concludes my presentation. We will continue working to improve corporate 
value to provide returns to stakeholders. Thank you for your attention.
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