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 I am Mitsuhiko Uehira of Kampo.
 Thank you for joining us today.
 I would like to start with the financial results for the fiscal year ended March 31, 2018, and 

then explain the Medium-Term Management Plan.
 Please turn to page 3.
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 Let me begin with an overview of our financial results for the fiscal year ended March 31, 2018.
 On a financial accounting-wise, ordinary profit amounted to ¥309.2 billion, up 10.5% year on 

year, mainly due to higher capital gains, reflecting market stability. 
 Net income increased 17.9% year on year to ¥104.4 billion, the highest level since privatization, 

mainly because the provision for reserve for policyholder dividends decreased due to an increase 
in Non-participating riders.

 Ordinary profit and net income results were favorable at more than 120% of the full year 
forecasts.

 From an economic value point of view, the embedded value (EV) and the value of new business 
improved significantly.

 In particular, the value of new business reached a historical high of ¥226.7 billion, and the new 
business margin, which is the value of new business divided by the present value of new business 
premiums, was also the highest ever at 5.5%. This was due to efforts including revising our 
insurance premiums in a timely manner and working on sales of protection-type products 
focused on customer needs. 

 Taking into account our favorable performance, we increased the dividend to ¥68 per share by 
adding a special dividend of ¥4 to the ordinary dividend of ¥64.

 As a result, the payout ratio has been around40% throughout the three-year period of the 
previous Medium-Term Management Plan, which had set a target of “in the range of 30-50%,” 
and we achieved a stable shareholder return by raising the ordinary dividend by ¥4 per share 
each year.

 Please turn to page 4.
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 This is an overview of our consolidated financial statements.
 Please look at the consolidated statement of income on the left. 
 Although ordinary income and ordinary expenses both declined, decreases in investment 

expenses and operating expenses contributed to a ¥29.4 billion year-on-year increase in 
ordinary profit to ¥309.2 billion.

 Net income increased by ¥15.8 billion year-on-year to ¥104.4 billion, mainly due to a 
decrease in the provision for reserve for policyholder dividends.

 Please look at the consolidated balance sheets on the right. 
 Assets and liabilities continue to trend downward due to the decline in policies in force. 
 Net assets increased by ¥149.9 billion from the end of the previous fiscal year to ¥2,003.1 

billion as a result of accumulating retained earnings by securing stable profits, along with 
firm stock prices and exchange rates owing to a comparatively favorable market 
environment.

 Please turn to page 5.



 Next, I will explain the status of new policies.
 Please look at the graph on the left. 
 Annualized premiums from new policies for individual insurance had been trending upward, but 

declined 25.9% year-on-year to ¥376.2 billion in the fiscal year ended March 31, 2018, mainly 
due to revisions of insurance premiums.

 Please look at the graph on the right.
 On the other hand, annualized premiums from new policies for medical care continued to trend 

upward, increasing 6.2% year-on-year to a historical high of ¥59.2 billion in the fiscal year ended 
March 31, 2018, which indicates the effects of the rider revision and reinforced promotion of 
products that focus on customers’ protection needs.

 We will continue to further enhance our sales capabilities with a focus on protection-type 
products while working to expand sales volume.

 Please turn to page 6.
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 Annualized premiums from policies in force are shown in “Postal Life Insurance category” and “New 
category”.

 Please look at the graph on the left.
 Although annualized premiums from policies in force for individual insurance were on a declining 

trend, the pace of decline has been slowing, and they amounted to ¥4,859.5 billion at the end of 
the fiscal year ended March 31, 2018. 

 Please look at the graph on the right.
 Meanwhile, annualized premiums from policies in force for medical care, which had been trending 

downward over all, bottomed out and turned around by the end of the fiscal year ended March 31, 
2018, amounting to ¥750.9 billion, an increase of 2.0% from the end of the previous fiscal year. 

 Furthermore, by category, results for the “New category” exceeded “Postal Life Insurance 
category”, from the end of the fiscal year ended March 31, 2016 for individual insurance, and from 
the end of the fiscal year ended March 31, 2018 for medical care. 

 Please turn to page 7.



 I will move on to an explanation of our asset management.
 Please take a look at the line for return seeking assets on the chart to the left. 
 While asset liability management (ALM) is the core of our asset management strategy, we 

have diversified our asset portfolio to counter the recent historically low interest rate 
environment. As a result, the amount and proportion of return seeking assets such as 
domestic stocks and foreign securities increased to ¥9.4 trillion, which accounts for 12.3% of 
total assets.

 This result significantly exceeds the expectation of reaching around 10% under the previous 
Medium-Term Management Plan.

 Please look at the positive spread and return in the chart on the right. 
 Although the average assumed rates of return and investment return on core profit both 

declined, the positive spread, which is the difference between the two, was on the same 
level as the previous fiscal year, and we secured gains of ¥65.8 billion from positive spread.

 Although net capital losses, which are the total of gains (losses) on sales, hedge costs, etc., 
amounted to ¥19.1 billion, this represents a significant improvement compared with the 
previous fiscal year when we were affected by market fluctuations such as interest rates and 
foreign exchange.

 We will continue efforts to reinforce our asset management system, including ongoing 
recruitment of external personnel, in order to enhance our investment income capabilities 
and diversify asset management.

 Please turn to page 8.
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 I would like to explain our financial soundness.
 Please look at the internal reserves chart on the left.
 We have accumulated the contingency reserve of ¥2,114.3 billion and the price fluctuation 

reserve of ¥916.7 billion as a buffer for the risks associated with changes in the business 
environment.

 Additional policy reserve accumulated to cover mainly potential negative spreads in the 
future amounted to ¥5,930.4 billion.

 As a result of revising the level of the necessary policy reserve, we accumulated an 
additional ¥17.0 billion to cover lump-sum single payment annuity policies underwritten by 
the Company.

 The year-on-year amount is shown in the far right column of the chart. 
 Please look at the solvency margin ratio and credit rating status on the right.
 Our consolidated solvency margin ratio, ESR, and credit rating status are at a sufficient level 

compared with competitors, indicating our strong financial soundness.
 Please turn to page 9.



 Now I will explain the movement analysis of EV.
 EV as of the end of March 2018 increased by ¥423.6 billion to ¥3,743.3 billion from post-

adjustment EV (¥3,319.6 billion) as of the end of March 2017.
 The largest contribution to the increase was ¥226.7 billion in the value of new business. We 

believe that this clearly indicates the effect of insurance premium revisions carried out in April 
2017 to address the historically low interest rate environment.

 RoEV (constant economic assumptions), which is the rate of EV movement excluding the 
economic variances factor, was 9.9%, which is larger than the annual average of 6-8% aimed for 
as a medium- to long-term target. 

 The new business margin, which is the value of new business divided by the present value of 
new business premiums, was 5.5%, exceeding levels prior to the start of the negative interest 
rate policy and marking a historical high. 

 Please turn to page 10.
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 I would like to explain the consolidated financial forecasts for the fiscal year ending March 
31, 2019.

 Net income in the fiscal year ending March 31, 2019 is expected to be ¥88.0 billion, 
reflecting a decrease in policies in force as well as the impact of the prolonged decline in 
interest rates.

 As for the year-end dividend for the fiscal year ending March 31, 2019, we plan to increase 
the ordinary dividend by ¥4 per share to ¥68 per share.

 We seek to steadily increase this return, aiming for a dividend of ¥76 per share for the year 
ending March 31, 2021, considering earning prospects and financial soundness.

 Please turn to the next page.
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 Now, I will explain our Medium-Term Management Plan.
 Please turn to page 12.
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 Let me start by explaining the concept of our Medium-Term Management Plan.
 Having inherited the social mission of “protecting the means of fundamental livelihood of 

the public through simple procedures” , Japan Post Insurance has directed its efforts up until 
the previous Medium-Term Management Plan toward establishing the foundation for 
business operations and expansion based on new policies, as stated under “Since 
privatization” on the left side of the page. We have pursued strategies to establish sales 
promotion structure, to develop sales personnel together with Japan Post Co., to enhance 
savings-type products and services for older customers, and to establish an administrative 
systems framework. 

 Under the current Medium-Term Management Plan, following on the efforts of the previous 
plan, we have set pursuing customer-first business operations, achieving sustainable growth, 
and maintaining sound business operations as the three management principles, as stated in 
the bottom row. The two major pillars of our efforts are shown in the top row, namely, to 
increase earnings both in terms of sales and asset management in a historically low interest 
rate environment, and to reverse the declining trend and achieve growth in annualized 
premiums from policies in force for individual insurance. 

 In order to realize these two major goals, during the next three years we will steadily 
implement the strategies and measures of the Medium-Term Management Plan, which I will 
explain later, and further advance this business model to achieve growth five to ten years in 
the future. 

 Please turn to page 13.
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 Next, I will explain the three principal numerical targets of the current Medium-Term 
Management Plan. 

 The first is our top line target, which had been set in terms of contracted monthly premiums 
from new policies under our previous Medium-Term Management Plan. Under the current 
Medium-Term Management Plan, we have changed our target to annualized premiums from 
policies in force in order to clarify that we are aiming for growth based on policies in force.

 Specifically, in addition to securing new policies, we aim to reverse the declining trend and 
achieve growth reaching ¥4.9 trillion in annualized premiums from policies in force for 
individual insurance by FY2020 by limiting lapse or surrender of policies through improved 
quality of sales activities and stronger policy retention. 

 Secondly, the bottom-line target, which was based on net income under the previous plan, 
has been changed to net income per share under the current Medium-Term Management 
Plan to indicate our shareholder-focused approach, with a target of ¥155 in FY2020. 

 Finally, we changed our target for shareholder returns from the target based on payout ratio 
under the previous plan to dividend per share, aiming for ¥76 by FY2020, to ensure that we 
meet our shareholders’ expectations.

 As a result, we anticipate a payout ratio of 49.0% for FY2020, assuming that the Medium-
Term Management Targets are achieved.

 Please turn to page 14.
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 Now I would like to explain our principal strategies for achieving the two major pillars of the 
Medium-Term Management Plan that I mentioned earlier. 

 Currently, amid various changes in the external environment, including the advent of a super-aging 
society, the evolution of ICT, and continuing historically low interest rates, new policies were 
outpaced by such as those that expire each year and, as a result, policies in force have continued to 
decline for more than 20 years. 

 However, since privatization, the decline in policies in force has slowed gradually, thanks to 
reinforcement of sales activities together with Japan Post Co.

 Under these circumstances, looking firstly at our sales and products strategy, we will do our utmost 
to realize the most important theme of our Medium-Term Management Plan, which is “reversing 
the declining trend and achieving growth in annualized premiums from policies in force.” To that 
end, we will strengthen sales activities focusing on protection needs by improving the capabilities of 
sales personnel, improve the quality of solicitation by introducing evaluation of policy retention, 
cultivate new customer base such as the uninsured and the young and middle-aged, develop new 
products to diversify protection-type offerings, and enhance the business foundation by introducing 
new mobile devices for sales.

 Second, in our administrative services strategy, we will make efforts to improve customer services 
through use of ICT, including claims procedures that use digital technology, while pursuing greater 
administrative efficiency by digitalizing forms at service centers, etc.

 Third, in our asset management strategy, we will aim to increase investment profitability by 
promoting diversification of investment based on ALM, while ensuring financial soundness through 
efforts to sophisticate our risk management.

 By steadily carrying out these strategies during the three years of the Medium-Term Management 
Plan, we aim for ¥5.5 trillion in annualized premiums from policies in force in FY2027 as our future 
outlook a decade from now. 

 Please turn to page 15.
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 Next, I would like to talk in detail about our sales and product strategy.
 Please look at the graph on the left. Looking at the trend in share of number of new policies by product at 

Japan Post Insurance, the share of products with strong protection features rose to over 50% in FY2017. 
This was the result of focusing on sales of protection-type products as the appeal of savings-type products 
diminished under the impact of low interest rates. We believe that customer needs have shifted to 
protection-type products with respect to our lineup.

 Please look at the chart on the right. In light of the current situation, the first of the specific measures under 
our sales and product strategy is strengthening sale activities focusing on protection needs. We will 
implement finely-tuned training in an effort to enhance the capabilities of sales personnel to offer 
proposals in line with customers’ wishes. 

 With regard to the second point, improving in solicitation quality, we will implement comprehensive 
measures such as ensuring that all sales materials are easy to understand and introducing the policy 
persistency rate as one of the evaluation criteria for sales personnel. In this way, we will build even 
stronger relationships with our customers and enhance the confidence and trust they have in us. 

 As for the third point, cultivating new customer base, we will cultivate the uninsured and the young and 
middle-aged in addition to our mainstay older customers, while strengthening workplace sales. 

 Fourth, with regard to development of new products, we aim to develop and enhance protection-type 
products in areas such as medical care to adequately meet the needs of customers including the young and 
middle-aged. As a result, combined with the effect of improving the capabilities of sales personnel, we plan 
to expand annualized premiums from new policies for medical care by more than 20% from the historically 
high level in FY2017 (¥59.2 billion) during the term of the current Medium-Term Management Plan.

 Finally, in terms of establishing the sales foundation, we will strengthen sales support on the systems front 
by providing new mobile devices to sales personnel. Meanwhile, in cooperation with Japan Post Co., we will 
increase the number of offsite sales personnel at post offices to 18,000 to help build the foundation for our 
business.

 By implementing these initiatives, we aim to reverse the declining trend and achieve growth in annualized 
premiums from policies in force.

 Please turn to page 16.
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 Next, I would like to present the details of our administrative service strategy.
 Please look at the middle row on the page. With the aim of improving customer service, we will make 

efforts to provide high quality services that satisfy our customers through the utilization of ICT, 
including the introduction of a screen notification/automated assessment system via mobile devices 
carried by our sales personnel and reception of various claims online. 

 In addition, we will strive to reduce the administrative workload to improve the efficiency of back-
office administration. 

 Please look at the graph on the right. Japan Post Insurance has some 5,000 employees assigned to 
service centers to process various claims received from customers.

 We have promoted a shift to digitalization and paperless administration in areas such as payment of 
insurance benefits, but there are still some areas handled manually, such as contract preservation. 
During the term of the Medium-Term Management Plan, we will implement automation and labor-
saving in data entry operations through the use of Robotic Process Automation(RPA) and digitalize 
various forms.

 Through these efforts, combined with administrative efficiency measures including improvement of 
existing administration, we will reduce the volume of back-office administration by approximately 
20%. As a result, we expect efficiency effects equivalent to approximately 1,000 people in terms of 
personnel, or ¥3.0 billion in terms of costs.

 With regard to this personnel reduction, we expect natural attrition in the range of 500 people due to 
limited hiring, including contract employees, and are considering reassigning the remaining 500 from 
administration to new areas connected to customer service improvement or focus areas such as sales 
support. 

 The chart at the bottom shows our medium-term investment plan. We intend to establish a 
competitive business foundation by investing approximately ¥150.0 billion over the three years of the 
Medium-Term Management Plan, focusing on system investment.

 Please turn to page 17.
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 I will now outline our asset management strategy.
 Please look at the left side of the page. We seek to realize increased  return on risk, 

enhanced capital efficiency while ensuring financial soundness through efforts to 
sophisticate our risk management based on an ERM framework. 

 Under this ERM framework, we will steadily promote diversification of investment with the 
aim of increasing the profitability of our asset management, within the scope of our risk 
tolerance, guided by our risk appetite policy and based on ALM. 

 Please look at the right side of the page. We are allocating investment among return seeking 
assets such as foreign bonds, domestic and foreign stocks, and alternative investments, 
within scope of risk buffer. We expect the percentage of return-seeking assets among total 
assets to increase to around 15% by FY2020 (from 12.3% in FY2017).

 We plan to build up the balance of alternative assets to around 1.5% of total assets during 
the Medium-Term Management Plan.

 Please turn to page 18.



 Let me move on to our human resources strategy.
 Under the Medium-Term Management plan, we will expand our work style reforms 

companywide, and enhance communication through measures such as active personnel 
exchange between head office and the frontline to create an open organization where 
management issues can be shared collectively by the entire ”Team JP”. 

 Through these work style reforms, in addition to reducing overtime, we will strengthen our 
management capabilities and develop autonomous human resources who create added 
value, which will lead to higher productivity. At the same time, by creating an environment 
where all employees feel a sense of self-fulfillment and motivation and participate 
enthusiastically, we will ensure the growth of Japan Post Insurance as an attractive company 
that is chosen by more customers.

 In addition, we will continue our efforts to establish an environment where diverse human 
resources can participate fully, through measures to ensure work-life balance and active 
roles for female employees, while also working on health management.

 Please turn to page 19.
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 Next, I would like to talk about our initiatives for ESG.
 On the environmental front, we promoted ESG investment by signing the United Nations 

Principles for Responsible Investment (PRI), and will promote paperless operations by 
digitalizing forms at service centers.

 In terms of society, we will continue our efforts to address Japan’s social challenge of 
extending healthy life expectancy by promoting the radio exercise, as well as through 
healthy-life promotion services and Kampo Platinum Life services.

 As for governance, we will strive to enhance our corporate governance based on our Basic 
Policy Regarding Corporate Governance, while implementing the PDCA cycle. We will also 
strengthen purposeful dialogue based on the Stewardship Code. 

 We will continue to actively pursue ESG initiatives with the aim of achieving sustainable 
growth and generating medium- to long-term corporate value.

 Please turn to page 20.
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 Finally, I would like to talk about new business development aimed at growth into the 
future.

 Please look at the left side of the page. Customer needs with respect to life insurance 
products and services are shifting away from traditional death benefits and expanding into 
protection for medical treatment, nursing care, and so on, during the customer’s life. As we 
move into an era of 100-year lifespans, services are expected to broaden into areas such as 
protection that allows people to enjoy healthier, more prosperous lifestyles, and preventive 
services.

 Focusing on these changes, Japan Post Insurance will enhance its living benefit products 
such as medical care, and nurture new healthy-living promotion services into a second radio 
exercise business by providing healthy-life promotion applications and other services. In the 
future, we will consider developing products and services that use the data from such 
services to help improve customers’ quality of life (QOL). 

 Please look at the right side of the page. With regard to overseas business expansion, life 
insurers are aggressively conducting M&A with insurance companies in other countries in 
order to capture international markets. In this context, we believe that it is essential to 
prepare for various possibilities with a view to future deregulation, and will therefore carry 
out surveys and research on overseas businesses as well as human resource development.

 That is the overview of our Medium-Term Management Plan. I am committed to achieving 
the plan, and we greatly appreciate your ongoing support.

 This concludes my presentation. Thank you for your attention.
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