Businesses at a Glance

Serving Household Insurance Needs
Taiyo Life focuses on serving the household market, mainly target-
ing women, the middle-aged, and elderly people. The company
sells comprehensive life coverage, which is centered on death
protection and medical/nursing care products. Unlike other life
insurers that typically target the workplace, Taiyo Life uses an
in-house sales force of women of the same generation as target

customers to visit customers at home and provide advice in i &

tailoring policies to specific needs. Based on an extensive cus- ol = Wi o T
tomer database and wealth of expertise, Taiyo Life aims to pro- "

vide coverage for the whole family by broadening its market to e TAIYO- LI FE

include heads of households and children.

Market Households
Sales . ’
In-house sales representatives
channel g

Serving the Needs of SMEs
Daido Life focuses on the small and medium enterprises (SMEs)
market and provides products and services suiting the specialized
needs of various organizations, based on collaboration with tie-up
groups such as SME-related organizations and CPTA organiza-
tions. These tie-up organizations include the National Federation
of Corporate Taxpayers Associations (NFCTA), the Tax Payment
Associations (TPA), the TKC National Federation, as well as CPTA
Associations and CPTA Cooperative Associations. Daido Life has
driven the evolution of this business model, according to changes
in the times. As a result, this unique business model has provided
Daido Life with a platform for steady growth, currently enabling

\.,
DAIDO DAIDO LIFE
the company to build a solid position as the leading company in

the SME market. Market Small and medium enterprises (SMEs)
Going forward, in addition to offering its core term life insur-

ance, Daido Life is further strengthening its promotion of a full @ Sales In-house sales representatives,
range of protection by enhancing its disability income insurance. channel agents (tax accountants, etc.)
Moreover, Daido Life is working at “further penetrating the SME .

market” and “creating and expanding new markets,” such as the Products
full-fledged development of “the provision of individual protection”
for SME owners themselves.

Term life insurance,
insurance for serious diseases, etc.
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T&D Financial Life Insurance Company

Catering to a Variety of Needs through OTC
Sales at Financial Institutions and Other
Independent Insurance Agents
T&D Financial Life provides insurance products through indepen-
dent insurance agents, including banks, securities firms and
insurance shop agents. As of the end of March 2015, the firm had
expanded its sales network to 130 financial institution agents,
establishing a solid sales base centered on Japan’s top commer-
cial banks.

In the future, T&D Financial Life aims to offer products to serve
a broad range of needs, such as post-retirement living expenses
and protection for bereaved families. Initiatives here include
enhancing and expanding sales channels by strengthening ties
with agents and product lineups incorporating customer needs. Market

T&D FINANCIAL LIFE

OTC sales at financial institutions and
other agents

Sales Independent insurance agents (banks,
LTI securities firms and insurance shop agents, etc.)

Single premium products and

Products .
level premium products

anfep ssauisng s,dnoin) a4 9L

T&D Asset Management Co., Ltd. Pet & Family Small-amount Short-term
Insurance Compan

Serving a Wide Range of Asset Serving the Needs of

Management Needs for Individual Pet Owners in Meeting the Veterinary
Investors, Institutional Investors and Care Expenses of Pets

Other Clients Pet & Family Small-amount Short-term Insurance pro-
As a core company of the T&D Life Group, T&D Asset vides insurance protection for meeting the veterinary
Management conducts an asset management business care expenses of pets mainly through the pet shop sales
resting on two core businesses: the investment trust channel in the pet insurance market, which is expected
business and investment advisory business. to continue expanding in the future.

T&D Asset Management

Provide a wide array of prime investment

WS- U  products mainly to individual investors Market Pets market
trust business through sales companies
(securities firms, etc.) s
ales
channel Agents (pet shops, etc.)

Investment Provide adequate investment solutions

adv_isory to domesticlanq overseas pension funds Compensation insurance for

business and institutional investors Products pet veterinary care expenses
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& Taiyo Life Insurance Company

Katsuhide Tanaka

Representative Director and
President

Focusing on insurance sales in the household
market, we will deliver optimal comprehensive

coverage to households through superior

sales capabilities, aiming to expand our
customer base, and to increase EV and the
policy amount in force.

Management Targets Fiscal 2015

» Policy amount in forge «««-weeeeeeeeees ¥22 ,220 billion
» New pOlle AMOUNT eeerrremerennn, ¥2 ,370 billion

Fundamental Strategy

» Promote unique marketing methods utilizing a wide cus-
tomer base of women and middle-aged and elderly people

» Offer comprehensive coverage that meets customer needs
for death protection as well as medical and nursing care
insurance through the in-house sales representative channel
in the household market

» Increase the number of sales representatives and the new
policy amount

Business Model

Market Households

Sales channel In-house sales representatives

Comprehensive coverage centered
on death protection and
medical/nursing care products

Products

T&D Holdings, Inc.  Annual Report 2015

Performance and Operational Review

At Taiyo Life, in fiscal 2014, ended March 31, 2015, the new
policy amount (total of individual insurance and individual
annuities) was up 5.3% year on year to ¥2,840.7 billion. The
surrender and lapse rate improved 0.09 percentage points to
5.88%. The policy amount in force reached another record high
for a fiscal year-end result of ¥22,154.5 billion. As of March 31,
2015, MCEV was ¥868.6 billion, an increase of ¥163.5 billion
from the previous fiscal year-end.

Taiyo Life has formulated a two-year medium-term man-
agement plan running from April 2014 to March 2016 with a
vision of “Aim to be a life insurance company that delivers
optimal comprehensive coverage to households.” Guided by
this vision, Taiyo Life is strengthening its unique business
model that integrates product and market channels.

» New Policy Amount/Policy Amount in Force/

Surrender and Lapse Amount/Surrender and Lapse Rate

¥ trillions %
25.00 10.00
22,15
21.02 21.59
19.27 20.23
20.00 9.00
15.00 8.00
10.00 7.00
6.25% 6.34%
8.11% 597% 5.88%
5.00 6.00
2.81 2.91 2.97 2.69 2.84
I 113 I 1.22 I 1.23 I 1.25 I 1.27
0.00 11/3 12/3 13/3 14/3 15/3 5.00

M New Policy Amount (left scale) Policy Amount in Force (left scale)
Surrender and Lapse Amount (left scale) = Surrender and Lapse Rate (right scale)

» In-house Sales Representatives

People
10,000
9,102
L 8,886 X
8,856 8,603 6432
8,000
6,000
4,000
2,563 || 2475 05 25482691 2,721 2,469 2,7192’383 2,548
- I I I I I
0 11/3 12/3 13/3 14/3 15/3
W Newly registered In-house sales representatives Deregistered



In fiscal 2014, Taiyo Life worked toward the realization of
this vision, based on the concept of “becoming the life insur-
ance company that is most considerate to senior customers
entails becoming the life insurance company that is most con-
siderate to all households and to all customers.” Accordingly,
Taiyo Life has launched the company-wide Best Senior Service
Project in order to deliver products and services of the highest
standard in the industry to senior customers. Taiyo Life con-
ducts a variety of service activities, ranging from concluding a
contract to customer follow-up and payment, and these trust-
worthy services provide peace of mind to customers over the
long term.

On the product front, from April 2014 Taiyo Life upgraded
its lineup of nursing care protection products under its main-
stay product Hoken Kumikyoku Best, in order to address
increasingly stronger needs for nursing care protection.
Specifically, Taiyo Life began selling a new product, Keido
Kaigo Hoken, that provides coverage from long-term care level
1 or above under Japan’s Long-term Care Insurance System.
The company also expanded the scope of coverage of prod-
ucts that had previously covered long-term care level 3 or

» Overview of Taiyo Life’s Mainstay Product
Hoken Kumikyoku Best

® Flexible custom-made design to match customer needs

H Flexible revision according to changing needs

H |ntroduction of new protection (nursing care protection, surgery
coverage, hospitalization protection with lump-sum benefits)

® More reasonably priced than existing products

All of the protection is treated as basic policy.
Customers can flexibly choose
the Hoken Kumitate Tokuyaku rider to meet their needs

Death protection Medical protection

Lifetime death protection

Hospitalization coverage

Enhanced death protection

for a fixed term SR GRS

Protection for three major

. : Future life events
diseases and nursing care

Living benefits/Savings-type
insurance

Coverage for three major
diseases

Individual annuities

Nursing care protection

above to coverage starting from long-term care level 2. More-
over, as part of the Best Senior Service Project, Taiyo Life has
expanded the eligible age for medical care insurance products
from age 75 to age 85.

Fundamental Strategy

Established in 1893, Taiyo Life is a life insurance company
with a history of more than 120 years. From the 1950s, the
company adopted a unique marketing strategy focused on
high volume sales of short-term endowment insurance—a
highly savings-oriented product—in the household market to
housewives through door-to-door sales activities. As a result,
Taiyo Life has built a unique customer base centered on the
middle-aged and elderly as well as women. From the mid-
1990s, a combination of prolonged low interest rates,
deregulation, a shift in customer needs and other factors
caused changes in the operating environment. Taiyo Life
quickly adapted to these changes by shifting its sales from
savings-oriented products to protection-oriented products,
such as death protection as well as medical and nursing
care protection.

> Taiyo Life’s Sales Strategy

Taiyo Life

Focused on metropolitan areas,
major regional cities
|
In-house sales representatives
|

m Flexibly designed products
matched to the needs of
customers such as for death
protection, and medical and
nursing care protection

m Make insurance proposals
according to the life stage of
customers based on cus-
tomer data

Direct home visits €——————
¥

Households
Target households starting with housewives

Solid customer base:
number of policies 7.58 million

» New Policy Enroliment Status Based on Gender
%, based on number of policies

. . ’ Industry
63 Life TOD

©48.7%
51.3%

® 63.4%
® 36.6%

Female
Male

Source: Compiled by T&D Holdings based on Summary of Life Insurance Business in Japan
(Fiscal 2014), Life Insurance Association of Japan

T&D Holdings, Inc. Annual Report 2015
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Hoken Kumikyoku Best, Taiyo Life’s mainstay product,
differs from conventional insurance plans in that it allows for
combinations of individual insurance coverage (basic policies)
through Hoken Kumitate Tokuyaku rider. This serves to boost
the flexibility of insurance planning and revision, while also
making products more simple and easy to understand with
more affordable premiums. This product enables Taiyo Life to
provide many customers with lifelong high-quality, fine-tuned
support and services as their life stages change.

Marketing Strategy

Taiyo Life has adopted a marketing strategy that is quite differ-

ent from that of other large domestic life insurers. Whereas
other life insurers have extended their marketing networks
nationwide, Taiyo Life is conducting sales activities closely
tied to metropolitan areas and major regional cities with high
population densities. This enables the company to carry out
home-visit marketing activities with efficiency and to cultivate
the household market in greater depth. Moreover, in contrast

» Evolution of Hoken Kumikyoku Best

Oct. 2008 Introduction of Hoken Kumikyoku Best

Jun. 2009 Launch of single premium endowment insurance

Oct. 2009 Start offering additional designated coverage

Mar. 2010 Launch of Seikatsu Ohen Hoken

Jul. 2010 Launch of Sogo Nenkin Relay Plan

Mar. 2011 Launch of Seikatsu Ohen Hoken (nursing care)

Apr. 2013 Product revisions related to medical coverage

Nov. 2013 Product revision of Hoken Kumikyoku
Best Kisei Kanwa

Apr. 2014  Launch of Keido Kaigo Hoken and revision of
nursing care insurance and other products

Evolution

Apr. 2015 Launch of specified disease treatment insurance

T&D Holdings, Inc.  Annual Report 2015

to most large Japanese life insurers whose core sales target is
the worksite market, Taiyo Life employs a sales consulting
approach in which sales representatives visit customers at
home where they can take more time to discuss the insurance
needs of the customer.

Transforming Taiyo Life into a Provider of
Coverage for the Whole Family

Taiyo Life is working to offer coverage for the whole family by
leveraging a customer base in the household market starting
with housewives and broadening its market to include heads
of households and children. Generally, a sales agent goes to
the head of the household’s workplace to sell insurance and
the insurance is chosen from the perspective of the head of
the household. Taiyo Life, however, stands from the house-
wives’ perspective, proposing the insurance product based
on the necessary protection for the family left behind should
something happen to the head of the household. This
approach allows Taiyo Life to propose insurance in a manner

» Declaration of Best Senior Service

We will provide peace-of-mind to our senior customers.

We will interact with sincerity with our senior customers.

We will deliver products that bring happiness
to our senior customers.

We will provide information and explanations that are
easy-to-understand to our senior customers.

We will provide new services that are useful to
our senior customers.

We aim to become the most considerate life
insurance company to senior customers.




that wins the understanding of customers. Taiyo Life will

propose insurance which is optimally designed for each
customer, based on an analysis of the household’s insurance
coverage to clarify what kind of protection is insufficient.
Through this consulting sales process, Taiyo Life will provide
coverage for the whole family.

Future Growth

Looking ahead, Taiyo Life will strengthen its unique business
model that integrates product and market channels, in order
to continue to be a life insurance company that delivers opti-
mal comprehensive coverage to households.

Moreover, in the area of customer services, the company
will promote the business reform project EVOLUTION ’15 with
the aim of simultaneously achieving operational efficiency and
quality of the industry’s highest level, strong sales activities,
and a high degree of customer satisfaction, by utilizing the
newest information technologies. Specifically, the company

will work on the major measures of “workstyle reform,”
“branch operation reform,” and “automation of assessment.”
EVOLUTION ’15 is a reform, enabling Taiyo Life to perpetually

On the product front, from April 2015, Taiyo Life launched
a new specified disease treatment insurance that expanded
coverage for the three major diseases, with the focus on new
protection that includes carcinoma in situ and skin cancer.
Going forward, Taiyo Life will further evolve Hoken Kumikyoku
Best and deliver the optimal life coverage to households.

» Overall Strategy of the Medium-term Management Plan
—Aim to be a life insurance company that delivers optimal comprehensive coverage to households—

secure a competitive position, continue to grow, and provide
a high degree of customer satisfaction. Taiyo Life will consider
what is necessary with no sanctuary while it boldly accepts
challenges and tackles them.

Optimal
comprehensive
coverage

Deliver to
households

New products

m Develop products tailored to an aging society,
responding to increasing needs for nursing care
coverage and other areas

New services

m Develop new services that meet customer demands
by solving problems (nursing care, etc.) close to their
daily lives

Training

m Improve the abilities of sales representatives (sales
skills) by enhancing training in the areas of knowledge,
sales techniques and motivation

Strengthen the business model by utilizing IT

m Use customer data to effectively propose products
that fit the characteristics and needs of each customer

m Upgrade mobile devices used by sales representatives
to facilitate rapid product proposals optimal for cold
sales visits

Respond to

new needs

Develop new products
and services that capture
customer needs

Become the most
considerate life
insurance company
to households

Strong sales

representative channels

Sales representatives
make cold sales visits in
pairs to individual
households

T&D Holdings, Inc. Annual Report 2015
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DAIDO Daido Life Insurance Company

Minoru Kudo

Representative Director and
President

Daido Life aims to bring the greatest peace of
mind and the utmost satisfaction to small and

medium enterprise (SME) customers.

Management Targets Fiscal 2015

» Policy amount in forge ««««xeseereeeeeeen ¥38,890 billion
» New pOlle AMOUNT rererrmerrrerieeinn, ¥4, 1 OO billion

Note: The sum of the death benefit amount of individual insurance and individual annu-
ities, and the insured amount of J-type product (non-participating critical illness
insurance) and T-type product (non-participating disability income insurance)

Fundamental Strategy

» Further strengthen the core business of selling partner-
specific products through tie-up organizations by “further
penetrating the SME market” and “creating and expanding
new markets”

Business Model
Market Small and medium enterprises (SMEs)

In-house sales representatives, agents
Sales channel

(tax accountants, etc.)

Term life insurance,
disability income insurance, etc.

Products

T&D Holdings, Inc.  Annual Report 2015
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Performance and Operational Review

Daido Life’s sales activities target the SME market. Policies
from the corporate market*' accounted for approximately 93%
of the company’s new policy amount in fiscal 2014.

For fiscal 2014, Daido Life’s new policy amount was up 9.9%
year on year to ¥4,063.8 billion*2. This increase was mainly due
to the strong sales of term life insurance and the T-type product
(non-participating disability income insurance) which was
launched in September 2014. Meanwhile, the surrender and
lapse amount was down 6.3% to ¥2,378.3 billion*2. Conse-
quently, the policy amount in force* was up 2.4% to ¥38,156.7
billion, marking a net increase for the third consecutive year.

MCEV was ¥1,306.7 billion as of March 31, 2015, an
increase of ¥160.8 billion. This was mainly due to the increase
in the adjusted net worth which reflected the accumulation of
net income and the increase of unrealized gains on securities
as well as the acquisition of new policies and an improve-
ment in the mortality rate and surrender and lapse rate.

*1 The total of collective policies for individual insurance and individual annuities and group
insurance policies.

*2 The sum of the policy amount of individual insurance and individual annuities (death benefit and
living protection amounts), and the insured amount for critical ilnesses for the J-type product
(non-participating critical illness insurance) together with the insured amount for disability
income protection for the T-type product (non-participating disability income insurance).

Policy Amount in Force

¥ billions

50,000.0

38,156.7

40,000.0  36,752.9 36,557.3 36,933.2 37,255.6

0.0 11/3 12/3 18/3 14/3 15/3

30,000.0

20,000.0

10,000.0

M Individual insurance and annuities J-type product and T-type product



Fundamental Strategy

Established in 1902, Daido Life has continued to strive to earn
a high level of customer trust under the corporate philosophy of
“Customer-oriented” and “Sound Management.” Since the
1970s, the company has positioned its core business as selling
the partner-specific products in collaboration with tie-up orga-
nizations in the small and medium enterprise (SME) market.
Daido Life has built up a business model that its competitors
cannot easily imitate and evolved the model according to
changes in the times. As a result, Daido Life has built a solid
position as the leading company in the SME market.

Marketing
Daido Life employs a distinctive marketing strategy targeting
the SME market.

Specifically, Daido Life forms business tie-ups with SME-
related organizations and CPTA organizations to offer
partner-specific products and services designed according to
each organization’s characteristics. These partner-specific
products are utilized by member enterprises of the SME-related
organizations, or utilized as either a security system to protect

» New Policy Amount and Share of J-type and

T-type product
¥ billions %
5,000.0 25
3,092.5 4,063.8
4,000.0 3,607.0 3,666.7 3,698.1 20
16%
3,000.0 15
13%
11%
2,000.0 10
8%
1,000.0 5
3%
0.0 11/3 12/3 13/3 14/3 15/3 0

M Individual insurance and annuities J-type product and T-type product
= Share of J-type product and T-type product

the corporate clients of tax accountants (TAs) and CPAs, or a
welfare plan for SME owners and employees.

Relationship with Tie-up Organizations

Since 1971, Daido Life has been the official underwriter of
the comprehensive insurance plan, “Keieisha Ohgata Hosho
Seido,” provided by the National Federation of Corporate
Taxpayers Associations (NFCTA, known as Hojinkai) and the
Tax Payment Associations (TPA, known as Nouzei-kyokar).
Under this arrangement, Daido Life’s in-house sales repre-
sentatives and agents offer partner-specific products to
member companies and individual business owners.

In 1976, Daido Life started underwriting “TKC Kigyo Bouei
Seido” provided by the TKC National Federation*®, and in the
1970s, the Comprehensive Business Security Plan provided
by CPTA Associations and CPTA Cooperative Associations in
each region. As members of this federation or associations,
TAs provide their corporate and individual business owner
clients with partner-specific products as part of risk consulting
services for these clients.

> Daido Life’s Relationship with Tie-up Organizations

organizations

Cooperative
Associations

Business
tie-ups

Daido Life

| Proposal of partner-specific products

In-house sales representatives and agents

J
Enterprises

Establishment of risk management

» NFCTA and TPA Tie-up Scheme

Administrative fees

Daido Life — NFCTA/TPA
Tie-up

Employment contract

commission )
Consignment contract

Salary/agency
and support

lActithy support

In-house sales representatives (approx. 3,700)
Non-life agents (approx. 1,200)

Application of

group-rate discounts lPromonon of partner-specific products

Member Enterprises

T&D Holdings, Inc. Annual Report 2015
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As shown in the diagram below, Daido Life’s business model

based on sales of partner-specific products through tie-up
organizations has created a win-win situation for SME cus-
tomers, tie-up organizations, TAs and CPAs, and Daido Life.

*3 An organization of working accountants (accounting firms), including TAs, who utilize a
proprietary computerized accounting system.

Future Growth

Daido Life will further strengthen its core business by “further
penetrating the SME market” and “creating and expanding
new markets.” At the same time, Daido Life will work to
enhance and expand sales channels that can provide
high-quality consulting services and customer service
through business process reforms targeting sales activities
and administrative operations. The goal is to increase corpo-
rate value stably and sustainably.

» Daido Life’s Tie-up Scheme with TKC, CPTA Associations
and CPTA Cooperative Associations

TKC, CPTA
Administrative fees Associations,
Daido Life pu—Y CPTA
Tie-ups Cooperative
Associations
Agency commission Agency contract Act|V|ty ;uppon gr)d
and support information provision

TA and CPA sales agents (approx. 12,000)

Insurance products at | Insurance advice regarding
group-rate discounts | risk consulting

Corporate Clients

» Win-Win Relationship Created by Partner-specific Sales

Win for Customers (SMEs)

 Sense of security offered by the
system of the organization

* Confidence provided by the

Win for Tie-up Organizations
and TAs

[Tie-up Organizations]

 Can offer risk avoidance measures to

involvement of advising tax é——>| members
accountant * Receive fees for premium collection
 Enroll with a discount rate (group- [TAs (Sales Agents)]

rate discount) * Earn trust of customers based on
risk management services provided

* Receive compensation

Win for
Daido Life ./I

* Using the membership of the tie-up organizations as a sales base provides an efficient
marketing system

 Together, the tie-up organizations and Daido Life form a solid marketing organization that gives
Daido Life a competitive advantage in the SME market

T&D Holdings, Inc.  Annual Report 2015

Strategy for Products and Services

For many years, Daido Life has been providing protection
through its main product of term life insurance to cover the
mortality risk of SME owners in order to help mitigate the
related business risk.

Meanwhile, in recent years, against the backdrop of the
ongoing aging of society and advances in healthcare technol-
ogy, together with the retirement age of SME owners being
generally extended, disability risk has been increasing where
in the event that an SME owner suffers a critical illness such
as cancer, acute myocardial infarction or a stroke, or in the
event that an SME owner is forced to retire during their tenure
due to disease or injury. In response, in addition to its main
term insurance, Daido Life is engaged in offering a full range
of protection by enhancing its disability income insurance.
Specifically, in addition to J-type product (non-participating

» Overall Image of the Sales Strategy

Further Penetrate the Core Market/
Create and Expand New Markets

Corporate policy Individual policy
Individual

SME owner/
executive

Business
owner Executive/
(plus SME employee
owner’s family)

business

(olus SME Employee owner

owner’s family)
Death benefit

(®Traditional core
business

Disability
benefit (@Materialize
new core
business

®New challenge
| Aim to transform to
Medical benefit core business by the
Nursing care “innovation of
benefit business activities”

Wealth
accumulation

Inheritance
measure

@®Uptake of a wider range of insured needs
including the elderly market




critical illness insurance), which covers a long-term absence
from work due to critical illness, and M-type product
(non-participating comprehensive medical insurance), which
covers temporary absence from work due to hospitalization.
In September 2014 the company launched the T-type product
(non-participating disability protection policy), which covers
retirement risk in case of physical disability. For fiscal 2014,
the company’s new policy amount for J-type product insurance
and T-type product insurance combined was ¥657.0 billion,
comprising 16.2% of the entire new policy amount, signifying
that these products are now Daido Life’s mainstay products
alongside term life insurance.

Moreover, for the “creation and expansion of new markets,”
Daido Life is pursuing the full-fledged development of “propos-
ing individual protection” to SME owners themselves following
the disability coverage field. In October 2015, Daido Life

» Providing a Full Range of Protection

J-type product
(critical illness insurance)

M-type product
(comprehensive medical insurance)

(disability protection insurance)

launched Shuunyuu Relief, a non-participating nursing care
income protection insurance policy to protect against loss of
income when suffering from physical disability, and Kaigo
Relief, a non-participating whole life nursing care insurance
plan to cover nursing care costs, as strategic products for this
market. Further, Daido Life will introduce Kaigo Concierge, a
new service to comprehensively support nursing care, includ-
ing offering consultations about nursing care, in cooperation
with nursing-care services providers, and promote products
and services in an integrated manner.

In this way, Daido Life will strive to protect many more
SME owners and individual business owners from various
risks, with the aim of putting the company on an even more
solid path to increasing corporate value stably and
sustainably.

T-type product R-type product and

L-type product
(term insurance)

> <

-

@

Absence from work (retire-
ment) due to critical illness

Temporary absence from work
due to illness or accident

Retirement due to suffering
from physical disability result-
ing from iliness or accident

Death benefit

Protection for the risk of diminished sales

» Introduction of New Products and Services

]

Death protection

Corporate

R-type product,

L-type product, etc.

Individual SME owners,
individual business owners

Shuunyuu Relief (nursing
care income protection
insurance policy)

Protection for the crisis of business continuity

Kaigo Concierge,
(a service to support

Disability
insurance

J-type product, T-type

product, (introduced
September 2014), etc.

Kaigo Relief
(whole life nursing care
insurance plan)

nursing care)

(introduced October 2015)

T&D Holdings, Inc. Annual Report 2015
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T&D Financial Life Insurance Company

Kazuyoshi Shimada

Representative Director and
President

T&D Financial Life will further promote
multi-line development of products, sales
channels, and sources of profit in the field of
life insurance sales through independent
insurance agents, including financial
institutions. In this way, T&D Financial Life
seeks to increase corporate value by

generating stable profits.

Management Targets Fiscal 2015

» Policy amount in forge ««+««eeeeeeesseeneees ¥1 ,900 billion

> New policy amount «wwwsweevereesmeenniinnnnn ¥330 billion

Fundamental Strategy

» A strategic company which plays a centrally role on T&D
Life Group’s OTC sales at financial institutions and other
agents channel.

» Aiming to establish a strong brand in life insurance sales
through financial institutions and other agents, the company
is concentrating its management resources on bolstering
product development and sales support capabilities

Business Model

OTC sales at financial institutions
Market
and other agents

Independent insurance agents (financial

Salles G institutions and insurance shop agents)

Single premium products
and level premium products

Products

T&D Holdings, Inc.  Annual Report 2015

Performance and Operational Review

T&D Financial Life specializes in providing insurance products
through independent insurance agents including banks,
securities firms and insurance shop agents which handle
products from multiple insurers. The new policy amount for T&D
Financial Life in fiscal 2014 was ¥322.6 billion, up 31.7% year on
year. The new policy amount for single premium products was
¥290.0 billion, while the new policy amount for level premium
products was ¥32.6 billion. The policy amount in force for
products sold through financial institutions and other agents
was up 3.9% from the previous fiscal year-end to ¥1,091.3
billion, mainly due to an increase in the new policy amount,
which outweighed decreases due to the lump-sum payment of
annuities upon the maturity of variable individual annuities and
surrenders due to a recovery in market conditions.

MCEV was ¥95.8 billion as of March 31, 2015, an increase
of ¥3.5 billion from the previous fiscal year-end. However, the
value of new business was ¥2.3 billion, a decrease of ¥0.7
billion from the previous fiscal year-end mainly due to the
decline in interest rates.

Fundamental Strategy

T&D Financial Life is a strategic company in the T&D Life Group
focusing on the OTC sales channel at financial institutions and
other agents™.

* The OTC sales channel at financial institutions and other agents collectively refers to the
OTC sales channel at financial institutions, including banks and securities firms, and the
insurance shop agent channel.

» T&D Financial Life’s Policy Amount in Force
(Portion corresponding to OTC sales at
financial institutions and other agents)

¥ billions
1,200.0 1,139.4
1,091.3
1,050.0
966.6 965.7
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Insurance sales through the OTC sales channel at financial
institutions and other agents are expected to grow in the
future. Accordingly, the company aims to achieve sustained
growth by expanding the OTC sales channel at financial insti-
tutions and other agents, and providing competitive products.

Currently, under the two-year Medium-term Management
Plan running from April 2014 to March 2016, the company is
undertaking multi-line layout of products through the develop-
ment and introduction of a single premium savings-type
product that differentiate in benefits, etc., and a level premium
protection-type product based on customer segments. The
company is also pushing ahead with multi-line development of
sales channels by expanding the numbers of financial institu-
tions and other agents, and developing insurance shop
agents. In this way, T&D Financial Life seeks to enhance its
business model to ensure that it can generate stable profits.

Delivering Competitive, Differentiated Products
Leveraging its product development capabilities, T&D Financial
Life has been supplying products offering differentiated
benefits, etc., to the market.

In April 2010, T&D Financial Life developed and intro-
duced Shougai Premium, the industry’s first cash flow-type,
single premium whole life insurance product based on the
concept of “secure additional fund without the withdrawal

» Business Model

T&D

Financial
Life

Provision of single premium
products and level premium
products
]

Sales channel

® 94 banks
(including shinkin banks)
5 securities firms
* 30 insurance shop agents
(including franchises)
* 1 other

Product and marketing
training by wholesalers

Marketing support from
Agent support support desk operations
IT-based agent
support system

I
OTC sales through
financial institutions, etc.

T

Gustomer  Customer Customer support through

Customer support call center

from the premium reserve.” Beginning with this product, the
company has developed and introduced a lineup of single
premium whole life insurance products as the Shougai
Premium Series by regularly revising the range of benefits in
line with market needs.

Transition of Shougai Premium Series

April 2010 Sales release of Shougai Premium

June 2011 Sales release of Shougai Premium World

August 2011 Sales release of Shougai Premium Japan

July 2013 Sales release of Shougai Premium World 2

August 2013 Sales release of Shougai Premium Japan 2

September 2014 | Sales release of Shougai Premium Japan 3 and
Shougai Premium World 3

April 2015 Start of handling the “regular payment rider”

At the time of launch, the market for OTC sales at financial
institutions was dominated by single premium assumed inter-
est rate-type products without market value adjustments
(MVA), which were offered by the major domestic life insur-
ers. However, the competitive environment showed some
signs of shifting when other life insurers lowered their
assumed interest rates and limited sales of their assumed
interest rate-type products. In this environment, T&D
Financial Life gradually made progress on expanding its
agency network and driving product penetration in the
market, achieving steady growth in sales.

b Strategies to Strengthen Business Model Capabilities for
Generating Stable Profits

Single premium sawrjgs—type p.roducts: Strengthen
Develop and launch single premium business base
products offering differentiated benefits, etc.
Enhance Level premium protection-type products: Increase
product Develop and launch protection-type P embedded value
lineups products based on customer segment of new business
Conduct marketing to incorporate market needs and put system
development and sales framework in place
Expand and energize sales Increase the number of
Strengthen channels financial institutions and
insurance shop agents
sales Bolster sales support
i capabilities
promo_t Ion P Improve product penetration
capabilities ot introduction of and sales efficiency by providing
multiple products to agents enhanced sales support
Promote business process outsourcing, etc. Improve
p t operating
romo_ © efficiency
operating Consider and implement plans to proactively use IT
efficiency (':El:‘shtirr‘::r
Improve operations based on the customer feedback service
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At present, cash flow-type single premium whole life insur-
ance products have been capturing a greater share of the
overall market. The company is proud to have spearheaded
the creation of this entirely new market category.

Also, in April 2015, the company developed the “regular
payment rider,” enabling customers to regularly receive addi-
tions of a prescribed bonus policy amount in the Shougai
Premium Series, as part of the product’s improved conve-
nience for customers.

As regards level premium products, in June 2014, a fixed
annuities payment was added as one option to the income
protection rider for the three major diseases, a characteristic
feature of Kakei Ni Yasashii Shunyuhoshou. The policy scope
was broadened, including by reducing the minimum monthly
annuity amount from ¥150,000 to ¥100,000 when the good
health discount rider is applied. Furthermore, in August 2015
the company developed and introduced Kazoku Wo Tsunagu
Shushinhoken, which is a whole life insurance product that
specializes in death protection and addresses a wide range of
asset formation and other needs of customers in the medium-
and long-term, including funding for post-retirement living
expenses and children’s education.

» Lineup of Single Premium Products

Going forward, T&D Financial Life will continue to develop
and launch products that have something different to offer
than other insurers’ products, in order to command a strong
presence in the market for OTC sales at financial institutions
and other agents.

Multi-line Development of Products

and Channels

T&D Financial Life has enhanced its lineup of single premium
products and level premium products and conducted the
multi-line development of products by the aforementioned
Shougai Premium Series, Kakei Ni Yasashii Shunyuhoshou,
Kazoku Wo Tsunagu Shushinhoken, and Minna Ni Yasashii
Shushinhoken, which was developed and introduced in
December 2012.

T&D Financial Life is also pursuing the multi-line develop-
ment of sales channels. From September 2012, T&D Financial
Life has been working to increase the number of insurance
shop agents, as well as traditional financial institutions and
other agents, by leveraging the company’s extensive expertise
in supporting independent insurance agents. As a result of the
company’s efforts to develop financial institutions and other
agents, and insurance shop agents, the total number of

» Lineup of Level Premium Products

Shougai Premium Series

Main Features:

¢ Under the concept of “secure additional fund
without the withdrawal from the premium reserve,”
Shougai Premium Series is a cash flow-type single
premium whole life insurance series that features
annual additions of a prescribed bonus policy
amount to the “accumulated bonus amount”
throughout the insured’s lifetime.

® Shougai Premium Japan 3 is a product for cus-
tomers interested in investing in yen-denominated
assets, as the annual bonus policy amount is
steadily added to the accumulated bonus policy
amount every year using the JGB yields as the
reference rate.

® Shougai Premium World 3 is a product for
customers interested in overseas interest rates,
which are higher than domestic interest rates, and
in foreign currencies, as the product is based on
the reference rate of its linked foreign currency
(Australian dollar or U.S. dollar).

Shougai Premium Japan 3
[non-participating whole life
insurance

(accumulation rate renewing type I)]

Shougai Premium World 3
[non-participating foreign exchange
rate linked whole life insurance
(accumulation rate renewing,
multi-currency type IIl)]

Minna Ni Yasashii Main Features:

Shushinhoken * Designed to be simple and easy to understand,
[non-participating whole life this single premium whole life insurance product
insurance can be purchased by customers in a wide range of

(death benefit increasing type I)] age groups.

Main Features:

 This is an income protection insurance product
which provides either a monthly survivor annuity or
a disability annuity over a fixed period in the event
of the death or the total disability of the insured.
One of the main features of this product is that the
insurance premiums are more affordable than
conventional term life insurance products.

¢ Also, by applying the waiver of premium rider for the
three major diseases and the income protection
rider for the three major diseases, the insured is
covered against loss of income in the event that he
or she suffers from one of the three major diseases
(designated cancer, acute myocardial infarction and
cerebral stroke) that reach a particular condition.

Main Features:

* A level premium whole life insurance product that
specializes in death protection and addresses a
wide range of asset formation and other needs of
customers in the medium- and long-term.

* The customer selects from two plans: the “basic
plan” that secures death benefits that exceed the
premiums paid from the beginning of the contract,
and the “simple plan” by which for a certain period
from the beginning of the contract the death
benefits are held to the total amount of premiums
paid, and to which users can subscribe with a
simple declaration.

LELCIRERES T
Shunyuhoshou
[non-participating income
protection insurance

(no surrender value type )]

Kazoku Wo Tsunagu
Shushinhoken
[non-participating special whole
life insurance plan (Type 1)]
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financial institutions and other agents, and insurance shop
agents as of March 31, 2015, was 130 (financial institutions
and other agents: 100; insurance shop agents: 30), a year on
year increase from 119 (financial institutions and other agents:
97; insurance shop agents: 22), thereby making steady prog-
ress on the multi-line development of sales channels.

Future Growth

In fiscal 2015, the final fiscal year of the current two-year
Medium-term Management Plan, T&D Financial Life will further
promote multi-line development of products, sales channels,
and sources of profit by expanding its agency network and
driving product penetration. This will be done by strengthening
its sales promotion system and enhancing its product lineup.
In this way, T&D Financial Life seeks to enhance its business
model to ensure that it can generate stable profits.

In terms of product strategies, T&D Financial Life will con-
tinue to conduct marketing activities needed to incorporate
market needs centered on the views of customers and insur-
ance agents. Based on these activities, T&D Financial Life will
upgrade the product lineup in an effort to increase the new
policy amount. This will entail continuously developing and

» T&D Financial Life’s Sales Network

Number of sales agents

launching a single premium savings-type product that differen-
tiate in benefits, etc., and a level premium protection-type
product based on customer segments, according to the char-
acteristics of sales channels.

In terms of sales strategy, T&D Financial Life will drive prod-
uct penetration in the market by increasing the number of
agents such as financial institutions and insurance shops, and
enhancing the sales support system. Efforts will also be made
to raise sales efficiency by encouraging agents to introduce
multiple T&D Financial Life products.

Making T&D Financial Life Even More Competitive
To prevail in the fiercely competitive independent insurance
agent business, T&D Financial Life has been working to raise
efficiency through boosting administrative efficiency and
reducing IT and personnel costs, etc. Meanwhile, it has also
been bolstering its business structure in response to recent
increases in sales and the number of agents. Looking ahead,
the company will continue to take steps to increase efficiency
and strive to strengthen its business structure as necessary to
enhance its presence in the market, with the aim of honing its
competitiveness.

» Comprehensive Maintenance Costs*

¥ billions
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107 30 8
1 22
100 85 17 5 5
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70 1 15
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50
7
- 62 69
42 5
8 8 7 7 7
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Others Insurance Shop Agents (including franchises) W Securities Firms M Personnel costs Others

Credit Associations (Shinkin Banks) M Regional Banks B Megabanks/Trust Banks

* Comprehensive maintenance costs = Maintenance costs (less holding company fees,
commissions and contributions to the Life Insurance Policyholders Protection Corporation,
and retirement benefits for directors, audit & supervisory board members and employees) +
Retirement benefit expenses + Stock-based compensation costs + Expenses for premium
collection + Provision for increase in reserve for bonuses + Depreciation cost
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T&D Asset Management Co., Ltd.

Hiroshi Fujise
Representative Director and
President

As the T&D Life Group’s core asset management
company, T&D Asset Management aims to

become a trusted asset management company

in the eyes of the customers.

Management Targets Fiscal 2015

> Adjusted operating INComME ++=«xeeeersseneeeesenes ¥30 billion

Note: Adjusted operating income is the actual income of T&D Asset Management after
deducting commissions to sales companies and fees to external investment
institutions to which asset management is entrusted.

Fundamental Strategy

» Strengthen competitiveness by executing differentiated
strategies under the action policy of “Make a Difference”

» Strengthen growth areas by strategically allocating manage-
ment resources

» Continue to transform the earnings structure to further
improve management efficiency

Business Model

Provide a wide array of prime investment
products mainly to individual investors
through sales companies
(securities firms, etc.)

Investment
trust business

Investment Provide adequate investment solutions to
advisory domestic and overseas pension funds
services and institutional investors

T&D Holdings, Inc.  Annual Report 2015

Performance and Operational Review

T&D Asset Management conducts investment trust business
under which it sells investment trusts to investors through
banks and securities companies, and investment advisory
business under which it concludes investment advisory
agreements and advisory services, and manages the funds of
pension funds and institutional investors.

In fiscal 2014, the assets under management of T&D
Asset Management’s investment trust business decreased
to ¥731.3 billion from ¥937.3 billion as of March 31, 2014.
This mainly reflected the significant decrease in private
placement investment trust for the variable annuities of T&D
Life Group’s life insurance company due to redemption. The
assets under management of investment advisory business
also decreased slightly to ¥995.2 billion from ¥992.2 billion
as of March 31,2014.

On the earnings front, adjusted operating income was
down 12.7% year on year to ¥2.9 billion. This was in line with
lower operating revenues from investment trusts. Net income
was down 78.4% year on year, despite the company'’s effort
to conduct efficient business operations and contain costs.

» Asset Management Market in Japan

¥ trillions

400

0 053 06/3 07/3 083 093 10/3 11/3 12/3 13/3 14/3 15/3



Future Growth

T&D Asset Management commenced business through the
investment of life insurance assets as the T&D Life Group’s
asset management company. However, income from non-
group customers such as pension funds and institutional
investors, along with individual investors, now accounts for
70% of the company’s adjusted operating income.

Looking ahead, T&D Asset Management will continue to
position the investment trust business and investment advisory
business as its two core operations and aim to become a
trusted asset management company in the eyes of customers
by implementing thorough measures to enhance the quality of
investment products and services.

Investment Trust Business
T&D Asset Management sees further growth potential in the
investment trust business.

Taking full advantage of its status as an asset manager
independent of any securities or banking group, T&D Asset
Management will provide investment trusts through a broad
range of sales companies.

» T&D Asset Management’s Adjusted Operating Income

Through the strategic allocation of business resources, T&D
Asset Management will further strengthen its organization to
develop and offer outstanding investment products tailored to
customer needs in a timely manner. At the same time, the
company will upgrade its information provision capabilities for
customers to inform the features and risks involved in the
products in an easy-to-understand manner.

Investment Advisory Business (Domestic and
Overseas Pension Funds and Institutional
Investors)
The business environment of the pension market remains chal-
lenging as it is in a period of major transformation facing the
implementation of changes in Japan’s pension system and
accounting system. T&D Asset Management is aiming to win a
long-term trust by remaining strongly committed to providing
suitable solutions to customers with a variety of challenges.
The company is also actively offering its distinctive asset
management capabilities to domestic and foreign
institutional investors.
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» T&D Asset Management’s Adjusted Operating Income

(By customer) (By market)
¥ millions % ¥ millions

5,000 75 5,000

4,000 / 70 4,000

3,000 .\ 65 3,000

2,000 60 2,000

1,000 I 55 1,000

0 11/3 12/3 13/3 14/3 15/3 50 0 11/3 12/3 13/3 14/3 15/3

M T&D Life Group (left scale) Non-group customers (left scale)
= Ratio of non-group customers (right scale)

M Investment trust business Investment advisory business
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Pet & Family Small-amount Short-term Insurance Company

Masao Mikame

Representative Director and
President

Pet & Family Small-amount Short-term
Insurance aims to serve the needs of pet
owners regarding veterinary care expenses of
pets by making pet insurance more widely
available. This will be achieved by expanding
and strengthening the sales base centered on
the pet shop sales channel.

Management Targets Fiscal 2015

» Number of policies in force «-«--«---wweeeeeeeeeeees 94,600
b NUTIDBI Of N6W POIGIES. e 31,600

Fundamental Strategy

» Establish and strengthen a revenue base built on the trust
as a member and small-amount short-term insurance
company of the T&D Life Group

» Grow sales by expanding and strengthening the sales base
centered on the core pet shop sales channel

Business Model

Market

Pets market

Sales channel

Compensation insurance for
Products )
pet veterinary care expenses

Agents (pet shops, etc.)

T&D Holdings, Inc.  Annual Report 2015

Performance and Operational Review

In fiscal 2014, Pet & Family Small-amount Short-term Insur-
ance (P&F) strived to expand business and improve profitability
by focusing on the development and expansion of pet shops,
the core sales channel, and worked on diversifying its sales
channel through a multi-line approach, together with the sales
of a new product. As a result, the number of new policies in
fiscal 2014 increased to 25,558, compared with 24,157 in
fiscal 2013 and the number of policies in force as of March 31,
2015, increased to 76,430 from 60,841 as of March 31, 2014.
The net premium income of fiscal 2014 increased steadily to
¥2,312 million from ¥1,822 million in the previous fiscal year.

Fundamental Strategy

P&F aims to establish and strengthen its revenue base focus-
ing on future growth by positioning and strengthening pet
shops as a core sales channel, and by expanding the sales
base through the multi-line approach of sales channels.

In an age where pets are regarded as lifelong family mem-
bers, pet owners interest in veterinary care which is not cov-
ered by health insurance and its costs are increasing. The
penetration rate of pet insurance in Japan is considerably
lower than in Western countries, where pet culture is more
advanced. P&F considers its mission as serving the needs of
pet owners to meet the veterinary expenses of pets by making
pet insurance more widely available.

Future Growth

The pet insurance market is expected to see increasing
demand going forward. In this growing market, P&F aims to
establish and strengthen a stable revenue base through
expanding the sales base centered on the pet shop sales
channel. At the same time, P&F will provide outstanding
services through its competitive product and strengthening the
administrative base. In this way, P&F will serve the needs of
pet owners to meet the veterinary expenses of pets.

> Net Premium Income (Pet Insurance)
¥ millions
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