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Basic Editorial Policy

This is an English translation of a disclosure report that was produced in accordance with Article 111 of the Insurance Business Act and the disclosure 

 standards prescribed by the Life Insurance Association of Japan. In the editing process, our goal was to communicate various aspects of Nippon Life to cus-

tomers and all other stakeholders in an easily understandable manner. We strove to convey Nippon Life’s management strategy and how Nippon Life provides 

value and contributes to society through its businesses. In preparing this report, we have referred to the International Integrated Reporting Framework of the 

International Integrated Reporting Council (IIRC) and the Guidance for Collaborative Value Creation of the Ministry of Economy, Trade and Industry (METI).

 This publication has been prepared as an integrated report. Therefore, financial information* such as financial statements and business performance, and 

non-financial information such as Nippon Life’s history, management strategies, and corporate governance, have been compiled and presented in a system-

atic and integrated manner, while describing the connectivity of each type of information.

* From the beginning of the fiscal year ended March 31, 2020, company information and financial data have been disclosed on our website.
 https://www.nissay.co.jp/kaisha/annai/gyoseki/disclosure.html

Fundamental Management Principles of Nippon Life

Life insurance business based on the philosophy of “co-existence, co-prosperity and 
mutualism” is closely connected with the welfare of the public. Because of the nature of 
the business, public understanding and support are indispensable for the development 
of life insurance companies. For this reason, we have established the “Fundamental 
Management Principles of Nippon Life” under the precepts of Conviction, Sincerity 
and Endeavor.

1 We will strive sincerely to fulfill our responsibilities to the people by making 

every effort to offer policies which are truly needed.

2
We will, in recognition of the public service aspects of the life insurance business, 

strive to contribute to the elevation of the social welfare level through proper 

investment activities.

3 We will strive to increase further our productivity in every division of the 

Company, with powerful execution, strong conviction and creative imagination.

4
We will strive to raise the living standard of all our employees through the 

prosperity of Nippon Life. We will also strive to be good citizens of Japan 

and the world.

5
As a member of the life insurance industry, we will cooperate with other life  

insurance companies for the development of this industry, and will also 

cultivate public understanding and support for life insurance.

Yoshinobu Tsutsui
Chairman

Hiroshi Shimizu
President
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Top Message

To earn the greater  
trust of customers 
and society
Develop a Business Base for  
Sustained Growth to Remain the  
Dominant Market Leader

Introduction

I would like to open this message by expressing my heartfelt sympa-

thies to those who have passed away from coronavirus disease 

2019 (COVID-19), and extend my condolences to their family 

members. I would also like to extend my sincerest sympathies to all 

those who have been affected by COVID-19. Concurrently, I’d like to 

express my profound admiration and respect, along with my deep-

est gratitude, to the medical professionals who have been working 

selflessly and tirelessly on the medical front lines to examine and 

treat COVID-19 patients, and to all those who have been working 

throughout this pandemic to support the social infrastructure essen-

tial to our daily lives.

The global COVID-19 pandemic has also caused significant 

disruption to economic activity and other areas of life. It is in 

times like these that I strongly take to heart our social mission as 

a life insurance company, which is based on the spirit of “co- 

existence, co-prosperity and mutualism.” Nippon Life has imple-

mented various support measures for customers nationwide, 

including special handling procedures such as granting extensions 

of premium payment deadlines and providing exemptions of 

interest payable on new policy loans.

Even during the COVID-19 pandemic, we have been advanc-

ing various initiatives while continuing to put the strongest 

emphasis on our Customer-Oriented Operational Management 

■ Numerical Targets

Policy as before. Specifically, we aim to effectively address 

increasingly diverse customer needs, in addition to implementing 

various support measures related to COVID-19. To this end, we 

started providing new products and services in the current fiscal 

year, such as dementia coverage insurance and a diabetes pre-

vention program.

Furthermore, as the Chairperson of the Life Insurance 

Association of Japan (LIAJ), I led rigorous efforts by the entire 

life insurance industry to implement customer-first business 

operations beginning in July 2019. Specific measures included 

conducting questionnaire surveys about the systems and 

activities of member companies, compiling key observations 

and other insights from the surveys, and providing feedback 

to each company. Through these measures, we strove to raise 

the sophistication of customer-first business operations 

throughout the industry. Additionally, in the bancassurance 

channel, we sought to enhance follow-up services and confir-

mation of suitability by financial institutions. For this, we 

provided information on best practices to financial institutions 

and revised the relevant guidelines. Moreover, we worked to 

establish a training system for foreign currency-denominated 

insurance. We instituted a foreign currency-denominated 

insurance sales certification test, along with striving to stan-

dardize training for insurance agents pertaining to foreign 

currency-denominated insurance.

In the environment surrounding the life insurance industry, we 

find ourselves amidst changes such as the progression of a 

declining and aging population, a constant ultra-low interest rate, 

and the rapid development of digitalization and advanced IT. 

Moreover, the COVID-19 pandemic could transform customers’ 

patterns of behavior and their needs. In anticipation of changes 

in customers’ awareness, advances in technology, and shifts in 

society, we will need to transform ourselves in order to remain a 

company that can address those changes effectively. By staying 

on top of these changes with flexibility and speed, we will strive 

to continue to deliver security to our customers.

Under the state of emergency declaration issued in Japan 

from April to May 2020, sales representatives refrained from 

visiting customers. They confirmed customers’ living circum-

stances and other conditions, and provided information on 

various special handling procedures and other matters via 

telephone and email. As far as customers’ responses to these 

measures are concerned, while customers found that these 

remote services were convenient, we have confirmed that cus-

tomers continue to strongly hold the view that they would 

prefer to consult on, and confirm, details and important matters 

concerning their policies in force, the coverage they will need in 

the future and other key information with sales representatives 

in person as before. We found that a single customer can have 

dual preferences for both remote and face-to-face services 

depending on the situation. I believe that this insight will be a 

key priority to consider when we explore how we should pro-

vide policyholder services in the future.

Even in a society being reshaped by advances in digitalization, 

I believe that the strength of face-to-face services, i.e., our human 

strengths, will only become more and more valuable if we are 

able to put together a custom-made mix of face-to-face and 

remote services based on the individual preferences of every 

(Trillions of Yen)

2016

■ Annualized Premiums in Force

2017 2018 2019 2020

(Millions)

2016

■ Number of Customers (Insured Persons)

2017 2018 2019 2020

3.93
4.05

4.17

4.53 4.52

13.76
13.93 13.97 14.28

14.48

(Billions of Yen)

2016

■ Group Company Net Income

2017 2018 2019 2020

(Trillions of Yen)

2016

■ Equity

2017 2018 2019 2020

15.6
43.2

75.4

56.5

(11.8)

4.8
5.2

5.8 6.2

6.6

Target for the 
end of �scal 2020

¥4.5 trillion

Target for the 
end of �scal 2020

14.40 million 

Target for the 
end of �scal 2020

¥6.5 trillion

Target for the 
end of �scal 2020

¥70.0 billion

customer. For its part, Nippon Life will provide highly valuable 

consulting services for customers by accelerating the fusion of 

face-to-face and digital services.

Entering the Final Fiscal Year of  
Medium-Term Management Plan  
“Zen Shin – next stage – (2017–2020)”

For details, please see pages 22–23.

In fiscal 2017, Nippon Life started Medium-Term Management 

Plan Zen Shin – next stage – (2017–2020). The plan’s slogan is 

“Working to be the leading company in an era with an average 

life expectancy of 100 years.” We have set four management 

targets for the end of fiscal 2020: annualized premiums in force 

of ¥4.5 trillion, 14.40 million customers, ¥70.0 billion in by Group 

company net income, and ¥6.5 trillion in equity. Guided by the 

plan, Nippon Life is implementing activities in various fields.

Looking back at fiscal 2019, we worked to achieve the 

 medium-term management plan’s targets in each field, through 

measures including the launch of new insurance products, the 

development of new businesses highly compatible with the life 

insurance business, such as the healthcare business, the use of 

cutting-edge IT, and the capture of synergies between Group 

companies. As a result, we achieved three out of the four manage-

ment targets one year ahead of schedule, with annualized premi-

ums in force of ¥4.52 trillion, 14.48 million customers, and equity 

of ¥6.68 trillion. On the other hand, with regard to Group com-

pany net income, the Company posted a net loss by Group com-

panies of ¥11.8 billion, due partly to the impact of the COVID-19 

pandemic and temporary factors such as initial investments asso-

ciated with the start of business at HANASAKU LIFE INSURANCE 

Co., Ltd.

Hiroshi Shimizu
President

2 3

Corporate Governance 
and Management

Business Overview
Management  

Platform
Company DataAbout Nippon Life

Corporate Governance 
and Management

Business Overview
Management  

Platform
Company Data



dementia coverage insurance product Ninchisho Support Plus 

is a product and service that supports the early detection of 

dementia and the prevention of severe dementia cases.

In order to address a growing diversity of needs promptly 

and meticulously, we established a framework of four domestic 

life insurance companies. The four companies are Nippon Life, 

TAIJU LIFE INSURANCE COMPANY LIMITED, Nippon Wealth Life 

Insurance Company Limited and HANASAKU LIFE, which started 

business in April 2019. Nippon Life and TAIJU LIFE will seek to 

provide high-quality products and services as they make a 

mutual supply of products available to one another. In addition, 

under this framework, Nippon Wealth Life will mainly assume 

responsibility for the bancassurance channel, while HANASAKU 

LIFE will be mainly responsible for the life insurance agency 

channel. Going forward, Nippon Life will continue to make a 

concerted Group-wide effort to flexibly propose an expansive 

lineup of products.

Asset Management For details, please see pages 46–51.

In addition to a prolonged low interest rate environment world-

wide, the financial and economic environment is facing increasing 

uncertainty due to factors including the global COVID-19 pan-

demic. In order to ensure long-term stable investment returns 

even in such a challenging asset management environment, we 

are working to strengthen profitability through globally diversi-

fied investment, along with striving to bolster our risk-response 

capabilities through stringent risk management.

In fiscal 2019, we pushed ahead with diversified investment 

in the overseas and credit domains and in growing and new 

domains. As a result, we secured a positive spread in the invest-

ment yield margin for the tenth consecutive year. In order to 

enhance the investment yield, we had previously established 

numerical targets for investing ¥2 trillion in new and growth 

domains and ¥700.0 billion in ESG investment and finance over 

4 years. We achieved these targets roughly one year ahead of 

schedule. In the bancassurance channel, we have been working 

to put together an effective product lineup. Notably, we have 

continued to supply yen-denominated products, which have 

enjoyed firm demand from customers owing to improved asset 

management capabilities.

While targeting more advanced asset management in such 

ways, we are also working to reinforce our risk management. We 

will prepare for every conceivable type of risk. To do so, we will 

identify potential risk events that are expected to have a large 

impact on profitability and financial soundness, and rigorously 

implement forward-looking risk management by considering and 

conducting the necessary response measures. We will also con-

tinue to fulfill our responsibilities as an institutional investor by 

upgrading our stewardship activities.

Fiscal 2020 is the final year of Medium-Term Management 

Plan Zen Shin – next stage – (2017–2020) and a crucial year of 

transition to our next medium-term management plan. 

Accordingly, we will continue working to implement three specific 

strategies laid out in fiscal 2018. The three strategies are 

strengthening profitability, operational and business reform, and 

the promotion of Group management.

Specific 
Strategy [1]:

Strengthening Profitability

The first specific strategy is strengthening profitability. Our aim is 

to raise our sales capabilities in every channel and bolster Nippon 

Life’s profitability from the perspectives of both asset manage-

ment and the insurance business including strategies related to 

sales, services, and products.

Sales and Service For details, please see pages 28–34.

We are targeting increases in market share via growth in our cus-

tomer base. To this end, we will continue to strengthen the sales 

representative channel, which is Nippon Life’s greatest strength 

and core sales channel. At the same time, we will develop sales 

channels that respond to a variety of customer needs.

Beginning in 2007, Nippon Life’s sales representatives visit 

each customer once a year, confirm hospital visits or surgeries, 

and provide guidance on items such as policy content. Going 

forward, around 50,000 sales representatives will provide even 

more meticulous service by becoming more familiar with 

customers. We introduced the new mobile device TASKALL in 

April 2019. The N-Phone smartphone for sales representatives 

has been successively deployed from January 2020. By harnessing 

AI and other forms of IT through these devices, we are working 

to strengthen the response capabilities of sales representatives 

and improve customer service. Furthermore, to maintain and 

improve the level of our services, we have introduced a new 

training system to carefully cultivate each sales representative, 

and are implementing initiatives to further improve their knowl-

edge and activities.

We are also seeing sales channels other than the sales represen-

tative channel on the rise due to population trends, changing life-

styles, and greater diversity in the needs of customers. This is where 

we must respond to change, thus we will continue to develop vari-

ous sales and service channels, including the network of Nissay Life 

Plaza retail outlets and the bancassurance channel that primarily 

services seniors and retirees requiring advice on inheritance or 

wealth creation. In addition, we are looking to further increase the 

market share for walk-in insurance agencies, which allow customers 

to compare insurance policies on their own.

Product Strategies For details, please see pages 30–35.

Going forward, as customer needs evolve over time, we will 

continue to pursue development of products that are useful to 

customers and society.

Mirai no Katachi, Nippon Life’s core product, provides custom-

ers with lifelong support by allowing them to flexibly combine 14 

types of insurance as needed. This enables customers to prepare 

for not only “death risk,” but also an increasingly diverse array of 

other risks. NEW in 1, a new general hospitalization insurance that 

prepares for situations such as hospitalization and outpatient 

surgery, was added to the Mirai no Katachi series from April 2019. 

NEW in 1 has proven highly popular with customers, notably for 

making it possible to receive a rounded lump-sum payment rather 

than day-by-day payments starting from the first day of hospital-

ization for patients who return home on the same day. For NEW 

in 1, the number of policies sold has surpassed 1 million*1.

Moreover, Ninchisho Support Plus, a new dementia cover-

age insurance product, was added to the Mirai no Katachi 

series in April 2020. This product was developed in response to 

a higher level of need for insurance protection against the risk 

of dementia, an urgent concern in an era with an average life 

expectancy of 100. The product stands out for offering a lump-

sum payment if a customer is diagnosed with dementia or even 

if a customer is diagnosed with Mild Cognitive Impairment 

(MCI), the stage of progression before dementia. Moreover, we 

also provide an app that is capable of checking cognitive per-

formance using only a person’s voice, the first ancillary service 

of its kind in the life insurance industry. In this manner, the 

*1 The total of new policies (including the portion of coverage enhancement usage) and policies after coverage revision (actual result for the period from April 2019 to April 2020)

Top Message

Specific 
Strategy [2]:

Operational and Business Reform

For details, please see page 31 and pages 74–75.

The second specific strategy is operational and business reform. In 

the past few years, IT has advanced and digital technologies have 

made inroads into society and how people participate in society. I 

believe that we are entering an age when life without digital 

technology has become unthinkable. In short, the “No Digital 

Technology, No Life” era is now upon us.

We have been actively proceeding with initiatives related to 

digitalization for some time now. To this end, we achieved paper-

less operations for new policy processing in 2012, and lead the 

industry in terms of the number of RPA introductions. From fiscal 

2019, we have set out to accelerate our initiatives to promote 

digitalization and the use of cutting-edge IT. To do so, we launched 

the Next Value Project, a digital five-year plan. Under this plan, we 

have been working to boost work efficiency, enhance customer 

convenience, increase the productivity of sales representatives and 

other staff, expand business and launch new businesses.

Moreover, in order to keep pace with an evolving business 

environment driven by cutting-edge IT innovation, the Innovation 

Office was set up in fiscal 2018 as a dedicated unit to address 

FinTech. Furthermore, in April 2020, we established the open 

innovation hub, Nippon Life X, to create new business for the 

Nippon Life Group and started activities from four global corners 

(Tokyo, Silicon Valley, London and Beijing). Nippon Life X will carry 

out not only activities in the life insurance field, but also initiatives 

focused on the main themes of healthy minds and bodies, work, 

and asset formation, among other areas.

To illustrate one specific business reform-related measure, we 

initiated a diabetes prevention program service in July 2020. This 

program is designed to help prevent the onset of diabetes and 
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promote good health. It works by having program participants 

utilize devices and tools supplied by our partner companies to 

conduct self-monitoring of their own health, while public health 

nurses at Nippon Life Hospital and other institutions provide 

remote advice to participants on improving their lifestyles. Based 

on the relationships of trust we have developed with stakehold-

ers such as customers, client companies, and local governments, 

we first aim to build up a user base of more than 10,000 people 

in total over the next 3 years.

Efforts to accelerate the use of digital technology in all 

manner of areas, such as innovation measures and the diabetes 

prevention program, will definitely lead to stronger competitive-

ness in the future. Moreover, our key measures in the sales rep-

resentative channel, our core sales channel, are to further hone 

our face-to-face activities and to bring digital technology onboard 

and integrate face-to-face activities and digital technology. 

Through these measures, Nippon Life will establish itself as a 

dominant market leader. That is the strategy for the future I 

envision. Going forward, we will push ahead with operational 

and business reform through these measures. By doing so, we 

would like to make this reform the engine behind our growth.

Specific 
Strategy [3]:

Promotion of Group Management

For details, please see pages 35, 50–51, and 54–55.

The third specific strategy is promotion of Group management.

The ultimate management goal for a mutual insurer such as 

Nippon Life is to maximize benefits for policyholders. We believe 

that Group initiatives are one way to achieve those goals. 

Specifically, we are looking to foster synergies within the Group 

based around our life insurance and asset management 

*2 Renamed as Nippon Life India Asset Management Limited. *3 Renamed as Grand Guardian Nippon Life Insurance Company Limited.

businesses in Japan and overseas, while also targeting the 

development of Group operations. In this way, we aim to gener-

ate stable income based on a diversified business base, while 

leveraging the Group to provide customers with the best prod-

ucts and services.

In the life insurance business, together with TAIJU LIFE, we are 

taking on mutual supply of multiple products in the sales repre-

sentative channel and enhancements to the product lineups of 

both companies. The overall Nippon Life Group, along with Nippon 

Wealth Life, is striving to continue to address customer needs by 

swiftly providing products in the bancassurance field and enhanc-

ing support to financial institutions. In the agency field, we began 

operations at HANASAKU LIFE in April 2019, in order to flexibly 

supply products that accurately capture customer needs. 

HANASAKU LIFE has started sales of medical insurance and other 

products, which have been well received by many customers. 

Through these four domestic life insurance companies, we will 

utilize the strengths of each company to increase our sales capa-

bilities as the Nippon Life Group and pioneer emerging markets.

In the asset management business, we are responding to 

customer needs for asset formation by improving our operative 

capabilities through collaboration with Nissay Asset Management 

Corporation in Japan and overseas asset management companies 

such as The TCW Group, Inc. in the US. We are also taking steps 

to capture synergies between Group companies. In November 

2019, TAIJU LIFE’s securities administration-related clerical work 

was integrated into Nippon Life. Additionally, the asset manage-

ment functions of Nippon Life and TAIJU LIFE in credit investment 

and alternative investment will be transferred to Nissay Asset 

Management from 2021 onward. By centralizing resources, exper-

tise and other elements, we will work to strengthen our asset 

management framework.

Additionally, in overseas business, we have been working to 

diversify and expand the Group’s business by making investments in 

the Australian insurance company MLC Limited, TCW in the US and 

other companies. Moreover, in August 2019, Nippon Life converted 

Reliance Nippon Life Asset Management Limited*2 in India into a 

subsidiary. In September 2019, Nippon Life turned Grand Guardian 

Life Insurance Company Limited*3 in Myanmar into an affiliate. 

Consequently, as of March 31, 2020, Nippon Life conducts 

 insurance-related business in 7 countries and asset 

 management-related business in 4 countries, bringing the total 

number of companies engaged in overseas business in the Nippon 

Life Group to 14. As overseas business assumes increasingly greater 

roles, we will need to further strengthen the governance system for 

overseas Group companies. To this end, the Global Business Risk 

and Control Office was reorganized into the Global Business Risk 

and Control Dept. in fiscal 2020. The Global Business Risk and 

Control Dept. will provide guidance and advice based on the 

characteristics of overseas businesses, while working in close coor-

dination with the organizations responsible for risk management, 

compliance and related areas.

Along with each Group company striving for growth in their 

respective business, we will continue to build strategies together 

as a whole, tied to further improvements in sales and operational 

capabilities for the overall Nippon Life Group.

Developing Our People Is the  
Foundation of Everything We Do
 For details, please see pages 76–80.

Developing our people is the foundation of everything we do at 

Nippon Life. I myself take the lead, and work on human resource 

development to help employees develop their individual strengths 

and realize their potential. Workforce diversity is the basis for the 

sustained growth of the enterprise. While cultivating mutual respect 

and ensuring all employees are motivated and enthusiastic at work, 

we are continuing to promote diversity and inclusion, notably 

through increased participation of women and seniors. In addition, 

we are also developing Health and Productivity Management ini-

tiatives to promote better health among customers, society, execu-

tives and employees.

Looking at the advancement of women, we achieved our 

target for the ratio of female managers of 20% at the beginning 

of fiscal 2020. This target was laid out in the Action Plan for 

Promoting Female Employment, which was formulated in fiscal 

2016. Going forward, as part of a new action plan, we are tar-

geting a ratio of female managers of 30% in the 2020s, and a 

ratio of women in positions equivalent to department manager 

or above of around 10% at the beginning of fiscal 2030. We will 

continue to promote diversity and inclusion, beginning with 

efforts to drive women’s advancement.

“Stay closest to your thoughts  
for beloved ones.”
 For details, please see pages 82–89.

In an era when customers are living past the age of 100, Nippon 

Life’s corporate message is to “stay closest to your thoughts for 

beloved ones,” and our desire is to “be the most familiar and 

approachable life insurance company” for our customers, and we 

aim to achieve this by supporting customers throughout the 

entire Nippon Life Group.

Taking this philosophy to heart, every Nippon Life employee 

and executive officer will continue to provide customers with face-

to-face services that address their particular needs. Furthermore, to 

contribute to the formation of improved communities and a better 

society, we will conclude agreements with local governments 

throughout Japan concerning a wide range of fields including 

Health and Productivity Management, while continuing the “Action 

CSR-V: Social Contributions by 70,000 People” campaign.

Furthermore, as a Gold Partner (life insurance) for the Tokyo 

2020 Olympic and Paralympic Games, we have developed various 

initiatives across Japan to spread the Olympic and Paralympic move-

ment under the slogan of “Let’s all begin to play and support.” 

While the Olympic and Paralympic Games were suspended in 

response to the COVID-19 pandemic, the revitalization of commu-

nities through sports will remain a continuing priority at Nippon Life.

In Closing

Nippon Life has been carrying out sound management based on 

the spirit of “co-existence, co-prosperity and mutualism,” which 

we have embraced since our founding. Even when there have 

been major disasters, pandemics and financial crises, we have 

endeavored with a strong sense of mission to support all those 

who have been affected by such events with steady and swift 

payments of insurance claims and benefits.

The foundation of the life insurance business is to fulfill our 

long-term coverage responsibilities to customers and deliver 

security to them. This has not changed in the past, nor will it 

change in the future. The previous fiscal year was a period when 

we made every effort to implement a Customer-Oriented 

Operational Management Policy, but there is no final goal to this 

endeavor. Going forward, we will continue to tirelessly develop our 

activities based on a rigorous customer-oriented approach in all 

fields, as we do our utmost to earn the trust of our customers.

The current environment surrounding the life insurance and 

financial industries has entered an era of major upheaval. Among a 

myriad of changes, we face the possibility of major shifts in custom-

ers’ patterns of behavior and needs, driven by factors such as 

changes in the social structure and advances in IT. Even in such times, 

there will be no change in our foundation of delivering security to 

customers through the Customer-Oriented Operational Management 

Policy. Meanwhile, we intend to continue to embrace changes posi-

tively and boldly without being daunted by these tumultuous times, 

as we remain committed to fulfilling customer needs.

We ask for your continued support and patronage.

July 2020

Top Message

Hiroshi Shimizu
President
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Corporate Governance Discussion by Outside Directors
—Corporate governance and the growth strategy for the future—

Nippon Life appoints outside directors and outside Audit and Supervisory Board members based on their experience 
and knowledge. Through their supervision of and advice on management from an objective point of view, Nippon Life 
strives to ensure management transparency and other priorities. In this section, outside directors Akito Arima and 
Shin Ushijima were asked to discuss matters such as Nippon Life’s initiatives for corporate governance, its priorities 
for future development, and the expected role of outside directors.

Corporate Governance Initiatives

How would you evaluate Nippon Life’s 
initiatives for corporate governance?

Ushijima: The essence of any company is to fulfill a useful role 
in society. I believe that not only is it important for companies to 
supply products and services, but it is also particularly crucial for 
them to offer employment that provides workers with fulfillment 
in life and job satisfaction. In corporate governance too, I attach 
great importance to the perspective of whether a company is 
fulfilling a useful role in society. I also believe that a company’s 
success depends on the ability of its top management. In my 
view, whether or not a company can be useful to society hinges 
entirely on the skill and ability of its top managers. Therefore, in 
the area of corporate governance, I believe that companies 
should regard the selection of top managers as one of their 
highest governance priorities. Indeed, we should view how we 
select the leaders of major companies with the largest numbers 
of employees as a matter of critical national importance.

Arima: I’d would like to reaffirm the importance of the perspec-
tives of outside and third parties. Please allow me to discuss this 
with reference to my own past experience. When I was on the 
staff of the University of Tokyo, we set out to explore our ideals 
for national universities. We first implemented a self-assessment 
of national universities by ourselves. At the time, national univer-
sities had a public reputation for producing very few academic 
research papers and having weak research capabilities. When we 
conducted our self-assessment, we found that the University of 
Tokyo and other national universities actually produced a large 
number of academic research papers among Japanese research 
institutions, but that they produced somewhat fewer papers in 
comparison with universities in foreign countries. Those are the 
facts we learned from the assessment.
 However, if you only conduct self-assessments, your evaluation 
runs the risk of becoming self-serving and complacent. Therefore, 
our next step was to launch a third-party committee led by exter-
nal experts. We implemented a project to measure the true 
strength of the University of Tokyo’s physics classes. The committee 
brought together an impressive list of committee members, 

including renowned overseas researchers, and the committee 
members carried out an in-depth evaluation of the classes. As a 
result, the evaluation found that the students and instructors were 
at a world-class level of excellence, but it rated the research and 
educational environment as inadequate. While there was some 
opposition to introducing third-party evaluations, the evaluation 
provided a clear, objective picture of the university’s situation at 
the time. This helped to increase the understanding of society and 
the public sector toward the actual situation of national universi-
ties. I believe that the evaluation was ultimately a huge success. 
Notably, it went on to pave the way for increasing the budgets for 
university facilities and equipment. Based on this experience, in 
Nippon Life’s corporate governance too, I believe that it is abso-
lutely essential that Nippon Life’s executives and employees 
themselves have a good understanding of Nippon Life, and that 
Nippon Life is inspected from an external perspective. In this 
respect, I was appointed as an outside Audit and Supervisory 
Board member of Nippon Life in 1994, but even before my 
appointment, Nippon Life had adopted outside perspectives from 
a very early stage and was far ahead of its time. I believe that the 
adoption of outside perspectives is indeed the starting point for 
corporate governance and sets an excellent example.
Ushijima: I also feel the same about the importance of incorpo-
rating outside perspectives. In addition, Nippon Life actively 
incorporates the outside perspectives of those other than outside 
directors and outside Audit and Supervisory Board members. 
Accordingly, I believe that corporate governance at Nippon Life is 
functioning effectively.

 Moreover, unlike joint-stock companies where the decision- 
making of companies reflects the amount of capital supplied by 
shareholders, Nippon Life has adopted the Meeting of 
Representatives system as a mutual company. Every member 
attending the Meeting of Representatives possesses equal voting 
rights. Listening to discussions in the Meeting of Representatives 
and other forums, I find that the representatives and other par-
ticipants offer many remarks focused on the company and society 
as a whole.
Arima: I agree. That’s why I believe that in order to fulfill its social 
responsibilities, Nippon Life has incorporated outside perspectives 
appropriately through outside directors, Audit and Supervisory 
Board members and others, from a very early stage.

Nippon Life is pursuing Group expansion as 
part of its management strategy. How would 
you evaluate the Group governance 
initiatives undertaken by Nippon Life?

Ushijima: Nippon Life has carried out Group management in 
Japan over many years. I believe it has fulfilled an exemplary role 
in demonstrating how effective Group governance can be con-
ducted by Japanese companies. Meanwhile, Japanese companies 
face difficulties in handling overseas subsidiaries. For manufactur-
ing companies making tangible goods such as automobiles, 
examples of success abound as overseas subsidiaries are rela-
tively easy to control. However, examples of success overseas 

Director (Outside Director)

Akito Arima
Director (Outside Director)

Shin Ushijima
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with the control of insurance companies, which provide intangible 
services, are few and far between. Currently, Nippon Life is ambi-
tiously tackling this difficult task. Nippon Life has been practicing 
Group governance, encompassing an unprecedented level of 
diversity, in Japan and elsewhere. While I’m sure that there are 
endless challenges, I have high expectations for Nippon Life’s 
enthusiastic efforts and creative ingenuity.
Arima: Nippon Life, as a mutual company, is seeking to welcome 
various companies in Japan and abroad into the Group. In the 
process, joint-stock companies will also be brought into the 
Group and managed as Group companies. I believe that this will 
be an experimental undertaking for Group governance. Going 
forward, I believe that the Nippon Life Group will be put under 
close scrutiny for how it manages the different corporate struc-
tures of a mutual company and joint-stock company together in 
the same group. As may be expected, I’m convinced that the 
crucial point here will be to incorporate outside points of view.

Roles of Outside Directors

What do you think are the expected roles of 
Nippon Life’s outside directors?

Ushijima: As an outside director of a mutual company, I believe 
that it is absolutely imperative to protect the interests of com-
pany members, who are participating insurance policyholders. At 

the same time, I believe that outside directors have an important 
role to play in supporting the management decisions of the 
executive directors. In situations where executive directors are 
unsure about decisions, or would like to consider outside opin-
ions, outside directors fulfill the role of a counterpart who listens 
to their questions and provides objective opinions. By encourag-
ing critical reflection by the executive directors in this manner, the 
outside directors aim to lay the groundwork for better manage-
ment decisions. One of the most notable examples were the 
changes in top management in 2018. As outside directors, we 
stated our opinions based on our individual perspectives on how 
effective leadership could move the Company forward. I believe 
that these opinions were put to good use. Apart from this, each 
outside director strives to bring out many different opinions from 
the executive directors in meetings of the Board of Directors. 
Under the consistent leadership of the Chairman, the Board of 
Directors of Nippon Life can be rated highly for holding construc-
tive and lively discussions, including remarks from outside direc-
tors and outside Audit and Supervisory Board members.
Arima: It is important for outside directors to state their opinions 
leveraging their respective areas of specialization and experience. 
My area of specialization is theoretical physics. I’ve worked to 
provide useful opinions to management from my unique perspec-
tive as an academic expert. In addition, since I have extensive 
overseas experience, I strive to express my opinions about Nippon 
Life’s overseas strategy based on the cultural and philosophical 
characteristics of various foreign countries.
Ushijima: In the past few years, recommendations for strengthen-
ing corporate governance have called on joint-stock companies to 
establish committees to discuss nomination and remuneration 
matters. Nippon Life has been well ahead of this trend. It has 
established the Outside Directors Committee, whose members are 
centered on outside directors. This committee not only discusses 
issues such as nomination and remuneration as a matter of 
course, but it can also discuss much broader issues such as man-
agement plans and important investment projects. The committee 
has performed very well as an advisory body to the Board of 
Directors. It is attended by outside directors with a broad range of 
experience, including world-class academic experts, such as 
Director Arima, and leaders of major companies. For this reason, I 
believe that the level of discussion is very high. Moreover, the 
outside directors share their frank opinions, and the executive 
directors listen to their opinions sincerely and respond with expla-
nations and other remarks. Therefore, I believe that corporate 
governance is functioning effectively.
Arima: I’m very grateful that we have attorneys such as Director 
Ushijima on the Outside Directors Committee, as they help to 
guide meetings to discussions based on a solid legal foundation. 
The Outside Directors Committee is also attended by an outside 
director who has experience in managing a major company in a 
separate field. The outside directors harness their respective 

knowledge and experience to offer highly specialized advice. Since 
the outside directors are independent of Nippon Life’s business 
execution, they are able to offer incisive and frank opinions that 
are objective and capture the essence of problems.

For Future Development

Amid urgent social issues such as the global 
COVID-19 pandemic, what kinds of initiatives 
do you think will be important for Nippon 
Life to achieve further development?

Arima: Globalization is one crucial issue facing Nippon Life. In 
this regard, my advice to Nippon Life would be “Don’t rush 
things.” I’d like Nippon Life to make sound decisions only after 
conducting in-depth research and accumulating data. Considering 
the impact of Japan’s aging population with fewer children, it 
makes sense to find a way out of this difficulty by turning to 
overseas markets. However, I believe that Nippon Life should 
make decisions only after it finds personnel who can understand 
the different business customs, temperaments of people and 
other aspects of foreign countries, and gathers information. 
Another issue to consider is how to diversify life insurance in an 
aging society with fewer children. Making daily life easier for the 
elderly will surely be another key theme. In addition, there could 
be new crises in the future, such as a challenging outbreak of 
infectious disease like COVID-19.
Ushijima: In a world where speed is held to be important in all 
things, Director Arima’s advice of “Don’t rush things” carries a lot 
of weight. I think Mr. Arima is saying that Nippon Life should first 
gather and carefully assess accurate information, and then take 
the necessary action. Nippon Life is currently undertaking initia-
tives at its Australian subsidiary. These initiatives have been 
fraught with considerable difficulties. However, I believe they will 
ultimately provide Nippon Life with very good experience. I expect 
Nippon Life to learn from all of its experiences, implement steady 
measures and advance to the next stage. In addition, Nippon Life 
is responding to Japan’s aging society. In this regard, when poli-
cyholders, who are customers, lead healthy and long lives, this is 
a positive development for life insurance companies and will 
open up new possibilities for Japan’s mature life insurance indus-
try. Another major change in the environment is that face-to-face 
sales activities have become difficult to carry out due to the 
spread of COVID-19. Going forward, I expect Nippon Life to fur-
ther develop how it conducts sales activities.
Arima: Nippon Life faces major upheaval in the environment. In 
such an environment, Nippon Life’s most important asset is still 
its people. Looking ahead, human resource development will be 
crucial to ensuring that Nippon Life’s employees can tackle the 
issues they face with pride. Nippon Life will need the people who 
will support it from now on to work successfully at the Company 

for many more years to come. In the past few years, society has 
seen more and more employees leaving their companies only a 
few years after joining the company. I believe that companies’ 
ability to develop their employees has weakened. When develop-
ing employees, it is crucial to ensure that every employee feels 
satisfied with their work.
Ushijima: Indeed. Nippon Life has a large impact on society and 
supports the lives of large numbers of policyholders through life 
insurance. When developing people, it is important to ensure that 
employees understand why they are doing the work at hand, and 
how much of a positive impact they can have on society through 
their work. I believe that working at Nippon Life provides employ-
ees with a great opportunity, and that employees can take pride 
in working for Nippon Life. It is particularly important to have 
younger employees understand how satisfying it can be to work 
at Nippon Life.
Arima: In the course of interacting with the executives and 
employees of Nippon Life, I have received the impression that a lot 
of people take pride in being a member of Nippon Life. In addition, 
when advancing overseas business development, the personnel 
involved in these efforts need to be given the opportunity to build 
overseas experience from their younger years. I strongly urge 
Nippon Life to conduct solid human resource development, while 
fostering a sense of pride in working at Nippon Life through 
on-the-job training and other initiatives focused on younger 
employees. Looking ahead, I expect Nippon Life’s executives and 
employees to continue working to develop human resources and 
building work environments that allow them to recognize that 
their work in the life insurance business is very important to their 
lives and an honorable endeavor.

Director (Outside Director) Akito Arima
Profile
Apr. 1989 President, the University of Tokyo
Oct. 1993 President, RIKEN
Jul. 1994 Audit and Supervisory Board Member, Nippon Life Insurance 

Company
Jul. 1998 Retired as Audit and Supervisory Board Member 

Member of the House of Councilors and Minister of Education
Jan. 1999 Minister of Education and Minister for Science and Technology
Jun. 2000 Chairman, Japan Science Foundation
Apr. 2006 Chancellor, Musashi Academy of the Nezu Foundation (present)
Jul. 2007 Director, Nippon Life Insurance Company (present)
Apr. 2010 President, Shizuoka University of Art and Culture (present)

Corporate Governance Discussion by Outside Directors

Director (Outside Director) Shin Ushijima
Profile
Apr. 1977 Public Prosecutor, Tokyo District Public Prosecutors Office
Apr. 1978 Public Prosecutor, Hiroshima District Public Prosecutors Office
Apr. 1979 Attorney (present)
Jul. 2007 Director, Nippon Life Insurance Company (present)
Dec. 2013 President, Japan Corporate Governance Network (present)
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Nippon Life Insurance Company’s History

Since its foundation, Nippon Life has responded to requirements in a manner 
that embodied the spirit of mutual aid.

Nippon Life Assurance Co., Inc. 
established (1889)

Sukesaburo Hirose, an ambitious banker 
with a desire to save the world and help 
people, devoted himself to founding  
the Company.

Founder  
Sukesaburo Hirose

Paid out the �rst pro�t dividends to 
policyholders in Japan (1898)

Paid dividends to policyholders in Japan 
after the �rst closing of books, keeping 
its promise to customers.

Actuarial department in charge 
of closing of books (1895)

Top in the industry for amount of policies in force (1899)

In 1895, attained the industry’s number 
two position with amount of policies in 
force valued at ¥10 million, and 
achieved the top position in 1899, a 
mere 10 years after founding.

Commemorative event celebrating the attainment of  
¥10 million in amount of policies in force (1895)

Moved to newly built headquarters 
at present location (1902)

New Company headquarters, built in stately red 
brick and granite, was designed by Kingo 
Tatsuno, who also designed Tokyo Station.

Former company headquarters (1902–1959)

1889  ● Nippon Life Assurance Co., Inc. established

1891  ● Renamed Nippon Life Assurance Co., Ltd.

1898  ● Nippon Life paid out the �rst policyholder pro�t dividends in Japan

1899  ● Top in the industry for amount of policies in force

1902  ● Moved to newly built headquarters at present location

1924  ● Nippon Life Saiseikai Foundation established  
(Certi�ed as a public interest incorporated foundation in 2012)

1931  ● Nissay Hospital opened, attached to the Nippon Life Saiseikai Foundation (Renamed 
Nippon Life Hospital in 2018)

1940  ● Japan’s �rst “Ordinary insurance with dividend by pro�t source” launched

1947  ● The Company reemerged as Nippon Life Insurance Company

1950  ● Opening of the Nippon Life Insurance Baseball Stadium

1959  ● “Kurashi no Hoken” (Endowment Insurance with Term Rider) launched

1963  ● Nissay Theatre opened

1964  ● The (Nissay Meisaku Gekijo) launched

1973  ● Nissay Children’s Culture Promotion Foundation established  
(Renamed Nissay Culture Foundation in 1993 and converted into a public interest 
incorporated foundation in 2009)

1979  ● Nippon Life Foundation established  
(Converted into a public interest incorporated foundation in 2010)

1981  ● Whole life insurance and whole life insurance with term life rider launched

1985  ● Nissay BOT Investing Advisors established  
(Renamed Nissay Investment Advisors in 1989)

1987  ● Opening of Nissay Life Plaza Shinjuku (1st outlet)

1988  ● Corporate identity (CI) introduced

1989 100th Anniversary
 ● The Nissay Seirei Health & Welfare Foundation established  
(It became a public interest incorporated foundation in 2013)

1991  ● Nippon Life Insurance Company of America established

1992  ● “Athlete” (dread disease term rider) launched
 ● Nissay Million Tree-Planting Campaign began

1993  ● Nissay Green Foundation established (Foundation converted to a public interest 
incorporated foundation in 2011)

1994  ● Living needs bene�t rider launched

1995  ● Nissay Investment Trust Co., Ltd. established

1997  ● Acquired an equity stake in Bangkok Life Assurance Limited
 ● “Forward” (illness & disability term rider) launched

1998  ● “Nice Care”
“Nissay Masterpiece Theatre”

 (nursing care rider) launched
 ● Nissay Asset Management Investment Trust Corporation established through merger 
of Nissay Investment Advisors Co., Ltd. and Nissay Investment Trust Co., Ltd.

1999  ● Nissay Insurance Accounts launched
 ● Nissay Information Technology Co., Ltd. established

2000  ● Separate Account Management Division spun off, then integrated with Investment 
Trust Advisors and renamed Nissay Asset Management Corporation

2001  ● “Ikiru Chikara EX” launched
 ● Nissay Call Center launched

2002  ● “Nissay Million Tree-Planting Campaign” goal of one million trees reached
 ● Individual variable annuities that are sold in banks launched

2003  ● Nissay Planting and Nurturing Forests for Future Generations Campaign, a forest 
protection campaign, launched

 ● Nissay-SVA Life Insurance Co., Ltd. established

2004  ● Bangkok Life became a Group company

2005  ● “Iryo Meijin EX” (hospitalization and medical life insurance) launched

2008  ● “Mirai Support” launched
 ● More than seven million children invited to watch musicals at the Nissay 
 Masterpiece Theatre (Nissay Meisaku Gekijo)

2009  ● “My Medical EX” launched
 ● Nissay-SVA Life Insurance Co., Ltd. changed its joint venture partner to China Great 
Wall Asset Management Corporation and renamed the joint venture  
Nissay-Greatwall Life Insurance Co., Ltd.

2010  ● “Zutto Motto Service” launched

2011  ● Invested in Reliance Life Insurance Company Limited and made it into a Group 
company (Renamed Reliance Nippon Life Insurance Company Limited in 2016)

2012  ● Nissay “Mirai no Katachi” launched
 ● Invested in Reliance Capital Asset Management Limited and made it into an af�liate 
company (Renamed Reliance Nippon Life Asset Management Limited in 2016)

2013  ● Nissay Educational Endowment Insurance launched
 ● “Yume no Katachi Plus” launched

2014  ● The “Nissay Masterpiece Series”(Nissay Meisaku Series) launched 
 ● Invested in PT Asuransi Jiwa Sequis Life making it an af�liated company

2015  ● Nissay “Mirai no Katachi Itsutsu Boshi” plan featuring dread disease insurance 
coverage with continuous support launched

 ● Management integration with Mitsui Life Insurance Company Limited (Now TAIJU 
LIFE INSURANCE COMPANY LIMITED)

2016  ● “Gran Age” launched
 ● “ChouChou!” launched
 ● MLC Limited into a subsidiary

2017  ● Start of the Medium-Term Management Plan “Zen Shin –next stage– (2017–2020)”
 ● “Platinum Phoenix” launched
 ● “Moshimonotoki no...Seikatsuhi” launched
 ● Nippon Life invested in the US asset management �rm, The TCW Group, Inc., and 
converted it into an af�liate

2018  ● Nissay “Mirai no Katachi Daijobu,” speci�c medical coverage launched
 ● Management integration with MassMutual Life Insurance Company (Now Nippon 
Wealth Life Insurance Company Limited)

2019 130th Anniversary
 ● HANASAKU LIFE INSURANCE Co. Ltd. opened for business
 ● Nissay “Mirai no Katachi NEW in 1,” general hospitalization insurance launched
 ● “Long Dream GOLD 3” (single-payment whole life insurance with variable 
 accumulation rate) launched

 ● Additional shares in Reliance Nippon Life Asset Management Limited acquired 
and made it a subsidiary (Renamed Nippon Life India Asset Management Limited 
in 2020)

 ● Invested in Grand Guardian Life Insurance Co., Ltd. and made it an af�liate  
(Renamed Grand Guardian Nippon Life Insurance Co., Ltd. in 2020)

 ● “Yume no Present 2” launched

2020  ● Nissay “Mirai no Katachi Ninchisho Support Plus” (dementia insurance) launched

Nippon Life Saiseikai Foundation established (1924)

The foundation is deeply involved in social 
welfare work, including free medical check-
ups, and opened the Nissay Hospital 
attached to the Nippon Life Saiseikai 
Foundation in 1931.

Traveling clinic in Shikoku (1930)

The Company reemerged as Nippon Life 
Insurance Company (1947)

Returning to the spirit of providing mutual aid 
and assistance as exempli�ed by being the 
�rst in the industry to pay policyholder divi-
dends, Nippon Life reemerged as a mutual 
company. Managing Executive Of�cer Gen Hirose giving 

an address at a commemorative event

Nissay Theatre opened 
(1963)

Nissay Theatre opened in the 
newly constructed Hibiya 
Building with the aim of 
 contributing to Japanese  
arts and culture.

Elementary school students  
invited to the theatre (left)

Nissay Theatre opening poster (right)

Whole life insurance with term life rider launched (1981)  
(Given the nickname Long Run in 1983)

Nissay’s main products grew with 
widespread support from customers.

Opening of Nissay Life Plaza Shinjuku (1987) (�rst outlet)

Nippon Life continues to develop 
a nationwide network of service 
counters for cus tomers staffed by 
�nancial planners who provide 
specialized consulting services.

�rst outlet Nissay Life Plaza Shinjuku

Corporate identity (CI) introduced (1988)

Adopted NISSAY to express 
our corporate approach 
 symbolizing “Newness” and 
“Communicating and 
Proposing.” Changed to the 
new company emblem.

Nissay Million Tree-Planting 
Campaign goal of one million trees 
reached (2002)

Achieved 1992 campaign goal of planting one 
million trees in 2002 and Nissay Planting and 
Nurturing Forests for Future Generations 
Campaign began the following year.

Poster for Nissay Planting and 
Nurturing Forests for Future 

 Generations Campaign

Three major disease insurance 
Athlete (dread disease term rider) 
launched (1992)

Pioneered the development of living 
bene�t products.

Athlete pamphlet

Mirai no Katachi launched (2012)

Revolutionized insurance products under 
the concepts of “perfect for every individ-
ual customer” and “importance of 
payment.”

Mirai no Katachi pamphlet

Management integration with Mitsui Life 
Insurance Company Limited (2015)
(Renamed TAIJU LIFE INSURANCE COMPANY LIMITED in 2019)

Acquisition of MLC Limited (2016)

We carried out management integration with Mitsui Life 
Insurance Company Limited and made MLC Limited a subsidiary, 
with the aim of building a medium- to long-term growth founda-
tion and expanding earnings for the entire Nippon Life Group. 

Management integration with MassMutual Life 
Insurance Company (2018)
(Renamed Nippon Wealth Life Insurance Company Limited in 2019)

Aiming to establish a framework to widely address the demands 
of customers in the over-the-counter sales market for �nancial 
institutions, we carried out management integration with 
MassMutual Life Insurance Company in 2018.

HANASAKU LIFE INSURANCE Co., Ltd.  
established (2019)

To respond �exibly to varied customer 
demand in the independent retail 
agency market, we established 
HANASAKU LIFE INSURANCE Co., Ltd. in 2019.
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Overseas Insurance-Related
Operations

Domestic Insurance-Related
Operations

NIPPON LIFE REALTY MANAGEMENT Inc.

Nissay Leasing Co., Ltd.Nissay Credit Guarantee Co., Ltd.

Shinjuku NS Building Co., Ltd.
Omiya Sonic City Co., Ltd.
Aroma Square Co., Ltd.

The Master Trust Bank of Japan, Ltd.

The TCW Group, Inc.

Nissay Capital Co., Ltd.

Nippon Life India Asset Management Limited

NLI Research Institute

NISSAY NEW CREATION CO., LTD.

Nissay Business Service Co., Ltd. Nissay Shoji Co., Ltd.

Reliance Nippon Life Insurance Company Limited

Grand Guardian Nippon Life Insurance Company Limited

Great Wall Changsheng Life Insurance Co., Ltd.

Nippon Life Insurance Company of America

MLC Limited

Bangkok Life Assurance Public Company Limited

PT Asuransi Jiwa Sequis Life

Post Advisory Group, LLC

Domestic 
Insurance

14
companies

Asset 
Management

57
companies

General 
Affairs

10
companies

Overseas 
Insurance

8
companies

General Affairs-Related 
Operations

Asset Management-Related Operations 
(asset management and others)

Nippon Wealth Life

Life Care Partners Co., Ltd.

Nissay Information Technology Co., Ltd.

Nissay Asset Management Corporation

Corporate-pension Business 
Service Co., Ltd.

Nissay Insurance Agency Co., Ltd.

Overview of the Nippon Life Group (As of March 31, 2020)

Nippon Life is advancing its Group business strategy, aiming to increase its policyholder interests by expanding earnings over the long term.
 Specifically, in our core life insurance operations, we will continue cultivating the domestic market, which is expected to continue growing 
stably, while developing our overseas strategy to secure growth opportunities that are not present in Japan. Moreover, in the asset management 
business, which has a strong affinity with the life insurance business, we are making efforts both in Japan and overseas to increase our 
investment income.
 Looking ahead, we will continue to harness synergies with our Group companies over a wide area as we work to realize growth for the 
entire Group.

Nippon Life has many individual and cor-
porate customers.

Customers

These include various agencies such as 
tax accountants, professional insurance 
sales agencies, financial institutions, etc. 
We are partnering with corporations and 
organizations to develop business.

Partners and Affiliates

Nippon Life engages in business in 
regions throughout Japan and aims to 
coexist with communities and society.

Communities and Society

Nippon Life also has many employees, 
starting with sales representatives.

Employees

Nippon Life procures its foundation funds 
(kikin), the equivalent of a company’s 
capital, from investors.

Investors

Nippon Life is subject to the supervision 
and authority of government regulators. 
We are also concluding partnership 
agreements with prefectural and munici-
pal governments throughout Japan.

Central and  
Local Governments

Nippon Life provides investment and 
financing to various companies in Japan 
and abroad. The Company’s real estate 
properties are occupied by a variety of 
tenant companies.

Investees and  
Borrowers

Nippon Life has partnerships with various 
NPOs. We are also members of various 
industry bodies, and we work together 
with these organizations.

NPOs and Industry Bodies

Nippon Life Group’s Stakeholders
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A 130-year history

Base built on our history

Sustainability Management

Financial Capital

Human/
Intellectual Capital

Social/
Related Capital

* As of March 31, 2020

979.2%

Solvency margin ratio

(Nonconsolidated)

P19

(Nonconsolidated)74,557
Total number of 
employees P21

(Nonconsolidated)21.2%

Ratio of women in 
management P21

(Nonconsolidated)55,132

Number of sales 
representatives P28

¥69,071.1 billion

Total assets

(Nonconsolidated)

P19

6.58 million/year

Number of underwriting and 
payment assessments
(Number of new policies for individual 
(annuities) + number of insurance claims and 
benefits paid)

14.48 million (Group)

Number of customers P20

Fundamental Management Principles of Nippon Life
Contribute to the stability and enhancement of people’s lives under the 

precepts of conviction, sincerity and endeavor

We will strive sincerely to fulfill our responsibilities 
to policyholders by providing fulfilling services 

and making every effort to offer policies 
which are truly needed

We will, in recognition of the public service aspects 
of the life insurance business, strive to 

contribute to improving social welfare through 
proper investment activities

Providing Security Contributions to Society

Improve productivity 
through creativity 

and execution

Contribute to the progress 
and development of the 
life insurance industry

Strive to develop 
outstanding human 

resources

Specific Strategy: Medium-Term Management Plan 2017–2020
—Working to be the leading company in an era with 

an average life expectancy of 100 years—

Domestic Insurance Business
(individual insurance)

Domestic Insurance Business 
(corporate insurance)

P28

P46 P52P36 P38

Customer 
Service

Asset 
Management

Overseas 
Business

Fields

Undertaking important sustainability priorities

Domestic Business

Asset ManagementGroup Business

Promoting on 
growth strategies

Reinforcing our 
management platform

What values will be created?

Custom
ers

Customer satisfaction

Total payments for insurance 
claims, annuities and benefits

90.9% (Nonconsolidated)

¥2,516.1 billion (Nonconsolidated)

¥4,733.1 billion

31 prefectures

100% for fifth 
consecutive year (Nonconsolidated)

100% for seventh 
consecutive year (Nonconsolidated)

758 companies, 

total of 1,149 occasions
Dialogue with 
investee companies

Loans to domestic companies in all regions 
across Japan

Number of comprehensive tie-up agreements 
concluded with prefectures

Rate of employees taking paternity leave

Investors
Com

m
unities 

and Society
Em

ployees

Together with Stakeholders

P20

P20

P49

P48

P82

P82

P21

P76

(July 2018–June 2019)

¥4.52 trillion [¥4.5 trillion]

[14.40 million]

[¥70.0 billion]

[¥6.5 trillion]

Progress on Medium-Term Management Plan

Annualized premiums in force [Targets for March 31, 2021]

P3

* As of March 31, 2020

14.48 million

Number of customers

▲¥11.8 billion

Group company net income

¥6.6 trillion

Equity

Realize a safe, secure,
and sustainable society

P25

P26

P27

P48

Realize a society that does not
create poverty and inequality

Build a world-class society of
healthy and long lives

Realize a sustainable
global environment

ESG investment and �nance to
support the achievement of the SDGs

Governance forming a foundation P56

A source of further values

Customer-oriented business operations

Maximize policyholder interest

P22

What is important and how is it managed?

Solidify presence as No. 1 in fields 
with strengths and expertise

Accelerate revenue expansion 
by growing existing businesses 

and new acquisitions

Secure long-term, stable yields 
through investments, loans, etc. 

in growth and new fields

Participation rate for officers and 
employees in community social contribution 
activities in regions nationwide

Promote human asset training, work style reform and diversity

Awarded a Grand Prize at the Good Career 
Company Award 2019
(Minister of Health, Labour and Welfare’s Award)

No. 1, Work-Life Balance category
(Nikkei Woman June 2020 issue, “100 Best Companies Where 
Women Actively Take Part”)

Award for Leading Companies Where Women Shine 2019
(Minister of State for Special Missions Prize (Gender Equality)

Vision
(Relationships with 

customers and society)

“Be the most 
familiar and 

approachable life 
insurance company” 

for our customers

257,000 companies
(Nonconsolidated)

Number of 
corporate clients P36

Nippon Life’s Value Creation Model
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20202019201820172016

■ Nippon Life (Unit: Billions of Yen)

3,931.0 4,059.8 4,172.2
4,534.6

4,524.5
(–0.2%)

As of March 31

3,430.0 3,562.7 3,665.7 3,747.9 3,761.8

20202019201820172016

922.7 933.9 968.0 997.3

1,047.5
（+50.2 pt）

903.7 896.0 917.9 933.3 979.2

■ Nippon Life (Unit: %)

As of March 31

20202019201820172016

(Unit: Billions of Yen)

Fiscal years ended March 31

■ Nippon Life

332.6
378.5 370.8

513.9 407.2
(–20.8%)

322.9 346.3 322.1 311.2 250.4

20202019201820172016

(Unit: Billions of Yen)

Fiscal years ended March 31

■ Nippon Life

6,262.0
5,236.0 5,422.0

6,069.2
5,719.3
(–5.8%)

6,080.9
4,647.3 4,488.4 4,775.1 4,526.1

20202019201820172016
Fiscal years ended March 31

(Unit: Billions of Yen)■ Nippon Life

707.6 685.5 732.9 771.3
695.8

(–9.8%)

698.1 634.9 668.2 678.2 647.4

20202019201820172016

70,607.9 72,464.2 74,392.5 78,809.5
80,081.1
（+1.6%)

63,453.8 64,814.0 66,472.6 68,084.7 69,071.1

As of March 31

(Unit: Billions of Yen)■ Nippon Life

20202019201820172016

229.8

184.0
218.3 211.8 185.1

(–26.6)

(Unit: Billions of Yen)

Fiscal years ended March 31

Business Performance Highlights (Financial)

Annualized Premiums
[As of March 31, 2020]

Solvency Margin Ratio
[As of March 31, 2020]

Annualized premiums, the amount for an entire year, are calcu-
lated by applying coefficients based on the premium payment 
method to a single premium payment amount.

The solvency margin ratio is the total value of the solvency margin 
(equity plus unrealized gain/loss on securities, etc.) divided by the 
quantified amount of all risks exceeding those that can normally 
be forecast, including major natural disasters and other events.

(Domestic Total) ¥4,524.5 billion

(Nonconsolidated) ¥3,761.8 billion

(Consolidated) 1,047.5%

(Nonconsolidated) 979.2%

Total Assets
[As of March 31, 2020]

Total assets, which are based on insurance premiums and other 
items, are indicators of company size.

(Consolidated) ¥80,081.1 billion

(Nonconsolidated) ¥69,071.1 billion

Distribution of Dividends to Participating 
Insurance Policyholders
[For the fiscal year ended March 31, 2020]

Evaluations from Ratings Companies

The reserve for policyholder dividends is accumulated to fund 
dividend payments to policyholders.

Note: Please see p. 114 for details about policyholder dividends.

¥185.1 billion
Reserve for Policyholder 
Dividends
(Nonconsolidated)

Annualized Premiums on New Policies 
[For the fiscal year ended March 31, 2020]

Figures for annualized premiums on new policies include net 
increases due to conversions.

(Domestic Total) ¥407.2 billion

(Nonconsolidated) ¥250.4 billion

Revenues from Insurance and Reinsurance 
[For the fiscal year ended March 31, 2020]

Revenues from insurance and reinsurance comprises insurance 
and reinsurance premiums paid by policyholders.

(Consolidated) ¥5,719.3 billion

(Nonconsolidated) ¥4,526.1 billion

Core Operating Profit
[For the fiscal year ended March 31, 2020]

Core operating profit comprises income related to insurance (net 
of income from premiums less payments for insurance claims and 
business costs) and investment operations, including interest and 
dividend income.

(Group) ¥695.8 billion

(Nonconsolidated) ¥647.4 billion

Note: Core operating profit (Group) is calculated based on core operating profit from Nippon Life, TAIJU LIFE, Nippon Wealth Life and HANASAKU LIFE and net income before taxes of 
overseas life insurance subsidiaries and affiliates and domestic and overseas asset management subsidiaries and affiliates, with adjustments based on the stock ownership ratio 
and some internal transactions and excluding impacts of interest rate fluctuation.

  Furthermore, in the fiscal years ended March 31, 2016 and 2017, core operating profit (Group) was calculated based on core operating profit from Nippon Life and TAIJU LIFE 
and net income before taxes of overseas life insurance subsidiaries and affiliates, with adjustments based on the stock ownership ratio and some internal transactions.

As of July 1, 2020 (Nonconsolidated)

R&I 
(Insurance Claims Paying Ability)

JCR
(Insurance Claims Paying Ability Rating)

S&P Global 
(Insurer Financial Strength Rating)

Moody’s 
(Insurance Financial Strength Rating)

AA AA+ A+ A1
Issued by third-party ratings agencies, ratings are an evaluation of an insurance company’s ability to pay insurance claims. (Ratings are not a 
guarantee that claims and other payments will be fulfilled.)
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20202019201820172016

(Unit: Millions of People)

13.76 13.93 13.97 14.28 14.48

As of March 31

Business Performance Highlights (Non-Financial)

Number of Customers
[As of March 31, 2020]

The number of customers (number of insured persons, etc.) is 
mainly the number of insured persons enrolled in individual insur-
ance and individual annuities, plus customers who have deferred 
maturity benefits and other payments and customers who have 
enrolled in policies offered by Aioi Nissay Dowa Insurance  Company 
Limited through Nippon Life.

Note: The standards for including the number of customers enrolled solely in non-life insurance in the number of customers (number of insured persons, etc.) were revised when this 
number was derived at the close of the fiscal year ended March 31, 2020. Revised figures as of the close of the fiscal years ended March 31, 2016 to 2019 are also shown above.

(Group) 14.48 million

20202019201820172016

(Unit: People)

70,519 70,651 71,871 73,260 74,557

As of March 31

Number of Employees
[As of March 31, 2020]

There has been a steady increase in the number of employees who 
support Nippon Life’s business. Looking ahead, the approximately 
75,000 employees will strive to maintain and expand stable and 
sophisticated customer services.

(Nonconsolidated) 74,557 employees

20202019201820172016

(Unit: %, (People))

14.9
(526)

15.7
(555)

16.1
(583)

19.9
(799)

21.2
(867)

As of April 1

Ratio of Women in Management
[As of April 1, 2020]

Women account for approximately 90% of the Nippon Life work-
force and promoting activities for women to excel is a manage-
ment strategy to support sustainable corporate growth. Currently, 
there are 867 women (21.2%) active in management positions in 
a wide variety of fields.

(Nonconsolidated) 21.2%

Fiscal years ended March 31

20202019201820172016

(Unit: %)

100.0 100.0 100.0 100.0 100.0

Rate of Employees Took Childcare Leave
[For the fiscal year ended March 31, 2020]

Achieved the Company-wide target of 100% of male employees 
taking childcare leave for the seventh consecutive year since the 
year ended March 31, 2014. Approximately 1,700 people took 
leave, which is equivalent to about 1 in 4 of all Nippon Life’s male 
employees.

(Nonconsolidated) 100.0%

20202019201820172016

(Unit: Billions of Yen)

2,495.2 2,513.6 2,484.2 2,493.9 2,516.1

Fiscal years ended March 31

Insurance
claims

Annuities

Bene�ts

1,019.3

805.4

691.3

Total Payments for Insurance Claims, 
 Annuities and Benefits
[For the fiscal year ended March 31, 2020]

Total payments for insurance claims, annuities and benefits (total 
for individuals and companies) were ¥2,516.1 billion in the fiscal 
year ended March 31, 2020. 
 Nippon Life is committed to continuing to make payments 
with speed and reliability.

(Nonconsolidated) ¥2,516.1 billion

20202019201820172016

(Unit: %)

90.1 90.5 90.8 89.2 90.9

Fiscal years ended March 31

Customer Satisfaction
[For the fiscal year ended March 31, 2020]

■ Total of “Satisfied” and “Somewhat satisfied” responses

Once a year Nippon Life surveys customers for evaluation on the 
Company’s initiatives and uses the results to improve products 
and services.

(Nonconsolidated) 90.9%

Fiscal years ended March 31

20202019201820172014

(Unit: 10,000 tons)

18.8 18.4 18.1 18.3
16.9

CO2 Emissions
[For the fiscal year ended March 31, 2020]

Targets were set in fiscal 2019 of reducing CO2 emissions by 40% 
by fiscal 2030 and 80% by fiscal 2050 (with the year ended 
March 31, 2014 as the base year). 
 Nippon Life will continue to advance various CO2 reduction 
initiatives going forward.

(Nonconsolidated) 169,000 tons

Note: Combined total of Nippon Life’s emissions (Scope 1 and 2) and supply chain emissions (Scope 3). Data before the year ended March 31, 2017 is calculated retroactively. 
Provisional figure.

Participation in Sustainability Initiatives
Nippon Life fulfills its social responsibilities as a life insurance company and has signed and endorsed the following initiatives in Japan and 
overseas to contribute to the creation of a safe, secure and sustainable society.

United Nations Global 
Compact (GC)

Women’s Empowerment 
Principles (WEPs)

United Nations Principles for  
Responsible Investment (PRI)

Task Force on Climate-related  
Financial Disclosures (TCFD)

The Equator Principles (EPs)

Principles for Financial Action for the 21st Century
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Business Strategy

Undertaking important sustainability priorities

Nippon Life Group: “Working to be the leading company in
an era with an average life expectancy of 100 years.”

Medium-Term Management Plan “Zen Shin –next stage–”

Promoting growth strategies

Reinforcing our management platform

Customer-Oriented Business Operations

Domestic Business

Group Business

Asset Management

ERM Advanced
IT utilization

Human resource
development

• Increase profitability under an ultra-low interest 
rate environment

• Expand the social roles of the Nippon Life Group
• Steadily expand the profit of Group businesses

Medium-Term Management Plan

Overview of the Medium-Term Management Plan 
“Zen Shin –next stage– (2017–2020)”
Under the slogan of “Working to be the leading company in an 
era with an average life expectancy of 100 years,” we will aim 
to increase profitability under an ultra-low interest rate environ-
ment, harness the total capabilities of the Group to address the 
population decline and other long-term management challenges, 
and solidify our No. 1 position over the long term.

Specifically, our growth strategies include increasing profit-
ability under an ultra-low interest rate environment, expanding 
the social roles of the Nippon Life Group, and steadily expanding 
the profit of Group businesses. We have positioned the domains 
of ERM (Enterprise Risk Management), advanced IT utilization, 
and human resource development as important management 
pillars supporting these strategies, and we will carry out initia-
tives that lead the life insurance industry.

Growth Strategies

■ Increase Profitability under an Ultra-Low Interest Rate Environment

Nippon Life will implement measures in each domain to generate profitability in any kind of market environment.

Boost Revenues
● Generate profitability without being 

swayed by the interest rate (asset manage-
ment) environment through product port-
folio enhancement

Enhance Efficiency
● Drastically reshape the cost structure by 

revising business processes and using 
advanced IT and outsourcing, while main-
taining quality

Strengthen Investment Capabilities
● Implement risk mitigation measures, such 

as extending the asset duration, in light of 
factors such as prolonged ultra-low inter-
est rates

● Simultaneously generate positive returns 
and reduce economic value-based risk

■ Expand the Social Roles of the Nippon Life Group

The Nippon Life Group will expand the social role it fulfills as the Group grows.

Evolution of Value Delivered to Customers Customer Service Matching the Times

● Launch products that address needs for increasing assets and living 
needs through various distribution channels, while having Group com-
panies supply products to one another

● Develop ancillary and related services to help promote the health of 
individual customers and corporate employees

● Create the value of “insurance + α” by addressing a range of priori-
ties, including social contribution activities focused on national chal-
lenges centered on support for child-rearing, healthcare and dealing 
with the aging of society

● Provide simple customer procedures and services, thereby allowing 
customers to execute procedures anytime and anywhere

 � Renew customer service devices
 � Upgrade and expand the functions of the website and call center
 � Develop procedures and services to support elderly people
 �  Build a service platform for remote areas through such means as 

partnerships with external partners

■ Steadily Expand the Profit of Group Businesses

In order to continue to supply products and services to customers 
in any environment over the long term, we work to diversify and 
stabilize the business platform, and increase earnings opportuni-
ties by expanding Group businesses. Nippon Life has positioned 
domestic insurance, overseas insurance and asset management 
businesses, which have a strong affinity with its businesses, as key 
domains of activity. We are targeting Group company net income     
of ¥70.0 billion in the fiscal year ending March 31, 2021.

In the course of expanding Group businesses as a mutual 

company, it will be crucial for Nippon Life to return the benefits 
of Group management to its customers. These benefits will come 
from dividend income from Group companies. Nippon Life has 
established a basic policy on the capital and dividends it requests 
from Group companies. Nippon Life will work to maximize bene-
fits for its customers by requesting that Group companies provide 
well-balanced dividends to Nippon Life in consideration of the 
financial soundness of the Group companies themselves and the 
dividends they pay to their respective stakeholders.

Measures to Expand Profit

● Domestic insurance business—Deliver even more added value to cus-
tomers and rapidly fulfill diversifying needs in the domestic insurance 
business by establishing an integrated product supply platform encom-
passing the four companies of Nippon Life, TAIJU LIFE, Nippon Wealth 
Life, and HANASAKU LIFE

● Overseas insurance business—Consider entering frontier markets to 
build a business base that continues to grow, and investing in European 
and US insurance companies to diversify the earnings base, as well as 
strengthening existing businesses

● Asset management business—Consider raising investment ratios and 
making new investments, as well as strengthening existing businesses, 
in order to capture domestic and overseas wealth creation needs

● Expanding Group businesses—Step up efforts to address new business 
risks that will be assumed when expanding Group businesses through 
such means as strengthening the governance of companies Nippon Life 
has invested in and further enhancing its financial position

Customer-Oriented Business Operations

To gain greater trust from customers and society, based on its 
Customer-Oriented Operational Management Policy, Nippon Life 
works to increase awareness among all executives and employ-
ees while promoting expansion of its products and services lineup 
and provision of appropriate information suited to customers’ 
desires to address various needs. In fiscal 2019, it has maintained 
a high customer satisfaction level—which acts as an index to 
gauge establishment of that policy—at 90.9%.

In addition, Nippon Life established a Customer-Oriented 
Business Operational Promotion Committee, which is mainly com-
prised of executive-class members, and strengthened its system for 
monitoring the status of initiatives in each of the Company’s 
domains. To continue fulfilling its coverage responsibilities over the 
long term, Nippon Life strives to take a  customer-oriented approach 
in all of its business operations, based on its belief that all opera-
tions are connected to customers.
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Realize a society that does not 
create poverty and inequality 
— Develop a framework for society to nurture 

the next generation—

Build a society that can boast to the 
world of good health and long lives
— Initiatives to contribute to extension of 

health expectancy—

Realize a sustainable global 
environment 
— Initiatives to address climate change—

ESG investment and finance that 
encourages achievement of SDGs
— Encourage social and corporate action 

through investment and financing and 
stewardship activities—

Making changes proactively

Wealth and
class disparity

Population decline

Super-aging society Gender equality

Access to finance Climate change

For more information on the identification process of important sustainability priorities, status of initiatives and our vision for achieving the SDGs, please 
visit the Nissay website.

P110

https://www.nissay.co.jp/kaisha/csr/management/

Strengthen the compliance system

Management respectful of the human rights of 
all people

Upgrade the approach to ERM

Recruitment, development and retention of diverse human 
resources / Promote diversity and inclusion / Promote workstyle 
reforms and Health and Productivity Management

Long-term stable business operation through the mutual 
company structure / Proper distribution of economic value /
Strengthen corporate governance / Integrate CSR issues into 
management / Stakeholder engagement

Important Sustainability Priorities

Management issues

Various social issues

Company Vision for Achieving SDGs

Expectations
from stakeholders

Nippon Life’s 
social responsibilities

Nippon Life’s identity

P25

P26

P27

P48

P108

P109

P110

P110

P110

Realize a safe, secure, and
 sustainable society

Improve customer satisfaction and enhance the provision of 
information / Address social issues through provision of 
products and services / Provide universal services / Provide 
insurance services suited to every region / Contribute to shaping 
a sustainable society through asset management / Build 
cooperative relationships and contribute to the development of 
communities and society

▶Customers / Communities and society

Initiatives for climate change P109
▶Environment

▶Compliance

▶Human rights

▶Risk management

▶Employees

▶Corporate governance

Providing information

Since 2020

Since 2017

Since 1920s

Foundation

Since early 1950s Since 2010

2009

2011

P82–83

* Actions that a guardian undertakes to entrust their child to a place such as a daycare center to balance work and child-raising

Lack of understanding

Openings

Company-led daycare 
centers nationwide

Training

Search

Guidance for users

Proposals for 
service usage

Life Care Partners

Specialized websites

List of daycare centers
Information about

child-raising
Training videos, etc.

Ordinary companies

Introduction of Services
Investment Investment

Measures to help employees 
balance work and child-raising, etc.

Concerns about entry into 
daycare centers

Lack of relevant information 
about daycare entry activities*

Lack of training and 
educational opportunities

Child-raising employees

Company Vision for Achieving Important Sustainability Priorities and SDGs

With the spirit of “co-existence, co-prosperity and mutualism” serving as the foundation for business activities at Nippon Life, we aim to increase our 
corporate value by contributing to the realization of a safe, secure, and sustainable society in all corporate activities throughout the entire value chain.

In its initiatives, Nippon Life will promote sustainability management, placing importance on 18 important sustainability priorities which 
have been selected based on expectations from stakeholders, including SDGs (Sustainable Development Goals), and relevance to the Company’s 
business (such as social responsibilities or Nippon Life’s identity).

Furthermore, to achieve the SDGs, the Company places particular importance on three themes and ESG investment and finance.

Company Vision for Achieving SDGs

Realize a society that does not create 
poverty and inequality
—Developing a framework for society to nurture the next generation—
With one in seven children in Japan currently living in a state of relative poverty*, a link to future generations is becoming a social issue. Since 
its foundation, the Company has carried out the role of a social safety net through life insurance, which is a system of mutual aid. To realize a 
society in which all people can actively participate, we will work to develop a framework for society as a whole to nurture people who will 
support the next generation.

* Source: 2016 Comprehensive Survey of Living Conditions

Construction of a social safety net
● Carried out immediate insurance 

payments in the aftermath of the 
Great Kanto Earthquake

Maintaining our belief in “keeping promises 
to customers” and fulfilling our coverage 
responsibilities

● As part of the Zutto Motto Service for individual policyholders, con-
structed a system that allows policyholders to donate accumulated 
Thanks Miles to an organization that makes social contributions 
(such as Ashinaga or the Japanese Red Cross Society)

● Development of “visiting lessons” or “in-house lessons”

For healthy development of children and 
young people
As a means of support for children who will lead future generations, beginning in 2009, 
Nippon Life created a comic entitled “The Insurance Secrets,” which simply explains 
things like the workings and importance of insurance, and “My Plan for the Future,” 
which is educational material for life design. Nippon Life provides these to elementary 
and junior high schools as well as public libraries across the country. Additionally, 
beginning in 2011, it launched “visiting lessons” and “in-house lessons” in which 
Nippon Life employees serve as instructors for junior high and high school students.

● After the war, employed and created 
jobs for many people who had lost 
their families

● Initiatives to realize a society where people 
can balance both child-raising and work

Special policy maintenance section 
members departing the headquarters

Business activities during the 
Showa era (1926–1989)

National rollout of Company-led daycare 
 centers together with Nichii Gakkan
To help solve the social issue of children being on standby to enroll in daycare centers, 
Nippon Life began a national rollout of Company-led daycare centers in collaboration 
with NICHIIGAKKAN CO., LTD. in April 2017. In 2019, it completed installations in 83 
locations across all prefectures. Moving forward, the Company is continuing its support 
in preparation for rollout of approximately 100 locations nationwide.

Building infrastructure to connect Company-led daycare 
 centers nationwide to companies and employees
Since January 2020, Nippon Life has been developing an initiative to be a go-between for corporate employees 
worried about searching for daycare centers and Company-led daycare centers worried about stable operations. 
This initiative is being developed at the Company’s subsidiary, Life Care Partners Co., Ltd. The Company is advanc-
ing further development in the area of child-raising support while continuing to cooperate with Global Kids Co., 
Ltd., a major daycare business operator collaborating in the initiative.

24 25

Corporate Governance 
and Management

Business Overview
Management  

Platform
Company DataAbout Nippon Life

Corporate Governance 
and Management

Business Overview
Management  

Platform
Company Data



Since 2018

Since 2016

Since 2020

Since 2019

Since 1992

1 2

3

New Products

Foundation

Nissay Health Promotion 
Consulting Service 
(Wellness-Star☆)

Athlete

Providing products 
and services as one

Offering support so that 
anyone can combat dementia as best 

they can or live comfortably even after diagnosis.

Launched Ninchisho Support 
Plus insurance that covers 

dementia

Support creation of a society that 
gives full communal and societal 

support to patients with dementia 
and their family members

Provision of various services
for total support from enrollment to 

after insurance payment

Tree-planting activities (1992)

Activities to foster tree growth (2019)

Since 1979

2012

Since 2018

2019

Since 1992

Yuki Sales Of�ce of the Oyama Branch

Nissay Fuji Forest Plantation No. 1

Company Vision for Achieving Important Sustainability Priorities and SDGs

Build a society that can boast to the world 
of good health and long lives
—Initiatives to contribute to extension of health expectancy—

Realize a sustainable global environment
—Initiatives to address climate change—

As Japan enters “an era when a lifetime spans 100 years,” extending health expectancy is becoming a social issue.
Recently, Nippon Life upheld the theme of “Build a society that can boast to the world of good health and long lives” to help extend health 

expectancy while supporting the creation of a society in which each individual can live comfortably in their own way in this era. The Company 
will advance initiatives toward making this a reality.

Climate change has become a truly urgent issue in recent years as, for instance, natural disasters are occurring frequently due to global warming. 
The Company has worked hard on being environmentally conscious in every field up until now to reduce its environmental impact through 
paper and electricity usage as it operates the life insurance business.

Nippon Life will make even greater efforts to handle the issue of climate change to fulfill its corporate social responsibility and realize a 
sustainable environment.

Supporting the 
realization of a 
society where 
people can live com-
fortably in their own 
way through provision 
of products and services
As we enter “an era when a lifetime spans 100 years” 
and the needs of customers and society grow more 
diverse, Nippon Life is providing various products and 
services that people can use to live comfortably in their 
own way. For instance, in 2016 it released Gran Age 
insurance for a long lifespan, and in 2018, it released 
Daijobu insurance for lifestyle diseases and NEW in 1 
insurance, which covers the risks of hospitalization 
with a lump-sum payment.

● Launched Nissay Mirai no Katachi “Ninchisho Support Plus”
This product promotes early detection of dementia and prevents the disease from 
growing more severe by paying a lump sum in the event that a person receives a 
diagnosis of mild cognitive impairment (MCI), which is the early stage of dementia, in 
addition to cases of dementia diagnosis. Nippon Life also provides various services and 
total support from enrollment to completion of insurance payment.

Additionally, the Company encourages the creation of a society that gives full com-
munal and societal support to patients with dementia and their family members by, for 
instance, training “Dementia Supporters.”
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● Development of healthcare business

Toward extension of health expectancy 
through initiatives to support health 
promotion
Since April 2018, Nippon Life has provided Nissay Health Promotion 
 Consulting Service (Wellness-Star☆) in partnership with Nomura Research 
Institute, Ltd. and RECRUIT LIFESTYLE CO., LTD. It is preparing a wide variety 
of services such as consulting services to support health planning based on 
medical data and health and productivity management.

In addition, it provides services that help support prevention and 
early detection, such as provision of simple cancer screenings and skills 
to prevent dementia, as well as development of a program aimed at 
people with prediabetes. P31

● Launched the Nissay Million Tree-Planting Campaign

Contributions to the global environment 
through forestation
Hoping to pass along our irreplaceable global environment to future generations, 
Nippon Life began planting forests in 1992, together with the Nissay Green Foundation 
(a public interest incorporated foundation). Over 1.36 million trees have been planted 
since this program started, with the Nissay Forests Association now stretching across 
200 sites in 46 prefectures.

● Reduced amount of paper usage while provid-
ing the Policy Terms and Conditions and Policy 
Clause on the Nissay homepage

➡  April 2012: Provided Policy Terms and Conditions  
on CD-ROM

➡  April 2018: Provided Policy Terms and Conditions  
on website

➡ October 2019: Provided Policy Clause on website

● Agreed with the recommendations of the TCFD  
(Task Force on Climate-related Financial Disclosures)

● Established targets for reducing CO2 emissions

● Acquired ZEB Ready certification for sales office property

P87

● Distribution of disease 
prevention pamphlets

● Three major disease 
insurance Athlete (dread 
disease term rider) 
launched

● Began providing Gran Age Star, 
a paid service for seniors

Pamphlets about infectious 
disease prevention

Offering products and services that meet today’s needs
Contributions to the global environment through environmental initiatives

● Began aiding environmental research (Nippon Life Foundation)

➡ Giving back to society through symposiums and publications about research results
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Contributions to environment through energy 
conservation at sales bases
From now, the sales bases the Company builds will, in principle, be built according to 
ZEB Ready standards in an effort to further reduce environmental impact.
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