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Management targets 
Medium-Term Business Plan Targets (Percent-
ages and figures represent targeted change 
from the fiscal year ended March 31, 2017)

Results for the 
fiscal year ended 
March 31, 2020

Difference from results 
in the fiscal year ended 

March 31, 2017
Met/Unmet

Corporate Value (EEV) +20% ¥5,794.8 billion Met +20.0%

Annualized Premiums in Force (Individual insurance marketing) ¥2,247.0 billion ¥2,180.7 billion Unmet –1.1%

Group Life Insurance in Force (Group insurance marketing) No. 1 Domestic share ¥116.3 trillion Met +3.0%

Annualized New Premiums from Third-Sector Insurance ¥56.0 billion (+40%) ¥44.9 billion Unmet +9.4%

Number of  
Customers

Agency distribution channel and other channels 7,000 thousand 7,070 thousand Met +260 thousand

Group insurance marketing channel 4,940 thousand 5,000 thousand Met +210 thousand

Number of Advisors 33,000 33,467 Met +2,212

Capital Efficiency Indicator (RoEEV) Stably ensure an annual average of around 6% 6.8% Met —

Economic Solvency Ratio (ESR) 150-160% or more 155% Met —

On-Balance Sheet Capital ¥3,000.0 billion ¥3,105.3 billion Met +26.0%

*1 � The number of life insurance policyholders reached by Meiji Yasuda’s sales personnel or 
other employees via face-to-face and/or no-physical-contact services 

*2 � The number of persons insured by voluntary group insurance through Meiji Yasuda’s 
personnel in charge of group insurance marketing (including those reached via corporate or 
group customers or their business bases) 

*3 � The number of corporate and group customers reached (among those enrolled in group 
insurance policies or other products sold via the Bancassurance channel) by Meiji Yasuda’s 
personnel in charge of group insurance marketing 

*4 � Number as of April 1, 2021 

*5 � Results of customer satisfaction surveys undertaken in November 2020 targeting 
policyholders of individual life insurance and individual annuities as of August 31, 2020. 
Respondents select from a five-grade rating system: “satisfied,” “somewhat satisfied,” 
“normal,” “somewhat unsatisfied” and “unsatisfied.” 

*6 � (Partial) surrender and lapse rates represent the proportion of (partially) surrendered and 
lapsed policies to policies in force at the beginning of the fiscal year. The rates are 
calculated based on annualized premiums in force. 

*7 � (Partial) surrender and lapse rate of “Best Style” and “L.A.”

Targets Results Met/Unmet

Number of customer contacts (Individual insurance marketing)*1 5,000,000 individuals 5,283,000 Met

Number of customer contacts  
(Group insurance marketing)

Persons insured by group life insurance*2 2,500,000 individuals 2,835,000 Met

Corporate and group customers*3 6,800 corporate and group customers 6,842 Met

Number of agents*4 34,500 (Approx. +1,000 year on year) 36,736 Met

Management targets Targets Results for the fiscal year ended March 31, 2014

Individual Insurance Marketing Annualized Premiums in Force ¥1,960.0 billion ¥2,083.8 billion

Group Insurance Marketing Premium Income ¥1,050.0 billion ¥1,243.6 billion 

Corporate Value (EEV) ¥2,900.0 billion ¥3,419.4 billion

April 2006 to March 2008 Meiji Yasuda Revitalization Program April 2008 to March 2011 Meiji Yasuda Challenge Program 

Management targets Targets Results for the fiscal year ended March 31, 2017

Corporate Value (EEV) ¥5,300.0 billion ¥5,504.6 billion

Individual Insurance Marketing Annualized Premiums in Force ¥2,198.0 billion ¥2,205.2 billion

Group Insurance Marketing
Group Life Insurance in Force Maintaining our No. 1 domestic market share ¥112.9 trillion

Group Pension Assets Managed
Maintaining and steadily increasing assets 

under management
¥7.44 trillion

Management targets 

Item Results 
Ref. Results for the year 
ended March 31, 2020

”Satisfied” +  
“Somewhat satisfied” 64.8% 62.8%

”Satisfied” 29.0% 27.1%

Item Results 
Ref. Results for the year 
ended March 31, 2020

Individual life insurance and 
individual annuities 3.96% 4.12%

Flagship products*7 5.06% 6.10%

Customer satisfaction ratings*5 (Partial) surrender and lapse rate*6

Major Achievements of Successive Business Plans

• �Secure sustainable growth potential in the domestic life insurance business 
 “Kaigo no Sasae,” a nursing care insurance, released 

• �Actively invest in growth markets, such as the overseas insurance business and the nursing 
care service business 
 �Sunvenus Tachikawa Company Limited, a private nursing home operator, made a subsidiary
 Expansion into the insurance industry in Poland, initiated

• �Adopt sophisticated risk management and strengthen the capital and financial base

April 2011 to March 2014 Meiji Yasuda New Development Program

April 2014 to March 2017 Meiji Yasuda NEXT Challenge Program 

To date, we have been implementing Medium-Term 
Business Plans along with various key programs while 
promoting employee-driven activities using a bottom-up 
approach. In these ways, we have pursued the enhance-
ment of customer satisfaction in addition to securing 
sustainable growth in our corporate value. 
  Under the Meiji Yasuda New Development Program 
(April 2011 to March 2014), we promptly took action in 
response to the Great East Japan Earthquake, visiting all 
policyholders living in regions struck by this disaster and 
confirming their whereabouts in a way that fully utilized 
the strengths of our face-to-face after-sales services.
  In line with the Meiji Yasuda NEXT Challenge Program 

(April 2014 to March 2017), we upgraded our structure for 
after-sales services by, for example, introducing a scheme 
that helps elderly customers who reach longevity celebra-
tion years confirm the content of their policies. We also 
released “Best Style,” a product capable of providing 
comprehensive protection, while making the U.S.-based 
StanCorp Financial Group, Inc. a wholly-owned subsidiary.
  Having then launched MY INNOVATION 2020 (April 2017 
to March 2020), we started the “Wellness for All Project” to 
deliver products, services and campaigns designed to assist 
health improvement efforts. We also implemented other initia-
tives aimed at helping customers maintain and improve their 
own health condition via our face-to-face after-sales services.

• �Pursue brand strategy centered on face-to-face after-sales service
 �“MY Anshin Family Registration Scheme” and “MY Longevity Policy Checking Scheme,” released 

• �Execute growth strategy involving the enrichment of third-sector insurance products, such as 
medical insurance, and the proactive expansion of the overseas insurance business 
 “Best Style,” comprehensive protection insurance, released 
 The U.S.-based StanCorp Financial Group, Inc., made a wholly-owned subsidiary

April 2017 to March 2020 MY INNOVATION 2020 

• �The “Wellness for All Project,” launched 
 �“Best Style with Health Cash Back” and “Dementia Care MCI 
Plus,” released
 �“MY Wellness Activity Report” service, released
 �Hosted “Meiji Yasuda Life J.League Walking Campaign” and 
other events aimed at assisting health improvement 

• �Growth strategies aimed at expanding our customer base, promot-
ing new market initiatives and realizing better asset management
 �Introduced products targeting priority fields in the domestic life 
insurance market (whole life medical insurance with a lump-sum 
benefit, etc.) 

 Stepped up credit investment and financing

In the fiscal year ended March 31, 2021, we had initially planned 
to launch “MY Mutual Way Phase I,” a new three-year program 
aimed at securing a path toward the realization of our vision 
toward 2030 under “MY Mutual Way 2030,” a 10-year plan. 
However, the commencement of this program was postponed 
until the subsequent fiscal year in light of changes in the busi-
ness environment due to the COVID-19 pandemic. Instead, we 
formulated and implemented a single-year business plan titled 
Special After-Sales Service Program “Always by Your Side!”

	 Premised on ensuring customer and employee safety, this 
special program placed the utmost priority on the steady execu-
tion of the payment of insurance claims and other core functions 
as well as the provision of after-sales services to customers. In 
line with this prioritization, we implemented three essential poli-
cies: “Promotion of Customer-Oriented Initiatives,” “Establishing 
Systems Considering COVID-19” and “Implementation of Four 
Major Reforms in Advance.”

April 2020 to March 2021 Special After-Sales Service Program “Always by Your Side!”

• �Promotion of Customer-Oriented Initiatives
 �Informed customers of such special treatments as the extension of insurance premium 
grace period

 �Promoted “Delivering Peace of Mind Activities” to provide customers with consulting 
services on the content of coverage and insurance premiums

• ��Establishing Systems Considering COVID-19
 �Developed and upgraded infrastructure for no-physical-contact customer communications

Indicators for verification 

Achievements (management targets, etc.) 
• �All management targets, including 

EEV, which indicates our corporate 
value, were met

• �Customer satisfaction ratings from 
customer satisfaction surveys 
improved to 57.8%

Achievements (management targets, etc.) 
• �Met all management targets via the pro-

motion of initiatives to achieve essential 
policies 

• �Customer satisfaction ratings hit a record 
high on customer satisfaction surveys

• �Operating base reinforcement strategies aimed at ensuring better 
governance and improved work engagement 
 �Promoted and practiced a business management method 
based on enterprise risk management (ERM) 

• �Brand strategy aimed at promoting our new corporate philoso-
phy, the “Meiji Yasuda Philosophy”

Achievements (management targets, etc.) 
• �Met most management targets as a result of our efforts to 

enhance corporate value in a way that strikes a balance between 
growth potential, profitability and financial soundness 

• �Customer satisfaction ratings from customer satisfaction surveys 
improved to 62.8%

Achievements (management targets, etc.) 
• �Achieved operating results well in 

excess of all management targets
• �Customer satisfaction ratings from 

customer satisfaction surveys 
improved to 51.0%
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Our 10-year plan

MY Mutual Way 2030
We have formulated this plan with the aim of directly addressing the rising sense of crisis  

over disruptive change*1 in the business environment. In doing so, we utilized a backcasting approach*2  
based upon a business environment analysis that forecasts the next 30 years.  

Based on the results of this analysis, our 10-year plan MY Mutual Way 2030 was launched on April 1, 2020,  
with a renewed focus on securing responsiveness to flexibly adapt to long-term change and pursuing  

customer-oriented business operations that transcend time via the full utilization of our strength  
as a mutual company supported by policyholders acting as mutual members.  

Under this plan, we are taking on the challenge of becoming the best life insurer of choice  
from customers in local communities as well as the industry’s leading company  
based on the further enhancement of our customer-oriented business approach.  

Moreover, we established the following ideal with regard to what  
Meiji Yasuda must look like in 10 years (2030) upon fully accomplishing this challenge. 

The most accessible, industry-leading life insurer capable of “Wellness for People, Vitality for Communities”

203020202014 2017

*1  Fundamental changes in the business environment that force existing business models to change 
*2  A future-oriented approach that begins with the forecast future and then works backwards in order to determine what needs to be done in the present

* �Net Promoter Score: a registered trademark of Bain & Company, Inc., Fred Reichheld and Satmetrix Systems, Inc. Meiji Yasuda has introduced NPS as an indicator for evaluating the status of 
customer relations as it helps formulate across-the-board measures aimed at creating loyal customers and improving sales approaches via the survey and analysis of latent customer needs, 
which cannot be assessed by conventional customer satisfaction surveys.

Conventional megatrends Changes induced by the COVID-19 pandemic

Economic
environment /

regulatory
trends

Acceleration of
digital shift

Digitalization /
healthcare

Changes in
value systems

Social
structure

• Prolongation of the ultra-low interest rate 
environment in Japan

• Introduction of new laws and regulations

• Normalization of a “contactless economy”
 — Popularization of no-physical-contact 

  communications, online shopping, 
  work-from-home (WFH) environment, etc. 

 — Changes in customer contact points 

• Materialization of risks arising from the 
concentration of business bases 

 — A trend toward geographical dispersion 

• Changes in key factors affecting 
competition among corporations 

 — Decreased significance of geographical 
  restrictions 

 — Growth of platform businesses

• Progress in digitalization 

• Advances in healthcare technologies

• Rising health awareness

• A growing international trend toward 
social sustainability 

• A decline in domestic population, the 
excessive depopulation of local areas and 
the coming of an ultra-aging society 

• An increase in the number of women and 
seniors serving in the active workforce 

• We aim to become the most accessible life insurer, with deep roots 
in each community where we operate. To this end, we provide finely 
tuned after-sales services to meet individual needs of customers 
while closely engaging with their communities via involvement in 
local activities. 

• We therefore undertake a variety of nationwide initiatives aimed at 
helping people in each community improve their health and enjoy 
abundant lives.

Fundamental approach for business management

Ongoing upgrading of customer-oriented business operations in line with changing times

Improve our social value

The best life insurer of choice 
from customers in local communities

• We aim to become a life insurer capable of constantly earning 
top-notch evaluation among domestic peers via the practice of stable 
business management that can navigate Meiji Yasuda over the next 
100 years no matter the changes we face going forward. 

• To this end, we endeavor to expand our market share in the domestic 
life insurance field in regions across Japan while striving to enhance 
profit from asset management and the overseas insurance business as 
well as maintain top-tier financial soundness.

Improve our economic value

The industry’s leading company

Indicators for verifying our social value
Customer satisfaction rating, NPS®* / total corporate attractiveness rating / 

public recognition of our health promotion and community 
contribution activities / CO2 emission volume, etc.

Indicators for verifying our economic value
Group surplus / Group ESR

Essential policies under the 10-year plan

Provide
customers and

their communities
with value beyond
their expectation

Effectively
fuse human and

digital capabilities

Ensure flexible
and disciplined

mutual company
management

Develop asset
management and

the overseas
insurance business
into earnings pillars

• Products and service

• Key sales channel

• Community contribution

• Reducing customer burden

• Operational process reforms

• Resource allocation

• Profit and business portfolio

• Upgrading asset 
management methodologies

• Raising profit from the 
overseas insurance business 

• Group business management

• ERM-based management

• Surveys and research

Develop leading-edge products and services focused on providing higher social value by contributing to quality of life (QOL) 
in the age of centenarians 

Step up initiatives to help create prosperous regional communities with focus on being a life insurer with roots to each community

Reduce the sense of burden customers may feel when they, for example, apply for administrative procedures, via the integration 
of human operations and digital technologies 

Promote operational process reforms via the use of digital technologies while allocating more advanced functions to employees

Enhance the effectiveness and efficiency of our management resources by shifting them from the “cost center”

Promote the reform of our profit and business portfolio, with asset management and the overseas insurance business being 
positioned as growth fields 

Diversify and enhance asset management methodologies to improve total asset management return 

Raise base profit equivalents from the overseas insurance business to ¥80.0 billion or more by March 31, 2028 

Push ahead further with the upgrading of the Group’s business management structure to secure responsiveness to the further 
expansion of the overseas insurance business 

Put business management based on ERM into practice with an eye on changes in the economic environment and a shift of 
management focus to economic-value based indices 

Strengthen our structure for surveys and research aimed at securing flexibility to adapt to changes in the business environment

Enhance face-to-face after-sales services tailored to meet individual needs of customers with an eye on serving a growing 
number of elderly customers 

1

2

3

4

About MY Mutual Way 2030—Our 10-Year Plan
“MY Mutual Way 2030” aims to pursue customer-oriented busi-
ness operations that transcend time while flexibly adapting to 
long-term change. Accordingly, this 10-year plan is based on 
the further enhancement of our customer-oriented business 
approach. By executing this plan, we aim to raise our corporate 
value in two aspects. Namely, we will raise our “social value” by 

providing each customer with finely tuned after-sales services 
and contributing to local communities in regions where we 
operate. At the same time, we will improve our “economic 
value” through stable business management that can navigate 
Meiji Yasuda over the next 100 years.

Vision toward 2030

Constantly improving our customer-oriented business operations in light of the 
changing business environment

Changes in the environment surrounding Meiji Yasuda 

The COVID-19 pandemic prompted the significant acceleration of the digital shift throughout society. With a “contactless economy” 
becoming a new norm, the pandemic also caused changes in individual behavior and social structure, leading to higher public aware-
ness regarding health maintenance and social sustainability.

The most accessible, industry-leading life insurer capable of  
“Wellness for People, Vitality for Communities”Vision toward 2030
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As we seek to remain capable of delivering “Peace of mind, forever,” we 
will continue to provide finely tuned after-sales services aimed at 
extending lifelong support for customers. In this way, we will practice 
stable business management that can navigate Meiji Yasuda over 
the next 100 years.

2020 2021 2024 2030

Our 10-year plan 
MY Mutual Way 2030

Trajectory of our growth so far

Vision toward 2030 

The most accessible, industry-leading life 
insurer capable of “Wellness for People, 

Vitality for Communities” 

Contribution to sustainable 
social development 

Fundamental approach for business management 

Basis for improvement in our 
social and economic value

Improvement in 
social value 

The best life insurer of 
choice from customers 
in local communities 

Improvement in 
economic value

The industry’s 
leading company

Two Major 
Projects 

Four Major 
Reforms 

DX strategy 

Accelerate a phase change toward 2030 by 
integrating the DX strategy to the execution of 
Four Major Reforms and Two Major Projects

“MY Mutual Way Phase I” 
Apr. 2021 to Mar. 2024  

Special After-Sales Service 
Program “Always by Your Side!”

(Apr. 2020 to Mar. 2021)

Implementing systems to adapt 
to COVID-19 environment

Changes in the 
environment due to the 

COVID-19 pandemic 

Phase changePhase change

Ongoing upgrading of 
customer-oriented business operations 

aligned with customer needs

Growth strategies

Co
rp

or
at

e 
st

ra
te

gi
es

 

Operating 
base 

reinforcement
strategy

Brand
strategy 

DX
strategy

MY Mutual Way Phase I

M
ed
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m

-T
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m
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s 
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Domestic life insurance business

Creation of new channels via, 
for example, MY Link Coordinators

Establishment and strengthening of 
market development system by utilizing 

the Company’s strengths

Provision of advanced products 
and services 

Establish new face-to-face services 

Promote further digitalization

Increase the sophistication and efficiency of 
our administrative service operational structure

Asset management

Enhance our core asset 
management functions 

Rebuild asset 
management platforms 

Strengthen our asset 
management governance

Overseas insurance business initiatives 

Upgrading unified management for the Group

Recovery and improvement of profitability 

Develop a structure supporting growth

Overseas insurance business 

Reform of the
governance structure

Reform of the resource
management structure

Reform of the innovation
promotion structure 

Accelerate phase change via integration of DX strategy with Four Major Reforms and Two Major Projects

Pursue experience value 
Achieve optimization/

sophistication via advanced 
technologies 

Enhance business 
operations based on data Step up external collaboration

Form a Meiji Yasuda brand that aligns our corporate vision and “Vision toward 2030”

Two Major Projects Secure public recognition of our ideal brand image as a company capable of delivering 
“Wellness for People, Vitality for Communities”

Support customers in their health improvement efforts Create flourishing regional communities

Prolong healthy 
life expectancy 

Establish No. 1 brand in 
terms of contribution to
 health improvement 

Contribute to 
regional vitalization

Enhance contact points 
with customers in 
local communities 

Corporate Culture and Brand Creation Activities 
To realize the Meiji Yasuda Philosophy, we strive to foster a culture where every employee can work proactively and 

independently, engaging via a bottom-up approach in our ongoing initiatives aimed at creating the Meiji Yasuda Brand.

Progress under “MY Mutual Way Phase I”—a Three-Year Program Spanning 
April 2021 to March 2024

Meiji Yasuda is currently promoting “MY Mutual Way Phase I,” 
which consists of the Medium-Term Business Plan and 
Corporate Culture and Brand Creation Activities, and constitutes 
a three-year program spanning April 1, 2021 to March 31, 2024. 
	 In line with the Medium-Term Business Plan, we focus on 
implementing the Four Major Reforms in “sales and services,” 
“core functions and administrative services,” “asset management” 

and “mutual company management” while taking on the Two 
Major Projects and other endeavors. 
	 Through our engagement in Corporate Culture and Brand 
Creation Activities, we also strive to enhance the Meiji Yasuda 
Brand and realize the Meiji Yasuda Philosophy by employing a 
bottom-up approach that encourages each employee to proac-
tively and spontaneously take action.

Overview of “MY Mutual Way Phase I”

Positioning of FY2021 to 2023 Plan in the 10-Year Plan

Following the implementation of Special After-Sales Service 
Program “Always by Your Side!” in the fiscal year ended March 
31, 2021 (FY2020), we launched “MY Mutual Way Phase I” 
extending from April 2021 to March 2024 (FY2021 to FY2023). 
This entailed the full-scale launch of the Four Major Reforms 
aimed at thoroughly reviewing systems, infrastructure and other 
business functions. At the same time, we continue to execute 
the Two Major Projects to promote wellness for customers and 

the creation of flourishing communities. Moreover, we actively 
pursue the utilization of digital technologies to restructure our 
business management through the digital transformation (DX) 
strategy. The DX strategy is currently implemented along with 
the above reforms and projects in an integrated and consistent 
manner. Through these endeavors, we aim to secure a path for 
growth and accelerate a “phase change,” with the aim of realiz-
ing our vision toward 2030.

Positioning of FY2021 to 2023 Plan in the 10-Year Plan
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*1 � Annualized premiums arising from protection-type products handled via the MY Link 
Coordinator (sales personnel) channel and the group insurance marketing handled by agency 
channel and group insurance marketing channel. 

*2 � Life insurance policyholders (including deferral and receiving annuity payments) + Life 
insurance insured persons + Non-life insurance policyholders (excluding redundant policyhold-
ers) through our agency channel and others.

*3 � *The number of persons insured by voluntary group term life insurance (insured persons and 
insured spouses of group term life insurance contracts underwritten by the Company on a 
standalone basis or as the leading underwriter).

*4 � Figures for each fiscal year are as of April 1 of the following fiscal year.
*5 � Base profit of the group + “Group capital gains/losses” 

1. Management targets

Progress under “MY Mutual Way Phase I”—a Three-Year Program Spanning April 2021 to March 2024

Item Medium-Term Business Plan targets Results for the fiscal year ended March 31, 2022

Corporate value Group surplus 13% growth (annual average growth: 4%) 4.9% growth from April 1, 2021

Soundness 
Group ESR Stably achieving 165% or more, aim for 220% (provisional) 211%

On-balance sheet capital ¥4.4 trillion ¥4.1 trillion

Profitability Base profit of the Group ¥550.0 billion ¥617.1 billion

Growth 

Annualized premiums in force 
[Protection-type products]*1 ¥770.0 billion  2.2% growth from April 1, 2021 ¥749.3 billion  0.5% decrease from April 1, 2021

Group life insurance in force No.1 domestic share No.1 domestic share

Number of customers 12,350,000  +250,000 from April 1, 2021 12,150,000  +60,000 from April 1, 2021

Individual insurance marketing*2 7,230,000  +140,000 from April 1, 2021 7,170,000  +89,000 from April 1, 2021

Group insurance marketing*3 5,130,000  +120,000 from April 1, 2021 4,970,000  -29,000 from April 1, 2021

Number of advisors*4 38,000  +1,200 from April 1, 2021 36,635  -101 from April 1, 2021

3

   Revised management targets

* �Percentage of the sum of the number of respondents who chose “satisfied” or “somewhat 
satisfied” based on customer satisfaction surveys. Respondents select from a five-grade rating 
system: “satisfied,” “somewhat satisfied,” “normal,” “somewhat unsatisfied” and “unsatisfied.”

In the fiscal year ended March 31, 2022, the first year of the 
three-year program “MY Mutual Way Phase I,” we implemented 
the Four Major Reforms and the Two Major Projects in addition 
to promoting DX strategy and other endeavors. This enabled us 
to make progress in our initiatives to raise Meiji Yasuda’s future 
growth potential in a significant way. For example, we have 
transitioned our sales personnel system to the “MY Link 
Coordinator” system while pushing ahead with market develop-
ment efforts based on regional affinity. We have also upgraded 
our asset management structure to gain a greater volume of 
comprehensive return.
	 At the same time, we added “relationship with future genera-
tions” to the conventional list of key stakeholder relationships 
enshrined in our corporate vision under the Meiji Yasuda 

Philosophy. Moreover, we have established the Group 
Sustainability Policy and otherwise developed a robust promo-
tion structure for handling such sustainability issues as the SDGs. 
As such, we have also made progress in initiatives aimed at 
contributing to the creation of a sustainable society. 
	 As a result of these efforts, insurance premiums of the Group 
and base profit of the Group both surpassed levels recorded in 
the previous fiscal year, achieving increases in revenues and prof-
its. Group surplus, which indicates our corporate value, rose 4.9% 
from the end of the previous fiscal year, securing a stable growth 
track. Furthermore, customer satisfaction ratings from customer 
satisfaction surveys hit 67.2%, exceeding the previous record 
high achieved in the fiscal year ended March 31, 2021.

Progress under “MY Mutual Way Phase I”

Operating results for the fiscal year ended March 31, 2022 
demonstrate the steady progress we have made thus far toward 
the achievement of targets defined under the Medium-Term 
Business Plan. 
	 On the other hand, in light of changes in the external environ-
ment, we have partially reviewed the definition of management 
targets for the fiscal year ending March 31, 2023 and later while 

introducing Group adjusted surplus as an indicator for assess-
ing the volume of funds available for the payout of policyholder 
dividends and measures to return profit to regional communi-
ties. Going forward, we will flexibly review levels of our targets 
and other indicators as necessary based on changes in the 
operating environment. 

Item Content of revision Overview Targets after revision

    Base profit of the Group
The following changes have been made to the previous definition. 
Hedging costs related to foreign exchange are included and gains/
losses on cancellation of investment trusts and others are excluded.

Stably secure approximately ¥450.0 billion 

    Group adjusted surplus*5
Introduced as an indicator for assessing the volume of funds available 
for the payout of policyholder dividends and measures to return profit to 
regional communities 

Secure the financial resources necessary 
to maintain current policyholder dividends 
and regional returns

    �Annualized premiums in force  
[Protection-type products] 

Changes to definitions limited to contracts handled by MY Link 
Coordinator (sales agency) channel and corporate sales channel

¥620.0 billion (+2.6% from April 1, 2021)

    Number of MY Link Coordinators 
Renamed the item in conjunction with the renaming of sales personnel 
from MY life plan advisors to MY Link Coordinators in April 2022 

38,000 (unchanged)

1 Redefinition

2 Introduction as  
a new indicator

3
Redefinition

4 Renaming

4

1 2

2. Growth 3. Profitability

Insurance premiums and other increased both on a consolidat-
ed and non-consolidated basis, reflecting such factors as the 
resumed marketing of yen-denominated single premium whole 
life insurance by Meiji Yasuda Life on a non-consolidated basis 
and the higher sales volume of foreign currency-denominated 
single premium insurance.

Mainly due to growth in interest, dividends, and other income, 
base profit of the Group and base profit of the Company both 
increased, with the latter hitting a new record high. 

4. Financial soundness and corporate value

Currently, all of consolidated solvency margin ratio, Group ESR and Group surplus stay at a high level.

5. Customer satisfaction* 6. Management quality

Total customer satisfaction ratings hit record high. Total persistency rate, one of the quality indicators for our poli-
cies, remained at a robust level.
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Kenji Fukui
Managing Executive Officer

Executive Officer in Charge  
of the Profit Management &  
Actuarial Department

Atsushi Nakamura 
Senior Managing  
Executive Officer 

Executive Officer in  
Charge of the Corporate  
Planning Department

(ESR)

• Maintain a stable stream of policyholder dividends 
• Carry out proactive investment 
• Consider and implement the additional payout of dividends and/or investment if the level of our 

soundness is expected to be well in excess of the target level

• Consider and implement risk mitigation and other measures to ensure the steady payout of 
policyholder dividends 

• Flexibly consider investment in light of the medium- to long-term outlook on soundness

• Prioritize retaining surplus to maintain soundness; consider and implement such actions as the 
downward revision of policyholder dividends

• Control new investment while prioritizing the reduction of existing risks

211%
As of Mar. 31, 2022

165%

120%

Target level: 

220% Target 
range

Management Policy Aligned with the Level of Financial Soundness

Note: �The above policy will be updated in light of developments in domestic discussions regarding the introduction of economic value-based solvency regulations, with methods for calculating ESR 
and other indicators possibly being set for future revisions.

A Message from Executive Officers in Charge of Finance and Capital Management 

In line with MY Mutual Way 2030, our 10-year plan, we are striv-
ing to realize our vision toward 2030. This will involve expanding 
our financial and profit bases to enhance our economic value, 
so that we can maintain stable management, no matter what 
external changes we face going forward.
	 To this end, we will adhere to a basic financial and capital 
management policy of employing an enterprise risk management 
(ERM) framework in the formulation and management of business 
plans. In addition to placing the utmost priority on maintaining 

the financial soundness of the Group, our aim is to secure stable 
profit, achieve greater corporate value and deliver a stable 
stream of policyholder dividends through sound risk-taking that 
strikes a balance between growth potential and profitability. 
	 Having launched the “MY Mutual Way Phase I” three-year 
program in April 2021, we will strive for further enhancement of 
ERM-based business management with an eye to responding to 
economic value-based solvency regulations, which are expected 
to be introduced in the fiscal year ending March 31, 2026. 

Promoting ERM-based financial and capital management

In line with its Basic Policy of Group ERM, Meiji Yasuda is also 
working to enhance ERM-based business management by, for 
example, employing ESR,* an economic-value based indicator 
that shows whether the Company has secured sufficient capital 
relative to its total amount of risk, in the course of management 
decision making. 
	 In the fiscal year ended March 31, 2022, we formulated and 
announced a Management Policy Aligned with the Level of 
Financial Soundness, clarifying our concepts regarding the 
alignment of risk-taking endeavors and returning surplus to poli-
cyholders based on the ESR level. At the same time, as part of 
our initiatives to ensure the effectiveness of ERM-based busi-
ness management, we established the ERM Operational 
Meeting to secure a robust structure for assessing the outlook 

for the financial environment and ESR so that we deliberate and 
implement risk control measures accordingly.
	 To achieve the business plan, we will ensure the appropriate 
allocation of capital to each business field in line with the strate-
gies employed. Our aim is to secure capital sufficiency, enhance 
capital efficiency and pursue sustainable improvement in corpo-
rate value.
	 Moreover, as we aim to further expand our profit base, we have 
positioned the domestic life insurance business, asset manage-
ment and the overseas insurance business as growth fields in 
which we engage in risk-taking. In this way, we will maximize our 
profitability while securing robust growth potential. 

* Economic Solvency Ratio 

Enhancing ERM-based business management

In addition to maintaining a robust solvency margin ratio in 
accordance with the current regulations, we have developed a 
framework for securing financial soundness via the use of ESR 
to ensure our ability to execute the steady payment of insurance 
claims and benefits, even when the magnitude of the fallout from 
the COVID-19 pandemic increases or the economic environment 
deteriorates radically.
	 We have clarified our priority on maintaining financial sound-
ness, which provides a basis for our ability to stably return surplus 
to policyholders. Also, we have defined Group ESR and On- 
balance sheet capital, the latter of which indicates our capital suf-
ficiency on the current accounting basis, as management targets.
	 With the aim of maintaining Group ESR at a steady level, we aim 

to enhance our financial base via the ongoing, stable accumula-
tion of internal reserves and the utilization of externally financed 
capital. We pursue these endeavors in a balanced manner along 
with the execution of growth strategies and the payout of poli-
cyholder dividends. Moreover, we will maintain proper risk con-
trol from both the aspects of assets and liabilities.
	 As of March 31, 2022, our Group ESR stood at 211%, bene-
fitting from our risk control measures, such as the purchase of 
ultra-long-term government bonds to counter domestic interest 
rate risks, as well as the procurement of subordinated loans 
denominated in the yen. On-balance sheet capital was ¥4,138.7 
billion, up ¥233.1 billion from March 31, 2021. These indicators 
suggest that our financial soundness is at a sufficient level.

Initiatives to secure financial soundness 

Based on a spirit of mutual aid, we engage in the payment of 
policyholder dividends to mitigate burdens placed on policy-
holders who pay insurance premiums while giving due consid-
eration to such factors as the financial results of the most recent 
fiscal year, our existing capacity to enhance the Company’s 
financial soundness into the future, and the contribution to sur-
plus by each policyholder.
	 In 2021, we formulated and announced the Dividends Policy, 
with the aim of clarifying our stance toward the stable return of 
profit to policyholders. Furthermore, we have initiated the pay-
out of “MY Mutual Dividends” for protection-type products, 
including “Best Style” and “Life Account L.A.” Leveraging a por-
tion of internal reserves, these policyholder dividends are now 
delivered in addition to conventional policyholder dividends.
	 In light of financial results for the fiscal year ended March 31, 
2022, we have reviewed the current levels of dividends on  

individual life insurance and individual annuities, and have 
decided to raise the rate of dividends for a portion of policies 
associated with advanced medical care rider, which has recently 
revised premiums downwardly. The increased rate of dividends 
applies to policies signed prior to the downward revision of pre-
miums. Also, we will maintain value per point* used in the calcu-
lation of “MY Mutual Dividends.” Thus, we plan to pay a total of 
¥12.4 billion in these dividends to eligible policyholders. 
	 Although our business environment remains harsh due to the 
prolonged trend toward ultra-low interest rates in Japan and a 
persistently high number of COVID-19 infections, we will never-
theless endeavor to enhance our financial soundness while 
striving to return surplus to policyholders. 
* �The amount of “MY Mutual Dividends” is determined by multiplying value per point by the 
cumulative total of points annually granted to eligible policyholders in line with their degree of 
contribution to the accumulation of internal reserves.

About policyholder dividends

   Basic Policy of Group ERM, Statement and Guidelines 

To secure our ability to live up to our man-
agement philosophy “Peace of mind, forever,” 
we aim at sustainable growth in our corpo-
rate value and stable policyholder dividends, 
while focusing on financial soundness.

Basic Policy of Group ERM

Fundamental stance of corporate management and the direction of business execution Basic Policy

Standards for business execution judgment / Guidance for interpretation

Guidelines 

ERM Management Guidelines Dividend Guidelines

Company policy for practical initiatives

Statement

Management Policy Aligned with 
the Level of Financial Soundness

Dividend Policy 

Results for the year ended March 31, 2021 Results for the year ended March 31, 2022 Target for the medium-term business plan

Group ESR 209% 211% Stably achieving 165% or more (Aim for 220% provisionally)

   Group ESR
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   Customer satisfaction ratings: Individual insurance marketing
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Major Reform of Sales and Services
Four Major Reforms Growth Strategy—Domestic Life Insurance Business

In individual insurance marketing, we continue focusing on 
leveraging our agency distribution channel supported by sales 
personnel who exclusively handle our insurance products while 
striving to innovate our contact points with customers through 
the integration of our strength in face-to-face services and digital 
technologies. Furthermore, we endeavor to create new custom-
er value by promoting the Two Major Projects. By doing so, we 

will establish an agency distribution channel capable of earning 
the highest reputation from customers and local communities.
	 In group insurance marketing, we aim to establish absolute 
No. 1 position in terms of group life insurance in force and the 
number of customers. Furthermore, we intend to raise the prof-
itability of our group insurance marketing channel, as well as its 
contribution to corporate performance, in a significant manner. 

Our vision under “MY Mutual Way Phase I”

In the fiscal year ended March 31, 2022, fallout from the COVID-
19 pandemic persisted for a long period of time, with the con-
tainment of the virus still not in sight. Against this backdrop, 
there has been an emerging trend toward adopting no-physical- 
contact methods for securing customer access in the life insur-
ance industry. These and other changes prompted life insurers 
to drastically shift their conventional approaches to sales activi-
ties. In addition, customer needs for medical coverage have 
been constantly growing since the breakout of the COVID-19. 
To meet these needs, efforts are currently under way to deliver 
new products and services. 
	 Amidst the aforementioned changes in the business environ-
ment, Meiji Yasuda launched the Medium-Term Business Plan, a 
key component of “MY Mutual Way Phase I.” In domestic insur-
ance marketing, this plan entailed bringing the major reform of 
sales and services to full swing, with the aim of innovating our 
contact points with customers through the integration of our 
strength in face-to-face services and digital technologies even 
as we strive to deliver new value to customers and regional 
communities. 
	 More specifically, in individual insurance marketing, we devel-
oped a hybrid sales model combining a face-to-face sales 
approach, which is essential to precisely assessing customer 
needs, with no-physical-contact methods backed by a variety 

of digital tools, including LINE, e-mails, online interviews and 
web-based procedures. In this way, we promoted sales activities 
aligned with needs of each customer. As a result, the number of 
customer contacts secured via face-to-face meetings and 
no-physical-contact communications increased about threefold 
from the fiscal year ended March 31, 2020, a period prior to the 
full-scale breakout of the COVID-19 pandemic. Moreover, cus-
tomer satisfaction ratings stood at 67.2%, hitting a record high. 
	 We have also promoted initiatives to assist customers in their 
ongoing efforts to improve health while developing and deliver-
ing new products and services to support the early detection of 
diseases and the prevention of serious symptoms. Furthermore, 
we have taken advantage of partnership agreements signed 
with 788 local governments nationwide to push ahead with col-
laborative activities to contribute to society. 
	 In group insurance marketing, we have enhanced the lineup 
of group life insurance, corporate pension and other products 
designed to help corporate and group customers enrich their 
employee benefit programs while upgrading our services, as 
well as our supporting infrastructure, associated with operations 
of these programs. As a result, group life insurance in force 
totaled ¥116.3 trillion, maintaining our industry-leading position. 
Insurance premiums from third-sector insurance similarly 
increased in a steady manner. 

Achievements in the fiscal year ended March 31, 2022

Having embarked on the fiscal year ending March 31, 2023, we are striving to achieve “phase change” to secure a growth path toward 
the realization of our vision under “MY Mutual Way 2030” while flexibly adapting to changes arising from the COVID-19 pandemic. 

Future initiatives

Individual insurance marketing 

With regard to our agency distribution channel supported by 
sales personnel who exclusively handle our insurance products, 
we have assigned more sophisticated functions to our sales 
personnel from the beginning of the fiscal year ending March 31, 
2023. Specifically, sales personnel are now assigned fresh mis-
sions, including assisting customers in their health improvement 
efforts and advocating for connecting people with local commu-
nities, in addition to being empowered to upgrade their functions 
in life planning assistance, periodic after-sales services and other 
conventional duties aimed at meeting customer needs. In this 
way, we will strive to improve our social value. 
	 In conjunction with the aforementioned upgrading of sales per-
sonnel’s roles, we have renamed them for the first time in 13 years 
to “MY Link Coordinator,” with a hope that our sales personnel will 
help nurture ties among people. Furthermore, we introduced a 
new wage system for sales personnel to offer more stable and 
appealing wages premised on the thorough practice of a customer- 
oriented business approach as well as strict compliance. 
	 In terms of market strategies, we will further promote the 
development of partnerships with local governments, communi-
ty centers, roadside stations and other community-based enti-
ties based on regional affinity. In addition, we will cultivate new 
corporate customers among small and medium sized compa-
nies by delivering proposals involving our services designed to 
assist them in the acquisition of “Health & Productivity 
Management” recognition, as well as group insurance with can-
cer coverage released in April 2022. In these and other ways, 
we will push ahead with initiatives to expand contact points with 
new customers with an eye to the post-pandemic period.
	 As part of product strategies, in June 2022 we released “Best 
Style with Health Cash Back for the Early Detection of Women’s 
Cancer.” This move is intended to help our female customers 
undergo checkups for cancers that predominantly strike women, 
in light of the lower ratio of women who choose to receive such 
checkups in Japan compared with Europe and the United States. 
We will continue to enhance the lineup of these and other prod-
ucts and services focused on assisting customers in their health 
improvement efforts.

Group insurance marketing

We will strive to raise the ratio of persons insured by group life 
insurance at corporate and group customers by enhancing the 
convenience of employee benefit programs available to them. 
To this end, we will reach out to a growing number of employ-
ees of such customers via no-physical-contact communica-
tions, including the use of “Min-na-no MY Portal,” a dedicated, 
smartphone-based service for group life insurance customers to 
enable them to casually calculate coverage and insurance pre-
miums and undertake various procedures, and the provision of 
remote briefings, with the aim of soliciting new enrollment. 
	 Moreover, we will deliver products that offer ongoing coverage 
to persons insured even after their retirement. In line with our 
aim of contributing to the upgraded workplace environment of 
corporate and group customers, while enhancing the cancer 
countermeasures they have in place, we will also provide prod-
ucts designed to meet a range of coverage needs, from those 
associated with the prevention of cancer among employees to 
those arising in the course of reinstatement to the workplace 
following cancer treatment. We will thus equip our corporate and 
group customers with highly attractive employee benefit pro-
grams. In these ways, we will maintain our unparalleled position 
in the domestic group life insurance market even as we continue 
to deliver peace of mind and live up to customer trust.
	 In the Bancassurance channel, we will strive to better accom-
modate evolving customer needs via, for example, the provision 
of products associated with asset management and inheritance 
solutions on the back of changes in the market environment. We 
will also strengthen the provision of information to customers by, 
for example, distributing product pamphlets featuring easy-to- 
understand explanations of the risk associated with foreign cur-
rency denominated insurance and other products, in order to 
ensure that elderly customers can rest assured about the content 
of insurance they enroll in.

Toshiyuki Sumiyoshi
Managing Executive Officer 

Executive Officer in Charge of the Marketing Planning & Research Department and  
the Group Market Planning & Research Department

Take on the challenge of creating a new value beyond the 
scope of life insurance via the Major Reform of sales and 
services as well as the Two Major Projects 
Pursuing the creation of new customer value, we will strive to establish an 
agency distribution channel capable of earning the highest reputation from 
customers and local communities.

   Customer satisfaction ratings: Group insurance marketing

   �The number of customer contacts (face-to-face and  
no-physical-contact): Individual insurance marketing    Group life insurance in force: Group insurance marketing
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Confirmation of 
policy content • ��Quick access to policy content • �Inquiries about surrender value • �History of personal transactions and procedures 

Various  
procedures 

• �Application for the payment of benefits • �Registration and amendment of secondary contacts • �Surrender of insurance policies

• �Registration and amendment of address and 
 phone number

• �Registration and switching of bank accounts used  
to receive insurance claims and benefits • �Registration of the recipient’s date of birth 

• �Repayment of policyholder loans • �Surrender of foreign currency denominated 
insurance 

• �Registration of “My Number” (personal identification 
number assigned by the government)

• �Amendment of four-digit passcode • �Applications for policyholder loans • �Application for new enrollment

• �Withdrawal of dividends, etc. • �Switching of bank accounts used for the payment of 
premiums

• �Amendment of target value of returns from foreign 
currency denominated insurance 

Requests for  
procedure forms 

• �Switching of bank accounts used for the payment  
of premiums • �Amendment of family name, etc. • �Reissuance of life insurance premium payment 

certificates for tax deductions

• �Electronic issuance of life insurance premium payment 
certificates for tax deductions

• �Registration of bank accounts used to receive 
insurance claims and benefits 

Others • �Benefit simulation • �Health Support Cash Back-related (submission of 
health checkup results) 

• �“Final Letter to Loved Ones” service-related 
(registration, amendment and confirmation of content)

Major Reform of Core Functions and Administrative Services  
(Individual Insurance Marketing)

Four Major Reforms Growth Strategy—Domestic Life Insurance Business

   Main functions currently available via the “MY Hoken Page”

Today, the business environment surrounding the life insurance 
industry has been radically evolving due to constant population 
decline and the ongoing trend toward an ultra-aging society, as 
well as a shift to digitalization and the rapid advance of other 
cutting-edge technologies. Moreover, repeated resurgences of 
the COVID-19 pandemic have prompted the further diversifica-
tion of customer behavior, mindset and needs. Based on the 
accurate assessment of these and other rapid changes in the 
business environment, we are determined to establish a robust 
administrative support structure capable of accommodating 
desires of each customer. 
	 In the fiscal year ended March 31, 2022, we promoted face-to- 
face customer support employing approximately 2,000 adminis-
trative service concierges while developing no-physical-contact 

administrative service systems via, for example, the upgrading 
of “MY Hoken Page,” a website dedicated to policyholder ser-
vices. Going forward, we believe that integrating face-to-face 
and no-physical-contact services through the combination of 
human and digital capabilities will become more important than 
ever before. At the same time, we believe that human employees 
will remain Meiji Yasuda’s core assets supporting its abilities to 
deliver value to customers. Accordingly, we will freshly identify 
functions only they are capable of fulfilling in order to realize 
sophisticated administrative services that exceed customer 
expectations and deliver an encompassing sense of security.  
In these ways, we will pursue further improvement in customer 
convenience.

Our vision under “MY Mutual Way Phase I”

We have striven to develop a more stable and robust structure 
for core life insurer functions, namely, policy underwriting, policy 
maintenance and claim payment.
	 Specifically, we promoted the digitalization of procedures for 
policy enrollment to secure a structure capable of accommodat-
ing diverse customer needs. For example, we have provided 
customers with access to web-based application procedures, 
such as the declaration of health conditions. We also made 
speech-to-text functions available to support customers who 
undertake online procedures. As such, we endeavored to 
enhance customer convenience in these procedures.
	 With regard to policy maintenance, we have expanded the 
scope of procedures that can be completed via our website 
while renovating its layout and otherwise striving to make it even 
more user friendly. 

	 As for the payment of insurance claims and benefits, we began 
providing the “Do It MY Self: Simple Support Service.” On the 
customer’s behalf, Meiji Yasuda staff prepopulate the data entries 
required for application procedures, then forward this to the 
customer by email. This simple support service enables the 
customer to swiftly complete application procedures by confirm-
ing the prepopulated data and uploading necessary documents. 
	 We also promoted new face-to-face service activities supported 
by administrative service concierges. In the course of these 
activities, we have made a cumulative total of 166,000 customer 
visits, far in excess of our target of 120,000 visits. Moreover, rel-
evant customer surveys revealed that 95.2% of respondents 
gave positive ratings* to these visits, suggesting highly favorable 
customer reviews. 
* �Sum of the number of respondents who chose “very good” or “good” based on a 
five-grade rating system in which respondents select from “very good,” “good,” “ordinary,” 
“not very good” or “not good.” 

Achievements in the fiscal year ended March 31, 2022

Future initiatives

Assigning more sophisticated functions to employees

The successful integration of human and digital capabilities does 
not occur by simply replacing operations handled by human 
employees with digital-driven processes. Rather, we need to first 
reassess functions only humans are capable of fulfilling, and 
then strive to ensure that both human capabilities and digital 
technologies are employed in a way that complements each 
other. Moreover, human capabilities are essential to delivering an 
encompassing sense of security to our customers. With this in 
mind, we will thoroughly explore what we can offer to customers 
through the integration of these capabilities. 
	 In this light, new face-to-face service activities launched in 
April 2021 and supported by administrative service concierges, 
represent an example of functions only human employees are 
capable of fulfilling. 

	 In addition, in April 2022, we began appointing “chief con-
cierges” who assume senior positions among administrative 
service concierges. These individuals are expected to play key 
roles in the pursuit of improved customer satisfaction by taking 
advantage of their experience as administrative service con-
cierges. At the same time, they will take on the challenge of 
assuming new missions that transcend the scope of conven-
tional administrative services, engaging in a variety of activities 
aimed at helping create flourishing communities in which people 
enjoy affluent and healthy lives.
	 Looking ahead, we will continuously strive to deliver “Peace 
of mind, forever,” to our customers as well as to members of 
their communities at large. 

Initiatives to promote digitalization

In response to the rapid shift toward a “digital society” in recent 
years, we have enhanced web-based functions available to cus-
tomers via “MY Hoken Page,” a website dedicated to policy-
holder services, in connection with policy underwriting, policy 
maintenance and claim payment. 
	 We will continue to proactively enrich the lineup of web-based 
procedures, so that customers are empowered to complete var-
ious procedures by themselves. 
	 In addition to enhancing web-based procedure functions, we 
plan to reorganize menu categories, revise webpage design and 
otherwise renovate the website. We seek to ensure that custom-
ers can swiftly navigate to the correct screen for an intended 
procedure, without getting lost. 

	 We will thus upgrade “MY Hoken Page” as a whole by incor-
porating functions supporting hassle-free procedures available 
at anytime from anywhere as well as renovating its design to 
ensure easy-to-understand navigation for anyone. In these 
ways, we will thoroughly pursue the enhancement of customer 
convenience through no-physical-contact services.
	 Furthermore, we will continue to upgrade and streamline our 
headquarters administrative service structure via the proactive 
introduction of leading-edge technologies, such as AI, speech 
recognition and biometric authorization technologies. 

Establishing an unrivalled position as the industry  
forerunner in individual administrative services 
We will strive to enhance customer convenience and provide the best possible 
after-sales services by introducing digital-based procedures and customer  
communication methods along with promoting new face-to-face service activities.

   The number of applications for benefit payments (“MY Hoken Page”)    Results of customer surveys (new face-to-face service activities)

Nobuyuki Aoto 
Managing Executive Officer

Executive Officer in Charge of the Customer Service Planning & Administration Department and  
the Administrative Operation Department
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Functions afforded by the “Min-na-no MY Portal”

• �Explanation of employee benefit programs and applications for 
enrollment and policy maintenance

• �Acceptance of applications for the payment of benefits 

• �Dedicated functions for persons insured to complete various proce-
dures and confirm relevant information 

• �The “Wellness Activity Report” service
• �Other useful tools and informational services

Functions to be 
incorporated

Include medical insurance offered via the non-life 
insurance business in the scope of products available 
while expanding the scope of benefits that can be 
applied for in addition to introducing a quick assistance 
tool designed to help determine necessary documents 

Functions afforded by the “MY Hojin Portal” 

• �Quick access to policy provisions, policy summaries,  
administrative service guidebooks and guidance for  
application procedures for the payment of benefits

• �Acceptance of applications for withdrawal from the policy, transfer of 
workplaces and amendment of personal profile

• �Data downloading functions 

Functions to be 
incorporated 

Include new enrollment, coverage increase and the 
notification of due date for premium payments into  
the scope of administrative services 

Four Major Reforms Growth Strategy—Domestic Life Insurance Business

In the field of group insurance administrative services, we are 
striving to enhance contact points between customers and Meiji 
Yasuda through the integration of digital and analogue technol-
ogies as part of the major reform of core functions and adminis-
trative services, an ongoing endeavor aimed at ensuring that we 
will remain an industry leader in the field of employee benefit 
program-related services in 2030. 
	 In this light, “MY Mutual Way Phase I” calls for taking on the 
challenge of achieving the phase change on two fronts:  
(1) Digitizing group insurance administrative services; and  
(2) Increasing the sophistication of operations undertaken by 
group insurance marketing departments. More specifically, these 
initiatives are focused on four strategies, namely, (i) networks for 
group insurance administrative services; (ii) digitalization of front 
operations; (iii) development of headquarters operational struc-
ture; and (iv) administrative service reforms at the group insur-
ance marketing departments. In these ways, we aim to secure a 

path leading to the realization of our vision toward 2030.
	 By digitizing group insurance administrative services, we will 
enhance convenience for corporate and group customers as 
well as persons insured by their group life insurance policies via 
digital transformation (DX) strategy even as we expand contact 
points with customers. Increasing the sophistication of opera-
tions undertaken by group insurance marketing departments, we 
will help our employees create spare capacity via, for example, 
digitalization, to empower them to assume more sophisticated 
functions only humans are capable of fulfilling. By doing so, we 
will improve customer experience (CX). 
	 Furthermore, we will strive to expand the scope of mutual aid 
afforded by group insurance, group pensions and other solu-
tions, doing our utmost to help create a sustainable and hopeful 
society as we have added “relationship with future generations” 
to the conventional list of key stakeholder relationships. 

Our vision under “MY Mutual Way Phase I”

Through our ongoing engagement in the major reform of core 
functions and administrative services, we have finished major 
upgrades of “MY Hojin Portal,” a web-based service for individu-
als responsible for insurance policies at corporate and group cus-
tomers. Specifically, system development associated with online 
procedures regarding the change of attributes of persons insured 
has mostly been completed, with plans now calling for the release 
of such procedures in the fiscal year ending March 31, 2023. 
	 We have also upgraded the “Min-na-no MY Portal” service, 
which enables persons insured to confirm the content of enroll-
ment by using their smartphones and other devices, via the 
incorporation of functions supporting web-based application for 
the payment of benefits. Thus, we have been able to strengthen 
our digital infrastructure supporting group insurance administra-
tive services. On the other hand, in order for persons insured to 
fully utilize functions afforded by “Min-na-no MY Portal,” they 
are asked to complete certain procedures. In this regard, we 

recognize the need to step up efforts to encourage them to 
undertake such procedures so that our web-based functions can 
be utilized by many. Looking ahead, we will not only promote 
the use of web-based administrative services but also endeavor 
to improve the convenience of relevant procedures.
	 In addition, we have introduced AI to upgrade administrative 
services associated with the receipt of applications for the pay-
ment of benefits, developing an up-to-date structure incorporat-
ing leading-edge technologies to ensure the even swifter and 
more efficient payment of insurance claims and benefits. 
	 Furthermore, “group insurance administrative service concierg-
es,” who are appointed from among group insurance marketing 
department employees, initiated their activities in April 2021. 
They visited corporate and group customers to enable individuals 
responsible for insurance policies to smoothly undertake admin-
istrative procedures, thereby strengthening administrative ser-
vices aimed at accommodating needs among such individuals.

Achievements in the fiscal year ended March 31, 2022

Future initiatives 

Progress in initiatives to realize our vision

Our initiatives discussed above have yielded significant results, 
enabling us to successfully reduce workload associated with 
group insurance administrative services at headquarters depart-
ments and group insurance marketing departments by 23.3% 
and 20.6%, respectively (based on comparisons with the fiscal 
year ended March 31, 2014 in terms of cumulative total hours 
spent for the same operations). 
	 Also, our surveys aimed at assessing customer satisfaction 
for group insurance administrative services revealed that total 

customer satisfaction stood at a robust 73.9%. Moreover, other 
surveys focused on assessing customer satisfaction with regard 
to application procedures showed that 80.3% of respondents 
were satisfied, suggesting a high level of customer satisfaction. 
These results attest to the successful establishment of founda-
tions enabling us to realize ideal administrative services in the 
field of group insurance marketing, where Meiji Yasuda boasts 
distinctive strengths.

Phase change (1): Digitizing group insurance administrative services

Networks for group insurance administrative services
We will expand the scope of administrative procedures electron-
ically offered via “MY Hojin Portal,” our administrative service 
infrastructure for individuals responsible for insurance policies 
at corporate and group customers, by incorporating functions 
supporting the automated notification of due date for premium 
payments, web-based enrollment in types of products premised 
on the enrollment of the entire workforce, and upward revisions 
of coverage available via such products. By doing so, we will go 
paperless and otherwise enhance the efficiency of group insur-
ance administrative services while securing conformity with the 
revised Act on Special Provisions concerning Preservation 
Methods for Books and Documents Related to National Tax 
Prepared by Means of Computers.

Digitalization of front operations  
(enhance customer contact points)
We will promote the use of “Min-na-no MY Portal,” our adminis-
trative service infrastructure for persons insured, with the aim of 
enhancing contact points with each such person. Moreover, we 
will expand the scope of benefits that can be applied for via 
web-based application procedures. Meanwhile, leveraging the 
user perspective, we have renovated screen layouts for web-
based systems enabling applications for new enrollment in 
group life insurance. We will offer such systems for use by per-
sons insured to create new contact points with individual cus-
tomers in a way that employs collaboration between sales 
personnel and administrative staff. 

Deliver peace of mind and reliability through our adminis-
trative services that transcend customer expectations, to 
this end acting as their partner and leveraging our industry- 
leading capacity and quality in terms of employee benefit 
program-related services
As a top group insurance brand, we will continue to take on the challenge of 
upgrading and optimizing our administrative services so that in 2030 we will 
remain an industry leader in the field of employee benefit program-related services.

2020 2021 2022

-18.9%
-20.9%

-23.3%

-30% or more by 
March 31, 2024

(Years ended March 31)

   �Reduction ratio of administrative 
service workload at headquarters 
departments

 � (compared with the fiscal year ended March 31, 2014) 

2020 2021 2022

-11.8% -11.3%

-20.6%

-50% or more by 
March 31, 2024

(Years ended March 31)

   �Reduction ratio of administrative 
service workload at group insurance 
marketing departments

  (compared with the fiscal year ended March 31, 2014)

2020 2021 2022

70.4%

73.3%
73.9%

(Years ended March 31)

   �Results of surveys on customer 
satisfaction for group insurance 
administrative services*

  * Ratio of “Satisfied” + “Somewhat satisfied”

2020 2021 2022

79.5%

80.4% 80.3%

(Years ended March 31)

   �Results of surveys on customer 
satisfaction with regard to  
application procedures*

  *� Ratio of “Easy to understand” + “Basically easy to 
understand”

Major Reform of Core Functions and Administrative Services  
(Group Insurance Marketing)

Koichi Nagao 
Managing Executive Officer

Executive Officer in Charge of the Group Insurance Administration Department and  
the Group Pension Administration Department
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Phase change (2): Increasing the sophistication of operations undertaken by Group Insurance Marketing Departments

Development of headquarters operational structure
The Group Insurance Administration Service Center, a facility 
equipped with consolidated administrative service functions 
associated with customer applications for insurance claims and 
benefits, is currently striving to enhance customer convenience 
while improving the quality and consistency of our response to 
their inquiries. 
	 Going forward, we will consider the introduction of an AI-based 
inquiry response system as well as the launch of a hybrid after-
sales service approach that combines digital and analogue 
technologies to better accommodate elderly customers. In 
these ways, we will take on the challenge of further upgrading 
our operational structure to improve customer convenience.

Administrative service reforms at the group insurance 
marketing departments
By consolidating and digitizing back-office operations, we will 
streamline administrative service-related tasks undertaken by 
these departments to reduce the workload of human operations. 
This, in turn, will enable us to direct greater resources to efforts to 
accommodate customer needs in various procedural aspects.
	 To upgrade our customer support capabilities, we will carry 
out the data-driven monitoring of initiatives undertaken by each 
group insurance marketing department to ensure the headquar-
ters departments are apprised of the status of such initiatives 
and enabled to act in close collaboration with group insurance 
marketing departments, with the aim of developing an even 
more sophisticated administrative service structure.
	 We will also empower “group insurance administrative service 
concierges” to further enhance the quality of their activities as 
part of initiatives to assign more sophisticated functions to 
employees. For example, we will enhance the content of cus-
tomer support offered when corporate and group customers 
introduce our administrative service infrastructure. We will thus 
continue to expand and enhance contact points with customers 
while working to provide them with improved CX.

Four Major Reforms Growth Strategy—Domestic Life Insurance Business

Major Reform of Core Functions and Administrative Services  
(Group Insurance Marketing)
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Major Reform of Asset Management
Four Major Reforms Growth Strategy—Asset Management 

Masao Aratani
Director, Deputy President, Representative Executive Officer 

Executive Officer, the Investment Division

Creating economic and social value through the pursuit  
of robust return and the upgrading of our responsible 
investment structure 
Aiming to achieve asset management supporting our ability to live up to the 
management philosophy “Peace of mind, forever,” we will take on the major 
reform of asset management while steadfastly fulfilling our responsibilities as 
an institutional investor to satisfy society’s requests. 

Strengthen asset management governance structure
Establishment of the Basic Policy of Group Asset Management / Periodical Group Asset Management Meeting

Nurture human  
resources

•• �Nurture asset manage-
ment specialists 

•• �Raise our capabilities for 
data analysis 

Strengthen our investment 
and financing structure

•• �Expand our overseas asset manage-
ment bases

•• �Upgrade our asset management- 
related administrative service structure

Utilize IT and promote  
digitalization

•• �Enhance and upgrade an AI-driven market prediction model
•• �Utilize a performance analysis information system to 

increase the sophistication of our asset manage-
ment strategies 

Create social valueCreate economic value 

Develop more robust asset  
allocation functions 

•• �Practice more flexible asset allocations 
aligned with the financial environment

•• �Enhance the agility of investment and 
financing via the consolidated control of 
foreign exchange risks

Enhance our capabilities for  
individual asset management

•• �Transition to the in-house management 
of foreign stocks while expanding the 
scope of investment candidates to 
include such vehicles as overseas real 
estate investment funds

•• �Disperse the currency denomination of 
our foreign bond portfolio

•• �Diversify hedging methods 
•• �Diversify and upgrade asset manage-

ment methodologies via, for example, 
the use of AI

Upgrade our structure for responsible investment

Develop a global network and utilize  
external insights

Proactively participate in international initiatives

Work in partnership with SDG Impact Japan 

•• �Promote investment and 
financing focused on achieving 
the following priority themes 

  ➀ �Decarbonization (reduction 
of CO2 emissions) 

  ➁ �Biodiversity (protection of 
the natural environment) 

  ➂ �Social issues (human rights 
and gender equality) 

•• �Enhance the content of 
dialogue focused on  
sustainability 

•• �Update our standards for the 
exercise of voting rights in 
light of society’s requests  
and ensure the appropriate 
exercise of such rights 

Proactively promote 
ESG investment and 

financing 

Promote  
stewardship  

initiatives

In the field of asset management, we are striving to enhance 
Meiji Yasuda’s economic value and social value through the  
pursuit of robust return and the upgrading of our structure for 
responsible investment while securing financial soundness in 
order to achieve asset management that supports our ability to 
deliver “Peace of mind, forever.” 

	 Under “MY Mutual Way Phase I,” we are taking on the major 
reform of asset management to secure a path leading to the 
realization of our vision, to this end focusing on initiatives to  
(1) enhance our core asset management functions; (2) rebuild 
our asset management platforms; and (3) strengthen asset man-
agement governance.

Our vision under “MY Mutual Way Phase I”

➀Enhance our core asset management functions
In the fiscal year ended March 31, 2022, we have been confront-
ed by radical changes in the asset management environment due 
mainly to the prolongation of the COVID-19 pandemic, hikes in 
overseas interest rates, the depreciation of the yen and the mate-
rialization of geopolitical risks arising from Russia-Ukraine conflict.
	 Against this backdrop, we have made it a rule to secure a 
certain degree of leeway in fund allocations for each asset class 
to secure flexibility to pursue investment and financing aligned 
with the financial environment. At the same time, we have pro-
moted the diversification and upgrading of asset management 
methodologies to secure greater return by, for example, invest-
ing in a broad range of foreign bonds, pursuing currency disper-
sion and expanding investment in overseas credit assets via the 
enhancement of functions afforded by our overseas bases. 
	 Moreover, as a responsible institutional investor, we have taken 
an even more proactive approach to ESG investment and financ-
ing as well as stewardship initiatives while announcing our reduc-
tion targets for CO2 emissions attributable to our investment and 
financing portfolio to promote efforts to help realize a carbon-free 
society. In addition, we have striven to upgrade our structure for 
responsible investment, to this end developing a global network 
and incorporating external insights via participation in interna-
tional initiatives and partnership with SDG Impact Japan.

➁Rebuild our asset management platforms
To rebuild our platforms supporting core asset management 
functions, we have strengthened structures in place at asset 
management bases in the United States. Furthermore, we have 

updated IT- and digital-driven operational processes while nur-
turing human resources specializing in asset management. We 
have also endeavored to increase the sophistication of our 
asset management-related administrative service structure. 

➂Strengthen asset management governance
Based on the exchange of opinions with Group companies, we 
have strengthened our asset management governance structure 
for the entire Group. 

	 As a result, we were able to secure interest surplus* of ¥358.7 
billion, up ¥69.3 billion year on year, in the fiscal year ended 
March 31, 2022, achieving stable returns.
* �The spread between actual investment return and expected investment return based on 

assumed interest rates at pricing

Achievements in the fiscal year ended March 31, 2022
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Despite an ongoing and strong sense of uncertainty regarding 
the asset management environment, we will push ahead fur-
ther with the strengthening of our asset allocation functions 
and our capabilities for individual asset management. By doing 
so, we will secure a stable and constant stream of asset man-
agement returns. 
	 Also, we will fulfill our social responsibilities as an institutional 
investor. Specifically, we will further upgrade our structure for 

responsible investment and otherwise strive to help resolve 
issues society is now confronting, including the pressing need 
for the realization of a carbon-free society, in order ensure a 
brighter future for future generations. 
	 Through these and other initiatives, we will not only enhance 
Meiji Yasuda’s economic value but also raise its social value, 
with the aim of robustly returning profit to our customers and 
regional communities. 

Future initiatives 

   Enhance our core asset management functions 

   Rebuild our asset management platforms

   Strengthen asset management governance
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Raise base profit equivalents from  
the overseas insurance business and  
other businesses to ¥80.0 billion  
or more by March 31, 2028

2  �Founder Meiji Yasuda Life Insurance Co., Ltd. 
(China)

In 2010, we invested in a Chinese life insurance company, 
the precursor of Founder Meiji Yasuda Life Insurance Co., 
Ltd., making it an affiliate. This affiliate boasts a lineup of 
diverse products in individual life insurance and group life 
insurance fields and is striving to develop a stable profit 
base in China, a robust growth market for insurance.

3  �Thai Life Insurance Public Company Limited 
(Thailand)

In 2013, we invested in this major life insurer and thus 
made it our affiliate. In line with its management 
philosophy, “To be an iconic brand inspired by the people 
for the people,” Thai Life takes advantage of its significant 
brand recognition backed by a track record that extends 
more than 75 years.

1  TUiR Warta S.A. and TU Europa S.A. (Poland)

In 2012, we invested in two major Polish insurers TUiR 
Warta S.A. and TU Europa S.A. jointly with our alliance 
partner Talanx AG, a well known German insurer, thereby 
making these two companies our affiliates. TUiR Warta 
boasts distinctively strong brand power in Poland, while 
TU Europa is equipped with outstanding capabilities in 
product development and other areas. 

4  PT Avrist Assurance (Indonesia)

In 2010, we invested in this life insurer. Since then, 
we gradually stepped up investment, increasing our 
shareholdings in Avrist, making it our affiliate in 
2012. A life insurer boasting a solid track record 
spanning more than 40 years, PT Avrist Assurance 
engages in operations in regions across Indonesia 
via diverse channels.

5  �Pacific Guardian Life Insurance Company, Limited 
(Honolulu, the United States)

In 1976, we acquired a majority equity stake in Pacific Guardian Life 
Insurance Company, Limited (PGL), thereby becoming the first Japanese 
life insurer to enter the U.S. life insurance market. In 1985, we went on 
to increase our equity stake in PGL to 100%, making it our wholly-owned 
subsidiary. PGL provides life insurance tailored for the needs of 
customers in local communities, mainly in Hawaii and the West Coast.

6  �StanCorp Financial Group, Inc.  
(Portland, the United States)

In 2016, Meiji Yasuda acquired a 100% equity stake in 
StanCorp Financial Group, Inc., a leading provider of group 
life insurance in the United States, the world’s largest life 
insurance market, thereby making it a wholly owned subsid-
iary. StanCorp is headquartered in Portland, Oregon and 
boasts a track record spanning more than a century.

*1  Excluding domestic life insurance business
*2  Base profit equivalents from overseas insurance business alone amounted to ¥30.6 billion

Overseas Insurance Business
Growth Strategy

Since the 2020 outbreak of the novel infectious disease COVID-19, 
fallout from the worldwide pandemic has not been fully contained. 
Moreover, serious repercussions from the international conflict 
between Russia and Ukraine, which erupted in late-February 2022, 
are now causing widespread impact to the global economy. 
	 Because of these and other factors, the operating environ-
ment surrounding Meiji Yasuda has become increasingly uncer-
tain in recent years. However, despite these circumstances, 
Meiji Yasuda is committed to delivering “Peace of mind, forever” 

to customers. To that end, we believe that securing further 
growth, as well as maintaining our financial soundness at a high 
level, is essential. 
	 In the overseas insurance business, our initiatives under “MY 
Mutual Way Phase I” and “MY Mutual Way 2030” will focus on 
improving the profitability of this business to develop it into a key 
driver supporting Meiji Yasuda’s growth. By doing so, we will 
contribute to the long-term, stable provision of insurance cover-
age as well as the steady payout of policyholder dividends.

Our vision under “MY Mutual Way Phase I”

With containment of the COVID-19 pandemic still not in sight in 
many countries around the world, we have stepped up the mon-
itoring of local management, focusing on assessing factors that 
could significantly affect operating results of overseas Group 
companies, such as the payment of insurance claims, perfor-
mance associated with new policies issued and the status of 
asset management.

➀Insurance premiums and other
StanCorp Financial Group, a main subsidiary, has striven to 
update its sales activities via the combination of face-to-face and 
online methods in light of fallout from the COVID-19 pandemic. 
Due mainly to these and other initiatives, insurance premiums 
and other from the overseas insurance business rose ¥48.9 bil-
lion year on year to ¥351.4 billion, hitting a record high. This rep-
resents 12.5% of the Group’s insurance premiums and other. 

➁Base profit equivalents
In many regions abroad, repercussions of the COVID-19 pandemic 
have been more serious than in Japan, affecting Meiji Yasuda’s 
overseas insurance business. Infections grew especially high in 
the United States, as did the number of cases where insurance 
claims and benefits were paid. Consequentially, base profit 
equivalents declined ¥12.7 billion year on year to ¥30.6 billion. 

➂Upgrading of the business management structure
In light of current international supervisory regulations and the 
other latest regulatory trends, we have helped upgrade business 
management structures in place at overseas Group companies 
while promoting the sharing of issues now being confronted and 
the initiatives each is undertaking to address such issues. In 
these and other ways, we pushed ahead with efforts to realize 
unified management for the Group. 

Achievements in the fiscal year ended March 31, 2022

➀Internal growth of existing subsidiaries and affiliates
Each subsidiary and affiliate is currently taking a proactive 
approach to the pursuit of business growth. For example, 
StanCorp Financial Group, our main subsidiary, has executed 
forward-looking investment in digital transformation (DX) aimed 
at strengthening its operating base in order to achieve earlier 
return to a growth track. With this in mind, Meiji Yasuda will 
work in close collaboration with these subsidiaries and affiliates 
to support their growth by, for example, properly monitoring 
and offering advice on their efforts as a parent company or 
main shareholder.

➁External growth via new investment
In addition to supporting the growth of existing subsidiaries and 
affiliates, we will pursue external growth via new investment. At 
present, we are engaged in surveys and research into potential 
investees in both developed and emerging countries while giving 
due consideration to their growth potential, profitability, financial 
soundness, corporate cultures and other characteristics. We will 
thus seize excellent investment opportunities to enhance the 
profitability of Meiji Yasuda’s overseas business portfolio.

Progress in initiatives to realize our vision

Meiji Yasuda has identified a target of raising base profit equiva-
lents from the overseas insurance business and other business-
es*1 to ¥80.0 billion or more by March 31, 2028. In the fiscal year 
ended March 31, 2022, these stood at ¥35.9 billion*2 due to 
such factors as fallout from the COVID-19 pandemic, suggesting 

that we are only halfway to this target. With the aim of ensuring 
the achievement of our target for base profit equivalents, we are 
currently implementing the two key initiatives, as listed below, to 
strengthen our overseas insurance business.

Insurance premiums and other and base profit equivalents from the overseas insurance business and other businesses

We will work in close collaboration with 
existing subsidiaries and affiliates to strongly 
support their pursuit of growth even as we 
strive to seize excellent opportunities for 
new investment. By doing so, we will raise 
base profit equivalents from the overseas 
insurance business and other businesses to 
¥80.0 billion or more by March 31, 2028.

Status of overseas insurance business initiatives

Daisaku Shintaku
Managing Executive Officer

Executive Officer in Charge of the International Business Planning Department

Building a robust portfolio of overseas businesses to 
contribute to both Meiji Yasuda’s growth and customers’ 
best interest
We will help our overseas subsidiaries and affiliates achieve growth while 
pursuing new investment globally, with the aim of building a robust business 
portfolio which will, in turn, enable us to support Meiji Yasuda’s sustainable 
growth as well as its ongoing capability to deliver “Peace of mind, forever”  
to customers.
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Reform I Reform II Reform III

Governance Reform HR Management Reform
Digital and System

Development Structure Reform Profit Management Reform

A corporate management structure enabling us to swiftly and flexibly respond to changes 
in the operating environment in a way that takes full advantage of our strengths as a mutual company 

A corporate management structure enabling flexible, yet disciplined, long-term management

A corporate management 
structure that governs the entire 

Meiji Yasuda Life Group with 
universal management discipline

Reform
initiatives

Establishing
an ideal

management
structure

in the decade
ahead

A corporate management 
structure supporting swift 

decision making and optimal 
resource allocation 

A corporate management 
structure supporting the ongoing 

creation of life insurance value 
that only Meiji Yasuda can deliver

Major Reform of mutual company management

Governance structure Resource management structure Innovation promotion structure

Major Reform of Mutual Company Management
Four Major Reforms Corporate Strategy—Operating Base Reinforcement Strategy

Atsushi Nakamura
Senior Managing Executive Officer 

Executive Officer in Charge of the Corporate Planning Department

Establishing a corporate management structure to enable 
flexible, yet disciplined, long-term management 
To ensure long-term stable business management, we will create a new mode 
of corporate management by flexibly adapting to changes in the operating 
environment via the reform of our structures for governance, resource manage-
ment and innovation promotion.

Currently, the business environment surrounding Meiji Yasuda is 
becoming increasingly volatile due to ongoing fallout from the 
COVID-19 pandemic, which has continued since early 2020,  
the resulting changes in public awareness and shifts in behavior 
throughout society. Moreover, Russia’s invasion of Ukraine trig-
gered radical developments in international affairs as well as a 
drastic shift in the economic environment. Because of these and 
other factors, the future outlook remains unclear. 
	 However, as a life insurer handling insurance policies whose 
duration extends to the ultra-long term, we are being called 
upon, especially in harsh times like this moment, to place even 
greater emphasis on practicing disciplined management capable 
of flexibly adapting to the evolving business environment and 

securing management stability over the long term. This, we 
believe, is essential to ensure our ability to provide our custom-
ers with services that live up to the management philosophy 
“Peace of mind, forever.”
	 With this in mind, under the banner of the major reform of 
mutual company management, we are pursuing the reform of  
(1) our governance structure supporting disciplined manage-
ment, (2) our resource management structure supporting swift 
decision making and optimal resource allocation, and (3) our 
innovation promotion structure supporting the ongoing creation 
of life insurance value that only Meiji Yasuda can deliver. By 
doing so, we will push ahead with the upgrading of our business 
management structure.

Our vision toward 2030

Reform of the Governance Structure: We are strengthening our 
customer-oriented business approach while upgrading our 
mutual company management and other business management 
structures in these endeavors. Moreover, we are striving to con-
tribute to the creation of a sustainable society. To ensure customer- 
oriented business operations over the long term as a mutual 
company, we need to strengthen supervision over management. 
For this reason, Meiji Yasuda’s Board of Directors aims to serve 
as a “monitoring board” in order to secure clear separation 
between the functions of management supervision and business 
execution. In conjunction with the fresh appointment of top 
management members in July 2021, we have also made it a rule 
not to allow an executive officer to concurrently serve as 
Chairman of the Board. This move is expected to help us secure 
even more robust corporate governance. In addition, we believe 
that establishing a business management structure capable of 
adapting to changes in the operating environment and strategies 
will be increasingly important going forward. Accordingly, we are 
endeavoring to increase the sophistication of our business man-
agement approach in preparation for the introduction of eco-
nomic value-based capital regulations scheduled in Japan for 

the fiscal year ending March 31, 2026. Through these and other 
efforts, we are upgrading our mutual company management 
and other business management structures. Simultaneously, we 
are developing a robust structure supporting our initiatives to 
contribute to the creation of a sustainable society. 

Reform of the Resource Management Structure: With the aim of 
helping each business department achieve autonomous manage-
ment, we are transitioning to a resource management structure 
that delegates greater departmental authority while upgrading 
our human resource management and system development 
structures and otherwise enhancing our business infrastructure. 
In this way, we will secure a structure capable of maximizing the 
effectiveness and efficiency of our management resources.

Reform of the Innovation Promotion Structure: We are engaged 
in the planning and development of new services aimed at 
achieving our ideals for value delivered via customer experience 
(CX). Furthermore, in addition to promoting the digital transfor-
mation (DX) strategy, we are pushing ahead with business  
process reengineering (BPR) by taking a cross-organizational 

Initiatives to realize our vision

   Our vision toward 2030 under the Major Reform of Mutual Company Management 

   Main initiatives under threefold reforms

Reform of the 
governance 

structure

Help employees embody a customer-oriented approach in their actions based on thoroughgoing adoption of the “Meiji Yasuda Philosophy”
• �Utilize “Our Conduct Principles” and “MY Style Guideline” while otherwise striving to ensure that “Meiji Yasuda Philosophy” is embraced by all 
• �Increase the sophistication of our customer-oriented management approach via, for example, introduction of NPS 

Practice a disciplined mutual company management approach 
• �Carry out the stable payment of policyholder dividends, including “MY Mutual Dividends,” in line with our “Dividends Policy” 
• �Strengthen management supervisory and other corporate governance functions in line with standards applied to listed companies by, for example, enhancing the Board of 

Directors’ monitoring functions and upgrading information disclosure practices 
• �Update our methods for mutual company management by introducing online platforms enabling policyholders to remotely attend portions of the Board of Policyholder Representa-

tives Meeting and Conference of Customers sessions, and cast their votes electronically 
• �Foster a unified corporate identity by conveying our Group Message: “Creating peace of mind, together” 
• �Enhance our consolidated governance structure with a Group Management Headquarters and Group Chief Officers, responsible for Group management, to spearhead these and 

other endeavors aimed at ensuring our management practices live up to international supervisory regulations

Step up initiatives to contribute to the creation of a sustainable society
• �Develop a promotion structure supporting initiatives to contribute to the creation of a sustainable society via, for example, the establishment of the Group Sustainability Policy

Promote a switchover to economic value-based business management 
• �Upgrade ERM-based business management with an eye on the introduction of economic value-based solvency regulations 
• �Develop administrative frameworks and systems in preparation for the utilization of IFRS in business management 

Reform of the 
resource 

management 
structure

Transition to a structure enabling autonomous resource management, with the aim of achieving optimization for both the entire organization and 
business units charged with each field based on delegated authority 
• �Delegate authority to business units charged with planning, etc. while strengthening supervisory functions provided by corporate departments 
• �Develop a structure supporting the effective and efficient utilization of management resources (human resources, information investment and business expenses) 

Human resource (HR) development and management incorporating a long-term perspective 
• �Upgrade our HR allocation structure to nurture senior management candidates and specialist human resources on an ongoing basis while promoting diversity & inclusion 
• �Promote innovative work styles compatible to the new lifestyle norms 

Transition to a system development structure supporting the acceleration of digitalization
• �Nurture multi-skill digital specialists by helping employees become proficient in several programming languages as we aim to step up the use of cloud-based and open-source 

systems in the course of promoting the DX strategy 
• �Accelerate the development of a structure enabling a flexible and agile approach to system development on a remote basis in a way that aligns with the new lifestyle norms

Reform of the 
innovation 
promotion 
structure

Develop a structure to promote the DX strategy and push ahead with the planning and development of new services in healthcare and other fields 
• �Establish a dedicated organization to promote the DX strategy and plan/develop new services while building a structure to operate a PDCA cycle 
• �Build a structure for planning and developing life insurance trusts and other services, creating a new value beyond insurance 
• �Strengthen functions for surveys and research into digital and healthcare technologies, etc. 

Establish a structure to support employee transitions to more sophisticated functions 
• �In conjunction with the execution of the DX strategy, adopt a cross-organizational approach to promote business process reengineering (BPR), including the review of in-house 

rules and the reduction of operations requiring paper documents and personal seals, with the aim of achieving improvement in operational efficiency and productivity 

Upgrade our survey and research structure to realize innovation and practice a flexible management approach supporting resilience against 
changes in the operating environment 
• �Step up partnership with external corporations, research organizations and healthcare institutions while upgrading our structure to develop new sales platforms

approach. In these ways, we will improve productivity while 
establishing a structure supporting employee transition to more 
sophisticated functions even as we step up surveys and 
research aimed at creating innovation.
	 Our initiatives targeting these threefold reforms will be executed 

through “governance reform,” “HR management reform,” “digital 
and system development structure reform” and “profit manage-
ment reform,” which serve as components of a framework for 
the major reform of mutual company management.
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Targets for Medium-Term Business Plan Results for the year ended March 31, 2022 

Number of customers 12,350,000 (+250,000 from April 1, 2021) 12,150,000 (+60,000 from April 1, 2021)

Individual insurance marketing 7,230,000 (+140,000 from April 1, 2021) 7,170,000 (+89,000 from April 1, 2021)

Group insurance marketing 5,130,000 (+120,000 from April 1, 2021) 4,970,000 (-29,000 from April 1, 2021)

Support employee transition to more sophisticated functions and promote the DX-driven initiatives aimed at 
thoroughly streamlining and upgrading our business management through the integration of the  

DX strategy with the Four Major Reforms and the Two Major Projects
(Pursue restructuring of our overall business operations)

DX strategy
Push ahead with the cross-organizational, effective integration of human operations and 

digital technologies to accelerate the Four Major Reforms and the Two Major Projects 

Ensure that our responses to 

customers are always at a high 

level with equal quality without 

depending on skills and experi-

ence of particular employees 

Deliver products and services 

optimized to the individual  

needs of each customer 

Utilize customer feedback  

to improve products and  

services in a timely manner

Help employees perform new 

sophisticated functions by 

streamlining and updating their 

modes of daily operations 

Four Major Reforms Two Major Projects 

Wellness for  
All Project 

Community  
Vitalization Project

Digital Transformation (DX) Strategy 
Corporate Strategy

   What we aim to achieve via the promotion of the DX strategy

In line with “MY Mutual Way Phase I,” we will secure a path leading 
to the realization of our vision toward 2030 by integrating the DX 
strategy with the Four Major Reforms and the Two Major Projects 
in a way aligned with changes in the business environment, which 
has been reshaped by the COVID-19 pandemic and other factors. 
	 With the aim of thoroughly streamlining, upgrading and thus 
restructuring our business management, our DX strategy 
encompasses four action policies: “Pursue experience value”; 
“Achieve optimization/sophistication via advanced technologies”; 
“Enhance business operations based on data”; and “Step up 
external collaboration.” Based on these policies, we will improve 
experience value for both customers and employees. Specifically, 
we will introduce and take advantage of AI and other advanced 
digital technologies while accumulating, analyzing and utilizing 
data, which now constitutes a key management resource. At the 
same time, we will employ “design thinking” to enhance user 

experience (UX) and user interface (UI). Through these initiatives, 
we will help create an environment where our employees perform 
more sophisticated functions and create higher added value 
while delivering more attractive products and services finely 
tuned to accommodate each customer’s needs. 
	 Given the breathtaking pace of advances in digital technolo-
gies, we deem it important to utilize these technologies in a 
broad range of fields. On the other hand, we believe that, in the 
life insurance industry, the integration of human and digital 
capabilities will be key to ensuring our ability to deliver optimal 
services and thereby win customer support in times of change 
like this moment. Accordingly, we will take advantage of design 
thinking and fully integrate it with universal value only humans 
are capable of creating, which we continue to provide. We 
believe those efforts will lead us to realize our management phi-
losophy “Peace of mind, forever.”

Our vision under “MY Mutual Way Phase I”

In July 2021, Meiji Yasuda was certified as a DX Business 
Operator by the Ministry of Economy, Trade and Industry. 
Moreover, a special project team was established to promote 
the DX strategy. Through the operation of this project team, we 
have made progress in various DX initiatives by taking a 
cross-organizational and consolidated approach to planning the 
DX strategy. 
	 Meanwhile, we are acutely aware of the need to secure 
homogeneous understanding within the workforce regarding 

various changes in the Company’s mode of day-to-day opera-
tions in the course of the promotion of the DX strategy. With this 
in mind, we will develop a promotion structure capable of unify-
ing DX initiatives undertaken across the Company. We will also 
work ceaselessly to update our methods for data collection, 
analysis and utilization as we aim to create new value through 
data management. Looking ahead, we will strive, over the medi-
um to long term, to stably nurture and secure a robust pool of 
DX specialists who play central roles in the above endeavors.

Achievements in the fiscal year ended March 31, 2022

   Meiji Yasuda’s DX strategy

Future initiatives

Progress in initiatives to realize our vision

Meiji Yasuda’s DX strategy is also aimed at expanding the number of customers, one of our management targets, in terms of both 
individual and group insurance marketing via the integrated promotion of this strategy with the Four Major Reforms and the Two Major 
Projects. Thus far, we are satisfied with steady progress of these initiatives.

   Overview of the DX strategy (redefined action policies as of April 1, 2022)

Shinya Makino
Director, Deputy President, Representative Executive Officer

Executive Officer in Charge of the Digital Strategy Department

Taking full advantage of digital technologies and data to 
provide both customers and employees with even better 
user experience
We will promote our DX strategy in an integrated and consistent manner in 
tandem with the Four Major Reforms and the Two Major Projects so that Meiji 
Yasuda contributes to regional communities at an even deeper level even as it 
continues to help people enjoy more affluent lives with greater peace of mind. 

Restructure business 
management via the 

integration of human and 
digital capabilities

Customer eXperience

Deliver products and services to  
help customers enjoy more effluent  

lives with peace of mind

Improve CX

Employee eXperience

Assign more sophisticated  

functions to employees 

Improve EX

Step up external 
collaboration

Promote open innovation 

DESIGN
Pursue experience value

Resolve “pain points” for customers and employees and improve UX/UI

DIGITAL
Achieve optimization/ 

sophistication via advanced 
technologies

Establish an up-to-date business manage-
ment structure supported by the integration 

of human and digital capabilities

DATA
Enhance business  

operations based on data
Promote data-driven management in  

all aspects of operations 

Major reform of mutual  
company management

Major reform of  
asset management

Major reform of  
sales and services

Major reform of core functions 
and administrative services
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Promotional activities focused on announcing  
the appointment of President Nagashima 

Promoting sports activities to support health 
improvement and regional vitalization ポスター

変わらぬ想いを
つないでいく。

取締役会長
根岸 秋男

取締役
代表執行役社長
グループＣＥＯ
永島 英器

Poster announcing the appoint-
ment of the new President

みんなでめざそう!富士山の頂を。 
まだ見ぬ美しい景色に向かって。

私は、初夏の夕方、遠くの団地の窓に、

灯りがポッポッと灯る瞬間を見るのが好きです。

はかなげな灯りの一つひとつが、私たちが守るべき幸せの象徴のように思えて、

「確かな安心をいつまでも提供したい!」との想いがこみ上げてきます。

また、私が人生最期のときに思い起こすのは、

それまでにめぐり会えたお客さまや働く仲間と、

その出会いから生まれた一瞬の感謝・感動であろうとも思っています。

そんな私は、「確かな安心をいつまでもお客さまに提供する」、

「お客さま、地域社会、働く仲間との絆を大切にする」ことを宣言する

「明治安田フィロソフィー」が大好きです。

人生の意味や生き方はひとそれぞれです。

それでも、「使命感を持って、ひととの絆や出会いを大切に、

自分らしく自分の成長を感じながら生きることは、

多くの人にとって幸せなことではないだろうか」と私は思います。

一人ひとりが、真摯に誠実に自分の幸せを追求し行動したときに、

結果としてお客さま満足度は上がり、

結果として会社のブランド価値は向上し、結果として会社は成長・発展する。

そうすればもちろん、給与や処遇も上がっていきます。

こうした美しい循環をなんとしても創りたい。

その出発点は私たち一人ひとりの心のありようだと想っています。

私たちが歩む道のりは「MY Mutual Way 2030」。

相互扶助の精神に基づく会社形態「相互会社」として、

10年後にめざす姿「『ひとに健康を、まちに元気を。』最も身近なリーディング生保」の実現をめざす道のりです。

登山に例えるなら唯一無二の最高峰「富士山」の頂をめざすチャレンジングな道のりです。

現場第一線、本社、国内外のグループ会社あわせて５万人が、

手と手をたずさえ、一緒に、一歩一歩確実に前に進んでいきましょう。

全員が心と力をあわせて、声を掛けあい励ましあって、

辿りついた山頂には、見たこともない美しい景色が必ずや広がっていると信じます。

いつもどこに居ても、みなさん一人ひとりの幸せと確かな歩みを心から祈っています。

さあ、出発です!

手と手をたずさえ
、

一緒に行こう。

Leaflet outlining the new 
President’s policies 

Dialogue between 
President Nagashima and 
Mr. Kazumasa Oda 
streamed via Meiji Yasuda’s 
official YouTube channel

Soccer clinics and SNAG golf clinics 

©J.LEAGUE

Brand Strategy 
Corporate Strategy 

We have identified “The most accessible, industry-leading life 
insurer capable of ‘Wellness for People, Vitality for 
Communities’” as our vision toward 2030. As a mutual compa-
ny, we will pursue the best interest of our policyholders over the 
ultra-long term in the future while enhancing Meiji Yasuda’s eco-
nomic value and social value. In light of changes in the business 
environment in the aftermath of the breakout of the COVID-19 
pandemic, we will also step up our initiatives to contribute to 
the creation of a sustainable society, which will, in turn, under-
pin our endeavors described above. 
	 Life insurance is an intangible product that consumers do not 
need to interact with every day. Accordingly, people’s life insurance 

needs are often left latent. Because of this, a life insurer’s brand 
value serves as a major factor impacting customer choice. This 
is why we consider enhancing our corporate brand value to be a 
matter of growing importance and a key component of our 
management strategies. In this light, our brand value must be 
built upon solid and long-term relationships with consumers. 
	 With this in mind, Meiji Yasuda has positioned the Two Major 
Projects (the “Wellness for All Project” and the “Community 
Vitalization Project”) as pillars of its health promotion and 
regional vitalization initiatives. Through these projects, Meiji 
Yasuda will strive to enhance its brand value to become a life 
insurer appreciated by society.

Our vision under “MY Mutual Way Phase I”

In conjunction with the internal and external announcement of 
the appointment of President Nagashima, we have striven to 
further disseminate the “Meiji Yasuda Philosophy,” our corpo-
rate philosophy, among employees as well as stakeholders out-
side the Group. Furthermore, we have endeavored to gain more 
robust public recognition of the Meiji Yasuda brand by imple-
menting the Two Major Projects and thereby creating social 
value in areas of health improvement assistance and regional 
vitalization. In addition, we worked in partnership with J.League, 
supported the Japan Ladies Professional Golfers’ Association 
(JLPGA) and otherwise helped promote sports activities in a 
way that takes full advantage of Meiji Yasuda’s unique strengths. 
	 As part of the “Wellness for All Project,” we have striven to 
assist customers in their health improvement efforts by employ-
ing both face-to-face and no-physical-contact communication 
channels. Specifically, we hosted health promotion events while 
delivering online programs and other opportunities for customers 
to improve their health amid the COVID-19 pandemic. We have 
also analyzed health checkup results submitted by customers 
enrolled in Meiji Yasuda’s insurance products. Having confirmed 
overall improvement in their health conditions, we have thus pub-
licly disclosed health improvement effects yielded via this project. 
	 Meanwhile, the “Community Vitalization Project” endeavors to 

help create flourishing regional communities. Under it, we con-
ducted the “Employee Giving Campaign to Support MY Local 
Community” as we did in a year earlier. Through this campaign, 
we have donated an annual total of approximately ¥500 million. 
Simultaneously, we have built partnership relationships with a 
growing number of local governments, signing or maintaining 
partnership agreements aimed at addressing region-specific 
issues with a total of 788 municipalities as of March 31, 2022. 
Moreover, we have worked in tandem with roadside stations, 
community centers, branches of the Japan Health Insurance 
Association and other entities nationwide to host events and 
seminars to help local community members improve their health 
and enhance their living standards.
	 With the aim of effectively communicating our initiatives under 
the Two Major Projects to a broad range of the general public, 
we also strengthened efforts to disseminate information through 
our official accounts on YouTube, Facebook and other social 
networking services (SNSs). Visits to our accounts have 
increased twofold year on year, suggesting that our intended 
corporate image as a life insurer accessible to members of local 
communities is steadily becoming widespread.
	 Meiji Yasuda is also engaged in the “Kizuna” campaign, an 
endeavor supported by small groups formed at each business 

Achievements in the fiscal year ended March 31, 2022

Looking ahead, we expect to see a growing consumer trend 
toward choosing modes of consumption that contribute to soci-
ety or selecting corporations that are capable of creating social 
value. With this in mind, we will enhance our unique presence 
by creating social value and, to this end, taking full advantage of 
Meiji Yasuda’s unique strengths. For that purpose, we will con-
tinue to promote initiatives to assist customers in their health 
improvement efforts along with those aimed at helping to create 
flourishing regional communities. With “MY Link Coordinators” 
(sales personnel) serving as key players supporting these and 
other endeavors, we will thus push ahead with efforts to help 
realize a sustainable and flourishing society. 
	 We will also promote social contribution activities, including 
protecting the environment and helping children grow soundly, 
under the banner of “Activities to Support Future Generations.” 
Within these activities, we will especially focus on providing 
financial and insurance education to younger generations, offer-
ing learning opportunities to help these generations acquire 
robust literacy in subjects that include the preparatory steps 

they might need to take to support themselves in the future.
	 In terms of promotional activities, we will reach out to women 
in younger age groups, who represent a priority demographic 
segment in Meiji Yasuda’s brand-related communications, by 
employing YouTube and Instagram. Simultaneously, we will uti-
lize Facebook to disseminate information targeting middle-age 
to senior customers. As such, we will implement promotional 
activities using various media in a way aligned with characteris-
tics of each demographic segment. Given changes in the cus-
tomer communication environment in the wake of the COVID-19 
pandemic, we will also utilize metaverse technologies to push 
ahead with the dissemination of information through no-physical- 
contact channels. 
	 In addition, we will advance and deepen partnerships with 
J.League and the JLPGA, acting in close collaboration with these 
two organizations to provide football soccer clinics for elementary 
school students and Starting New At Golf (SNAG) golf clinics, 
respectively, while enhancing the content of other joint initiatives.

Future initiatives 

Progress in initiatives to realize our vision

We have adopted a “corporate image indicator” to confirm the 
degree of our success in terms of securing the public accep-
tance of Meiji Yasuda’s ideal brand image. Thus far, we have 
seen steady improvement in this indicator over the long term. 
	 Survey results for this indicator show that men in their 20s–30s 
and women in their 50s–60s tend to give higher ratings to Meiji 
Yasuda. We consider these results a testament to the public 
support of our initiatives to help promote sports activities via, for 
example, our partnership with J.League, as well as our engage-
ment in the Two Major Projects, which are strongly focused on 
contributing to society. Also, it is also assumed that our TV 
commercials featuring an original song written by Mr. Kazumasa 
Oda helped us earn favorable reviews among viewers.Tadashi Onishi 

Deputy President

Executive Officer in Charge of the Branding Strategy Department

Establish a strong corporate brand to remain the best 
insurer of choice for our customers 
We will establish an even stronger Meiji Yasuda brand to remain the best insurer 
of choice for our customers and, to this end, provide our stakeholders with 
easy-to-understand messages regarding our stance as a mutual company and 
communicate our unique initiatives aimed at creating social value.

2016
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(%)

30
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24
2017 2018 2019 2020 2021 2022

31.4%

25.0 25.2

26.3 26.2

28.7

26.4

(Years ended March 31)

   Corporate image indicator

unit to leverage a bottom-up approach to strengthen our culture 
of proactive employee conduct toward the realization of the “Meiji 
Yasuda Philosophy.” As part of this campaign, we have collect-
ed approximately 115,000 cases of employee best practices 

deemed to be the embodiment of “Our Conduct Principles.” 
Through these and other bottom-up initiatives, we have striven 
to adopt and foster our ideal corporate culture. 
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Initiatives to support  
the prevention of  

serious symptoms

R&D aimed at creating new 
products and services designed 

to assist customers in their 
health improvement efforts

Provision of opportunities  
for people to casually 

 engage in physical exercise

Wellness for All Project Community Vitalization Project

• Expand the scope of coverage offered to prevent serious symptoms 

• Provide opportunities for people to casually engage in physical 

exercise by employing both face-to-face events and 

no-physical-contact communication methods 

• Promote R&D to create new products and services designed to assist 

customers in their health improvement efforts

Our vision for brand image

• Act in collaboration with municipalities, community centers, roadside 

stations and other community-based entities nationwide to help our 

fellow local community members enhance their living standards 

• Empower regional businesses, which are the bedrock of communities, 

to achieve growth by helping them practice health & productivity management 

• Promote community building by supporting sports activities and community participation

• Host soccer clinics for elementary school students 

• Host “J.League Walking Campaign” which allows any customer 

to casually participate regardless of age

• Organize tours for customers to cheer live at the stadium for their local 

J clubs along with Meiji Yasuda employees 

• Promote community contribution activities based on sponsorship deals 

signed between our regional offices nationwide and each J club

© J.LEAGUE

Examples of Meiji Yasuda’s unique initiatives employing partnerships with sports-related 
organizations as part of the Two Major Projects

We support health improvement efforts and contribute to local communities via the promotion of sports activities, 
thereby creating social value in a unique way that only Meiji Yasuda is capable of.

 Collaboration with J.League 
Promote community-rooted initiatives in collaboration with J.League, all J clubs and other teams based on the title partner contract 
and special sponsorship contract between Meiji Yasuda and J.League as well as sponsorship deals between our regional offices and 
J clubs nationwide

• Host Starting New At Golf (SNAG) golf clinics for elementary 

school students 

• Invite JLPGA-affiliated professionals to perform in live-streaming 

video programs offered via At-Home Wellness Activities

• JLPGA-affiliated professionals also serve as lecturers at golf clinics 

sponsored by Meiji Yasuda

 Collaboration with JLPGA  
We jointly promote golf as a lifelong sport based on the official partner contract.

“Wellness for People, 
  Vitality for Communities”

健康を、いっしょに育てよう。

健診結果が「前年水準以上」の従業員の割合

全従業員を対象とした意識調査結果
（2020年度）

新たに「重症化予防」の保障領域をカバーする商品・サービス
を提供

当社従業員も「健活」に取り組み、一定の
成果を確認

健康増進への意識が向上した ⇒ 77.1%
健康増進への行動が変化した ⇒ 73.7%

「重症化予防」
領域の取組み

広く健康データを蓄積・分析する態勢をつくり、新たな価値
を提供する商品・サービスの研究・開発に取り組み

新たな商品・
サービスの
研究・開発

対面・非対面での健康増進イベントを拡充し、お客さまや
地域社会のみなさまの健康課題解消をサポート

明治安田生命
Jリーグウォーキング おうちで健活

参加しやすい
運動機会等の
提供

健康寿命という言葉が盛んに言われるように、健康でいることは、人生を輝かせるうえでますます重要になってきています。
しかしながら、健康に良い活動は、ひとりでは、なかなか続けるのが難しいものです。
健康を、みんなでもっと楽しく、続けやすいものに。それが明治安田生命の「みんなの健活プロジェクト」。
営業職員（MYライフプランアドバイザー等）が、お客さまの健康の維持・改善に向けた取組みをサポート。
そのなかで、Jリーグとの協働による参加しやすい運動の機会や、最新の健康チェックの機会もご案内。
そして、毎年の健康診断の結果に基づく「MY健活レポート」によるアドバイス、結果に応じてメリットを受けられる
保険商品を通じて、みなさまの健康づくりを前向きに応援していきます。

健康増進 重度な疾病
の治療
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従業員の健活推進

「重症化予防」領域

早期発見 早期治療 健診結果が「前年水準以上」の従業員の割合

全従業員を対象とした意識調査結果
（2020年度）

新たに「重症化予防」の保障領域をカバーする商品・サービス
を提供

当社従業員も「健活」に取り組み、一定の
成果を確認

健康増進への意識が向上した ⇒ 77.1%
健康増進への行動が変化した ⇒ 73.7%

「重症化予防」
領域の取組み

広く健康データを蓄積・分析する態勢をつくり、新たな価値
を提供する商品・サービスの研究・開発に取り組み

新たな商品・
サービスの
研究・開発

対面・非対面での健康増進イベントを拡充し、お客さまや
地域社会のみなさまの健康課題解消をサポート

明治安田生命
Jリーグウォーキング おうちで健活

参加しやすい
運動機会等の

提供

健康寿命という言葉が盛んに言われるように、健康でいることは、人生を輝かせるうえでますます重要になってきて
います。
しかしながら、健康に良い活動は、ひとりでは、なかなか続けるのが難しいものです。
健康を、みんなでもっと楽しく、続けやすいものに。それが明治安田生命の「みんなの健活プロジェクト」。
営業職員（MYライフプランアドバイザー等）が、お客さまの健康の維持・改善に向けた取組みをサポート。
そのなかで、Jリーグとの協働による参加しやすい運動の機会や、最新の健康チェックの機会もご案内。
そして、毎年の健康診断の結果に基づく「MY健活レポート」によるアドバイス、結果に応じてメリットを受けられる
保険商品を通じて、みなさまの健康づくりを前向きに応援していきます。

健康増進 重度な疾病
の治療
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従業員の健活推進

プロジェクト
の本格展開

「重症化予防」領域

早期発見 早期治療

“Stay healthy together” 
Today, the maintenance of healthy life expectancy has become a matter of growing public interest. In fact, staying healthy 
is more important than ever before for people who want to enjoy their lives. 
  However, solitary efforts to improve health are often said to be hard to continue. We hope to promote wellness activities 
that are fun and easy to continue. That is why Meiji Yasuda launched the “Wellness for All Project.”
  In line with the project objectives, our sales personnel (e.g. MY Link Coordinators) help customers continue efforts to 
maintain and improve their health conditions via after-sales services. 
  In the course of these services, we inform customers of upcoming J.League-collaboration campaigns, which offer 
opportunities for them to casually engage in physical exercise, and the latest schedule for health check events. 
  Furthermore, we provide them with health improvement advice via the “MY Wellness Activity Report” service in light of 
their health conditions while delivering insurance products designed to reward them based on health checkup results.

Health improvement effectsOffer coverage for hospital visits upon deterioration in indicators measured 
at health checkups while, in June 2022, releasing a new rider that 
furnishes survivor benefits provided that the policyholder underwent 
cancer checkups 

Proportion of individuals*1, 2, 3 who felt their health awareness 
has been strengthened over the course of past year 

*1 � Based on questionnaires conducted in 2022 regarding health awareness
*2 � Including those who answered that their health awareness remained at a 

high level
*3 � Excluding those who came to have stronger health awareness due to the 

COVID-19 pandemic 

* Reasons associated with services provided by Meiji Yasuda 

Enhance the content of health improvement campaigns, including those 
involving exercise programs and health checkups, to help customers and 
local community members address health issues they are now confronting

Develop a more robust R&D structure capable of compiling and analyzing 
a broad range of health data, and creating products and services designed 
to deliver new value

J.League Walking Campaign Health checkup event
Main reasons for developing stronger health awareness*

• �Became more conscious about health checkup results 
• �Confirmed insights delivered via “MY Wellness  

Activity Report”
• �Would like to receive refunds under “Health Cash Back” 

FY2020

73.1%

FY2021

75.5%
+2.4pt

“Wellness for All Project” and “Community Vitalization Project”
Two Major Projects 

We have identified “The most accessible, industry-leading life 
insurer capable of ‘Wellness for People, Vitality for Communities’” 
as our vision toward 2030 in line with MY Mutual Way 2030, a 
new 10-year plan.
	 To achieve this vision, we promote the Two Major Projects, 
namely, the “Wellness for All Project” and the “Community 
Vitalization Project,” by taking a cross-organizational approach. 
	 The former project is aimed at assisting our customers and 
other members of regional communities in their efforts to 
improve mental and physical health, while the latter project is 
intended to help create flourishing communities by supporting 

interpersonal interactions. Through these projects, we will create 
social value while expanding contact points with new customers. 
	 In addition, we will take full advantage of our ties with 
J.League, for which we serve as a title partner, and the Japan 
Ladies Professional Golfers’ Association (JLPGA). Acting in col-
laboration with these and other partners, we will proactively 
support health improvement efforts and contribute to local com-
munities via the promotion of sports activities. In these ways, 
we will secure public understanding of the unique ways Meiji 
Yasuda can contribute to society. 

Overview

In line with this project, we have been delivering products, ser-
vices and campaigns aimed at providing customers, local com-
munities and colleagues (Meiji Yasuda employees) with ongoing 
assistance to their health improvement efforts. We are thus 
striving to create new value through this project.
	 As for products, we have striven to upgrade a lineup of cover-
age provided under “Best Style with Health Cash Back” released 
in April 2019. For example, in June 2021 this product began 
offering coverage supporting the early detection of disease and 
the prevention of serious symptoms at an initial stage in which 
deterioration in indicators measured at health checkups was 
revealed. In June 2022, we also added new coverage supporting 
periodic checkup for cancers that predominantly strike women 
to the lineup. Today, the number of policies sold for this product 
has exceeded 1 million. Moreover, the cumulative total amount 
of insurance premiums refunded via “Health Cash Back” 
reached ¥7.0 billion over the course of two years since the May 
2020 commencement of this refunding scheme. Looking ahead, 
we will endeavor to enhance the lineup of products designed to 
assist customers in their ongoing health improvement efforts. 
	 As for services, we provide customers enrolled in “Best Style 
with Health Cash Back” and dementia insurance with the “MY 
Wellness Activity Report” service. Leveraging medical big data 
now encompassing approximately 1 million people, this service 
offers health-related insights and advice based on health check-
up results submitted by customers. For example, this service 
conducts disease risk prediction in addition to providing the 
comprehensive analysis of each customer’s health to suggest a 
comparable reference point. We also deliver a variety of services 

designed to support health improvement and early disease 
detection, for example, offering around-the-clock phone-based 
counseling and providing advanced medical examinations at 
lower prices. 
	 As for campaigns, we hold “Meiji Yasuda Life J.League 
Walking Campaign” and other events in regions nationwide. 
Simultaneously, we act in collaboration with municipalities, 
roadside stations and other community-based entities to host 
seminars and events aimed at assisting residents of regional 
communities in their health improvement efforts. The number of 
attendees at these events now amounts to 2,020,000 in cumu-
lative total. Going forward, we will upgrade the content of our 
initiatives to assist customers and local communities in their 
health improvement efforts by, for example, holding events in 
which attendees can try out cutting-edge health checkup equip-
ment and hosting large-scale online health promotion events via 
the use of metaverse (virtual space) technologies. 
	 In addition, Meiji Yasuda employees are similarly engaged in 
proactive health improvement efforts even as they strive to assist 
customers in their health improvement. As a result, we have 
confirmed that a growing proportion of employees have seen 
improvement in their health checkup results along with other 
tangible effects of health improvement efforts. 
	 In these and other ways, we will deliver the value of wellness 
activities to a great number of customers. By doing so, we con-
tribute to the lengthening of healthy life expectancy and seek to 
establish the “No. 1” corporate brand in terms of health 
improvement assistance.

Wellness for All Project
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• �We will contribute to the resolution of issues 
residents are confronting by acting in collabora-
tion with local governments and other bodies to 
deliver region-specific information regarding 
health improvement, child rearing, nursing care 
and other topics.

• �We will assist local businesses in their pursuit of 
health & productivity management to help them 
create a workplace in which all employees can 
work energetically even as they stay mentally 
and physically healthy over the long term. 

“Connections”

Representatives from Meiji Yasuda and the Shimane 
Branch of the Japan Health Insurance Association 
hold a partnership agreement at a signing ceremony

A guidebook on how to start health 
& productivity management

S T A R T !
「明治安田 健康経営認定支援サービス」 START GUIDE

※健康経営®は、NPO法人健康経営研究会の登録商標です

「 健 康 経 営®」で

企 業 の 活 力を

アップしましょう！

明治安田生命が
貴社の「健康経営 」への取組みをご支援いたします

こんなお悩みはありませんか?

一つでも当てはまるものがあれば、

「健康経営®」の導入をお勧めします

明治安田生命が貴社の「健康経営®」※への取組みをご支援します

体調不良者が多く
生産性が上がらない…

企業全体での健康推進
への取組意識が低く
社内に活気がない…

医療費増加
による健康保険料の
負担が大きい…

経営者の
みなさま

• �We will help residents of local communities 
enjoy higher living standards by holding events 
and seminars focused on health improvement 
through collaboration with municipalities, 
community centers, roadside stations and other 
community-based entities, in addition to 
supporting local festivals. 

• �We will facilitate interaction among regional 
residents, to this end working in collaboration 
with J.League and the JLPGA to build sports 
communities in which Meiji Yasuda employees 
and other members of communities cheer live 
at the stadium for favorite teams and athletes.

“Interaction”

A health promotion event held at a roadside station

A soccer clinic for elementary school students

• �Targeting a nationwide range of municipalities in 
which Meiji Yasuda maintains business bases, we 
deliver donations through the “Employee Giving 
Campaign to Support MY Local Community.” This 
aids in the resolution of region-specific issues on 
an ongoing basis through voluntary donations 
from employees, which are matched by funds from 
Meiji Yasuda, and then furnished to organizations 
rooted in communities where they have grown 
up or otherwise share a common bond. 

• �We will participate in initiatives aimed at resolving 
region-specific issues through collaboration with 
municipalities, local businesses, universities, 
research institutions and other entities, with the 
aim of contributing to the vitalization of regional 
communities. 

“Mutual aid”

Presentation ceremony in which representatives of Meiji Yasuda 
provided a beneficiary with a list of donations

Three declarations to support opportunities for people of regional communities to interact with peace of mind 

We champion connections, interaction and  
mutual aid in regional communities.
We help provide residents of local communities with opportunities to 
interact with peace of mind by, for example, promoting collaborative 
initiatives with municipalities and supporting sports activities. 

Two Major Projects

Launched in the fiscal year ended March 31, 2021, the 
“Community Vitalization Project aims to contribute to the resolu-
tion of region-specific issues based on collaboration with 
municipalities, local businesses, mass media, universities, 
research institutions, sports organizations and other entities.  
In line with this aim, we are thus championing “connections,” 
“interaction” and “mutual aid” in regional communities. 
	 For example, this project involves the “Employee Giving 
Campaign to Support MY Local Community” through which 
employees voluntarily make donations to organizations rooted 
in communities where they have grown up or otherwise share a 
common bond. In line with a matching gift scheme, these dona-
tions have been combined with funds from Meiji Yasuda and 
delivered to a nationwide range of municipalities in which the 
Company maintains business bases. To date, a total of ¥1,220 
million was donated to 1,604 organizations across Japan. 
	 As part of collaborative initiatives with municipalities, we have 
been engaged in campaigns aimed at enhancing public literacy 

regarding measures to prevent infections with COVID-19, 
encouraging people to undergo checkups for specific diseases 
and raising traffic safety awareness among citizens. Through 
these and other activities, we strive to meet municipal needs, 
with the number of campaigns undertaken during the fiscal year 
ended March 31, 2022 reaching a cumulative total of 2,555.
	 Through the promotion of sports activities, we have also  
supported community building and community participation.  
In collaboration with J.League, we held soccer clinics for ele-
mentary school students. Furthermore, we invited professional 
golfers affiliated with the Japan Ladies Professional Golfers’ 
Association (JLPGA) to serve as lecturers at golf clinics held in 
50 locations nationwide. 
	 We also implemented the “Local Athlete Support Program” to 
encourage children in regional communities to have dreams and 
develop affection to their communities. In the fiscal year ended 
March 31, 2022, we supported 32 young athletes who partici-
pate in 16 sports categories and are based in 28 prefectures.

Community Vitalization Project
In the course of the Two Major Projects aimed at assisting 
health improvement and helping create prosperous regional 
communities, we aim to address the need to “Prolong healthy 
life expectancy” and “Vitalize regional communities.” As part of 
the priority issues identified as being relevant to the SDGs, we 

are placing utmost priority on these two issues. 
	 We have also set evaluation indicators for each of the project’s 
initiatives to assess the quantitative and qualitative progress we 
have made.

Two Major Projects—Contributing to the SDGs 

健康を、いっしょに育てよう。

健診結果が「前年水準以上」の従業員の割合

全従業員を対象とした意識調査結果
（2020年度）

新たに「重症化予防」の保障領域をカバーする商品・サービス
を提供

当社従業員も「健活」に取り組み、一定の
成果を確認

健康増進への意識が向上した ⇒ 77.1%
健康増進への行動が変化した ⇒ 73.7%

「重症化予防」
領域の取組み

広く健康データを蓄積・分析する態勢をつくり、新たな価値
を提供する商品・サービスの研究・開発に取り組み

新たな商品・
サービスの
研究・開発

対面・非対面での健康増進イベントを拡充し、お客さまや
地域社会のみなさまの健康課題解消をサポート

明治安田生命
Jリーグウォーキング おうちで健活

参加しやすい
運動機会等の

提供

健康寿命という言葉が盛んに言われるように、健康でいることは、人生を輝かせるうえでますます重要になってきています。
しかしながら、健康に良い活動は、ひとりでは、なかなか続けるのが難しいものです。
健康を、みんなでもっと楽しく、続けやすいものに。それが明治安田生命の「みんなの健活プロジェクト」。
営業職員（MYライフプランアドバイザー等）が、お客さまの健康の維持・改善に向けた取組みをサポート。
そのなかで、Jリーグとの協働による参加しやすい運動の機会や、最新の健康チェックの機会もご案内。
そして、毎年の健康診断の結果に基づく「MY健活レポート」によるアドバイス、結果に応じてメリットを受けられる
保険商品を通じて、みなさまの健康づくりを前向きに応援していきます。

健康増進 重度な疾病
の治療
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従業員の健活推進

「重症化予防」領域

早期発見 早期治療 健診結果が「前年水準以上」の従業員の割合

全従業員を対象とした意識調査結果
（2020年度）

新たに「重症化予防」の保障領域をカバーする商品・サービス
を提供

当社従業員も「健活」に取り組み、一定の
成果を確認

健康増進への意識が向上した ⇒ 77.1%
健康増進への行動が変化した ⇒ 73.7%

「重症化予防」
領域の取組み

広く健康データを蓄積・分析する態勢をつくり、新たな価値
を提供する商品・サービスの研究・開発に取り組み

新たな商品・
サービスの
研究・開発

対面・非対面での健康増進イベントを拡充し、お客さまや
地域社会のみなさまの健康課題解消をサポート

明治安田生命
Jリーグウォーキング おうちで健活

参加しやすい
運動機会等の
提供

健康寿命という言葉が盛んに言われるように、健康でいることは、人生を輝かせるうえでますます重要になってきて
います。
しかしながら、健康に良い活動は、ひとりでは、なかなか続けるのが難しいものです。
健康を、みんなでもっと楽しく、続けやすいものに。それが明治安田生命の「みんなの健活プロジェクト」。
営業職員（MYライフプランアドバイザー等）が、お客さまの健康の維持・改善に向けた取組みをサポート。
そのなかで、Jリーグとの協働による参加しやすい運動の機会や、最新の健康チェックの機会もご案内。
そして、毎年の健康診断の結果に基づく「MY健活レポート」によるアドバイス、結果に応じてメリットを受けられる
保険商品を通じて、みなさまの健康づくりを前向きに応援していきます。

健康増進 重度な疾病
の治療

50

55

60

65

70

20202019201820172016

（%）

（年度）

61.6

58.6

62.6

69.4 68.9

従業員の健活推進

プロジェクト
の本格展開

「重症化予防」領域

早期発見 早期治療

   Contribution to the SDGs via the Two Major Projects

Initiatives undertaken by Meiji Yasuda

Signing partnership agreements with local governments and other entities

Providing products designed to assist health 
maintenance and improvement efforts 

Holding health promotion events at  
roadside stations 

Delivering the MY Wellness Activity Report service Supporting periodic seminars held by community centers 

Providing online diagnostic services Assisting regional businesses in their acquisition of 
“Health & Productivity Management” recognition 

• �Signed partnership and other agreements with 788 local governments and municipalities,*1 
32 regional banks and five universities*2 to help them address issues their regional communi-
ties are confronting (as of March 31, 2022) 

• Host health checkup events aimed at promoting health improvement awareness while 
co-sponsoring local fairs to draw public attention to local specialties 

*1 � The number of comprehensive partnership, health improvement partnership and regional vitalization  
partnership agreements 

*2 � Agreements with regional banks and universities include partnership agreements involving specific issues.

• �Offer “Best Style with Health Cash Back” designed to assist health improve-
ment efforts as well as “Dementia Insurance for Your Future: MCI Plus” 
designed to support the prevention of dementia

• �Promote variety of collaborative initiatives 
with the All Nippon Michi-no-Eki Network to 
assist roadside station staff and residents 
of neighboring communities in their health 
improvement efforts

• ��Employ medical big data now encompassing 
approximately 1 million people to provide customers 
with such insights as predictions on future hospital-
ization risks based on their health checkup results 
and the comprehensive analysis of each customer’s 
health to suggest a comparable reference point.

• Act in collaboration with the National 
Kominkan Association to help community 
centers organize periodic seminars, lecture 
sessions and other events for local residents, 
with the aim of contributing to the sustainable 
development of regional communities 

• ��Offer online diagnostic services through “MY Hoken 
Page,” a dedicated website for customers, to enable 
them to undergo medical examinations provided  
by designated healthcare institutions via PCs or 
smartphones 

• Signed agreements with 35 branches of the Japan 
Health Insurance Association to help regional 
businesses acquire health & productivity 
management certification (as of March 31, 2022) 

• Provide these businesses with assistance services 
employing Meiji Yasuda’s unique capabilities

Signing ceremony for the comprehen-
sive partnership agreement with Shiga 
Prefectural Government 

A promotional fair aimed at drawing 
public attention to specialties from the 
Shinshu region

A health promotion event held at 
Roadside Station Kawane Onsen

Signing ceremony (Gifu Branch 
of the Japan Health Insurance 
Association)

A periodic seminar held by a  
community center in Nankoku City, 
Kochi Prefecture

“Best Style with Health Cash Back” “Dementia Insurance for Your Future: MCI Plus”

MY Wellness  
Activity Report

A screen layout of “curon,” an 
online diagnostic service app

Meiji Yasuda Life Insurance Company  Annual Report 2022 Meiji Yasuda Life Insurance Company  Annual Report 202276 77



Supervisor President

The “Kizuna” Campaign activities undertaken by each business unit 

Relationship 
with customers

Value creation initiatives to deepen four “relationships” 

Relationship with 
local communities

Relationship with 
future generations

We cater to customers and seek to impress them 
with our after-sales service. 

We create value to fill real social needs and help 
nurture local communities. 

We contribute to the creation of a sustainable and 
hopeful society for the sake of future generations. 

Relationship with 
fellow workers

We respect ambition and diversity, and seek to 
create fulfilling workplaces. 

Secretariat team (headquarters)

Ensure that Our Conduct Principles are 
understood by all

Promote the “Wellness for All Project” 

Promote the “Community Vitalization Project” 

Implementing the “MY 
Message” activity in which 
sales personnel deliver 
handwritten message cards 
to their customers

Corporate Culture and Brand Creation Activities

   Examples of initiatives

Our Corporate Culture and Brand Creation Activities are aimed 
at ensuring that all employees embrace the Meiji Yasuda 
Philosophy and Our Conduct Principles* as their compass for 
operational judgment and business conduct and empowering 
them to fully realize their creativity as they spontaneously strive 
for the betterment of our corporate culture. 

	 To this end, these activities employ a bottom-up approach so 
that our efforts result in the enhanced recognition of the Meiji 
Yasuda brand among our customers and local communities 
where they reside.
* �A booklet that describes specific examples of action embodying the Meiji Yasuda 
Philosophy and clearly communicates what is expected of Meiji Yasuda employees.

The purpose of the activities

In addition to ensuring that the Meiji Yasuda Philosophy is understood by all employees and wins their hearts, each employee strives 
to raise their awareness and adopt a new mode of behavior in line with the ideals of this philosophy. With this in mind, we consider 
four fundamental “relationships” with key stakeholder groups, which all employees should be committed to nurturing, to be a basis for 
our activities. We ultimately aim to make such employee behavior and commitment a part of our corporate culture.

Activity policy and optimal corporate culture 

The “Kizuna” Campaign* is a key initiative supported by small groups formed at each business unit and 
leverages a bottom-up approach, with the aim of effectively promoting the Corporate Culture and Brand 
Creation Activities. 
	 The campaign calls upon all employees operating at business bases nationwide to take tangible and spon-
taneous action to create new value in unique ways that only Meiji Yasuda is capable of. By doing so, Meiji 
Yasuda employees are proactively engaged in a variety of initiatives aimed at creating a corporate culture. 
* �Kizuna means “relationship” in Japanese, and this unique campaign represents the Company’s commitment to nurturing the four fundamental relationships set forth in the corporate vision.

The “Kizuna” Campaign—key initiative empowered by small groups 

Holding study sessions in which the 
President and employees directly 
engage in dialogue to ensure that the 
Meiji Yasuda Philosophy is understood 
by all and wins their hearts

Activity 
policy 

1. �Securing employee understanding and support • �The “Meiji Yasuda Philosophy” is understood by all officers and employees and wins their hearts.

2. �Ensuring employees take the philosophy as 
their own

• �Each employee remains conscious of the Meiji Yasuda Philosophy and refers to it as their standard for 
judgment in the course of daily operations. 

3. �Encouraging action and persistence • �Employees relentlessly work to proactively embody Our Conduct Principles using their creativity.

Our vision for corporate culture • �A culture that values four fundamental relationships, namely, relationship with customers, relationship 
with local communities, relationship with future generations and relationship with fellow workers. 
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