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NEWS RELEASE 

May 15, 2013 

  Haruaki Deguchi, President/Founder 

  LIFENET INSURANCE COMPANY 

  (Securities Code: 7157, TSE Mothers) 

Announcement of New Mid-term Business Plan 
 

Mid-term business plan toward a new growth stage 5 years after start-up 

TOKYO, May 15, 2013 - LIFENET INSURANCE COMPANY (TSE Mothers 7157, 

President/Founder: Haruaki Deguchi URL:http://ir.lifenet-seimei.co.jp/en/) announces the 

formulation of its mid-term business plan leading up to fiscal 2015 ending March 2016. 

Since commencing its business operations, Lifenet has strived to establish a new business 

model called “online life insurance” that uses the Internet as the main distribution channel and to 

acquire customers. As a result, policies-in-force exceeded 150,000 in November 2012, achieving 

the initial management target to reach “150,000 policies-in-force within five years of commencing 

business operations”. The number of policies-in-force exceeded 170,000 in April 2013, and the 

number of policy holders exceeded 100,000 in February 2013. 

On the other hand, the business challenges Lifenet is currently facing have some different 

aspects from those in the past five years due to drastic changes in the business environment. In 

response, Lifenet has formulated its mid-term business plan as shown below in an effort to 

transition to a new growth stage. 

 

Summary of new mid-term business plan 

LIFENET2015 

Offer new products and services as an “innovator” to create the 

future of life insurance that resonate with stakeholders, and 

achieve the highest sustainable growth among online life insurance 

businesses. 

Management Goal 
Achieve 15 billion yen in ordinary income, pushing the company 

toward profitability*
1
 in fiscal 2015 

Priority Areas 

1．Sustainable growth in insurance premium income (top-line) 

2．Improvement in productivity 

3．Being an “innovator” (front-runner) in life insurance 

Risk Management 

Area 

Sophisticate risk management and establish risk-based business 

management 

1. Based on ordinary profit before amortization of deferred assets under Article 113 of the Insurance Business Act. 

The background and the details of the formulation of Lifenet’s mid-term business plan are 

contained in the following pages. 

http://ir.lifenet-seimei.co.jp/en/
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1. Review of previous mid-term business plan and steadily accumulated achievements 

In March 2011, Lifenet formulated the previous mid-term business plan focusing on the 

following three key strategies: (1) Develop a popular Lifenet Insurance brand that resonates with 

customers, (2) Offer high-quality (comprehensible, cost-competitive, and convenient) life 

insurance services, and (3) Build a flexible and powerful organization that can constantly 

improve and take on new challenges. Lifenet believes that these goals have been successfully 

achieved, as described below. 

(1) As for the development of the “Lifenet” brand, the initial management goal of reaching 

“150,000 policies-in-force within five years after commencing business operations” was achieved 

a half year ahead of schedule in four and a half years, and the number of policy holders 

exceeded 100,000 in February 2013. In addition, the company’s name recognition successfully 

increased to as much as 40%.*
2
 

(2) As for offering high-quality services, Lifenet launched the copayment-linked term medical 

insurance “Jibun Plus” (with cancer and advanced medical care coverage) in October 2012, and 

significantly expanded the potential markets it covers. Also, Lifenet adapted the elimination of the 

medical certificate submission in principle at the time of claiming medical benefits. As such, 

Lifenet has implemented convenient life insurance services without being bound by the industry’s 

conventions. 

(3) As for building a flexible and powerful organization that can constantly improve and take on 

new challenges, Lifenet achieved its listing on the Tokyo Stock Exchange’s Mothers Section in 

March 2012, approximately three years and ten months after commencing business operations, 

and also improved its internal control system. 

(4) As objective assessments of the above commitments and their results, Lifenet received 

high evaluations from third-party organizations in Japan and overseas, such as the highest rating 

of three stars in two categories (i.e., contact center and website) in the 2012 HDI Contact Center 

Rankings (Life Insurance Industry) hosted by HDI-Japan in November 2012, and other top 

awards in the rankings for the life insurance industry. 

 

2. Changing business environment and challenges 

During the two years after the announcement of the previous mid-term business plan, some 

aspects in the business environment surrounding the company have remained unchanged, while 

others have changed rapidly. Lifenet is aware that its stakeholders expect it to commit to each of 

these different business challenges hereafter and thus make a leap to a new growth stage. The 

following are the major challenges for Lifenet to address: 

Firstly, customers showing interest in purchasing insurance policies online have continued to 

increase year on year, most recently reaching approximately 10%.*
3
 On the other hand, the 

share for life insurance companies using the Internet as the main distribution channel still stands 

under 1% of the number of policies-in-force in the entire Japanese life insurance market, whose 

size is estimated at 40 trillion yen in premium a year. This indicates the continuous presence of 

significant growth potential for such businesses.
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Furthermore, the number of companies selling life insurance products online has increased to 

a total of seven, which consists of two pure-Internet-play companies and five other companies 

that newly expanded their businesses to online sales. Due to the different characteristics of the 

products sold by these companies, the competitive environment is expected to intensify, while on 

the other hand the size of the “online life insurance market” is anticipated to expand rapidly. 

As for Lifenet, the number of new policies was growing in line with increased name recognition 

during the years immediately following the commencement of business operations; however, 

growth in the number of new policies relative to that of the company’s name recognition has 

recently become more moderate. This can in part be attributed to changes in Internet devices 

and customer segments and the intensifying competitive environment. Lifenet will aim to achieve 

continuous growth by promptly responding to these changes in the business environment and 

improving not only its name recognition but also its credibility. 

 

*2. MyVoice Communications, Inc., web survey “Image of life insurers #9” (Dec. 1st-5th, 2013) 

*3. Japan Institute of Life Insurance; “National surveillance on life insurance 2012” 

 

3． Priority areas in mid-term business plan 

In response to the changes in the business environment and the new challenges to address, 

Lifenet formulated its new mid-term business plan, which is discussed below, with the purpose of 

reviewing the areas to focus on hereafter and making a leap to a new growth stage. 

First, Lifenet defined its mid-term vision “LIFENET 2015” as to “offer new products and 

services as an “innovator” to create the future of life insurance that resonate with stakeholders, 

and achieve the highest sustainable growth among online life insurance businesses”. In addition, 

as its management goal, Lifenet will aim to achieve ordinary income of 15 billion yen, pushing the 

company toward profitability based on ordinary profit before amortization of deferred assets 

under Article 113 of the Insurance Business Act by fiscal 2015, while maintaining its core values 

of “integrity, comprehensibility and convenience”. In order to achieve the management goal, 

Lifenet will focus on the following priority areas in its operation. 

Firstly, Lifenet has set three priority areas: sustainable growth in insurance premium income 

(top line), improvement in productivity, and being an “innovator” (front-runner) in life insurance. 

(1) Sustainable growth in insurance premium income (top-line): Lifenet will review its 

operations centering on its core values, and build the sustainable growth structure. Specifically, 

Lifenet will commit to build up the scheme to follow-up a prospect, cultivate a specific segment, 

and strengthen the competitiveness of its existing products, along with the ongoing marketing 

measures for improving its name recognition.  

(2) Improvement in productivity: Lifenet, through zero-based reviews of its business operations, 

will pursue a cost structure where economies of scale work, and build a solid foundation for 

constantly providing competitive products and services.  

(3) Being an “innovator” (front-runner) in life insurance: Lifenet will seek to realize its core 

values of “integrity, comprehensibility and convenience” in innovative ways, such as the 

cutting-edge application of new technologies, Internet devices, etc.
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Secondly, in terms of risk management, Lifenet, as a life insurance company that maintains 

and manages customers’ policies over long periods, will sophisticate its risk management and 

set out to establish risk-based business management. 

 

By committing to these priority areas, Lifenet will steadily move forward toward the 

achievement of its mid-term business plan. 

 

About LIFENET URL： http://ir.lifenet-seimei.co.jp/en/ 

Returning to the original purpose of life insurance - mutual support - LIFENET INSURANCE 

was founded with the goal of offering simple, convenient and competitively priced products and 

services based on the highest levels of business integrity. We sell these products and services 

directly to customers over the Internet. By using the Internet, we are able to offer highly 

cost-competitive products and accept applications from customers at any given time.  

Contact: 

Corporate Development Department, Investor Relations 

 Tel: +81-3-5216-7900 

 e-mail: ir@lifenet-seimei.co.jp 

Disclaimer: This is a summarized translation of the original Japanese document, prepared and provided 

solely for readers' convenience. In case of any discrepancy or dispute, the Japanese document prevails 

http://ir.lifenet-seimei.co.jp/en/
mailto:ir@lifenet-seimei.co.jp

