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In summer 2016, our Danish customers received the first members’ bonus payout by TryghedsGruppen, amounting to 8% of
total premiums for 2015.
Tryg is continuously following up on customer satisfaction as reflected in our Net Promoter Score (NPS), and we are pleased with
our 2016 NPS score of 22, which already meets our target of 22
for 2017. Tryg also measures NPS immediately after customers
have been in touch with Tryg, and our NPS score here was 49.
Good results in 2016
We posted a profit of DKK 2,471m, which was an improvement
compared to 2015. The results were achieved through customer
focus, improved products and further optimisation of operations.
New products
Tryg has a strong focus on developing and marketing new products.
New products have been launched in areas with growth potential,
such as children and pets. Commercial and Corporate launched a
new cyber insurance product to meet businesses’ new insurance
needs. As a source of inspiration for future insurance solutions,
Tryg has rented out an area at our head office in Denmark to small
start-ups focusing on innovation.
Tryg has in recent years focused strongly on developing existing
products to better meet customer needs and to ensure more risk-

based pricing. In 2016, the majority of our customers had the most
up-to-date products as more than 500,000 policies were updated.
Efficient operations and risk management
Tryg continues to work concertedly to reduce costs and to negotiate favourable agreements for the procurement of claims services,
ensuring that Tryg operates as efficiently as possible for the benefit
of customers and shareholders alike. Risk management is in many
ways key to running an insurance business – covering everything
from the overall risk management of Tryg as a company to the
pricing of our products.
2016 was the first year with the Solvency II rules, and according
to these rules Tryg has a solid capital base. This creates peace of
mind for customers and supports Tryg’s dividend policy.
Stable and increasing dividends for shareholders
Being a shareholder in Tryg must be attractive, and we attach importance to distributing stable and increasing dividends to shareholders in accordance with Tryg’s dividend policy. The Supervisory
Board therefore proposes a dividend of DKK 3.60 per share for
the second half of 2016, resulting in a total payout of DKK 6.20
per share in 2016. Based on our good results and solid capital
position, the Supervisory Board has decided to propose that an
extraordinary dividend of DKK 1,000m for 2016 be paid in 2017
concurrently with the introduction of quarterly dividend payments.
World-class employees
The good results, the many new initiatives and the high customer
satisfaction scores have only been possible through the committed
efforts of Tryg’s employees, and both the Supervisory Board and
the Executive Board would like to thank them for their hard work.

Jørgen Huno Rasmussen
Chairman

Morten Hübbe
Group CEO
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1,040
Employees

385
Employees

3

13.3  %
Market share

2.8  %
Market share

Market position

5
Market position

1
1,839
Employees

Ambition

Tryg’s purpose

Strong market position

To become the world’s
best insurance company.

We create peace
of mind and value
for customers,
employees and
shareholders.

Tryg is the second-largest
non-life insurance company in
the Nordic region. We are the
largest player in Denmark and
the third-largest in Norway. In
Sweden we are the fifth-largest
company in the market.
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Great diversity
of products
We offer a broad range of
insurance products for
private individuals as well
as businesses.

18.0  %
Market share

3 million customers
Our 3,300 employees provide
peace of mind for 3 million
customers and handle
approximately 950,000
claims on a yearly basis.

Market position

Attractive
dividend policy
We aim to pay out 60-90 per cent of
our profit and to distribute steadily increasing dividends in nominal terms.

TryghedsGruppen
Owns 60 per cent of Tryg and annually
contributes around DKK 600 million
to projects that create peace of mind via
TrygFonden.
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A profit of DKK 2,471m was posted for 2016, impacted by one-offs.
An H2 dividend of DKK 3.60 is proposed, equating to a full-year
dividend of DKK 6.20 per share for 2016.

Profit for the year

2,471m
DKK after tax

Tryg’s results
A result of DKK 2,471m was posted for
2016 against DKK 1,969m in 2015. The
result was impacted by a high investment
return and one-offs related to the sale of
properties and the write-down of assets.
The result was also affected by a lower
level of weather and large claims as well
as Tryg’s efficiency programme, which is
key to meeting the targets set for 2017.
Our customer focus remained strong in
2016, which was one of the reasons for
the creation at the beginning of the year of
country- based business areas and thus a
far more agile organisation. This resulted
in many customer-oriented initiatives in
2016.
The investment income was positive at
DKK 987m against DKK -22m in 2015.
The result was impacted, in particular,
by a gain of DKK 500m on the sale of
properties as well as a high investment
return. Premium income totalled DKK
17,707m, representing an increase of
0.1 per cent when measured in local currencies. Relative to 2015, a significantly
improved development trend was seen
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especially in Private, posting growth of
0.8 per cent for the year and 1.3 per cent
in Q4 2016. The claims ratio was 71.0
against 71.5 in 2015, the lower level being
attributable mainly to a smaller number of
large claims and weather claims.
The claims initiatives contributed improvements of DKK 145m as a result of the improved procurement of claims services in
combination with system improvements.
The claims level was also affected by moderately increasing claims payments particularly under house and motor insurance
policies.
The expense ratio was 14.8 in 2016 against
14.9 in 2015, when adjusted for one-offs.
In 2016, many structural initiatives were
implemented in all business units, which
will affect expense levels and ensure that
Tryg realises the target of an expense ratio
at or below 14 in 2017.
Capital position
Tryg’s equity totalled DKK 9,437m at the
end of 2016. Tryg calculates its solvency

capital requirement in accordance with
the Solvency II rules. The solvency capital
requirement totalled DKK 5,077m at 31
December 2016, and with a capital base of
DKK 9,850m, Tryg’s solvency ratio was 194.

Combined ratio
100

16.4

16

95
90

Dividend policy
In connection with the half-year financial
statements, Tryg paid out a dividend of
DKK 2.60 per share. The Supervisory Board
proposes the distribution of a dividend of
DKK 3.60 per share in connection with the
presentation of the annual report for 2016,
bringing the full-year dividend to DKK 6.20
per share based on the annual results for
2016. In 2016, a DKK 1bn share buy back
was completed, and the Supervisory Board
proposes an extraordinary dividend of
DKK 1,000m, corresponding to DKK 3.54
per share, for 2016 together with the ordinary dividend paid out after the annual
general meeting in 2017. From Q1 2017,
Tryg will pay out quarterly dividend.

Expense ratio
18

88.2

87.7
84.2

14

86.8

* Adjusted for one-off effects

15.6
15.3*

14.9*
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2015
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Return on equity

%
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Tryg’s ambition is to become the world’s best insurance
company. This ambition is at the heart of all the strategic
measures implemented by Tryg. Our four strategic
initiatives for 2017 are unchanged from 2016.

2017
Strategic
initiatives
Next level pricing
Next level pricing has been a very import
ant initiative in recent years. At the end
of 2016, Tryg had developed more than
35 new, price-differentiated products. In
2016, our focus was on converting our
portfolio to ensure that all customers have
the most up-to-date products. At year-end,
88 per cent of our customers had been
converted. Also, Tryg will continue to develop its products so that in 2017, 25 per
cent of our products are more advanced
than those offered by our competitors.
Customer journey & success culture
In 2015, Tryg implemented the Net Promoter Score (NPS) system for all sales
channels and claims handling teams in
Denmark, Norway and Sweden. In the
course of 2016, Tryg sent approximate-
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ly 900,000 text messages to customers
who had contacted Tryg and received
more than 440,000 responses. Among
the respondents, 82 per cent rated their
contact with Tryg between 9 and 10 on a
scale from 1-10, with 10 being the highest
score. In 2016, Tryg achieved an NPS score
of 22, and we have thus already met our
target of an NPS score of 22 by 2017. To
increase employee competences and motivation, Tryg has implemented a People
Review tool intended to create clarity
about the performance and development
potential of all employees.
Leading in efficiency
Tryg has launched a programme aimed at
achieving efficiency increases of DKK 750
million, with DKK 500 million relating to
claims and DKK 250 million to expenses.
Tryg intends to seize any opportunities for
entering into efficient procurement agreements and to further reduce expenses
through outsourcing and process opti
misation.
Digitalisation
Digitalisation is very important and will become even more so in future. In order for
Tryg to be able to develop its digital com-

Tryg has defined a number of ambitious financial
targets for the period up until 2017 in support
of our ambition of becoming the world’s best
insurance company.

munication with customers, customers
must consent to being contacted digitally.
In Denmark, 86 per cent of customers have
consented to this, while in Norway the figure is 79 per cent. Our ambition is for 90 per
cent of our customers to be digital in 2017.
Digitalisation is key to improving our customer and claims handling services. In
2016, focus was on self-service solutions,
automation, lead generation and crossselling. Tryg developed a large number of
digital solutions in the course of the year in
both Denmark and Norway, and in Sweden.
More than 80 per cent of Tryg’s customers
have signed up for digital communication
in both Denmark and Norway, which is a
very high rate when compared with other
companies. This is also reflected in the fact
that more than 1 million customers have
visited Tryg’s ’My Page’ self-service portal.

2017

90%

Ambitious
financial targets
2017
In 2016, Tryg achieved a combined ratio of 86.7 and an
expense ratio of 15.7. Adjusted for one-offs, the expense ratio
was 14.8. The return on equity after tax was 26.2 per cent in
2016.
Tryg has defined a number of ambitious targets for the period
up until 2017, supported, among other things, by Tryg’s customer targets.

87
Combined ratio
or less

14
Expense ratio
or less

Tryg’s target is a combined ratio of 87 or less, which will be
achieved, for example, through the continued improvement
of our expense ratio, for which the target is 14 or less. A low
expense ratio improves Tryg’s competitiveness and must be
achieved through continued efficiency increases.

21  %

Tryg’s target is a return on equity after tax of 21 per cent or
above in 2017.

Return on equity after tax
or above
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Tryg wants to be the best insurance company in the world,
and we want to create more value for our customers. It is
therefore important for us to listen to what our customers
think about us, and to define specific targets for how we
would like customers to see us.

DKK 64m

Northern Jutland

DKK 173m

Central Denmark
Region

We create more
value for customers
We regularly measure customer satisfaction levels as reflected in our Net Promoter
Score (NPS), which has more than doubled to 22 within the past few years.
Moreover, we measure customer experience as a way of establishing whether we
are succeeding in improving it and in delivering the desired added value to our customers. This is also a way of gaining valuable knowledge about customer needs.
For example, our surveys have shown that our Commercial customers want more

Customer targets

2016

Targets 2017

NPS*

22

+ 100% ~ 22.0

3+ customers**

57.2

+ 5 percentage points ~ 61.3

Retention rate***

88.0

+ 1 percentage point ~ 88.9

* NPS (Net Promoter Score) Shows customer satisfaction.
**	The number of customers with three or more products. Shows how large a
proportion of our customers want to buy all or most of their insurance
products from Tryg.

DKK 93m
Zealand

advisory services and more frequent contact
with us. As a result, all Commercial customers
are now contacted regularly as a way of being
more proactive, while at the same offering
even better advisory services.
Our Private customers also welcome more
advice. In 2017, we are therefore introducing
a special programme for new customers during
their first year with Tryg. The aim is increased
peace of mind and transparency for new customers.
We are constantly working to improve our customer experience and offer more flexible customer services. This is also the reason why we
have established a new and combined customer
service front-line function, which you can read
more about in the section on our Private business in Denmark on page 13.

Historical bonus
for our customers
On 1 June 2016, TryghedsGruppen paid out
the first members’ bonus to its members,
who are also Tryg’s Danish customers. In
2016, the members’ bonus was equivalent to 8 per cent of the premium paid by
customers for their insurance with Tryg for
2015. TryghedsGruppen paid out a total of
DKK 696 million to its members.

DKK 214m

DKK 132m

Capital Region
of Denmark

Southern Denmark

Each year, the Board of Representatives of
TryghedsGruppen decides on the members’
bonus to be paid. The decision is based on
TryghedsGruppen’s results for the year. The
bonus level will be 5-8 per cent.

DKK

859,483

696 million

8%

Received members’
bonus in 2016

Paid out to members by
TryghedsGruppen in 2016

Of premium paid to Tryg for 2015
paid out as members’ bonus

*** Retention rate. Shows how loyal our customers are.

10 | Tryg annual profile 2017

Tryg Tryg
annual
årsprofil
profile2017
2017 || 111
1

BUSINESS AREAS

PRIVATE

Quality and peace of mind
for customers
Executive Board
Group CFO
Christian Baltzer

Private DK

Commercial DK

Group CEO
Morten Hübbe

Private NO

Group COO
Lars Bonde

Sweden Private
& Affinity

Commercial NO
Corporate SE

Corporate DK &
Tryg Garanti

Corporate NO

Claims DK

Claims NO

Tryg has four business areas: Private,
Commercial, Corporate and Sweden.
Our business areas – including our
claims organisation – are subdivided
into ten national areas in Denmark, Nor-

way and Sweden. The national subdiv
ision ensures that decisions can be
made locally, swiftly and close to the
customers in the various markets. This
is all part of providing a world-class customer experience.

Our Private customers must receive the
best possible service when it comes to
both sales and claims handling. This is
also the reason why we have established a
new front-line function, which means that
customers can talk to the same Tryg employee about claims, sales and questions
about their current insurance cover.
So as to be able to provide a high and
uniform level of service and customer
experience, our claims handlers undergo a targeted training course, learning
everything there is to know about sales
and customer service, and the same applies for our sales staff.

In Tryg, we also create peace of mind for
Danish families with small children. In
2016, we were therefore the first insurance company to introduce a child insurance product combining three types of

Tryg Plus – benefits that
create peace of mind

minor problems in the home. Call Tryg
property hotline on +45 44 20 47 20 or
read tryg.dk.

It is not really about insurance – it is about
creating peace of mind.

Tryg i Livet® – free access to anonymous
health and crisis hotline.

Tryg ID – advice and help to prevent,
discover and limit the misuse of personal
information and identity abuse and theft
in the social media.

Tryg Boligalarm – an alarm system
solution at a fixed low price to reduce the
risk of break-ins, water damage and fire.

Tryg Bolighotline – all Tryg Plus customers,
whether living in a house, flat or holiday
home, can contact the property hotline
for advice on how to maintain and remedy
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Insurance Check-up and new products
It is important to help our Private customers keep their insurance covers up
to date and in line with changing needs.
This is why we have introduced Insurance
Check-up, a service which means that we
actively contact our customers to check
up on their insurance covers and assess
any need for adding new covers or changing existing ones.

Tryg Backup – easy, inexpensive and continuous backup of the customer’s data.

cover – accident, health and critical illness
– in one and the same product. The basic
cover – Child Minimum – is offered free
for all newborns in Denmark during their
first year of life.
Identity theft is a growing problem for our
customers, and all Tryg Plus customers
are therefore being offered our Tryg ID
product completely free of charge. Tryg
ID helps customers prevent, discover and
limit the misuse of personal information.
The product is updated in step with developments in society, and in 2016 the misuse of personal information on the social
media was included in the Tryg ID cover.

More than 1 million
Danes are Private
customers in Denmark

One
in five

One in five Danes
is insured with Tryg.

Read more at tryg.dk
or call +45 70 11 20 20.
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COMMERCIAL
Cybercrime is a growing problem for
companies as more and more of their
assets are now digital.

In Commercial, we are dedicated to providing
even more efficient services and advice for
our customers.

Security
in cyberspace

Closer
to customers

Cybercrime is a growing problem for
companies as more and more of their
assets are now digital. According to
World Economic Forum, the cost of
cybercrime is projected to reach up
to USD 3,000 billion globally by 2020.
There is every sign that criminal business models are massively moving
onto the digital platforms.
Companies can be exposed to a wide
range of different types of cyber-attack
– from hacking to digital extortion. In
order to give companies greater peace
of mind – also in the digital world –
Tryg has launched cyber risk insurance
products for both Corporate and Commercial customers. The products cover
a wide range of the most frequently occurring threats and offer assistance in
connection with the restoration of data
as well as legal advice. In addition, companies are also offered advice by Tryg
on how to reduce risks in the future.
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Cybercrime is only set to expand in the
future, and one of our most important
tasks is to use our knowledge and experience to help our customers prepare in the best possible way for such
threats and attacks.

Cybercrime: Four ways to
protect your business and
workplace
1.	Think before you click: A single
click on the wrong link can have
dire consequences.

One
in five

One in five companies
has been targeted
by cybercrime

2.	Stick to authorised programmes:
Do not download or log in to
programmes which have not been
approved by your workplace.
3.	Use different and strong passwords: It is bothersome, but
absolutely essential.
4.	Always make sure to have a
backup of your data.

Read more at tryg.dk/erhverv

In Commercial, we are dedicated to providing even more efficient services and
advice for our customers. Among other
things, this means that our current products and underlying systems will be prepared for the future and that we will be
offering new self-service solutions for our
many Commercial customers as well as
first-contact resolution of claims and other
insurance issues for as many customers
as possible. This will save our customers
time and increase customer satisfaction.
To develop closer and more long-term relations with our Commercial customers, in
future we will devote considerably more
resources to analysing claims and customer data as a way of raising awareness of
each individual customer’s risk profile. In
future, this will allow us to more proactively
contact customers when we see signs that
their insurance needs are changing.
We have established two new specialist
segments, Liberal Professions and Large
Accounts, where employees with special-

ist knowledge are ready to serve Commercial customers. Our specialists also cover
Agriculture and Transport & Shipping. By
focusing on these specialist segments, we
are able to forge closer customer relations
and provide even more competent advice.
Two new products
For small and medium-sized enterprises,
we have, as described on the previous
page, launched a special cyber insurance
product. Due to their limited resources
and experience, small and medium-sized
enterprises are specially vulnerable to
cyber-attacks.
Insurance against loss of profit and expenses resulting from sickness or injury
of any employee is a product specially
developed for small enterprises whose
earnings depend on one or a small number of employees. If the employee or the
owner of the business is involved in an
accident, the insurance covers either pay
during sick leave or any financial loss
suffered by the business.

Cyber insurance and
employee insurance
For small and mediumsized enterprises, we have
launched a special cyber
insurance product.
Read more at tryg.dk/erhverv
Insurance against loss
of profit and expenses
resulting from sickness or
injury of any employee is a
product specially designed
for small businesses whose
earnings depend on one
or a few employees.
Read more at tryg.dk/erhverv
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CORPORATE

SWEDEN

Corporate serves the largest companies with more than
100 employees and revenue in excess of DKK 100 million,
offering advisory services as needed and customised solutions.

Moderna Forsäkringar, Tryg’s Swedish branch,
has a strong focus on developing interesting niche
products and new digital solutions.

Focus on new
technology

Child insurance
and new apps

Large companies are becoming increasingly digitalised, thereby increasingly
exposing themselves to cyber-attacks. We have therefore introduced a cyber
risk insurance product covering the most serious and most frequently occurring threats in the digital world. You can read more about this new product on
page 14 and at tryg.dk.

Strong focus on children
The acquisition of Skandia’s child insurance, accident insurance and pregnancy
insurance activities was completed in autumn 2016. This turns Moderna into
a leading player in the child insurance market. We have also strengthened our
other products for children and, for example, upgraded and improved our child
insurance. In 2016, Moderna’s Child Large insurance was named the best insurance in the market by the independent Swedish Consumers’ Insurance Bureau.

In 2016, TryghedsGruppen paid out its first members’ bonus to Tryg’s Danish
customers. This has helped strengthen relations with Corporate customers.
The bonus payment is also a chance to engage customers in claims prevention
initiatives. Tryg’s ambition is to work more closely with customers on claims
prevention, which the bonus payments can help finance. Initiatives which are
of benefit both to customers and to Tryg.
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A

POMnet

Tryg has many years of experience with furnishing guarantees in the building
and construction sector and the manufacturing industry, and with POMnet
(Peace of Mind net) for ordering guarantees online, we have the best guarantee
and credit insurance system in the market. The system allows customers to
order guarantee insurance in a matter of minutes. The efficiency of the system
is often crucial for contractors who need to submit bids or quotes at short
notice.

Tryg has an ’A1’ rating
with a stable outlook
Tryg is credit-rated by the
US rating agency Moody’s.
In December 2016,
Moody’s upgraded Tryg
from an ’A2’ rating to an
’A1’ rating with a stable
outlook.
With POMnet (Peace of
Mind net) for ordering
guarantees on-line, we
have the best guarantee
and credit insurance
system in the market.
Read more at
tryggaranti.com

Customised insurance policies
In 2016, Moderna launched a joint venture with Greater Than, a tech company
that has studied safety and driving behaviour for more than 12 years. Together,
we are going to develop and launch a brand new and unique car insurance
product, where the price is based purely on how much you drive, as well as
how you drive. With this product, we are rolling out our pay-as-you-drive products in addition to our app-based Smart Car insurance with a plug-in product
for customers who prefer this.
In 2016, we launched two additional app-based, customised insurance products. Smart Health, which measures the number of steps a person takes a day
and uses this as a basis for offering an up to 15 per cent discount on health
and accident insurance; and Smart MC which rewards customers who drive
carefully and safely by offering a discount of up to 10 per cent. We are seeing
an increasing interest in customised insurance products, and we will continue
to develop new products based on this concept.

Customised
insurance
In 2016, we entered into a
joint venture with Greater Than.
Together, we are going to develop and launch a brand new and
unique motor insurance product. The price is based purely
on how much you drive, as
well as how you drive.
By measuring the number
of steps each day, customers
become eligible for a 15 per
cent discount on their health
and accident insurance.
Read more at
modernaforsakringar.se
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Group CEO Morten Hübbe explains how the second-largest non-life insurance company
in the Nordic region manoeuvres in a world of constant change. Tryg’s ambition is to
become the world’s best insurance company and to constantly develop new solutions
tailored to customer needs. This takes both courage and curiosity.

Insurance company
of the future
“Never before has the insurance industry
faced so many and such extensive changes.
Globalisation, climate change and political
uncertainty are important factors which
all have a bearing on developments, but I
believe that new technology is the one factor that will have the greatest impact in the
future. While new technological advances
mean new opportunities, they also allow
new and previously unknown competitors
to enter the insurance market. We welcome these developments and the healthy
challenges following in their wake, and we
are convinced that we are geared to take
on the competition.”
Entrepreneurs move in with Tryg
The current pace of technological developments is such that maintaining and preferably improving your competitiveness calls
for new skills not normally associated with
an insurance company. “Insurance is a conservative industry, and to a certain degree it
has to remain so. It takes a steady hand and
durable solutions for our customers to feel
they can rely on us at all times. But as things
change, we must also be both curious and
courageous. We must be curious about the
opportunities that are constantly present-
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ing themselves, and we must have the courage to try out new solutions for the benefit
of our customers and shareholders.”
One of the most concrete examples of
Tryg’s innovative mindset is The Camp, an
innovation centre with 250 entrepreneurs
located at the heart of Tryg’s head office in
Ballerup, Denmark. The Camp was officially opened in autumn 2016 by the Mayor of
Ballerup, Jesper Würtzen, and here entrepreneurs work both independently and together with Tryg to develop new innovative
and digital solutions. “The Camp is full of
exciting start-ups that we are sure to learn a
lot from. The entrepreneurs are innovative
and creative, and they quickly transform
their ideas into action, while we, on the
other hand, can contribute experience and
professionalism. With The Camp, we have
created a new and exciting development
environment at the heart of Tryg, which will
serve as an endless source of inspiration for
new products, services and solutions.”
New products
Morten Hübbe mentions motor insurance
as a specific example of an area undergoing significant change as a result of

technological developments. “New technology means that cars are becoming
safer, and we will slowly see a shift towards more and more autonomous cars
on the roads. All other things being equal,
this means fewer accidents and less damage to cars. At the same time, new forms
of ownership, such as carpooling schemes
and on-demand car subscription services,
are gaining in popularity, which will have
a huge impact on the entire industry and
the way in which we design our motor
insurance products. We must follow suit
and at all times be able to offer our customers insurance products which match
their specific needs and requirements.”
Another example of how technological
developments can change customer insurance needs is the explosion in cybercrime.
“We know that an increasing share of the
business of our commercial customers is
becoming digitised, which is naturally spurring the interest of criminals for the area.
Cybercrime is a growing problem, and figures from Sweden show that 20 per cent of
all companies have experienced a cyberattack. At the end of 2016, we therefore
launched a brand new cyber risk insurance

The Circle of Innovation.
Egiat vivamus. Laoreet
justo amet dictum, donec
nam turpis utmet nam turpis utmet dictum, donec
nam turpis.

product. In the coming period, I expect that
we will develop and launch a number of
new products in this area in step with the
shift in crime to the digital universe.”
Moreover, we are strongly focused on developing our more traditional products to
ensure they tie in with changing customer
needs.
“As Denmark’s largest insurance company,
we want to take responsibility, and that is
one of the reasons why, at the end of 2016,
we introduced something new and unique
in the market – a simple and straightforward three-in-on child insurance product.
The basic cover is offered free of charge
to all Danish children in their first year of
life.” Another example of a new exciting
and very popular product is pet insurance,

which – in keeping with the times – meets
an increasing need among our customers
who wish to be able to take out insurance
cover for their pets. “Tryg is highly geared
for the future and in tune with developments, and to maintain this position, we
have established two new business units:
Business Lab and New Business & Customer Innovation. Together with Private,
Commercial and Corporate, the two new
units will be responsible for rethinking concepts and developing new products for the
insurance market of the future.”
Tryg is also keen to seize opportunities for
growth, whether through organic growth
and development, or through interesting
acquisitions. “We are continuously looking
at acquiring new portfolios with interesting
potential.”

Our employees are crucial
Our employees are key to Tryg succeeding
in becoming the best insurance company
in the world and the insurance company
which offers the best solutions. “Without
our employees, we are nothing. They have
made us who we are today, and they will be
creating the Tryg of the tomorrow.”
At a time of rapid technological advances,
having talented employees with an agile
mindset is crucial. “As a company, we must
be curious and adapt to the changes in society. It is clear to us that Tryg’s employees
have both the necessary drive and understanding. The world is changing, and we
are changing with it.”
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CHILD INSURANCE

PET INSURANCE

Scope of cover
Tryg’s child insurance is unique in that it comprises three types of cover
in one product.

Accident

DK

NO

SE

Disability
Treatments
Death

Disability
Treatments
Daily cash benefits

Disability
Treatments
Daily cash benefits

Illness
Critical illness

Disability
Treatments
Daily cash benefits

Disability
Treatments
Daily cash benefits

Illness

Health

Examinations,
treatments at a
private hospital

Pension

Three covers
in one product
Tryg offers a single product
covering accident, health
and critical illness. We
offer the product in three
sizes: Child Minimum,
Child Basic, Child Super
– all at an extremely
competitive price.
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In Denmark, 4 per cent are covered
by child accident insurance including
health and/or critical illness with Tryg.
In Norway, 64% are covered, while
everyone is covered in Sweden.

1,167,460

55%

think that their children’s
accident insurance covers
serious illness.

Examinations,
treatments at a
private hospital

Loss of
earning capacity

Tryg Child

Minimum

Pet population
In Denmark, there are 585,000 registered dogs and 512,000 registered cats.
In Sweden, the figures are 854,000
registered dogs and 1,159,000 registered cats, while in Norway 462,000
dogs and 765,000 cats are registered.

43%

585,000

registered dogs in Denmark.

Health insurance covers dog
A survey shows that 43 per cent of dog owners
do not realise that their health insurance covers
their dog falling ill or being injured.

40%

Loss of
earning capacity

think that their child is
automatically covered in
daycare institutions, schools
and after-school clubs.

Tryg Child

Basic

Tryg Child

Super

Essential insurance
in the event of
accidents

Covers both
accidents and
critical illness

A complete solution which
includes good health
insurance for your child

Accident

Accident
Extended permanent injury
Critical illness

Accident
Extended permanent injury
Critical illness
Health

DKK

• Keeping a dog costs an average of approximately
DKK 100,000. The figure may be substantially
higher if your dog falls ill or has to be seen by
the vet often.
• It is not unusual for vet bills to run into
DKK 15,000 or more.
• 17,000 pets are treated annually at
Copenhagen Animal Hospital.

512,000

registered cats in Denmark.

78%
Increase in the share of dog
owners who have chosen to take
out health insurance for their dog
with Tryg since November 2014.

Number
of insured pets
DK: 39%
Dogs
DK: 11%
Cats
SE: 77%
Dogs

839

74,422

The average premium for a dog
is DKK 839, year-end 2016.

dog liability insurance policies
taken out with Tryg.

SE: 36%
Cats
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Best digital
solutions
In 2016, Tryg was named Denmark’s best
insurance company when it comes to
digitalisation. A new self-service universe
is an important step on the path toward
achieving our ambition of delivering complete digital solutions to all our customers.
Today, more than 80 per cent of Tryg’s customers are digital compared to 25 per cent
just four years ago. “Our customers are
contributing to driving this development for
us. Our customers are generally very positive about all that modern technology has
to offer, right across the various age groups.
Many prefer our digital self-service solutions, because they are quick and provide
an excellent overview, and our aim is therefore for 90 per cent of our customers to be
digital in 2017.”

“As customers are increasingly going digital, we must get used
to providing less and less advice by telephone and face to face,
and more via our digital platforms,” says COO Lars Bonde.

Award for best digitalisation
In 2016, Tryg was named Digital
Financial Undertaking of the Year
in the insurance category, based
among other things on the quality
of our customer solutions and
internal efficiency.
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2016

86.2% DK
79.1% NO
Digital customers

16%

Increase from
2015 to 2016

We set out on this digital journey some
time ago, but it is clear that customers are
expecting more and more from our digital
solutions and the digital user experience.
Therefore, one of Tryg’s most important
strategic initiatives at the moment is a
large-scale digitalisation project. “We are
investing massively in new digital solutions.
At the end of 2016, for example, we introduced a new self-service universe for our
Private customers. It provides customers
with a quick overview of their products. It
is easy to change your insurance cover, and
report claims online. And, of course, the
solution works on smartphones and tablets as well as PCs,” says COO Lars Bonde.

The next step is a fully automated claims
handling function which will be launched
by Tryg in Norway in 2017. “The entire process takes place electronically and is thus
extremely efficient both for us and for our
customers. We have great expectations
for this automatic claims handling solution. However, we are also well aware that
some customers are still going to want to
talk to one of our employees when having
to report a claim. And we must, of course,
be able to deliver both physical and
digital claims handling services of the
highest standard. We communicate with
our customers in whatever way they
prefer, while creating the peace of mind
which is our mission.”
Ongoing development of new solutions
Tryg has initially prioritised self-service
solutions for our Private customers, but
going forward, new exciting solutions will
be launched for our Commercial customers, giving them access to far more
self-service. The development of the digital
solutions, however, is an ongoing process,
and we have decided to build one element
at a time. It does not make sense to create
a complete solution for all customers and
then implement it all at once. The pace of
development is simply too fast for that.
Intelligent advice
As customers are increasingly going digital, we must get used to providing less and
less advice by telephone and face to face,

and more via our digital platforms. “We
have a strong focus on how we can make
the most of the technological advances
which are constantly being made and the
large volumes of data we are gathering.
We must be able to offer automatic insurance check-ups digitally and direct
both new and existing customers to the
insurance products which match their
exact needs.
As with our claims handling, we must
ensure that it is possible for customers
wanting to take out insurance or seeking
advice to call us and talk to one of our employees. At the end of the day, our customers know what they want, and that is what
we must be able to deliver.”
New solutions with partners
Going forward, we expect to develop
more and more digital solutions in close
collaboration with our partners. In Norway,
Tryg has developed a special digital solution for the Union of Education Norway,
which is our biggest distribution partner.
“With this solution, members get access
to a self-service universe on the union’s
own website. The solution is thus closely
integrated with the Union of Education’s
own digital solutions, creating new synergies for both parties. This solution is a
good example of how Tryg will be able to
offer customised solutions to other partners in future.”
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Prevention
for the benefit
of customers
and Tryg

Our ambition is to create peace of mind
and value for society and for our employees,
customers and shareholders.

Peace of mind and
corporate social
responsibility
Our goal is to create peace of mind and value for society and
for our employees, customers and shareholders. For Tryg as
the second-largest non-life insurance company in the Nordic
region, corporate social responsibility (CSR) is part of everything
we do, and we work with CSR in a number of areas with the
ultimate aim of making society safer and more sustainable.
As part of our CSR efforts in Denmark, we have invited 60
schoolchildren to participate in an innovation workshop on how
to prevent fires. In Norway, Tryg is the first insurance company
to have launched a free app – VR HouseFire – which shows you
just how quickly fires can happen, and how best to prevent fires.
In Norway, we have proud traditions of shouldering our social
responsibilities. For 64 years, we have been installing lifebuoys
along the coast and the shores of lakes in Norway, and in 2016
lifebuoy number 40,000 was donated. The occasion was cover
ed live on NRK’s popular ’Sommeråpent’ programme, which
included an interview with Tone Hjulstad, Head of Corporate
Norway. Only a few weeks after the programme was broadcasted, one of the lifebuoys helped save the lives of a man and his
nine-year-old grandchild.
In 2016, Tryg’s employees participated in Danmarks Indsamling,
a fundraising event to help some of the poorest people in the
world to meet the UN's development goals. Thanks to the dedicated efforts of employees from across the country, Tryg was
able to donate almost DKK 300,000 to Danmarks Indsamling.
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Prevention is key to our business, and the
aim is to reduce or prevent future claims.

Tryg supports the voluntary
Night Ravens in Norway
Peace of mind is also the keyword
for the Night Ravens in Norway, an
initiative which Tryg has supported
since 2004. The Night Ravens is an
organisation of volunteers who help
to prevent violence and vandalism
and make the streets safer at night.

Based on our knowledge of past claims,
we are continuously learning more about
the various risks faced by our customers.
This makes it possible for us to help our
customers lead healthier and more comfortable lives. We advise on prevention
through a number of different channels
such as the media and social networks
and through direct customer contact.
The peak seasons for break-ins are in July
and at Christmas. In early summer and in
the autumn, we therefore make a special
effort to inform customers and the general public on how best to prevent break-ins.
Our prevention work also involves con-

crete projects. In Norway, we have, for
example, visited a large number of construction sites and helped our customers
DNA-mark their tools and building mater
ials, which may help to deter thieves.
Tryg also works with prevention in areas
where our own knowledge about past
claims needs supplementing with new
knowledge. In Denmark, we have started
an indoor climate survey together with
550 customers. The purpose of the survey is to establish whether Tryg’s indoor
climate card can contribute to changing
our customers’ behaviour and thus create
a better indoor climate.
Read more about the climate card
at tryg.dk.
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Tryg's management focuses on managing the business in accordance
with the Recommendations on Corporate Governance. The aim is to
ensure that Tryg does its utmost to meet its obligations towards its
most important stakeholders and to promote long-term value creation.
Tryg applies the ’comply-or-explain’ principle in its statutory corporate
governance report at tryg.com.

Corporate
governance

Tryg has a two-tier management structure consisting of a Supervisory Board and an Executive Board. Tryg’s Executive Board consists of the Group CEO, the Group CFO and the Group COO and
is responsible for the day-to-day management of Tryg and for following the guidelines and recommendations issued by the Supervisory Board.

Annual general meeting 2017
In 2017, the general meeting will be held
at Tryg’s head office in Ballerup, Denmark.
This will give our shareholders an insight
into the Tryg atmosphere.

Read more at tryg.com.
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Tryg’s Supervisory Board is responsible for the overall management of Tryg and is composed of 12 members from Denmark,
Norway and Sweden, including four employee representatives.
The Supervisory Board is composed of seven men and five women,
and women are thus not under-represented. The members are
elected for one year at a time and can sit on the Supervisory Board
for a maximum of nine years. Read more about the members of
the Supervisory Board on pages 28-29 and at tryg.com.
Annual general meeting
Tryg’s annual general meeting is held by personal attendance
as the Supervisory Board values the face-to-face dialogue with
the Group’s shareholders. The Supervisory Board encourages all
shareholders to participate in the annual general meeting, where
they have the opportunity to ask questions of the Supervisory
Board and the Group CEO. In 2017, the general meeting will be

held at Tryg’s head office in Ballerup to give shareholders an insight
into the Tryg atmosphere.
Diversity at all management levels
Tryg attaches importance to diversity at all management levels.
The Supervisory Board has therefore adopted a diversity policy describing the requirements concerning diversity on the Supervisory
Board. The policy can be found at tryg.com. For other management levels, Tryg has prepared an action plan which sets out specific targets to ensure diversity and equal opportunities and access
to management positions for qualified men and women. For 2017,
Tryg has set a target that at least 38 per cent of the management
must consist of women. Read more on page 30.
Whistleblower
Tryg wants to be a company in which employees, customers, investors, partners and other stakeholders can have full confidence.
Tryg therefore has a whistleblower line where all stakeholders can
report any serious wrongdoing or suspected irregularities. All reported incidents are examined closely, and are reported on in strict
confidence to the chairman of the Audit Committee as well as the
head of Compliance.
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Tryg’s supervisory Board

In 2016, Tryg’s Supervisory Board had 12 members: eight members
elected by the general meeting, of whom four are independent of
the majority shareholder TryghedsGruppen, and four members
dependent of TryghedsGruppen, and four employee representatives.

Jesper Hjulmand (1963)

Jørgen Huno Rasmussen (1952)

Torben Nielsen (1947)

Board member
From his positions with SEAS-NVE,
Jesper Hjulmand has experience
within M&A, strategy, organisational
and management development,
communication and business
development. Board member in
TryghedsGruppen.

Chairman
As former CEO of FLSmidth, Jørgen Huno
Rasmussen has experience in international
management of listed companies and
special skills within strategy, business
development, communication, risk
management and finance. Chairman of
TryghedsGruppen.

Deputy Chairman
Has special skills in the fields of management, finance, financial services and
risk management as former Governor of
Danmarks Nationalbank.

Lone Hansen (1966)
Employee representative
Key Account Manager,
Commercial, Denmark.
Employed since 1990.

Tina Snejbjerg (1962)
Employee representative
Officer of Tryg’s Personnel Department.
Employed since 1987.

Bill-Owe Johansson (1959)

Ida Sofie Jensen (1958)

Employee representative
Claims handler in Moderna (Swedish
branch). Employed since 2002.

Board member
Experience from business operations and the healthcare sector
as well as management, strategy,
politics and finance. Board
member in TryghedsGruppen.

Carl-Viggo Östlund (1955)

Mari Thjømøe (1962)
Board member
From her former position with Norwegian Property ASA and several
board memberships, Mari Thjømøe
has experience within strategy,
financing and communication and
as a Norwegian citizen, special
insights into Norwegian markets.
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Anders Hjulmand (1951)
Board member
Experience in the counselling of a number of Danish and international, privately
and publicly owned companies and
foundations, and experience within the
areas of law, management, strategy and
business development. Board member
in TryghedsGruppen.

Board member
From a number of leading positions
in listed as well as privately owned
companies, Carl-Viggo Östlund has
experience from insurance, finance,
logistics and banking and as a Swedish
citizen, special knowledge of Swedish
market conditions.

Lene Skole (1959)
Tom Eileng (1954)
Employee representative
Chairman of Finansforbundet, Tryg and
Senior Commercial Advisor. Employed
since 1986.

Board member
Has experience from international
companies, among other things
through her previous work in
Coloplast and The Maersk Company
Ltd., UK and skills within strategy,
financing and communication.
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We want to be the best insurance company in the
world, and we will become so, among other things,
through our employees’ dedicated efforts.

A good place to work
for career and family
We want to be the best insurance company in the world, and we
will become so, among other things, through our employees’
dedicated efforts. We therefore focus on employee development
– professional and personal – and support a healthy work/life
balance.
In Tryg, we are also targeted in our efforts to ensure diversity
among employees. Our focus is on the individual, regardless of
gender, race, religion or sexual orientation. In 2016, we received
the Municipality of Ballerup’s ’Business Award for Diversity’,
among other things in recognition of a six-month work experience programme for three employees which included both language tuition and an introduction to Danish working culture. The

46%

54%

Women

Men

11

programme was a great success and was followed up by a new
project, which involves five refugees doing a 13-week internship.
Ensuring more women at management level is also a high priority
for us. Our ambitious target for 2016 was 38 per cent, and we
reached 36.4 per cent. The ratio for the financial sector in Denmark in general was 31 per cent. In 2017, we will intensify our
efforts in this area, among other things through our cooperation
with the Danish Diversity Council (DDC). Five Tryg employees are
participating in DDC’s development programme for female managers. Moreover, we will be working with a number of large companies in Denmark to learn from their experience when it comes
to offering more career opportunities for women.

54 %

In subsidised
are 30-49 years, 12%
employment under 30 years, 34% 50+

103

With non-western
background

Job satisfaction
75

Job satisfaction up again
It is Tryg’s ambition to have the best
working environment in the insurance
industry. Every year we conduct an
employee satisfaction survey. In 2016,
job satisfaction increased by 1 index
point to 74. This is, in fact, one of
the highest job satisfaction scores
in the industry.

74

70

73
70
68 68

65
60
55
50
Tryg
2016
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68

GELx Nordic

GELx Nordic
Financial market 2015

2015
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Have you been saving lives
without even knowing?
The Tryg family's first film is about a defibrillator. The film is based
on a real-life event and how a defibrillator and a number of resourceful
individuals together saved the life of a little girl.

A family that
creates peace
of mind
The Tryg family consists of Tryg, TryghedsGruppen and the TrygFonden foundation.
TryghedsGruppen is the majority shareholder in Tryg, holding 60 per cent of the
shares, and is behind TrygFonden. The
dividend paid out by Tryg to its shareholders accounts for a substantial part
of TryghedsGruppen’s profit. Some of the
profit funds the TrygFonden foundation.
The three members of the Tryg family all
work to make Denmark a safer place.
All Tryg’s Danish customers are also members of TryghedsGruppen. As members,
they can exercise their influence through
TryghedsGruppen’s Board of Represen
tatives. They can, for example, influence
bonus payouts and TrygFonden’s strategy.
Over the past five years, TrygFonden has
contributed DKK 550 million a year to
peace-of-mind activities with a focus on
safety, health and well-being. In 2017,
TrygFonden is contributing DKK 600
million to creating peace of mind. Tryg-
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Fonden runs and supports hundreds of
projects all over the country and spearheads initiatives like coastal lifeguard services and the installation of defibrillators.
The defibrillator is the main theme in
the first film produced by the Tryg family.
It features a defibrillator and a number
of resourceful individuals who together
saved the life of a little girl. The aim of the
film is to highlight – for Tryg’s customers
and everybody else in Denmark – the
big difference which Tryg’s customers
are making through their membership of
TryghedsGruppen.
Since 2006, TrygFonden has donated
more than 1,200 defibrillators, which have
been installed across the country. At the
same time, TrygFonden works to ensure
that the Danes know about the defibrillators, and how to use them. TrygFonden
has, for example, launched the mobile
app Hjertestart, which shows the way to
the nearest defibrillator.

Members’ bonus
In 2016, TryghedsGruppen paid
out a bonus to its members for
the first time. The bonus was
equivalent to 8 per cent of the
premium paid by customers for
their insurance policies with
Tryg for 2015.

Read more on page 11.
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“As Denmark’s oldest insurance company, we have something unique: our claims
history. This is extremely valuable for our risk management and our ability to offer our
customers the right products at the right prices. The more we know about the past and
the present, the better we can predict the future,” says Group CFO Christian Baltzer.

Risk
management
in times of
change
Much is changing in the insurance industry. However, the ability to calculate and
manage risks remains crucial to our business as insurance is basically about calculating and spreading risk. “So understanding and managing our customers’ risks is
a key element in Tryg’s business model,”
says Group CFO Christian Baltzer.
Tryg’s risk management is increasingly
based on unique data on, for example,
customers and insurance events combined with the use of modern technology.
“It is our job to manage the risks associated with our insurance business as well
as balancing the risks associated with our
many investments. In doing that, we can
honour the claims filed by our customers.”
Assessing the risks associated with our insurance business is primarily about being
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able to predict the damage or injury our
customers may potentially suffer – which
involves looking at many different types
of scenarios. “It is our job to foresee as
many risks as possible. This also applies
to the very large insurance events which
statistically occur very rarely. Events which
happen once every 200 years.”
Very large claims in connection with, for
example, violent storms or heavy precipi
tation may entail huge costs for insurers.
To counter this risk, insurers take out
insurance in much the same way as customers. They do so in the form of reinsurance agreements, under which large international companies undertake to cover
some of Tryg’s expenses in the event of
extraordinarily large payouts.
When investing, we aim for an insurance
mix which to the widest possible extent
protects us against major fluctuations in the
financial markets, while at the same time
ensuring a satisfactory return on our assets.
Data ensure price reflecting risk
When having to calculate our risk and thus
the price our customers must pay for their
insurance, data help us to better understand our customers’ risks and thus enable
us to offer customers a price that better reflects their individual risk. “Today, we have

far more data than ever before – in the form
of both publicly available data and data we
receive directly from our customers. One
example is house insurance. Five years
ago, the price of house insurance was the
same for houses with and without basements. Today, we use the property data
available from the public authorities far
more intelligently, which allows us to calculate a far more accurate and risk-based
price. The pricing of our holiday home insurance products has also been improved
considerably. Whereas the price of holiday
home insurance used to be based on two
parameters, we are now looking at no less
than ten parameters – enabling us to make
better risk assessments. Based on growing
data volumes and our greater insights, we
have generally updated the prices of many
of our products.”
Helping customers prevent
claims and injuries
“Risk management is no longer just a
question of calculating the nature and extent of insurance events; it is just as much
a question of preventing claims in the first
place. Based on data and the experience
gained through the use of data, we are
thus able to bring our customers peace
of mind through helping them to prevent
claims or injuries. In this way, the modern
insurance company is increasingly be-

coming a provider of peace of mind in
new ways and in the forms of claims
prevention. Should claims nevertheless arise, we are of course ready to
assist our customers – as always.”
Motor insurance is a good example
of how data will be able to help Tryg
manage risks for the benefit of our customers. “Telematics-based motor insurance is likely to become more widespread in future, with in-car computers
relaying driving information to insurers. This means that we can calculate
prices which very accurately reflect
the risk associated with individual customers, while at the same time being

able to advise customers on safer and
more eco-friendly driving styles.”
Risk management as a competitive
parameter
There is no doubt that access to data
is an important competitive parameter
at a time when new digital competitors
are entering the insurance market. “As
Denmark’s oldest insurance company,
we have something unique: our claims
history. This is extremely valuable for
our risk management and our ability
to offer our customers the right products at the right prices. The more we
know about the past and the present,
the better we can predict the future.”

Solvency II
Tryg works with Solvency II, which is
an EU directive aimed at ensuring the
solvency of insurance companies and
thus protecting consumers. Solvency II
stipulates that insurance companies
must meet certain minimum capital
requirements to ensure a high level
of certainty that they will be able
to meet claims even following very
dramatic insurance events.
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UNDERSTAND THE FINANCIAL STATEMENTS
Tryg is the largest non-life insurance company in Denmark and the second-largest
in the Nordic region. Tryg has approximately 3,300 employees who create peace
of mind for more than 3 million customers in Denmark, Norway and Sweden.

1.

Why invest
in Tryg?
As a shareholder in Tryg, you are exposed to the stable and highly attractive Nordic non-life sectors where
margins are substantially higher than in many other
European markets. Private and Commercial businesses account for approximately 80 per cent of premiums,
helping to maintain highly stable results.
Tryg's history dates back almost 300 years. During this
period, the company has built one of the strongest
brands in the Nordic region. Customers are rewarding
us for this by buying more insurance products from Tryg,
while high renewal rates create stable cash flows.
Tryg's ambition is to become the world's best insurance company. To achieve this, we defined a number of
ambitious customer and financial targets at the Capital
Markets Day (CMD) in November 2014. The customer targets aim for a 1 percentage point increase in our
retention rate, an increase in the share of customers
with three or more products of 5 percentage points and
a doubling of our Net Promoter Score (NPS). The financial targets for 2017 include an expense ratio of 14 or
less, a combined ratio of 87 or less and a return on equity
(after tax) of 21 per cent or above.
Tryg is the only listed insurance company in the Nordic
region that focuses solely on non-life insurance. From
an investment perspective, this is important as operating margins in non-life insurance are significantly higher
than margins for life insurance and banking. Consequently, returns on equity are also substantially higher.
The Nordic region is an attractive market compared
to many European countries as insurance penetration

2.
(measured as non-life premiums as percentage of GDP) is high, and product
concentration is relatively low. In many European countries, motor insurance
represents some 50 per cent of the total non-life insurance market, or even
more, while it represents a more modest 30-35 per cent across the Nordic
region. Customers in the Nordic region have more assets and are more
focused on protecting their assets, which explains the more widespread
taking-out of insurance. In addition to motor insurance, key products include
house insurance, contents, accident and health insurance, for example.
Tryg is a dividend stock. Tryg aims to increase the annual nominal dividend
every year, with a target payout ratio of 60 to 90 per cent. Since 2015, Tryg has
been distributing semi-annual dividend, while from the first quarter of 2017,
a quarterly dividend will be paid out. Tryg has also been distributing capital by
means of extraordinary share buy backs. From 2017, Tryg distributes excess
capital via extraordinary dividend payouts, with a payout of DKK 1 billion
being made in 2017. Since the listing of Tryg on NASDAQ Copenhagen, payouts have averaged approximately 5 per cent in actual dividend, and approximately 7 per cent including share buy backs.

Distribution DKKm

2016

2015

2014

2013

2012

Dividend
Dividend per share (DKK) a)
Payout ratio
Extraordinary share buy back
Extraordinary dividend b)

1,770
6.2
72%
0
1,000

1,759
6.0
89%
1,000

1,731
5.8
68%
1,000

1,656
5.4
70%
1,000

1,594
5.2
72%
800

2016

6.20

Dividend per share

3.54

3.
4.
5.

Technical result
The result of the company’s insurance operations, i.e. the net effect of the premiums received less claims and expenses. Tryg wants most of the result to be
generated by its insurance business.

Investment return after insurance technical interest
The result of the company’s investment activities in the form of returns on
bonds, shares, property etc. The investment return which relates to the many
premium and claims provisions is transferred to the technical result. Based on
a conservative risk profile, Tryg wants to use the majority of the investments to
support its insurance operations.

Profit/loss
The result generated by the company’s insurance activities and investments
after tax.

Return on equity
The return on equity is the return achieved by Tryg relative to its average equity.
Equity equals the difference between the value of assets and liabilities. Tryg has
a return on equity target of 21 per cent or above from 2017, which, among other
things, supports the goal of distributing a stable and growing dividend to shareholders.

1.
2.
3.

4.

Premium growth in local currencies
Is growth at constant exchange rates between Danish and Norwegian kroner,
and Danish and Swedish kroner. This expresses actual growth, unaffected by
exchange rate fluctuations. In the income statement, the change in premium
income from one year to the next may thus differ significantly from the growth
in local currencies.

5.
6.

6.
7.
8.

Claims ratio
The claims ratio is claims as a percentage of premium income. A claims ratio of
73 equates to DKK 73 being paid out in claims for every DKK 100 received in
premium income.

7.
8.

Expense ratio
The expense ratio is expenses as a percentage of premium income. An expense
ratio of 15 equates to DKK 15 going on expenses out of every DKK 100 received
in premium income. Tryg’s target is an expense ratio of 14 or less from 2017. A
low expense ratio supports the financial targets and also improves Tryg’s competitive position.

Combined ratio
The combined ratio is claims and expenses as a percentage of premium income.
A combined ratio of 84 shows that for every DKK 100 of premium income Tryg
earns DKK 16. Tryg’s target from 2017 is a combined ratio of 87 or less.

Extraordinary
dividend per share

a) Dividend per share includes dividend for H1 of DKK 2.60 paid out in July 2016 and dividend of DKK 3.60 proposed
by the Supervisory Board for adoption by the annual general meeting. b) Proposed by the Supervisory Board for adoption
by the annual general meeting.
36 | Tryg annual profile 2017

Tryg annual profile 2017 | 37

INCOME OVERVIEW

DKKm			
Gross premium income
Technical result
Investment return after insurance technical interest
Profit/loss before tax
Profit/loss on continuing business
Profit/loss
Run-off gains/losses, net of reinsurance

STATEMENT OF FINANCIAL POSITION

2016
17,707
2,390
987
3,220
2,472
2,471
1,239

2015

2014

2013

2012

17,977		
18,652
2,423		3,032
-22		
360
2,310		
3,302
1,920		
2,547
1,969		2,557
1,212		
1,131

19,504
2,496
588
2,993
2,373
2,369
970

20,314
2,492
585
3,017
2,180
2,208
1,015

Statement of financial position						
Total provisions for insurance contracts
31,527
31,814		
31,692
32,939
34,355
Total reinsurers’ share of provisions for insurance contracts
2,034
3,176		
1,938
2,620
2,317
Total equity
9,437
9,644		11,119
11,107
10,979
Total assets
49,861
51,281		52,224
53,371
55,022
Key figures						
Return on equity after tax (%)
26.2
20.0		
23.7
21.8
22.3
Number of shares 31 December (1,000) a)
274,595
282,316		
289,120
296,870
303,474
Earnings per share (DKK)
8.84
6.91		
8.74
7.88
7.30
Net asset value per share (DKK)
34.37
34.16		
38.46
37.41
36.18
Ordinary dividend per share (DKK)
6.20 a)
6.00		5.80
5.40
5.20
Proposed extraordinary dividend per share (DKK)
3.54					
						
Premium growth in local currencies
0.1
-0.8		
-1.1
-2.7
-0.1
Gross claims ratio
Net reinsurance ratio		

65.6
5.4

75.4		
-3.9

67.8
1.8

73.9
-1.8

72.2
-0.4

Claims ratio, net of ceded business
Gross expense ratio		

71.0
15.7

71.5		
15.3

69.6
14.6

72.1
15.6

71.8
16.4

Combined ratio		86.7

86.8

84.2

87.7

88.2

Run-off, net of reinsurance (%)
-7.0
-6.7		
-6.1
-5.0
Large claims, net of reinsurance (%)
2.2
3.4		
3.1
2.1
Weather claims, net of reinsurance (%)
2.0
3.4		
2.4
3.2
						
Combined ratio on business areas						
Private
83.8
85.4		82.5
86.0
Commercial
82.1
83.6		79.4
85.4
Corporate
88.8
90.7		89.8
91.7
Sweden
90.7
83.5		92.0
91.2

-5.0
2.3
1.8

DKKm						

2016

2015

Assets		
Intangible assets
Property, plant and equipment
Investment property
Investments in associates

884
49
2,323
218

1,038
1,208
1,838
229

Equity investments
Unit trust units
Bonds		
Derivative financial instruments
Total other financial investment assets
Total investment assets
Reinsurers’ share of provisions for insurance contracts
Receivables
Other assets
Prepayments and accrued income

48
3,950
35,254
1,000
40,252
42,793
2,034
2,937
475
689

138
3,589
35,705
843
40,275
42,342
3,176
2,331
589
597

Total assets

49,861

51,281

		
Equity and liabilities		
Equity		
Subordinate loan capital

9,437
2,567

9,644
1,698

Premium provisions
Claims provisions
Provisions for bonuses and premium discounts
Total provisions for insurance contracts
Other provisions
Debt		
Accruals and deferred income

5,487
25,452
588
31,527
1,172
5,113
45

5,571
25,670
573
31,814
1,041
7,041
43

Total equity and liabilities

49,861

51,281

87.7
81.3
91.4
95.3

a) Ordinary dividend per share in 2016 of DKK 6.20 includes dividend paid out in July of DKK 2.60 and proposed ordinary dividend of DKK 3.60.		
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KEY FIGURES – PRIVATE AND COMMERCIAL

KEY FIGURES – CORPORATE AND SWEDEN

Key figures – Private
DKKm					

Key figures – Corporate
2016

2015

2014

Gross premium income			
Gross claims			
Gross expenses			

8,710
-5,904
-1,240

8,803
-6,074
-1,291

9,051
-6,129
-1,311

Profit/loss on gross business			
Profit/loss on ceded business			
Insurance technical interest, net of reinsurance			

1,566
-158
-4

1,438
-148
8

Technical result			
Run-off gains/losses, net of reinsurance			

1,404
312

2016

2015

2014

Gross premium income			
Gross claims			
Gross expenses			

3,775
-2,295
-416

3,894
-3,987
-420

4,033
-2,872
-446

1,611
-23
24

Profit/loss on gross business			
Profit/loss on ceded business			
Insurance technical interest, net of reinsurance			

1,064
-643
0

-513
877
5

715
-304
16

1,298
324

1,612
357

Technical result			421
Run-off gains/losses, net of reinsurance			
506

369
351

427
421

Key ratios					
Premium growth in local currencies			
0.8
0.3
Gross claims ratio			
67.8
69.0
Net reinsurance ratio			
1.8
1.7
Claims ratio, net of ceded business			
69.6
70.7
Gross expense ratio			
14.2
14.7

0.0
67.7
0.3
68.0
14.5

Key ratios					
Premium growth in local currencies			
-1.2
0.0
1.1
Gross claims ratio			
60.8
102.4
71.2
Net reinsurance ratio			
17.0
-22.5
7.5
Claims ratio, net of ceded business			
77.8
79.9
78.7
Gross expense ratio			
11.0
10.8
11.1

Combined ratio			
Combined ratio exclusive of run-off			
Run-off, net of reinsurance (%)			
Large claims, net of reinsurance (%)			
Weather claims, net of reinsurance (%)			

82.5
86.4
-3.9
0.1
2.5

Combined ratio			88.8
Combined ratio exclusive of run-off			
102.2
Run-off, net of reinsurance (%)			
-13.4
Large claims, net of reinsurance (%)			
8.1
Weather claims, net of reinsurance (%)			
1.0

83.8
87.4
-3.6
0.0
2.8

85.4
89.1
-3.7
0.3
4.5

Key figures – Commercial
DKKm					

90.7
99.7
-9.0
8.2
2.2

89.8
100.2
-10.4
9.4
3.0

Key figures – Sweden
2016

2015

2014

Gross premium income			3,893
Gross claims			-2,380
Gross expenses			-663

3,992
-2,612
-683

850
-154
-1

Technical result			695
Run-off gains/losses, net of reinsurance			
304

Profit/loss on gross business			
Profit/loss on ceded business			
Insurance technical interest, net of reinsurance			

DKKm					

DKKm					

2016

2015

2014

4,190
-2,673
-664

Gross premium income			
Gross claims			
Gross expenses			

1,348
-964
-256

1,317
-852
-246

1,399
-998
-268

697
-44
5

853
8
14

Profit/loss on gross business			
Profit/loss on ceded business			
Insurance technical interest, net of reinsurance			

128
-3
-5

219
-1
0

133
-21
6

658
388

875
310

Technical result			120
Run-off gains/losses, net of reinsurance			
117

218
149

118
43

Key ratios					
Premium growth in local currencies			
-1.3
-2.9
-3.0
Gross claims ratio			61.1
65.4
63.8
Net reinsurance ratio			
4.0
1.1
-0.2
Claims ratio, net of ceded business			
65.1
66.5
63.6
Gross expense ratio			17.0
17.1
15.8

Key ratios					
Premium growth in local currencies			
3.4
-3.1
-7.4
Gross claims ratio			
71.5
64.7
71.3
Net reinsurance ratio			
0.2
0.1
1.5
Claims ratio, net of ceded business			
71.7
64.8
72.8
Gross expense ratio			
19.0
18.7
19.2

Combined ratio			82.1
Combined ratio exclusive of run-off			
89.9
Run-off, net of reinsurance (%)			
-7.8
Large claims, net of reinsurance (%)			
2.2
Weather claims, net of reinsurance (%)			
1.6

Combined ratio			90.7
Combined ratio exclusive of run-off			
99.4
Run-off, net of reinsurance (%)			
-8.7
Weather claims, net of reinsurance (%)			
0.8
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83.6
93.3
-9.7
6.7
2.8

79.4
86.8
-7.4
4.3
1.9

83.5
94.8
-11.3
1.7

92.0
95.1
-3.1
1.5
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GEOGRAPHICAL SEGMENTS

DKKm			

GEOGRAPHICAL SEGMENTS

2016

2015

2014

2013

2012

DKKm			

2016

2015

2014

2013

2012

Danish general insurance a)					
Gross premium income
9,467
9,346
9,361
9,534
9,910

Tryg					
Gross premium income
17,707
17,977
18,652
19,504
20,314

Technical result
Run-off gains/losses, net of reinsurance

Technical result
Investment return after insurance technical interest
Other income and costs
Profit/loss before tax
Run-off gains/losses, net of reinsurance

1,587
509

1,371
512

1,510
564

1,202
566

1,441
571

Key ratios					
Gross claims ratio
63.7
80.5
66.9
79.5
71.1
Net reinsurance ratio
6.0
-9.2
2.1
-7.0
-0.2
Claims ratio, net of ceded business
69.7
71.3
69.0
72.5
70.9
Gross expense ratio
13.4
13.9
15.1
15.0
14.5
Combined ratio
Run-off gains/losses, net of reinsurance (%)
Number of full-time employees 31 December

83.1

85.2

84.1

87.5

85.4

-5.4
1,839

-5.5
1,859

-6.0
2,007

-5.9
2,046

-5.8
2,187

Norwegian general insurance					
Gross premium income
6,371
6,766
7,337
7,819
8,239
Technical result
Run-off gains/losses, net of reinsurance

1,013
678

844
492

1,478
501

1,258
387

1,017
465

Key ratios					
Gross claims ratio
63.9
70.9
66.5
65.1
72.4
Net reinsurance ratio
5.1
2.1
1.4
4.1
-1.0
Claims ratio, net of ceded business
69.0
73.0
67.9
69.2
71.4
Gross expense ratio
15.2
14.9
12.5
15.3
16.8
Combined ratio
Run-off gains/losses, net of reinsurance (%)
Number of full-time employees 31 December

84.2

87.9

80.4

84.5

88.2

-10.6
1,040

-7.3
1,113

-6.8
1,167

-4.9
1,199

-5.6
1,282

Swedish general insurance					
Gross premium income
1,888
1,894
1,975
2,169
2,183
Technical result
Run-off gains/losses, net of reinsurance

40
52

328
208

44
66

36
17

131
-21

Key ratios					
Gross claims ratio
76.4
63.5
77.6
80.6
75.3
Net reinsurance ratio
3.3
1.7
2.2
0.7
1.5
Claims ratio, net of ceded business
79.7
65.2
79.8
81.3
76.8
Gross expense ratio
17.8
17.5
18.4
17.6
18.6
Combined ratio

97.5

82.7

98.2

98.9

95.4

Run-off gains/losses, net of reinsurance (%)
Number of full-time employees 31 December

-2.8
385

-11.0
387

-3.3
425

-0.8
458

1.0
444

Other b)					
Gross premium income
-19
-29
-21
-18
-18
Technical result
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-250

-120

0

0

-97

2,390
987
-157
3,220
1,239

2,423
-22
-91
2,310
1,212

3,032
360
-90
3,302
1,131

2,496
588
-91
2,993
970

2,492
585
-60
3,017
1,015

Key ratios					
Gross claims ratio
65.6
75.4
67.8
73.9
72.2
Net reinsurance ratio
5.4
-3.9
1.8
-1.8
-0.4
Claims ratio, net of ceded business
71.0
71.5
69.6
72.1
71.8
Gross expense ratio
15.7
15.3
14.6
15.6
16.4
Combined ratio
Run-off gains/losses, net of reinsurance (%)
Number of full-time employees, continuing business at 31 December

86.7

86.8

84.2

87.7

88.2

-7.0
3,264

-6.7
3,359

-6.1
3,599

-5.0
3,703

-5.0
3,913

a) Includes Danish general insurance and Finnish guarantee insurance.
b)	  Amounts relating to eliminations, restructuring expenses and discontinued and divested business are included under ’Other’.

Disclaimer
Certain statements in this annual profile are based on the beliefs of our management as well as assumptions made by and information currently available to management. Statements regarding Tryg’s future operating results, financial position, cash flows, business strategy, plans and future objectives other than statements of
historical fact can generally be identified by the use of words such as ’targets’, ’believes’, ’expects’, ’aims’, ’intends’, ’plans’, ’seeks’, ’will’, ’may’, ’anticipates’, ’would’,
’could’, ’continues’ or similar expressions.
A number of different factors may cause the actual performance to deviate significantly from the forward-looking statements in this annual profile, including but not
limited to general economic developments, changes in the competitive environment, developments in the financial markets, extraordinary events such as natural
disasters or terrorist attacks, changes in legislation or case law and reinsurance.
Read more in the chapter Risk management in note 1 in the Annual report 2016 for a description of some of the factors which may affect the Group’s performance
or the insurance industry.
Should one or more of these risks or uncertainties materialise, or should any underlying assumptions prove to be incorrect, Tryg’s actual financial condition or
results of operations could materially differ from that described herein as anticipated, believed, estimated or expected. Tryg is not under any duty to update any of
the forward-looking statements or to conform such statements to actual results, except as may be required by law.
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