2019

Stronger together

Improvements in all
areas – and approval of
the Alka transaction

The year 2018 showed improvements in all
important areas. Profitability improved, the
number of customers increased, and customer loyalty and employee job satisfaction increased. We were also pleased that
the acquisition of Alka was approved by the
authorities in November 2018.
Excluding Alka one-offs and earnings, tech
nical result for 2018 was DKK 2,826m
driven by a combined ratio of 84.5%. The
2018 technical result, as reported, was
DKK 2,766m which together with a negative investment return yielded a total profit
of DKK 1,731m, corresponding to a return
on equity of 14.9 per cent after tax.

04
06
08
10

Tryg at a glance
Tryg’s timeline

Tryg’s results

Targets and strategic
initiatives

Improved claims management
Digital empowerment
of customers Innovation
Distribution efficiency

18

Alka and Tryg – even
stronger together

30

22

Well on the way to realising
customer targets

32

26

Corporate responsibility
Active peace-of-mind creator

34

28

Corporate governance
Supervisory Board

36

Supervisory Board

Continued positive development
in job satisfaction

Together we create peace of
mind (TryghedsGruppen)

Why invest in Tryg?
Understand the financial
statements
Financial highlights

First year with new targets and new purpose
At the capital markets day in November
2017, Tryg announced new financial targets and customer targets for the period
up until 2020. The acquisition of Alka increased the technical result target from
DKK 2,800m to DKK 3,300m.
In 2018, Tryg reported an improvement in
the underlying claims level with progress
in all areas. Earnings are still not satisfactory for Corporate, and efforts to improve
profitability will continue in the coming
years. Tryg saw a markedly improved level
of customer loyalty – in terms of the degree
of customer satisfaction (TNPS), which
was 67, and an improved renewal rate for
all areas. This also contributed to growth in
premium income of 6.3%.

Tryg’s new purpose “As the world changes,
we make it easier to be tryg” proved its
worth and served as a general guide in
2018 – from daily customer contact to strategic decisions.
Dividend payments to shareholders
It is very important for Tryg that our shareholders should receive a nominal, stable
in- crease in dividend. A total dividend per
share of DKK 6.60 will be paid out for FY
2018 (DKK 6.40 in 2017) including a Q4
dividend per share of DKK 1.65.
Digitalisation and innovation
The insurance industry is confronted by
rapid changes in recent years. To maintain a
leading position in the future, Tryg focuses
strongly on digitalisation and innovation.
The development of digital solutions continues, and more than one third of claims
are reported online, while online sales of insurance products have shown a substantial
increase. The development of innovative
automotive products continued in 2018,
and we have now launched products where
the driver’s behaviour determines the insurance premium payable in all countries.
Claims management and prevention
Tryg continues to utilise its very large purchasing power, which will benefit both
shareholders and customers. Prevention
is very important, and it is integrated into
our products, for example by an alarm in
our contents product and through offering

2018

a rat blocker as part of the house insurance product.
Efficient distribution and new products
Efficient distribution is important to maintain
a low expense ratio. In 2018, the development of online solutions as well as new distribution channels contributed to increasing
efficiency. Tryg aims to increase revenue
from new products and services. In 2018,
we saw a significant increase in the number
of products including surety and credit insurance, pet and child insurance policies.
Thanks to our employees
The good results and the many initiatives
implemented in 2018 have only been made
possible because of the Tryg employees. We
are therefore very pleased to note increasing job satisfaction in 2018, up from 76 to
78, compared with 72 for Nordic finance
companies as a whole. The Supervisory
Board and the Executive Board would like to
thank the employees for their great efforts.

Jukka Pertola
Chairman of the Supervisory Board

Morten Hübbe
Group CEO
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1,105
Employees

3

Market position

13.2%

Strong position

4 million customers

Tryg is one of the largest non-life insurance
companies 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.

Our 4,000 employees create peace of mind
for more than 4 million customers and handle
approximately 1 million claims a year.

Great diversity
of products

TryghedsGruppen

Market share

402

5

3.0%

Employees

Market position

Market share

TryghedsGruppen owns 60 per cent of Tryg and
annually contributes around DKK 600m to projects
that create peace of mind via TrygFonden.

We offer a broad range of
insurance products for private
individuals as well as businesses.

2,520
Employees

1

Market position

Copenhagen experienced the
largest fire in its history. The fire
heightened public awareness
of the need for insurance

As the world changes,
we make it easier to be tryg a).

Market share

Tryg was listed on
the OMX Nordic Stock
Exchange Copenhagen
on 14 October

2011
TrygVesta
simplified its
name to Tryg

Tryg acquired
Moderna
Försäkringar

2005

We aim to distribute a nominal, stable
increase in dividend and to pay out
60-90 per cent of our profit.

a) ‘Tryg’ means: feeling protected and cared for.

2009

Kjøbenhavns Brand (the oldest
component in Tryg’s history) was established by Royal Decree as a result
of the Copenhagen fire in 1728

1728

Purpose

21.8%

1731

Attractive
dividend policy

2014
New dividend policy
as from the distribution
of dividend for 2012

Morten Hübbe
appointed
new Group CEO

2010

2016
Tryg split its share 1:5. Each share
with a nominal value of DKK 25 was
replaced by 5 shares with a nominal
value of DKK 5

• Capital Markets Day
• New financial targets and customer
targets were presented for 2017

2012

2015

2018
• Capital Markets Day
• New financial targets and customer
targets for 2020 were presented
• Tryg acquired Alka Forsikring

TryghedsGruppen decided to
pay out a bonus to its members
(Tryg’s customers in Denmark):
8 per cent of premiums paid to
Tryg for 2015

2017

• T
 ryghedsGruppen paid out bonus corresponding to 8 per cent of premium payments in 2017
• Jukka Pertola elected new Chairman of
the Supervisory Board
• Danish Competition and Consumer Authority
approves Tryg’s acquisition of Alka

Tryg’s results
Tryg reported a technical result of DKK 2,766m (DKK 2,789m), or DKK 2,826m (DKK 2,789)
adjusted for the Alka acquisition. The investment result was DKK -332m (DKK 527m) driven
primarily by negative development in the equity markets. The 2018 pre-tax result was
DKK 2,262m (DKK 3,239m) or DKK 2,398m, adjusted for the Alka acquisition.

Annual report
Read more about Tryg’s results
in the Annual report for 2018
Download the annual report at
tryg.com/en/downloads-2018

In 2018, Tryg paid a quarterly dividend per share
of DKK 1.65 bringing the
FY dividend per share to
DKK 6.60.

Tryg has a strong customer focus which
has been driving a positive development
for all our customer targets. We saw an increase in the direct feedback from customers after having been in touch with Tryg.
This is measured by the TNPS score, which
was 67 in 2018 compared to 62 in 2017.
Renewal rates improved for all business
areas, which shows that customers choose
to remain with Tryg to an even greater
extent than before. In Denmark, we were
pleased to register an increase in awareness of TryghedsGruppen’s member bonus.
In 2018, the members bonus corresponded to 8 per cent premiums paid for 2017.
The investment return was negative at
DKK -332m, which was driven primarely
by negative developments in equity market
in the last three months of the year.
Premium income totalled DKK 18,740m,
representing an increase of 6.3 per cent
in local currencies. Premiums grew 4.1
per cent excluding Alka. Positive developments were generally seen for all areas,
which was particularly satisfactory for
Private and Commercial in both Denmark
and Norway.
The claims ratio was 70.7 against 70.4
in 2017, the increase being attributable
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mainly to a higher level of large claims
and weather claims. Excluding Alka (and
related one-offs) the claims ratio was 70.4
in line with the previous year. The claims
ratio was positively impacted by claims
initiatives in the form of improved utilisation of existing contracts with suppliers as
well as the negotiation of new contracts,
in addition to an increase in our efforts to
detect insurance fraud.
The reported expense ratio was 14.4 in
2018. Adjusted for the Alka one-offs, a expense ratio of 14.1 was reported. The year
was characterised by a strong focus on
improving distribution efficiency, while at
the same time investing in digital solutions.
Capital position
Tryg calculates its solvency capital requirement (SCR) in accordance with the Solvency II rules. At 31 December 2018, Tryg’s
SCR amounted to DKK 4,892m. Based on
a capital base (own funds) of DKK 8,058m,
this equates to a solvency ratio of 165.
Dividend policy
In 2018, Tryg paid a quarterly dividend per
share of DKK 1.65 bringing the FY dividend
per share to DKK 6.60. Tryg has previously
announced that no extraordinary dividend
will be distributed in 2019 based on the results for 2018.

Return on equity

%

DKK 2,826m
Group technical result 2018
before Alka

40
30
30

23.7

20

Combined ratio

14.9

18

95

16

90

14

85
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86.7

84.4

84.5*

80

2015

2016
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Expense ratio

%

100

86.8

28.8

10
2014

%

26.2
20.0

15.3*

14.9*
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2015
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14.0

14.1*

2017
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12
10

2014

2015

2016

2017

2018

* Adjusted for one-offs

2014

* Adjusted for one-offs
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Targets
and strategic
initiatives

At the Capital Markets Day in November 2017, Tryg announced
new ambitious financial targets for the period up until 2020.
The targets were updated following the acquisition of Alka Forsikring. Tryg’s primary target is a technical result of DKK 3.3bn.
Our other targets include an expense ratio of about 14, a
combined ratio at or below 86 and a return on equity of 21 per
cent or more after tax.

~14
Expense ratio

≤   86

Combined ratio

≥21%
Return on equity after tax

DKK 3.3bn
Technical result

8 | Tryg Annual profile 2019

2018-2020

Strategic initiatives
Based on Tryg’s purpose ‘As the world changes, we make it easier to
be tryg’, four strategic initiatives have been defined which support
both our financial targets and our customer targets for 2020.
Milestones have been defined for each initiative.

Digital empowerment of customers

Claims excellence

will be of paramount importance to our sales, service
and claims handling activities in the future. Tryg is
therefore investing heavily in this area. The target for
2020 is DKK 100m, which is to be achieved through
the reporting of 50 per cent of all claims online, and
through a self-service level of 70 per cent for all contacts with Tryg. The realisation of these targets is expected to contribute DKK 100m, while at the same
time boosting customer satisfaction. In 2018, particular focus was on increasing the share of customers reporting claims online. In 2018, DKK 20m was realised.

is targeted at reducing claims costs by DKK 600m.
In 2018, work went into increasing the utilisation of
existing contracts and into concluding new ones. In
addition, fraud detection through improved manual
checking was an important activity. Claims costs
were reduced by DKK 150m in 2018.

Product and service innovation
is targeted at DKK 1,000m by 2020+. Tryg has decided to announce that the target must be met after
2020 as profitability is our key focus. However, Tryg
expects automotive insurance prices in particular to
be reduced in the long term. Our main focus is on insuring people and on insurance related to technology.
In addition, the very profitable market for guarantee
insurance is growing, and we expect to launch insurance solutions which are not available in the market
today. In 2018, our portfolio of new products and services totals DKK 275m.

Distribution efficiency
is targeted at contributing DKK 150m in 2020. Improved efficiency through new technological solutions, product simplification and insurance pack
ages with a strong focus on digital channels and the
use of more cost-effective channels. In 2018, we
worked to increase online sales, among other things
through the use of gift cards in Denmark. In Norway,
Commercial was the first company to introduce
online solutions. In Denmark, new and more costefficient distribution channels have been introduced.
In 2018, savings of DKK 30m were realised.
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Improved claims management
Claims handling is at the heart of Tryg’s business, and it is when claims
arise that we really demonstrate our value for customers. An important
goal is to strike the right balance between the positive customer experience and the careful management of payouts. Here, Fatiha Benali, Senior
Vice President Claims DK, provides an overview of some of the most
important initiatives for the period up until 2020.

Tryg is committed to
offering claims management which makes life
simpler for our customers
and reduces claims costs.
Customer satisfaction
with Tryg’s claims management is top of the scale
– and it must remain so.
Fatiha Benali,
Senior Vice President Claims DK

67

Transactional Net
Promoter Score (TNPS)

Prevention, prevention and prevention
The best claim is the one that does not
arise in the first place. In 2018, Tryg was
the first insurance company in the Nordic
region to launch an ambitious prevention
strategy that will transform Tryg from a
classic insurance company which helps
customers once claims have arisen into an
active peace-of-mind creator in the lives of
its customers. Prevention is integrated into
Tryg’s products, for example in the form of
an alarm with your home contents insurance and a rat blocker with your house insurance. All with the ultimate aim of avoiding the hassle of claims for customers, and
reducing payouts.
Back to work after work-related injuries
Companies which take out statutory
workers’ compensation insurance with
Tryg are offered ‘Tryg Tilbage’ – a concept
which helps employees to a speedier recovery through personalised treatment,
exercises and aids, thereby facilitating their
return to work. Preventing long periods
of sick leave benefits the employee, the
company and Tryg.
Fraud and subrogation
Tryg has a constant focus on limiting insurance fraud. Digital and analytical tools are
used in our targeted efforts to detect fraud,
and Tryg’s claims handlers are developing
new skills aimed at identifying fraudulent
behaviour – for example using a special ques-

10 | Tryg Annual profile 2019

tioning technique when receiving claims.
In this field, Tryg can learn from Alka, which
in recent years has achieved good results
using this particular method. Subrogation
efforts to recover payouts in full or in part
from the parties at fault have been intensified through the use of specialist teams.
Better repairs and supplier contracts
New repair techniques for better claims
management. In the case of damage to
buildings, thermography cameras can be
used to measure moisture in the floor without removing it, and Multi Seal – a liquid sealant for hidden leaks – can be used to patch
up pipes from the inside. These are examples of how Tryg can reduce payouts, while
ensuring smooth claims handling processes
for customers. Tryg is making increasing use
of its network of tradesmen and follows up
with quality and customer satisfaction surveys. This means better price agreements,
and for our customers improved processes
with approved tradesmen.
Tryg is committed to reducing costs and
improving service levels in connection with
repairs. Our supplier contract with Carglass concerning the repair and replacement of windscreens etc. is an example
of how high quality for customers and the
provision of service at their home or work
address go hand in hand with a transparent
procurement contract for Tryg based on
fixed prices and discounts.
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Lars Bonde,
Group COO

50%       
The target is online straight-through
processing of 50 per cent of all ‘simple’
claims in 2020

70%       
The target is a self-service level of
70 per cent for all customer contacts
with Tryg in 2020

In Alka, 33 per cent of sales
are already effected online –
and Tryg is looking forward
to seeing both Private and
Commercial customers benefitting from these solutions.

Digital empowerment
of customers
The everyday lives of our customers are becoming increasingly
digital, and towards 2020 Tryg will be investing in more digital
solutions to make it simple, easy, quick and transparent for
customers to interact with Tryg. Group COO Lars Bonde talks
about some of the most important initiatives.
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– What we see is that customer satisfaction increases when customers use digital
solutions. We have started automating our
claims handling in all three Scandinavian
countries, and in Norway, for example, 20
per cent of all travel insurance claims are
now fully automated. Customers report
their claim online, the claim is processed,
and three seconds later, the money is paid
into the customer’s account. It is simple,
and focus is on the customer’s need. The
target is online straight-through processing
of 50 per cent of all ‘simple’ claims in 2020,
says Lars Bonde.
More contact via ‘My page’
In 2018, the number of logins to ‘My page’
– the private customer’s personal selfservice universe at tryg.dk and tryg.no – increased by 43 per cent compared to 2017.
– On ‘My page’, customers can handle most
of their insurance affairs online and get an
overview of their policies, adjust their in-

surance cover and check their bonus. It is
easy to report and check up on claims by
means of a ‘track-and-trace’-like function.
In 2018, the number of digital contacts
with customers exceeded the number of
manual contacts for the first time. With
the new digital solutions, we find that
customers want to interact more with us.
New points of contact have been added,
which is a huge advantage in terms of both
loyalty and trust. In the coming years, we
will be adding more functions to the ‘My
page’ self-service universe, while offering
customised self-service solutions to even
more partners. Several such solutions have
already been rolled out, for example for the
Norwegian Society of Engineers (NITO) and
the Danish Society of Engineers (IDA). The
target is a self-service level of 70 per cent
for all customer contacts with Tryg in 2020,
says Lars Bonde.
Online solution for businesses
Our Private customers were the first to
be offered digital self-service solutions,
and our Commercial customers will now
have access to similar facilities. In Norway,
Tryg was the first company to launch the
‘My business’ self-service universe where
businesses can buy insurance products.
The same solution is being developed in
Denmark. Moreover, a digital solution is

being designed for Tryg’s interaction with
brokers in both countries. The brokers
are important partners when it comes to
reaching out to major Commercial and Corporate customers. In Alka, 33 per cent of
sales are already effected online – and Tryg
is looking forward to seeing both Private
and Commercial customers benefitting
from these solutions.
Inspiration from tech entrepreneurs
Digitalisation must first and foremost make
life easier for customers – which calls for
innovation and rethinking of traditional insurance processes.
– We are inspired by tech-driven start-up
environments, for example The Camp at
Tryg’s head office in Ballerup, Denmark,
and we have invested in the new insurance
company UNDO, which is working with a
100 per cent digital buying process from
the outset. Tryg has already used lots of experience from UNDO in the development
of our digital purchase flow for private customers. Concurrently with this, Tryg has
started using processes such as design
thinking, which ensures that we create the
highest possible value for our customers,
says Lars Bonde.

Tryg Annual profile 2019 | 13

Innovation

Tryg’s digital universe developed
enormously in 2018. Private and
Commercial customers logged
into Tryg’s online channels a
staggering approx. 2.9 million
times in the course of the year.

New products and services are to contribute approx. DKK 1bn by 2020+.
This will be achieved, among other things, through innovation processes which
will speed up the development and roll-out of solutions in response to insights
into new customer needs. Group CCO Johan Kirstein Brammer presents a
number of examples of Tryg’s most recent solutions.

We are strongly focused on
channelling our innovation
power and knowing exactly
what we deliver and why.
We must start with our customers’ needs
and make it easy and intuitive for them to
make the right choices, says Johan Kirstein
Brammer.
Packages and prevention
One way of meeting the market is by taking
our existing insurance policies and packaging them in a way which is meaningful to
customers.
– ‘Tryghedspakken’ is an insurance package which includes all the most important
insurance policies, designed to make customers feel protected and cared for. The
package can be ordered quickly and easily
online and in dialogue with our employees.
Another example is our personal insurance
product, which upgrades the well-known
accident insurance to include health and
dental insurance, offering extra peace
of mind for customers and making it the
natural choice. We are changing the perspective so that the focus is not so much
on protection against particular events, but
on protecting the whole person, explains
Johan Kirstein Brammer.
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In 2018, Tryg showed the way in the Danish insurance industry by integrating prevention into our products instead of only
stepping in once the claim have arisen. For
example, our home contents insurance
comes with an optional alarm, and our
house insurance with a rat blocker – things
which are normally expensive and perceived as a bit of a hassle, but which we are
turning into added services and benefits.
An innovative aim that feeling protected
and cared for should be the easy choice –
which should also help reduce the number
and severity of claims.
Chat robots and agencies
Tryg uses the latest technology in order to be
available and contactable where and when
it suits our customers. On the ‘My page’
self-service portal, customers can deal with
most of their insurance affairs 24/7. Video
meetings have been launched as a more
flexible solution for some customers than
physical meetings. Tryg has also come a long
way with using internal chat robots with a
number of pre-defined questions and answers which help customer consultants to
provide a smooth experience – and if that is
not enough, the chat robot will put the consultant through to an employee.
Innovation is also flowing into Tryg’s distribution channels where, for example, agency
agreements with independent sales repre-

sentatives are increasing Tryg’s presence
in the market. Agency agreements have
worked well in the private market, and in
2019, Tryg will also launch such agreements for the Commercial segment.

50%

Courage to lead the way
Tryg’s approach to innovation is about having the courage to develop new products
and hit the market sooner than one would
normally start marketing new and innovative products.
– We must dare to present customers with
solutions which are not necessarily final
because customer needs are not necessarily final either. One example is cyber
insurance – which is a complex field, and
which involves creating and modifying the
product in step with rapid developments.
Another example is Tryg Drive, which offers
cheaper car insurance to customers who
drive well and safely. We initially tested
this product on a narrowly defined target
group of young drivers – and then went on
to develop it for a wider audience. This is
an example of a ‘live’ co-creation process,
alongside which we also work with focus
groups and agile IT processes.

In Denmark, the number of logins
into Tryg’s self-service universe was
up more than 50 per cent in 2018

40%

The number of logins into Tryg’s
self-service universe was up more
than 40 per cent in Norway in 2018
Johan Kirstein Brammer
Group CCO

What is key is that we must dare to lead
the way and take action on customer
insights to develop the best ideas, says
Johan Kirstein Brammer.
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New ways of selling insurance must improve
the customer experience – and ensure that
Tryg makes the most of its investments in sales.

Distribution
efficiency
Tryg wants to increase distribution efficiency. The efficiency improvements are to be achieved, for example, through partnership
agreements and digital sales channels, and are to deliver cost
reductions of DKK 150m in 2020.
‘Get a discount when buying online’
Tryg rewards customers who buy insurance online – both to motivate customers to choose an easier solution and to
streamline the administration. Customers
enter various types of information about
themselves and their requirements, they
are quickly presented with a price and can
proceed to take out the insurance at a discount. One example is ‘Tryghedspakken’,
an insurance package which includes all
the most important insurance policies.

Intelligent data
By collecting data and analysing our customers’ digital footprint, Tryg is able to offer
more targeted products and services as
well as more relevant advice than would
otherwise be possible. Alka has extensive
experience in translating the intelligent use
of data into attractive solutions for customers – knowledge which Tryg is looking
forward to integrating into the insurance
alliance as a whole.

Sales through partners
Tryg offers attractive insurance products
to members of trade unions, to businesses
and to NGOs, for example Montera and
NITO in Norway, the Financial Services
Union Denmark, the Danish Medical Association and many more. The partner agreements are based on close collaboration
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and co-creation of insurance agreements,
ensuring that partners see Tryg’s products
as valuable add-ons to other member benefits.

Insurance provider to Danske Bank
From spring 2019, Danske Bank refers customers in need of insurance to Tryg. Danske
Bank has approximately three million customers and is thus set to become a strong
Nordic distributor of insurance solutions in
all the markets in which Tryg operates. The
agreement applies to private and Commercial customers in Denmark and Norway as
well as the Private market in Sweden.

100% digital insurance
To ensure the most visionary digitalisation
of sales possible, Tryg is taking a different
approach to innovation. Rather than simply ‘electrifying’ the existing business, Tryg
has established a co-working space for entrepreneurs, The Camp, at the main office
in Ballerup, Denmark, inviting technologydriven start-ups to become part of the
setup. The Camp has been established in
cooperation with Rainmaking, with which
Tryg also set up the digital insurance company UNDO in 2018. UNDO has developed a 100 per cent digital home contents
insurance product, which involves both
buying the insurance and reporting claims
via an app.
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Alka and Tryg – even
stronger together
On 5 November 2018, the Danish Competition and Consumer Authority approved
Tryg’s acquisition of Alka, the biggest of its kind in the Danish insurance industry for
more than 20 years. The acquisition is part of Tryg’s strategy to strengthen its business, among other things through acquisitions. Group CEO Morten Hübbe explains
the advantages of being part of the greatest insurance alliance in the Nordic region.

– Alka and Tryg have both built strong market
positions, which complement each other well.
We have many years of experience in the insurance industry, and Tryg and Alka are two of the
most well-managed insurance companies in
the Nordic region. With our very strong brands,
and given our size and customer insights, we are
uniquely positioned when it comes to developing new products and simple digital solutions for
our customers.
What can Alka and Tryg learn from each other?
– Alka is a perfect match for Tryg’s strategy. For
example, we want to work with new forms of
distribution, develop new digital solutions and
make life easier for insurance customers. Alka
has demonstrated impressive results within online sales and the collection and systematisation
of customer data. When it comes to the procurement of claims services, Tryg has come a
long way and entered into strong contracts with
suppliers. Our innovation efforts have included
cooperation with tech-driven start-up environments and working with agile processes.
What difference will the new cooperation
make to customers?
– For our customers, much will be the same.
But they may notice new products and digital
solutions as a sign that, as the biggest insurance
company, we intend to lead the way. Tryg and
Alka will continue to work with their own brands
and the products and price structures with
which customers are familiar. In the past three
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years, TryghedsGruppen has paid out a bonus to
its members, who are Tryg’s Danish customers.
Alka’s customers will also become members of
TryghedsGruppen and receive the same bonus
as Tryg’s customers. In our development activities, we will join forces and develop new and
attractive solutions for all our customers based
on our different insights into, for example, digit
alisation and innovation. Both Alka and Tryg
boast customer satisfaction levels which are absolutely top of the scale where it matters most
for customers, i.e. when claims arise, and the
high standards will be maintained.
– The agreement with Alka broadens our range
in the market. It is hugely valuable that the Alka
brand speaks to some customer segments,
while the Tryg brand speaks to others. That said,
we will still be competing for customers, which I
regard as a very healthy situation. We have an incredibly strong foundation with the two strongest insurance brands in Denmark, two strong
organisations and everything it takes to become
the absolutely best player in the Danish market,
says Morten Hübbe.

The agreement with Alka
broadens our range in the
market. The Alka brand
attracts certain customers,
while Tryg attracts different
clients.

Morten Hübbe,
Group CEO, Tryg

Alka and Tryg have very
high customer satisfaction
levels in claims handling
and the high standards will
be maintained.
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Facts about Alka

Gross premium income

DKKm

Tryg’s acquisition of Alka was approved by the
Danish Competition and Consumer Authority in
November 2018. The acquisition complements
Tryg’s general presence in Denmark.
More than 100 years of experience
In 1903, a group of trade union leaders founded
the life insurance company Arbejdernes Livsforsikring, which in 1944 changed its name to
Alka Forsikring. Thus, Alka has more than 100
years of experience as an insurance company
for workers in Denmark.
Alka is rated very highly by its customers.
A score of 80.2 in the annual customer satisfaction survey is another impressive result for
Alka. A company with a score of 75 or more is
very strongly positioned, according to EPSI*

2,200

33%
Private

1,800

1,400

Commercial

33 per cent of Alka’s insurance
sales take place online

Gross premiums non-life insurance
(DKK 2.2bn in 2017)

1,000
2013

100+ years
More than 100 years of experience
in insurance

2015

2016

2017

Combined ratio

%
100
80

82

84

91
83

85

85%

60

*EPSI Rating is a model used to measure customer satisfaction.
Today, 12 European countries use this model.

2014

40

Combined ratio 5 years

20
0
2013

Tryg and Alka have the highest ‘brand awareness’
in the insurance industry:

2014

2015

2016

2017

Alka’s customers will also be entitled to
TryghedsGruppen’s member bonus

Number of customers
400,000

52%

21%

18%

17%

Points* in the annual customer
satisfaction survey indicates a
strong position among customers

379610

80.2  

37%

360,000

~ 450 370,000+
Employees

320,000

Customers
280,000

Tryg
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Alka

Codan

Topdanmark

Alm. Brand

2013

2014

2015

2016

2017
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Well on the way
to realising
customer targets
Tryg has defined two types of customer
targets for the period up to 2020 as part
of Tryg’s overall targets.

Member bonus

8%
of premiums paid in 2017
paid out as member bonus

One in 5

Danes receive member bonus

70

DKK 720m
paid out by TryghedsGruppen
to members in 2018

is our customer satisfaction (TNPS) target

Tryg wants all frontline employees to contribute to increasing the
level of customer satisfaction with Tryg as an insurance company.
A customer satisfaction target of 70 has therefore been defined to reflect how satisfied customers have been with their dealings with Tryg.
Customer satisfaction is measured by means of the Transactional Net
Promoter Score (TNPS), which at the end of 2017 was 62. At the end
of 2018, it was 67 and thus close to the target set for 2020.

Bonus paid out
in Denmark
(DKKm):

66
Northern Jutland

10%

Increase in the number of products per customer

The other customer target relates to the number of products per
customer, which must increase by 10 per cent towards 2020. Tryg
wants to be the customers’ preferred company, which must be reflected in an increase in the number of products per customer, while
at the same time contributing to maintaining Tryg’s position as an efficient company for the benefit of both customers and shareholders.
The number of products per customer was 3.8 at the end of 2018 –
corresponding to an increase of 8 per cent.

181
Central Denmark

138
Southern Denmark

97
Zealand

238
Capital Region of Denmark
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Tryg Drive

What is Tryg Drive?
The purpose of Tryg Drive is to get drivers to improve their
driving style through feedback and a bonus statement at
the end of each journey. You can also invite friends and
family to a five-day challenge to find out who is the safest
driver. In short, an excellent offer to all the superior drivers
out there!
Nothing to lose, but money to be saved
After each journey, you get a score. Safe driving means a
low score – and low scores translate into a bonus, which
is calculated at the end of the year. If you have done well,
you get money back. You can never be asked to pay more
– only less.
How does the app work?
Tryg Drive measures, for example, variations in acceleration, pressure on the accelerator, revolutions, speed and
other factors.

%

Lower claims ratio trend

14%

Customers’ driving style
triggers discount of about 14
per cent at the end of 2018

18+

The insurance is now being
offered to all age groups
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30%
Is the maximum amount you can
save on your car insurance

70%
Increase in sales of car insurance
policies among the target group of 18
to 30-year-olds to which the product
was offered in the first year
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Corporate responsibility

Active peace-of-mind creator

Tryg’s 2020 Corporate Responsibility strategy is based on three focus areas:
Peace of mind in society, responsible workplace and customer relations.
Creating peace of mind in society supports Tryg’s purpose – ‘As the world
changes, we make it easier to be tryg’ – and is aligned with our corporate
strategy for 2020.

In 2018, Tryg launched a new prevention strategy which will
transform us from a passive peace-of-mind provider into an
active peace-of-mind creator in the lives of our customers.

Claims prevention is a vital element in
Tryg’s corporate strategy for 2020 and our
corporate responsibility efforts. Our ambition is to actively minimise and reduce the
number of claims by integrating preventive
measures into our insurance products.
Peace of mind in society through the
Nightravens
As part of our efforts to create peace of
mind in society, we are committed to running the Nightravens secretariat in Norway.
The Nightravens are local groups of volunteers who walk the streets at night, providing a safe environment, offering help
and preventing unwanted incidents. The
main target group is young people, and the
mission of the Nightravens is to be present
where young people hang out in streets or
local squares.
There are more than 300 Nightravens
groups in Norway made up of a diverse mix
of volunteers in terms of their nationality,
gender and age, which have the additional effect of working as a social community
network for the volunteers.
Lifebuoys
Since 1952, Tryg’s iconic lifebuoys have
contributed to safety along the coastline,
lakes and rivers in Norway. The lifebuoy is
a vitally important piece of rescue equip-
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ment, and for decades Tryg has provided
lifebuoys to Norwegian society as an important part of our social commitment.
Tryg’s more than 43,000 lifebuoys are located from Lindesnes in southern Norway
to Svalbard, the Norwegian archipelago
in the Arctic Ocean. Tryg is committed to
increasing safety along the coastlines and
harbours in Norway by working with the
National Drowning Prevention Council,
local communities, ports and various other
stakeholders.

“Being a Nightraven makes a
lot of sense. It’s important that
young people feel safe, and
the Nightravens make a differ
ence simply by being there.”
Fredrik Holm Nilsen,
Nightraven

The aim is to contribute to reducing the number
of claims which are associated with a high degree
of insecurity for our customers. We want to make
it simpler for our customers to prevent damage by
integrating preventive measures into our products.
Peace of mind at home
Denmark has one of the poorest burglary records
in Europe. Even though the number of break-ins
has fortunately fallen in recent years, 30,000
break-ins a year is still far too many. Tryg wants to
contribute to reducing this number significantly. In
Denmark, we have therefore integrated a brandnew alarm concept into our insurance packages,
offering a choice of six different alarm packages to
our customers.

Safe in water
In 2018, Tryg partnered with the Norwegian
Society for Sea Rescue, Region West, to offer
a course called ‘Safe in water’. This course is
aimed at 12 to 14-year-old schoolchildren.
Educating young people
In order to build knowledge among young
people about the importance of taking out
insurance before a claim arises, Tryg has
entered into a partnership with Mattip, a
free online portal for mathematics teachers, offering fun insurance-themed exercises for younger schoolchildren. The exercises combine mathematics exercises with
insurance and emphasise the importance
of insurance and what to do if something
happens. In 2018, we added an exercise
about identity theft. The exercises can be
downloaded at mattip.dk

The traditional insurance industry is characterised
by only stepping in to help customers once claims
have arisen. In Tryg, we want to play an active role
in our customers’ lives, and we are committed to
helping our customers to prevent claims.

Tryg’s commitment to running the
Nightravens secretariat in Norway
contributes to SDG 16: Proportion
of population that feel safe walking
alone around the area they live.

In Norway, we have entered into a partnership
with the security firm Nokas – aimed at our Commercial customers. Nokas sells our insurance policies, and we sell their prevention products, thereby providing businesses with the best security and
insurance solutions.

30 per cent increase in incidents of sewer damage caused by rats in just three years from 2015
to 2018.
In order to create greater peace of mind for our
customers and prevent rats from entering properties through the sewers, we have integrated a rat
blocker into our new house insurance product.
Demand has been high, and more than 30 per
cent of new customers choose the new Super
package, which comes with a rat blocker.

30%       
Safe driving triggers
a bonus in the form of
an insurance premium
discount of up to
30 per cent.

Behavioural car insurance products (Tryg Drive)
In Denmark, Norway and Sweden, we have
launched innovative motor insurance products
designed to contribute to increasing road safety.
Safe driving triggers a bonus in the form of an insurance premium discount of up to 30 per cent.
The driver’s driving style is registered and analysed
via a dongle, which is wirelessly connected to an
app. In the app, customers can view their driving
patterns and keep track of whether they have
saved money on their insurance and if so, how
much. Any bonus earned is paid out once a year.
Driving according to the app’s recommendations,
drivers will additionally save fuel and minimise
carbon emissions.

Rat infestation is a growing problem, and Denmark saw a 40 per cent increase in incidents in
the 2007-2017 period. In Tryg, we saw a marked
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Corporate governance
The Tryg management focuses on managing the business in accordance with the Recommendations
on Corporate Governance issued by the Danish Committee on Corporate Governance. The aim is to
ensure that Tryg does its utmost to meet its obligations towards our most important stakeholders
and to promote long-term value creation.
Tryg has a two-tier management structure
consisting of a supervisory board and an
executive board. Tryg’s Executive Board
consists of:
Group CEO
• Group CFO
•

• Group

COO
• Group CCO

The members of the Executive Board are
responsible for the day-to-day management
of Tryg in accordance with the guidelines
and recommendations issued by the Supervisory Board.
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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, Sweden and Finland, including four
employee representatives.
The Supervisory Board is composed of seven
men and five women, and under Danish law
as well as Tryg’s own policy, women are thus
not underrepresented. Members are elected
for one year at a time and can sit on the Supervisory Board for a maximum of 12 years.

Tryg applies the ‘complyor-explain’ principle in
its statutory corporate
governance report at
tryg.com/en

Annual general meeting
Tryg’s annual general meeting is held by
personal attendance as the Supervisory
Board values the face-to-face dialogue
with shareholders. The Supervisory Board
encourages all shareholders to attend the
annual general meeting, where they have
the opportunity to ask questions of the Supervisory Board and the Group CEO. The
annual meeting is held at Tryg’s head office
in Ballerup, Denmark.
Competency and diversity
at all management levels
Tryg attaches importance to competency
and diversity at all management levels. The
Supervisory Board has therefore adopted a
competency and diversity policy describing
the requirements for competency and diversity on the Supervisory Board. The policy can be found at tryg.com/en. 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 women and men. For 2020, Tryg
has set a target that at least 41 per cent of
the management must consist of women.
Read more on page 32.

Annual general meeting 2019
The annual meeting is held at
Tryg’s head office in Ballerup,
Denmark on 15 March.
Read more at tryg.com/en

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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Supervisory Board

At the end of 2018, Tryg’s Supervisory Board comprised 12 members:
eight members elected by the general meeting, of whom five are independent of Tryg and TryghedsGruppen, Tryg’s majority shareholder, and
three members of the Supervisory Board of TryghedsGruppen. The last
four members are employee representatives.

Jukka Pertola (1960)
Jesper Hjulmand (1963)
Board member
Experience from positions with SEASNVE and the air force in the fields of
M&A, strategy, organisational development, communication and business
development. Chairman of the Board
of TryghedsGruppen.

Chairman
Special skills in the fields of
management, insurance, IT and
digitalisation, communication
and finance. Jukka Pertola has
more than ten years of board
work experience from companies,
foundations and organisations.

Torben Nielsen (1947)
Deputy Chairman
Special skills in the fields of management, finance, financial services and
risk management as former Governor
of Danmarks Nationalbank.

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

Carl-Viggo Östlund (1955)
Board member
Experience in the fields of insurance, finance, logistics and banking from leading positions in listed
and private companies. Carl-Viggo Östlund has
special knowledge of Swedish market conditions.

Lone Hansen (1966)
Employee representative
Chairman of the Association
for Tied Agents and Key
Account Managers in Tryg.
Employed since 1990.

Elias Bakk (1975)
Employee representative
Board member
Team Manager in Tryg. Employed
since 2006.

Anders Hjulmand (1951)
Board member
Experienced in the counselling of Danish
and international, privately and publicly
owned companies and foundations, and experienced in the fields of law, management,
strategy and business development. Deputy
Chairman of TryghedsGruppen.

Tom Eileng (1954)
Employee representative
Chairman of Finansforbundet Tryg and
Senior Commercial Adviser in Norway.
Employed since 1986.
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Mari Thjømøe (1962)

Ida Sofie Jensen (1958)

Lene Skole (1959)
Board member

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

Experience from international companies, among
other things through previous positions with
Coloplast and The Maersk Company Limited, UK,
and has particular skills in the fields of strategy,
economics, financing and communication.

Board member
Special skills in the fields of
strategy, economics, finance and
communication from her former
work for Property ASA and board
memberships as well as special
insights into the Norwegian
market.
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Job satisfaction
78
78

76

76

74
72
72

70
68
68

Continued positive development in job satisfaction

68

68

66
64
Tryg

Nordic*

Nordic financial
market*

Job satisfaction in Tryg increased to a historically high level in 2018.
Tryg implemented special initiatives aimed, among other things, at
attracting more women to top management positions and ensuring
employee competency development within GDPR and IDD.

An impressive development in job satisfaction across all of Tryg. This is evident from
the annual employee survey, which had a
response rate of 95 per cent and therefore
provides a solid picture of the employees’
views on a wide range of questions about, for
example, job satisfaction, loyalty, management and working conditions. The results
generally show a positive development in
all areas covered by the survey.
Since 2017, Tryg’s scores for the overall
parameters job satisfaction and loyalty are
up 2 and 1 percentage points at 78 and 86
points, respectively. These are historically
high scores for Tryg, and also high scores
compared to other companies. The index
for other Nordic financial undertakings
shows an average job satisfaction score of
72 and a loyalty score of 80.
– In a year which saw the launch of a new
strategy, acquisitions in both Denmark and

Norway and, not least, many large-scale
projects steaming ahead, I’ve been eagerly
awaiting the results, and I’m therefore particularly pleased with the very impressive
results, said Group CEO Morten Hübbe,
when the job satisfaction survey was sent
out to all managers in October.
Competency development
Developing employee competencies is a
high priority. Following the implementation of the EU’s General Data Protection
Regulation (GDPR), Tryg has ensured that
all employees have upgraded their qualifications and knowledge about the applic
able rules through e-learning and testing.
The EU’s Insurance Distribution Directive
(IDD) has also entered into force. The IDD
introduces a number of competency requirements for employees who advise on
and sell insurance products, and we have
therefore devoted considerable attention

to ensuring that all employees are or will
be compliant.
Women in management
Tryg has a strong focus on diversity and on
ensuring equal opportunities for women
and men. To increase the number of women
at all management levels, a target has been
defined whereby 41 per cent of Tryg’s managers will be women in 2020. Together with
a number of other large companies, Tryg
has joined the Danish Diversity Council
(DC), an organisation promoting more
women in management positions. So far,
ten female managers from Tryg have completed DC’s training programme, and more
female managers are due to do so in 2019.

The graph illustrates
the positive development
in job satisfaction
2017
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2018

* Source: Global Employee and Leadership Index

Together we create
peace of mind
All Tryg’s Danish customers are also members of TryghedsGruppen,
which is Tryg’s majority shareholder and behind TrygFonden. Every
day, TryghedsGruppen, TrygFonden and Tryg – each in their own
way – work to create peace of mind in Denmark.

A very visible part of this work takes place
through TrygFonden, which is financed by
TryghedsGruppen. The income stem, among
other things, from the dividend paid by Tryg
to its shareholders – TryghedsGruppen owns
60 per cent of the shares.

TrygFonden’s visiting dogs all wear an orange scarf to signal that
TrygFonden cares about the well-being of the dogs and the peace
of mind of citizens. The dogs have been approved by a veterinarian
and a behavioural consultant, and their owners are competent dog
handlers whose focus is on their dog and the people they visit.
Read more about TrygFonden’s visiting dogs
at besogshunde.dk

In 2018, TrygFonden donated DKK 600m
to projects that create peace of mind within the key areas of health and safety, and
well-being. A similar amount will be donated
in 2019.
TrygFonden supports hundreds of projects across Denmark and is also in charge
of a number of major initiatives such as a
coastal lifeguard service, the installation of
defibrillators and a visiting dogs scheme
– a nationwide body of voluntary dog
owners and their dogs. Read more about
TrygFonden’s projects that create peace of
mind at trygfonden.dk.
Visiting dogs increase well-being
of the elderly and vulnerable
TrygFonden’s visiting dogs scheme comprises around 750 dogs and their owners.
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The dogs visit and bring joy to elderly and
vulnerable people in nursing homes and
other care homes. The visiting dogs brighten the day for residents, bring back memories and stimulate the residents’ ability
to express themselves. Much of the communication takes place through touching
and sounds, and the visiting dogs therefore
bring particular benefits for, for example,
dementia sufferers who may have difficulties expressing themselves through the
language.
TrygFonden’s visiting dogs all wear an orange scarf to signal that TrygFonden cares
about the well-being of the dogs and the
peace of mind of citizens. The dogs have
been approved by a veterinarian and a behavioural consultant, and their owners are
competent dog handlers whose focus is on
their dog and the people they visit.
TrygFonden sets high standards when it
comes to the health of the dogs and the
skills and motivation of their owners. A
special approvals procedure enhances
safety and the success of the visits.

Member bonus
In 2018, TryghedsGruppen paid out
a bonus to its members for the third
time. The bonus was equivalent to
8 per cent of the premiums paid
by customers for their insurance
policies with Tryg in 2017.
Read more on page 23.

TrygFonden’s
20th anniversary
TrygFonden works to create peace
of mind in Denmark and has been
supporting activities that create
peace of mind since 1998. In 1998,
TrygFonden donated DKK 10m. By
2018, this amount had grown to
DKK 600m.
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Why invest
in Tryg?
As a shareholder in Tryg, you enjoy all the
benefits of a stable and highly attractive
Nordic non-life insurance sector, where
margins are among the highest in the
world. Private and Commercial (small and
medium-sized enterprises) account for
more than 70 per cent of Tryg’s premium income, which helps to ensure highly
stable results. The distribution of profit is
primarily direct, which is an important differentiating factor compared to many other markets. This ensures closer customer
relations, increases the value of our brand
and ultimately results in significantly higher
retention levels compared to most markets.
In November 2017, Tryg held a Capital
Markets Day in London where new financial targets and customer targets were
announced, and which have subsequently been updated following the acquisition
of Alka. A technical result of DKK 3.3bn is
the target for 2020 in combination with an
expense ratio of about 14 and a combined
ratio at or below 86. The return-on-equity
target is 21 per cent or more after tax. Tryg’s
customer targets are a TNPS (Transactional
Net Promoter Score) of 70 in 2020 against
67 in 2018 and an increase of 10 per cent
in the number of products per customer in
the same period.
Tryg is the only listed non-life insurance
company in the Nordic region. From an investment perspective, this is important as
returns are significantly higher within nonlife insurance than within life insurance
and banking. This is also why the return on
equity is so much higher. The Nordic region
is an attractive market compared to many
other European countries, as market pene-

36 | Tryg Annual profile 2019

Understand the
financial statements
tration (measured as the ratio of non-life insurance premiums to GDP) is high, and the
concentration of products is relatively low.
In many European countries, car insurance
accounts for 50 per cent or more of the total
non-life insurance market, whereas this
type of insurance accounts for a more modest share of 30-35 per cent of the insurance
market in the Nordic region as a whole.
Customers in the Nordic countries have
more possessions and are more concerned
with protecting their belongings, which is
why they tend to take out more insurance.
In addition to car insurance, key products
are house insurance, home contents, accident and health and travel insurance.

DKK 6.60
Ordinary dividend per share
in 2018

The Tryg share is a dividend stock, and Tryg
aims to distribute an increasing nominal
dividend each year and to distribute ordin
ary dividend corresponding to 60-90 per
cent of the profit after tax. In 2015, Tryg
started paying out dividend twice a year,
but from Q1 2017, we have paid out quarterly dividend. In addition, the capital structure may be adjusted through the distribution of extraordinary dividend.

Distribution DKKm

2018

01

Technical result
The result of the company’s insurance activities, i.e. the net effect of premiums
received less claims and expenses. Tryg wants the insurance business to be the
primary activity, and for most of the profit to be generated from the insurance
business.

02

Investment return after insurance technical interest
The profit generated from the company’s investment activities in the form of returns on bonds, equities, property etc.The part of the investment return relating
to the many premium and claims provisions is transferred to the technical result.
Tryg aims for a conservative risk profile and wants most of its investments to
support the insurance business.

03

Result
The result generated by the company’s insurance business and investment
activities after tax.

04

Return on equity
The return on equity is the return generated by Tryg in relation to Tryg’s average
equity. Equity corresponds to the difference between the value of assets and liabilities. Tryg’s target is a return on equity of 21 per cent or more, which supports
the aim of paying a stable and increasing dividend to shareholders, among other
things.

Income overwiev
DKKm
Gross premium income 01
Technical result
Investment return after insurance technical interest

Statement of financial position
Total provisions for insurance contracts
Total reinsurers' share of provisions for insurance contracts
Total equity
Total assets
Key figures
04
Return on equity after tax (%)
Number of shares 31 December (1,000)
Earnings per share (DKK)
Net asset value per share (DKK)
Ordinary dividend per share (DKK)
Extraordinary dividend per share (DKK)

05

Premium growth in local currencies

05

2017

2016

2015

2014

Dividend
1,994 1,827 1,770
Dividend per share (DKK)
6.6
6.4
6.2
Payout ratio
115%
73%
72%
Extraordinary share buy back			
Extraordinary dividend		
1,000 1,000

1,759
6.0
89%
1,000

1,731
5.8
68%
1,000

Premium growth in local currencies
Expresses the growth at constant exchange rates between Danish and Norwegian kroner and between Danish and Swedish kroner. This is an expression of
the actual growth, unaffected by fluctuations in exchange rates. Sometimes the
change in premium income in the income statement is therefore very different
from the growth in local currencies.

06

Claims ratio
The claims ratio is the ratio of claims to premium income. A claims ratio of 73
means that for every DKK 100 received in premium income, DKK 73 is paid out
in compensation.

07

Expense ratio
The expense ratio is the ratio of expenses to premium income. An expense
ratio of 15 means that for every DKK 100 received in premium income, DKK 15
goes towards expenses. Tryg’s target is an expense ratio of approximately 14.
A low expense ratio supports the financial targets and also improves Tryg’s
competitiveness.

08

Combined ratio
The combined ratio is the ratio of claims and expenses to premium income.
A combined ratio of 84 means that for every DKK 100 received in premium
income, Tryg earns DKK 16. Tryg’s target is a combined ratio at or below 86
in 2020.

02

Profit/loss before tax
Profit/loss on continuing business
03
Profit/loss
Run-off gains/losses, net of reinsurance

Gross claims ratio
Net reinsurance ratio

06

Claims ratio, net of ceded business
Gross expense ratio
Combined ratio

07

2018

2017

18,740
2,766
-332

17,963
2,789
527

2,262
1,733
1,731
1,221

3,239
2,519
2,517
972

31,948
1,415
11,334
56,545

30,018
1,366
12,616
51,367

14.9
301,743
5.73
37.56
6.60
0.00

28.8
301,945
9.12
41.78
6.40
3.31

6.3

1.7

67.4
3.3

66.1
4.3

70.7
14.4

70.4
14.0

85.1

84.4

Run-off, net of reinsurance (%)
Large claims, net of reinsurance (%)
Weather claims, net of reinsurance (%)

-6.5
2.6
2.0

-5.4
1.4
1.7

Combined ratio on business areas
Private
Commercial
Corporate
Sweden

81.6
80.3
95.6
86.0

82.1
82.6
90.0
88.1

08
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Income overview

DKKm

Statement of financial position

2018

2017

2016

2015

2014

18,740
2,766
-332

17,963
2,789
527

17,707
2,390
987

17,977
2,423
-22

18,652
3,032
360

2,262
1,733
1,731
1,221

3,239
2,519
2,517
972

3,220
2,472
2,471
1,239

2,310
1,920
1,969
1,212

3,302
2,547
2,557
1,131

31,948
1,415
11,334
56,545

30,018
1,366
12,616
51,367

31,527
2,034
9,437
49,861

31,814
3,176
9,644
51,281

31,692
1,938
11,119
52,224

14.9
301,743
5.73
37.56
6.60
0.00

28.8
301,945
9.12
41.78
6.40
3.31

26.2
274,595
8.84
34.37
6.20
3.54

20.0
282,316
6.91
34.16
6.00
0.00

23.7
289,120
8.74
38.46
5.80
0.00

6.3

1.7

0.1

-0.8

-1.1

Gross claims ratio
Net reinsurance ratio

67.4
3.3

66.1
4.3

65.6
5.4

75.4
-3.9

67.8
1.8

Claims ratio, net of ceded business
Gross expense ratio

70.7
14.4

70.4
14.0

71.0
15.7

71.5
15.3

69.6
14.6

Combined ratio

85.1

84.4

86.7

86.8

84.2

Run-off, net of reinsurance (%)
Large claims, net of reinsurance (%)
Weather claims, net of reinsurance (%)

-6.5
2.6
2.0

-5.4
1.4
1.7

-7.0
2.2
2.0

-6.7
3.4
3.4

-6.1
3.1
2.4

Combined ratio on business areas
Private
Commercial
Corporate
Sweden

81.6
80.3
95.6
86.0

82.1
82.6
90.0
88.1

83.8
82.1
88.8
90.7

85.4
83.6
90.7
83.5

82.5
79.4
89.8
92.0

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
Total provisions for insurance contracts
Total reinsurers' share of provisions for insurance contracts
Total equity
Total assets
Key figures
Return on equity after tax (%)
Number of shares 31 December (1,000)
Earnings per share (DKK)
Net asset value per share (DKK)
Ordinary dividend per share (DKK)
Extraordinary dividend per share (DKK)
Premium growth in local currencies
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DKKm

2018

2017

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

7,236
935
1,345
242

1,105
67
1,324
225

Equity investments
Unit trust units
Bonds
Deposits with credit institutions
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

1,149

179

1,663
38,042
0
899
41,753
43,340
1,415
2,423
627
569

4,852
37,151
250
1,079
43,511
45,060
1,366
2,728
509
532

Total assets

56,545

51,367

Equity
Subordinate loan capital

11,334
2,868

12,616
2,412

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

5,861
24,847
1,240
31,948
1,300
9,058
37

5,559
23,925
534
30,018
1,057
5,221
43

Total equity and liabilities

56,545

51,367

Equity and liabilities
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Key figures – Private and Commercial

Key figures – Corporate and Sweden

Key figures – Private
DKKm

Key figures – Corporate
2018

2017

2016

2015

2014

9,466
-6,198
-1,309

8,798
-5,807
-1,208

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

1,959
-220
-5

1,783
-211
-7

1,566
-158
-4

1,438
-148
8

1,611
-23
24

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

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

1,734

1,565

1,404

394

306

312

1,298
324

1,612
357

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

Key ratios
Premium growth in local currencies
Gross claims ratio
Net reinsurance ratio
Claims ratio, net of ceded business
Gross expense ratio

8.9
65.5
2.3
67.8
13.8

1.1
66.0
2.4
68.4
13.7

0.8
67.8
1.8
69.6
14.2

0.3
69.0
1.7
70.7
14.7

0.0
67.7
0.3
68.0
14.5

Key ratios
Premium growth in local currencies
Gross claims ratio
Net reinsurance ratio
Claims ratio, net of ceded business
Gross expense ratio

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

81.6
85.8
-4.2
0.0
2.4

82.1
85.6
-3.5
0.0
1.9

83.8
87.4
-3.6
0.0
2.8

85.4
89.1
-3.7
0.3
4.5

82.5
86.4
-3.9
0.1
2.5

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

Gross premium income
Gross claims
Gross expenses

Key figures – Commercial
DKKm
Gross premium income
Gross claims
Gross expenses
Profit/loss on gross business
Profit/loss on ceded business
Insurance technical interest, net of reinsurance
Technical result
Run-off gains/losses, net of reinsurance
Key ratios
Premium growth in local currencies
Gross claims ratio
Net reinsurance ratio
Claims ratio, net of ceded business
Gross expense ratio
Combined ratio
Combined ratio exclusive of run-off
Run-off, net of reinsurance (%)
Large claims, net of reinsurance (%)
Weather claims, net of reinsurance (%)
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DKKm
Gross premium income
Gross claims
Gross expenses

2018

2017

2016

2015

2014

3,897
-3,114
-385

3,852
-2,606
-392

3,775
-2,295
-416

3,894
-3,987
-420

4,033
-2,872
-446

398
-225
0

854
-467
-1

1,064
-643
0

-513
877
5

715
-304
16

173

386

421

271

239

506

369
351

427
421

4.0
79.9
5.8
85.7
9.9

2.1
67.7
12.1
79.8
10.2

-1.2
60.8
17.0
77.8
11.0

0.0
102.4
-22.5
79.9
10.8

1.1
71.2
7.5
78.7
11.1

95.6
102.6
-7.0
11.0
1.4

90.0
96.2
-6.2
3.2
1.2

88.8
102.2
-13.4
8.1
1.0

90.7
99.7
-9.0
8.2
2.2

89.8
100.2
-10.4
9.4
3.0

2018

2017

2016

2015

2014

1,471
-1,024
-237

1,487
-1,055
-251

1,348
-964
-256

1,317
-852
-246

1,399
-998
-268

Key figures – Sweden
2018

2017

2016

2015

2014

DKKm

3,971
-2,326
-696

3,862
-2,423
-665

3,893
-2,380
-663

3,992
-2,612
-683

4,190
-2,673
-664

949
-165
0

774
-106
-1

850
-154
-1

697
-44
5

853
8
14

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

210
-4
-5

181
-5
-5

128
-3
-5

219
-1
0

133
-21
6

784

667

695

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

120

304

875
310

171

329

658
388

201

434

122

98

117

218
149

118
43

3.7
58.6
4.2
62.8
17.5

-0.7
62.7
2.7
65.4
17.2

-1.3
61.1
4.0
65.1
17.0

-2.9
65.4
1.1
66.5
17.1

-3.0
63.8
-0.2
63.6
15.8

Key ratios
Premium growth in local currencies
Gross claims ratio
Net reinsurance ratio
Claims ratio, net of ceded business
Gross expense ratio

4.9
69.6
0.3
69.9
16.1

12.5
70.9
0.3
71.2
16.9

3.4
71.5
0.2
71.7
19.0

-3.1
64.7
0.1
64.8
18.7

-7.4
71.3
1.5
72.8
19.2

80.3
91.2
-10.9
1.6
2.3

82.6
91.1
-8.5
3.1
1.8

82.1
89.9
-7.8
2.2
1.6

83.6
93.3
-9.7
6.7
2.8

79.4
86.8
-7.4
4.3
1.9

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

86.0
94.3
-8.3
0.5

88.1
94.7
-6.6
0.9

90.7
99.4
-8.7
0.8

83.5
94.8
-11.3
1.7

92.0
95.1
-3.1
1.5

Gross premium income
Gross claims
Gross expenses
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Geographical segments

DKKm
Danish general insurance *
Gross premium income
Technical result
Run-off gains/losses, net of reinsurance

Geographical segments

2018

2017

2016

2015

2014

DKKm

10,430

9,606

9,467

9,346

9,361

Tryg
Gross premium income

2,007
710

1,783
449

1,587
509

1,371
512

1,510
564

61.2
5.5

64.2
3.7

63.7
6.0

66.9
2.1
69.0
15.1

Key ratios
Gross claims ratio
Net reinsurance ratio
Claims ratio, net of ceded business
Gross expense ratio

66.7

67.9

69.7

13.9

13.4

13.4

80.5
-9.2
71.3
13.9

Combined ratio

80.6

81.3

83.1

85.2

84.1

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

-6.8
2,520

-4.7
1,933

-5.4
1,839

-5.5
1,859

-6.0
2,007

Norwegian general insurance
Gross premium income

6,302

6,272

6,371

6,766

7,337

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

791
520

770
422

1,013
678

844
492

1,478
501

Key ratios
Gross claims ratio
Net reinsurance ratio
Claims ratio, net of ceded business
Gross expense ratio

72.6
1.2
73.8
13.9

67.9
5.3
73.2
14.7

63.9
5.1
69.0
15.2

70.9
2.1
73.0
14.9

66.5
1.4
67.9
12.5

Combined ratio

87.7

87.9

84.2

87.9

80.4

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

-8.3
1,105

-6.7
1,042

-10.6
1,040

-7.3
1,113

-6.8
1,167

Swedish general insurance
Gross premium income

2,073

2,121

1,888

1,894

1,975

94
-9

236
101

40
52

328
208

44
66

Key ratios
Gross claims ratio
Net reinsurance ratio
Claims ratio, net of ceded business
Gross expense ratio

82.3
-1.7
80.6
14.6

69.0
5.0
74.0
14.5

76.4
3.3
79.7
17.8

63.5
1.7
65.2
17.5

77.6
2.2
79.8
18.4

Combined ratio

95.2

88.5

97.5

82.7

98.2

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

0.4
402

-4.8
398

-2.8
385

-11.0
387

-3.3
425

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

Other**
Gross premium income
Technical result

-65

-36

-19

-29

-21

-126

0

-250

-120

0

2018

2017

2016

2015

2014

18,740

17,963

17,707

17,977

18,652

2,766
-332
-172
2,262
1,221

2,789
527
-77
3,239
972

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

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

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

Key ratios
Gross claims ratio
Net reinsurance ratio
Claims ratio, net of ceded business
Gross expense ratio

67.4
3.3
70.7
14.4

66.1
4.3
70.4
14.0

65.6
5.4
71.0
15.7

75.4
-3.9
71.5
15.3

67.8
1.8
69.6
14.6

Combined ratio

85.1

84.4

86.7

86.8

84.2

-6.5
4,027

-5.4
3,373

-7.0
3,264

-6.7
3,359

-6.1
3,599

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

Run-off gains/losses, net of reinsurance (%)
Number of full-time employees, continuing business at 31 Dec.

*Includes Danish general insurance and German and Finnish guarantee insurance.
**Amounts relating to eliminations and one-off items.

Reservations
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 the chapter on risk management in note 1 in the Annual report 2018 for a review of some of the factors that could affect the Group’s results 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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