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The A l m .  B r a n d  G r o u p
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A l m .  B r a n d  A / S
H i g hl i g ht s  2 0 0 5

Profit: DKK 747m
• V e r y s a t i s f a c t o r y
• B e t t e r t h a n e x p e c t e d

� Non-l i f e :  P r of i t  of D K K  3 7 5 m ,  c om b i ne d r a t i o 9 1 . 3
• V e r y s a t i s f a c t o r y
• A f f e c t e d b y  i m p r o v e d p o r t f o l i o ,  r u n -o f f g a i n s ,  p e r s o n a l a c c i d e n t

i n s u r a n c e ,  w o r k e r s ’  c o m p e n s a t i o n a n d  w i n d s t o r m
� B a nk i ng :  P r of i t  of D K K  2 2 2 m

• V e r y s a t i s f a c t o r y
• F a v o u r a b l e e c o n o m i c c o n d i t i o n s a n d  s t r o n g c a p i t a l m a r k e t s
• I n c r e a s e d a c t i v i t y i n  t h e r e t a i l b a n k

� L i f e :  P r of i t  of D K K  1 4 4 m  
• V e r y s a t i s f a c t o r y
• G o o d i n v e s t m e n t r e s u l t

• S h a d o w a c c o u n t t a k e n t o  i n c o m e
� O t h e r a c t i v i t i e s :  P r of i t  of D K K  6 m  

• R e i n s u r a n c e ,  g r o u p c o s t s



The A l m .  B r a n d  G r o u p
Total income 2005

D K K  6 , 4 8 9 m

Non-life
6 2 %

B a nk ing
1 2 %

L ife
1 2 %

C op enh a g en R e
1 %

I nv es t m ent s
1 3 %



The A l m .  B r a n d  G r o u p
Shareholders' equity
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The A l m .  B r a n d  G r o u p

6883 9 73 7 21 3 6-1 , 0 61
P r o f i t / l o s s a f t e r t a x e x  m i n o r i t y
i n t e r e s t s

0 . 7 7
1 1 6
-4 7

-3 4 %

-3 7 %

5 7

2 , 65 1

-1 , 1 3 9

7 9 7
7 , 3 3 6
9 , 2 7 4
2001

0 . 5 6
1 2 5
6

5 %

5 %

9 9

2 , 885

1 3 6

7 3 0
5 , 0 89
6, 80 0
2002

0 . 9 3
1 4 3
1 7

1 3 %

1 3 %

2 7 7

3 , 4 67

3 87

7 1 9
4 , 7 7 7
6, 4 65
2003

1 . 2 4
1 68
1 8

1 1 %

1 4 %

3 2 3

4 , 0 7 4

4 9 2

689
4 , 89 5
6, 4 3 9
2004

1 . 3 4
1 9 9
3 1

1 7 %

1 8%

4 7 4

4 , 9 3 5

7 4 7

7 86
4 , 863
6, 4 89
2005

M i n o r i t y i n t e r e s t s

P r o f i t / l o s s b e f o r e t a x e x  m i n o r i t y
i n t e r e s t s

N A V  p e r  s h a r e ( D K K )
E a r n i n g s p e r  s h a r e ( D K K )

R e t u r n o n e q u i t y a f t e r t a x e x  m i n o r i t y
i n t e r e s t s p . a .

P r i c e / N A V

R e t u r n o n e q u i t y b e f o r e t a x e x  
m i n o r i t y i n t e r e s t s p . a .

S h a r e h o l d e r s ’  e q u i t y a t  y e a r -e n d

I n c o m e f r o m  b a n k i n g a c t i v i t i e s
P r e m i u m  i n c o m e
T o t a l  i n c o m e
H i g h l i g h t s  ( D K K m )



Alm. Brand A/S
O u t lo o k  f o r 2 0 0 6

� Consolidated profit of DKK 610m
• N o n -l i f e :  D K K  4 0 0 m ,  c o m b i n e d r a t i o  9 2

• 2 0 0 5 :  A f f e c t e d b y  w i n d s t o r m ,  w o r k e r s ’  c o m p e n s a t i o n ,  p e r s o n a l
a c c i d e n t i n s u r a n c e ,  r u n -o f f g a i n s ,  g o o d c l a i m s e x p e r i e n c e

• 2 0 0 6 :  E x p e c t e d t o  b e a f f e c t e d b y  g o o d c l a i m s e x p e r i e n c e ,  c o s t s ,  
r e i n s u r a n c e ,  i n t e n s i f i e d c o m p e t i t i o n

• B a n k i n g :  D K K  1 4 0 m
• 2 0 0 5 :  A f f e c t e d b y  f a v o u r a b l e e c o n o m i c c o n d i t i o n s ,  e x c e p t i o n a l l y
s t r o n g c a p i t a l m a r k e t s

• 2 0 0 6 :  E x p e c t e d t o  b e a f f e c t e d b y  f a v o u r a b l e e c o n o m i c c o n d i t i o n s a n d  
s t r o n g c a p i t a l m a r k e t s ,  h o w e v e r ,  n o t  q u i t e i n  l i n e  w i t h t h e y e a r b e f o r e

• L i f e :  D K K  7 0 m
• 2 0 0 5 :  A f f e c t e d b y  g o o d f i n a n c i a l r e t u r n – f u l l a m o u n t o f t h e s h a d o w
a c c o u n t w a s t a k e n t o  i n c o m e

• 2 0 0 6 :  E x p e c t e d t o  b e a f f e c t e d b y  n o r m a l  r e t u r n



The A l m .  B r a n d  G r o u p
Capital m o d e l

432
30 0
1 32

4, 9 6 3
-1 30
-35 7
5 , 45 0

4, 8 31
1 7 0

1 , 0 8 4
6 7 2

1 , 340
1 , 5 6 5

E x p e c t e d
2 0 0 6

-38
30 0
-338
4, 30 3
-1 30
-5 0 2
4, 9 35

4, 6 41
1 40

1 , 0 6 8
6 36

1 , 232
1 , 5 6 5
2 0 0 5

37 7B a n k i n g ,  i n v e s t m e n t s i n  p a r t l y -o w n e d ,  l i s t e d s u b s i d i a r i e s

-45 7E x c e s s o f c a p i t a l t a r g e t i n c l c a p i t a l b a s e

-1 0 4I n t a n g i b l e a s s e t s

-7 5 7E x c e s s o f c a p i t a l t a r g e t e x  s u b o r d i n a t e d d e b t
30 0S u b o r d i n a t e d d e b t

2 0 0 4

3, 420

-5 5 0
4, 0 7 4

4, 1 7 7
223

1 , 0 0 8

1 , 0 0 5
1 , 5 6 4

2. 0

1 . 3
2. 4

T i m e s  t h es o l v e n c yr e q u i r e m e n t

A d j u s t e d c o n s o l i d a t e d s h a r e h o l d e r s ’  e q u i t ye x  s u b o r d i n a t e d d e b t

C o n s o l i d a t e d s h a r e h o l d e r s ’  e q u i t y
N e t  t a x a s s e t

C a p i t a l t a r g e t y e a r -e n d 20 0 5

L i f e  i n s u r a n c e
R e i n s u r a n c e ,  s h a r e h o l d e r s ’  e q u i t y

B a n k i n g e x  p a r t l y -o w n e d ,  l i s t e d s u b s i d i a r i e s
N o n -l i f e i n s u r a n c e
(D K K m )



S ha r e b u y -b a c k  p r o g r a m m e

� Capital target achieved

� U p to  D K K  4 0 0 m  o ver 1 2  m o n ths

� O w n ers hip in teres t o f  prin cipal s hareho lder 
retain ed
• S e l l s  p r o p o r t i o n a t e l y



The A l m .  B r a n d  s ha r e
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T h e Alm. Brand s h are v s . O M X C 2 0
Alm. Brand vs. OMXC20

 Copenhagen SE, OMXC20 Index, Price Return [rebase  2002 = Alm. Brand]  Alm. Brand
Source: EcoWin
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Alm. Brand, no n-li f e o p e rat i o ns
Non-
l i f e

Alm. Brand A/S 

Alm. Brand Bank  Alm. Brand
F o rs i k ri ng  

Alm. Brand L i v
o g  P e ns i o n C o p e nh ag e n R e



Alm. Brand, no n-li f e o p e rat i o ns
M ark e t s h are s - 2 0 0 4  ( p e r c e nt )
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Alm. Brand, no n-li f e o p e rat i o ns

� Good p e r f or m a n c e :   D K K  3 7 5 m
Affected b y :
• P o r tfo l i o o p ti m i s a ti o n (r es u l ts m a ter i a l i s ed s o o n erth a n ex p ected)
• R u n -o ff g a i n s
• D eter i o r a ti o n i n  p er s o n a l a cci den t i n s u r a n ce a n d w o r k er s ’  co m p en s a ti o n
• W i n ds to r m o n 8  J a n u a r y 2 0 0 5



Alm. Brand, no n-li f e o p e rat i o ns
Gross premium income
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Alm. Brand, no n-li f e o p e rat i o ns
T re nd i n p re mi u ms

� T r en d i n  p r em i u m s
• D e c l i n e o f 1 . 5  %  = >  u n s a t i s f a c t o r y

� F o cu s o n p r o fi ta b l e g r o w th
• O n l y p r o f i t a b l e  v o l u m e d e s i r e d
• C e s s a t i o n o n c o m m e r c i a l b u s i n e s s  s e r v e d b y  b r o k e r s –
p a r t i c u l a r l y w o r k e r s ’  c o m p e n s a t i o n

� Acti v i ti es l a u n ch ed
• S a l e s

• S u s t a i n e d g r o w t h i n  s a l e s  f o r c e
• L o y a l t y

• A d v i c e a n d  s e r v i c e
• dobbelt K U N D E c o n c e p t
⇒ I n c r e a s e d s a l e s  i n  2 0 0 5
⇒ T r e n d  e x p e c t e d t o  b e r e v e r s e d i n  2 0 0 6



Alm. Brand, no n-li f e o p e rat i o ns
Trend in gross claims ratio
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Alm. Brand, no n-li f e o p e rat i o ns
W i nds t o rm o n 8  J anu ary 2 0 0 5

T ot a l  c l a i m s D K K  8 6 0 m
A l m .  B r a n d’ s r e t e n t i on D K K  1 0 0 m
A l m .  B r a n d e x p e n s e s (i n c l
r e i n s t a t e m e n t a n d p ol i c i e s
s u r r e n de r e d) D K K  1 6 0 m
E f f e c t on c om b i n e d r a t i o 3 . 9 %



Alm. Brand, no n-li f e o p e rat i o ns
Expenses related to weather claims
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Alm. Brand, no n-li f e o p e rat i o ns
Technical operating costs
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Alm. Brand, no n-li f e o p e rat i o ns
Combined ratio 

69.67 5 .37 1 .3 8 6.769.0

1 9.11 9.12 4 .7
2 5 .42 5 .9
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Alm. Brand, no n-li f e o p e rat i o ns

22.2%3 1 .6 %20 .6 %0 .5%9 .7 %R e t u r n o n e q u i t y b e f o r e t a x p .a .

2233 3 4-3 657 8P r o f i t  a f t e r t a x

-3 .4 %

1 , 0 6 7

21 9

9 7 .7 %

3 .4 %

24 .7 %

6 9 .6 %

7 %

3 , 9 27

2 0 0 3

9 .2%

9 3 9

8 2

1 0 1 .4 %

4 .2%

25.9 %

7 1 .3 %

29 %

3 , 4 6 5

2 0 0 1

0 .5%

1 , 0 57

5

1 0 6 .4 %
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3 , 6 6 8
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29 .8 %

1 , 28 8

3 54
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3 .2%

1 9 .1 %
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4 , 1 4 3

2 0 0 4

9 1 .3 %C o m b i n e d r a t i o  

-1 4 .5%N e t  r e i n s u r a n c e r a t i o  

1 3 .2%

1 , 8 0 1

3 7 5

1 9 .1 %

8 6 .7 %

-2%

4 , 0 7 9

2 0 0 5

R e t u r n o n e q u i t y a f t e r t a x p .a .
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E x p e n s e r a t i o  
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G r o s s p r e m i u m i n c o m e

H i g h l i g h t s  ( D K K m )



Alm. Brand, b ank i ng o p e rat i o ns

Banking
Alm. Brand A/S 

Alm. Brand Bank Alm. Brand
F o rs i k ri ng  

Alm. Brand L i v
o g  P e ns i o n C o p e nh ag e n R e



Alm. Brand, b ank i ng o p e rat i o ns
Denmark’s l arg est banks at 31 December 2004 

Working c a p it a l(D K K m )
1 .  D a ns ke  B a nk 1 , 4 5 4 , 8 4 2
2 .  N ord e a 1 , 3 5 4 , 5 4 5
3 .  J y s ke  B a nk 9 1 , 4 5 8
4 .  F I H 5 5 , 4 6 7
5 .  S y d b a nk 5 1 , 3 9 4
6 .  S p a r N ord  2 3 , 7 8 7
7 . N y kre d it  B a nk 2 3 , 5 7 7
8 . A rb e j d e rne s  L a nd s b a nk 1 3 , 0 9 0
9 .  A l m.  B rand  B ank 1 0 , 2 4 0
1 0 .  F ionia B a nk 1 0 , 1 9 7
Working c a p it a l is  d e f ine d a s  t h e s u m  of d e p os it s ,  s h a re h ol d e rs ’ e q u it y ,  is s u e d b ond s
a nd  s u b ord ina t e d d e b t .



Alm. Brand, b ank i ng o p e rat i o ns

8244
9 0 9 1 87 3 4 9 1 85 89 89

6 848

86 5 5 820 5
89 1 4

1 0 7 29

0

2 000

4 000

6 000

8 000

1 0000

1 2 000

2 001 2 002 2 003 2 004 2 005

D K K m

Deposits ex repo L en d in g  ex rev erse



Alm. Brand, b ank i ng o p e rat i o ns
Lending 2001

28%

8%
0 %

4 6 %

6 %

1 2%
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Lending 2005
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1 7 %
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Alm. Brand, b ank i ng o p e rat i o ns  
P ro f i t  b e f o re c o s t s

24%

44%

9 %

1 9 %
4%
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C ar  lo an s / leas in g

A lm .  B r an d
P an teb r ev e/ F o r m u e
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Alm. Brand, b ank i ng o p e rat i o ns
Interest margin p.a.
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Alm. Brand, b ank i ng o p e rat i o ns
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Alm. Brand, b ank i ng o p e rat i o ns

15%
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1,089S h a r e h o l d e r s ’  e q u i t y a t  y e a r -e n d

2 3 %
R e t u r n o n e q u i t y b e f o r e t a x e x  
m i n o r i t y i n t e r e s t s p . a .

2 2 2P r o f i t  b e f o r e t a x e x  m i n o r i t y i n t e r e s t s
2 2 2P r o f i t  b e f o r e t a x
5B a d  a n d  d o u b t f u l d e b t s

3 6 4C o s t s
7 2C a p i t a l g a i n s a n d  l o s s e s
510N e t  i n t e r e s t a n d  f e e i n c o m e
7 7 4I n t e r e s t a n d  f e e i n c o m e

2005 *)H i g h l i g h t s  ( D K K m )

*) Pro rata c on s ol i d ati on of A l m .  B ran d  Pan te b re v e  an d  A l m .  B ran d  F orm u e    



Alm. Brand, li f e and p e ns i o n o p e rat i o ns
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Alm. Brand A/S 
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Alm. Brand, li f e and p e ns i o n o p e rat i o ns
Gross premiums
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Alm. Brand, li f e and p e ns i o n o p e rat i o ns
Costs
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Alm. Brand, li f e and p e ns i o n o p e rat i o ns

9 4 88
9 74 7

9 89 4

1 1 4 1 6

1 0 5 4 5
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* )  N e w  d i s c o u n t i n g r a t e  a p p l i e d a s  f r o m  2 004



Alm. Brand, li f e and p e ns i o n o p e rat i o ns
I nv e s t me nt re t u rn

� Rate o f i n ter es t p ai d to  c u s to m er s 4 . 5 %
� T o tal  i n v es tm en t r etu r n 1 0 . 6 %
� C u s to m er r etu r n :

• B o n d s  e t c . 9 . 4 %
• S h a r e s 4 5 . 5 %
• P r o p e r t i e s 1 0 . 7 %

1 1 . 4 %
� T o tal  eq u i ty ex p o s u r e ap p r o x i m atel y 1 2 %



Alm. Brand, li f e and p e ns i o n o p e rat i o ns
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Alm. Brand, li f e and p e ns i o n o p e rat i o ns
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Alm. Brand, li f e and p e ns i o n o p e rat i o ns
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Other business a r ea s
� Copenhagen Re, profit: DKK 38m

• E n h a n c e d e x p e r i e n c e a n d  p e r f o r m a n c e
• F o c u s o n c o m m u t a t i o n s
• C o n t i n u e d h i g h r u n -o f f r i s k
• R i s k r e l a t e d t o  A l m .  B r a n d  l i m i t e d t o  s h a r e h o l d e r s ’  e q u i t y ( D K K  
1 4 0 m )

� O ther ac tiv ities , l os s : DKK 32 m
• S h a r e d g r o u p e x p e n s e s ,  a d j u s t m e n t o f t r e a s u r y s h a r e s a n d  a  
n u m b e r o f d o r m a n t c o m p a n i e s



Strategy 2 0 1 0
“ W e tak e c are o f  o u r c u s to m ers ”

� Our f i v e g o a l s
• M oney  mark et rate pl u s  1 0 %  retu rn on eq u ity
• 5 0 %  portfol io grow th per b u s ines s  area

• N o n -l i f e i n s u r a n c e – g r o s s p r e m i u m s : D K K  5 . 8 b n
• B a n k i n g – l e n d i n g : D K K  1 6 b n
• P e n s i o n  f u n d s * : D K K  6 . 5 b n

• I mage rank ing in the top tw o in the ind u s try
• 9 0 %  c u s tomer s atis fac tion

• 4 0 %  v e r y s a t i s f i e d
• 9 0 %  empl oy ee s atis fac tion

* Ex 4.5% g u a r a n t e e s ,  i n d e x-l i n k e d c o n t r a c t s a n d  p r i v a t e  p e n s i o n  f u n d s



W h y g r o w t h ?

� G ro w t h re q ui re s a  d y n a m i c a p p ro a c h

� G ro w t h i s  c h a l l e n g i n g

� G ro w t h c re a t e s f ut ure v a l ue



G r o w t h
� G ro w t h i n  n o n -l i f e i n s ura n c e ,  b a n k i n g a n d  
p e n s i o n  a c t i v i t i e s
• I nc reas ing s al es  throu gh al l  s al es  c hannel s
• S harpening ou r s al es  tool s
• Red u c ing c u s tomer ou tfl ow

• U p to 2 0 0  more empl oy ees b y  2 0 1 0
• B road er infl ow of c ommerc ial c u s tomers
• I nc reas ing c ros s s al es



G r o w t h

� Key  prod u c t c onc epts
• dobbelt K U N D E R ( m u l t i -p r o d u c t  c u s t o m e r s )
• “ J u s t  g o ” -l i k e  p r o d u c t s
• C a r e  p r o d u c t s  f o r  o u r  p e n s i o n  o p e r a t i o n s

• T i m i n g

� S ame s al es  c hannel s  as  tod ay
• A p p l y i n g  t h e  r i g h t  s a l e s  c h a n n e l s  t o  t h e  r i g h t  c u s t o m e r  s e g m e n t s



A l m .  B r a nd  d ist r ibut io n

� 5 regional centres
• D e c i s i o n -m a k i n g c l o s e t o  o u r c u s t o m e r s

� 5 cu stom er serv ice centres - insu rance
� 1  cu stom er serv ice centre - b ank ing
� 1 2  large and  1 3  sm all b ranch of f ices of f ering b ank ing,  insu rance and  p ension p rod u cts
� 1 2  b ranch m anagers ap p ointed
� 1 9  insu rance agencies
� 2 4 0  insu rance agents (p riv ate,  com m ercial and  agricu ltu ral b u siness)
� S ales and  serv ice v ia th e I nternet and  ov er th etelep h one
� P artnersh ip s (e. g.  E D C )



C ust o m er sa t isf a c t io n

� C us t o m e r f o c us
• F rom c u s tomer s erv ic e to “ tak ing c are”
• A c c es s ib il ity , q u ic k res pons e, pl eas antnes s
• B as ic prod u c ts , proc es s es and  s y s tems  s hou l d b etter
s u pport ou r c u s tomer s erv ic e

� V e ry s a t i s f i e d c us t o m e rs
• M ore loy al
• L onger cu stom er relationsh ip s
• S ou rce m ore p rod u cts
• T h rou gh ou t th e grou p



E m p l o y ee sa t isf a c t io n

� S a t i s f i e d e m p l o y e e s a re k e y t o  o ur s uc c e s s
• E mpl oy ee s atis fac tion and  c u s tomer s atis fac tion
go hand in hand

• Rec ru iting and  retaining empl oy ees
� I n v e s t i n g i n  s k i l l s

• T raining of ex is ting and  new  empl oy ees at the
A l m.  B rand  A c ad emy



I m a g e

� F i v e l a rg e s t i n s ure rs m e a s ure d
� A l m .  B ra n d  – s h a re d t h i rd p l a c e
� C us t o m e r s a t i s f a c t i o n ,  e m p l o y e e
s a t i s f a c t i o n a n d  i m a g e  g o  h a n d i n  h a n d



E a r ning s

� S t ro n g e a rn i n g s a re a  p re re q ui s i t e o f s uc c e s s
� R e t a i n i n g f o c us o n e a rn i n g s

• S u s taining c u s tomer portfol io q u al ity
• O ngoing portfol io optimis ation efforts
• W ork ing to ex tend c u s tomer rel ations hips
• G etting more c u s tomers to s ou rc e more prod u c ts
• Retaining foc u s on c os ts



Alm. Brand A/S
Annu al re p o rt 2 0 0 5  - I nv e s t o rs


