
UNIQA Group at a glance
Group key figures Page 2011 2010 Change
Figures in € million

Premiums written 166 5,348.8 5,379.1 – 0.6 %
Savings portion of premiums from unit- and 
index-linked life insurance (gross before reinsurance) 633.9 845.1 – 25.0 %
Premiums written including the savings portion of 
premiums from unit- and index-linked life insurance 5,982.8 6,224.2 – 3.9 %

of which property and casualty insurance 2,713.9 2,590.1 + 4.8 %
of which health insurance 1,004.9 970.4 + 3.6 %
of which life insurance 2,264.0 2,663.8 – 15.0 %

of which recurring premiums 1,662.3 1,580.1 + 5.2 %
of which single-premium business 601.7 1,083.7 – 44.5 %

Premiums written including the savings portion of 
premiums from unit- and index-linked life insurance 5,982.8 6,224.2 – 3.9 %

of which Austria 3,685.8 3,828.8 – 3.7 %
of which Central Europe 868.3 954.5 – 9.0 %
of which Eastern Europe 157.6 158.4 – 0.5 %
of which Southeastern Europe 187.4 169.3 + 10.6 %
of which Russia 26.8 11.7 + 128.2 %
of which Western Europe 1,056.9 1,101.5 – 4.0 %

Premiums earned (net)1) 167 5,105.5 5,138.6 – 0.6 %
of which property and casualty insurance 2,556.4 2,431.1 + 5.2 %
of which health insurance 997.9 966.2 + 3.3 %
of which life insurance 1,551.2 1,741.4 – 10.9 %

Savings portion of premiums from unit- and 
index-linked life insurance (net after reinsurance) 599.7 823.1 – 27.1 %
Premiums earned (net) including the savings portion of 
premiums from unit- and index-linked life insurance 5,705.2 5,961.7 – 4.3 %

Net insurance benefits 173 – 3,992.1 – 4,458.3 – 10.5 %
of which property and casualty insurance – 1,741.4 – 1,740.8 + 0.0 %
of which health insurance -853.5 – 839.4 + 1.7 %
of which life insurance – 1,397.1 – 1,878.1 – 25.6 %

Operating expenses (net)2) 166,174 – 1,548.3 – 1,347.5 + 14.9 %
of which property and casualty insurance – 945.2 – 822.1 + 15.0 %
of which health insurance – 162.5 – 141.4 + 14.9 %
of which life insurance – 440.6 – 383.9 + 14.8 %

Cost ratio (net after reinsurance) 54 27.1 % 22.6 % —

Combined ratio (net after reinsurance) 59 105.1 % 105.4 % —

Net investment income 169 226.6 872.3 – 74.0 %

Profit/loss on ordinary activities 77 – 325.6 141.8 —
Net profit/loss 77 – 243.8 90.9 —
Consolidated profit/loss 77 – 245.6 42.3 —

Investments3) 72 24,601.1 24,778.7 – 0.7 %
Shareholders´ equity 73 875.9 1,277.2 – 31.4 %
Total equity including minority interests 73 1,095.6 1,521.5 – 28.0 %
Technical provisions (net)4) 72, 73 23,116.8 22,770.1 + 1.5 %
Total assets 72 28,567.7 28,703.7 – 0.5 %

Number of insurance policies 17,017,636 16,471,128 + 3.3 %
Average number of employees 55, 175 15,081 15,066 + 0.1 %

1) Fully consolidated values. 2) Incl. reinsurance provisions and profit shares from reinsurance business ceded. 3) Including self-used land and buildings, land and buildings held as financial investments,
shares in associated companies, investments held on account and at risk of life insurance policyholders and liquid funds. 4) Incl. technical provisions for life insurance policies held on account and at
risk of policyholders.
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After a recovery phase in 2010, Europe’s economy still had tangible setbacks to cope with in 2011. The
financial markets stood in the shadow of the European sovereign debt crisis for much of the last
financial year. Despite extremely painful losses, we must continue looking to the future with a calm
and positive attitude, and act accordingly. 

The situation in the financial markets demonstrates that success only comes from work that is
constant, sustainable and oriented towards the long term. Success comes to those who develop a clear
strategy and – despite all of the setbacks – implement that strategy consistently. UNIQA is an example
of how maintaining calm and resolutely carrying on can pay off. 

With its strategic repositioning in the summer of 2011, UNIQA took the right steps to further
develop the company on a successful basis. UNIQA relies on solid business in Austria and on growth
markets in Central and Eastern Europe. The Group wants to tap into the enormous potential that
this region will offer in decades to come by doubling its number of customers by 2020. Management
introduced comprehensive measures that should increase results by € 400 million by 2015. 

The UNIQA Group’s core operational business developed solidly in the difficult economic envi-
ronment of 2011. One-time effects caused by the Group’s repositioning, as well as the write-down of
Greek bonds, impacted results yet also gave the company massive relief for the future. 

UNIQA has roots that go back to 1811, making it one of Europe’s oldest, tradition-rich insurance
companies. The company will continue to concentrate in future on its core business: offering people
security. 

I would like to thank all employees, sales and business partners, as well as my colleagues on the
Supervisory Board, for their work and their indispensable commitment in financial year 2011. 

Vienna, April 2012 

Christian Konrad
Chairman of the Supervisory Board

Dear shareholders, customers
and business partners, 
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Mr Brandstetter, are you satisfied with 2011? 
You would think I was crazy if I said I was
happy with 2011, and you would be right –
nobody can be satisfied with our results.
We had to digest out-of-the-ordinary losses
caused by investments in repositioning
the UNIQA Group and write-downs of
Greek bonds. The investments were
planned, but the write-downs weren’t.
Every single cent of those annoys me. We
put that in the balance sheet because we
were able to rely on our robust core busi-
ness. The bottom line is that that was a ma-
jor loss, and we will not be able to pay out
any dividends for 2011. I’m going to apol-
ogise for that to our shareholders at the
Annual General Meeting. 

So check off 2011 and forget about it? 
Check it off, but don’t forget about it! You
have to draw the right lessons. Anyone
who makes decisions and takes action can
make mistakes. That’s how things are. But
you shouldn’t make the same mistake
twice. We learned from our experience
with Greece. We have completely reor-
ganised the manner in which we manage
risk. In 2011, we were the first insurer in
Austria to put risk management directly
under the responsibility of the Manage-
ment Board, and now we’re implementing
the concept of “value-oriented corporate
management” throughout the company.
It’s important to me that every employee
clearly understands that we are managing

our customers’ money. So we must be
doubly careful, even three or four times
as careful. 

And what happens next? Will you change
your strategy if turbulence gets worse in the
financial markets? 
In the summer of 2011, we presented a long-
term growth strategy for the UNIQA Group.
Our goal is to double our number of cus-
tomers to 15 million by 2020. And we will
continue to implement this strategy with
determination. I don’t believe in last-
minute pushes or constant course correc-
tions. Of course, high one-time effects af-
fected our results, but they freed us up for
the future. In 2011, we intentionally invest-
ed  in repositioning the Group. We are lay-
ing the foundations for strong growth. And
this will only pay off with hard, consistent
work. 2011 sent us a simple message: roll
up your sleeves and get down to work! The
same applies for 2012.

Why are you currently planning a capital
increase of € 500 million? Weren’t you inten-
ding to go public in 2013?
We want to exploit the opportunities that
are available to us. New options are open-
ing up above all in Central and Eastern Eu-
rope: we won over new customers last year
– most of them in Eastern Europe. This
means that 8.1 million customers are al-
ready placing their trust in us. And we want
to maintain this tempo. We plan on buying

Roll up your sleeves and get down to work 

UNIQA CEO, Andreas Brandstetter, on the lessons of 2011, UNIQA’s growth strategy
and the opportunities that the company sees now. 

out the minority shareholders who cur-
rently hold shares in several of our Eastern
European subsidiaries. The market for ac-
quisitions is slowly gaining steam again be-
cause global corporations that are not ac-
tive in Eastern Europe as a core market are
selling off their shares. And we want to
grow organically and continue to expand
our sales network. But to do all this, we now
require capital. This is why we have adjus-
ted our time line.*

Does this mean the re-IPO has been cancelled?
No, on the contrary: our clear goal is to in-
crease our shares in free float significantly.
The measures that we’re implementing
now make UNIQA shares even more at-
tractive. In addition to the buyout of mi-
nority shares in Eastern Europe and our
planned growth, we are now creating a
clear corporate structure in Austria: we are
bundling – pending official approval – per-

“We want to exploit
the opportunities
that present them-
selves. Last year we
won over 600,000
new customers and
we want to maintain
this tempo.”

* Editorial amendments based on the ad-hoc notification of 27 April 2012.
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Why should an investor invest in UNIQA
shares? 
For four reasons: 
1. We have a solid business model with low

risk: we are a retail insurer; the majority
of our customers are individual people,
families and small- to mid-sized busi-
nesses. 

2. We are powerfully positioned in our do-
mestic markets: we have a stable core
business in Austria, and a strong foun-
dation in the growth regions of Central
and Eastern Europe. We are closely con-
nected with our local markets and we
know them well. In brief: UNIQA is a
European local. 

3. A UNIQA share is a relatively stable in-
vestment: insurers came through all the
crises of past decades in better shape
than other industries. Our core business
is a sustainable investment, not exactly
spectacular but also not subject to short-
term fluctuations and swings. We are a
medium-sized insurer, proper business
people. We try to minimise risks and to
take advantage, cautiously but with con-
fidence, of growth opportunities. 

4. We have a very strong team: we have
committed employees and a manage-
ment team that gets down to work. 

You’re talking about security, but the capital
markets remain quite sceptical about strong
involvement in Eastern Europe ... 
That will change again. The markets in
Eastern Europe have proven over and over
that they are more robust than critics be-
lieve. You need only look at how much the
region has grown in the last 10 years – de-
spite gloomy predictions. 

Does this mean that you’re going to stick to
your growth plans for the region? 
Yes, of course. We have staying power.
Eastern Europe still has enormous poten-
tial for growth. The International Mone-
tary Fund, for example, predicts that the

countries in Central and Eastern Europe
will have much stronger GDP growth than
those in Western Europe from 2010 to
2020. The IMF estimates that Austria will
have a plus of 28.3 per cent in these 10
years, and for Poland they foresee 52.4 per
cent, for Romania 54.1 per cent, and for Al-
bania 84.9 per cent. It was always clear to
us that the economic boom in Eastern Eu-
rope is a decades-long commercial, eco-
nomic and societal process. We are in for
the long haul. We came to stay, and we
came to grow. 

Still, can you imagine that UNIQA will with-
draw from a few markets? 
We aren’t soldiers of fortune who gallop into
a market and then withdraw as soon as it
doesn’t work out. We are not going to leave
any market in Central and Eastern Europe
where we are currently represented. Yet we
are also not going to enter any new coun-
tries. We do business wherever we have a
solid understanding of people and how they
think. As a service provider, UNIQA has to
be in the position to develop an understand-
ing of the needs of the people and their so-
ciety. Only when we know the market
through and through can we develop appro-
priate products. I have spent a great deal of
time in Eastern Europe on business. I also
like to travel with my family in this region,
not least because of the diversity that I’ve
come to know there. I can honestly say that
I love Eastern Europe! And I believe that
you have to have this passion. 

You want to double the number of customers
to 15 million. Is that even realistic? 
Absolutely. When I came to UNIQA in
1997, we had just over one million cus-
tomers. We multiplied this number more
than seven times in the 13 years leading up
to 2010. And not just because we are con-
stantly adding new customers in Central
and Eastern Europe. We are talking about
a market of more than 300 million people.

sonal injury insurance and property insur-
ance into one company that will belong one
hundred per cent to UNIQA Holding, a list-
ed company. Going public – or in the new
lingo: a re-IPO – is still our goal. I just can’t
tell you whether it’s going to be in 2013 or
2014. It depends on when the capital mar-
kets allow the transaction to be performed
under attractive conditions. We certainly
don’t want to squander the shares. *

“Our commitment
in Central and East-
ern Europe is for the
long term. We came
to stay, and we came
to grow.”

* Editorial amendments based on the ad-hoc notification of 27 April 2012.
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To exploit this potential, we have to be on
site locally. This is why we are expanding
our presence even further – in Austria too,
by the way. After all, this is about an atti-
tude, an inner conviction. We can only win
over customers if we really take good care
of them. We are therefore concentrating
on our core insurance business and our
core markets. We allocate our management
capacities and our capital to wherever we
are at home. This is also why we parted
ways with Mannheimer Versicherung in
Germany. And this is why we plan to give
up the management of our hotel holdings. 

What else is on the agenda for 2012? What
can shareholders expect this year from
UNIQA? 
We will do what we promised to our share-
holders. We are implementing our four-
point programme: we are increasing prof-
itability in Austria. We are developing a new
collaborative work model between the Raif-
feisen banks and Raiffeisen insurance. We
are accelerating growth in CEE. And we are
expanding our risk management. Our goal
this year is to generate a solid result that
beats our profits in 2010. That’s the first
step on our way to our target in 2015: by
then, we want to have increased our results
by up to € 400 million vis-a-vis 2010. 

Why should a customer buy UNIQA prod-
ucts? 
Our products are more than policies. They
are first and foremost services. We are a
service provider and our success depends
critically on the experiences that our cus-
tomers have in working with our employ-
ees. That is our product, and that gives us
an endless amount of work, every day. If the
quality of the product is right, then we will
win new customers and grow. So we want
to improve ourselves constantly. I’d like to
thank our 22,000 employees for their com-
mitment and their hard work. They did a
fantastic job in 2011, a really difficult year!

What challenges do you anticipate in the
insurance industry and for UNIQA?
Our industry has to return once again to
its core obligations: providing security and
enabling people to stand firmly on their
own two feet whilst still being able to keep
their head in the clouds. When we talk
about children, we often say we want to
give them both deep roots and wings. What
I want to say with that image is that we of-
fer financial stability, both in terms of old-
age provisions and savings. I am committed
in my heart to giving people courage and
taking away their fears. I think it is our role
as an insurer to support and advise our cus-
tomers. Another challenge is to confront
the changing times in an active way. Our
customers have new needs, new media are
emerging, and this means new opportuni-
ties. This is why we have to recognise new
trends in a timely manner and constantly
ask ourselves how we can anticipate these
trends in our services. 

One last question: how does UNIQA deal
with the topics of sustainability and respon-
sibility? 
I don’t believe that what we have achieved
as a corporation goes far enough. We have
a Green Building Certificate, we have cli-
mate protection initiatives, we are involved
in social projects – that is all important, but
it’s not the kind of sustainability that we are
thinking of. This is why last summer we
were the first, and still the only, Austrian
insurer to make risk and values manage-
ment the direct responsibility of the Man-
agement Board. Our goal is to anchor sus-
tainability as an integral component of our
strategy and business model. And in that
regard – I say this quite openly – we still
have some work to do. 



Andreas Brandstetter / Chairman of the Management Board / CEO /1969*
Has been with the UNIQA Group since 1997. He was appointed to the Management Board in 2002
and has been promoting the establishment of the CEE network. He took over as CEO on 1 July 2011.
Responsible for: Investor Relations, Group HR, Group Marketing & Communication, Group IT &
Process Organisation, Group Audit, General Secretariat, Strategic Project Management, Raiffeisen
Insurance Austria

Hannes Bogner / Member of the Management Board / CFO / 1959*
Has been with the UNIQA Group since 1994. He was appointed to the Management Board as CFO
in 1998. Previously he worked as a tax advisor and sworn chartered accountant.
Responsible for: Group Accounting, Group Asset Management, Group Controlling

Wolfgang Kindl / Member of the Management Board / 1966*
Has been with the UNIQA Group since 1996, and in the international segment since 1997. He was
the CEO of UNIQA Assurances in Geneva from 2000 to 2004. In 2005, he took over as Managing
Director of UNIQA International Versicherungs-Holding. He was appointed to the Management
Board of UNIQA Versicherungen AG on 1 July 2011. 
Responsible for: UNIQA International

Hartwig Löger / Member of the Management Board / 1965*
Has been with the UNIQA Group since 2002. He started out as Managing Director of UNIQA
International Versicherungs-Holding and has been director of the Group’s exclusive sales since
2005. He was appointed to the Management Board on 1 July 2011 and is responsible for UNIQA
Austria. Prior to 2002 he worked in the Austrian insurance sector.
Responsible for: UNIQA Austria

Kurt Svoboda / Member of the Management Board / CRO / 1967*
Has been with the UNIQA Group since 2003. He started out on the Management Board of UNIQA
Finanz-Service GmbH and was appointed to the Management Board as Chief Risk Officer on 1 July 2011. 
Prior to 2003 he worked in the Austrian insurance sector and for an accountancy firm.
Responsible for: Group Controlling, Risk Management, Value Management, Investment Management,
Group Actuarial Office, Reinsurance, Market Risk Management

Gottfried Wanitschek / Member of the Management Board / 1955*
Has been with the UNIQA Group as member of the Management Board since 1997. Prior to that he
was on the Management Board of Leipnik-Lundenburger Invest Beteiligungs Aktiengesellschaft,
managing director of Kurier GmbH, member of the Management Board of Mediaprint, and secretary
general of Raiffeisen Versicherung AG.
Responsible for: Group Audits, Equity Holdings, Real Estate, Legal Affairs, Corporate Business

Management Board of UNIQA Versicherungen AG
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* From left to right: Hannes Bogner, Andreas Brandstetter, Hartwig Löger, Kurt Svoboda, Wolfgang Kindl, Gottfried Wanitschek



We have a hands-on attitude.
Insurance services are not exactly tangible, but very human.
We insure against risks and model possible future scenarios.

In doing so, we pursue certain goals. Those, too, are set in the future.
All this may sound very abstract.

But we help you here and now. Our employees do everything
to facilitate a safe life for you. Wherever you are, from person to person.

Not abstract at all, but in a very real and tangible way.

Who are we? The sum of our employees. We will introduce
some of them to you over the next pages. They are the ones

who turn future into present, and goals into reality.





Doubling the number of customers

Security can be felt every day in a vast variety of situations.
It supports trust and warmth between people and furthers

an atmosphere of togetherness. Security is a basic need, and rightly so.
We are committed to satisfying this need in the best possible way.

We strive to be close to our customers all across Europe so as to
be able to respond to their individual situations in life and

their wishes for security.

“A secure life – that sounds boring. But security is the best
prerequisite for bold plans and adventures.”

Ödön Bodnár / Employee Human Resources UNIQA Hungary 





Focus on core business

A point has no surface area, but it can have a big effect.
The centre holds the maximum power when it comes to organising

reality. If you know where the centre is, you know the direction
in which to move. Where the common target is. And where your

own centre is. Focusing becomes very simple. Locking on to a
distant point and reaching it via the shortest possible route.

“We focus on what we are best at: providing people with security.
That is our core, that’s what we are.”

Simone Hofstätter / Customer Advisor UNIQA Austria





Implementing
the key programmes

A company is like a big engine.
With many wheels that need readjusting to make sure they

run smoothly. Different tools are necessary as well as knowing
where to apply them. A minor tweak is often all that is

required to enhance performance. First you need
a plan, but then you have to implement it.

With the right keys to success.

“Implementing means a hands-on attitude, and cranking the right screws.”
Ingrid Ehrnhöfer / Contract Manager Life Insurance Raiffeisen Versicherung





Strengthening the equity base

Weights build muscle. Fresh blood flows through
the muscle and increases the oxygen supply. Its volume expands

and it gains strength. Stamina and performance rise.
We can be proud of the result. Strength looks attractive,

not only to investors.

“We want to seize the opportunities that we can see at this point in time with full determination and
grow faster than the market. For this to happen, we need sufficient amounts of capital.”

Catalina Plopeanu / Customer Advisor UNIQA Romania 





Improving the results

Results are measured. This way we can be sure we improve.
Measuring was invented to have at least one reliable unit

that is the same for all in the diversity of life. This way, human action
can be coordinated, reality becomes predictable, and the possible

scenarios can be modelled. The goal of each measurement
taken is to close any gaps between what people need and

what is currently available in reality. Ultimately, every
measurement seeks improvement.

“An increase of € 400 million in results within five years.
That is what we want, and that is what you can measure us by.”

Muhamed Hadzic / Marketing Manager UNIQA International


