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Disclaimer

Certain statements in this presentation are based on the beliefs of our management as well as assumptions made by and informa tio n currently available to the management. Forward -

looking statements (other than statements of historical fact) regarding our future results of operations, financial condition , cash flows, business strategy, plans and future objectives can

generally be identified by terminology such as fAtargetso, Abeliinkeye@sooafiexpiegasc®sofafimenti Mue@s@nadsosi
A number of different factors may cause the actual performance to deviate significantly from the forward -looking statementsint his presentation including but not limited to general

economic developments, changes in the competitive environment, developments in the financial markets, extraordinary events su ch as natural disasters or terrorist attacks, changes in

legislation or case law and reinsurance.

We urge you to read our annual report available on tryg.com for a discussion of some of the factors that could affect our fut ure performance and the industry in which we operate.

Should one or more of these risks or uncertainties materialise or should any underlying assumptions prove to be incorrect, ou r a ctual financial condition or results of operations could
materially differ from that described herein as anticipated, believed, estimated or expected.

We are not under any duty to update any of the forward -looking statements or to conform such statements to actual results, excep tas may be required by law.



Financial highlights Q2 2019

- Higher technical result and positive investment income
- Q2 dividend of DKK 1.70 per share and solvency ratio of 171

Pre -tax profit ~ (DKKm)

A Pre-tax profit of DKK 979m (DKK 735m) driven by:

979

A Technical result of DKK 979m (DKK 846m) including Alka and related synergies 735
A Positive investment return (vs Q2 2018) driven by gain on equities and bonds in
the free portfolio
A Q2 DPS DKK 1.70 and solvency ratio of 171
Q2 2019 Q2 2018

A Technical result of DKK 979 (DKK 846m)

Combined ratio
A Large & weather claims slightly lower than last year, lower run -offs
A Underlying claims ratio (Private) 50bps better than Q2 2018

A Underlying claims ratio (Group) 50bps better than Q2 2018 82.1 81.4

A Expense ratio of 14.2 (14.1) in line with guidance

ARFY 20109 underlying claims ratio expected to be b r than 0
A Investment income of DKK 57m (DKK -90m) Q2 2019 Q2 2018

A volatile quarter for equities which ended up some 2% in the quarter
A Capital gains on the bonds portfolio driven by falling rates

A Loss on match portfolio of DKK 43m due to higher loss on technical provisions than
gains on matching assets

Expense ratio

14.1
14.2
A TryghedsGruppen 8% member bonus in June
A For the fourth year running, Tryghedsgruppen paid out the member bonus in June
2019. The member bonus corresponds to 8% of premiums paid for 2018 as per
previous years.
Q2 2019 Q2 2018
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Customer highlights Q2 2019

TNPS
A Transactional Net Promoter Score (TNPS) of 67 (64)

70
67 64
A Retentionrate improved inall areas I I I
A Number of products per customer increased
Q2 2019 Q2 2018 Target 2020

. Number of products per customer
A InJune, TryghedsGruppen paid outa member bonus of DKK P P

925m, equivalent to 8% of premiums paid for 2018.

4.0
3.8 36

A Awareness of customer bonus improved , especially among existing
customers - 81%in Q22019 vs 68% in Q2 2018

Q2 2019 Q2 2018 Target 2020

Awareness bonus - market Awareness bonus - customers Awareness bonus 1 non -customers
35% 81% 25%
28% 20%
I B .
Q2-18 Q2-19 Q2-18 Q2-19 Q2-18 Q2-19
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Improved technical result primarily driven by Private & Commercial

Group (DKKm) Private, DK & NO (DKKm) Commercial, DK & NO (DKKm)
593
483
979 196 169
Q2 2019 Q2 2018 Q2 2019 Q2 2018
Corporate  (DKKm) Sweden (DKKm)
130 109
85
L - N
Q2 2019 Q2 2018
Q2 2019 Q2 2018 Q2 2019 Q2 2018
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Alka synergies status update

Targeted benefits 2021

A Full run rate synergies impact in 2021 of DKK 300m DKKm
350
300
A 25% impact expected in 2019, 50% impact in 2020 500
250
A DKK 22m achieved in Q2 2019, half of it is costs 200
150
150
A General costs reduction (sponsorship, staff etc.)
A Synergies also coming from improved reinsurance power 100 75
A Claims synergies confirmed through detailed analysis of more
than 700 contracts 50
A Significant potential in Motor claims procurement (average
claims costs 8% lower in Tryg than Alka) 0
Lo . . . . 2019 2020 2021
A Significant savings potential also in property claims
Alka merger benefits by category 2021 Realised benefits H1 19 and targeted benefits 2021 (DKKm)
DKKm
350
DKK 300m 300
300
250
200
135
150
90
100 75
. 135 s
10 23 10 .
0 | - |
Claims Cost optimisation Revenue Run-rate Qaims Cost Revenue Total synergies
optimisation and synergies m Targeted synergies 2021 mRealised synergies in H1 2019
commercial best
practice
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Sharehol dersodé remuner at i -ryg|@

Shareholder remuneration since 2012 Strong focus on sharehol dersbé
DKK
10 1
g i A Q2DPS1.70(1.65)
1
8 ! A Aim for a nominal stable increasing
7 | ordinary dividend ( annual )
1
6 I
5 i A Quarterly dividend evenly distributed in
. ! different quarters
1
1
3 ' A High proftibility and low growth implies
2 ' limited increase in capital requirement
1 |
1
0 i
2012 2013 2014 2015 2016 2017 2018 Q1i-gz Q1i-gz
2018 2019
Extraordinary dividend mExtraordinary buy back mOrdinary dividend
Share price performance since IPO Value of Tryg since IPO (DKKbn)
70
900 0
700 50
40
500
30
300 50
100 10 15
0
-100 October 2005 (IPO)  Value of Tryg today Dividend and buyback
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since IPO

Tryg equity e SXIP index



Strategic initiatives

Claims Excellence

Product & Service Innovation

DKK 600m in 2020 i DKK 200m in H1 2019 DKK 1bn in 2020+ - DKK 250m in H1 2019
~DKK 110m: Further leverage of Trygs procurement power New market demands addressed through a balanced mix between
i 5 year contract with Recover Nordic (largest claims re -bundling, new products and prevention.
service company in the Nordics) 1 ~DKK 125m: New products (e.g. Cyber, Undo:, Pet,
i Improved contracts for repairing wind shields in DK NOKAS)
and NO 1 ~DKK 75m: Bundling (e.g. Health, Child, Group accident)
1 ~DKK 50m: Prevention (e.g. Tryg Drive, Alarm, Rat
~DKK 70m: Improvement of the claims handling process blocker)
1 Using data and speech analytics
1 More accurate assessment and better recourse Especially Pet, Child and Health has proven successful in the market
management.
Tryg has opened offices in Germany and is starting up in the
~DKK 20m:  Approximately 25% higher level of fraud discovery. Netherlands to promote the credit a nd surety business,  Tryg
Garanti .

Digital Empowerment of Customers “tf Distribution Efficiency
2020: STP 50% and Self Service 70% i H12019: STP 24% and Self Service 59% ~DKK 150m in 2020 i ~DKK 30m in H1 2019
| STP: 24%: The primary driver for STP is the implementation Private business: ~DKK 20m
of robots to handle simp|e and |arge volume claims. Going 1 In DK independent sales agents selling exclusively for Tryg have
forward the new claims handling system will also deliver STP proved to be an efficient distribution channel .
and successively replace the robots. T In NO and DK dlgltgl sqlutlons_ are continuously being developed
to increase the distribution efficiency to partners.
1 Self Service 59%: Solutions to enable self service are Commercial business: ~DKK 10m
continuously being made available to customers. 1 In DK the new type of sales agent that combines the traditional
Digitalisation initiatives in H1 2019 include improved chatbot sales agent and customer service centre sales is now in operation
functionality and digital invoices on iflMKurtherandepeddentsalesagentshave also been introduced in
Denmark increasing distribution efficiency in the commercial area.
i Financial benefits DKK 40m: Digital initiatives have realised ) ) )
benefits for approximately DKK 40m. Across Private and Commercial segments, partner agreements have improved

distribution efficiency.
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Premiums and portfolio
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Group premiums up 19.7% in Q2, 5.9% excl Alka

Group premiums were up 19.7% in local currencies, or 5.9% excluding Alka
A Private lines reported a 7.9% growth ex. Alka, positive trends in both Denmark and Norway (and inclusion of NITO)
A Commercial growth was 3.4% ex. Alka, helped by high sales and improved retention but also price adjustments in Norway
A Corporate segment broadly flat, good renewals in Denmark offset by 11% price increases in Norway
A Sweden increased by 6.4% primarily driven by a strong growth in pet insurance and motor and accident business
Gross eamed premiums development Local currencies Local currencies
(Local currencies) DKKm Q2 2019 Q2 2018 Q2 2019 Q2 2018
Private 3,010 2,257 33.6% 5.0%
19.7
Commercial 1,062 978 8.6% 4.0%
Corporate 994 977 1.9% 6.1%
5.9
4.9
Sweden 392 375 6.4% 4.6%
Group 5,451 4,571 19.7 4.9%
Q2 2019 Q2 2019 Q2 2018

(Excluding Alka)

10



Private - average prices

House insurance T average price (index 2011 = 100)

135 Average price development Y/Y

130 am o, A DK: 1.2% positive  development
125 W —cn N <570

wr
o (QL11%)  (Q13.0%) / reflects price increases
115 —

110 — e AR .
100 / — P xw A NO:2.6% positive  development
109 w5100 &8 6100 reflects primarily price increases
90
‘y'»x‘y’v‘i"b"b.\"’)")’b‘bb«hb&b,@‘)%")bbbb’\’\’\’\%Q:‘b%ﬁac)
PRI PP ILLPIPLTIRLPIRLS IR LS P
Motor insurance i average price index 2011 = 100 ..
er ( ) A DK: 1.9% positive  development
Average price development Y/Y . .
reflects price increases
135 AR 1Y
130 W1.9% W 21% RO Al
125 QUL (QL22%) W A NO:2.1% positive  development
— : .
1 A reflects underlying price
105 fvffgggme 4 5900 DK ww increases . Avg Motor price is
05 < = higher in Norway primarily
90 . .
85 reflecting different types of cars
80
S S S T T e T T TR R TN T T T T - R R T T I I
A A A S A A A A
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Customer retention improved in all areas yg|Q

Private

AR
92% PK AW H
. — A DK: customer retention at 91.6%
¢ T N— (90.8%) highest level in five
88% ~———__ years
86% v—‘/.
NO Ay
84% A NO: customer retention up to
82% 87.2% (86.5%) showing an
80% significant improvement

Commercial
92%
4R : :
90% DK g g A DK: customer retention up 88.5%
a0 (88.1%) showing strong
0 .
no AR Improvement
86% wr
84% A NO: customer retention at 88.4%
82% (88.2%) showing an improved
'3"C’*C"'{,”'»b‘xb‘wb‘\,b"»"{”{”'\?’wbxbwbwb{\’C"C"0'{"”3’@'@'9\9 trend






