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lifebuoy -icon. Choose ñHomeò on the top menu 
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Agenda
01|

Status on Tryg
Johan Kirstein Brammer, Group CEO
(12.00 ς 12.30)

02|
Private Denmark
Hans Arnum, Head of Private Denmark, EVP 
(12.30 - 13.00)

04|
Coffee break
Everybody
(13.30 ς 13.45)

05|
Technical Excellence & Norway
Mikael Kärrsten, Group CTO
(13.45 ς 14.15)

06|
CFO perspectives
Allan Kragh Thaysen, Group CFO
(14.15 ς 14.45)

07|
Concluding remarks & Q/A
Johan Kirstein Brammer, Group CEO
(14.45 ς 15.00) 

03|
Private Sweden
Niklas Idén, Head of Private Sweden, EVP
(13.00 - 13.30)
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Executive board members

Group CEO

Johan K. Brammer

Tryg since: 2016

Years in industry: 9

Group CFO

Allan Kragh Thaysen

Tryg since: 2018

Years in industry: 20

Group CTO

Mikael Kärrsten

Tryg since: 2022

Years in industry: 22

¢ƻŘŀȅΩǎ ǎǇŜŀƪŜǊǎ
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Executive leadership members

EVP, PL Sweden

Niklas Idén

Tryg since: 2003

Years in industry: 23

EVP, PL Denmark

Hans Arnum

Tryg since: 2018

Years in industry: 7



Status on Tryg
Johan Kirstein Brammer

Group CEO 



KPI Status Q1 2026CMD Target 2027

WŜΩǾŜhad a strong
start on our new 
2027 strategy!

Scale & Simplicity

DKK 500m
ISR in 2027

Technical Excellence

DKK 300m
ISR in 2027

Customer & 
Commercial Excellence

DKK 200m
ISR in 2027

Generate resilient growth in 
insurance service results 

DKK~8.0 ς8.4bn DKK 1.66bn

Deliver best in class return on 
own funds

35-40% 28.6%

YŜŜǇ ǎǘǊƻƴƎ ǎƘŀǊŜƘƻƭŘŜǊǎΩ 
remuneration focus intact

DKK 17-18bn DKK 9.3bn
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Continueimproving
customersatisfaction

83 (+2p)

Increase straight-through processing 
for digitally reported claims 

>55% STP
(+10pp)

ReduceCO2 emission, continuing
focuson corporateresponsibility

6% per claim, 
on average

82

54.9%

9.5%

F
in
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n

ci
a

l

Strengthenmarketleading
profitability

~81% combinedratio 84.0%

On track5 |



We see great progress on implementation of  the strategic initiatives

Customer & 
Commercial 
Excellence

Scale proven commercial 
successes across the group 
and further strengthen focus 

on customer satisfaction

DKK 200m
ISR in 2027

Scale & 
Simplicity

Leverage increased size to 
combine IT systems, simplify 

processes and deliver 
economies of scale

DKK 500m
ISR in 2027

Technical 
Excellence 

Scale world-class portfolio 
management and advance 

pricing and underwriting with 
new data and technology 

DKK 300m
ISR in 2027

Ahead of planOn trackNeeds attention

S
tr
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g
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 in
iti

a
tiv

e
s Simplify IT foundation

Scale world-class claims handling

Automate back-end operations

Grow Personal Accident portfolio via 
pregnancy product

Improve online offering to strengthen position 
in small commercial customers

Focus on strategic partnerships in Sweden

Improve portfolio management

Enhance advanced pricing

Optimise individual underwriting process

Grow profitable motor portfolio in Sweden

Increase customer satisfaction to drive 
further cross-sales and retention

6 |



Today, 3 
things are on 
top of my 
ƳƛƴŘΧ

²ƻǊƪŜǊǎΩ 
compensation 

case 

Inflation Growth

Supreme Court 
ǊǳƭƛƴƎ ƻƴ ǿƻǊƪŜǊǎΩ 
compensation case 

Navigating through 
uncertainty around 
inflation

Commercial 
initiatives boosting 
our growth

7 |

1 2 3



Keep the margins clear and use guides for 
alignment on the slide:
Keep the text and content inside the margins and use 
the guides/lines to align the elements. How do I do? 
Ą Choose ñViewò from the top menu and then check 
the boxes ñRulerò and ñGuidesò to view with grid and 
ruler.

Logo or lifebuoy - icon:
The Tryg - logo should always appear on the 
Frontpage and Main Section or divider pages. 
The lifebuoy - tag should only appear on 
secondary pages. Do not place elements 
over the company - logo or lifebuoy - icon. This 
is the company signature on the slide.   
Keep clear!

Date, text and page number in footer:
In order to see todays date, have a fixed 
date, text or page number go to ñInsertò in 
the top menu, click ñHeader & Footerò. 
Click ñApply to Allò.

The road ahead

ÅConservative best estimate-reserve of DKK1.2 bn 

booked - further negative run-off is extremely 

unlikely

ÅReserve estimate developed by internal experts on 

workers' compensation and this is arguably the most 

conservative estimate in the market

ÅTryg will continue pursuing state compensation 

through the Danish Insurance Association, while 

adjusting pricing to reflect the increased product risk 

and ongoing competitive dynamics

²ƻǊƪŜǊǎΩ ŎƻƳǇŜƴǎŀǘƛƻƴ ŎŀǎŜ ǊǳƭƛƴƎ ŀƴƴƻǳƴŎŜŘ ƻƴ нф !ǇǊƛƭ нлнс

5ŀƴƛǎƘ {ǳǇǊŜƳŜ /ƻǳǊǘ ǊǳƭƛƴƎ ƻƴ ǿƻǊƪŜǊǎΩ ŎƻƳǇŜƴǎŀǘƛƻƴ ŎŀǎŜ 

8 |

Key implications for Tryg in Q2 2026

¢ǊȅƎΩǎ ǎƻƭǾŜƴŎȅ Ǉƻǎƛǘƛƻƴ ƛǎ ƴƻǘ ǎƛƎƴƛŦƛŎŀƴǘƭȅ ŀŦŦŜŎǘŜŘ ŀƴŘ ƛǘǎ 
outlook for future capital repatriation is unchanged. In addition, 
ordinary dividends and financial targets for 2027 are unaffected

ΧǊŜŎƻƎƴƛǎŜŘ ŀǎ ŀ ƻƴŜ-off impact 
(pre-tax) related to historical casesDKK 1.2bn

ΧƴŜǘ ǎƻƭǾŜƴŎȅ ƛƳǇŀŎǘ ƛƴ ŎƻƳōƛƴŀǘƛƻƴ 
with capital management actions~4 pp

²hwY9w{Ω  /hat9b{!¢Lhb /!{9

We consider the matter resolved unless an 
indemnity model or similar is implemented

1
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Jan-Feb 2026 Middle East conflict

Short term inflation expectations increased, but long-term expectations are 
largely unchanged

Expected inflation higher in the short end of the curve, but more 
muted in 3ς5-year horizon

1 2 3 4 5
0.0

2.0

3.0

2.5

3.5

4.0

1.62% 

3.36%

Expected EUR inflation, 1-5 year forward

Volatility continues and has been significantly higher compared to the 
period leading up to the conflict

Intra-day volatility (std. deviation) on 1-yr inflation swaps 1/1 ς 27/5 2026

01-
jan

27-
feb

27-
May

31-Dec 27-May

INFLATION

9 |
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Source: National statistics agencies, Danmarks Nationalbank

Inflation, 12-month change in tax-adjusted consumer price index, %

DKK vs. SEK/NOK, monthly average exchange rate, %
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Key macroeconomic factors, 2020-2026

INFLATION
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2

We have already navigated through macroeconomic and geopolitical headwinds 
in recent years, and our results are a testimony to our resilient business
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81 82 83

2024 baseline Q1 2026 2027 target

INFLATION

CSAT score for Q1 2026 versus baseline and target

80.3%

Combined ratio 
2025

11 |

2

High customer satisfaction and low combined ratio were achieved in turbulent 
times with significant price increases
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GROWTH

Motor Partnerships

Customer & 
Commercial Excellence

Bundling Concept

Aktsam

Home Insurance

Personal Accident

12 |

3

We have launched several commercial initiatives to boost our growth
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Market Commercial LinesPrivate Lines

110

123

111

Sales index by market and segment, YTD (Jan-Apr) vs prior year

92

122

134

GROWTH
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3

New sales trending up ς one leading indicator gives optimism

Commercial Lines

Sales index based on nominal amounts in local currency
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Q&A



Private Denmark

Hans Arnum 
Head of Private Denmark & 

Country Head Denmark, EVP



High standard of living Profitable insurance market

GDP per capita, 2024, USD 
Ψллл3

Denmark is an attractive market to operate in

мύ h9/5Σ нлнрΣ ҈ ά¸Ŝǎέ ǊŜǎǇƻƴǎŜǎ ǘƻ ǉǳŜǎǘƛƻƴ άLƴ ǘƘƛǎ ŎƻǳƴǘǊȅΣ Řƻ ȅƻǳ ƘŀǾŜ ŎƻƴŦƛŘŜƴŎŜ ƛƴ Χ ƴŀǘƛƻƴŀƭ ƎƻǾŜǊƴƳŜƴǘέΦ нύ ²ƻǊƭŘ .ŀƴk, placement on world rankings, 2020. 
3) Worldbank. 4) Competitor annual reports 

Ease of doing 
business 
index2

#10

#4

#9

#22

#32

#58

#30

Trust in 
government1

56

51

60

51

37

37

39

71

57

87

56

46

40

35

Combined ratio, 2-year 
average (24-25) pct.4

Strong business environment
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81

85

83

85

85

91

95

93

93

Tryg

Gjensidige

IF

Alm Brand

Fremtind

Folksam

LF

Zurich

Allianz
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Source: F&P Q1 2025. 1) Other consists of Danica, Købstæderne, PFA Pension, Protector, Nordea pension, Forsiaand minor players with market sharesbelow 1 pct.

Tryg continues to hold the leading position in the Danish market

2020 2021 2022 2023 2024 Ψнр

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1

22.5
23.3

Share of total gross premium earned, Tryg, 2020-25

#1

Share of total gross premium earned, Q1 2025 (P&C, B2C & B2B)

23.3

20.5

15.1

7.9

5.1 5.0 4.8

18.4

Other1
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0%

5%

10%

15%

20%

25%

30%

Clear value for
money

Worth paying
extra

Competitive
pricing

Helps prevent
damages

Provides
customer security

Companies you
trust

Easy to be
customer

Quick claim
handling

Attractive
customer benefits

Covers all needs

Strong
sustainability

profile

Good digital
solutions

Strong social
responsibility

High-quality 
insurance 
products

Introduces new
solutions

Tryg

Alm. Brand

Gjensidige

GF Forsikring

If Skadesforsikring

Lærerstandens
Brandforsikring

Topdanmark

Customer needs across 
brands

Customer satisfaction, 
2025, 0-100

We hold the strongest brand in the market when measured 
ŀŎǊƻǎǎ ǎŜǾŜǊŀƭ ƭŜǾŜǊǎ ǾŀƭǳŀōƭŜ ŦƻǊ ŎǳǎǘƻƳŜǊǎΧ

Χŀlongside other distinctive brands that perform 
strongly with customers and cover different needs

Source: Norstat Brand Image Monitor for Tryg, Q1 2026. Population of n=1432. Based on the question 
άWhich of these insurance companies do you agree to...?έ

We have some of the strongest and most distinctive brands in the Danish 
market allowing us to cover different customer needs 

86

Total insurance solution 
with high-quality damage 
prevention and coverage 
at a competitive price

Simple insurance at a 
low price with a strong 
digital focus

Attractive insurance 
offers for trade unions at 
attractive prices

85

87-91
Understands 
customer needs

High-quality 
customer service

18 |



The strength of the Tryg brand is reinforced by our ownership model ς being part 
ƻŦ ǘƘŜ ¢ǊȅƎ ŦŀƳƛƭȅ ƳŜŀƴǎ ǎǳǇǇƻǊǘƛƴƎ ǎƻŎƛŜǘȅ ƛƴ ŦŜŜƭƛƴƎ ƳƻǊŜ Ψ¢ǊȅƎΩ

Support community safety projectsImprove water and fire safety

+1 million teddy bears
donated in Denmark to kids in 
treatment at hospitals/clinics

Lifeguard towers

Dividends

Owning 49.8% of Tryg shares 

DKK 1,250m
member bonus for 2025 

11pp
Higher expected retention for 
customers aware of bonus

+9,000 lifebuoys 
donated in Denmark

Defibrillators

Part of profits

DKK 775m
committed for 2026 
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Private Denmark has delivered strong results in recent years helping Tryg 
sustain its leading position in the Danish insurance market

100
119

2022 2025

6% p.a.

Gross premiums, Private Denmark, index (2022 = 100)

Combined ratio, Private Denmark, %

2022 2025

-1.9pp
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Our number one priority is profitable and sustainable growth

Boost new sales and 
upselling further

Strengthen retention
Sustain our strong 

profitability discipline

Grow number of customers 
through partnerships, an even 
stronger value proposition and 

optimised and improved 
distribution channels 

We continue our focus on putting our 
customers first strengthening our 

value proposition through new 
services and benefits, insurance 

checks and strengthened personal 
contact 

We sustain our strong profitability 
discipline through a strong focus 
on technical excellence driven by 
more advanced pricing, stronger 

portfolio management and claims 
optimisation

21 |



We are increasing sales and strengthening retention through three levers in the 
coming years

A stronger
valueproposition 

Improved
distribution channels

Å New strategic partnerships (small and 
large scale)

Å Strengthened offerings for selected 
existing partnerships

Å Enhanced go-to-market (e.g. increased 
outbound activity and joint marketing 
initiatives) for existing partners

Å New and stronger product- and service 
offerings at competitive prices

Å New customer concept with added 
benefits for multi-product customers 

Å Data-driven prompts to customers for 
insurance checks

Å Stronger digital sales performance 
through increased lead generation and 
higher online conversion rates

Å AI-generated summaries of previous 
customer interactions for a stronger 
customer experience

Å Assisted sales channel mix to be 
optimised to increase sales and reduce 
customer acquisition costs

Non-exhaustive examples

New partnerships and 
better use of existing ones

Deep-dive

Deep-dive

22 |



²Ŝ ŀǊŜ ǎŜŜƛƴƎ ǇǊƻƳƛǎƛƴƎ ǊŜǎǳƭǘǎ ŦǊƻƳ Ƴŀƴȅ ƻŦ ǘƘŜ ƛƴƛǘƛŀǘƛǾŜǎ ǿŜΩǾŜ Ƨǳǎǘ ƭŀǳƴŎƘŜŘ

Inspired by private banking, we have introduced a new 
concept with added benefits to multi-product customers

Key results (three months in) for test group

0.4 increase in customer satisfaction compared to 
same period last year

13% higher sales per accepted offer compared to 
pre-launch averages
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We are continuously optimising our digital sales 
performance through targeted initiatives that pay off

Key initiatives driving traffic and conversion

SEO/GEO optimisation

A/B split tests

Conversion-rate-optimisation initiatives aimed at 
reducing friction across purchase and lead flows

Q1 2025 Q1 2026

13%

higher hit rate
(mar-Ωнр ǾǎΦ ƳŀǊ-Ωнсύ

+2 pp

Digital sales, Private Denmark Sales from online leads, Privat Denmark
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