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Vienna Insurance Group

VIG”

The Group at one glance

VIENNA INSURANCE GROUP

» active in » listed on the stock
24 countries of exchange in Vienna
Europe ] and Prague
0o
About
: 4 ;
EUR > of premiums more than 25,000

8,600,000,000 written in 2010

employees working
for VIG groupwide

stable outlook
(Standard and
Poor's)

» Rating: A+ with a

» operates about

50 insurance
companies




Top positions in Austria and CEE

VIG~

VIENNA INSURANCE GROUP

The Vienna Insurance Group in 2010: Number 1 in its core markets

Market Market

position share

Austria 1st place 24.1%
Czech Republic 2"d place 30.7%
Slovakia 1st place 31.9%
Poland NL: 3'd place NL: 9.8%
Romania 1st place 26.9%
Bulgaria 1t place 17.6%
Croatia 4th place 8.6%
Serbia 4th place 7.7%
Ukraine 4t place 3.0%
Hungary 7t place 4.4%

Status as of 2010 (Poland, Romania, Bulgaria, Serbia and Ukraine: status as of 9M 2010)

B Core markets
Further VIG markets



Management principles

VIG”

The five cornerstones of the corporate strategy

VIENNA INSURANCE GROUP

Focus on CEE

* High demand for insurance
products

¢ Multiple growth opportunities

Think globally — act locally as
e | ocal management . ‘ ) IG'?
e Transfer of know-how within

the Group (best practices) VIENNA INSURANCE GROUP

Core business:
Insurance

Diversification

e Broad diversification among countries,
distribution channels and products

e Risk spreading across investments

Multi-brand policy

e Retention of established local brands

¢ A tool to maintain customer and
employee loyalty

Multi-channel distribution
e Combination of multiple channels of distribution
¢ Strongly customer-oriented distribution



Vienna Insurance Group in Turkey VIG™

VIENNA INSURANCE GROUP

JI\NISIGORTA

VIENNA INSURANCE GROUP

» Company name: Ray Sigorta A.S. » Well-known brand in Turkey
» Business area: non-life insurance » Offices all over Turkey

» Founded: in 1958 » Very experienced staff



About Ray Sigorta A.S. @sieonm

VIENNA INSURANCE GROUP

N
Current Status
(VIG 94.26% & Istanbul Stock Exchange 5.74%)
S
~,

2007 Globalization

(TBIH74.26% & Dogan 20% & Istanbul Stock Exchange 5.74%)

A
N
1992 Privatization
(Dogan Holding & Istanbul Stock Exchange)
Y,
™~
1958 Established
(Public Foundation)
Y




About Ray Sigorta A.S. mSiGORTA

VIENNA INSURANCE GROUP

» Headquartered in » Listed on the stock

Istanbul exchange in Turkey
10 12 1:'-1 16
_ » Approx. 280
> 8 Regional employees working

Directorate

for Ray Sigorta

» Wide product
variety

» Multi-level
distribution

» Fire, Vehicle, Marine,
Liability, Enginering,
Health, Travel,
Aviation, MTPL etc.

» 780 Agencies,
50 Brokers,
6 Leasing Companies
and a Bank




What makes Turkey an attractive place for business? VIG/

VIENNA INSURANCE GROUP

Insights from and experiences of the insurance industry

Besides numerous other aspects, the European insurance sector profits from
three important aspects:

@ Population:
Large market with a high number of potential customers

‘ Economy:
Growth in GDP and prosperity, prospect of economic convergence

‘ Insurance demand:
Insurance density comparably low, very high development possibilities



What makes Turkey an attractive place for business?
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Insights from and experiences of the insurance industry

‘ Population:

Large market with a
high number of
potential customers

@ Economy:

Growth in GDP and
prosperity, prospect of
economic
convergence

@ Insurance demand:

Insurance density
comparably low, very
high development
possibilities

T Excluding Russia

Population as of 1 January 2010

Source: Eurostat

VIG Countries’  VIG Core markets®  Turkey

~ 154 million ~ 73 million

~ 405 million

2VIG Core markets: Austria, Czech Republic, Slovakia, Poland, Romania, Bulgaria, Croatia, Hungary, Serbia, Ukraine



What makes Turkey an attractive place for business? VIG/

VIENNA INSURANCE GROUP

Insights from and experiences of the insurance industry

‘ Population:

Large market with a
high number of
potential customers

@ Economy:

Growth in GDP and
prosperity, prospect of
economic
convergence

@ Insurance demand:

Insurance density
comparably low, very
high development
possibilities

Age structure of population

Sources: Eurostat, Turkish Statistical Institute

65 or older

15 to 64

14 or younger

Turkey EU-27
Median age: 29 Median age: 40
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What makes Turkey an attractive place for business? VIG/

VIENNA INSURANCE GROUP

Insights from and experiences of the insurance industry

@ Population:

Large market with a
high number of
potential customers

‘ Economy:

Growth in GDP and
prosperity, prospect of
economic
convergence

@ Insurance demand:

Insurance density
comparably low, very
high development
possibiliities

Real GDP growth in %

Source: International Monetary Fund

10% -
8.2%
8% 1
6% 1
49, 1 European Union

2% 7 / 1.8%
Oo/o 1 ] L) L) L) L)

2005 2006 2007 2008 2009 2010

-2% A

4% -

-6% -

European Union 1.8% 2.1%
Turkey 4.6% 4.5%
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What makes Turkey an attractive place for business? VIG/
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Insights from and experiences of the insurance industry

(© Population: | Premium growth in Turkey 2001-2009
Large market with a < s Re. Intermational Monetar Fun
h|gh number Of ources: SwISS Re, Internationa onetary Fun
potential customers
180 -
@ Economy: 160 -
Growth in GDP and
prosperity, prospect of 140 -
economic
convergence
120 - CAGR: ~ 7%
‘ Insurance demand:
Insurance density 100 . .
comparably low, very 2008 2009
high development
possibilities 80 -
Inflation-adjusted; Indexed 2001=100
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What major economic challenges does Turkey bear?

VIG?

Insights from and experiences of the insurance industry

‘ Inflation:
high and volatile inflation rates

European Union 31% 24% 3.7% 2.0% 1.9%
Austria 20% 2.0% 3.2% 1.7%  2.0%
Turkey 55.0% 8.6% 10.4% 8.6%  6.0%

Source: International Monetary Fund

‘ Currency:
changes in currency exchange rates

VIENNA INSURANCE GROUP
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The Turkish insurance market VIG”

VIENNA INSURANCE GROUP

» Premium volume in 2010: TRY ~ 14 bn.
Size
» Top 5 insurers generated more than 39% of total premium
Competition volume, Top 10 insurers approximately 63%.
» Ray Sigorta A.S. was ranked on 12t place in the overall
market (11t in the non-life area) in 2010 with a market
share of approximately 1.8%.
A » Agency networks are still the principal distribution
Distribution channel for insurance products.
channels

» Among others, bancassurance has gained importance,
especially in life insurance.

14



The Turkish insurance market
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Insurance market class mix

VIENNA INSURANCE GROUP

» The non-life insurance area
(including casualty and health
insurance) contributes about
85% to the total premium
volume.

Life
15.4%

Non-Life
84.6%

» The motor vehicle insurance
segment accounts for more than
a third of premiums.

Motor vehicle
36.7%

Life
15.4%

Other Non-life
47 .9%
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SWOT-Analysis of the Turkish insurance market

VIGY

VIENNA INSURANCE GROUP

» High average annual market growth 4 ) Lackof strategic positionning = low price (same

» Strong capital base product/same channel/same client)

» Global players leveling playing field » Technical profitability

» Established insurance channels » Dependence on agencies for sales/collection
o * Central insurance database (Tramer etc.) » Earthquake/Reinsurance tariffs =
3 ) Resilience to crisis » Limited sales&marketing professionals =
‘§_ » Recent regulations (capital adequacy) > Lack of corporate risk management é
@  » Well-established retail banking » One-year renewal policies, repair costs for retail §

» Retail customers' limited insurance knowledge and
income
» Lack of anti-fraud regulations
<

» Young population » Fast regulatory changes

» GNP growth & fast urbanisation » IBNR (Health)
;? » Low level of penetration » High risk/low income investment environment »
© » Access to EU? » Cost-push inflation (FX volatility) =)
§ » Growth channels: bancassurance; leasing, etc. » Earthquakes g_
g: » Higher return on invested assets » Global warming @
® ) Knowledge transfer from global players » Unexpected consolidation (impact on channels, staff,

» Alternative payment models competitors)

v
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Thank you for your attention!



