
The launch of 
Groupama Asigurări 

Press conference
Bucharest, 28th September 2009



Content

� Groupama introduction

� Groupama internationally 

� Introduction of Groupama Asigurari

� Background

� Current operation

� Business performance overview

� Future Outlook & Plans

� Integration into Groupama

� Strategy and business plan

Bucharest, 28th September 2009

2



Groupama presentation
Jean Azéma – CEO of Groupama
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Revenues

Groupama Key figures

16.2 bln. €

Customers 16 millions

Employees 38,500

International revenues 3.9

Key figures

Net profit +342 m €

Revenues from insurance 15.9 bln. €

Operational profit 661 m € (+ 66.1%)

bln. € (+39%)

European solvency margin

Combined claim ratio, Group

122 %

98.7 %

2008

Financial and banking activities 362 m €

342-1 pt
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Leading player in the 
insurance sector

� A mutual insurance, bank and financial services group, with an 

agricultural origin
1900 Law on authorizing the creation of mutual agricultu ral insurance

houses in France 
1963 All-risks coverage
1972 Start of life insurance activity
1986 Groupama brand is created
1998 Acquisition of Gan, the 4 th French insurer
2001 Banking partnership with Société Générale

Licensed in Vietnam
Consolidation plan for the Regional houses and proj ect to open the 
group capital

2003 Expanding the bank offer, licensed in China
2005     Acquisitions in Great Britain, in Spain, in Turkey,  in Italy, in Greece, in 
- Romania, in Hungary, in Bulgaria and Slovakia, tak ing over the no. 1 
2008 insurer from Tunis and strategic partnership with O TP Bank



A group that covers all 
business lines, customers 
and distribution channels

Groupama
Assurance
Crédit

Groupama
Protection
Juridique

Groupama
Transport

Gan
Assurances

Gan
Eurocourtage

Groupama Vie

Gan Patrimoine

Gan 
Prévoyance

C.E.S.V.I.

Centaure
Centers

Mutuaide
Assistance

FMB

Remote
supervision

Finama Bank

Groupama 
Asset

Management

Finama Private
Equity

Groupama
Immobilier

FINANCIALINSURANCE SERVICES

Green presence

Italy
Groupama 
Assicurazioni

Nuova Tirrena

Groupama
Insurances

Biztosito

Gan Hong Kong

Groupama
Vietnam

INTERNAłIONAL

Groupama

Groupama

Günes Sigorta
(36%)

Chengdu Branch

Great Britain
China

Turkey
Hungary

Spain
Groupama 
Seguros

Portugal
Groupama 
Seguros

Basak
Groupama

Groupama
Phoenix

Greece

China

Romania

BT Asigurari
Asiban

OTP Garancia

Groupama
Épargne
Salariale

Groupama
Bank

OTP Garancia

Fourmi Verte

CapsAuto

Bulgaria
Groupama 
Zastrahovane

Slovakia
Groupama
Poistovna

INTERNATIONAL
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A sustainable and 
profitable growth strategy

� Speeding up the development

– revenues growth

� Strong growth of the operating

profit

13,4 14,2 14,9 16,2

Combined revenues (bln. EUR)

+ 9.2
%

2005 2006 2007 2008 

Within the Group

157

351 398

661

Operating profit (mil. EUR)

2005 2006 2007 2008 

+ 66
.1%

Within the Group
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� Employees and managers involved and eager to support the 
Group’s ambitions

� An active and sustained recruitment policy

� Priority given to personal development and mobility

� An accelerated internationalization of the group’s human 
resources

� A strengthened commitment of a responsible employer

Human resources, 
the basis of the group’s 

success
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Pursuing organic growth in 
France and internationally

�One ambition

� Turn GROUPAMA into one of the European insurance leaders 
from Top 10 by 2012 to ensure the group’s continuity and 
independence

�One growth strategy

� Securing and developing the non-life insurer position in 
France

� Developing the Group internationally

� Improving profitability by a strengthened efficiency
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Pursuing organic growth in 
France and internationally

� In France: to become the insurer of choice

� To strengthen our positions in property and liability 
insurance

� To grow on the persons insurance market

� To pursue the development of the bank

� To improve our organic growth, particularly in the 
urban environment
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Pursuing organic growth in 
France and internationally

� Internationally: to become a leading player on new 
markets

� To succeed in the integration or merger of the acquired 
companies

� To pursue development in Central and Eastern Europe

� To develop the bancassurance agreements and identify 
other similar agreements

� To improve the commercial efficiency and capitalize on 
the group’s know-how
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Groupama internationally:
a growth and integration strategy

Jean-Francois Lemoux 
–International General Manager
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Increase of the 
international activity

Greece

Turkey

Hungary

Bulgaria
Spain

United Kingdom

Slovakia

Romania

Portugal
Italy

Tunis

Antille,
Guiana,

Pacific Ocean

China

Hong Kong

Vietnam
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International acquisitions 
had a strong contribution to 

growth

* Estimates (no Güven, for the other acquisitions, with assumption for 2007 turnover renewal in 2008) Estimated organic growth starting from PSO 2008 V0
Source : DSG analysis

[12 592]

[13 227]

[16 390*]

[15 316]

[14 041]

2004 2005 2006 2007 2008

92%

51%

49%

18%

82%

49%

51%

Basak (CA 2006 : 357 M€)

Azur (CA 2006 : 44 M€)

Nuova Tirrena (CA 2007 : 812 M€)

Phoenix (CA 2007 : 151 M€)
BTA (CA 2007 : 82 M€)

OTP Garancia (CA 2007 : 364 M€)
Asiban (CA 2007 : 186 M€)

Légende
Legend

% of the additional turnover generated
by acquisitions

% of the additional turnover generated
by organic growth

Premiums trend within the Group 2004 - 2008-
TCAM 04-07 : 
+4.8%

TCAM 04-07 
PF : +7.3%

TCAM 04-08 
PF : +6.8%

8%

Clinicare (CA 2005 : 50 M€)

12 833

13 452

14 165

14 859

16 232

International acquisition had a strong contribution  to growth
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A European-size group

Breakdown of international revenues [2008, mil. €]

* The turnover also includes the new acquisitions for the full year

Revenues distribution
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Croatia

Greece

Montenegro

Turkey

Slavakia

Romania

Serbia

Bulgaria

Ukraine

Russia

Groupama has a strong 
development platform

Hungary - Proforma 

  

Premiums – life  164.2 m € 

Premiums - non-life 189.1 m € 

Market share – life 9% 

Market share – non-life 11% 

Rank No. 5 (life) 

 No. 3 (non-life) 

 

Slovakia  

Since 2003  

Premiums - life 1.1 m € 

Premiums – non-life 5.1 m € 

Market share - life  0.1% 

Market share – non-life 0.5% 

Rank No. 21 
(Total) 

 

Groupama presence
Development potential for Groupama – Only OTP Bank presence

Proforma, based on the 2008 proforma data

 

Bulgaria 

Since 2004  

Premiums – life 5.0 m € 

Premiums – non-life 4.3 m € 

Market share – life 3% 

Market share – non-life 0.5% 

Rank No. 9 
(Total) 

Romania - Proforma 

  

Premiums - life 32.6 m € 

Premiums – non-life 239.8 m € 

Market share - life 6% 

Market share – non-life 12% 

Rank No. 3 
(Total) 

 
 

Hungary
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Central and Eastern Europe,          
a significant asset for pursuing 
the international expansion

� Markets where the medium term development potential 
remains unchanged

� Diversified distribution channels, consisting of own 
networks and bank partnerships

� Regional synergies expanding constantly

� Proper grounds for implementing the best practices of 
the Group
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Strategic vision for the 
Romanian market

� Building a professional, strong and innovative 
insurance company, a leader on the Romanian market

� Be a market maker: educate, develop the market and 
grow with it

� Be well positioned in order to have a multichannel 
approach 

� Bringing new products suited for the local market

� Restore profitability
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Approach for a leading player

� Marketing innovations intended to generate a wider 
presence of insurance

� Extensive experience in motivating and running all 
distribution networks

� Continuous improvement of the customer relations 
management

� Solid know-how in all business lines, applied in 14 
countries

� Permanent involvement in prevention of risks
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Groupama Asigurari launches on the 
Romanian market
Denis Rousset –

General Manager of Groupama Asigurari
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Creating a leading market 
player

� Created as a merger of Asiban and BT Asigurari

� The new company has received the authorization of CSA in 

June and been registered at the Commerce Registrar on 

the 1st of August  

� The new contracts are underwritten by Groupama 

Asigurari, but all existing contracts will maintain terms 

and conditions, and the liabilities shall be entirely taken 

over by the new company 

� OTP Garancia will be integrated by the end of the year 

2009
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One dynamic year 
on the Romanian market

� Creating structure of management and network

� Selection of the 8 Regional Directors

� Selection of 150 Agency Managers

� Redesigning network: 300 POSs

� Creating the support function at regional directors level 

� Applying synergies among back offices

� Consolidating the services in Bucharest, in a unique 

claims center



Leading position on the 
market               
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* As of June 2009, consolidated data, CSA

Market share, 1H 2009



Diversified structure of 
portfolio

Motor Hull

Non-life
Non-motor

MTPL

19%

9%

Life

Consolidated portfolio of Groupama Asigurari, 
1H 2009
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Diversified structure of 
portfolio

Bancassurance

Agents Brokers

33%

16%

Direct sales

Consolidated portfolio of Groupama Asigurari, 
per distribution channel
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� The network is built around 8 regional directors, 150 agency 

directors and 300 points of sales, 1,200 sales employed, 6000

active agents

Network redesign



Strong bancassurance 
partnerships

Number of agencies

Strategic
agreements

Distribution
agreements

532
105

930
349*

1,916 agencies

*A total of 1,418 agencies, of which 349 located in towns with more than 15,000 
inhabitants  
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Future Outlook and Plans

28
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Ambitions of
 Groupama Asigurări

� To create a balanced culture, a professional and 

modern insurance company, based on the values that 

ensured Groupama’s success in several countries

� To become the 1st insurer on the non-life insurance 

market, motor insurance excluded

� To add new customers through development of the home 

insurance market (only 8% of the homes are insured)

� To develop our corporate and agricultural portfolio

� To double our position in life insurance

� To strengthen our current position on the motor 

segment
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Improve profitability in 
motor



Develop non motor & non life 
insurance
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Bring new products in 
agriculture
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Develop life products
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The signature of one of 
the European insurance 

leaders
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Asigurăm tot ce contează pentru tine 



A campaign focused on 
our customers’ needs
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36A campaign focused on 
our customers’ needs
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Q&A session


