
CLOSER
RESPONSIBILITY REPORT 2012/13



We believe that bringing our corporate 
responsibilty work closer to the business 

and our customers also create the  
highest possible value for society.

04 CLOSER TO THE CUSTOMERS

06 OUR APPROACH TO CORPORATE RESPONSIBILITY

10 CLOSER TO OUR STAKEHOLDERS

12 OUR CORPORATE RESPONSIBILITY AT A GLANCE

16 CLOSER TO : CLIMATE
 
 23 CASE: PREVENTING WEATHER RELATED CLAIMS
 
 24 CASE: CLIMATE RESEARCH
 
 25 CASE: LITTLE CLIMATE SCHOOL

26 CLOSER TO : SAFETY

 32 CASE: CHILD ACCIDENT PREVENTION FOUNDATION
 
 33 CASE: AIR AMBULANCE

 35 CASE: IN THE MIND OF THE BURGLAR

36 CLOSER TO : HEALTH

 42 CASE: DANISH DOCTORS’ INSURANCE 
 
 43 CASE: CODAN CARE

 45 CASE: ALMEDALSVECKAN/ALMEDALEN WEEK

46 CLOSER TO: OUR EMPLOYEES 

52 CLOSER TO: CODAN

56 INDEPENDENT ASSURANCE STATEMENT

58 DATA

59 GRI INDEX 



  

Reflecting on how we as a company create value for both our customers and 
society always makes me proud. We provide individuals and organisations with 
a sense of security and an understanding of risks. We help improve safety and 
give our customers the confidence to undertake activities such as buying a home 
and building a business. The protection we provide against financial losses helps 
sustain demand and reduce economic volatility. And our understanding of risks 
means we design innovative solutions which help tackle challenges ranging from 
climate change to traffic accidents. 

Improving customer experience
In August 2011, we launched a new business strategy called Think!Customer. 
The strategy is founded on the principle that every action we take affects the 
customer in the end, and it encourages every team and employee to always 
consider the customer connection in the project they are planning or the task 
they are performing. We have already launched a number of actions to improve 
customer experience. We have, for example, modernised our online profile to 
accommodate better interaction through social media as well as claims handling 
through our websites, we have rewritten or redesigned all our letter templates 
to make them clearer and more coherent, and we have reduced queuing peri-
ods in our call centres. We will continue to take the right actions that can deliver 
concrete results for our customers, because our ambition is to create the best 
customer experience in the industry.

Helping our customers prevent accidents and damage
The corporate responsibility strategy is directly linked to our business strategy 
with activities effectively targeted at our customers. We base the corporate 
responsibility strategy on the three pillars: climate, safety and health. These are 
areas that have a huge impact on our customers and our business, while at the 
same time being areas where we have the ability to make a positive difference 
through our products and services. 

At the beginning of 2013, we asked our customers whether the issues we are 
pursuing are the most relevant ones. Throughout this report, you can see what 
the customers say. One thing that has become clear is that our customers want 
us to offer solutions that can help them prevent accidents and damage. This is 
something we are already working on and will strengthen over the coming years. 

A great example is our text message alert service, which we launched in Den-
mark in early 2012. This free service warns subscribers about potential cloud-
bursts or other extreme weather conditions in their area. Today, we have 5,600 

Corporate responsibility is part of our DNA as an insurance company. Every day, we help our cus-
tomers identify and manage the risks they face, and have been doing so successfully for many years.

CLOSER TO THE CUSTOMERS subscribers to the service – and the number is constantly rising. In 2012, we 
also encouraged our Danish customers to take measures to prevent flooding by 
introducing a 15 per cent discount on home insurance premiums for those who 
install a backflow preventer.

No amount of insurance compensation can erase the feeling of violation after a 
theft or burglary. So educating and informing our customers about how to make 
their home less accessible to burglars is another example of how we try to help 
prevent damage. In 2012, we produced a number of short informative films that 
show our customers in both Sweden and Denmark how they can make their 
home and valuables safer. In 2012, we also relaunched the discount offer for our 
Danish customers who take measures to prevent break-ins. They will now get a 
20 per cent discount on their home insurance premium if they install a burglar 
alarm. 

Some of our initiatives are more directly linked to our core business. This is the 
case with our healthcare products, where we provide alternative solutions to 
public healthcare in cooperation with partners like Vertikal Helse in Norway. 
There is a growing demand in this area, and by offering good alternatives we 
help keep our customers healthy.

A committed and profitable organisation
Considering the customers and their needs when developing our corporate 
responsibility initiatives plays a key role in embedding corporate responsibil-
ity in our organisation. Involving our employees is another key factor, which is 
something I am glad to say we are able to do. Last year, hundreds of employees 
left the office to do volunteer work. For example, they went out on the streets 
in the early morning to hand out 100,000 reflectors to the Danes, Swedes and 
Norwegians to raise awareness of traffic safety, and they organised a Christmas 
party for poor and lonely people in Denmark.

The level of commitment makes me really proud and shows that we can take 
our corporate responsibility work even further in the future. I played my little 
part by raising money for the World Wildlife Fund (WWF) when I ran the 
London Marathon 2013. 

Profitability is part of any sustainable business, and I am also satisfied that we 
delivered impressive financial results in a tough market in 2012, with a rise in 
premiums, a fine underwriting result and improved profitability. We have built a 
solid foundation for the future development of our business.

Mike Holliday Williams > CEO

43%
per cent of our customers say that 
their choice of insurance provider 
is affected by the way a company 
integrates corporate responsibility 

in its business.
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CLIMATE

SAFETY

HEALTH

Figure 1:  MATERIALITY AND PRIORITY MODEL

We have developed our corporate responsibility strategy 2011-13 using a 
formal materiality process that follows the principles of AA1000 – inclusivity, ma-
teriality and responsiveness – and involves wide consultation. The first step was 
to identify stakeholder groups that can influence or be affected by our business, 
including customers, employees, investors, suppliers and NGOs. We involved 
the stakeholders to get an understanding of their concerns and views on our 
corporate responsibility approach. 

We reviewed the combined feedback of this research to create the materiality 
matrix in figure 1, which identifies our priorities. These are:

With these three themes, we started working according to the vision ‘we insure 
a sustainable future’, with even more focus on our customers and on integrating 
sustainable solutions in our core business.

We focus on issues where we can make the greatest positive 
difference to the benefit of society, customers and our business.

OUR APPROACH TO 
CORPORATE RESPONSIBILITY

While we do not perform far-reaching research annually, we have taken steps 
to certify that our three themes remain the ideal foundation of our corporate 
responsibility work. In 2012, we conducted several analyses among employees, 
and in conjunction with this report we surveyed our customers and potential 
customers again to understand their current views on corporate responsibility. 
Furthermore, we are planning to repeat the full research project in the com-
ing year to prepare our corporate responsibility strategy 2014-2016. We will 
develop the new strategy using the formal materiality process that follows the 
principles of AA1000 as described earlier. This will be used as the foundation for 
updating the focus areas and goals within our corporate responsibility strategy.

Our customers’ opinion
Looking at our customer survey from the beginning of 2013, our Swedish cus-
tomers clearly tend to be most concerned with corporate social responsibility 
issues. Fifty-three per cent of the Swedish respondents agree that their choice of 
insurance company is affected by corporate social responsibility issues, com-
pared with 42 per cent in Norway and 32 per cent in Denmark, resulting in an 
average of 43 per cent across Scandinavia.

It is also clear that safety is the area where our customers expect the most of 
us. When asked to identify the societal issues in relation to which an insurance 
company should contribute, the three top issues were burglary prevention, child 
accident prevention and traffic safety. 

Furthermore, the data show that customers consider concrete actions highly 
relevant. Helping customers recover from illness garners 74 per cent support, 
and 80 per cent find it relevant to offer services that help them prevent damage 
to their home due to extreme weather. The survey result was largely mirrored 
when we ran it on a smaller scale for our commercial customers.

 Our ambition is to integrate 
corporate responsibility in our entire 
value chain, from the development of 
new products to the claims handling 
services offered to our customers 
when things go wrong.”

Jeanette Fangel Løgstrup
Director Corporate Communications & CSR

INFLUENCE 
ON STAKE-
HOLDERS

Transparent insurance solutions

Natural disasters

Corporate 
governance
Business ethics
Crime

Corruption
Investments

Road safety
Childrens accidents

Customers
Employees

Climate change
Health
Suppliers
Environment

Energy safety
Changes in
legislation

INFLUENCE ON CODAN BUSINESS

Education
UnemploymentAnimal welfare

Poverty

Our corporate 
responsibility 
policies
You can find our corporate 
responsibility policies as pre-
pared and approved by our 
Board of Directors and CEO 
at codan.dk/csr. The policies 
serve as overall guidelines 
for our corporate responsi-
bility activities, including our 
approach to human rights, 
the environment, donations 
and volunteering activities. 
You can also read about our 
values and business princi-
ples which help strengthen 
our corporate responsibil-
ity activities throughout the 
organisation.
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Greater executive accountability
In 2012, our parent company, RSA, created a new governance structure within corporate responsibility. 
The new governance approach reflects RSA’s own assessment – supported by stakeholder views – that 
greater executive accountability is needed if RSA is to demonstrate corporate responsibility leadership 
and effectively manage the material issues.

Employees must also become more committed to our corporate responsibility strategy. This is why 
RSA has created a new Group Corporate Responsibility Steering Committee with several executive 
members. The Committee lays down RSA’s corporate responsibility strategy and is responsible and 
accountable for the focus areas. The Group CEO retains overall responsibility for the corporate respon-
sibility work.

Responsibility for implementing the strategy lies with the Director of External Communications, the 
Group corporate responsibility team and a network of corporate responsibility managers in each oper-
ating country. Each country CEO is responsible and accountable for integrating corporate responsibility 
into their operations, subject to guidance from the Corporate Responsibility Steering Committee.

The new governance approach aims to involve employees more effectively in the corporate responsi-
bility work and improve the alignment with business goals throughout RSA.

See RSA’s corporate responsibility report for more information: rsagroup.com. 

United Nations Global Compact
As a part of one of the world’s leading insurance groups, RSA, we are signatories to the UN Global 
Compact, a strategic policy initiative for businesses which are committed to aligning their operations 
and strategies with ten universally accepted principles in the areas of human rights, labour, environ-
ment and anti-corruption.

We are active in the Global Compact Nordic Network in which we discuss how Nordic companies 
can align their operations and strategies with the ten principles.

expect us to help prevent 
burglaries

50% 39% 80% We will continue to strengthen our focus on claims  
prevention with activities effectively targeted at  
our customers

OUR 
LEARNINGSexpect us to help prevent 

child accidents
consider it relevant for us to help 
prevent home damage as a result 

of extreme weather

Integrated part of our business
We believe that the key to making the biggest difference for society, customers and our business is to integrate the corpo-
rate responsibility work in our value chain. In that way, our positive impact becomes a part of our everyday business, and 
at the same time we make sure it will have a lasting effect. In figure 2, you can see examples of how we try to integrate 
corporate responsibility in our value chain.

Our customer survey shows that the issues closest to our core business, such as claims prevention, score the highest 
points in terms of relevance. While not surprising, it confirms that our current focus on integrating corporate responsibility 
with our insurance business and offering concrete initiatives is in sync with the our customers’ view.

We have a number of claims prevention initiatives ranging from the National Reflector Day, an awareness raising campaign 
about traffic safety, to a partnership with ‘Luftambulansen’, the Norwegian air ambulance service. Our healthcare products 
offer customers the support they need when recovering from illness or injury. We also produce short films for the public 
which provide clear and concrete advice on how to make a home safer from burglary and flooding.

Figure 2:  EXAMPLES OF HOW WE INTEGRATE CORPORATE RESPONSIBILITY IN OUR VALUE CHAIN 
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Strong partnerships and cooperation with key stakeholders in both the business 
community and society remains a cornerstone of our corporate responsibility 
strategy. By supporting and collaborating with our partners and stakeholders, we 
are able to launch more ambitious projects to the benefit of both our business 
and society.

When determining which projects and stakeholders to prioritise, we place a 
great deal of emphasis on the degree to which they reflect our corporate re-
sponsibility strategy and our three strategic areas: climate, safety and health.

Customers, employees and suppliers
Our primary stakeholders are our customers, and we made a concerted effort 
to make our customers our very top priority when we launched our business 
strategy in 2011. The strategy has included an increased focus on measuring 
customer satisfaction, which in 2012 was 81 per cent for personal customers 
and 80 per cent for commercial customers in Denmark, while it was 79 per cent 
for personal customers and 76 per cent for commercial customers in Sweden. 
Norway only measured personal customer satisfaction and received a score of 
83 per cent. We have launched a number of initiatives to improve customer sat-
isfaction, but we still saw a slight drop in satisfaction in 2012 compared to 2011. 
This shows that results do not come overnight and that customer satisfaction is 
an area we constantly need to improve. 

We also saw a drop in our general reputation scores (see numbers on page 58). 
But the scores also show an improvement in our score on citizenship and as a 
workplace. 

Our employees are another important source of input, and we have a wide 
range of channels in place for them to make their opinions known. We conduct 
annual job satisfaction and engagement surveys, which give us comprehensive 
insights into the employees’ opinion of their workplace. Our overall score on a 
5-point scale was 4.31 in Denmark, 4.2 in Sweden and 4.21 in Norway for 2012 
– all great improvements. Simultaneously, the individual employee has the op-
portunity to make his or her voice heard by getting involved in the professional 
organisations and consultation committees. They also have the option of writing 
their opinion through intranet sites or contacting the employee representatives 
on the Board of Directors.

To ensure that our suppliers adhere to the principles and standards that we ex-
pect, particularly in the areas of human rights and climate, we developed a Code 

An important part of developing and executing our corporate responsibility work is listening  
to and involving our many different stakeholders.

CLOSER TO OUR 
STAKEHOLDERS

of Conduct two years ago. The Code of Conduct is now a mandatory part of 
any new procurement contract and has been incorporated into 55 per cent of 
our total procurement. In addition, we strive to keep a good and open dialogue 
with all our current and potential suppliers.

Investments 
As a financial company, investments are a large part of our business, and corpo-
rate responsibility issues are a consideration in the management of these invest-
ments. The majority of our investments are in Nordic government bonds and 
mortgage bonds. In addition to this, we have investments in corporate bonds 
and equity with allocations being held at relatively modest levels.

External asset managers handle the vast majority of our investment portfolio. 
An assessment of the corporate responsibility capabilities is a component in any 
asset manager’s choice for our portfolios. Each asset manager will be expected 
to have a clear and documented corporate responsibility policy and be able to 
evidence compliance with this policy. We continually monitor our portfolios and 
undertake reviews of the corporate responsibility performance of our asset 
managers on at least an annual basis.

NGOs, public partnerships and industry bodies
We are actively involved in the society in which we operate through a host of 
activities ranging from volunteer work to research grants and charitable dona-
tions. In Sweden, we collaborate with the Stockholm Environmental Administra-
tion, while we work very closely with the Child Accident Prevention Foundation 
in Denmark. The Codan Foundation in Denmark makes a number of charitable 
donations every year. In 2012, the Danish Heart Foundation was one of several 
notable recipients.

We also maintain close and highly beneficial relations with a number of non-
governmental organisations (NGOs) throughout the Nordic region. In a cross-
country activity for Sweden and Denmark, we organise the Earth Hour event in 
cooperation with the World Wildlife Fund (WWF). In Denmark, we also work 
with advocacy groups like the DaneAge Association (for elderly citizens) and the 
LEV National Association (for disabled people) “for people with learning dis-
abilities” to offer insurance and activities to their members. In Sweden, we also 
collaborate with the Red Cross and the Swedish national life-guard association 
SLS. Another important association is our partnership with the Norwegian Air 
Ambulance.

We support a number of NGOs and 
are active participants in the public 
debate as it relates to our business. 
We are a member of the Danish 
green think tank CONCITO, and we 
organise seminars and speeches as 
part of Almedalen Week, which is 
Sweden’s largest political forum event, 
while we do not support any political 
parties. Finally, we are involved in a 
number of networks and organisa-
tions as regards the issue of corporate 
responsibility, such as the Global Com-
pact Nordic Network and the Danish 
Council for Sustainable Business 
Development.

We are also active contributors to the 
following insurance industry bodies: 
the Danish Insurance Association, In-
surance Sweden and Finance Norway.

Contractor 
dilemma – G4S
In November, some concerns 
were brought to our atten-
tion about one of our new 
sub-contractors, the security 
company G4S. The contrac-
tor had been under criticism 
for their services within 
Israeli settlements on the 
West Bank. 

Our Code of Conduct only 
applied to the Danish sec-
tion of G4S, but we chose 
to contact the British parent 
company and were informed 
that they had taken the 
criticism seriously and taken 
several steps to rectify the 
situation, including joining the 
UN’s Global Compact initia-
tive and discontinuing the 
West Bank contracts that led 
to the controversy. We will 
be monitoring the situation 
to ensure that they follow 
through on that promise. We 
also initiated talks with the 
NGOs which had been criti-
cal of G4S. We will continue 
our business with G4S, but 
remain vigilant about the 
situation.
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In 2012, we worked on our focus areas, which are to be implemented no later than in 2013. In 
most areas, we have come a long way. However, there are some areas where we still have some 
work ahead of us.

OUR CORPORATE RESPONS-
IBILITY AT A GLANCE

EXTERNAL RECOGNITION

External recognition
Through RSA, we continue to receive 
recognition for our environmental and 
social programmes and performance 
in several countries.

In 2011, we started working on our new strategy for corporate responsibility. 
The strategy is a continuation of our first corporate responsibility strategy, which 
we launched in 2007. As described earlier, we are working according to the 
vision ‘we insure a sustainable future’ with three strategic themes: climate, safety 
and health. Besides these strategic themes, we furthermore work on the follow-
ing focus areas: customers, employees, society, environment and suppliers. We do 
this to ensure that we are versatile in our corporate responsibility activities and 
that we involve the right stakeholders. 

On page 14-15, you can see an illustration of the logic behind our corporate re-
sponsibility work. If you look at our focus areas, you can see the status on some 
of our goals. To get a status on all our goals, please visit codan.dk/csr. 

What we are proud of
Since 2011, we have strengthened our claims prevention strategy and developed 
a number of initiatives for our customers and the general public. We have for 
example:

•  Launched videos and a text message alert for our Danish customers which 
help them prevent damage caused by extreme weather.

•  Launched videos and fire kits for our Swedish customers which help them 
prevent fires at home.

•  Launched videos and products for both our customers in Denmark and 
Sweden which help them prevent burglaries. 

•  Launched first aid apps for smartphones which help both Swedes and Danes 
prepare for emergencies.

We have also been able to involve our employees in the corporate responsibil-
ity work by having more than 1,000 employees conducting volunteer work in 
2011 and 2012. In Denmark, Sweden and Norway, employees have, for example, 
informed the public about traffic safety while handing out free reflectors.

In 2011, we set the goal of reducing our total CO2 emissions by 5 per cent from 
2010 to 2013. We have managed to reduce our total CO2 emissions from 2010 
to 2012 by almost 6.4 per cent, primarily due to a reduction in our heat con-
sumption in Sweden. We will continue to focus on how we can reduce our CO2 
emissions even further, especially in Denmark where we saw an increase in our 
CO2 emissions in the same period. This is primarily due to more air travel among 
the employees. That is why we put extra focus on air travel in our climate week 
in the beginning of 2013 to inspire the employees and commit them to prioritis-
ing our videoconferencing facilities instead of flying to meetings.   

What we can do better
We continuously work to ensure that all our suppliers sign our Code
of Conduct. The Code of Conduct sets out the climate and human rights
standards to be met by the individual supplier. By the end of 2012, our
Code of Conduct was implemented in 55 per cent of our total procurement  
the same level as in the end of 2011. But we have taken actions to make
sure that our Code of Conduct will be implemented in all contracts with
suppliers. Today, the Code of Conduct is a standard part of our contracts
with all new suppliers. Moreover, it is implemented in contracts that we
renew.

We are happy to say that we have reached our goal in Sweden when it comes
to improving our reputation on corporate responsibility. But in Denmark we
still have some work ahead of us. Even though our reputation on corporate
responsibility in Denmark has increased in 2012 compared to 2010, we have
not reached our goal. That is why we will continue to strengthen our
creative ways of communicating our responsibility work to the Danes.
Moreover we are working on rebranding both Trygg-Hansa and Codan. With  
the rebranding project we will make it more clear for our customers and
potential customers what makes our product and services unique. This will
play a vital part in improving our reputation.

Achieved Platinum status 
in Business in the  

Community’s CR Index

Winner of the 2012 
Gallup Global Workplace 

Award

Placed 6th in the 2012 
Sunday Times Best Big 

Companies to work for

A constituent of the 
FTSE4Good Index

Ranked Bronze in the 
Dow Jones Sustainability 

Investor Index

Awarded Prime Status 
by Oekom Research
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MATERIALITY

OUR  APPROACH TO CORPORATE RESPONSIBILITY

     To get a full overview of our goals and status, please visit codan.dk/csr.

SOCIETYCUSTOMERS ENVIRONMENTEMPLOYEES SUPPLIERS

Develop at least three 
new sustainable products 
for our customers

Improve our reputation 
for corporate 
responsibility to 59 
in Sweden (from 57 
in 2009) and 57 in 
Denmark (from 54 in 
2009) in the Reputation
Institute survey

Be among the top three 
preferred workplaces 
in the Nordic insurance 
industry

Ensure that at least 1,500 
employees do volunteer 
work

Reduce our CO2 
emissions by five per 
cent from
2010 to 2013

Enter into dialogue with 
our largest suppliers, and 
ensure that all suppliers 
have signed our Code of 
Conduct

All customers in 
Denmark with defective 
windows in their homes 
are offered a free analysis 
of how much energy they 
can save by switching to 
sustainable windows.

Free fire kit for Swedish 
customers who buy a 
home insurance.

15 per cent discount 
on household insurance 
for Danish customers 
who install a backflow 
preventer, which reduces 
the risk of flooded 
basements during heavy 
rain.

Discounts on burglar 
alarms for both Swedish 
and Danish customers. 
Moreover, Danish 
customers get a 20 per 
cent discount on their 
home insurance if they 
install an alarm.

  

Analyses from the 
beginning of 2013 show 
that we have reached 
our goal in Sweden, but 
still have some work 
ahead of us in Denmark 
in terms of improving our 
reputation for corporate 
responsibility. The overall 
index showed a rating of 
59 in Sweden and 52 in 
Denmark.

In 2013, we are working 
on rebranding both 
Trygg-Hansa and Codan. 
With the rebranding 
project, we will make it 
clearer to our customers 
and potential customers 
what makes our products 
and services unique. This 
will play a vital role in 
improving our reputation. 

A survey conducted 
among business students 
shows that in Denmark, 
we are the third most 
desirable workplace in 
the insurance industry. 
In Sweden, we did not 
make the top 100 and 
therefore, we do not 
know our ranking. In
2012, our employee 
engagement survey 
showed that more and 
more employees
will recommend our 
company as a desirable 
workplace.

In 2011 and 2012, more 
than 1,000 employees 
were actively involved in 
volunteer work.

In 2012, we reduced our 
CO2 emissions by almost 
6.4 per cent in Denmark, 
Sweden and Norway 
compared to 2010.

  

By the end of 2012, 
our Code of Conduct 
was implemented in 55 
per cent of our total 
procurement.

EXAMPLE 
OF GOAL

Develop a new claims 
prevention strategy

Continue to develop 
health activities for 
our employees for the 
purpose of reducing 
sickness absence

Share our knowledge 
about claims prevention 
with society at large

Increase our 
collaboration with 
researchers regarding 
flooding, and target our 
knowledge at politicians, 
media and customers

Identify new sustainable 
methods for claims 
handling in cooperation 
with suppliers

STATUS

We continuously work 
on developing our claims 
preventiotn strategy. 
Here are some examples 
of our initiatives:

Videos and text message 
alerts help our Danish 
customers prevent 
damage caused by 
extreme weather.

Videos and fire kits help 
our Swedish customers 
prevent fires at home.

Videos and financial 
benefits help our 
customers in Denmark 
and Sweden prevent 
burglaries. 

First aid apps for 
smartphones in both 
Sweden and Denmark.

  

From 2011-2012, the 
number of sick days 
decreased among our 
Norwegian employees 
by almost three days 
per employee. The 
level in Denmark is the 
same, while we have 
experienced a slight 
increase in Sweden.

We have set up multiple 
sites on our websites 
offering advice on, for 
example, how to prevent 
damage caused by 
extreme weather, fires at 
home and burglaries.

In Denmark, we have also 
shown prevention films 
on national television 
with focus on extreme 
weather and burglaries. 

In Sweden, we are a 
part of a prevention 
programme on national 
television with focus on 
fires at home.

In both Denmark 
and Sweden, we have 
launched first aid apps 
for smartphones. 

We are involved in a 
number of projects 
focusing on climate 
adaptation, including a 
Nordic research project 
and a project with 
the Danish think tank 
CONCITO.

In 2012, we cooperated 
with suppliers on 
sustainable claims 
handling, e.g. glass 
damage on motor 
vehicles. Instead of 
replacing the windshield, 
we now try to repair 
it instead. This practice 
helps us reduce CO2 
emissions by more than 
1,000 tonnes each year.

COLOR CODES: 

  On track
  Still a way to go

COLOR CODES: 

  On track
  Still a way to go

ISSUES IN SOCIETY

FOCUS AREAS 2011– 2013

CLIMATE SAFETY HEALTH

GOAL 1 GOAL 4GOAL 2 GOAL 5GOAL 3 GOAL 6

STRATEGIC GOALS 2011– 2013

Based on our focus areas we have set up six strategic goals, 
which are to be implemented no later than 2013.
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CLOSER TO: 
CLIMATE

80%
consider it relevant for us to help 
prevent damage due to extreme 

weather like cloudbursts



 

Our climate dilemma
There is a clear gap between the challenges that Thomas Færgemann from 
CONCITO identifies in relation to climate change and the priorities that our 
customers voice. The competing sides need to work towards a long-term solu-
tion of the climate change issue and to help alleviate the concrete consequences 
being felt by our customers. Both sides are included in our climate work, but 
with an enhanced focus on the short-term consequences. We believe that we 
play an important part in helping our customers and the municipalities prevent 
damage caused by more extreme weather.  

Sharing tools and knowledge
We have launched several initiatives to help our customers reduce the risk of 
damage caused by extreme weather, such as our text message alert system and 
info videos about preparing for cloudbursts. We also offer our customers finan-
cial aid for the installation of a backflow preventer. To give our customers further 
incentive, we offer a 15 per cent discount on their home insurance premium 
once a backflow preventer is installed.

Our climate initiatives range from the development of concrete solutions to support for the 
understanding of the long term consequences of climate change.

Thomas Færgemann, Director of the 
green think tank CONCITO: 

 The major obstacle facing the 
climate agenda is the economic 
crisis, which causes many countries 
to neglect climate issues like curbing 
emissions in favour of economic issues 
like job creation. There is a silver lining 
in the fact that a growing number of 
major players like the World Bank are 
pointing to climate change as the top 
issue of this decade. But in Scandina-
via, the focus on growing the green 
energy sector tends to overshadow 
discussions about the ecological 
consequences of climate change and 
how they relate to our high levels of 
consumption.”

Our customers’ opinion
With regard to the climate issue, we can see that 80 per cent 
of our customers and potential customers consider it relevant 
for us to offer services that help them prevent damage as a 
consequence of extreme weather. However, only 43 per cent 
consider it relevant for us to help reduce global warming, and 
just 11 per cent identify climate change as an issue they expect 
us to help resolve.

consider it relevant for us to help 
prevent damage due to extreme 

weather like cloudbursts

80% 43% 11% We will focus even more on the short term consequences 
of the climate change and help our customers and munici-
palities prevent damages caused by extreme weather.consider it relevant for us to help 

reduce global warming
identify climate change as an issue 

they expect us to help resolve
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Our carbon 
footprint
We have high ambitions to 
improve the sustainability 
of our company’s day-
to-day operations. We 
were happy to see those 
ambitions reflected in 
this year’s Reputation 
Institute Survey, in which 
we moved 11 points in the 
category of Environmentally 
Responsible.  We are on 
track for reaching our 
goal of lowering our CO2 
emissions rate by 5 per 
cent by 2013. However, we 
have unfortunately seen a 
significant increase in our 
rate of air travel in 2012. 
A detailed breakdown of 
our emissions sources is 
available on page 59.

Climate Week
Every year, we organise a Climate Week in order to raise 
awareness among our employees about climate change. During 
the week, employees have the chance to get involved in public 
initiatives, participate in contests and become better informed 
about climate change.

Moreover, we work closely with municipalities, the Danish green think tank 
CONCITO and researchers to strengthen the work on climate adaptation in 
Scandinavia. For example, we cooperate with the research centre NORD-STAR 
on developing a new web-based visualisation program that shows which areas 
are currently at risk of flooding, how the situation will develop in the future, and 
what measures can be taken to avoid damage. You can read more about our 
cooperation on page 24.
 
Even though our customers do not consider the larger issue of global warming 
to be of the highest relevance to us, we still have to play our part in the fight 
against climate changes. If the negative development continues, it will become 
more and more difficult to prevent the damage caused by more extreme 
weather. That is why we are both obligated and well-positioned to support the 
long-term climate work. 

To that end, we have had a partnership with the World Wildlife Fund (WWF) 
since 2009, especially with focus on raising awareness of the climate issues 
through the Earth Hour campaign in Denmark and Sweden. 

OUR OTHER CLIMATE INITIATIVES AND  
ACTIVITIES INCLUDE:

•  Through the Danish industry body, we transfer data on weather-
related damage to municipalities in order to optimise investments in 
climate adaptation solutions. 

•  A free environmental report for customers with a defective window, 
which tells them how much they could save by replacing their old 
windows with energy efficient ones.

•  Being the insurer of the world’s very first offshore wind turbine and 
remaining a leader in a market that supports the development of 
sustainable energy.

•  Become the leading 
renewable energy insurer, 
and share our knowledge for 
the benefit of our customers;

•  Launch a new external 
climate portal with tips on 
how to prevent damage after 
extreme weather events;

•  Make an effort to reduce our 
company’s CO2 emissions, 
including a new internal 
climate action plan and a 
new responsible car policy;

•  Continue to develop our 
partnership with the WWF, 
focusing on research, training 
and sustainable solutions;

•  Develop partnerships with 
DONG Energy, suppliers and 
business partners to reduce 
our own and our customers’ 
CO2 emissions; and

•  Seek to identify climate-
friendly offers and solutions 
to reduce the environmental 
impact and CO2 emissions 
in connection with tenders 
and negotiations and in 
cooperation with suppliers.

Our 2013 targets
CLIMATE:

CLOSER TO: CLIMATE
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Codan has been witness to many incidents of flooding that might 
have been prevented with the right precautions. Video advice and a 
new text message alert service will help prepare customers for the 
next cloudburst.

Cloudbursts have become a growing challenge in Denmark. As an insurance 
company, Codan has been witness to many stories of flooded basements and 
property damage among our customers.

“We have a unique insight into the consequences that heavy cloudbursts have 
brought upon people in recent years. Given that fact, we felt compelled to take 
action in this area,” explains Peter Hupfeld, Director of Large and Complex 
Claims.

Sharing advice
To help prepare people for the next cloudburst, Codan launched two initia-
tives. The first was a series of short films with popular television personality and 
home improvement expert Erik Peitersen. He explained how to avoid flooding 
by installing a backflow preventer, which is an effective mechanism for preventing 
flooding through drains in the cellar. 

The films were also featured in the public service television programme OBS, 
which garners hundreds of thousands of viewers.

Alerts via texts
The second initiative was a new text message alert service which warns home-
owners about any potentially extreme cloudbursts forming in their vicinity. 
Approximately 5,600 people signed up for the alert service in the year following 
its launch.

 Being well-prepared is the most 
effective way of preventing damage 
from flooding. By combining advice 
about preparation for cloudbursts 
with a warning system that allows 
people to take action before a storm 
hits, we can help a lot of people avoid 
damage,” says Peter Hupfeld.

The two initiatives were presented 
as part of Codan’s involvement in 
Earth Hour, the WWF’s yearly global 
event. The 2012 Earth Hour cam-
paign in Denmark was nominated for 
national campaign of the year by IAA 
Denmark and received honourable 
mention.

Ready for the 
next cloudburst? 

Sign up for Codans 
free weather alert. 
Send a SMS with 
the text UVEJR to 
1919.

CASE: PREVENTING WEATHER RELATED CLAIMS
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A unique alliance between Codan and three of its major competi-
tors leads to funding for a project to visualise climate risk.

The Scandinavian insurance business is highly competitive, and cross-company 
initiatives are not a common occurrence. But the damage done by heavy cloud-
bursts in recent years has formed the basis for cooperation between Codan and 
three of its major competitors.

The first step in this unlikely alliance is to support the development of a new 
online tool that can help users test the climate risk in a certain area. The project 
is being developed by the research centre NORD-STAR.

“We will develop a web-based visualisation program that shows which areas 
are currently at risk of flooding, how the situation will develop in the future, and 
what measures can be taken to avoid damage,” says Professor Bjørn-Ola Linnér 
from Linköping University, Societal Dialogue Domain Leader at NORD-STAR.

To the benefit of many
The new tool is primarily being developed to help private homeowners plan, 
but it has the potential to benefit more than just the individual person or family.

There is a need to educate children about climate change, a re-
port from Trygg-Hansa showed. One in four children think climate 
change will be the end of the world.

More public awareness about the effects of climate change is needed for eve-
rybody in society – no matter their age. That fact was made clear by the report 
‘Världens chans’, which Trygg-Hansa published as part of the Swedish Earth 
Hour campaign. The report contained a study which showed that many chil-
dren are worried about climate change, but do not discuss the issue with their 
parents. 

According to the study, seven out of ten children between the ages of 11 and 15 
worry about the effects of climate change, and one in four of the children think 
climate change will result in the end of the world. The issue was shown to be of 
greater concern to the children than issues such as failing at sports or not having 
any friends at school. 

Involve the children in the debate
“We need to educate children about climate change from an early age in order 
to prevent the strong rhetoric used in the public debate from alarming them 
and help them know the facts of what is going to be a major issue for years to 
come,” says Johan Eriksson, PR & social media manager in Trygg-Hansa.

According to the study, families that frequently discuss climate change are much 
more likely to take measures to reduce CO2 emissions. However, six in ten 
children rarely if ever discuss the issue with their parents.

Little Climate School
To help meet the challenge of informing children about the realities of climate 
change, Trygg-Hansa released its ‘Världens chans’ report free of charge through 
Sweden’s online teaching forum ‘lektion.se’, with a plea to use the classroom to 
engage the students in a discussion about climate change.

In the following months, hundreds of teachers downloaded the report through 
the forum. 
 

 A lot of damage can be prevented 
through local government initiatives 
like ensuring proper drainage capacity. 
We want to help both the govern-
ment, businesses and citizens build in a 
more climate-ready manner,” explains 
Dorte Eckhoff, Codan’s Nordic CR 
Manager.

The new tool is expected to be ready 
for use by 2014.

REPORT: 

Children are worried 
about climate change

Visualising the climate risk

CASE: CLIMATE RESEARCH CASE: LITTLE CLIMATE SCHOOL
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39%
think that we should help prevent 

accidents among children
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Public safety is an issue close to our hearts and our business. We emphasise support for prevention 
programmes, especially concerning children, traffic and burglary.

standing partnership with the Child Accident Prevention Foundation and col-
laborate on a number of initiatives every year. One of the recurring campaigns 
is the National Reflector Day. We also support and partner with the Norwegian 
Air Ambulance on initiatives like teaching children first aid.

With regard to more concrete action, we have products that provide our 
customers with an incentive to invest in their own safety, such as a 25 per cent 
discount on home insurance premiums for customers who install a burglar 
alarm. Our line of commercial ‘Skadestop’ products offers a specifically tailored 
prevention programme based on a company’s injury history and frequency. The 
programme has proved quite effective, lowering injury rates by up to 30 per 
cent annually. Particularly our customers in the transport sector have had great 
success reducing their number of work-related injuries through the ‘Skadestop’ 
product. Our safety dilemma

Our initiatives in the area of safety are very much focused on prevention, which 
is a natural extension of our insurance business. We are involved in a large 
number of awareness raising initiatives concerning issues such as burglary, traffic 
safety and child accident prevention, and we often partner with government 
organisations or NGOs to carry out these campaigns.

However, we are often asked whether our awareness raising initiatives make a 
proven difference, and the answer is that we cannot be sure. As Professor Bjarne 
Laursen mentions, we can see a general progress in the area of accident preven-
tion, but it is very difficult to measure the direct effect of our campaigns. We 
believe that they make a difference, but we also believe that the campaigns need 
to be accompanied by more concrete initiatives.

Awareness and action
Our awareness raising initiatives fall within several safety issues. We have a long-

Professor Bjarne Laursen, Senior 
Researcher, Danish National Institute 
of Public Health: 

 One of the major hurdles is 
that accident prevention requires 
the cooperation of many different 
stakeholders, like governmental bod-
ies and NGOs. But overall, we have 
seen great progress in the area in 
recent times, especially with regard 
to areas like fatal child injuries and 
traffic injuries. There is always room 
for improvement, however. Severe 
(but non-fatal) injuries in general 
could be reduced, and sports injuries 
are not decreasing – they might even 
be increasing for some groups. And 
with regard to children’s accidents, 
we have seen a decreasing number of 
injuries, but more research is needed 
to determine whether the explanation 
might be reduced physical activity.”

Our customers’ opinion
Safety is considered by our customers and potential customers to 
be the area in which we are most obligated to contribute. Issues 
like the prevention of burglary, child accidents and drowning ac-
cidents are top scorers along with traffic safety. Furthermore, 64 
per cent of our customers expect an insurance company to offer 
information about prevention in respect of issues such as burglary.

OUR OTHER SAFETY INITIATIVES AND  
ACTIVITIES INCLUDE:

•  A partnership with the company Skistar to promote safety 
on ski slopes.

•  Production of films and reports that explain how to keep 
one’s home safe from burglars.

•  A partnership with the Swedish national life guard service 
SLS to help teach children how to swim.

identified prevention of burglary
50% 39% 39% There is no doubt that our customers expect us to work with 

safety. We will continue to focus on prevention – especially 
when it comes to burglary, child accidents and traffic safety.identified prevention of  

child accidents 
identified increased traffic safety

OUR 
LEARNINGS
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Our own safety
Even though we are not in a high-risk industry with regard to 
safety, we do take the issue very seriously, and we were happy to 
see our number of work-related accidents fall from seventeen to 
seven from 2011 to 2012. 

Some of our suppliers operate in industries with a higher risk of 
work-related injuries. To help promote safety in these industries, 
our Code of Conduct for suppliers stipulates that workers must 
have access to proper safety equipment and be well informed 
about health and safety risks. We also stipulate that chemicals must 
be handled and disposed of in a responsible manner.

Our 2013 targets
SAFETY:

•  Develop a new claims 
prevention strategy;

•  Grant charitable donations in 
the safety area;

•  Seek to reduce the number 
of children’s accidents via 
the child accident prevention 
foundations in Sweden and 
Denmark;

•  Share our knowledge about 
claims prevention with 
society at large; and

•  Take part in volunteering 
activities focusing on safety.

CLOSER TO: SAFETY
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Building on the success of the National Reflector Day in 2011, 
Codan in Denmark teamed up with the Child Accident Prevention 
Foundation again in 2012 to repeat the event and top last year’s 
result. 

The National Reflector Day took place on 25 October, with 100 Codan volun-
teers handing out 40,000 reflectors and 4,000 reflective waistcoats during the 
busy morning hours.

“We were very happy to be able to surpass last year’s success and truly embed 
the National Reflector Day as a yearly tradition,” says Henriette Madsen, Man-
ager of the Child Accident Prevention Foundation.

Race for reflectors
As part of this year’s National Reflector Day, Codan also helped organise two 
fun races through Copenhagen’s central park, Fælledparken – one for youths and 
adults and one for children between the ages of 2 and 10. 

The Reflector Race saw 300 runners clad in reflectors from top to toe traverse 
a dark five-kilometre route. In the children’s race, around 50 children sporting 
reflector vests completed a Centimarathon, running an impressive 42,195 cm.

Fun activity – serious issue
While the National Reflector Day’s activities were organised as a fun time for 
the volunteers, runners and children involved, it generates awareness of a very 
serious public safety issue. For Denmark’s many cyclists and pedestrians, a reflec-
tor increases their chance of being noticed by drivers at nighttime by 70 per 
cent. Nevertheless, only 34 per cent of those asked in a survey conducted in 
October said they wear reflectors on their clothing at night.

Also reflectors for the Swedes and Norwegians
Volunteers in Sweden and Norway also handed out reflectors in October 2012. 
In Sweden, 150 volunteers handed out 50,000 reflectors and 250,000 slap 
wraps, while 50 volunteers handed out 10,000 reflectors in Norway.

Being seen is being safe

The Norwegian Air Ambulance is a non-profit organisation rooted 
in a public culture of safety and is the lifeline for skiers and hikers in 
the beautiful but remote countryside. 

It can be the difference between life and death. When a person seriously
injured or falls gravely ill in one of the many remote and inaccessible regions of 
Norway, the Air Ambulance is the vehicle that can bring immediate medical  
attention and quickly transport them to the hospital.

”Response time is so critical in a rescue scenario and with our helicopters we are 
able to respond to a situation within minutes rather than hours, explains Marte 
Ramborg, Director of Communications at Stiftelsen Norsk Luftambulanse.”

The Air Ambulances respond to an average of 20 situations across Norway
every day.

A public culture of safety 
The helicopters, rescue personnel and emergency responses operations are
the essential part of the Air Ambulance. In 1988 the air ambulance services of 
Norway became a national and state financed service. But behind the public 
service is a deeper culture of safety rooted in the Norwegian public.

Stiftelsen Norsk Luftambulance is a non-profit organisation with 760.000 
members in a population of 5 million.The foundations owns the largest medical 
helicopter operator in Norway, and does extensive research and development 
aimed at helping injured and ill patients better every day. Codan in Norway has 
been working to support that public culture of safety along with Stiftelsen Norsk 
Luftambulanse since 2010.  One of the key initiatives has been the introduction 
of a free membership of the organisation with every child insurance plan Codan 
sells in Norway.

”We consider Codan somewhat of a role model for partnerships because they 
find a way to embed our aspirations for better safety directly in their
business and because we feel their genuine enthusiasm for improving public
safety in Norway,” says Marte Ramborg.

Building first responders from an early age
As a member of Stiftelsen Norsk Luftambulance children down to the age of
six are offered a seminar in first aid.

 It is important that children are 
also prepared to respond if an
emergency should arise. For the very 
young children we teach them skills
like how to call our ambulances and 
roll a person safely onto the side. But 
from the age of eleven they can actu-
ally learn to perform heart and lung
resuscitation or instruct an adult in the 
technique,” Marte Ramborg
emphasises.

First aid training for children was also 
the focus of another activity in the 
partnership between Norsk Luftam-
bulanse and Codan. In early March 
2013 they teamed up to help train  
approximately 800 young ski-enthusi-
asts be better prepared for emergen-
cies as part of the annual children¹s 
skiing event Barnas Holmenkolldag.

Airborne safety in Norway

Safety Box
The National Reflector Day 
is only one of our activities 
organised in cooperation 
with the Child Accident 
Prevention Foundation. 
Another is the Safety 
Box, which raises Danish 
parents’ awareness of the 
importance of insuring 
toddlers. We offer six 
months’ complimentary 
insurance to anyone who 
signs their child up for a 
Safety Box. 

CASE: CHILD ACCIDENT PREVENTION FOUNDATION CASE: AIR AMBULANCE
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To better understand and help counter Sweden’s growing problems 
with burglary Trygg-Hansa took the unorthodox approach of enlist-
ing two experienced burglars.

Over the last ten years, burglary levels in Sweden have risen drastically. The 
number of break-ins has increased by 30 per cent for houses and 50 per cent 
for apartments. One in ten Swedes is now likely to experience the hassle and 
violation of a burglary that no insurance can eliminate. 

Trygg-Hansa has also seen the level of reported burglaries rise continuously in 
recent years and took unorthodox action in 2012 to help counteract the prob-
lem by taking advice from two experienced burglars.

Insider knowledge
Christer Karlsson and Sven Lönn have perpetrated an estimated 5,000 successful 
break-ins each. Today, they are both reformed and work to redeem themselves 
and help reform other criminals. 

With their aid, Trygg-Hansa produced the report ‘In the Mind of the Burglar’, 
which answered questions about how to make one’s home safer from break-ins. 
The report was accompanied by short films that also featured the two former 
burglars and summarised some of the report’s conclusions.

 We are there to help if our 
customers are among the unfortunate 
ones who suffer a break-in, but the 
best thing for both them and us is to 
prevent break-ins. We hope that the 
inside knowledge found in the report 
and the films can help everyone 
understand how to make their home 
less open to unwelcome visitors,” says 
House and Home Insurance Expert 
Håkan Franzén from Trygg-Hansa.

Know your enemy

Burglary 
prevention 
films in 
Denmark
Codan in Denmark also 
produced several films 
about burglary prevention 
in 2012 in collaboration 
with Danish police. You 
can learn more about our 
Danish initiatives here: 
www.codan.dk/indbrud. 

CASE: IN THE MIND OF THE BURGLAR
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Our health dilemma
There is some difference between what our expert identifies as the health chal-
lenges and in which areas our customers believe we should act. As with climate, 
it is a question of focusing on the long-term solutions or reacting to the conse-
quences short term. 

We believe our most important priority is to address the consequences of the 
health problems in the short term because this is what lies closest to our busi-
ness and skill-set. However, we also believe we can play an important part in ad-
dressing the fundamental causes of lifestyle health problems such as obesity. That 
is why our health initiatives address both the causes and symptoms, as shown on 
the next pages.

The health area is closely linked to our business through  
partnerships as well as products. 

Healthy partnerships and products
Much of our preventive health work takes place via partnerships. One such 
partner is the DaneAge Association, the Danish special interest group for the 
elderly, with which we have established a fund that accepts applications for fi-
nancial support from DaneAge’s local sections. Thirty-five initiatives were funded 
this way in 2012, including local dining clubs, gymnastics and support groups for 
people suffering from dementia. Our most long-standing partnership is with the 
independent association Danish Doctors’ Insurance, which supports medical 
researchers.

The part of our initiatives that deals with direct treatment of health issues pri-
marily relates to our healthcare business. Through our range of health insurance 
products, Codan Care, we help our commercial and private customers recover 
from any illness or accident more expediently than the public healthcare system 
is often able to. 

We collaborate with some of the most capable private health service providers, 
such as Vertikal Helse in Norway, to offer highly skilled healthcare services to our 
customers.

Professor Göran Tomson, Health Sys-
tems and Policy, Karolinska Institute: 

 Lifestyle and tobacco-related 
health problems, such as obesity and 
lung cancer are among the major 
challenges in Scandinavia. So is mental 
illness, as one in three young women 
and one in four young men consider 
themselves in less than optimum men-
tal health. Difference in life expectancy 
also persists between, for example, 
people with low and high levels of 
education. It is generally believed that 
people’s expectations towards health 
services will increase, but there is 
no conclusive evidence to support 
that. The level of satisfaction with 
healthcare remains constant around 
two-thirds, and only a small minority is 
completely dissatisfied.”

Our customers’ opinion
Contributing to a general improvement of the public health is not 
something a great number of our customers expect from us. Just 
21 per cent identified this as an issue that an insurance company 
should help resolve. However, expectations rise when it comes to 
the more concrete initiatives. For example, 74 per cent agree that 
it is relevant for an insurance company to help customers return 
to work quickly following an accident or a period of illness.

OUR OTHER HEALTH INITIATIVES INCLUDE:

•  A partnership with the LEV National Association (for disabled 
people), the Danish interest group for people with learning disabilities

•  Contributing actively to the public discussion of healthcare.

Our 2013 targets
HEALTH:

•  Share our knowledge about 
claims prevention with society 
at large;

•  Involve our employees in 
our corporate responsibility 
activities through an annual 
health week;

•  Grant charitable donations in 
the health area;

•  Continue our volunteering 
activities focusing on health; and

•  Continue to develop our health 
activities for employees to 
reduce sickness absence.

consider it relevant for us to  
support organisations that 

promote public health

44% 57% 74% Our most important priority will continue to be the 
consequences of the health problems in the short term. 
This is what lies closest to our business and where we 
can do the most positive difference.

agree that it is relevant for us to 
help prevent illness among our 

customers

agree that it is relevant for us to  
help customers back to work quickly 

after an accident or an illness.

OUR 
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DOWNLOAD OUR FIRST AID APPS HERE:

Our own healthy organisation
Cultivating a healthy lifestyle for our employees is a fundamental part of our organisation. In 2011, our 
Danish offices had a thorough report done on the health of its employees. It showed an encouragingly 
low consumption of tobacco and alcohol, but a higher than desirable level of obesity. We hope to 
combat this trend by continuing to support our employee-run sports unions, whose membership 
rates have been consistently rising, and by always providing our employees with healthy meal options.

We also emphasise health through an annual health week that features an even greater range of 
activities. We offer our employee’s massage therapy, physical therapy and other treatments. In addition, 
all our employees are covered by our own Codan Care health insurance policy.

Top 3 healthiest company in Denmark
In 2013 we participated in the competition for becoming the healthiest company in Denmark. A jury 
of seven health experts rated us top 3 out of 130 companies, which is an achievement we are really 
proud of.

The jury stated: “We would like to credit Codan for an impressive organisation and range in their 
health work, particularly when it comes to healthy diet and strengthening the employees’ physical 
condition. Also, Codan really tries to handle the challenge of getting the health work out to the 
employees at the local offices.”

Download the First aid App

Danish – for iPhonesSwedish – for androids and iPhones

In case of emergency you need to know what to do instantly because every second may count. To help you be prepared for 
any situation we created an iPhone app as a guide to first aid. It¹s our small contribution to spread the word of what to do 
if something, God forbid, should go wrong. Especially to the young ones.

CLOSER TO: HEALTH
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Excellent research is the backbone of medical science, and for over 
a hundred years, Codan has offered financial aid to Denmark’s emi-
nent medical researchers of today and tomorrow.

Landmark research in understanding medicinal side effects during pregnancy, 
major strides in the area of human metabolism and inflammatory processes, 
groundbreaking work in diagnosing and treating people suffering from dementia.

These are some of the achievements of three medical researchers who have 
been honoured with grants from Danish Doctors’ Insurance – an independent 
association sponsored by Codan and SEB for over a hundred years. Over the 
past five years, Codan has donated an average of DKK 213,000 a year to Danish 
Doctor’s Insurance.

Investing in the future
Every year, Danish Doctors’ Insurance’s presents a DKK 100,000 grant to a 
doctor who has made a significant contribution to medical science through his 
or her research. Every other year, the association also presents the Education 
Award, a DKK 50,000 grant, to a doctor who has helped advance education in 
medical science.

In addition, Danish Doctors’ Insurance offers research grants to scholars going 
abroad and financial aid to needy spouses and children of departed members. 

 We aim to support both the 
elite researchers of today and those 
of tomorrow. We have one of the 
top three research environments for 
medical science, and investing in our 
young talent is crucial if we want to 
maintain that position and the ex-
pertise our healthcare system needs,” 
says the Chairman of Danish Doctors’ 
Insurance, Professor Henning Beck-
Nielsen, DMSc.

A century of support 
for medical science

Even though the Scandinavian countries are renowned for their 
public healthcare, there are signs of dissatisfaction with the level of 
care, and private health insurance is on the rise. 

TIn March 2012, District Director Nalle Pedersen got an urgent call from one of 
his Codan Care customers. His wife had become ill. Local doctors had diag-
nosed her with stress and a headache, but the husband feared something even 
more serious might be wrong.

As a precaution, Nalle Pedersen quickly arranged for a checkup at a private 
hospital. It turned out that the woman had a large tumour in her heart, which 
doctors took immediate action to remove. She has since recovered well, but the 
hospital warned her that without the quick care she might not have survived.

Concern about public care 
The woman’s ordeal serves as a dramatic reminder of the benefits that a private 
health insurance policy can grant – benefits that more and more customers are 
asking for.

In 2011, a survey by YouGov on behalf of Trygg-Hansa showed that nearly one 
quarter (23 per cent) of Swedes were dissatisfied with the level of care they 
received. Fully half (50 per cent) believed that they would personally need to 
take greater financial responsibility for their medical care in the future.

”There has been a clear market for an alternative to the established healthcare 
systems. There is a need from both individual persons and companies for more 
expedient service,” says Kent Andersson, Director of Nordic Care.

Apparent benefits and rising use
The benefits of a health insurance plan for companies are clear. A healthy and 
productive workforce is crucial to remaining competitive in a tight economy, 
while sick days are both disruptive and expensive.

 It is a necessary safety net. Espe-
cially for small companies, which are 
so dependent on the individual em-
ployee. If they can fast-track a treat-
ment period through health insurance, 
it can quickly return their investment,” 
explains Kent Andersson. He adds that 
the product’s rising popularity is actu-
ally also a challenge.

 People have got used to their 
healthcare plan and are using it more 
extensively. So while there is growth in 
the market, there is also a rising cost 
associated with providing healthcare 
insurance.”

Twenty-five per cent of Codan Care 
customers use their policy every year, 
and 61 per cent of expenses related 
to the policy go towards surgeries.

Codan Care – for Scandinavia’s 
changing healthcare

CASE: DANISH DOCTORS’ INSURANCE CASE: CODAN CARE
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Almedalen Week is Sweden’s major public forum for all things 
political. This includes the development of the healthcare systems, 
and Trygg-Hansa was present to offer new data and the insurer’s 
perspective.

Health insurance providers are a growing part of Scandinavia’s healthcare 
systems, which are evolving to meet the needs of populations with an increasing 
average lifespan. As a result, the insurance providers are also taking on a more 
active role in the public discussion of healthcare.

For the fourth year in a row, the stage where Trygg-Hansa made its contribution 
to Sweden’s national discussion on healthcare was at Almedalen Week, the an-
nual summer event and public forum where politicians, citizens and other players 
in society converge on the city of Visby for a week of speeches, presentations 
and spirited debate.

Should we pay more or expect less?
As its contribution to Almedalen Week, Trygg-Hansa presented a new survey 
that gauged the Swedish population’s view on the future of their healthcare. The 
survey also polled over 60 politicians on the same question to identify correla-
tions and deviations between the two groups.

Among the survey’s findings was a public view that healthcare costs would rise 
in the coming years and that the answer should be increased taxation to man-
age the cost rather than alternatives like cutting programmes or instituting fees 
for certain health services.

However, a majority of the public saw a need for private health insurance. Many 
of the politicians polled disagreed with that view.

A topic for discussion
In the spirit of Almedalen Week, the presentation of the survey was followed by 
an expert talk and panel discussion on the future financing of Sweden’s health-
care system featuring several members of the Swedish Parliament. 

Kent Anderson, Director of Codan 
Care, gave the initial presentation and 
participated in the panel. He says of 
Almedalen Week:

 This is an important platform for 
us. It gives us a chance to network and 
to help drive the debate in an area of 
public policy that is very close to our 
heart and our business.”

Aiding the national  
healthcare debate

Denmark’s 
political festival
Codan is also present at 
‘Folkemødet’ (The People 
Meeting), which is the 
Danish equivalent to 
Almedalen Week held 
every year on the island of 
Bornholm. In 2012, Codan 
contributed to discussions 
about health and how to 
legislate with regard to 
sustainability.

CASE: ALMEDALSVECKAN / ALMEDALEN WEEK
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The employees are the face of our company in relation to our customers and 
the public, but also to their colleagues. Keeping a welcoming smile on the face 
helps us create the positive working environment that we want in our company, 
and we believe it also shows in our employees’ level of engagement. That level 
rose in 2012 from a 4.15 average to a 4.24 average according to our engage-
ment survey conducted across Denmark, Sweden and Norway.

Ditte Marstrand Wulf, HR Director, says: 

 We are very happy to have improved in a number of areas. Notably with re-
gard to development and learning, where I believe our emphasis on e-learning is 
paying off. But also with regard to mission and purpose, which I consider a clear 
sign of our customer-oriented business strategy becoming better entrenched 
throughout our organisation.”

Engaged employees implement our policy
The high level of engagement among our employees is also a driving force 
behind many activities, such as the right to use two paid working days a year for 
volunteer work, as well as our yearly climate week and health week. We estimate 
that 454 of our Scandinavian employees took advantage of the opportunity to 
do volunteer work in 2012. 

Having our employees display that level of commitment and having them help 
implement our corporate responsibility policy are very much in alignment with 
two of our corporate values – ‘doing the right thing’ and ‘positive people’. See all 
our company values in the box on the next page.

Healthy initiatives are in no way limited to one week a year as we provide 
healthy meal alternatives, support company sports and exercise activities all 
year round. All these activities are part of the work we do to promote health 
throughout our organisation.

The importance of mental health
The mental health of our employees is equally as important to our efforts, and 
it is an issue to which we are giving increased attention. The challenge is difficult 
because mental health is often a very private and sensitive topic surrounded by 
preconceptions.

In Denmark, one of the concrete actions taken has been to offer our employees 
courses in spotting stress symptoms – not only for themselves, but also in regard 

to their colleagues. The initiative was born out of a series of similar courses for 
the management, after which it was pointed out that colleagues could be equally 
as valuable, if not more so, in spotting and addressing symptoms of emerging 
stress.

The issue was brought to the forefront when a governmental audit and an ex-
ternal investigation showed problems with office bullying in parts of our Norwe-
gian organisation. We sought to combat the problem through a series of initia-
tives and were very glad that a subsequent government investigation showed no 
further signs of bullying. Furthermore, the number of sick days per employee in 
Norway dropped to 9.6 in 2012 from 12.5 the previous year. Nothing definite 
can be said about a correlation, but the situation still serves as a reminder to 
keep striving towards creating a healthy working environment for all our em-
ployees – both physically and mentally.

Focus on employee retention and branding
In keeping with the topic of creating a positive working environment, one of 
our main goals of the last years was reached when the employee turnover level 
started to fall. After a period of increased employee turnover, particularly in the 
outbound call centre, we introduced a number of initiatives to help increase the 
retention level. At year-end, we could look back at a turnover rate of 13.6 per 
cent, down from 16.3 in 2011. 

Another of the major focal points in 2012 has been the more proactive brand-
ing of our company as an attractive place of employment. To this end, we have 
been visiting recruitment fairs and become more visible in social media. We have 
sought to use our employees’ own professional and personal networks more 
strategically to optimise our recruitment, e.g. by encouraging employees to share 
relevant vacant positions through their LinkedIn profile. We have also introduced 
the new Talent Finder Programme, which offers bonus incentives to managers 
and employees for recommending a position to highly qualified people in thir 
personal network. The efforts are reflected in our employer reputation score. 
Codan in Denmark climbed impressively from a score of 50.4 in 2011 to 57.1 in 
2012, and Trygg-Hansa improved from a 55.7 to a 60.6 score.

On top of that our work on rebranding both Trygg-Hansa and Codan will make 
it clearer to potential employees what makes our organisation unique. This will 
play a vital part in further strengthen our employer brand.

We consider it a proven fact that healthy, happy and engaged employees are essential to both our 
business and our corporate responsibility work. Throughout the year, we have striven to improve 
our employer brand while keeping our employees enthusiastic and engaged. 

CLOSER TO: OUR EMPLOYEES
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Whistleblowing 
Our whistleblowing policy 
is implemented throughout 
our organisation. It ensures 
that our employees know 
how to act and who to 
contact if they discover or 
suspect fraud, bribery or 
embezzlement, or if any of 
our own business principles 
are not followed in the 
day-to-day work. In 2012, 
we had one reported case 
through the system.

Diversity and inclusion
Our strong focus on diversity helps us relate more closely to our customers and their needs, attract 
and retain the best people, further deepen the commitment of our workforce and ultimately support 
our strategic business targets. In 2012, RSA launched a global programme to drive and integrate 
diversity and inclusion into strategic priorities, making it a part of who we are and what we do as a 
global organisation. This programme is founded on a better understanding of our current workforce 
profile, on new data and stretching 2020 goals to drive fast, tangible action, stating RSA’s high 
commitment.   

A Global D&I Team and a Global Steering Committee have been formed to determine how we 
can foster a more inclusive environment and help build our workforce for the future. The Steering 
Committee includes, among others, the Group CEO, the Group Human Resources Director and 
regional CEOs, while a Diversity Council includes independent experts to provide advice and input 
from external research.

Responsibility is central to how we operate, with ‘doing the right thing’ 
as an intrinsic part of our values. We strive to conduct our business with 
integrity and in a fair, transparent manner, adhere to ethical standards and 
respond appropriately to stakeholders’ needs. Our business builds on 
these five values:

Ready for the future
As all other companies, we are forced to adapt to and align ourselves with the 
changes impacting our industry and our company, as this is the only way to 
proactively develop products and services that match our customers’ expecta-
tions today and in the future. That is why all our managers have been offered the 
opportunity to take change management courses in 2012 and 2013. Through 
the courses, our managers especially learn how to focus on people and how to 
create the right conditions for those affected by change to eventually adopt new 
behaviours and ways of working. In other words, the managers strengthen their 
ability to coach and develop the employees in their team. 

A respectful and proper exit
While we are making new strides in our recruitment work, we are also taking 
measures to ensure that colleagues leaving our organisation are given the best 
possible platform to continue their careers. Like many major companies, we are 
in the process of preparing and reshaping our organisation to be able to invest 
in the future. It is a necessary process that will secure our place in the market 
for years to come, but it does have inevitable consequences. Some positions are 
reshaped and others are dissolved. 

We cannot ignore the need to modernise our organisation, but we do feel an 
obligation to make the transition as seamless as possible for those affected. It 
is important that they receive the help and advice necessary to move forward. 
To that end, we collaborate with a number of expert providers of outplacement 
programmes that offer guidance and counselling to those leaving our organisation.

USING BRIGHT IDEAS

DOING THE RIGHT THING

GETTING THE JOB DONE

POSITIVE PEOPLE

PROVIDING BRILLIANT SERVICE

OUR COMPANY VALUES
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Our company
The Codan Group is an integrated part of the RSA Insurance Group plc., one of 
the world’s leading multinational insurance groups. RSA employs around 23,000 
employees to service approximately 17 million customers in 140 countries.

Our two primary businesses are Codan in Denmark and Swedish Trygg-Hansa. 
We also have insurance activities under the Codan brand via our branch in 
Norway. 

Our official headquarters are located in Copenhagen. However, in reality we 
operate as an integrated Nordic organisation with functional head offices in 
Denmark, Sweden and Norway.

Our Board of Directors
Our company is governed by a two-tier management system which separates 
our Board of Directors from our Board of Management and our Senior Execu-
tive Team.

The Board of Directors is responsible for setting out the framework and risk ap-
petite for the company. Directors are elected every year at the Annual General 
Meeting. The Board of Directors consists of eight members. Since April 2012, 
our Chairman of the Board has been Lars Nørby Johansen.

Three of our board members are external and independent and one member 
of the Board of Directors is independent and have qualifications in account-
ing. Furthermore, three of the eight serving board members are elected by the 
employees.

Our Board of Directors has appointed two committees: 1) Nomination/Remu-
neration Committee which evaluates and oversees its own work and competen-
cies, and 2) an Audit Committee with the purpose of overseeing key company 
processes, such as financial reporting, internal control systems, risk management 
and the internal audit function. The committee also monitors the statutory audit 
of the company’s annual report and the independence of the external auditors.

Our Board of Directors receives an annual report on the status and develop-
ment of our corporate responsibility initiatives.

Our products and key figures
We sell a broad spectrum of insur-
ance products to both private indi-
viduals and businesses.

Our personal insurance business in-
cludes products such as home, family, 
motor accident and travel insurance. 
Through our commercial insurance, 
we offer products like property, cargo, 
marine and wind turbine insurance. 
We also sell health insurance to both 
private individuals and businesses.

•   In Scandinavia, the Codan Group 
has some 3,425 employees. Of 
these, 1,702 work in Sweden, 
1,463 in Denmark and 260 in 
Norway. 

•  In 2012, approx. 730,000 claims 
were reported in Scandinavia. This 
corresponds to approx. 2,000 
claims per day.

•  In 2012, Codan and Trygg-Hansa 
paid out DKK 10.34 billion in 
claims.

FactsCORPORATE STRUCTURE OF BUSINESSES

KEY FIGURES

RSA GROUP

CODAN A/S

CODAN 
FORSIKRING A/S

TRYGG-HANSA
FÖRSÄKRINGS AB

2011
16,008 million

2011
2,351 million

2011
85.4 %

2012
16,438 million

2012
2,176 million

2012
86.6 %

Net written premiums Underwriting result1 Combined ratio2

*) The 2011 figures have been translated at 2012 exchange rates.

1) The underwriting result consists of net earned premiums less claims and expenses.

2) The combined ratio is the sum of the net claims ratio (relative to earned premiums) and the net expense ratio (relative to written premiums).
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Our Board of Management and Senior Executive Team
Our Board of Directors appoints our Board of Management to be in charge 
of the company’s daily operations. Included in those responsibilities are the 
implementation and execution of our corporate responsibility strategy. In col-
laboration with the Senior Executive Team, our Board of Management reviews 
benchmarks and strategic areas to ensure that the implementation process is 
progressing as planned.

In accordance with those responsibilities, our corporate responsibility initiatives 
form part of bonus goals for relevant members of the Senior Executive Team 
and employees.

Our corporate responsibility initiatives – day-to-day
While our Board of Management and Senior Executive Team review the imple-
mentation of our corporate responsibility strategy, the day-to-day activities that 
make up the implementation process are administered by Corporate Communi-
cations & CSR.

The implementation work is often performed in cooperation with other rel-
evant departments, such as HR or Product Development, and a large part of the 
corporate responsibility initiatives are carried out by interdisciplinary teams. This 
helps embed the corporate responsibility initiatives throughout the whole of our 
organisation. 

To strengthen this embedding process, we organise themed weeks for the 
employees every year with focus on climate and health. We have also intro-
duced a Guide to Green Business Conduct, which is mandatory e-learning for all 
employees, and we are in the process of rolling out Code of Conduct to all our 
suppliers. 

Our corporate responsibility 
reporting
We have been preparing and publish-
ing corporate responsibility reports 
since 2008. The reports present the 
different areas, aspects and develop-
ments of our corporate responsibility 
initiatives. The reports also describe 
how we comply with the AA1000 
principles, including inclusivity, mate-
riality and responsiveness. Our data, 
which we have been compiling since 
2006, are reviewed by independent 
auditors. We report in accordance 
with the international GRI standard, 
based on which we remain at B Level 
in 2012. 

Internally, the corporate responsibility 
report serves as our annual scorecard, 
on which we review and evaluate the 
year’s activities and developments 
relative to our strategic areas and 
goals.
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To the stakeholders of Codan   
We have been engaged by Codan A/S’s (Codan) Manage-
ment to obtain moderate assurance (review) that Codan 
adheres to the AA1000 AccountAbility Principles and to 
obtain limited assurance (review) that selected quantitative  
Corporate Responsibility (CR) data covering January 1 to 
December 31 2012 on pages  58 and 59 in the Corporate 
Responsibility Report 2012/2013 (the Report) are docu-
mented. 

Criteria for the preparation of reporting
The criteria for the preparation of the CR data and 
information are evident from the Codan About the 
Report which can be found at http://www1.codan.dk/
om-codan/csr/pages/rapportering.aspx. The Codan 
About the Report contain information concerning which of 
Codan’s activities and functions are included in the report-
ing, types of data and registration and collection methods 
applied. 

Management’s responsibility
Adherence to the AA1000 AccountAbility Principles of In-
clusivity, Materiality and Responsiveness is the responsibility 
of Management. Furthermore, Management is responsible 
for preparing the CR data as well as for establishing data 
collection, registration and internal control systems with a 
view to ensuring reliable reporting by specifying acceptable 
reporting criteria and data to be collected for intended 
users of the Report.

Assurance provider’s responsibility
As assurance provider, it is our responsibility, on the basis 
of our work, to make observations and recommendations 
with respect to the nature and extent of Codan’s adher-
ence to the AA1000 AccountAbility Principles, and to re-
view the reliability of the CR data presented in the Report 
with the purpose of expressing a conclusion.

In the reporting period we have not performed any tasks 
or services for Codan or other clients which would have 
conflicted with our independence, nor have we been 
responsible for the preparation of any part of the Report. 
Thus, we are independent as defined in the AA1000 As-
surance Standard (AA1000AS (2008)), and we consider 
our team qualified to have carried out this independent 
assurance engagement. Our team of experts holds compe-

tencies within performing assurance of non-financial data, 
AA1000 adherence and within assessing such data and 
information. In addition, our team has competencies with 
regard to assessing sustainability management systems. 

Scope, standards and criteria used
We have planned and performed our work on the basis 
of AA1000AS (2008), using the criteria in the standard to 
perform a Type 2 engagement to obtain moderate assur-
ance (review), and in accordance with the International 
Standard on Assurance Engagements (ISAE) 3000, “Assur-
ance engagements other than audits or reviews of historical 
financial information” to obtain limited assurance (review). 
The assurance obtained is limited as our work has been 
limited compared to that of a financial audit engagement. 
Principally this assurance includes inquiries, interviews and 
analytical procedures. 

We have worked to obtain:
•  Moderate  assurance (review) that Codan adheres to 

the AA1000 AccountAbility Principles;
•  Limited assurance (review) that the quantitative CR 

data for 2012 in the Report are documented.

Methodology, approach, limitation and scope  
of work
Our methodology has included procedures to obtain 
evidence of Management’s commitment to the AA1000 
AccountAbility Principles and of the implementation of 
systems and procedures in support of the principles at 
corporate level. 

Our methodology has also included procedures to obtain 
evidence of the CR data for 2012 presented in the Report. 
The procedures chosen are dependent on our judgment, 
including the assessment of the risks of material data mis-
statements. In conducting those risk assessments, we have 
considered internal controls relevant to the preparation 
and presentation of environmental and social data in order 
to design assurance procedures which are appropriate 
under the circumstances.

Based on an assessment of materiality and risk, our work 
has included:

(i) Enquiries and interviews with members of Executive 

Management, the Corporate Responsibility department 
as well as management of selected corporate functions at 
regional level regarding Codan’s adherence and commit-
ment to the AA1000 AccountAbility Principles as well as 
the existence of systems and procedures to support adher-
ence to the principles and embedment of the principles at 
corporate level.

(ii) Sample testing of group key processes and controls 
which form part of management reporting systems, pro-
cesses and internal guidelines, and the obtaining of evidence 
supporting the CR data for 2012 disclosed in the Report. 
Our review of CR data has been undertaken in Denmark, 
Norway and Sweden and combined with analytical assur-
ance procedures at group level.

Conclusion 
Regarding AA1000APS (2008)
Based on our review, nothing has come to our attention 
causing us not to believe that Codan does adhere to the 
AA1000 AccountAbility Principles.

Regarding data
Based on our review, nothing has come to our attention 
causing us not to believe that 2012 data stated on the 
pages 58 and 59 of the Report have been stated in  
accordance with the methodology and criteria described  
in the Codan About the Report.

Observations and recommendations
According to AA1000AS (2008), we are required to 
include observations and recommendations for improve-
ments in relation to Codan’s adherence to the AA1000 
AccountAbility Principles.

Regarding inclusivity
RSA Group’s business principles, brand beliefs and Corpo-
rate Responsibility (CR) policy suite continues to constitute 
Codan’s commitment to accountability and engagement. 
During 2012 this commitment has been reinvigorated by 
RSA Group through an inclusive CR strategy development 
process and the establishment of a new CR governance 
structure in the form of an executive CR committee and 
executive ownership of priority areas in the CR strategy 
- an ownership that directly involves executives of Codan. 
The AA1000 principles are reflected in the overarching 
theme of prevention and protection and going forward the 
CR approach involves a stronger focus on internal and ex-
ternal stakeholder engagement across the organisation. The 
commitment to the principles themselves is outlined in the 
Report and the focus on engagement will be visible when 

Codan in 2013 develops its regional CR strategy. 

In terms of measuring impacts and shared value of the 
new approach we recommend that Codan builds in not 
only measures of input and output, but also measures of 
outcomes and impact in the development of the regional 
CR strategy.  

Regarding materiality
Codan continues to use a wide range of sources from CR 
employee surveys over third-party led corporate stake-
holder feedback and corporate materiality assessment to 
benchmarking in the materiality determination process 
which defines the Codan three-year CR strategy and the 
Report content. In 2012 Codan has developed a set of 
criteria to be used in the materiality assessment process in 
2013 when developing the new Scandinavian CR strategy. 

We have no significant recommendations regarding mate-
riality. 

Regarding responsiveness
Codan continues to respond to material stakeholder issues 
through its commitments to accountability and engagement 
in the core and crosscutting CR themes climate, health and 
safety by considering the Scandinavian markets’ different 
levels of maturity and resources. This is evident from on-
going communication incl. the Report and integration into 
products and services. 

Responsiveness is also evident from new and more creative 
ways of engaging and communicating through the use of 
new media-channels and campaigning activities. Specifically 
Codan has in 2012 developed a position on responsible 
investment which we commend. 

We have no significant recommendations regarding re-
sponsiveness. 

Copenhagen, July 03, 2013 
PricewaterhouseCoopers
Statsautoriseret Revisionspartnerselskab

Ole Fabricius  Jens Pultz Pedersen
State Authorised   MSc in Engineering 
Public Accountant    

INDEPENDENT ASSURANCE STATEMENT 
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GRI INDEX
We constantly strive to improve and develop our corporate responsibility 
report. That is why we follow several of the Global Reporting Initiative (GRI) 
guidelines. The table refers to the GRI indicators we have chosen to address in 
this report. According to our assessment, the report meets the level B require-
ments of the GRI G3 guidelines.

You can find our GRI index at codan.dk/csr.

You can also visit www.globalreporting.org/home for more information on the 
guidelines and the categories we have chosen to address in the report.

REPORTING 2010 - 2012  –  CUSTOMERS

Customers Denmark Sweden Norway

2010 2011 2012 2010 2011 2012 2010 2011 2012

Customer satisfaction Personal customers 83% 83% 81% 79% 79% 79% – – 83%

Commercial customers 86% 86% 80% 79% 78% 76% – – –

Customer loyalty1 Personal customers 43% 46% N/A 36% 38% N/A – – –

Commercial customers 43% 42% N/A 44% 41% N/A – – –

Customer satisfaction 

- claims handling

Personal customers 81% 80% 79% 75% 74% 80% – – 72%

Commercial customers 77% 80% 73% 73% 69% 67% – – –

1. In 2012 the measurement of customer loyalty ceases (Based on Gallup’s Brand Tracking)

REPORTING 2010 - 2012  –  EMPLOYEES

Employees Denmark Sweden Norway

2010 2011 2012 2010 2011 2012 2010 2011 2012

No. of active FTEs (December 31st) 1,466 1,493 1,463 1,658 1,682 1,702 236 269 260

Gender split for leaders (December 31st)

 - % women 30% 31% 33% 38% 39% 39% 40% 32% 26%

 - % men 70% 69% 67% 62% 61% 61% 60% 68% 74%

Joiners 14% 14% 10% 15% 14% 11% 35% 34% 13%

Leavers 11% 12% 12% 16% 19% 13% 27% 14% 23%

General satisfaction and engagement1 4.12 4.23 4.31 3.93 4.10 4.20 4.04 4.06 4.21

Avg. no. of sick days per employee2 8.20 8 8 7.30 8.10 8.30 12.40 12.50 9.60

Industrial injuries 12 11 4 3 5 3 0 1 1

Industrial injuries per 1,000 active FTE 8.19 7.37 2.73 1.81 2.97 1.76 0 3.72 3.85

Workplace reputation - Reputation Institute3 52.704 50.40 57.10 55.704 55.60 60.60 – – –

1.  Gallup’s employee satisfaction survey. The survey scores companies on a scale from 0 to 5, with 5 being the highest possible employee satisfaction and engagement level.
2. The decrease in sick leave i Norway is partly due to changes in the measurement method.   
3.  Workplace reputation is measured every second year. Please nortice that all reputation figures has been cleansed for cultural bias. The figures for 2009 and 2011 therefore differ from previous reports. 

The figures for 2012 are based on reputation surceys conducted in spring 2013 and shows the total RepTrak Pulse score.
4.  2009

REPORTING 2010 - 2012  –  COMMUNITY

Community Denmark Sweden Norway

2010 2011 2012 2010 2011 2012 2010 2011 2012

Charitable donations (mio. DKK)1 5.50 7.60 3.70 6.30 6.50 5.70 0.03 0.01 0.07

Number of employees having participated in  
community volunteering activities during  
working hours2

235 220 213 757 345 182 89 11 59

General reputation - Reputation Institute3 50.604 48.30 47.50 59.504  60.10 57.80 – – –

1. The figures in Denmark includes donations distributed through the Codan Foundation, but not sponsorships intended for marketing purposes. The amounts include VAT.   
2. An employeee may count several times in the statistics if the employee has participated in volunteering activities more than once.      
3.  General reputation is measured every second year and the total score is based on a survey conducted by the Reputation Institute among customers and non-customers. Please notice that all reputation 

figures has been cleansed for cultural bias. The figures for 2009 and 2011 therefore differ from previous reports. The figures for 2012 are based on reputation surveys conducted in spring 2013 and 
shows the total RepTrak Pulse score.   

4.  2009

REPORTING 2010 - 2012  –  ENVIRONMENT

Environment Denmark Status 2013 
targets

Sweden Status 2013 
targets

Norway Status

2010 2011 2012 2010-12 2010 2011 2012 2010-12 2010 2011 2012 2010-12

Electricity consumption (MWh) 4,398 4,400 4,136 -6% -5% 8,654 8,424 8,210 -5% -5% 960 989 716 -25%

Heat consumption (MWh)1 2,092 1,901 1,912 -9% Unchanged 12,038 7,723 8,433 -30% Unchanged 845  603 369 -56%

Air travel (km) 6,856,324 7,303,588 9,849,749 44% -3% 6,273,795 8,657,572 8,789,120 40% -3% 402,272 877,519 708,485 76%

Train travel (km)2 592,023 663,181 655,108 11% Unchanged 1,855,577 1,527,861 1,430,994 -23% Unchanged 73,822  97,761 98,797 34%

Car travel (litres)3 799,172 756,095 689,720 -14% -7% 300,237 294,568 254,121 -15% -7% 5,272  4,981 4,624 -12%

CO2 emissions (tonnes)4 4,401 4,246 4,490 2% -5% 3,768 3,276 3,197 -15% -5% 213  212 162 -24%

Waste (tonnes)5 272 229 187 -31% -3% 133 145 137 3% -3% 29  11 20 -31%

Water consumption 
(cubic metres)6

10,570 10,959 10,532 0% Unchanged 57,240 43,319 48,023 -16% Unchanged 2,609  2,658 2,484 -5%

Paper consumption 
(million sheets)

14.90 20.90 18.50 24% -5% 43.10 44.40 44.60 3% -5% 1.60  2 1.50 -8%

Paper consumption (tonnes) 67.90 104.30 92.20 36% – 215.20 221.60 222.30 3% – 8.40  10.20 7.0 -10%

1. The figures for Sweden and Norway has been adjusted for all previous years and know include all offices. The figures for Denmark in 2011 has also been adjusted.    
2. The figures for Sweden in 2010 & 2011 has been adjusted with travel statistics from SJ (Svenska Jernväger).      
3.  Megajoules from car travel in 2012: Denmark: 23.92 million MJ, Sweden: 8.77 million MJ and Norway: 0.16 million MJ. The decrease in fuel consumption in Denmark is caused by a new and 

environmentally friendly car policy.           
4.  CO2 emissions for Sweden and Norway has been adjusted for 2010 and 2011 an the emissions for Denmark has been adjusted for 2011. Since 2010, Codan has purchased electricity generated  

by a wind turbine equal to the consumption in Codanhus (the danish headquarter). If the CO2 from the electricity consumption from Codanhus is deducted, the CO2 emission amounts to 3,275 tonnes. 
To see CO2 emissions by Scopes 1,2 and 3, see ”About the report” at www.codan.dk/csr.”       

5. The figures only cover the headquarters in Denmark, Sweden and Norway.         
6. The figures for Denmark, Sweden and Norway have been adjusted for all previous years and now include all offices.       
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Feedback on our corporate
responsibility work and on
our report is encouraged
and can be directed to:

Dorte Eckhoff,
Nordic CR Manager:
dec@codan.dk

Denmark:
Rune Sandholt, CR Manager:
rus@codan.dk

Sweden:
Anna Svärd, CR Manager
anna.svard@trygghansa.se

Norway
Mari B. Faaberg, CR Manager
mari.faaberg@codanforsikring.no

www.fsc.org

MIX
From responsible

sources


