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q  Making a difference in society and for our customers 4
 Our corporate responsibility effort supports our business strategy:  
 Be our best for our customers – every time, every day.

q  Our approach to corporate responsibility 6
  We integrate corporate responsibility into our value chain, engage our employees,
 listen to our customers and collaborate with key stakeholders.

q About Codan 7
  We are part of the RSA Insurance Group and offer a broad portfolio of insurance products
 and solutions to private customers and businesses. 

q Our Corporate Responsibility Strategy 8
  Our Corporate Responsibility Strategy for 2014-16 is focusing on loss prevention, with special  

attention to safety and climate issues, where we want to provide prevention advice to our customers. 

q Our governance processes 9
  We continue to develop our governance processes on anti-corruption,
 responsible investments, insurance fraud and human rights. 

q Our safety activities 10
  Prevention of accidents is one of our most important tasks as an insurance company.
 We use our knowledge of where and how accidents happen to prevent them from reoccurring.  

q Our climate activities 14
  As cloudbursts and storms become increasingly common, we offer advice to customers and help
 them prevent claims caused by extreme weather. We also seek to reduce our own CO2 emissions.

q Our employees 16
  Our employee engagement and volunteer work is a driving force behind our corporate 
 responsibility activities and we strive to create a healthy and diverse organisation.

q Data and assurance statement 20 
  Tables with figures on our corporate responsibility performance in Denmark, Sweden and
 Norway 2011-2014 are divided into customers, employees, communities and the environment.



To be our best for our customers – every time, every day – is the purpose we strive 
for across Scandinavia. This is also reflected in our responsibility work, where we 
strive to make a difference in our societies. We want to contribute with our deep 
knowledge, experience and efforts to make the society a little bit better today 
compared to yesterday. To bring out the best from that work, we believe in  
knitting our business strategy and corporate responsibility closely together.

Patrick Bergander,
CEO



Our common objective across the Scandinavian business is to be 
our best for our customers. This is the mindset we bring to work 
every day. It applies to everything from the products and services 
we offer to the individual experience customers have with us every 
day – and it also applies to our ambition within corporate responsi-
bility, where we also want to make a difference in society. 

Our customers expect us to prevent risks 
Our priorities are based on real insights into our customer’s expec-
tations. When asking our customers, they expect us to help prevent 
accidents related to safety and climate. It is vital that the focus areas 
are deeply interlinked with the core processes of our business and 
where we feel that we have the most to contribute with.

In Sweden, we have a long tradition of preventing injuries and 
promoting safety in and around water. With the life buoy as part of 
our DNA, we have increased our focus on water safety. Our vision 
is that no children should have to drown. In 2014, we taught 23,000 
children water safety through our swimming schools and hundreds 
of babies to float through our award winning initiative the Baby 
Buoy. Through these initiatives, we have contributed to better safety 
in and around waters.  

In Denmark and Norway, we continued our efforts to prevent traffic 
accidents. At the 2014 National Reflector Day in Denmark, 100,000 
reflectors were handed out, and together with the Norwegian Air 
Ambulance we held a series of events in Norway to put focus on 
packing cars safely. 

Knowledge sharing to handle extreme incidents 
Damage caused by extreme weather has continued to rise in 
recent years. Last year, raging storms in Denmark and large fires 
in Sweden all impacted our customers, society and thereby also 
our business. We have continued to work proactively to share our 
knowledge and experience from preventing or at least decreasing 
the impact from damages caused by extreme conditions. 

I hope that this report will give you a good overview of our corpo-
rate responsibility efforts and the role they play in creating value for 
our customers, society and our business. To be responsible is good 
business for our customers and the society and it is also good for 
our business.  

Patrick Bergander, CEO

Making a difference 
in society and for our 
customers  
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d Our approach to 
corporate responsibility

Corporate responsibility is an important part of how we operate as a business. 
We integrate responsibility into our value chain, be it the development of new 
products or the claims handling services offered to our customers. 

Our employees and corporate responsibility
Our employees have the opportunity to engage in our corporate  
responsibility work through volunteering activities, events and 
cross- sectional work. By engaging our employees in key activities 
and showing how the corporate responsibility work has close con-
nections to our core business we also ensure its lasting effect. 

Cooperation with customers and key stakeholders 
The foundation for our Corporate Responsibility Strategy is 

based on feedback from our customers, input from stakeholders 
and guidelines from RSA Group. Therefore the cornerstone of 
our Corporate Responsibility Strategy is our cooperation with key 
stakeholders in the Scandinavian society. Collectively, we are able 
to launch even more ambitious projects benefiting our customers, 
society and our business. 

We collaborate with a number of non-governmental organisations 
(NGOs) throughout the Nordic region e.g. the Swedish Life saving 
Association, the Norwegian Air Ambulance and the Danish Child 
Accident Prevention Foundation. Furthermore, we work with 
municipalities, the Danish green think tank CONCITO and various 
researchers and have a long standing climate partnership with 
DONG Energy in Denmark. 

We are also involved in a number of networks:

Finally we contribute to charity in the form of volunteer work and 
donations. In 2014, we gave donations to the aid show “Denmark’s 
Collection 2014”, The Norwegian Hospital Clowns, The Swedish 
Childhood Cancer Foundation and Doctors Without Borders in  
Sweden and Norway. 2014’s Danish Christmas Donation was  
distributed in equal portions amongst 10 individual smaller charities.
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The Codan Group is part of the RSA Insurance Group plc. RSA is 
one of the world’s leading multinational insurance groups and has 
approximately 19,000 employees and services roughly 17 million 
customers. RSA operates in 28 countries and provide products and 
services in over 140 countries. The Codan Group has three national 
brands: Codan in Denmark, Trygg-Hansa in Sweden and Codan 
Forsikring in Norway. 

Our products and solutions
Codan offers a broad portfolio of insurance products and solu-
tions to private costumers such as home, family, motor and travel 
insurance and to our commercial insurance we e.g. offer property, 

cargo, marine and wind turbine insurance. We also sell health 
insurance to individuals and businesses.

A responsible investment strategy
Investments are a large part of our business and the majority of 
our investments are placed in Nordic government bonds and 
mortgage bonds. We also invest in corporate bonds and equity 
with allocations being held at relatively modest levels. External  
asset managers handle the vast majority of our investment portfo-
lio where the asset managers work in accordance with a corporate 
responsibility policy.

About Codan

Key figures
q  In Scandinavia, we have roughly 3,185 employees. Of these, 1,340 work in Denmark, 1,596 work in Sweden and 249 in Norway.  
q  In 2014, more than 740,000 claims were reported to Codan and Trygg-Hansa – roughly 2,000 claims per day.  
q  In 2014, the net written premiums were DKK 16,271 million.
q  In 2014, the underwriting result was DKK 1,727 million.
q   In 2014, the combined ratio was 89,4%. This is the sum of the net claims ratio (relative to earned premiums) and the net expense ratio  

(relative to written premiums).

Codan A/S

RSA Group

Codan Forsikring  
(branch Norway)

Codan Forsikring A/S
Trygg-Hansa

Försäkring filial

Corporate structure of our business
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Our Corporate Responsibility Strategy for Scandinavia for 2014-16 
focuses on the needs of our customers and supports our vision of 
insuring a sustainable future. It prioritizes prevention of accidents 
and claims and supports the overall themes present in the global 
Corporate Responsibility Strategy of our proprietors in RSA Group. 

Climate and safety as central themes
Our newest survey, conducted in November/December 2014, 

confirms that our customers expect us to help prevent insurance 
fraud and accidents – as well as claims caused by broken water 
pipes and extreme weather. We will continuously focus on loss 
prevention with regards to safety and climate and the following 
chapters provide insight into our safety and climate activities in 
2014. We also make efforts to prevent insurance fraud but this is 
not part of the Corporate Responsibility Strategy.

Our Corporate Responsibility 
Strategy

The top 10 challenges our customers 
expect us to help prevent are:
 1. Insurance fraud
 2. Children’s accidents
 3. Fire accidents
 4. Burglary claims in buildings 
 5. Water claims in buildings (broken pipes)
 6. Traffic accidents (by increasing traffic safety)
 7. Claims caused by extreme weather
 8. Swimming accidents
 9. Boat accidents
10. Corruption

Customer survey in Sweden, Norway and Denmark conducted by 
Epinion for Codan in November/December 2014.

Corporate responsibility report 2014/15

Loss prevention

Vision:  
We insure a  

sustainable future
We insure a sustainable future using our 

knowledge to prevent accidents and 
claims - and drive change to create a 
more safe and climate friendly future.  

Climate
We aim to create a more climate friendly future by
reducing the consequences of climate change for 

our customers and society.

Safety
We use our knowledge to prevent accidents

to the benefit of our customers and society – and hereby
we contribute to a more safe and healthy future.
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Our governance 
processes

RSA Group is a signatory to the UN Global Compact and our cor-
porate responsibility policies build on our commitment to aligning 
our operations and strategies with the ten UN Global Compact  
principles in the areas of human rights, labour rights, environment 
and anti-corruption. You can find our corporate responsibility poli-
cies on our national websites: www.codan.dk/csr, www.trygghansa.
se/csr and www.codanforsikring.no where you also can read about 
our corporate responsibility governance structure.

The period 2014 to 2016 will see us continuing to develop our gov-
ernance processes on anti-corruption, responsible investments and 
human rights. Our efforts in 2014 included improving our internal 
control systems and training our employees. We have launched an 
internal guide to business conduct all employees must undertake as 
an e-learning course. This includes, lessons in risk event manage-
ment and reporting, anti-bribery and corruption, competition law 
and our whistleblowing procedure. 

Whistleblowing helpline
Our Scandinavian whistleblowing policy clearly demon-

strates how employees must act, and who to contact, if they have 
any suspicion of economic crime, bribery and false accounting. In 

2014 we also updated our whistleblowing policy according to the 
new Danish regulation regarding financial whistleblowing. As part of 
our efforts to strengthen the reporting process, we established an 
independent external Scandinavian whistleblowing helpline called 
EthicsPoint. Employees can report potential concerns through  
EthicsPoint either via their website or by telephone and it is possi-
ble to make anonymous reports. 

Dialogue with suppliers 
Our suppliers must sign our Code of Conduct and guaran-

tee, that they adhere to human rights principles, provide a safe and 
secure workplace for their employees and limit their environmental 
risks and impacts. The supplier Code of Conduct is an integrated 
part in all new and renewed procurement contracts. 

In 2014, we produced informative materials explaining what we 
expect of our suppliers as well as giving them advice on how they 
can meet the requirements of our Code of Conduct. Among other 
things, we encourage our claims service companies to utilise 
central route planning to find the shortest route to the customers 
which potentially could reduce the number of kilometers driven by 
around 5%. 

G 
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Our
safety

activities

For many years we have made it a priority to promote activities that 
contribute to raising children’s awareness of safety e.g. in traffic 
and water. To us it simply makes sense to positively influence their 
attitudes towards safety as early as possible as this will hopefully 
lead to fewer accidents. 

100,000 reflectors handed out
In October 2014 we held the National Reflector Day in 

association with the Danish Child Accident Prevention Foundation 
for the fourth time in Denmark. We handed out 100,000 reflectors 
and reflector vests to pedestrians and cyclists all over Denmark with 
help from 130 volunteer employees. We also held two Reflectors 
Runs where some 400 adults and children participated. Further-
more, the Danish Minister for Transportation participated in the 
launch of a new learning tool for children in kindergarten called “Re-
flector Officers”. With this, the children learn how to use reflectors 
and why it is important to use them. In Norway 10,000 reflectors 
were handed out in Oslo, Bergen and in the local offices.

Pack the car safely
In Norway we have been one of the main partners and 

sponsors of the non-profit organization, The Norwegian Air Ambu-
lance since 2010. In 2014, we conducted a joint national campaign 
to teach Norwegians how to pack their car safely to avoid accidents. 
Loose items in a car can cause great harm, even death, and surveys 
show that one out of four Norwegians are unaware of the correct 
way to pack a car safely. In May 2014, we held a national event 
together with The Norwegian Air Ambulance where we handed out 
leaflets and cargo straps in five different locations in Norway. We 
also collaborated on a competition on Facebook and launched a 
“pack the car safely” movie on YouTube. 14 employees volunteered 
and participated in the event.

Prevention of accidents is one of our most important tasks as an insurance  
company. We use our knowledge of where and how accidents happen to 
prevent them from reoccurring. Our customer surveys show that around 
three-quarters of our customers in Scandinavia expect us to help prevent  
accidents – particularly traffic, fire and children’s accidents – and to offer  
advice on how to best prevent burglaries. 
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Water safety in Sweden
In Sweden, we have a long tradition of preventing injuries 

and promoting safety in and around water. We have a long-stand-
ing partnership with the Swedish Life Saving Society. Every 
summer we sponsor around 400 outdoor summer swim schools, 
where more than 20,000 children learn how to swim. We also 
fund the Swedish Life Saving Society programme “Swim school 
for everyone” that educates multilingual swim instructors with 
non-Swedish backgrounds in an attempt to reach children who, 
for cultural, religious or linguistic reasons, cannot attend regular 
swimming lessons.

Young children learn to float
Drowning is one of the most common fatal accidents among 

children aged one to six years old, and every year an average of nine 
children die in drowning accidents in Sweden. Together with the 
Swedish Life Saving Society we initiated the Baby Buoy concept in 
2013. The Baby Buoy was aimed at making parents and children 
more aware of how to practice water safety in the comfort of their 
own home as being able to float can save lives and is the first step 
to mastering the ability to swim. In 2014, we arranged a Baby Buoy 
Tour through 15 cities across Sweden. During the tour parents and 
their children were invited to try a session of float training in a warm 
water pool where they received instruction from trained instructors. 
Participants were also given a training kit to further advance their 
skills. About 750 children attended the tour and 50 employees 
volunteered their time.

Our life buoys are present in around 80,000 places across Sweden, saving 
on average ten lives per year. In 2014, the digital competition the “Life buoy 
hunt” resulted in over 2,000 buoys being reported broken by the public, and 
approximately 800 new locations were suggested as being in need of a life 
buoy.
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In Sweden, we have a fire prevention website which offers exam-
ples of how to increase fire safety at home. During the spring of 
2014 we also released the online fire safety game “The Fire Race”. 
The game is intended as a learning tool as it explains the impor-
tance of practicing fire drills while also offering instruction on how to 
avoid common traps when evacuating a building. We are also part 

of the Swedish television program “House Savers” that followed 
the rebuilding efforts of homes destroyed by fire. Here we provide 
advice on how to prevent fire accidents. Business customers can 
also get help from our risk engineers who can help them to identify 
potential fire hazards in their businesses.

We offer sustainable safety products:

Claims Stop advisory programme 
Our advisory concept “Claims Stop” helps Danish and 

Swedish transport companies reduce their annual number of claims 
and accidents. We create individual company prevention programs 
based on analyses of the company’s accident patterns. 

Discount on burglar alarms and home insurance
All customers get discounts on burglar alarms and on their 

home insurance if they install a burglar alarm. In Denmark they get  
up to 30% discount on their home insurance if they also install 
window locks from Lindrucker. In Sweden, customers get a free 
starter kit and installation of a home alarm from Sector Alarm, and 
also a reduced deductible in case of burglary or fire. In Norway you 
also get a reduced deductible in case of burglary or fire if you have 
an alarm.

Free safety pack for children
In association with the Child Accident Prevention Foundation 

Codan offer a free safety pack for children aged 6-9 months. The 
safety pack comes with a first aid kit, information about accident 
prevention and six months of free children’s accident insurance. 
See more on www.sikkerhedsboksen.dk

Free first aid app
Trygg-Hansa and Codan have developed a free first aid app 

with tips and an interactive module where you can learn how to give 
artificial respiration to even the very smallest. Download the app 
from the App Store (Keyword: Codan or Trygg-Hansa).

Support for a fire-proof home

For 2014-2016 we have set the following new targets for our safety activities, 
as our efforts in the future will be more country specific:
q   Develope the work with claims prevention within the safety area to increase impact among our customers and society.
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Together with the Danish Child Accident Prevention Foundation we have 
developed a learning tool which educates children on how to look out for 
potential dangers and to be more safe in kindergartens, on the roads and 
at home. The tool was launched during the annual Safety Week held in 
May 2014 in Denmark.   



Our climate activities
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Renewable Energy
The RSA division Global Renewable Energy insures global companies in the renewable energy sector. RSA’s Centre of Excellence for wind 
energy is situated at the Copenhagen headquarter. The centre educates employees and develops insurance products to customers globally. 
Codan is involved in 80% of all offshore wind turbines projects in the world.

Online flood-warning tool
In conjunction with three of our major Nordic compe-

titors we have launched an online tool, VisAdapt. The purpose of 
this application is to highlight areas at risk of flooding. The tool 
will also instruct home owners on how to prepare for weather and 
climate-related events that may affect their homes. VisAdapt is a 
science tool developed by researchers from Nordic universities in 
association with experts from the involved insurance companies. 
The tool can be found on the website www.visadapt.info 

100 ideas to reduce water damage
In 2013 every sixth household in Denmark was affected by 

water damage. In light of this we launched a nationwide idea com-
petition in 2014 “The Codan Challenge” with the help of the Danish 
Technological Institute. We asked the Danes to come up with ideas 
to reduce water damage from pipe leaks or cloudburst. As part of 
the competition we held two innovation workshops where partic-
ipants were able to get advice and guidance from experts. There 
were 40 participants at the two workshops and we received over 
100 different ideas. The submitted ideas were evaluated by a panel 
of experts. The winning idea was a special membrane that can 
be installed on doors and windows and prevents the water from 
penetrating the house.

Extreme weather such as cloudbursts and storms have become increasingly 
common in recent years, and we have therefore launched climate-friendly 
products and solutions to help our customers reduce the risk of weather rela-
ted claims. Our customer surveys have also shown that more than two-thirds 
of our customers in Scandinavia find it relevant for us to help prevent claims 
caused by extreme weather.
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CO2 emissions in tonnes pr. employee

 

Our climate friendly products:

Discount on household insurance
Our Danish customers get a 15% discount on their  

household insurance if they install a backflow preventer.

Website about cloudbursts
Codan’s website offers advice on how to secure homes 

against cloudbursts. The site features instructional videos on how 
to avoid flooding by installing a backflow preventer and how to lead 
excess water away from the house etc. Visit the website at www.
codan.dk/skybrud

Free SMS alert on extreme weather
We offer a text message alert service in Denmark that warns 

homeowners about cloudbursts, storms and icy roads. At present, 
approximately 10,000 people have signed up for this service.

Free energy analysis
Danish customers with defective windows in their homes 

are offered a free analysis of what they can save by switching to 
energy-efficient windows.

5000

4500

4000

3500

3000

2500

2000

1500

1000

500

0

In tonnes

In recent years, we have optimized the energy consumption in our 
headquarters in Denmark, Sweden and Norway. We have stream-
lined the management of our heating system and A/C system and 
installed more energy efficient LED lighting. In 2014, our energy 
supplier in Denmark, DONG Energy, reviewed the energy con-
sumption in the Copenhagen headquarter and identified potential 
savings that will be implemented in the coming years. We also still 
buy electricity from wind turbines corresponding to the electricity 
consumption of the Danish headquarter. For Denmark we have seen 
a 4% reduction in CO2 per employee, in Sweden a 12% reduction 
and in Norway a 13% reduction.

Denmark Sweden Norway

Reducing CO2 emissions
from transportation

To reduce air travel we have upgraded our video conferen- 
                 ce facilities and introduced the WebEx tool so it is possible 
to hold a conference from your personal pc. 

For local meetings we have the opportunityto use  
company bikes. 

We have a responsible company car policy in Denmark,     
                     where we make the environmentally friendly choice 
more attractive by giving a monthly financial supplement to cars 
with low CO2 emissions. By the end of 2014, 72 out of 112 com-
pany cars were emitting less than 120g per kilometre.

2012 2013 2014

For 2014-2016 we have set the following new targets for our climate  
activities, as our efforts in the future will be more country specific:
q  To reduce CO2 emissions by 5% per employee
q To reduce air travel – total km traveled per country

u

m

k

s
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a Our employees

Healthy and engaged employees are our most important resource, and 
it is therefore crucial that they are well looked after. We try to create 
a sustainable working environment for employees where they are mo-
tivated and where stress and burn-out is preventable. Our employees’ 
engagement and volunteer work is also a driving force behind our  
corporate responsibility activities. 

Corporate responsibility report 2014/15

Employee volunteer work
We encourage our employees to do volunteer work and each year we give our 
employees the chance to work two paid days for charity. 299 employees chose 
to avail of this opportunity in 2014. In Sweden we provide a digital Volunteer 
Portal in collaboration with the non-profit organisation The Volunteer bureau. 
The portal is designed to make it easier and more flexible to find assignments 
that fit each individual employee’s interests as well as geographic location.
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Be curious
Customer insight is our gold dust and we value 
everyone’s perspectives and different ways of  
thinking. We want our employees to be curious,  
dig deep and innovate.

Shout out and make things better
What matters for our customers is action! We want 
our employees to make the changes in their imme-
diate control right away and be persistent in making 
improvements happen. 

Be team spirited
Collaboration is our greatest source of competitive 
advantage. We want our employees to share with 
others, solve with others, build with others and gladly 
get behind others’ ideas and help. 

Keep your commitments
Doing what you say you will is at the heart of how 
you deliver for customers. We want our employees 
to take their commitments seriously and to go to any 
length not to let people down.

Be you and big-hearted 
We want our employees to bring their whole self 
to work, to treat customers and colleagues with 
warmth, empathy and respect and to do good in the 
communities in which we operate.

Our expectations

In 2014 we introduced new company values to  
support and drive a true customer culture.

17
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Healthy food

Exercise

Well-being

Indoor climate
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Health
Creating a good work/life-balance for our employees is an important 
part of our organisation. We want employees to achieve a healthy 
lifestyle by supporting company sports and providing healthy 
meal options. We create a good physical work environment where 
office equipment, the indoor climate, light, noise and all the other 
elements of their daily environment meet employees’ needs. Our 
health week in Denmark, Sweden and Norway in 2014 offered a 

range of activities like health check-ups, massage therapy, sport 
events and healthy cooking. Our employees in Norway organised 
sports activities for their colleagues. In Denmark, the week’s theme 
was mental health. From 2013 to 2014 we had a decline in the 
number of sick days per employee in Denmark where it fell from 
7.1 to 6.4 while Norway saw a rise from 8.2 to 11 days. In Sweden 
the number of sick days rose from 8.3 to 9.3 days.



Listening to our employees 
We give our employees a wide range of opportunities to share their  
opinion and ideas to make things better. Our annual employee 
engagement survey gives us comprehensive insights into how our 
employees see us as a workplace. In 2014 we launched a model 
and survey called YOURSAY. YOURSAY is divided into three key 
areas: Focus, Improve and Excel.
 
YOURSAY does not produce scores and numbers. Instead employ-
ees give their feedback through ”sentiment sliders” and free-text 
comments boxes called ”Shout Outs”. The reports provide valuable 
feedback and input to help guide the company on how to create 
a better workplace. In 2014, 86% of our people participated in 
YOURSAY and provided more than 20,000 Shout Out comments. 

Providing a respectful exit
2014 was also a year where we had to say goodbye to a number 
of employees. It is important for us to provide a respectful exit and 
we therefore collaborate with a provider of outplacement programs 
that offer guidance to those who leave our organisation to make 
sure that they are given the best opportunities. In 2014 we retained 
the turnover rate at 13% in Sweden, whereas the turnover rate in 
Norway rose significantly from 9% in 2013 to 15% in 2014 and in 
Denmark from 12% in 2013 to 16% in 2014.

Denmark Sweden Norway
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For 2014-2016 we have set the following new targets for our employees  
activities, as our efforts in the future will be more country specific:
q  A minimum of 5% of employees per country per year will do volunteer work for a safer and climate friendlier society.
q To have 40% female leaders in Scandinavia by 2020.

2012 2013 2014

Equal opportunities for men and women are incorporated into all 
HR and business processes. Our initiatives in 2014 focused on 
women in leadership and included talent programmes, sponsor-
ships and networking events for women. Our target is to have 40% 
female leaders in Scandinavia by 2020. 

Female business leaders
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h Data

Community
Denmark Sweden Norway 2016 

targets

2011 2012 2013 2014 2011 2012 2013 2014 2011 2012 2013 2014

Charitable donations (mio. DKK)7 7.60 3.70 3.60 3 6.50 5.70 4.20 4.4 0.01 0.07 0.20 0.27

Number of employees having participated in community  
volunteering activities during working hours8 220 213 200 172 345 182 260 68 11 59 50 59

Number of employees having participated in community 
volunteering activities during working hours in %

15% 15% 14% 13% 21% 11% 16% 4% 4% 23% 19% 24% 5%

General reputation - Reputation Institute9 48.30 – 47.50 – 60.10 – 57.80 – – – – –

Customers Denmark Sweden Norway

2011 2012 2013 2014 2011 2012 2013 2014 2011 2012 2013 2014

Customer satisfaction Personal customers 83% 81% 81% 82% 79% 79% 77% 77% – 83% 83% 85%

Commercial customers 86% 80% 86% 84% 78% 76% 76% 78% – – – –

Customer loyalty2 Personal customers 46% – – – 38% – – – – – –

Commercial customers 42% – – – 41% – – – – – – –

Customer satisfaction 
- claims handling3

Personal customers 80% 79% 80% 81% 74% 80% 76% 75% – 72% 74% 67%

Commercial customers 80% 73% 80% 88% 69% 67% 68% 64% – – – -

Employees
Denmark Sweden Norway 2020 

targets

2011 2012 2013 2014 2011 2012 2013 2014 2011 2012 2013 2014

No. of active FTEs (December 31st) 1,493 1,463 1,431 1,340 1,682 1,702 1,676 1,596 269 260 262 249

Gender split for leaders (December 31st)

 -% women 31% 33% 32% 37% 39% 39% 40% 38% 32% 26% 34% 32.5% 40%

 -% men 69% 67% 68% 63% 61% 61% 60% 62% 68% 74% 66% 67.5%

Joiners 14% 10% 9% 9% 14% 11% 9% 9% 34% 13% 9% 12%

Leavers 12% 12% 12% 16% 19% 13% 13% 13% 14% 23% 9% 15%

General satisfaction and engagement4 4.23 4.31 4.36 – 4.10 4.20 4.32 – 4.06 4.21 4.47 –

Avg. no. of sick days per employee 8 8 7.10 6.40 8.10 8.30 8.30 9.30 12.50 9.60 8.20 11

Industrial injuries 11 4 5 4 5 3 8 14 1 1 0 0

Industrial injuries per 1,000 active FTE5 7.09 2.58 3.29 2.76 2.67 1.60 4.29 7.66 3.67 3.73 0.00 0.00

Workplace reputation - Reputation Institute6 50.40 – 57.10 – 55.60 – 60.60 – – – – –

Reporting 2014 — Customers1

Reporting 2014 — Employees

Reporting 2014 — Community
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 1. Based on Gallup's Brand Tracking.
 2.   In 2012 the measurement of customer loyalty ceased.
 3. Customer satisfaction - claims handling Norway 2013 has been corrected from 71% to 74%.
 4.  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.  

We no longer use Gallup’s employee satisfaction survey, but now use a strictly qualitative employee satisfaction survey and therefore no longer get a grand mean for this figure.
 5.  We have adjusted the “Industrial injuries per 1,000 active FTE” from 2013 to 2014, to allign the figures with RSA Group reporting guidelines. The previous estimates for 2011 to 2013 has not been  

consistent in terms of the FTE figure. We have now clarified the scandinavian guideline to ensure consistency going forward.
 6.  Workplace reputation is measured every second year and shows the total RepTrak Pulse score. All reputation figures has been cleansed for cultural bias.
 7.  The figures in Denmark includes donations distributed through the Codan Foundation, but not sponsorships intended for marketing purposes. The amounts include VAT when applicable.
 8.  An employeee may count several times in the statistics if the employee has participated in volunteering activities more than once.
 9.  General reputation is measured every second year and shows the total RepTrak Pulse score. All reputation figures has been cleansed for cultural bias. 
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Environment
Denmark Status 2016  

targets
Sweden Status 2016  

targets

2011 2012 2013 2014 2013-14 2011 2012 2013 2014 2013-14

Electricity consumption (MWh)11 4,400 4,136 3,875 3,815 -2% 8,424 8,210 7,874 7,980 1%

Heat consumption (MWh)11, 12, 16 1,901 1,912 2,013 1,805 -10% 7,723 8,433 7,759 7,905.44 2%

Air travel (km)13, 16 7,257,271 6,463,605 6,686,089 5,384,484 -19% 8,311,369 8,789,120 8,431,373 7,430,533 -12%

Train travel (km) 663,181 655,108 635,296 485,701 -24% 1,527,861 1,430,994 1,683,427 1,600,263 -5%

Car travel (litres)14 756,095 689,720 663,355 607,380 -8% 294,568 254,121 249,633 197,394 -21%

CO2 emissions (tonnes)15 4,246 4,132 3,928 3,571 -9% 3,276 3,197 2,849 2,420 -15%

CO2 emissions  
(tonnes /employee)

2.83 2.77 2.68 2,58 -4% -5% 1.92 1.84 1.64 1.45 -12% -5%

Waste (tonnes)17 229 187 190 181 -5% 145 137 132 – –

Water consumption (m3)10 10,959 10,532 10,760 10,315 -4% 43,319 36,974 39,684 38,832 -2%

Paper consumption 
(million sheets)

20.90 18.50 17.77 17.90 1% 44.40 44.60 45.80 42.80 -7%

Paper consumption (tonnes) 104.30 92.20 89.10 91.40 3% 221.60 222.30 228.60 213.65 -7%

Environment
Norway Status 2016  

targets

2011 2012 2013 2014 2013-14

Electricity consumption (MWh)11 989 716 881 747 -15%

Heat consumption (MWh)11, 12, 16 603 369 392 331 -15%

Air travel (km)13, 16 877,519 708,485 889,357 850,746 -4%

Train travel (km) 97,761 98,797 101,583 99,703 -2%

Car travel (litres)14 4,981 4,624 5,250 4,725 -10%

CO2 emissions (tonnes)15 212 162 185 157 -15%

CO2 emissions  
(tonnes /employee)

0.80 0.64 0.72 0.63 -13% -5%

Waste (tonnes)17 11 20 19 24 22%

Water consumption (m3)10 2,658 2,484 2,082 2,623 26%

Paper consumption 
(million sheets)

2.0 1.5 1.5 1.6 10%

Paper consumption (tonnes) 10.2 7.6 7.4 8.3 12%

10. Baseline for the 2016 targets is 2013, and, therefore, this baseline is used for the status.
11.  After the sale of the Swedish headquarter at the end of Q1 2014, we no longer have adequate data from the Swedish offices. The 2014 figures for electricity, heating and water are therefore primarily based 

on the avg. consumption at the headquater between 2011-2013. For further details see ”About the report” at www.codan.dk/omrapporten. 
12.  The 10% decrease in the consumption og district heating in Denmark was partly because the winter of 2012/13 was long with snow as late as March.
13.  Air travel from Denmark for 2012 has been adjusted for external consultants working on our new software system from  2012 to 2014.
14.   Megajoules from car travel in 2014: Denmark: 21.66 million MJ, Sweden: 7.17 million MJ and Norway: 0.16 million MJ. 
15.  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  2,570 tonnes. To see CO2 emissions by Scopes 1, 2 and 3, see ”About the report” at www.codan.dk/omrapporten.
16.   The CO2 factors for heat and air travel in 2013 has been adjusted for all three countries, to make the emissions more accurate, which explains the change in CO2 emissions compared to the previous report.  
17. The figures only cover the headquarters in Denmark, Sweden and Norway. After the sale of the Swedish headquarter we no longer have acces to waste data.

Reporting 2014 — Environment10
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Independent assurance 
statement on Codan’s 
Corporate Responsibility 
Report 2014/2015

Corporate responsibility report 2014/15

To the stakeholders of Codan Forsikring A/S  
We have been engaged by Codan Forsikring A/S’s (Codan) 
Management to obtain limited assurance (review) that selected 
quantitative  Corporate Responsibility (CR) data covering January 1 
to December 31 2014 on pages  20-21 in the Corporate Respon-
sibility Report 2014/2015 (the CR Report) are documented. 

Criteria for the preparation of the CR Report
The criteria for the preparation of the CR data and information are 
evident from the Codan About the Report which can be found at 
www.codan.dk/omrapporten. The Codan About the Report contain 
information concerning which of Codan’s activities and functions 
are included in the reporting, types of data and registration and 
collection methods applied. 

Management’s responsibility
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 CR Report.

Assurance provider’s responsibility
As assurance provider, it is our responsibility to review the reliabil-
ity of the CR data presented in the CR Report with the purpose of 
expressing a conclusion.

Methodology, limitations and scope of work
We have planned and performed our work in accordance with the 
International Standard on Assurance Engagements (ISAE) 3000, 

“Assurance 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 com-
pared to that of a financial audit engagement. 

Our work has primarily comprised inquiries, accounting technical 
analyses of accounting figures and other information. Moreover, 
we have tested data and underlying documentation and checked 
whether the criteria for preparation of the CR data have been ob-
served. Our review of CR data has been undertaken in Denmark, 
Norway and Sweden and combined with analytical assurance 
procedures at group level.

We believe that the evidence we have obtained is sufficient and 
appropriate to provide a basis for our conclusion.

Conclusion 
Based on our work, nothing has come to our attention causing us 
not to believe that 2014 data stated on the pages 20-21 of the CR 
Report have been stated in accordance with the methodology and 
criteria described in the Codan About the Report.

Copenhagen, April 29th, 2015 
PricewaterhouseCoopers
Statsautoriseret Revisionspartnerselskab

Brian Christiansen
State Authorized  
Public Accountant 

Jens Pultz Pedersen
M.Sc. Engineering 
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Feedback on our corporate responsibility work and on our report is  
encouraged and can be directed to:

Mari Bræin Faaberg, Head of communication and reputation
mari.faaberg@codanforsikring.no

“Making a difference 
in society and for 
our customers”

Codan Forsikring
Verkstedveien 3

0277 Oslo
Tlf. 06300

codan.dk/csr 

06.15. Codan Forsikring A/S, CVR 1052 9638. 

www.fsc.org
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