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Key figures

Premiums earned (net)"

Page in
Group Report
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of which property and casualty insurance

of which health insurance
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from single premium business

and special products?

from recurring premium business

Insurance benefits
Operating expenses

Net investment income
Investments

Equity

Profit on ordinary activities
Net profit for the year

Cost ratio
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Dividend per share (in €)
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Equity consolidated

Automatic rounding differences may result from formatting into million €.
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D'Without consideration of consolidation effects in the segments.

2 Direct business.

» Comparative values after share split.

2002
million €
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736.6
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45.3
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7,240,498
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1,040.8
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Half-time

The beginning of the financial year 2001 marked the start of the practical implementation of
our ambitious increased earnings programme. At the end of 2002 - in sporting terms — an
exciting first half of the game came to a close. We don’t consider half-time to be the right
occasion for a long break, but we should take a moment to evaluate the situation. We need
to self-critically examine our accomplishments so far, to learn lessons from them and, where
necessary, to change our tactics for the second half. The successes we had despite the diffi-
cult circumstances in 2002 make us extremely confident that we will be successful along the

rest of the way in 2003, even though it will be equally challenging.

We’ll stay on the ball.

Mission = 1
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Foreword by the Chairman
of the Supervisory Board

Dear Shareholders,

With this annual report under the motto “half-time” the Management of the UNIQA Group
Austria presents among other things an interim report on the increased earnings pro-
gramme started in the year 2001. The results from 2002 show that we have achieved
many of the objectives that we set out to do. However, they also show that further action

will be necessary in order to reach our goals for the year 2003.

The positive effects of our cost-reduction measures and steps to improve actuarial results
in the property and health insurance areas are quite obvious. The international Group

companies have also contributed to the Group results as planned.

The fact that the year-end results from 2002 are only conditionally satisfactory can be
explained by several unusual factors. First of all, we must mention here the catastrophic
flood damage suffered in Austria and by our Czech neighbours, which naturally represents
a burden on the UNIQA Group results. However, above all the developments in the cap-
ital markets led to a massive slump in investment results, particularly in the life assurance
sector. Although we could largely make up for this with our strong Group substance and
a profit-sharing policy that is in line with economic criteria, it could not be fully compen-

sated for.

So the results of the year 2002 as a whole present us with a “picture of mixed feelings”.
They confirm Management'’s goal to reduce the dependency of the company’s results on
capital market fluctuations by consistently strengthening the actuarial results. In this
respect, the balance sheet for the year 2002 is an interim balance confirming the route we

have taken but also demanding that we continue consistently in this direction.
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The development of the UNIQA shares over the past financial year — certainly also aided
by the current buyback programme - is, with an annual performance of +26%, one of
the few positive exceptions among European insurance stock. An essential step towards
further strengthening the UNIQA Group is the acquisition of AXA Austria and its inter-
national subsidiaries. Once the necessary authorisations have been obtained we intend that
the company, which has been bought initially by a core shareholder group, be transferred
to the UNIQA Group. This will strengthen the Group’s position in the Austrian market and
above all close the existing gaps in the Hungarian market. The challenge for management
is to integrate AXA's activities into the UNIQA Group quickly but prudently in order to let
the synergies from this transaction come into effect over the short term. With this acquisi-
tion the UNIQA Group continues consistently to follow its strategic path as a strong and
independent Central European insurer.

JO

Christian Konrad
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With the Annual Report 2002 we present you with a report on the development of the
UNIQA Group Austria in a year that was among the most difficult for the European insurance
industry and that initiated an enormous process of change. With this report we also want

to give account of the status of our increased earnings programme that was started in 2001 for

the period to 2003 — in this sense this annual report stands under the motto “half-time”.

In 2002 the European, and thus the Austrian, insurance industry had to struggle unexpect-
edly with the continuation of the stock market correction that began in 2001. Our Group
was not spared these developments either. In addition to the deterioration of the current
investment income as a result of the decreased returns on reinvestments, the drops on the
stock markets were mainly responsible for a quite clear reduction in the investment profits.
This affected the life insurance line in particular because that is the line with the highest
investment volume. Added to the difficult situation on the capital markets was the cata-
strophic flood damage suffered in the summer of last year in Austria and the Czech
Republic, which burdens the results in the property insurance line of our Austrian and
Czech companies.
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2002

10.5%

increase in earned premiums written in direct
recurring-premium business

7%

fall in retained insurance benefits

€ 31.4 million

cost savings

4.4%

increase in our investment portfolio in the
financial year

100%

acquisition of FinancelLife Lebensversicherung
AG, Vienna

760,000

members in our VitalClub



2003

22.8%

increase in new and additional premiums
in the first quarter

€ 130 million

improvement by the end of 2003 through
the increased earnings programme

6%
market share in Hungary through the acqui-
sition of AXA Biztosito

200,000

potential customers will take out policies in
the scope of the new indemnity law

1%

productivity increase by our employees

200

policies underwritten each week in the area
of government-aided pension provisions



The developments in the investment area and the burden of the claims due to natural disas-
ters hide the progress that we made in the past financial year both in cost trends and in
the improvement of the actuarial results. We were successful in clearly sinking our cost
ratio in the year 2002, although we invested considerable amounts in strategic projects
that will strengthen our market position and are intended to secure further productivity
growth in the coming years. We were able to further clearly improve the actuarial results
in the property insurance line, and in the health insurance line in particular; this is yet an-
other step towards making the company results more independent of the volatility of the
capital investment results. In the life assurance line we have, as already in the past few
years, oriented ourselves in our policies of profit sharing clearly to the capital-market envir-
onment and adjusted the profit-sharing rates accordingly. This, as well as using the profit
participation reserve substance that we had consciously built up over recent years, put us
in the position to be able to compensate to a considerable extent for the negative influences
of the capital market developments on the results in life insurance. However, the year 2002
also confirmed our conviction that we must continue along the path we have chosen and

even intensify our efforts if we want to sustain our medium-term profit and income targets.

The profit on ordinary activities in the year 2002 is, as a result of the above-mentioned
developments, at € 35.3 million, below the level of the previous year. Despite the sub-
stantial extraordinary encumbrances it goes without saying that this is only satisfactory to
a certain extent. Yet it also shows that the steps we have taken to improve the results have
already taken effect inasmuch as the negative influences on the results in the investment
area could be compensated for to a great degree through improved technical results and
efficient cost management. At 16% the amount of dividends that will be distributed is the

same as in the previous year, thus signalling that the company’s policies remain stable.
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To further improve the result situation we must continue with our increased earnings pro-
gramme, which after two years is right on plan. For the company-wide implementation of
this strategy the company goals are being implemented within the framework of the
UNIQA Scorecard system in numerous departmental goals. Reaching these goals is the pre-
requisite for us to reach our company goals on time.

In the current business year the planned acquisition of AXA Osterreich with its subsidiaries
in Hungary and Liechtenstein is of outstanding importance. With this acquisition we will
further strengthen our leading position on the Austrian market and close the gap of our
activities in Central and Eastern Europe by acquiring a strong market position in Hungary.
In addition to this we want to strengthen our market position in countries where we are
already represented through other smaller acquisitions. With this, we look to the EU expan-
sion in 2004 with confidence. The UNIQA Group has created the foundation for an inde-
pendent strategic business policy in Central Europe.

Vienna, May 2003
The Management Board
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Company Profile

The UNIQA Group Austria is one of the leading insurance groups in Central Europe and consciously combines its
Austrian individuality with European stature. In 2002 the Group had more than 6,500 employees and generated
around € 2.7 billion in premiums. The UNIQA Group offers its products and services through all sales channels (own
employees, brokers and general agencies, banks and direct sales). UNIQA is active in all insurance sectors, the clear
market leader in Austria for personal injury insurance and one of the largest property insurers in the country.

The following companies operate in Austria under the Group holding company, UNIQA Versicherungen AG, which
is listed on the stock exchange: UNIQA Sachversicherung AG, UNIQA Personenversicherung AG, Raiffeisen Versiche-
rung AG, Salzburger Landes-Versicherung AG, CALL DIRECT Versicherung AG, Financelife Lebensversicherung AG
(previously MLP Osterreich) as well as diverse service and financial companies. UNIQA Versicherung AG is the cen-
tral reinsurer of the operating Group companies.

The company structure of the leading Austrian insurance group represents the new standards throughout the entire
insurance spectrum. It differentiates between the holding, competence centres and regional sectors. The holding

company acts as a service provider for the Group and is responsible for strategy.

All the areas within the holding company assume central control and service functions for the domestic and inter-

national operating insurance subsidiaries so as to take advantage of synergy effects.

In the competence centres the key actuarial competencies are handled by sector or bundled for the entire group in

order to make sales easier.

The regions play the most important role within the Group structure. The international companies and the Austrian

regional offices have extensive local competencies and are fully responsible for their own operating sales results.

For the UNIQA Group, with its many years of experience on the Eastern and Central European insurance market, it
is important that none of the companies that are incorporated domestically or internationally into the Group lose
their regional identity. It is the task of the Group to create tools that enable them to benefit from synergies and yet

remain true to their local uniqueness and requirements.

The UNIQA Group Austria is a company with a strong international orientation and is actively aware of the oppor-
tunities that the European markets have to offer. At the moment UNIQA is represented through the UNIQA
International Versicherungs-Holding GmbH with subsidiaries in Croatia, the Czech Republic, Hungary, Italy, Liechten-

stein, Poland, the Slovak Republic, Spain and Switzerland.

10 ' Company Profile



Group Organisational Chart

as at 31 December 2002
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If you want to go far you
should make sure at an early
enough stage that your risk
protection is reliable. This
basic principle applies to our
customers as well as to us
as an internationally active
insurance company.




GININEN

The complexity of the European insurance market continued to increase during the extremely difficult
year 2002. Only those companies that manage to combine a contemporary product portfolio with
high-quality customer service can be successful. UNIQA was successful in 2002. This was due to our
comprehensive optimisation measures in customer relationship management as well as numerous

and Markets

Customers and Markets | 13



397

of the Austrian population
knows UNIQA. Among our
customers even 100%. Our
name became even better
known over the last year.
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New strategy
brings success

UNIQA proves itself again, even in the difficult environment of 2002

Our recipe for success in the insurance market is basically very simple. We want to set the
standards for financial services, for the quality of our products and customer service, for
the creation of modern operating structures and for the qualification and further educa-

tion of our employees.

By consistently implementing these plans we have made UNIQA within a very short time
into the largest insurance group in Austria and at the same time established ourselves as
one of the leading insurance groups in Central and Eastern Europe.

Now we want to reap the fruits of the groundwork we have laid. In 2002 we implement-
ed a new, modern and team-oriented organisational structure based on a long-term com-
pany strategy. It focuses on energetic cost control, efficiency optimisation and above-
average, profitable growth.

The instrument we use to make this strategy tangible and systematically put it into prac-
tice is the UNIQA Scorecard that was introduced this past year. With this tool we clearly
define detailed goals for all corporate divisions, determine activities and actions for attain-
ing these goals and frequently evaluate the results. Our new strategy passed its first test
during this past year despite the extremely difficult economic environment.

Customer satisfaction with Exclusive Sales

Exclusive Sales, the regular sale with the largest share of portfolio, achieved an increase in
portfolio growth for the fourth year in a row. Up 5.3% over the past financial year, our
Exclusive Sales are even above the level of market growth. During the same time period
we enhanced 124 sales units to guarantee that we can serve our 1 million customers in
accordance with our strategy.

For the second time our customers’ satisfaction in the support they receive was analysed
in over 15,000 interviews. We achieved measurable successes in 2002 in our efforts to con-
solidate and further optimise our customer relations. More than four out of five customers
gave their UNIQA Exclusive representatives the highest ratings. They consider their advice
to be objective. Why? Because our representatives explain both the advantages and dis-
advantages. This is one important way we let our customers know that they are in good
hands with UNIQA.



We consider a good relationship with our customers, where the contact is as regular as
possible, to be crucial in supporting them. Our customers rewarded this above-average
increase in consultation activity with clearly improved ratings of our support service. We
were also able to increase the customers’ knowledge of who their representative is — yet
another step towards customer retention. Thus, with our “active support guarantee” we
have set ourselves well apart from the competition and increased the satisfaction of our

customers.

Great praise for the friendliness of our employees

The above-average satisfaction of our customers has increased even more with our constant
efforts to improve service and claim management. In a survey, our service received a total
rating of 1.36 on a scale of 1 to 5. 74% of our customers are completely satisfied with the
quality of our Service Centre and almost 82% with the availability of our employees. About
75% praise the way we handle claims and the friendly treatment they received in particular.

However, we also see our customers’ criticism as positive and have learned to deal with it pro-
fessionally. We do not consider complaints, which we can get for example when damage
claims are made, to be just annoying grumbling. For us, they are a form of “free manage-
ment consulting” because complaints usually point to weak areas in structural organisation

or in personal dealings with customers.

Our customers know their

Recognition value of UNIQA representatives by name
in % in %
100 73
89 68
61 +5 percentage
# points_-
Nov. 1999 Dec. 2002 2001 2002
= UNIQA customers Austrian population Source: Satisfaction with Exclusive Sales representative
Source: Monitoring Dec. 2002 UNIQA, market Institute “market” 10/2002

Customers and Markets
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The new advertising campaign
with the key visual “A whole

life ahead of me” is gaining
points on TV and in print and
successfully focuses on our
orientation towards the future,
quality demands, and trust.

16 Customers and Markets

Pioneers of modern complaint management

For this reason we installed a comprehensive complaint management system with fully
integrated IT support in the autumn of 2002. This system standardised how we treat expres-
sions of annoyance from customers — from structured documentation, professional hand-
ling right down to a transparent evaluation of the process. It is a highly modern instrument
with which we can turn dissatisfied customers back into satisfied ones and at the same time
use the information we gathered to improve our service spectrum.

Quality is a key value of our company. In the fight for tomorrow’s markets, the quality of
a product’s image is being replaced more and more by the quality of the brand. The high
attractiveness of our UNIQA brand thus becomes a decisive factor that is relevant to the
competitive environment. During the past year we were able to improve even more on the
top ratings that we received from the Austrian market.

Improved our lead as top brand

According to the latest survey, we are still clearly the brand with the greatest level of
recognition and innovative power in the Austrian insurance market. UNIQA was able to
successfully improve its lead as top company. We received the best ratings in 2002 for
friendliness and emotional loyalty as well as for our good service. With the increasing con-
tract loyalty, the distance to our competition regarding faithfulness to a particular brand
has also increased. This is an invaluable company asset for the further expansion of our
Group.



UNIQA is committed
to culture and sports

For us, sponsoring chosen sports and cultural activities is an integral part of our company
culture. It also increases our brand’s recognition and helps establish us in public conscious-

ness even more deeply as being the epitome of quality.

UNIQA sponsors the world champion

With his successes the Olympic and world champion, Stephan Eberharter, brought us
excellent recognition levels through sports sponsoring and the public still associates him
effectively with UNIQA. In a six-part television series called “Fit for the winter with Stephan
Eberharter” he shared his tips on the best way to get ready for the ski season.

We decided to sponsor the Austrian Ski Association because the qualities that characterise
alpine skiing such as dynamism, innovation and a strong orientation towards safety, as well

as the image item “success”, apply excellently to UNIQA as well.

Our partnership with cycling has tradition. Once again, the Austrian National Team start-
ed at the Tour d'Autriche 2002 with the UNIQA company logo. The second key bicycle
race in Austria, the UNIQA Classic, also carries our company name.

UNIQA sponsors participants in the Champions League

Since July 2002 our sister company in the Czech Republic, UNIQA pojistovna, has been a
main partner for AC Sparta Prague, historically the most successful and also best-known
Czech soccer club, seen regularly in European competitions. UNIQA’s connection with the
most popular soccer club makes a broad presence of our company possible in the public
eye. In addition to the visual presence in the stadium, we are also able to use various
players at different UNIQA events and for company advertising purposes.

By sponsoring sports we
create not only excellence
presence but also a positive
image transfer.

O

UNIGA



The highest quality of arts
sponsoring supports our position

as No. | in art insurance.
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UNIQA as partner of the Salzburg Festival

The fact that UNIQA has become one of the main sponsors of the Salzburg Festival has
been greeted with the broadest of approval. With a three-year contract we were able
to secure a cultural sponsorship which emphasises music of the highest quality. Quality,
innovation and internationality represent the common strand that binds us with the
Salzburg Festival.

With this commitment UNIQA hopes to promote new and innovative products in Salzburg.
We help the Festival with joint events and press appearances in our target markets in
Central and Eastern Europe and at the same time increasingly reach a younger audience
in these countries.

The arts have a firm place in our daily business. For example, we have been insuring the
valuable musical instruments of the Vienna Philharmonic since mid-2002 against all risks,
ranging from theft and damage to complete destruction — even on the Orchestra's inter-
national tours. We are also the insurance partner for the traditional Vienna Opera Ball.

Innovative art insurance for private collectors

In 2002 we developed a sophisticated insurance protection programme for enthusiastic
private collectors — for valuable furniture, paintings, sculptures, glass and books. The “art
and passion” policy offers customers the art-historian services provided by our specialists
and combines their expert advice and documentation with extended all-risk coverage.

We have coupled our cultural commitment with a new form of social sponsoring. With the
one-week “UNIQA College for Journalists”, offered within the scope of the Salzburg
Festival for the first time in 2002, we are building new bridges to culturally interested
people from different countries. Here we offered young journalists from Eastern Europe a
practical seminar accompanied by lectures on communication science, giving them an
insight into the various elements of this major cultural event in Salzburg. An innovative
contribution that also makes the Festival accessible to a broader audience in our Eastern
European target countries. Because there was so much interest and so many applications
last year UNIQA will run this educational campaign once again in 2003.



UNIQA — a Central European

insurance company

Developing bridgeheads in Central Europe

We regard Central Europe as our strategic growth market of tomorrow. We strengthened
our engagement there in 2002 through a new acquisition and during the current financial
year the names of our existing subsidiaries will be changed to the Group name, UNIQA.
With this uniform market approach under a common Group flag we plan to fully imple-

ment our company culture in our target countries in Central Europe.

The newest member of the UNIQA family is Agrupacion Funeuropa Biztosito in Hungary.
We are now present again on the Hungarian market, which we left at the end of 2000 when
we sold our minority shareholdings in the Hungarian subsidiary Signal Iduna for Group-
strategic reasons, and now we hope to make progress with top-level cost efficiency.
Funeuropa has only been active since 1999, with a network of over 200 representatives and
a tight office administration, selling funeral, health and accident insurance in Hungary.
At present they are servicing around 30,000 customers. Premium revenue rose in 2002 by

44%, which is more than double the amount of the market average.

In December 2002 our core shareholders acquired AXA Osterreich. In the course of this
transaction we intend to transfer AXA Osterreich together with its subsidiaries in Hungary
and Liechtenstein to the UNIQA Group within the current financial year. At present the
antitrust auditing is underway.

UNIQA
Assurances,
Geneva

)~ Agrupacion
Funeuropa

Biztosito,
Budapest

Austria*
Assicurazioni,
Personenversicherung Milan

Rappresentanza Generale per I'ltalia, o
Milan (’i/;?
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The central office of our
Polish subsidiary in Lodz, which

was renamed in 2003.

Non-binding offer for Slovenian insurance companies

At the end of March we made a non-binding offer for a majority acquisition of two Sloven-
ian insurance companies, Slovenica and Adriatic. The two private insurers share about 14%
of the extensively developed and straightforward Slovenian insurance market. The next
step will be to review the offers with the appointed investment house and make a “short-
list”. Of course, the profitability of such a project cannot be judged precisely until all the
details have been examined.

The 15 insurance companies active in the Slovenian insurance market brought in € 1.1 bil-
lion (+19.3%) in premiums in 2001. Although at € 522 per person, expenditure for insur-
ance is clearly under EU levels (A: € 1,443) they are among the highest in Central and
Eastern Europe. Despite the impressive growth in the last few years the market, with about
two million inhabitants, still has great potential, particularly in the life assurance sector. As
a preparatory measure for imminent EU membership the statutory structural environment
has for the most part already been adapted to meet EU standards.

countries covered by UNIQA
insurance

For the UNIQA Group Austria, with its many years of experience on the Eastern and Central
European insurance market, it is important that none of the companies that are incorpor-

Austria ated domestically or internationally into the Group lose their regional identity. In the case

Italy

Croatia

Poland
Switzerland
Slovakia

Czech Republic
Hungary

Spain
Liechtenstein

of Slovenia as well — should a purchase take place — UNIQA will only consider a solution
that is very strongly connected with the country and its regional institutions. In all the
countries in which UNIQA is active it has always emphasised its role as a partner and had
the best experience with this method.

Hungary - great potential despite high concentration

Hungary is considered to be a well-developed insurance market with a high degree of con-
centration and the presence of 22 corporations that dominate the ownership of the inter-
national finance and insurance companies. The six largest companies have around 87% of
the market. However, it still offers enormous opportunities for expansion in the future.

Details can be found in the
Group organisational chart
on page 11.
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With cross selling, the expansion of our insurance product range with our innovative pro-
ducts, and by entering the life assurance business we want to use our international know-
how for high growth and profit potential. The Hungarian life assurance market continued
to develop dynamically in 2002. Premium revenues rose by a total of 19.2% — particularly
because of the expansion of unit-linked life insurance, which went up by 26.3%. The pro-
perty insurance line also considerably increased the growth in premiums for motor vehicle

liability insurance by 16.7% and in comprehensive insurance by 17%.

We are striving for a market share in Hungary of 6% at first, taking into consideration the
possible acquisition of the AXA subsidiary. Funeuropa plans to change its name to UNIQA
in 2003.

The Group flag will soon be flying in Poland as well

In the middle of last year the decision was made to change the names of our two subsid-
iaries in Poland as well. In the course of the year 2003 Polonia A.A. and its life assurance
subsidiary will begin operating under the name UNIQA Zycie S.A. Polonia was founded in
1990 as the first private insurance enterprise in Poland and was acquired by UNIQA in June
2001. Today the company numbers among the top ten in the Polish insurance sector; its

most recent annual premiums amounted to € 74.8 million.

UNIQA S.A.’s core business is — corresponding to the dominance of this sector in the slight-
ly lower total market — in motor vehicle insurance. UNIQA S.A. improved premium rev-
enue in 2002 by 4.7%; compensation paid sank by 0.6%. The life assurance subsidiary
improved its performance by 0.6% achieving an annual premium of € 1.20 million. We
plan to broaden our product range with new products, particularly in the area of personal
injury insurance. In the next few years we want to improve our market share in Poland by
about 3%.

Above-average growth in Czech subsidiary
The insurance industry in the Czech Republic was burdened by the flood disaster in August
2002 with damage claims of around € 1 billion. This led to a clear rise in reinsurance pre-

miums and in particular in premiums for industrial and trade risks.

Customers and Markets
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This past year the market was characterised by a reassessment through various premium

transfers and preparations for the end of the three-year motor vehicle liability premium
regulation at the beginning of 2003. Our Czech subsidiary, UNIQA pojistovna, with over
560 employees, continues to grow at an above-average rate showing a premium increase
of 42%. We enlarged our sales capacities in the Czech Republic by setting up our own dis-
tribution structure; we continued the pilot project “Agentur” and reorganised the motor
vehicle portfolio. In addition we are working on improvements in the IT structure. In the
next few years we want to improve our market share in Poland from approximately 2% at
present to at least 3%.

Qualitative expansion in Slovakia

The dynamics of the insurance industry in Slovakia have slowed down above all in the
long-standing growth segment of the life assurance sector. Very tough competition in
comprehensive motor vehicle insurance and in industrial insurance is burdening the loss
ratios and slowing expansion. Dismantling the monopolisation of the motor vehicle insur-
ance at the start of 2002 led to a redistribution of market shares. There has been further
concentration since the new insurance law was passed that completely takes EU guidelines
into account.

Despite a conservative application policy for motor vehicle risks and the resulting slow-
down of growth in this area, our Slovakian subsidiary UNIQA poistovna with 310 employ-
ees and a specified annual premium of a total of € 30 million was able to grow by about
33%. However, we want to ensure additional expansion through new activities: by co-
operating with the Tatra-Bank in bank sales (cf. the “Group and Profit” chapter page 52),
introducing an IT-based sales system for customer advisors, and unit-linked life insurance.
We will increase our market share, which is currently over 3% and makes us the sixth-lar-
gest insurance company in Slovakia, to about 5% by 2005.

Croatian life insurance booming

The long-standing expansion of the Croatian life assurance market continues. In the past
year the market grew by 9.3%, primarily due to the continuous dynamics in the life insur-
ance line — despite the fact that premium growth is still low at 18.3%. Because new busi-
nesses have been established and the trends towards concentration have grown stronger,



We round off our international product
strategy with a common market appear-
ance throughout Europe. The unified hand
is recognisable in our sales documentation
as well.

the largest state company by far, whose privatisation has failed for the time being, has lost
its dominating position on the market. New statutory regulations clearly limit the expansion
possibilities of private insurers in the areas of health and accident insurance.

The booming life assurance business at our Croatian subsidiary, UNIQA osignuranije, which
makes up 68% of the total insurance policies, contributed decisively to the increase of
97.1% in our earned premiums We are determinedly continuing with our expansion course
through the increased cooperation with the Raiffeisen Group in Croatia, the introduction
of new products for bank sales, and the development of new sales channels, particularly
bound sales. In the next few years we hope that the high speed of growth will expand our
market share from under one per cent at present to 3%.

Continuous robust expansion in Italy

We are also continuing our vigorous expansion in southern Central Europe. Italy’s status as
a strongly growing future market particularly in the life assurance sector is unchanged. Life
assurance premiums increased quite impressively by 27% in 2002. Their share of total
revenue from the Italian assurance business continued to increase to 63%, with the falling
importance of unit-linked life assurance. Non-life business grew by 8.5%. The concentra-
tion of the industry continued.

We want to use the high growth potential of the Italian market to continue the strong
expansion of our two subsidiaries, la Carnica and Austria. They already contribute 13% to
the Group results and are among the most profitable of UNIQA’s enterprises. In 2002
Carnica expanded its market share in non-life business with a remarkable growth rate of
38% and expanded its own sales network to 66 general agencies in northern Italy. Austria
Assicurazioni, which sells health insurance, also expanded the market more strongly at 5.5%.

The two companies want to combine their IT systems in 2003, develop a regional Score-
card and standardise their Internet presence. Furthermore, Austria plans to introduce new
products and change its name to UNIQA during the current financial year. Carnica will not
change its name but will adapt its appearance to closely resemble UNIQA's.

Customers and Markets
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sales people (employed brokers and agents) were
working for UNIQA at the end of 2002. In the area
of agencies, we were able to increase by 67 units
compared to the previous year.

Success through cross selling...

We are facing the challenges of the still relatively heterogeneous Central European markets
by positioning ourselves clearly as a quality insurer with a high level of service and customer
orientation. Our medium- and long-term success is based on a clear goal structure in our
mixture of distribution channels and a sales controlling system that is the same for all sub-
sidiaries throughout the Group. This goal structure is based on the practical organisation
of our portfolio and cross selling by field representatives, agents and brokers as well as on
winning new customers through internal and external sales companies, banks, leasing

partners and cooperations.

... and qualified full customer service

One important factor in our long-term success is the way we incorporate new customers
into our qualified full customer service. This method of integrating active sales partners is
a great challenge for innovative forms of payment and sales control systems. The experi-
ence we have gathered whilst building up our own marketing companies in Croatia and
with a pilot project in the Czech Republic is an important basis for other activities that we

have planned this year in Poland and Slovakia.

Due to the dynamic development of external marketing companies and bank sales in our
international markets we will continue to rely on partnership cooperations. The quality of
the relationships and the common orientation towards long-term customer loyalty are also
in the foreground for our external sales partners. Joint product innovations characterise our
cooperation in this distribution channel. Internationally, we will continue to successfully
apply our complete customer strategies in the form of quality partnerships in Austria with
the stabilisation of the marketing structures and the use of innovative sales support

systems.

Central Europe drives internationalisation forward

On the whole, the UNIQA companies in Central and Eastern Europe play a key role in the
internationalisation of our insurance group. With their above-average growth they make a
decisive contribution towards increasing the share of foreign premiums in the total group
revenues from the current 11.9% to the target value of 15%. We will already achieve our
goal planned for 2005 in 2003 - by above-average, organic growth and through the forth-
coming acquisition of AXA Biztosito (cf. page 19).



We must use all the synergies for this, for example by developing simple and flexible pro-
ducts that can be easily adapted to local, national and distribution-specific differences and
can be marketed throughout Europe. Last year we completed preparations for the first
product of this new generation of “European products”.

First European policy ready for the market

The European policy for homeowners’ and apartment insurance is ready for the market. It
is a joint product with the same form and content for all regions and takes country-
specific conditions into consideration. With it we create the greatest possible cost efficiency
for our sales in all the countries we operate and set common Central European quality
standards. This product is being offered in Austria as of the beginning of 2003.

In Austria we have taken a further step on the journey from a product-focused insurer to
a solution-led service provider through our unique service and support package for our
customers called the “QualityPartnership”. It fulfils the wishes of a growing number
of customers. According to a new survey, 45% of the Austrian population has already
concentrated their risk protection and signed all their insurance contracts with a single

corporation — out of traditional loyalty or a personal relationship with a sales employee.

Frequency of contact with Relationship with the
the insurance representative insurance representative
in % in %
37
42

7
24
Salesperson is seen as an acquaintance
1 contact in 2002 3 contacts in 2002 Salesperson is seen as a friend
2 contacts in 2002 = other Salesperson is a relative
Source: Association survey by Fessel&GFK Source: Association survey by Fessel&GFK
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Innovative QualityPartnership
sets news standards

These customers expect reliable and competent help from their representative at all times
because they always want to have an overview of their entire range of insurance protec-
tion, including their ongoing premium payments. With the “UNIQA QualityPartnership”
we can satisfy both this need and our high demands for a modern and flexible product
architecture. The innovative service package has unique selling points and helps us win
over long-term customers with its combination of service and price advantages.

Instruments of QualityPartnership

: VitalPoints

Y Y \ i
VitalClub Guaranteed
\ \ \

QualityPartnership

The “PartnerAccount” is the information platform and financial turntable of this innova-
tive service. It offers several advantages — the customer always has his entire provision
budget under control including his regular orders, and there is just one direct debit for all
the policies. Once a year and every time there is a change in the contract the customer
receives a report with all the payment details over the previous twelve months. If the cus-
tomer made no claims during the last twelve months we credit his account with a bonus.



Added value with fitness and health included
And that’s not all. With our QualityPartnership all of our customers also become members
of our VitalClub; that meant over 760 thousand members at the end of 2002. Now we can
inform our customers without charge about the best health precautions for them, plus
they can work out in the VitalClub or train in seminars with top athletes. Every person
insured with UNIQA receives so-called VitalPoints for their loyalty in line with their total
premiums. The number of points progressively increases with the number of contracts they
have. These VitalPoints can be exchanged at a well-being hotel, for participation in a Stop
Smoking Seminar or a Feel Good Programme.

The heart of the QualityPartnership to further improve customer satisfaction is the build-
ing block “ActiveCare”, with which we guarantee every customer his personal repre-
sentative and an annual assessment of his policies. Once a year the representative goes
through all his policies and evaluates the current coverage requirements in order to find
any possible insurance gaps. This helps us, for example, to avoid problems in the event of
a claim due to underinsurance. But it also offers the opportunity to make the insured aware
of new products, making customers that have only one contract with us into full customers.

UNIQA Leasing as a component of the QualityPartnership

With the foundation of UNIQA Leasing GmbH on 1 January 2003 we consistently continue
in the direction of an all-round financial service provider under the quality brand UNIQA.
Therefore “full service” on all aspects of motoring is the motto of our new leasing company.
Our range of products includes all provision variations that the customer could need —
from classic leasing to complete fleet management. For companies with a vehicle fleet of
more than five vehicles, UNIQA Leasing takes over all services from purchasing through
financing right down to servicing. In future, UNIQA Leasing will also be a component of
the QualityPartnership.

Future-oriented magazine for customer retention

Our customer magazine “Next”, UNIQA Group Austria’s future-oriented magazine, has
been published since UNIQA was first founded. In mid-2002 its design was revised and it
is now being used as a targeted customer-relationship management tool. This should fur-
ther improve the frequency of contact to our customers. Each edition of the magazine will
have a main topic on which it concentrates, e.g. well-being, provision, mobility. We send
out about 10,300 copies to selected customer groups each month. In addition, 120,000
core customers receive our magazine regularly.

Whether for active recupera-
tion or simply to enjoy. Our
VitalHotels offer top quality
and programmes specially
designed for UNIQA custo-
mers — guaranteeing maxi-
mum recuperative value.
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A 45-year-old engineer in-
sured for 25 years and with
a net monthly income of
€ 2,350 can no longer work
because of a chronic illness.
He receives a state occupa-
tional disability pension of
€ 1,352 net per month. He
has a monthly coverage gap
of € 998. If he had taken out
an occupational disability
insurance at the age of 30 to
the corresponding amount

with a monthly premium of
€ 127 he would now receive a
disability pension paid out 14
times a year and could close
this provision gap.

28 Customers and Markets

UNIQA products
for individual needs

Cover disability and incapacity privately as well
We have also optimised our private insurance protection for employees that become incap-
acitated or are unable to work due to an accident, declining health or illness. Since the
state pension is not nearly enough in such cases, the accustomed standard of living can-
not be maintained without supplementary provisions.

Because of the increasing need for this private insurance coverage, last year UNIQA sup-
plemented its services that were previously only available in conjunction with a life insur-
ance policy to include an independent occupational incapacity and disability pension with
customer-friendly conditions. This pension is also available for everyone without a regular
income such as housewives, students and apprentices.

“New indemnification” for all employees

In addition, it is becoming more and more important to spread out financial provision for
old age over several bases. The second pillar of provision — the supplementary company
pension — has been fundamentally improved with the “new indemnity” system that came
into effect on 1 January 2003.

A contribution-oriented system takes the place of the previous performance-oriented one.
All 3.1 million employees in Austria now have the right to a supplementary company old-
age pension. Those who will benefit most are employees in fields where short terms of
employment are common, such as the tourism industry. Also people who quit or lose their
job after less than three years with the company have the right to this second pension

provision.



Potential customers of the OVK

(Osterreichische Vorsorgekasse) in 9% 25 of March 2003

Market share of the OVK

in ‘000
200 140
72
60
= potential customers 17,714 companies with over 275,000 employees
customers without a contract with a provision company are already OVK customers

customers with a contract with a provision company

Guaranteed interest sets standards again

UNIQA has once again set the standard and is offering a supplementary company pension
in its programme through its specialised company, OVK. We offer the only employee pen-
sion plan that not only has guaranteed capital interest but also a minimum guaranteed
interest rate of 3% for the first three years. This gives us a clear advantage in the market.
Of course, if we can invest the monies we manage better when the capital market situa-

tion improves again we will pass the profits on to our customers.

The third pillar of the financial old-age provision that we offer is the state-aided premium
discount. With this we combine attractive opportunities for profit with tax advantages
and guaranteed capital. The state grants a bonus of 9.5% or a maximum of € 176 on the
annual premium for a UNIQA “Guaranteed Pension” of up to € 1,851. In addition, there

is no tax on insurance or income.

Extra points also for old-age provision with reduced premiums

Pension payments made after the 40th birthday remain tax free. In addition, the amount
of the lifelong pension annuity can now be determined based on the guaranteed capital
transactions. This will be valid even if the calculation basis deteriorates during the contract

term.

Customers and Markets
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Exclusive combination package for “Golden Agers”

Our product machine has developed another innovation that is unique in the Austrian
market for the target group “50+” — we call them Golden Agers. It safeguards the accus-
tomed standard of living when the working years are over and at the same time provides
for crisis situations in old age.

The core of the combination package is a life assurance policy that can be taken out bet-
ween the ages of 50 and 65. From this, the customer is entitled to partial payments every
five years, which he can also use to build up an old-age pension that includes nursing care
if he desires. Both cases are linked with transitional care for a maximum of 45 days per year.
This versatile combination product includes extensive additional services such as medical
consultation via our medical call centre, an annual health check or being cared for by our
specially trained UNIQA VitalCoaches. They not only take care of vital matters, they can
also give advice about things that are important in the lives of older people, such as how

to renovate an apartment to make it comfortable for someone requiring care.

Europe’s first accident insurance by SMS

UNIQA Group Austria’s direct insurer, CALL DIRECT, caused a sensation in 2002. For the
first time ever in Europe CALL DIRECT, in cooperation with Austria’s leading mobile phone
company, mobilkom Austria, offered the opportunity to take out accident insurance (“cast
money”) by SMS at the start of the skiing season. The various product alternatives can
be retrieved from CALL DIRECT by sending an empty SMS. The customer then chooses
his coverage and the insurance protection goes into effect as soon as the confirmation is
received by SMS. Payment is made electronically with an A1 invoice or by pay box. Further
proof that we are rightly considered to be Austria's most innovative insurer. The product is

being continued after the ski season as leisure time insurance.



And that’s not all. Insurance policies can also be taken out comfortably and without stress
from your home — we are offering this opportunity through a new partnership between
CALL DIRECT and the Universal Versand mail order firm. In the latest 2002/2003 catalogue
we make 1.2 million Universal customers aware of the three high-quality insurance types
— pension, health and life — available from our company.

The right insurance from a mail order catalogue

The high-quality products are presented in a plain, clear style, need only a few explana-
tions and are therefore suitable for finding the right insurance and provision solution by
mail order catalogue in the comfort of your own home. The CALL DIRECT call centre is
available around the clock for individual questions by telephone or e-mail. With this we set
the standard once again in Austria for new ways of selling innovative insurance policies.

ST F - DETR

We have product innovations
to address a target group that
has been neglected up until
now in the insurance branch
- the “50+” - and we have
taken new and creative paths
with SMS insurance, following
the trend to technology.

Innovat




Processes

We consider modern information technology to be the decisive key to greater process efficiency
and improved customer service. This is why we worked relentlessly to build up our Group IT architec-
ture in the 2002 financial year. We promote the acceptance of IT-supported processes — for example
for managing customer data and motor vehicle claims — by both our employees and our customers with
attractive incentive systems.

and Products
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Complex processes — accom-
plished in seconds with ultim-
ate precision. Our successful
e-business model is based on
our ingenious combination of
years of experience, intelligent
strategy and intense training.




16.6% reduction in IT costs
with efficient architecture. In
absolute terms, costs fell by
more than € 11 million.

16.67%

34 Processes and Products

Internet and e-business
drive process optimisation

We clearly strengthened our innovative and earning power in all corporate divisions in
2002 by pushing the use of information technology and the Internet. By building up an
efficient group IT structure we succeeded in effectively increasing productivity in adminis-
tration, decisively improving the speed and quality of our service areas and in encouraging
even more synergies throughout the Group. This represents successful progress towards

our goal of company growth at minimum cost.

With our new service-based web design we want to

= develop unique functions that can be used from different platforms

= build up information and transaction systems based on the web that are available to
all UNIQA companies both domestically and internationally and

= offer a basis over the medium term from which representatives in the field can access

all data and functions they need online.

The infrastructure, which has been running since last year, also has the great advantage
of integrating different host systems in web applications. With this reusability we can con-
siderably reduce both the costs and the length of time required for new developments.

The most important principle for our new Group IT structure was that we rely on common
market standards in order to guarantee support for leading manufacturers of soft- and

hardware over the long term.



How online consultation works between customer and representative

Access to UNIQA.AT/ Customer goes to

representative — g ;’fn::gg‘;s:"'a""es

Enter online
~a— QualityPartnership

Representative

makes contact Customer administers

with his customer — 3 ~a— his orders online

Representative deals Customer poses

with enquiry and his question to his

Important: All online requests from customers go directly to the assigned representative. This ensures that the
customer-representative loop is closed.

Sales platform off to a good start

One convincing example of the enormous opportunities that virtual networks offer us is
our sales platform (VPI) that went online in the middle of 2002. The response to this ver-
satile information and service system was impressive right from the start. On the very first

day over 500 sales representatives logged on from the field.

During the course of the year we have constructively expanded the functionality of our
sales platform. In the meantime it provides our sales partners with information on people,
and contract and claims data; it allows them to take care of household, apartment and
own-home claims or to modify and consolidate customer data online.

Furthermore we provide our sales partners with our rates, insurance clauses and marketing
information electronically, always in the most up-to-date version. The sales platform (VPI)
also provides them with information about our QualityPartnership, with a comprehensive
summary of the customer’s payment plan, and the number of points he currently has in
the VitalPoints programme, as well as weekly financial collection information and monthly

commission invoices.

Processes and Products
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Household claims can also be handled over the Internet

Interest in this has grown stronger and stronger over the past few months. The number of
business claims dealt with via the VPI sales platform is constantly growing. In the first three
months alone, over 6,000 items of customer data were modified or transferred electron-
ically. Since the beginning of 2003 general agencies and brokers have also been able to

use our sales platform.

In the current year customers, in addition to our sales representatives, are increasingly at
the centre of our e-business activities. The QualityPartner customer should be able to
access his Quality account in order to retrieve a current summary of his payment plans,
VitalPoints and contract data. All enquiries coming from the customer are referred directly
to his representative so that the flow of information between customer and representative

is always maintained.

Bonus for handling business claims electronically

We promote the online handling of business claims by paying our customer advisors a
reward for using their computer. This bonus is for electronically transferred applications
that are filled out completely on a PC, printed and signed by the customer.

We also reward electronic claim processing as well as the maintenance and modifica-
tion of customer data. We pay special reimbursements for first-time applications for
QualityPartnerships. Our consultants can find out at any time about their monthly com-
missions by checking the sales platform or the account notes.
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Website redesigned

In 2002 our e-business team completely redesigned our website. The new design included
dividing the site into two separate functional areas. “UNIQA.at” is now our Austrian site
offering country-specific product information, references to sales partners and the facility to
transmit a damage claim online. With this new layout we also want to give every sales part-
ner the opportunity to design his own homepage.

“UNIQAGROUP.com” offers cross-border information about the UNIQA Group such as data
on the holding structure, our current share prices and Investor Relations announcements.
When the redesign of our Czech subsidiary’s Internet site has been completed this year our
Content Management System will further unify the websites of our foreign companies in
Poland, Hungary and Switzerland.

Raiffeisen customers can buy insurance online too

In mid-2002 our subsidiary, Raiffeisen-Versicherung (RV), started the race for the electronic
service age at Raiffeisen banks. Every employee of an Austrian Raiffeisen bank can call up
the RV-Online sales platform in the Intranet with a mouse click and new browser technol-
ogy, using its functions step by step.

Although at first only customer data, service overviews and commission tables were avail-
able, the applications have been continuously expanded. All necessary information is now
available for insurance applications to be made in the bank and a policy issued in real time.
Raiffeisen Versicherung’s computer consultation programme (RVB) is also being imple-
mented through the new sales platform in the Raiffeisen organisation’s joint Intranet.

Since the start of the UNIQA
QualityPartnership in De-
cember 2002, around 10,000
QualityPartnerships can be
accessed through the UNIQA
sales platform.
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Ground-breaking innovation in motor vehicle claim management

Our ground-breaking innovation in motor vehicle claim management is yet another ex-
ample of the optimisation potential in the business organisation. It connects over 1,600
vehicle garages with our claim consultants and motor vehicle experts via an Internet plat-
form. Here they can exchange a wide variety of data, information and digital pictures
completely electronically as they process and regulate the claim. The advantages are

impressive.

Innovation in motor vehicle damage management
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Auto workshops can save a great deal of time and money with this electronic damage
management. Previously they had to make several telephone calls or exchange faxes in
order to get permission from the insurer to do repairs. Now all they have to do is simply
post the vehicle and insurance data plus a minimum of two digital photos of the damaged
car on the Internet.



Internet speeds up processing and settlement

The data appears immediately in our “SLS” immediate service claim system. A damage
consultant examines the details sent by Internet and sets up an electronic file. The work-
shop receives an electronic response within one hour. If we do need to contact an expert
then the request for him to inspect the damage is made online.

This Internet-based process management improves the productivity of all contractual part-
ners immensely. We profit from the fact that all necessary data for the claim has already
been taken at the garage. So it is often possible for us to make a decision based on the
digital photographs alone.

However, if we do need to send a motor vehicle expert to the garage we can first provide
him with all the necessary information electronically. Equipped with a laptop and a digital
camera, the expert inspects the damaged car during the day, prepares his report offline
and uploads it, together with the digital photographs, to the Internet in the evening.

productivity increase in the office, not least
because of the optimisation of process manage-
ment measured in business transactions per
employee.

Web-based information and
transaction systems such as
the “SLS” immediate service
claim system optimise the

processes in claim manage-
ment to the advantage of
our customers.
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Our new Group headquarters
should be completed by June 2004.

Processing time shortened

The next day, our damage consultant can access this information and continue working
on the case until it is completed. This has drastically shortened the processing times of
automobile damage claims whilst at the same time improving customer satisfaction even

more.

In the future we plan to further improve our work productivity and processing quality
by introducing an electronic document management system. One representative alone
spends on average 40% of his working time looking for or filing information. The dramatic
increase in the flood of information can no longer be handled with manual filing systems,
microfilm storage or in conventional databases.

More rapid access to information is decisive in competition

Quick access to a wide variety of information including multimedia files, videos or pictures
that must be available rapidly in several places and to several people at the same time is
becoming a decisive factor in competition. Above all the versatile and more efficient use
of all information is critical in the operating process: for example by integrating it into
workflow systems or building a knowledge management system.

Virtual files reduce the flood of paper

We are preparing to introduce a company-wide, integrated document-management system
and are presently testing the necessary features. Such a system will completely combine all
existing information in virtual “files” and enable authorised employees in different depart-
ments or in the call and service centre or teleworkers to access these files simultaneously. In
addition, it will permit access by partners and customers through an “electronic locker” as
well as guaranteeing that all units of the company have the same level of information.

The technical requirements for the project, with which we are once again setting standards
in the innovative application of IT technology, will be established when our new Group
head office has been set up. The construction of the UNIQA Tower is running right on
schedule. The shell will be completed in the autumn of 2003.
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Interactive advisor for fitness on the Internet

We are also moving into the new area of e-health, with our Fitness Tips on the Internet.
The UNIQA Fitness Agent, positioned as a micro-site on our highly successful health and
wellness portal, medUNIQA, is an interactive advisor on matters of fitness, well-being and
health. Based on the personal wishes and habits of the user he develops an individual
customer profile and designs a personal training plan complete with motivational and
nutritional tips. In addition, the Olympic, ski world cup and world champion Stephan
Eberharter gives valuable fitness tips.

Honoured as the world’s best health portal

The magazine “e-media” awarded our “medUNIQA” health portal first prize among the
100 best Internet addresses in the world. More that 1,900 hits daily prove the enormous
interest in our health portal. In addition, the content cooperation between medUNIQA and
Telekom Austria’s Aon portal has established our high level of competence in the area of
Internet-based health information. We are making the contents of the new “Trends &

Leisure” area available to more than 600,000 users on the Aon portal.

Main considerations for using a
document-management system

Faster Space Higher Profitability Improve Improve
availability problems data and communi- customer
security productivity cation service
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Group

Our demands are clear: We want to set the benchmarks in our markets. The consistent implemen-
tation of our newly formulated company strategy is the inevitable prerequisite for this. The successes
achieved in 2002 in reorganising important sectors and integrating our international companies led in
particular to an improved cost situation. Improving profit continues to be a major topic in 2003.

and Profit
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Konstantin Klien

Chairman of the

Management Board
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On a clear course
with a new Group strategy

At the start of 2001 we began implementing our insurance Group’s newly formulated
company strategy in daily business. How far has UNIQA come towards achieving a long-
lasting optimisation of the company? Konstantin Klien, UNIQA’s Chairman and CEO, gives

us answers.

What steps did the Group take in the first year under your leadership to shape
its future as a European insurance group with an Austrian identity in a way that
is even more attractive for customers and employees and profitable for share-
holders?

Klien: The first year in which we began implementing our new strategy was characterised
by a difficult economic environment. Considerable losses on the stock markets, intensified
competition on the insurance markets, the catastrophic floods in Austria and the Czech
Republic — these factors required us not only to adjust our strategy but to be more consis-
tent as well.

What has UNIQA achieved with its new course? How must the Group develop
in future?

Klien: We accomplished a great deal in 2002 and on the whole we did a good job.
But there is still a lot to do if we want to implement all the points of our strategy by 2004.
| consider it a first great success that we were able, thanks to the commitment of our
employees, to noticeably reduce our costs. Above all we managed to reduce overhead costs
(without commissions) even by mid-2002 by more than 10% compared to 2001.

Was this possible without cutting back on the high quality standard?

Klien: We did not save at the expense of our customers. On the contrary, in December
2002 we launched our completely novel “QualityPartnership”. This is an innovative
added-value product that fulfils our customers’ desire for all-round support and high
service standards in every regard. Furthermore we have started to develop a common
structure for our standard products. Then we can adapt them to fit different demand con-
ditions and use them in all Group companies.



What effect has the implementation of the new strategy had on the results and
income?

Klien: Due to the catastrophic floods we have not yet been able to see an improvement in
income based on the steps we have taken. However, we were able to achieve a marked
improvement in the cost situation this year. For this reason, we were given an A rating by
the international Standard & Poor’s rating agency, as was the case last year. Clear proof
that the direction we are moving in is the best one and that we are right on track.

In which areas are there still deficits in terms of implementation?

Klien: In order to increase our earnings capacity we must get a better handle on the actu-
arial results in our most important sectors. In difficult stock market times actuarial
losses can no longer be compensated for by investment yields. For this reason, we must
stabilise the loss ratios at a low level. Last year we continued steps in this direction in the
motor vehicle insurance line and started in the general liability insurance sector and in the
group health insurance business.

What are the focal areas for reorganisation in the current year?

Klien: This year we want to optimise international Group reinsurance. Furthermore, it is
time to improve income in investment management. And we will re-negotiate our con-
tracts in industry and big business. Internationally we must introduce new services
in personal and property insurance with added value for customers that bring us unique
selling points in the market.

What do you foresee for UNIQA from the European Union’s enlargement to the
East?

Klien: When the Eastern European countries join the European Union all the international
regions in which we are active — with the exception of Croatia and Switzerland — will be in
one common economic region. This will bring us a number of simplifications, but above
all new opportunities that we will make aggressive use of. Those insurers that have already
invested in Eastern Europe will now participate more strongly in the new market potential.
As Austria’s largest health insurer UNIQA wants to build up a private health insurance market
in Eastern Europe and profit from our broad experience.

10%

reduction in domestic over-

head costs (not including
commissions) in the compar-
able period as a result of
our increased earnings pro-
gramme.
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We are counting on Croatia’s fast, formal equalisation with the candidate countries.
Altogether, the expansion of the EU opens up far greater growth potential for us than
simply optimising the Austrian market.

What must be implemented in the international companies over the short term?
Klien: We will fully incorporate our international companies in the new IT structures and
share the Group expertise. However, we also must increasingly provide for more Group-
wide mobility among our employees by offering professional positions in other countries.
Our “UNIQA Go Ahead” programme is an important step in this direction. In the end,
however, the success of our strategy depends on tapping into potential customers faster
than the competition. We must concentrate all our efforts on this.

10

of the earned Group pre-
miums in the year 2002 were
from our international com-
panies. We expect to attain
our target planned for 2005
of 15% already in 2003.




Since it was founded in the year 1995 the MLP-Lebensversicherung AG, Vienna, has
become one of the largest insurers in Austria specialising in unit-linked life insurance. One
of the reasons for this success has been the good cooperation between the owners,
UNIQA and MLP Deutschland, who contributed to this result through the work of their

sales organisations.

In October 2002 we acquired the remaining 50% of the life assurance company MLP-
Lebensversicherung AG, Vienna, from MLP Deutschland and now own 100% of the shares
of MLP-Lebensversicherung AG, Vienna. With this step UNIQA has strengthened its pos-
ition as the largest Austrian insurer, has again proven its competence in the area of asset-
creating insurance products, and clearly positioned itself in its core business field.

UNIQA feels it is important that the unit-linked life assurance product sector is fully covered
within the Group so that actuaries and marketing can form an even stronger entity.

The company has been operating under a new name since March 2003. The new brand
mirrors our area of activity and our services very precisely: future-proof investments. The
clear ownership structure as well as the high performing infrastructure and the excellent
financial standing of the parent company will definitely contribute to the rapid achieve-
ment of our goals. Membership in the UNIQA Group will also result in the development of
new, attractive products and still more intensive service for the sales partners in the rapidly

growing market for unit-linked life insurance.

The company is represented on the Internet by a new website at www.financelife.com.

LEBENSVERSICHERUNG AG



In December 2002 our core shareholders announced the acquisition of the Austrian AXA
Group with its subsidiaries in Hungary and Liechtenstein. In the course of this transaction
we intend to transfer the AXA companies to the UNIQA Group during the year 2003.
As this report goes to press we are still waiting for approval by antitrust and regulatory

authorities in Hungary.

We believe that this integration, which is planned for 2003, will be a great step forwards
for UNIQA, not only with regard to the Hungarian market but also as the leading Austrian

insurer.

Over the past year we have determinedly followed our strategic goal of strengthening
Group earning capacity and returns on equity in the long term by reducing costs and at
the same time improving service and benefits and concentrating even more on profitable
customer segments. The first successes became apparent in 2002 with the clear improve-

ment in actuarial results.

This was also a consequence of our increased efforts to reorganise the different insurance
sectors and stabilise the claim ratio. We achieved noticeable success in the motor vehicle

sector, which is suffering ruinous competitive pressure.

Risk segmentation is an important factor in the reorganisation of the motor vehicle line.
We sort customers into groups according to their various claim frequencies and offer them
appropriate tariffs. This selective process in motor vehicle liability insurance and compre-
hensive insurance is based on various criteria, for example the vehicle’s engine size and the
driver’s age. We reward low motor vehicle risks with premium discounts; high risks receive

a lower discount or none at all.

In addition we have taken the first steps towards reducing the expense of claims in motor
vehicle comprehensive insurance with trade-in offers, accounting control and wreck manage-

ment. We will continue to promote these activities during the current year.



Taking the importance of
Central and Eastern Europe as

a growth market for UNIQA
into account, starting in 2003
we will implement special
international activities in the
health insurance sector as well.

Reorganisation of Group health insurance

In 2002 our reorganisation efforts were also focused on the group health insurance busi-
ness. This consists of general agreements with companies or public service organisations
that want to offer their employees more favourable health insurance premiums. This group
business, an important factor that makes up around a third of our health insurance pre-
mium revenues in Austria, is still bringing us clearly less favourable results than individual
health insurance.

For this reason, last year we began adopting various measures to begin improving this
unsatisfactory situation in the group health insurance sector. We not only raised the pre-
miums, we also introduced some cost sharing with the insured.

Advantages reduced and benefits ratio improved

Many customers found this painful. However, we were unable to avoid reducing the
advantages of group versus individual insurance. In any case we were successful in notice-
ably improving the benefits ratio in group business. We will consequently continue our
reorganisation efforts during the current year.

Our re-negotiations with the hospitals contributed to the much more favourable develop-
ments in health insurance. Like other health insurance companies, UNIQA concludes con-
tracts for the benefit of the insured with almost all hospitals and doctors in Austria where
the prices of the services and a direct non-cash form of payment for them is regulated. In
recent years health insurers under UNIQA's lead have successfully negotiated the slow-
down in the rate of price increases in health services.

Keeping down costs a permanent task in the health sector

This development is in no way finished. It seems inevitable that the structure of the con-
tracts will be improved (with regard to medical services on the one hand and the hotel
quality that should be offered in the hospitals on the other) in further negotiations and
medical progress accounted for. This means that access to modern medicine must be guar-
anteed for UNIQA customers; at the same time services that have become routine in the
medical business must be assessed at more reasonable prices.
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Overall this restructuring must relieve the insured in order to compensate for the continu-
ous increase in benefits paid. Standardisation of the catalogue of medical benefits also
remains inevitable — at present they vary from province to province. We will need to con-

sistently continue negotiations on this in the coming years.

A central unit installed in 2002 is intended to assist the sales department in its activities
supporting existing health insurance customers. We hope this will increase customer
loyalty and generate additional premium revenue. These initiatives fit nicely into our
QualityPartnership and therefore affect the bottom line. In the current financial year their
positive effects will become evident with the help of the required IT support.

In 2002 through our active portfolio management and premium adjustments in group and
individual insurance we managed to hold on to our high market share as Austria’s largest
health insurance and to raise premium revenues at the same speed as the industry is
growing. Because benefits increased noticeably less as a result of successful negotiations
with hospitals and doctors and the restructuring of the existing group insurance policies,

we were able to improve our benefits ratio. This development should continue in 2003.

Group health insurance also developed satisfactorily in our foreign markets. Despite a slight
fall in health insurance premiums in Switzerland the benefits ratio could be improved in
2002. In the current year a clear premium increase is being planned again. In Italy pre-
mium growth remained satisfactory, as did the benefits ratio despite a slightly dispropor-

tionate rise in payments. We are counting on a further increase in premiums in 2003.

In the other Central and Eastern European countries we are presently examining the
opportunities in the health insurance sector. As an established supplier, UNIQA sees oppor-
tunities to progress with country-specific offers in these regions of Europe as well.



L
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UNIQA and Salzburger bundle their sales power

We created a new model for our “concept of regions” with the Salzburg project. UNIQA's
regional office in Salzburg and the Salzburger Landes-Versicherung are bundling their
strength into a unique and innovative cooperation with which we are securing our
leading market position in the Salzburg area and strengthening the Group’s earnings per-
formance. Since the beginning of the year 2003 the previously separate sales organisations
of the UNIQA regional management in Salzburg and the Salzburger Landes-Versicherung
have been working together as a unified sales organisation.

The cooperation is being publicised with a new brand appearance. The cooperation was
started with an appropriate brand campaign and a successful kick-off event in November
2002. The Salzburger Landes-Versicherung, the oldest and largest property insurer in the
region, is in charge of the new contracts in property and accident insurance and is now
offering its customers an even better quality of service. UNIQA provides optimal offers for
health and life insurance and guarantees the benefits paid — in case of health problems,
death or when the endowment becomes due — with its financial power. Everyone benefits
from this cooperation.

We define the home market in which the UNIQA Group operates as being Central and
Eastern Europe. It stretches from the Baltic Sea in Poland to the Czech Republic, Slovakia,
Hungary, Austria down to the Mediterranean in northern Italy and Croatia. We also have
specialised suppliers in Switzerland, Liechtenstein and Spain.

Successful Group strategy improves international profit

UNIQA’s earnings capacity in all these regions will be improved above all by the newly
created structure within the Group. Thus the central branches, as Centres of Competence,
and the central service areas, as Service Centres, together with UNIQA International are

responsible for defining common structures and processes valid for the entire home market.

An essential requirement for the success of the optimisation strategy to increase earnings
is that employees think in a supra-regional manner and are prepared to enrich their spe-
cialised national knowledge with regional features and multicultural requirements. In co-
operation with the responsible people in headquarters and the regions, common key pro-
ducts will be developed that can be used everywhere after they have been adjusted to
meet country-specific conditions.

The launch of Salzburger drew a

great deal of attention in the media

with the ski world cup champion

and current vice world champion,

Alexandra Meissnitzer.
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Our Czech subsidiary with its
headquarters in Prague continues to
5

grow at an above-average pace.
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Common platform reduces costs

This product structure is the requirement for deploying a common IT platform across the
entire Group. This, in turn, is the basis for reducing costs throughout the corporation. In
2002 we began developing an IT solution for the life insurance line of our Polish company
as a prototype that can be used by all our companies. In the current year this prototype
should be completed for both the life insurance and the property sectors and can then be
used in all the other regions of the Group.

Synergies for new subsidiary in Hungary

The operative acquisition of AXA Bisztosito (carried out by the core shareholders of AXA
Holding Osterreich), the sixth-largest insurance company in Hungary, will also profit from
this prototype. AXA Bisztosito has a market share of 5.3% and will, with the help of the
Group structure and subject to the antitrust authorisation after it is transferred to UNIQA,
take advantage of the continuing dynamism of the Hungarian insurance market and grow
at an above-average rate in the years to come. The company has already built up a strong
distribution structure which, in cooperation with a pension fund, creates an essential foun-
dation for success.

Start of cooperation with Tatra-Bank

After completion of the talks between UNIQA and the Slovakian Tatra-Bank several work-
ing groups defined the type and scope of the cooperation, product content, processes,
marketing presence and sales measures. These products and processes were put into prac-
tice in the IT systems of both companies in autumn 2002. In February of this year the first
training for bank employees took place. Pilot sales began after the cooperation agreement
was signed on 24 February 2003 and are running in four selected branches located in and
around Bratislava.

Under-insured for catastrophic damages

Austria and the Czech Republic experienced catastrophic floods in the midsummer of 2002
after torrential rainfalls. Within a short time thousands of people became homeless or
lost all their belongings. The total economic damage in Austria is probably in the range of
two-digit billion euros. We granted special leave to employees that could not come
to work because of the catastrophe or were helping with clean-up work and we donated
€ 125,000 as immediate emergency aid to flood victims.



The telephone calls and damage reports that we received from desperate customers
showed that the risk of natural disasters had been underestimated by the population in
many areas of Austria, which had long been spared any flooding. A large part of the flood
damage was insufficiently covered or not insured at all. In particular policies that were
concluded by the middle of the nineties offer no insurance protection against this risk.

We paid around € 25 million last year for flood damage in Austria. The damage was also
enormous in the Czech Republic, where entire districts disappeared under water. Our Group
subsidiary, UNIQA pojistovna, must make considerable payments in the sum of approxi-
mately € 22 million.

In the meantime there has been a rush for insurance policies with protection against
natural catastrophes. UNIQA’s combined policies offer private households, business and
agricultural enterprises various ways to insure themselves against the effects of natural
disasters.

Standard & Poor’s confirm UNIQA's top rating

On the whole we can be pleased with an extremely satisfactory balance for our Group in
2002, despite the difficult conditions. This was confirmed by the international Standard &
Poor’s rating agency. UNIQA is the only Austrian insurance Group to voluntarily undergo
a detailed analysis once a year and our position was confirmed with a renewed A rating.

Standard & Poor’s appreciated our strategic role as the leading assurance group, particu-
larly as the largest health insurer, second-largest life and fourth-largest property insurer on
the Austrian market. However, the decisive factor for the Group’s positive rating was the
strong improvement in the actuarial results, particularly the clear improvement in the com-
bined ratio in property insurance as well as the systematic implementation of the earnings

oriented programme to reduce costs and improve income.

Many parts of Europe experi-
enced torrential rains that

had dire effects on the insur-
ance industry. A large part of
the flood damage was insuffi-
ciently covered or not insured
at all.
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Statt

Notwithstanding all the technical options we have - the most important factor in our company’s
success is our employees. We are aware of the fact that we demand a great deal from our staff in
our attempts to constantly improve in all areas of the company. We are proud that our employees
understand that challenges are also opportunities and we support them with a diverse range of train-
ing and development courses.

and Partners
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Challenging and
promoting the staff

Our strategy of constant improvement in our competitive and earning power is also a per-
manent challenge for our staff. This is why we consider training and further development

to be an ongoing task.

We use the opportunities the IT group architecture offers for all options of e-learning.
Electronically supported learning includes all methods with which we can complete or
replace regular courses in an effective and time-saving manner. E-learning is an intelligent
tool for sharing an ever-increasing amount of knowledge despite the growing training
need and the rising number of course participants with different levels of knowledge.

Knowledge on call replaces knowledge in reserve.

Teaching and learning by Intranet

The advantages are convincing. E-learning is available at any time, anywhere; by Internet
or Intranet, it can be interactive, use multimedia and can be repeated as often as desired.
The participants in electronic training determine the speed and content themselves. It is

no longer necessary to travel.

We offer e-learning by Intranet and web-based training that we integrate into a virtual
classroom called the “Learning Space”. At the start of 2002 the programme was first
opened for Management, and starting in April it became an obligatory part of the basic
training for our staff. It is intended as a platform to shorten the duration of training and

increase staff productivity.

We are also trying out new ideas in job design. Teleworking and desk-sharing were estab-
lished last year as integrated and accepted forms of work after the completion of a test
phase in various areas. Teleworking exists in widely varying forms depending on the kind
of work to be done and the personal preferences of the employee. In all cases, teleworking

is always voluntary.

Depending on where they
work and their level of educa-
tion we offer our employees
various topics in the area of
e-learning.




Particularly for office duty we offer “alternating teleworking” in conjunction with desk-

sharing, where several employees share one workstation.

Depending on the job requirements and personal interests, work time can be split between
our office and a home office. This division can be handled strictly or flexibly in coordina-
tion with the department head. Our guidelines are: you work in the office for two or three

days and the rest of the week you work at home.

Our employees are very interested in teleworking. At present only 65 of our staff and 25
experts are employed in Austria as teleworkers. However, we estimate that about 25% of

all employees that are eligible for teleworking will decide to do it.

One modern tool with which we challenge and promote the development of our staff is
the employee appraisal talk, held at the beginning of each year. It has proven its value. This
dialogue gives managers and employees the opportunity to agree on career goals and to
check up on compliance with them in the interest of our company’s productivity and

profitability programmes. This is the foundation for long-term company success.

Our experience with employee appraisals demonstrates clearly that our managers take
their human resource responsibilities seriously and the employees are to a large degree
interested in continuous further development especially in light of changes in the com-
pany. This is an encouraging sign that an employee identifies with our company goals and

is motivated to work towards their realisation.

However, not all the capabilities and knowledge of our employees can be recorded and
understood in employee appraisals, especially those capabilities that they do not yet apply
to their professional work.






To this end we created an electronic skills database. All our employees can voluntarily fill
out this electronic questionnaire. It is then made available to their chosen circle of people
within the company, revealing their hidden capabilities and talents. Language proficiency,
professional experience in other areas from the one they are presently in and additional
hidden talents. This is an intelligent way for employees to take advantage of career oppor-
tunities they did not even know existed and for us it is an important aid in internal per-

sonnel searches.

As our Group becomes more international we must tap into the human resource potential
of the company in all areas and improve readiness to move across borders at management
level. Our offer to take part voluntarily in a success-oriented payment system was well-
received among our employees on management level. This proves how strongly our em-

ployees identify with our company strategy of consistent earnings orientation.

We strengthen this identification with the strategic course of the Group in our annual
manager meetings. In October 2002 there was a double meeting with 85 executives from
the head office, the regional offices and the subsidiaries. Within the context of this inter-
national conference the decision makers discussed detailed plans for the Group for the year
2003.

The response was without exception positive. The participants found it useful to discuss
the practical problems they encounter concerning the further implementation of our strat-
egy in personal conversations as well as to arouse appreciation of their own ideas and the

positions of other colleagues.



With our programme to improve the personal mobility of our employees under the title
“UNIQA Go Ahead — Grow with your company” we are accelerating the development of
first-class personnel for our expansion into Central Europe. We assume that the employee
is willing to spend between three months and three years in another country, that he
or she speaks fluent English or can learn the local language in a crash course, and already
has insurance or expert knowledge that can be used in the field of work in the respective
country.

Short-term projects lasting less than six months are above all for working together on con-
crete projects or tasks in a guest company that needs the specific knowledge of the
employee. The job position held in the home country remains open, covered by a sub-
stitute, for the duration of the international project.

Medium-term training operations are intended to encourage the transfer of expertise from
the home company to the guest company and last between six and twelve months. Long-
term international assignments of up to three years involve taking over a function in the
guest company after a training period and moving the family.

Participation in a mobility course is considered to be an honour and preparation for a future
management role in the Group. Interested employees can report for an analysis of their
potential at any time.



Left: Caslav Zaja,
UNIQA International (Croatia » Austria)

Top right: Harald Chrstos,
Chairman of UNIQA poistovna, a.s.

(Austria » Slovakia)

Bottom right: Wolfgang FriedI,

Product marketing (Austria » Poland)

Training and personnel development concentrated

Our activities in personnel development and the entire training system have been con-
centrated in the Group subsidiary UNIQA Human Resources-Services GmbH established at
the end of 2002. This enabled us to restructure the varied tasks of the human resource
department in order to optimise work processes and services. The project is extremely
important because Human Resources will carry an even greater weight in the new Group
structure.

The new company’s services will be institutionalised and offered to the entire Group. It
will also offer the present training activities to external clients. Because of the increased
professionalism we expect an expansion in business volume by providing services to third
parties.

UNIQA establishes a Finance Academy

We took another step in the direction of higher qualification of our employees and partners
by founding the UNIQA Finance Academy. Here we can offer our sales force in cooperation
with well-known partners an internationally recognised all-finance education on three levels,
from investment consultant via finance consultant to financial planner. Every level is con-
cluded with a certified exam as a prerequisite for completing the next training level. The
Finance Academy is intended to contribute specialists for a team of Certified Financial
Planners that can optimally support a distinguished customer segment.

Having employees with inter-
national experience is neces-
sary for the success of an
internationally active group
like UNIQA. At a time when
many companies in the EU
market see themselves forced
to eliminate a large number

of their jobs UNIQA is in the
fortunate position of being
able to offer its employees
attractive assignments in
the most diverse regions of
Central Europe.
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We are moving in an environ-
ment where the trail is icy and
full of curves and sometimes
heads down steeply. Under
these conditions we stand
firm with our powers of con- !

centration and endurance.



Markets and

In the year 2002, characterised by political tensions and a crisis of confidence on the international
financial markets, the recovery of the world economy did not live up to expectations. The insurance
industry could not evade these trends on the capital markets despite the dynamic growth in premiums
in certain sectors. We see the increase in the price of UNIQA shares of more than 27% as a confirma-
tion that our strategy is right.

LUINIQA shares
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Economic environment

Fragile upturn of the global economy

The global economy was able to recover in 2002 from the setbacks of the previous year.
However, the upturn remained fragile. Above all the continuing political tensions, erratic
oil price increases and unresolved structural problems particularly in the Western European
industrial countries led to a renewed slackening of the economic dynamics.

The tentative attitude of business investors and private consumers as well as the confidence
crisis on the international finance markets accompanied by heavy losses in share prices

again won the upper hand. A lasting economic recovery could not establish itself.

World production only up insignificantly
While world trade after its stagnation in the previous year increased again by about 2.1%,
world production was up by 2.7%, only insignificantly stronger than in 2001. The global

economic regions made varying contributions to this result.

Recession in the USA overcome

The United States was the most important growth driver for the industrial countries, and
production there rose below average by 1.4%. In 2002 the US economy found its way out
of the recession and back onto a still bumpy but nevertheless expansive path. Not least
thanks to major cuts in the insurance rates and an expansive financial policy, American

gross domestic product improved in real terms by about 2.4%.

Once again, the greatest boost to the economic cycle was private consumption. This proved
to be extremely robust, despite the capital losses on the stock markets, not least because
of the continuing increases in household debt. Residential construction remained high.
For the first time in five years the federal budget recorded a deficit of about 1.5% of gross
domestic product. This was due to recessionary revenue losses as well as tax reductions

and new expense programmes that had been previously agreed.



Eastern Asia continues to show great dynamism

Internationally, the newly emerging Eastern Asian countries and China again showed the
greatest economic dynamism in 2002. With growth rates of up to 7.7% they ensured that
the expansion of the total world economy accelerated much more strongly than in the indus-
trial countries.

In the maelstrom of the Far Eastern race to catch up, Japan was also able to overcome the
recession of the year 2001, in particular because of the strong increase in exports in the first
half of 2002 and lively private consumption. However, continuing overcapacities, a further
slump in investments and the drop off of foreign demand prevented a sturdy upturn. Instead
the deflationary trends were again successful and prices fell.

Financial crisis in Latin America

The economic situation in Latin America remained extremely tense. Argentina suffered
from chaotic financial conditions due to the collapse of its currency system. A collapse of
the banking system could only be prevented by freezing almost all deposits. The problem
of creeping real currency appreciation with simultaneous high real interest rates and
dampening effects on investments became critical in Brazil once again.

Slow recovery in the euro-zone

After the encouraging beginnings of an economic recovery the upturn in the euro-zone
declined during the course of 2002. Total economic growth slowed to just 0.8% due to
the recession that returned again in the USA, increasing production cost prices, rising oil
prices and the restraint of investors and consumers.

The disparities remained considerable in the common currency area. Rates of expansion in
national production varied by more than four percentage points. Price increases were more
convergent. The national inflation rates in the euro-zone were only about 3 percentage
points apart with an average increase in the harmonised consumer price index of 2.2%.

2.7%

increase in world production
in 2002. This is only insig-
nificantly higher than in the
previous year.
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Unemployment up
Because private consumption developed poorly and equipment investments went down
substantially, capacity utilisation in the euro-zone in 2002 was far below what it could have

been. Unemployment went up.

As a result of the weak growth, dynamic public budget deficits in the euro-zone increased
due to falling income and rising expenditure, and in particular due to the increase in
unemployment. The deficit climbed as high as about 2.4% of the gross domestic product.

Growth in Central and Eastern Europe continues to be strong
Once again, the Central and Eastern European EU accession countries developed altogether
extremely well. To be sure, growth in total economic output sank in 2002 down to 2.4%,

but it was still clearly above the level of Western Europe.

In the face of sinking inflation rates and real wage increases that stayed below growth in
productivity, consumer demand remained the major economic drive. Investment activity

continued to be vigorous.

However, the missing dynamism in Western Europe slowed down the export increases that
most accession countries had been used to. Because imports continued to rise vigorously,
all the Central and Eastern European countries showed current-account deficits, without
exception. However these were financed predominately by foreign direct investments that,

in some countries, even exceeded the current-account deficit.

Stubborn lack of investment in Poland

Poland, the largest economy in Central and Eastern Europe, showed the least dynamism
— due to the stubborn investment weakness with an increase in the real gross domestic
product of 1% - but the highest unemployment level and the largest state financing
deficit in relation to the gross domestic product.



product growth in the EU candidate
countries — visibly stronger than in

Western Europe.

Hungary, the Czech Republic and Slovenia made substantial progress in lowering un-
employment. These countries were able to maintain their growth at an unchanged rate;

their economic performance per inhabitant came closest to the EU standard.

Economic shadow over Austria

With the deterioration in the economic climate in Europe the hopes in Austria of a solid
upturn also fell after the summer of 2002. Total economic output was nevertheless up by
around 0.9%, a little more than the average in the euro-zone.

Investments at a low

The willingness of business to invest fell to a low level as a result of the international crisis
in confidence. Investment in equipment was cut by around 10% — considerably more than
the EU average. At least consumers spent in real terms close to 1% more than in the year
before although consumer prices increased by just 1.8%.

The export and tourism sectors were robust. Austria’s exporters delivered 2.5% more
goods in real terms to foreign countries and were able to firm up their position on the
world markets. Because imports were down by 3.5%, the current account deficit shrank

to only 0.1% of the gross domestic product.

Government finances in deficit again

However this weak growth led to a noticeable increase in the unemployment rate,
although at 4.1% this was only half the level of the EU average. The economic recession
also led to a clear shortfall in state tax revenue. After the surplus of 2001, this past year is

most likely to produce a financial deficit of around 1.5% of the gross domestic product.
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12%

Increase in benefits in prop-
erty and casualty insurance in
the Austrian assurance branch.
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Trends in the
insurance industry

Insurance industry suffering from the loss of single-premium business

The above-average growth speed in the Austrian insurance market slowed down from
the 6.8% it averaged between 1991 and 2001 due to a decrease in the number of single-
premium policies. Premium revenue rose overall in 2002 by just 2.1% to € 12.7 billion.
On the other hand, in recurring life assurance the dynamism of the insurance industry
barely decreased, with a rise in premiums of 5.9% compared to 2001.

The life assurance line suffered from the loss of single-premium policies and recorded a
decrease in premiums amounting to 1.9%. On the other hand, the strong expansion level
continued with growth of 6.5% in risk and old-age provision with ongoing premium pay-
ments. Unit-linked life assurance also continued to grow visibly despite the weak stock
markets.

Property/casualty and health insurance drive growth forward

The main catalysts for growth in the insurance industry in 2002 were the property and
casualty sectors. They even slightly accelerated the increase in their premium revenue to
6%, which means they are moving upwards. Benefits paid in property and casualty insur-
ance increased again in 2002 by 12%, which is above average. Three quarter of the € 470
million increase were due to flood claims and the rest to fire claims.

The reorganisation efforts in motor vehicle liability insurance resulted in a further increase
in premiums of 5.6%. Yet the situation remained tense despite the moderate increase in
benefits of 1.2%. The present claim ratio of 80.3% still remains substantially above the long-
term ten-year average. Higher premiums can be expected above all from new business and

when clients change cars.

Strong increase in fire claims

Premiums in fire and business interruption insurance went up in 2002 by 5.86%; this was
a stronger increase than had been seen since 1984. However, with the 37% rise in bene-
fits that took place at the same time, the loss ratio climbed to 86.3%, the second-highest

level since 1964.

The remaining property and casualty lines such as accident, comprehensive, household,
liability and water damage insurance contributed to a still strong premium increase of
6.2%. Because of the floods, which caused estimated damage of € 350 million, the bene-
fits paid increased drastically by 13.7% to € 2.8 billion.



Health insurance with falling benefits ratio

Health insurance also contributed to the dynamism of the industry. It was able to continue
its expansion rate of 2001 at a pace that barely slowed, showing premium growth of 3.9%.
Because the benefits only increased by 1.9% the relationship to the premiums continued
to improve in 2002 although the situation was still difficult. The necessary tariff adjust-
ments are likely to be lower than in past years due to the advantageous development of
the benefits.

Insurance development more lively in 2003

The Austrian insurance industry can count on an acceleration of its entire premium growth
to 3.7% in 2003. The life assurance sector, after its setback from the loss of single-premium
policies, will most likely return to its expansion path with increases in premium revenue
of 2.9%.

Because Austrian secondary-market revenues are expected to fall from an average of
4.45% annually in 2002 to 4.05% this year, the revenues of the life assurance line with
ongoing premium payments will also develop dynamically upwards at almost 7% even at

current interest rates.

In health insurance we can count on an increase in premium revenue that is only just weaker
at around 3.5%. The dynamism of the property and casualty division is levelling off slightly
in 2003; however it will still make a strong contribution to the accelerated growth of the
industry and in addition it will move up to become the sector with the highest revenue.

Anticipated growth in premiums

in 2003
in %
4.5
3.6 3.7
I29 I I
Life Health Property/ Total

Casualty

Source: Austrian Association of Insurance Companies
Austria
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International financial markets

Crisis of confidence on the financial markets

2002 was one of the most difficult years in a long time for the international financial mar-
kets. Following a slight improvement in the economic indicators in the first months of 2002
the high hopes of a self-supporting upturn in the global economy were destroyed again by
March because of the conflict in the Middle East, the rise in crude oil prices and growing
unemployment in the USA and Europe. At over 2%, the inflation rate in the euro-zone was

above the target set by the European Central Bank.

Doubts about a lasting and robust upturn grew in the second quarter. Confidence in the
financial world was shaken badly when irregularities in the accounts at the US WorldCom
company and a further chain of negative announcements about the accounting practices
of other international corporations and poor profit results were made public. Within a few

weeks prices fell drastically on the stock markets.

Escape to high-quality government bonds

The extensive crisis in confidence led to an unusual widening in the spread of company
bonds, many ratings were lowered considerably and government bonds from developing
countries lapsed. Investors fled from stock to American and European bonds with a super-

ior financial standing.

The deterioration of the general mood also increasingly impaired real economic growth.
The optimistic forecasts about the global economy that were heard at the beginning of the
year fell considerably during the following months. The stock markets fell at the beginning
of October to an annual low: the S&P 500 to 768 points and the D] Stoxx 50 to 2,213
points. Due to the fundamentally low company ratings a slow recovery began that held
on, with fluctuations, until the end of the year in a market that had been characterised for
the past three years by falling prices.

Vienna Stock Exchange outperforms Europe once again

In the third year of major price falls on the international markets, in 2002 the Vienna Stock
Exchange defended its role as the top performer and best stock market in Europe. After
a weak start certain single listings showed strong gains and there was a general steady
increase, which more than made up for the initial lag in comparison with the other
European stock markets. Many Austrian stocks profited substantially from nailing down the
realities of EU enlargement to the East.



Of the eleven best-known
stock exchange indexes only
one, namely the Austrian
ATX, was able to register

gains in 2002. All the others
showed two-digit percent-
age drops.

The ATX finished 2002 in comparison with the end of the year before up by 0.85% while
the American and European stock markets suffered major losses of up to about 44%. ¥
To promote Austrian equity culture, and the Vienna Stock Exchange in particular, a cur-

atorship for the Austrian capital market was established in February 2002 at the initiative L
of the government representative Richard Schenz, the Austrian National Bank (Oester-

reichische Nationalbank), numerous trade associations and companies quoted on the

stock exchange. This initiative is intended to be a platform for common activities that will

strengthen the domestic capital market and the financing potential for companies.

Government bonds as a safe haven

American and European government bonds were considered by international investors in
2002 to be a safe haven. Greater risk awareness has resulted in a self-supporting rally in
interest rates since the early summer. Returns on investment in the 10-year euro segment
reached the 4.25% mark at the end of September after a strong rise.

The risk aversion of the investors is expected to remain due to political instability and the
weak state of the global economy. Therefore, government bonds and top-quality issues
will remain in demand. However, the market must be watched very closely because of its
unusual volatility.

Late relaxation of monetary policy

The central banks could not decide on a further relaxation of their monetary policy until
near the end of 2002 because they feared the dangers of inflation due to the increased
amount of money in circulation and higher oil prices. The US Federal Reserve Board
lowered the Federal Funds Rate on November 6 by 0.5 percentage points to 1.25% — the
lowest level since 1961. This made the real interest rate, after deducting the inflation rate,
clearly negative.

The European Central Bank followed with a cut in the minimum performance interest rate
for the main refinancing businesses of 0.5 percentage points to 2.75%. The three-month
interest rate reached 2.95% at the end of December and was 0.4 percentage points lower
than a year earlier. Returns on ten-year government bonds were low at around 4.5% or

2.7% in real terms.

The Bank of Japan continued its low interest-rate policy and supplied the banks with further
liquidity by buying up government bonds. However, the effectiveness of their monetary
policy continued to be impaired by the unsolved reorganisation of the banking sector.
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UNIQA's financial
investment strategy

UNIQA looks to government bonds

Although people were still counting on a recovery of the global economy at the start of
2002, we only increased the proportion of stock in our investment portfolio by a small
amount in the first quarter. The largest proportion of our new investments was invested in
top-quality bonds, from the third quarter on almost exclusively in government bonds.
Through active management we took a defensive stance in all asset classes. We postponed
expenditure in the area of alternative investments. We rode out the difficult year 2002 with
an investment policy that was based on long-term stability and concentrated on substance.

UNIQA Alternative Investments GmbH

After its foundation in April 2002 UNIQA Alternative Investments GmbH (UAI) received its
concession from the financial market supervisory (FMA) at the end of October to run a
large security service company covering the entire EU area. The newly founded company
offers asset-management services in the areas of asset-backed securities and alternative
investments for both UNIQA Group companies and institutional third parties. For the first
time, third parties from outside the Group are now being offered access to UNIQA's port-
folio management expertise in these areas. The target group was defined as institutional
investors — banks, savings banks, insurance companies and pension funds. The specialised
team applies a structured investment procedure supported by quantitative and qualitative
models as well as analyses, and has proven itself in recent years.

They were already able to win mandates of significant size in 2002. This success confirmed
the company'’s strategy of gaining a foothold in a highly competitive investment manage-
ment market through a highly specialised asset-management team. Management expects
that in the year 2003 mandates for third parties from outside the Group will make up more
than 50% of the managed assets.

With a team of eight specialists, UAI has at its disposal the resources that the com-
plexity of such investments requires to be able to implement a detailed investment pro-
cess. It permits the necessary specialisation on the one hand, and on the other hand
it guarantees that the quality standards can be maintained even when the number of

mandates increases.



Forecast
for the year 2003

Global economy likely to grow more strongly in 2003

After a decrease in share prices on the global stock markets of around 33% in the past year,
political uncertainties are abating in 2003 and upward economic trends are likely to slowly
gain the upper hand again internationally — not least because of the expansive impulses

from monetary policy.

Despite the continuing economic risks from the increasing wage and price pressure we can
count on an accelerated increase in world production of around 3.5%. In the industrial

countries however gross domestic product will only go up by 2%.

Investment up in Austria

The economy in Austria should grow slightly more strongly in the current year than in
2002 — around 2% in real terms. Private consumption will not rise as much as disposable
income and high savings rates would permit. The investment allowance that will be paid
until the end of 2003 could revitalise the inclination to invest and lead to an increase in

equipment investment of around 5%.

Despite the slightly more favourable economic cycle perspectives, employment will only
improve insignificantly and the unemployment rate will stagnate. Increased losses in tax
payments and higher expenditure for flood aid and unemployment payments are expect-
ed to lead to a budget deficit of around one per cent of the gross domestic product. The
annual average returns in the secondary market for ten-year government bonds, which
was around 5% in 2002, will fall in 2003.

real growth expected in the Austrian economy in
2003. A clear increase compared to 2002.
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UNIQA shares

UNIQA a high-flyer on the stock exchange with 26% rate gains

Following the Group’s restructuring the UNIQA shares have been listed from 18 November
1999 on the Vienna Stock Exchange and since the beginning of 2002 in the new top seg-
ment, the Prime Market. The UNIQA share is quoted on the ATX, the ATX Prime and the
FTSE World Index.

The UNIQA share was one of the high-flyers on the Vienna Stock Exchange in 2002. The
price rose over the year by 26.03% in comparison to the end of 2001, fluctuating from a
high of € 8.10 and a low of € 6.15 to a year-end level of € 7.99 beating the develop-
ment of the ATX and FTSE Insurance Sector by far. This means the market capitalisation
of the UNIQA Group on the stock exchange increased to € 957 million in comparison to
€ 759 million at the end of 2001.

We consider this to be a great success and a visible recognition of the above-average posi-

tive development of our operating business and cautious capital management.

H uNIQA
ATX
B D) EURO STOXX Insurance

31.3.2003



UNIQA share buyback programme

Within the scope of the buyback programme that is expected to run until 20 June 2003 we
are authorised to repurchase up to 10% of the capital stock of UNIQA Versicherungen AG,
i.e. 11,977,780 shares in the name of the bearer. By 31 December 2002 we had bought
back 7,197,058 shares, equivalent to € 46.628 million. On 2 October 2002 in the course
of acquiring the remaining shares of FinancelLife Lebensversicherung AG (previously MLP-
Lebensversicherung AG Wien) we transferred 1,925,792 shares to MLP Deutschland as part
of the purchase price. This leaves a portfolio of own shares as at 31 December 2002 of
5,271,266 share certificates with a value of € 34.798 million.

Electronic communication channels redesigned

In cooperation with the financial community we strive for a transparent and long-term
communication policy. We always keep our shareholders and investors up to date. The com-
plete redesign of our Investor Relations area on our new website, “UNIQAGROUP.com”,
has been an important step towards optimising electronic communication channels.

To provide targeted support to our shareholders, analysts and customers for the first time
we are also making the current annual report available in an interactive online version on
our website. Text, numbers and graphs are presented in a concise, service-oriented and
easy-to-navigate manner. In order to make our online annual report accessible to our inter-
national partners, investors and analysts as well, it is also available in English.

Financial calendar for the year 2003

Annual General Meeting 19 May 2003

1st quarter report 2003 30 May 2003
Ex-dividend day 2 June 2003

2nd quarter report 2003 29 August 2003
3rd quarter report 2003 28 November 2003

Technical details about the
shares:

Security grammalogue: UQA

Market segment:
Prime Market of the Vienna Stock

Exchange

Trade Segment:
Official trading

ISIN: AT0000821103

Component of the following indices:
WBI, ATX, ATX Prime
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