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Development and 
Sales Activities

 � New technologies are changing the insurer–client relationship, products, 
services and marketing.

 � Non-life claim settlement is being upgraded with digital channels and 
linked with assistance services.

 � Health insurance products were dynamically developed,  
while bancassurance was strengthened in the insurance subsidiaries of  
the Triglav Group.

 � The integrated marketing and communication campaign aimed at 
positioning the umbrella brand in the region continued, while developing 
innovative communication solutions, especially in the youth segment.

 � Real property management in the Triglav Group was taken over by  
a specialised company.

 � The single business process register was linked with the  
risk management system.

11

11.1 Development 
activities

The principles of simplicity, transparency and 
availability to various target groups are at the 
forefront of product development, reflecting 
numerous changes, particularly market, eco-
nomic and regulatory changes. The essential 
role in product development is played by new 
technologies, which are changing the insurer- 
–client relationship. 

Important regulatory changes in 2016 included 
in particular:

 � preparations for the amendments related to 
the EU Insurance Distribution Directive (IDD), 
which regulates the distribution of all sales 
channels on the insurance market; 

 � introduction of the requirements of the Gen-
eral Data Protection Regulation (GDPR); 

 � implementation of the Solvency II Directive 
requirements. 

The increasing role of new technologies in 
value creation  

Smart connected devices not only enable more 
accurate market segmentation and a more 
personal client approach but also have many 
benefits for both the insurance undertaking 
and its clients. A passive relationship is being 
replaced by a very dynamic and interactive rela-
tionship. By entering the field of telematics with 
the DRAJV mobile application for safer driving, 
GPS technology, wireless communication with 
the vehicle, telecommunications and data pro-
cessing were all combined. With the consent of 
the client who is a DRAJV application user, the 
motor vehicle premium policy of the Company 
was connected with the client’s behaviour risk 
profile, while encouraging them to drive safely. 
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Transformed client relationship

The insurer–client relationship is changing. The 
insurer is becoming the client’s adviser and assis-
tant which is constantly available to the client, not 
only in the case of a loss event or an emergency. 

 � The Company makes every effort to develop 
such a product range that would enable it to 
stay with the client throughout their entire 
life and to start building a mutual relation-
ship in the early period. 

 � The scope of assistance services is being 
expanded in connection with all insurance 
classes (motor vehicle insurance, homeown-
er’s and contents insurance, health insurance) 
and claim settlement. 

 � The Company developed the Triglav Vreme 
mobile application to provide weather infor-
mation and warnings, the Gorski vodnik 
application for a safer visit to the mountains 
and the web portal vsebovredu.triglav.si  
with a wide range of preventive and advisory 
content, which are presented in the chapter on 
sustainable development, [→ Section 12.4.].

Multi-channel approach  

Technological possibilities of constant access to 
information and services (anywhere and any-
time) are transforming both the internal and 
external processes in the insurance companies 
of the Triglav Group. Like mobile applications, 
online sale is connected with other technolog-
ically supported solutions such as the life and 
non-life insurance policy monitoring portal and 
support to cooperation with banks, travel agen-
cies and leasing companies, which represent 
important alternative sales channels.

In addition to smart connected services, the 
Company is expanding its multi-channel client 
approach by developing alternative sales chan-
nels in parallel to personal selling, the most 
important of which include:

 � the internet,

 � banks,

 � leasing companies and

 � travel agencies.

Simplicity as part of the service quality

Quality after-sales services are becoming an 
increasingly important part of the Company’s 
market presence in all segments. The focus is on 
building professional partnerships with an aim 
to simplify the processes and claim settlement. 

Orientation towards simplicity also applies to:

 � the sales process, where automatic issue of 
accounts for the following insurance period 
was introduced for some products with long-
term coverage. This way, both the acquisition of 
insurance coverage for the client and the issue 
of insurance for the sales staff were simplified;

 � settlement of mass claims, which have been 
on the rise in recent years (also see [→ Sec-
tion 12. Sustainable development in the Triglav 
Group]). In these cases the internal organ-
isation of work is adapted to improve the 
availability of services, while promoting the 
use of mobile applications. In the mass loss 
reporting process, policyholders’ property risk 
and their personal circumstances are taken 
into consideration. The Company publishes 
notices and instructions on what to do in such 
cases. Simple property damage claims can be 
reported at a toll-free telephone number 080 
555 555 and online.16

Analysing, data management and  
client information  

The ability to collect and analyse data in real 
time is being upgraded as it will become even 
more important in the future. The Company is 
aware of the crucial importance of responsi-
ble management of the clients’ personal data, 
which is why a lot of attention is paid to it in the 
internal processes (more in [→ Section 12.5 Fair 
business practice]).

All development activities are compliant with the 
applicable legal provisions and regulatory frame-
works. In the Republic of Slovenia, the Insurance 
Act (ZZavar-1) prescribes to insurance companies 
the information on insurance terms and condi-
tions they are obliged to disclose to policyholders. 
This information refers to insurance contracts 
whose content has to be disclosed to policyholders 
in full (including general insurance terms and con-
ditions) and to the information to be disclosed to 
policyholders upon contract conclusion and during 

Promotion of  
mobile applications for  

the settlement of  
mass claims.

16 GRI G4-FS13,
G4-FS14

vsebovredu.triglav.si
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the course of its term, as set out in the ZZavar-1 
(see [→ https://zakonodaja.com/zakon/zzavar-1]).  
Similarly, the Pension and Disability Insurance 
Act in Slovenia regulates supplemental volun-
tary pension insurance. Information to be sent to 
policyholders is also stipulated by corresponding  
laws in Croatia, Macedonia, and Bosnia and 
Herzegovina (the Federation of Bosnia and Her-
zegovina and the Republic of Srpska), Montenegro  
and Serbia.17

11.1.1 Non-life insurance

By developing new and upgrading the exist-
ing non-life insurance products, the Company 
responded to economic and market conditions 
and development opportunities in the insurance 
segments, where its market share is maintained 
or just created.

Zavarovalnica Triglav

In property and interest in property insurance, 
greater attention than ever before was paid to 
identification, measurement and management of 
policyholders’ risks, thus further raising the value 
and scope of the Company’s advisory services. 

 � Insurance terms and conditions were not 
only revised (travel insurance, travel cancella-
tion, computer insurance and design liability 
insurance) but also new ones were developed 
(insurance of non-permanently occupied 
accommodation in Slovenia, glasses insurance). 

 � Automatic issue of accounts for the following 
insurance period was introduced for the DOM 
(home) insurance product and Vikend tujina 
(weekend travel) insurance product.

 � Apart from that, IT security insurance was 
offered for the first time. 

 � The shares of non-standard insurance and 
insurance tailored to individual policyholders 
were increased. 

In the motor vehicle insurance segment:

 � The new life insurance product called “Car and 
legal protection” was designed. 

 � The DRAJV application was upgraded in terms 
of content and software. 

 � Insurance products were adapted to individual 
leasing companies and large vehicle import-
ers, enabling them to independently take out 

insurance and to implement passenger vehicle 
extended warranty insurance. 

 � The underwriting applications were upgraded 
with the “VIN+” service so as to facilitate the 
input of information about the car and the issue 
of the insurance policy. 

 � The tariffs were updated with the aim of 
increasing price competitiveness and balancing 
insurance technical results.

 � The Sprosti čas (Free Time) campaign was 
extended and adapted. 

With respect to agricultural insurance, the com-
mercial bases and underwriting applications 
were updated in accordance with the Decree 
on co-financing of insurance premiums for pri-
mary agricultural production and fisheries. Dog 
insurance was promoted in cooperation with 
veterinary clinics. For a faster issuing of crop 
insurance policies, the Company linked with 
the national register of agricultural holdings 
and upgraded the manner of calculating claims 
reserves. Insurance terms and conditions for 
animal insurance were updated. 

In the accident and health insurance segment, 
accident insurance for children and young people 
and travel insurance was comprehensively 
upgraded. The new product “accident insur-
ance for elderly people" with automatic issue of 
accounts for the following insurance period was 
designed. Moreover, insurance terms and condi-
tions for compulsory insurance of passengers in 
public transport were modified in line with the 
amendment to the Insurance Act.

The range of health insurance products was 
expanded to include insurance for health resort 
treatment and rehabilitation after a traffic acci-
dent, which was part of the »Sprosti čas« campaign.

In transport insurance, changes on the market 
were followed by revising individual insurance 
terms and conditions. New insurance products 
were launched, such as drone insurance.

In accounts receivable insurance, much progress 
was made particularly in domestic and interna-
tional accounts receivable insurance. Despite 
new international competition, the Company 
strengthened its market position, securing the 
foundations for future business development. 
The Company entered the insurance markets of 
Serbia and Macedonia for the first time with such 
insurance products. 

IT security insurance 
was offered for  

the first time.

17 GRI GS 417-1

https://zakonodaja.com/zakon/zzavar-1
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Developments in the credit insurance segment 
followed the general lending activity of Slovene 
banks. In 2016, the confidence in the bank-
ing system steadily improved, the downward 
trend in lending ended but again strengthened 
towards the end of the year. Greater emphasis 
was therefore placed on the development of new 
insurance products and services where the banks 
play the role of insurance intermediaries. 

Non-life claim settlement  

Most non-life claim settlement processes were 
redesigned so that they can be implemented 
both in a decentralised and centralised manner. 
This way, the Company will be able to more rap-
idly adapt to the needs of the clients who wish 
that individual claim settlement phases would 
be digitised to the greatest possible extent. 

To this end, the following activities relating to 
non-life claims were implemented:

 � Mobile claim reporting units: During summer 
hailstorms, the policyholders in the affected 
areas could report vehicle damage in our 
mobile units. This way, the policyholders were 
able to report a claim easily and quickly near 
their home. 

 � Further digitisation of claims: The electronic 
loss file was introduced for transport insurance 
and extended warranty claims. Electronic claim 
settlement increases the flexibility of the area, 
faster processing and cost-effective manage-
ment of claims. In 2016, as much as 77% of total 
reported claims were processed electronically. 

 � Repairing the damage on buildings with the 
help of outsourcers (glaziers, painters, tilers, 
roofers, plumbers, etc.): By upgrading the 
claims applications, transparent and simple 
claim settlement with the Company’s out-
sourcers was enabled. The services will be 
introduced in 2017. 

 � Mobilna Cenilka (mobile capture of informa-
tion relating to a claim): This tool allows the 
appraisers to capture information relating to 
a claim in the field using a smart phone, a fast 
transfer of images, access to some digitised 
claim documents and electronic claim settle-
ment in the field.

 � Centralisation of the settlement of claims from 
extended warranty insurance for subsidiaries: 
In cooperation with the business partner 
Renault-Nissan, the Company arranged for 
the settlement of claims from extended 
warranty for subsidiaries. The approval of 
repair will be carried out for all subsidiaries 
in one place, i.e. in the Motor Vehicle Claims 
Department in the parent company, whereas 
management and liquidation of claims will 
take place in individual subsidiaries in the 
AdInsure application.

Development of IT support is discussed in [→ Sec-
tion 11.4.] 

The Triglav Group

The transfer of good practices relating to prod-
ucts from the parent company to the insurance 
subsidiaries of the Group and business process 
unification continued. In parallel, new, innovative 
products and alternative sales channels contin-
ued to be developed.

The development activities were focused on the 
health insurance segment by introducing: 

 � two new products in Triglav, Zdravstvena 
zavarovalnica: teeth insurance (Zobje) and 
Specialists. The teeth insurance product was 
developed by applying a modular approach 
and consists of the basic cover (Zobje) and 
extended cover (Zobje+), thus targeting cli-
ents with a variety of needs. The Specialists 
insurance product was designed in the same 
way and includes the basic covers for special-
ist treatment insurance, which was renamed 
Specialists+;

 � specialist treatment insurance and hospital 
treatment insurance in Triglav Osiguruvanje, 
Skopje;

 � specialist treatment insurance in Triglav Osi-
guranje, Sarajevo;

 � insurance for health resort treatment of traf-
fic injuries in Triglav Osiguranje, Belgrade;

 � outpatient insurance (the introduction of 
additional cover in motor vehicle liability 
insurance in the form of coverage of partici-
pation after being injured in a traffic accident 
and health resort treatment and rehabilita-
tion after a traffic accident) and supplemental 
health insurance in Triglav Osiguranje, Zagreb.

Damage to buildings is 
repaired with the  

help of outsourcers.
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In property and interest in property insurance, a 
great deal of effort was devoted to revising and 
unifying insurance terms and conditions with 
the parent company.

In Triglav Osiguranje, Zagreb, the agricultural 
and animal insurance package and non-life insur-
ance package insurance for households were 
redesigned. The upgraded product for vehicle 
extended warranty was launched on the Croa-
tian market, followed by the DRAJV application 
at the end of the year.

In Triglav Osiguranje, Belgrade, trade receiva-
bles insurance product was launched, insurance 
terms and conditions for agricultural insurance 
and non-life insurance products were revised in 
an innovative manner, and the company was the 
first to introduce tyre insurance. 

In Triglav Osiguranje, Sarajevo, the focus was 
on updating insurance terms and conditions as 
well as redesigning the homeowner’s insurance 
product and process. Based on the product of 
the parent company, the redesigned “Karambol 
plus” comprehensive car insurance was intro-
duced, which covers comprehensive damage in 
the event of an accident with a known vehicle.

Triglav Osiguruvanje, Skopje launched home 
assistance on the Macedonian market and intro-
duced revised non-life insurance packages. The 
latter was also introduced in Lovčen Osiguranje, 
Podgorica, which was the first to launch roadside 
assistance on the Montenegrin market.

11.1.2 Life insurance

The reporting year was marked by the activities 
connected with further consolidation of life insur-
ance and changes in the supplemental voluntary 
pension insurance in Slovenia (in early 2016), 
focusing on the introduction of the lifecycle 
investment policy. In the subsidiaries of the Tri-
glav Group, products, services and processes were 
tailored to the specificities of individual markets.

Zavarovalnica Triglav

The Company continued to consolidate its life 
insurance product range so as to provide a more 
transparent and comprehensible offering. 

 � The following products were redesigned:

� life insurance for incapacity for employ-
ment, where the terms and conditions for 

the payment of the sum insured for the 
incapacity for employment were loosened 
and the possibility to choose the length of 
insurance period was introduced, which 
allows clients to optimise the premium 
amount. When selecting a short insurance 
period, the premium is lower;

� Flex unit-linked life insurance for the 
elderly, enabling the inclusion of two 
additional insurance products: additional 
accident insurance for the elderly and 
additional health insurance for travelling 
abroad with assistance. 

 � Additional accident insurance for the elderly 
is a new insurance product, which may be 
added to Fleks unit-linked life insurance for 
the elderly. The policyholders may choose 
between the following covers: accidental 
disability, fractures, dislocations, burns and 
daily physical therapy benefit. 

 � The single-premium unit-linked insurance 
Fleks with a single premium payment and 
the option of additional payments during the 
insurance term was designed. As a result, the 
existing single-premium unit-linked insur-
ance product was removed from the offering. 
The new single-premium unit-linked insur-
ance Fleks is a long-term insurance, whose 
term does not have to be set in advance. It 
is intended especially for those who want to 
invest in funds offered by the Company, while 
being insured for the event of death. Compared 
to the previous product, this insurance is more 
flexible as it provides the option to choose 
among two investment strategies: independ-
ent selection of funds and financial objectives.

The development of the new ŽKrog2 underwrit-
ing application continued. Its key advantages are 
the simplified underwriting process and informa-
tion flow, fewer paper documents, a secure data 
flow and more rational operations. 

The intranet online classroom for life insur-
ance contains new training materials and the 
Life Insurance Forum for further training and 
exchange of useful practices and opinions. It 
allows users to easily communicate with each 
other and access additional information. 

Following the introduction of the lifecycle invest-
ment policy, the i.triglav web office for corporate 
users continued to be developed so as to pro-
vide easy data exchange between the Company 

New product:  
additional accident 

insurance for the elderly
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and the employers who concluded group sup-
plemental voluntary pension insurance with 
Zavarovalnica Triglav. 

With the aim of retaining the insurance poli-
cies, the activities for maintaining the portfolio 
and reducing the share of clients who decide to 
modify or terminate their insurance policy were 
undertaken. 

The Triglav Group

When developing products, services and pro-
cesses in subsidiaries, the existing solutions are 
adapted to the specificities of each market.

 � In Croatia, products were adjusted to reflect the 
change in the technical interest rate and whole 
life insurance was redesigned. The latter was 
also redesigned in Bosnia and Herzegovina. 

 � In Serbia, the following life insurance prod-
ucts were introduced: group decreasing term 
life insurance with a decreasing premium for 
borrowers, group whole life insurance for 
companies and additional critical illness and 
injury insurance. Apart from that, the insur-
ance products were redesigned due to the 
change in the technical interest rate. 

 � In Macedonia, the preparations for the estab-
lishment of a life insurance company in 2017 
were underway.

 � Development activities of Skupna pokojnin-
ska družba focused on the introduction of the 
lifecycle investment policy for supplemental 
voluntary pension insurance. 

11.2 Sales and marketing 
activities

The focus was on providing support to all sales 
channels, boosting client loyalty and developing 
business processes by introducing digital services 
and mobile technologies. The business policy was 
designed on the concept of competitive insurance 
premiums by upgrading the comparative advan-
tages of the Company with special offers. 

11.2.1 Key development activities in 
the sales network

Zavarovalnica Triglav

Major activities of the internal sales network 
included:

 � optimisation of underwriting applications 
and introduction of new IT solutions for more 
efficient operations;

 � alignment of the human resource policy with 
insurance sales needs, sales staff regenera-
tion and intergenerational cooperation;

 � sales staff remuneration and stimulation;

 � adjustment of the product pricing policy and 
upgrade of the commercial discount system;

 � sales and other specialised training, e-courses.

Activities connected to contracted points of sale 
primarily focused on:

 � deepening cooperation with the existing busi-
ness partners,

 � increasing the number of outsourced partners,

 � new motivational measures, 

 � developing new customised IT support.

The Triglav Group

The markets of Zavarovalnica Triglav’s subsidi-
aries are characterised by low insurance density 
and penetration, especially in the life and volun-
tary non-life insurance segments. To this end, 
own sales network, where most insurance is 
sold, continued to be developed and its produc-
tivity increased. The subsidiaries have different 
sales staff training models in their network. Most 
common was training of own staff, even though 
some subsidiaries also took over competitive 
sales teams. In most subsidiaries, the rules on the 
upgrading of own sales network were revised. 
Furthermore, new methods of professional test-
ing were introduced and more attention was 
paid to the selection of sales staff.

In order to increase cross-selling and productivity, 
it is necessary to constantly acquire professional, 
organisational and motivational skills. Therefore, 
the training model for own sales network was 
revised. IT support for staff training was intro-
duced in the Croatian subsidiary. 

11.2.2 Marketing activities

In addition to providing simple, comprehensible 
and effective products and services, the Company 
aims to find new marketing opportunities by 
forming partnerships but most of all to identify 
fresh, innovative approaches. The key element 

Skupna pokojninska družba 
focused on the introduction of 
the lifecycle investment policy 

for supplemental voluntary 
pension insurance.
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of a client-oriented approach is connecting new 
technological solutions and trends with the Com-
pany’s conventional sales channels. 

All the activities, developments on the insurance 
market and consumer needs were promptly 
monitored and analysed. 

 � After three successful “Vinjeta” (Vignette) 
sales campaigns carried out in cooperation 
with Mercator, the fourth was undertaken in 
cooperation with Petrol at the end of 2016. 
The new benefits included free fuel for the 
clients who took out motor vehicle insur-
ance with Zavarovalnica Triglav and bought 
a vignette at Petrol.

 � The sales promotion campaign “Sprosti čas” 
(Free Time), which was repeated in 2016, 
offered additional covers when concluding 
motor vehicle insurance (favourable baggage 
insurance, cyclist liability insurance and assis-
tance, rehabilitation after a traffic accident) 
and more favourable annual travel insurance 
when taking out at least one of the insurance 
products, which were part of the special offer.

 � The upgraded DRAJV application for safer 
driving was very well received by the users. 
The number of its users and the clients taking 
out motor vehicle insurance with the DRAJV 
discount increased. The DRAJV application 
was brought even closer to the Slovene users 
through challenges and prize contests. 

 � The redesigned accident insurance for chil-
dren and young people contributed to good 
sales results and a higher share of online 
sales achieved with the traditional market-
ing campaign. Online conclusion of insurance 
was simplified through pre-completed infor-
mation. Students and their parents were 
encouraged to take out insurance online 
by using a promotional code, which they 
received by using the DRAJV application. 

 � Using the new campaign management tool 
(CRM), a part of the direct marketing cam-
paign promoting additional payments in 
supplemental voluntary pension insurance 
via e-mail was successfully completed. 

 � The “Triglav komplet” bonus programme 
remained very well accepted among the poli-
cyholders, which is why the rules for its design 
were partly revised and updated. 

Online operations

Online operations gained in importance and the 
trust of the market. Online insurance under-
writing and user experience were improved 
by analysing consumer behaviour, improving 
the underwriting process and enhancing user 
experience. 

Online sale of non-life insurance products: 

 � renewals and taking out new motor vehicle 
insurance policies, ordering green cards and 
car insurance quotes; 

 � travel insurance and health insurance while 
travelling abroad; 

 � accident insurance for children and young 
people, 

 � bicycle and cyclist insurance, 

 � insurance for sports activities, 

 � insurance for hikers and mountaineers, 

 � payment card abuse insurance and 

 � dog insurance.

Online sale of life insurance products:

 � unit-linked insurance i.fleks, 

 � whole life insurance and 

 � supplemental voluntary pension insurance.

The Triglav Group

In motor liability insurance, which remained the 
most common insurance class because it is oblig-
atory, all subsidiaries recorded premium growth 
and a rise in the number of concluded insurance 
policies. In Croatia, growth was achieved despite 
market liberalisation and lower premiums. 

The sale of health insurance gained in impor-
tance for own sales network. Health insurance 
was introduced in Triglav Osiguruvanje, Skopje, 
Triglav Osiguranje, Belgrade, Triglav Osiguranje, 
Sarajevo and Triglav Osiguranje, Zagreb. 

The largest subsidiaries, Triglav Osiguranje, 
Zagreb and Triglav Osiguranje, Belgrade, 
increased the share of sales through own sales 
network, while the other subsidiaries maintained 
it at the 2015 level. In Croatia and Serbia, sale 
to corporate clients through insurance brokers 
increased by greatly strengthening cooperation 
with them.

Online insurance underwriting 
and user experience are 
improved by analysing 

consumer behaviour, 
improving the 

underwriting process and  
enhancing user experience.
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In the portfolio of subsidiaries, alternative sales 
channels are becoming more important, particu-
larly bancassurance, whose volume is the highest 
in Triglav Osiguranje, Sarajevo.

Innovative home equipment breakdown insur-
ance and motor vehicle insurance products were 
introduced in Triglav Osiguranje, Belgrade and 
Triglav Osiguranje, Zagreb. 

11.2.3 Brand management and 
marketing communications 

Carefully monitoring consumer behaviour and 
market conditions is key not only to maintaining 
a positive brand image and company reputation 
but also to building a long-term relationship 
with the policyholders. The situation on the 
Slovene and regional markets requires a more 
flexible, affordable and synergistic approach. 

Brand redesign efforts and implementation of 
the Triglav brand identity within the entire Tri-
glav Group continued at corporate and product 
levels using integrated management. At the level 
of architecture, the new corporate and product 
brand Triglav zdravje (Triglav health) was intro-
duced, which replaced the previous name and 
branding of Triglav, Zdravstvena zavarovalnica. 
The Vse bo v redu (Everything Will Be Alright) 
brand of the online advisory service and the 
Mladi upi (Young Hopes) brand were registered, 
in addition to launching the redesign of the Tri-
glav nepremičnine brand.

Zavarovalnica Triglav adhered to the Slovenian 
Code of Advertising Practice. The Market Inspec-
torate received one consumer complaint against 
Zavarovalnica Triglav. No irregularities were iden-
tified in the review. In 2016, no proceedings for 
infringements related to marketing communi-
cations were initiated against Zavarovalnica 
Triglav’s subsidiaries.18

The strategic orientation of marketing commu-
nications was confirmed by international and 
domestic awards. Zavarovalnica Triglav received 
several domestic and international awards, such 
as Excellence in Marketing, Websi, Arc Award, 
sempl, the Slovene Advertising Festival (SOF) 
Awards from the Finance newspaper and Trusted 
Brand (more information in [→ Section 12.1]). 

Product campaigns

The focus of marketing communications were 
product campaigns supporting insurance sale 
and cooperation with other renowned com-
panies and brands, as further presented in [→ 
Section 11.2.2 Marketing activities]:

 � The third Vinjeta (Vignette) sales campaign 
was organised for in cooperation with Mer-
cator and the fourth with Petrol.

 � The sales promotion of motor vehicle insur-
ance within the framework of the Sprosti čas 
(Free Time) (including travel insurance, bicy-
cle insurance and baggage insurance) was 
upgraded with telematics, the DRAJV applica-
tion and DRAJV challenges. The users received 
various benefits by directly measuring the 
safety of their driving, which positively affects 
both the driving behaviour and the loss ratio. 

 � The partnership in the Planica Nordic Centre 
project was upgraded with the joint cam-
paign with Gorenjska banka. In addition 
to corporate communications, life insur-
ance in connection with housing loans was 
advertised.

 � In cooperation with Abanka, the joint target 
group was offered complementary products, 
supported with an advertising campaign pro-
moting home insurance sale and housing loans.

Marketing communication of individual insur-
ance products was adapted to the behaviour of 
target groups, especially with respect to travel 
insurance, agricultural insurance, insurance for 
motorcyclists and insurance for sports activities. 

An innovative approach was taken in the cam-
paign promoting accident insurance for children 
and youth, where the new PAZI TO! (Watch This!) 
brand was introduced. Its aim is to educate and 
connect with the new generations. The topics rel-
evant to young people were presented through 
content marketing in the form of webisodes 
(online videos). For the first time, young people 
were addressed via Snapchat, as it gained popu-
larity among the Slovene users in 2016. 

An international 
integrated campaign was 

undertaken in the markets of 
the Triglav Group.

18 GRI GS 417-3
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Corporate campaigns, comprehensive and 
innovative solutions

In early 2016, strategic guidelines were pur-
sued via an integrated international corporate 
campaign, which was used to position Zavarov-
alnica Triglav as a trusted regional insurer in the 
markets of Serbia, Croatia and Bosnia and Her-
zegovina, as well as to boost brand reputation 
in Slovenia, Montenegro and Macedonia. Apart 
from that, corporate communication in Slovenia 
was built through the partnership in the Planica 
Nordic Centre, with Zavarovalnica Triglav as one 
of the five partners. In addition to the conven-
tional forms of branding, “Doživljajske tematske 
poti” (Adventurous Theme Trails) were designed 
according to the content marketing principles 
and a new branch office tailored to young people 
was opened, where the activities in the context 
of the new brand PAZI TO! will take place.

Corporate identity is also built through the 
Mladi upi Zavarovalnice Triglav (Young Hopes of 
Zavarovalnica Triglav) project for talented young 
artists, athletes and future scientists, presented 
in [→ Section 12.7.2.].

Through innovative solutions in marketing com-
munication, a positive relationship is built with 
both the existing and potential clients. To this 
end, the Company:

 � organised a visit to the Vitranc Cup skiing 
event (Vitranc in the Sky);

 � enabled several thousand virtual ski jumps 
on the great Planica ski jumping hill (using 
the Oculus virtual reality headset) and live 
broadcast of ski jumps on City Light and LCD 
monitors in shopping centres.

A comprehensive approach to marketing com-
munication and branding in 2016 included:

 � strategic events (World Ski Jump Champion-
ship in Planica and the Biathlon World Cup in 
Pokljuka, car fairs in Belgrade and Podgorica, 
Beach Volleyball Tournament Slovenia 2016);

 � own events (the Triglav Run charity event 
promoting an active lifestyle, Zavarovalnica 
Triglav New Year's concert, at which Young 
Hopes are presented).

Verification of effectiveness and  
market research

With the introduction of key performance indi-
cators (KPIs) and the first media audit conducted 
in 2015, Zavarovalnica Triglav was one of the first 
in the Slovene market to start strategic plan-
ning of media buying. The recommendations 
(particularly those relating to processes) and 
measures prepared in the context of the first 
audit were implemented by the end of 2016, 
whereas the audit itself was not repeated due 
to its extensiveness. 

The impact of the undertaken activities on 
brand reputation, efficiency and effectiveness 
of advertising campaigns was also examined 
in 2016. Zavarovalnica Triglav is still among 
the top brands in Slovenia. The analyses of the 
market, consumer habits and reputation, which 
are regularly performed, are the basis for plan-
ning marketing communication. Familiarity 
with the “Triglav komplet” discount scheme and 
its benefits was specifically checked. In terms 
of comprehension, advertising likeability and 
buying intentions, the Company is still most 
often ranked 1st among insurers and its mes-
sages recorded a good comprehension rate.

The Company participated in an extensive survey 
on the attitude towards and the need for health 
insurance in Slovenia and on regional markets. 
On this basis, a new umbrella and product brand 
Triglav zdravje (Triglav Health) was created. 

Participation in the multi-client and multi- pur-
pose research All insurance provides an insight 
into the position of end consumers. Its results 
were used in the design of the new business strat-
egy, particularly in building client relationships.

11.2.4 Investments in real property 
and equipment

The Triglav Group invested EUR 6.1 million in 
property, plant and equipment, EUR 19.0 mil-
lion in investment property and EUR 8.2 million 
in intangible assets. Investments in intangible 
fixed assets include investments in software and 
property rights.

Zavarovalnica Triglav invested EUR 3.1 million 
in property, plant and equipment, whilst invest-
ment property amounted to EUR 270 thousand. 
Investments in intangible fixed assets (software 
and property rights) totalled EUR 6.0 million.

Total real property 
owned by the Company 

grew primarily due to 
investments in  

real properties within 
the Group.
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Total real property owned by the Company grew 
primarily due to investments in real properties 
within the Group. The value of new purchases 
was relatively low. Investment property was ren-
ovated most often in order to make the best use 
of existing capacity and ensure compliance with 
state-of-the-art technological requirements. The 
largest such project was ownership consolidation 
and renovation of almost 9,000 square meters of 
real property on Dunajska 20 in Ljubljana, which 
was upgraded from E energy efficiency class to B 
energy efficiency class after the renovation. The 
abandoned, non-functional building was trans-
formed into a modern business and commercial 
centre, while maintaining the quality architec-
tural elements of the building. Few major projects 
and small-scale retrofitting of regional units are 
planned so as to lower energy and utility costs. 

The Company took advantage of the positive 
developments on the real property market to 
improve the investment property portfolio, 
which will continue in the future. Thus, non-stra-
tegic investment properties of lower value were 
sold for EUR 2.9 million, because they did not 
meet the expected profitability. In early 2016, 
Triglav Upravljanje nepremičnin completed the 
sale of a large land plot to IKEA in the amount 
of EUR 13.3 million, which was related to the 
previous land development. Similar projects are 
planned in the future strategic period. 

Real property management of Zavarovalnica 
Triglav (maintenance and marketing) was 
streamlined by transferring them to the Group’s 
subsidiary Triglav, Upravljanje nepremičnin, spe-
cialising in real property. 

The investment property portfolio was also 
improved within the Group. In 2016, the special-
ised subsidiary Triglav, Upravljanje nepremičnin 
acquired the subsidiaries in Croatia and Montene-
gro, to which the investment properties in these 
two markets were transferred. Both companies 
were pre-owned by Triglav Osiguranje, Zagreb and 
Lovćen Osiguranje, Podgorica respectively. Good 
performance results will be further increased by 
making prudent investments in real property, 
including purchasing and selling, and by improv-
ing the structure of the real property portfolio 
intended for investment and own activity.

In addition, these measures were designed to 
improve the use of own real property as well as 
to reduce leasing of real properties not owned by 
the Group, rental and utility costs. The relocation 

of employees to own real property will be com-
pleted in 2017. 

Essential major investments and adaptations 
of business premises followed energy efficiency 
principles and those for improving workplace 
equipment to ensure health and safety at work. 
Major investments completed in 2016 included 
the installation of a video surveillance system 
in regional units and the headquarters as well 
as the purchase of a central video surveillance 
system. The interconnected system will be fully 
operational in 2017.

Major maintenance will be continued so as to pro-
vide for a safe work environment for employees 
and clients alike and ensure fire safety (energy-sav-
ing devices), which is presented in [→ Section 12.9 
Responsible Attitude to the Natural Environment 
(Care for the Environment in Work Processes)]. 

11.3 Organisation of the Triglav Group

The operations continued to be streamlined, 
while focusing on the implementation of 
processes. Adaptation of the organisational 
structure and post classification were carried 
out by ensuring smooth process management 
and reducing operational risk. 

Processes were improved and redesigned in 
line with the strategy and strategic objectives, 
with the aim of not only streamlining and uni-
fying the operations but also making them 
more cost-effective. Harmonisation of IT tech-
nology, the organisational structure and post 
classification was performed in accordance 
with the criteria for establishing the organisa-
tional structure of Zavarovalnica Triglav and the 
classification of top and senior management 
positions. 

The performance of key functions in the Company 
was harmonised with the requirements of the Sol-
vency II Directive and the Insurance Act (ZZavar-2) 
(the risk management function, the compliance 
function, the actuarial function and the internal 
audit function). During the preparations for the 
implementation of the Directive, individual pro-
cesses and documents were modelled and revised 
in cooperation with process owners.

Within the already established business process 
management system, the process architecture 
of the Company was defined in three levels: 
main, business and operational. Processes were 
classified by significance (key, important and 
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others) and type (management, insurance and 
support). The single business process register 
was upgraded accordingly and linked to the risk 
management system, which was transferred to 
all insurance subsidiaries of the Group. 

In 2016, the regular annual self-assessment 
under the European EFQM excellence model was 
performed. The total score improved compared 
to the previous self-assessment. According to 
the score, the Triglav Group is an organisation 
with well-managed processes, which monitors 
and achieves good results in terms of business 
performance, clients, employees and the com-
pany as a whole. The identified advantages and 
opportunities were reasonably and systemati-
cally incorporated into the new strategy. 

11.4 IT support development  

The focus was on the development of new user 
functionality and the maintenance of key infor-
mation systems providing support to non-life and 
life insurance. The key activities of IT system ser-
vices were devoted to ensuring high availability 
and reliability of the systems and to upgrading 
the system solutions aimed at improving respon-
siveness, capacity and security.

In parallel, the Company redesigned the invest-
ment management support system, upgraded 
the accounting support system, set up the data 
warehouse, developed the software application 
for business decision-making, designed client 
relationship management functionality and 
upgraded e-business.

The information system of Zavarovalnica Triglav 
continued to be adjusted to the legal and regu-
latory requirements (fiscal cash registers, money 
laundering and terrorist financing prevention, 
establishment of the system for submitting the 
information on motor vehicle claims for the Slo-
venian Insurance Association, active reinsurance). 

The upgrading of the information system provid-
ing support to non-life insurance included:

 � support for the conclusion of insurance prod-
ucts of Triglav, Zdravstvena zavarovalnica;

 � upgrade of the client loyalty programme sup-
port system;

 � changes to the support for the conclusion of 
motor vehicle insurance and automatic insur-
ance renewal.

In the life insurance segment:

 � support for supplemental voluntary pension 
insurance was redesigned (the lifecycle invest-
ment policy, various forms of annuities); 

 � the “Life Circle 2” IT solution started to be intro-
duced so as to provide comprehensive support 
to insurance conclusion and sales channels. 

The documentation of the business continuity 
system continued to be upgraded. A uniform 
version of the application for the execution of 
the insurance process (AdInsure INT) was intro-
duced in all subsidiaries of the Triglav Group. 
Apart from that, the insurance fraud prevention 
tool was introduced in Triglav Osiguranje, Zagreb.

Plans for 2017  

Zavarovalnica Triglav:

 � introduction of the “Life Circle 2” information 
system in Zavarovalnica Triglav’s business 
partners selling life insurance products;

 � completion of the data warehouse and 
introduction of the client relationship man-
agement system (CRM);

 � automation of the underwriting process;

 � development of a new mobile application for 
non-life and life insurance.

The Triglav Group:

 � upgrade of user options in the application for 
the underwriting process support (AdInsure), 
which will be adapted to the needs of insur-
ance subsidiaries and the sale of additional 
products from the portfolio of Triglav, Zdra-
vstvena zavarovalnica;

 � establishment of a support environment for 
the life insurer in Macedonia;

 � establishment of an electronic life insurance 
archive for insurance subsidiaries in the Group;

 � introduction of the insurance fraud prevention 
tool in the insurance subsidiaries of the Group;

 � introduction of an information solution for 
asset and liability management (ALM) for 
subsidiaries;

 � IT infrastructure centralisation and redesign 
of the management system.




