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Allianz Deutschland AG: 2016 Results 

All Lines Show Revenue Gains   

 Property & casualty insurance grows faster than market  

 One out of every three euros invested in retirement plans is 

invested with Allianz Leben  

 Strong new business in health insurance  
 

Allianz Deutschland achieved its goals for fiscal 2016. Revenues made gains in all 

lines, by a total of 4.6 percent, to EUR 32.4 billion (vs. EUR 30.9 billion). At year’s 

end, Allianz Deutschland insured 20.4 million clients, 66,000 more than a year 

earlier. Disbursements to clients increased from EUR 18.8 billion to EUR 20.6 billion. 

Germany’s largest insurer also advanced its reconception as a customer-centered 

organization, as well as the all-inclusive digitalization of its processes. All in all, last 

fiscal year the company invested EUR 155 million in customer-oriented initiatives 

and digitalization projects.  

At the same time, it also expanded its digital agency and the interactive Allianz 

consulting process. The effort is paying off. Allianz Beratungs- und Vertriebs-AG 

increased its overall sales performance by 7.8 percent in 2016, and achieved its 

highest sales performance per salesperson for the exclusive sales organization.  

Manfred Knof, CEO of Allianz Deutschland, emphasized: “2016 was a very 

successful year. Our stronger focus on our customers and their needs is reaping 

economic rewards.”  

One part of the growth initiative last year was that Allianz Deutschland picked up two 

important strategic partners in bank sales. The cooperative sales arrangement with 

Santander went into operation on January 1, 2017, and Allianz Deutschland will 

become a cooperating partner of HypoVereinsbank as of January 1, 2018.  

To keep its products and services as transparent as possible for customers, Allianz 

increased the number of available online computers and service applications to 

more than 30. Many products, including car insurance, full-coverage health 

insurance and term life insurance, can be taken out entirely digitally at 

www.allianz.de, and most can also be taken out on a mobile device. At the same 

http://www.allianz.de/
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time, customers can get advice from an agent any point in the application process, 

or make contact with customer service. “We’ve been seeing that in a digital 

environment especially, a personal conversation is very important to a lot of 

customers,” says Knof.  

That’s why the insurer is continuing to work on improving its customer service. Last 

year, Allianz increased its phone availability from 85 to nearly 95 percent. Waiting 

times for callers were cut by about 40 percent. 

One of the first tasks of the new Chief Customer Officer position that Allianz 

Deutschland established in July 2016 was to incorporate customer feedback 

systematically into product development. “We never put a new product on the 

market unless customers have extensively tested it first,” Knof says. Many of the 

new products and services are being developed by interdisciplinary teams at the 

Agile Training Centers established in Munich and Stuttgart during the year.  

Market leader in telematic rate plans 

Premium revenues in property and casualty insurance grew 2.8 percent, from EUR 

9.6 billion to EUR 9.9 billion. The main contributor here was the corporate business. 

Here the FirmenKonzept introduced in 2015 proved to be a growth driver. Excluding 

casualty insurance with premium refunds, growth even came to 3.2 percent, 

outperforming the market level.  

At the end of 2016 Allianz still covered 8.3 million vehicles in Germany, a figure 

unchanged from the year before. By year’s end, 21,000 young clients had chosen 

the new BonusDrive telematic rate plan, introduced in May – and the trend was 

rising sharply. “Starting from zero, we’ve become the market leader in telematic rate 

plans,” Knof points out. A defensive driving approach helps users lower their 

insurance rates. “Our initial experience shows that the average scores are 

increasing considerably – in other words, our insured clients are driving safer by 

using the app.”  

Higher numbers of large claims increased the combined ratio in property insurance 

to 92.6 percent (vs. 91.9 percent).  

Large premium gains in life insurance  

Life insurance has employed digital applications to radically simplify many 

procedures for its clients. In disability insurance, a quick online test makes clear 

whether a preexisting condition will affect risk coverage or price. The innovative 

digital risk review capacity makes it easier to take out term life and disability 

insurance using a graphical “body atlas.” A customer can open the Allianz 

ParkDepot with a few clicks on a smartphone, using video identification processes. 

Premium revenues in life insurance gained 6.4 percent to reach EUR 18.9 billion. 
New business grew 21.1 percent. The “Perspektive” retirement planning product has 
taken the place of classic life insurance as a standard product, and has been bought 
by more than 360,000 clients since it was introduced in 2013. By year’s end, about 
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34,000 customers had already decided in favor of the new KomfortDynamik planning 
concept introduced in July 2015. The market share in new business grew to more 
than 30 percent. In other words, one out of every three euros newly invested in 
retirement plans is being invested with Allianz Leben. 
 
“No matter what retirement concept our customers chose – thanks to our financial 
strength they can rely on an unrestricted premium guarantee, if they want it, 
combined with attractive prospects for a return,” Knof adds. In spite of ongoing low 
interest rates, Allianz Leben earned a net return of 4.4 percent, well above the level 
from comparably safe investments. Even with interest rates hovering permanently 
around zero percent, returns from Allianz Leben’s capital investments ensure that it 
can meet all its future obligations.  
 
Private health insurance clients benefit from strong premium stability  

Premium revenues in health insurance increased slightly, by 1.0 percent, to EUR 3.3 

billion (vs. EUR 3.3 billion). That figure reflects the strong premium stability in health 

insurance. New business increased 8.4 percent, particularly thanks to stronger 

demand for both full and supplemental coverage. “We owe that success to our first-

class products and services,” Knof explains. In addition, several rating agencies 

have given Allianz Private Health Insurance – APKV – top ratings for its corporate 

and financial strength. 

At the end of 2016, APKV provided health insurance coverage for 2.6 million people, 

29,000 more than a year earlier. The successful partnership with the AOK Baden-

Württemberg public health insurance fund also contributed here. 

Investments underscore financial strength  

Amid a difficult market environment, Allianz Deutschland increased its net 

investment income 7.2 percent, to EUR 13.7 billion (EUR 12.7 billion). Investments 

under management in the insurance business grew 7.3 percent to EUR 284.1 billion 

(EUR 264.9 billion). An ESG rating ensures that the sustainability risks and 

opportunities of individual investments can be detected and taken into account.  

Net operating income declined 5.5 percent from the previous year, to EUR 2.6 billion 

(EUR 2.7 billion), in part because of higher claims expenses and lower interest 

income in the property and casualty line. The net profit for the year grew 12.4 

percent to EUR 2.0 billion (EUR 1.7 billion), but this figure includes non-recurring 

effects from portfolio reallocations. 

Outlook 

Allianz Deutschland will continue reconceiving itself as a customer-centered, digital 

company in 2017, and is pursuing a wide variety of initiatives toward that end. In 

view of further planned growth initiatives, Allianz Deutschland expects revenue 

growth to continue in 2017.  

Munich, March 9, 2017 
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We will be covering the annual press conference at twitter.com/allianz_de. The 
hashtag is: #AllianzJPK 
 
You can find more press information from Allianz Deutschland AG at our Internet 
portal, https://www.allianzdeutschland.de 
 
Contact information: 

Allianz Deutschland AG 
Corporate Communications 
 
Christian Teichmann 
Phone: 089.3800-7578 
Email: christian_ernst.teichmann@allianz.de 

Ulrike Strauss 
Phone: 089.3800-12944  
Email: ulrike.strauss@allianz.de 

 

Die Einschätzungen stehen wie immer unter den nachfolgend angegebenen Vorbehalten. 
Vorbehalt bei Zukunftsaussagen 
Soweit wir in diesem Dokument Prognosen oder Erwartungen äußern oder die Zukunft betreffende Aussagen 
machen, können diese Aussagen mit bekannten und unbekannten Risiken und Ungewissheiten verbunden sein. Die 
tatsächlichen Ergebnisse und Entwicklungen können daher wesentlich von den geäußerten Erwartungen und 
Annahmen abweichen. Neben weiteren hier nicht aufgeführten Gründen können sich Abweichungen aus 
Veränderungen der allgemeinen wirtschaftlichen Lage und der Wettbewerbssituation, vor allem in Allianz 
Kerngeschäftsfeldern und -märkten, aus Akquisitionen sowie der anschließenden Integration von Unternehmen und 
aus Restrukturierungsmaßnahmen ergeben. Abweichungen können außerdem aus dem Ausmaß oder der 
Häufigkeit von Versicherungsfällen (zum Beispiel durch Naturkatastrophen), der Entwicklung von Schadenskosten, 
Stornoraten, Sterblichkeits- und Krankheitsraten beziehungsweise -tendenzen und, insbesondere im Bank- und 
Kapitalanlagebereich, aus dem Ausfall von Kreditnehmern und sonstigen Schuldnern resultieren. Auch die 
Entwicklungen der Finanzmärkte (zum Beispiel Marktschwankungen oder Kreditausfälle) und der Wechselkurse 
sowie nationale und internationale Gesetzesänderungen, insbesondere hinsichtlich steuerlicher Regelungen, 
können entsprechenden Einfluss haben. Terroranschläge und deren Folgen können die Wahrscheinlichkeit und das 
Ausmaß von Abweichungen erhöhen. Die Gesellschaft übernimmt keine Verpflichtung, Zukunftsaussagen zu 
aktualisieren. 

https://www.allianzdeutschland.de/
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