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AMB Generali as the German part of Generali Group

Top player in
European insurance

INE, with app. € 50 bn consolidated
SRR premiums in 2003 e Founded 1824 in Aachen

4/ AMB GENERALI

¢ German subsidiary of Generali Group

ﬁ AMB GENERALI since 1998
: o Listed in MDAX
24.4% e Focus on

— German market
— primary insurance
— private customers

' e Market leader in unit-linked and
term life insurance
‘
% of total Generali Group premiums
W (taly 39.0% Spain  4.8%
M Germany 24.4% Austria  4.0%
France 16.3% Others 11.5%
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% AMB GENERALI AMB Generali — HVB GIC, 29.09.2004 2



AMB Generali as #2 in life and p&c

German insurance market 2003
e

Gross premiums, direct

Gross premiums, direct

Gross premiums, direct

)
R

Rank €bn Rank €bn Rank € bn
1 ALLIANZ 10.1 1 ALLIANZ 10.0 1 ERGO 3.8
3 ERGO 6.1 3 ERGO 3.0 3 ALLIANZ 3.0
4 ZURICH GROUP 3.6 4 R+V 2.8 4 SIGNAL IDUNA 1.8
5 R+V 3.1 5 HUK-COBURG 2.8 5 CONSAL GROUP 1.5
6 A 26 || 6 A 26
7 DEBEKA 2.0 7 ZURICH GROUP 2.3 7 CONTINENTALE 1.1
8 GERLING 1.9 8 GERLING 2.2 8 BARMENIA 1.0
9 NUERNBERGER 1.8 9 TALANX 1.8 9 DBV-WINTERTHUR 0.9
10 SIGNAL IDUNA 1.5 10 WUERTTEMBERG. 1.5 0 GOTHAER 0.8
not consolidated German GAAP
MB GENERALI AMB Generali - HVB GIC, 29.09.2004
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Persistent targets and strategy

Targets

Strategy

Increase of company value

Continuous
growth

Increase of
profitability

Adequate
risk management

Variety of brands and
distribution channels

Checking acquisition
opportunities

Improvement of cost situation
Increase of technical results

Work-off financial burdens

Continued development of
risk-based management tools

@ AMBGENERALI

AMB Generali - HVB GIC, 29.09.2004
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Growth measures in detail

Strategy
e Variety of brands e Strengthening variety of brands and distribution channels by
and distribution — expansion of traditional fieldstaff networks
channels e ,
0 ‘ — Deutsche Vermogensberatung as strategic partner
* Checking acquisi- — exclusive co-operation with Commerzbank

tion rtuniti i
on opportunities — strong direct sales channel

e Targeted positioning in growth markets by

— top position in private pension market
. — growth initiative corporate pension business
— health reform as opportunity

¢ Prepared to benefit from acquisition opportunities

Tren
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Diversity of brands as characteristic element

@ﬁad}:mmdh{inch:m

¢ Gross premiums of € 4.3 bn
Focus on life (life 72%, p&c 28%)
Market leader in unit-linked

Deutsche Vermdgensberatung as main distribution channel
(app. 76% of new business regular premiums life)

Wby ryegen

¢ Gross premiums of € 3.0 bn
¢ Focus on life (life 77%, p&c 23%)

¢ Largest company-owned sales force with salaried agents
(4,033)

n arety

——
BADEMIA

AuheniCard

Special brands

I'Ji:llng:

i GENERALI

@ Aachen

Gross pre-miums of € 1.8 bn
@ Aachener und Manchener

New brand Generali Versicherungen since February 2004
Strong position in p&c (p&c 54%, life 46%)

Important broker distribution channel

Largest number of self-employed agents (1,700)

Cosmos ) DIREKT

@ Saarbriicken
Ensmns}mneu‘r

. @ Munich e Gross prer:niurps of f.' 0.9 bn .
% GENERALL ¢ Focus on life (Il_fe 87%, _p&c 13%)
J : ¢ Market leader in term life
¢ Direct channel insurer

Gross premiums and percentage figures German GAAP direct business

ﬁ AMB GENERALI AMB Generali — HVB GIC, 29.09.2004 7



Variety of distribution channels as core asset

ﬁ AMBGENERALI

Agents
Professionals:
Part-time:

Brokers

Financial advisors
11,500 Deutsche Vermégensberatung:
95,500 30,000 consultants

= AMBGENERALI

Direct sale
via Cosmos

Bank branches
Commerzbank:
800 branch offices

AMB Generali - HVB GIC, 29.09.2004



Top position in private pension market

Slow start High growth potential

¢ Market-wide slow start of Riester business e AMB Generali with top position:

¢ 3.5 m contracts market-wide until 2003, but 520,000 contracts * - full year 2002
high potential with 30 m employees 685,000 contracts ? - full year 2003

¢ Simplified administrative procedures 734,000 contracts ? - half year 2004
planned by government

Market share app. 20%

— Form to be filled in only once

— Less data to be provided by applicant
e AMB Generali’s medium-term target:

— More transparent rules > 15% of Riester insurance products

¢ Good acceptance of doubled maximum
savings amount in 2004

— Positive effect on life new business
premiums of app. € 80 m (mainly
first quarter effect)

*)  cumulated contracts, adjusted new business

g g
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Growth initiative: corporate pension business

Corporate pension market AMB Generali

e Growth market: ¢ Focus on small and medium-sized
— Share in life new business expected companies
to rise to 35% in 2005 (20% in 2003) e Strong growth in corporate pension:
— Employees with legal claim on New business regular premiums
corporate pension contracts — +100% A FY 03/02t0 € 130 m
e Complex products with need of — +77% A H104/03t0 €96 m

Integrated consulting approach e Competitive edge in special segments

¢ Small and medium-sized companies (e.g. commutation of pension commitments)

currently under-proportionally covered
Medium-term target:

Increase of corporate pension
market share to app. 15%

Tren
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Focus on new taxation of life products: (1/2)
Shift in product landscape from 2005 onwards

Currently:

3 pillars of old age provision

Statutory Corporate Private
pension pension pension

—

Regulation / taxation altered
from 01.01.2005 onwards

New:
3 tier system

_ Tier 2
Riester-type products
(Private pension, corporate pension)

Extended tax exemption, taxation of benefits

Tier 1
Basic provision
(Statutory pension, base pension)

Gradual change towards taxation of benefits

For business in force no change of regulation /
taxation; changes apply solely to new business

AMB GENERALI

AMB Generali - HVB GIC, 29.09.2004
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Focus on new taxation of life products: (2/2)

AMB Generali well positioned for change in product demand

Decrease indemand <

1

Future

Now

Lump sum pay-out:

Tier 3:
e Traditional endowment
e Unit-linked endowment

il

Increase in demand

Now Future

Annuity pay-out:

Tier 1: Base pension

Tier 2:
¢ Private pension
e Corporate pension

Tier 3:
¢ Traditional annuity
¢ Unit-linked annuity

AMB Generali Group with:

Introduction of new products
by 1.1.2005

Leading position in Riester
business

Strong growth in corporate
pension: New business regular
premiums +77% compared to
H1 03

Market leader in unit-linked
with focus on annuities (> 80%
of regular unit-linked new
business in H1 04)

AMB GENERALI

AMB Generali - HVB GIC, 29.09.2004
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Profitability measures in detail

Strategy

Reduction of administrative-staff capacities

Merger in Munich

¢ Improvement of

cost situation Integration in Aachen

1

¢ Increase of

_ Optimisation of portfolio mix in p&c by
technical results

- consequent pruning in motor business
- withdrawal from industrial business

Increase of product profitability in life

Tren
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Increased profitability driven by various initiatives (1/2)

Reduction of administrative-staff capacity

e Cuts in 2003 ahead of plan because of intensified
reorganisation

¢ Reduction achieved in socially compatible manner

Merger in Munich (Generali Versicherungen)
¢ Full legal integration realised
¢ Pruning of p&c portfolio

e New brand Generali Versicherungen since
02/2004

e Concentration on one location by 2005

Integration in Aachen (Aachener und Miinchener Leben
and Aachener und Miinchener Versicherung)

¢ New management and organisation established
¢ First step of integrated software platform in 2003

Achievements 2003 Targets

Reduction of

1,250 FTE
‘ 600 FTE by 2005

Cost reduction of

app.- €90 m
‘ €68m p.a. by 2006

Cost reduction of

app. €30m
‘ €1m o.a. by 2005

AMB GENERALI

AMB Generali - HVB GIC, 29.09.2004
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Increased profitability driven by various initiatives (2/2)

Pruning in motor

¢ Progress in line with plan

e Consistent risk-related premium increases in
new business and portfolio

e Strict pruning of claims-prone contracts and
corporate business

e Sophisticated claims management

Withdrawal from industrial business
e Target for 2004 almost fully achieved in 2003
¢ Run-off completed by end of 2004

Achievements 2003 Targets

Increase of technical results by
app. €175 m
‘ €107 m 0.a. by 2005

Increase of technical results by

app. €25m
‘ €22m o.a. by 2005

Combined ratio reduced from 110.2% in 2002 to 99.5% in 2003

=» Target for 2004 and 2005: < 100%

@ AMBGENERALI

AMB Generali - HVB GIC, 29.09.2004 16
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Risk management measures in detail

Strategy

. « Extraordinary burdens nearly worked off
m=) solid capital position for AMB Generali Group

» Further roll-out of value and risk-based management tools

’ ‘é‘{,ﬁ;‘:ﬁf financial — Installation of ALM also in health
e. Continued deve- ‘ — Intensified DFA in p&c
lfaps’ZS':,t,;’,f,a’SQ‘_' « Extended release of value-based management results to
ment tools improve financial market communication

Tren
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Leading position in value-based management

Capital management

———

Objective: Manage risks integrally
¢ Assessing total risk exposure and resulting
shareholder capital requirements

e Ensuring economic solvency by comparing
available and required capital

¢ Protecting the capital base continuously from
"going-concern" point of view

Tools:

e Embedded value (EV)
e Economic capital (EC)

- P&C: Dynamic financial analysis (DFA)

Performance management

———

— Life: Asset liability management (ALM)
— Health: Asset liability management (ALM)

Trem
ié.' AMBGENERALI

W

Objective: Maximise profits sustainably

e Meeting shareholder's profit and value creation
expectations

e Calculating risk-adjusted performance indicators

e Separating investment and tax variances from
variables under management control

Tools:

e Key performance indicators
— Return on economic value (RoEC)
— Return on embedded value (RoEV)

e Key performance measures
— Life/health: New business value (NBV)

— P&C: Combined ratio (CR)

AMB Generali - HVB GIC, 29.09.2004
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Embedded value Group on level of current share price

(€ m, December 2003)

Embedded
value

per share
€59

IFRS IFRS IFRS Unrealised Other PVFP Cost of Embedded
Shareholder Life Goodwill gains adjust- Life capital- value
Equity DAC (non-life) ments isation Group
Life

ﬁ AMB GENERALI AMB Generali - HVB GIC, 29.09.2004 20



Embedded value Group exceeds required economic capital

Allocation: € 2,979 m Economic capital + € 178 m Excess capital = € 3,157 m Embedded value Group

Economic capital ratios

P&C 27.0% of net earned premiums

24.7% 60.3% Life 3.4% of technical reserves

incl. ViF life )

Health 3.7% of net technical reserves

5.4%

- Life (Economic capital)
- Health (Economic capital) Financial Services (Economic capital)
- P&C (Economic capital) - Excess Capital

PVFP life minus cost of capitalisation life

ﬁ AMB GENERALI AMB Generali — HVB GIC, 29.09.2004 21



Good operational returns mainly offset by tax variances

Return on Embedded value Risk-return map
after tax for Group segments
2003 2002 14%
Life 1) 9.6% 9.4% 12%
2) . . = B Health
Health 10.9% 9.3% £10% .
3) 0 0, E _-— . . - _____Llfi.__
P&C 9%  8T% |15 : Total RoEC 9.1%
S 8% P&C
2
RoEC normalised 9.1%  3.9% g .
5 6%
(3]
Excess capital 2.8% 2.8% 2
° 4%
c
RoEV normalised 9.1% 3.8% 2
= 2%
Cost of debt -0.2% -0.2%
0% 1 o T L L T 1 1
Investment & tax variances 12.8% -13.1% 10% 30% 50% 70%
ROEV 4.0% -9.5% Economic capital in % of Embedded value Group
based on new business value, expected return (VIF roll-forward) and selected 2) based on IFRS profit (excluding extraordinary effects)

operating variances 3) based on combined ratio, normalised investment income and other income/expenses

ﬁ AMB GENERALI AMB Generali — HVB GIC, 29.09.2004



Good life new business margins

(€ m, December 2003)

New business
value "

Annual premium
equivalent 2

Traditional life UL (incl. net fund Total new
(incl. "Riester") management fees) business value

Value / APE

1) tax assumption changed from previous year 0% to now 40% because of new tax law
2) regular premiums plus 10% of single premiums on new policies issued in 2003; without dynamics and minorities

ﬁ AMB GENERALI AMB Generali - HVB GIC, 29.09.2004 23
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AMB Generali with good results in H1 2004

Life and health business with continuously strong performance

— Life new business regular premiums +34% supported by second step of Riester
reform, strong unit-linked sales and corporate pension business

— Health gross premiums +11% as a result of strong new business and premium
adjustments

¢ Improvements in operative profitability
— Reduction by more than 1,000 administrative-staff FTE
— Combined ratio with 99.8% in line with 2004 target

¢ Increase of investment income to more than € 1.7 bn

e Tax expenditure decreases to € 104 m since in H1 2003 write-downs on shares were
not tax deductible

Net result after tax of € 111 m in H1 2004

In line with 2004 target of > € 200 m

g g
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Business development overview

(€) 2003 H103" H104 A H1i04/03
Total premiums (German GAAP) ?) 11.7 bn 6.1 bn 6.2 bn 2.1%
Consolidated gross premiums (IFRS) ° 10.7 bn 5.6 bn 5.7 bn 1.0%
e Life 6.1 bn 2.9 bn 3.0 bn 4.7%
e Health 1.4 bn 0.7 bn 0.8 bn 11.1%
e P&C 3.2 bn 2.0 bn 1.9 bn -71.7%
Claims & benefits 9.8 bn 4.3 bn 5.3 bn 1.0 bn
Operating expenses 2.1 bn 1.0 bn 1.1 bn 10.2%
Investment income (net) 3.2 bn 1.0 bn 1.7 bn 722 m
Result of ordinary operations 740 m 475 m 216 m -259 m
Tax -731m -589 m -104 m 485 m
Consolidated net income 7m?  -115m 111 m 226 m
Shareholders' equity 2.8 bn 2.9 bn 2.8 bn -0.7%"
1) retroactively adjusted due to differentiated recognition of savings portions of unit-linked 3; excl. savings portions of ul and Riester contracts; adjustment without effect on income
products subject to FAS 97; adjustment without effect on income 4) including extraordinary items
T 2) consolidate(_:l gross premiums incl. savings portions of unit-linked and Riester contracts 5) inrelation to 31.12.2003
%5 AMBGENERALI AMB Generali - HVB GIC, 29.09.2004 26
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Combined ratio below 100%

(%) 2003 H103’ H104 A H1 04/03
Claims ratio 68.0 66.5 66.5 0.0%-p
Expense ratio 31.5 30.8 33.3 2.5%-p
Combined ratio 99.5 97.3 99.8 2.5%-p

e Combined ratio influenced by structural reinsurance changes

— Further increase of retentions in the Group involving lower commissions from
reinsurers

— Withdrawal from residual active reinsurance

¢ Reinsurance effect gradually levelled off:
Delta between 04/03 reduced to 2.5% in H1 from 4.6% in Q1

Combined ratio in line with 2004 target

*)  retroactively adjusted due to new segmentation of AMB Generali Holding AG reinsurance segment

g g
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Satisfying development of shareholder value

Consolidated net result

Earnings per share

Share price

(€ m) (€) (€)
111 €
2,06
75
65 A
7 \-./6'2
57
55\
N EEEEEE
115 -2,15
2003 H103 H104 2003 H103 H104 H103 H1 04
*) including extraordinary items
AMB Generali - HVB GIC, 29.09.2004
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AMB Generali on track to reach 2004 targets

Achievements

H1 04

Life/Health e Premium growth

- Life regular +5.7% \/ above above

- Health +11.1% \/ market level market level
* Life new business €59.5m \/ €120 m €120 m

value
: o/ 1) slight decrease
* Premium growth -4.4% - market level
of premiums

e Combined ratio 99.8% \/ < 100% < 100%
e General expenses 2 €925 m \/ €1,900 m € 1,900 m
¢ Net income €111 m \/ >€200m >€250 m

1) direct business
2) without commissions

ﬁ AMB GENERALI AMB Generali - HVB GIC, 29.09.2004 29
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Good growth rates in life and health business

(€ bn) 2003 H103" H104 A Hi04/03
Total premiums (German GAAP) 2 11.7 6.1 6.2 21%
Consolidated gross premiums (IFRS) 3 10.7 5.6 5.7 1.0%

Consolidated gross premiums (IFRS)

* Effect of 2nd step Riester reform . _ (€ bn)
e Strong unit-linked sale ¢ Pruning of motor business

° Corporate pension business ¢ Withdrawal from industrial business
¢ Withdrawal from residual active

reinsurance
e Strong new business growth
' * Premium adjustments

H1 03 H1 04 H1 03 H1 04 H103 H1 04
Life (regular) P&C Health
1) retroactively adjusted due to differentiated recognition of FAS 97; 2; consolidated gross premiums incl. savings portions of unit-linked and Riester contracts
adjustment without effect on income 3) excl. savings portions of ul and Riester contracts; adjustment without effect on income

(i AMB GENERALI AMB Generali — HVB GIC, 29.09.2004 31



Investment income above previous year's level

Net investment income

HE

30.06.2003 30.09.2003 " 31.12.2003 31.03.2004 30.06.2004
€m €m €m €m €m
Q2 Ytd Q3 Ytd Q4 Ytd Q1 Ytd Q2 Ytd
3,172
1,843 1,735
1,329
1,038 1,013 830 811 811 924

Ytd = year to date (accumulated value since start of year)
*)  retroactively adjusted due to differentiated recognition of FAS 97

ﬁ AMBGENERALI
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Reduced write-downs and better realised capital gains and losses
Improve investment income

48
Investment Ordinary Administrative Realised Write-ups Unrealised Investment
income (net) income expenses capital gains and capital gains income (net)
in H1 03 and losses write-downs and losses ? in H1 04
H103 " 1,705 -84 -53 -597 42 1,013
H1 04 1,753 -96 228 -174 24 1,735
Change 48 -12 281 423 -18 722

1) retroactively adjusted due to differentiated recognition of FAS 97
2) mostly derivatives

ﬁ AMB GENERALI AMB Generali - HVB GIC, 29.09.2004 33



Increased reserve in dividend-bearing securities

Unrealised gains/losses from shares, participating interests and fund units

30.06.2003 30.09.2003 31.12.2003 31.03.2004 30.06.2004
€m €m €m €m €m
70

Additional
unrealised gains

in fixed income:
€970 m

ﬁ AMBGENERALI

AMB Generali - HVB GIC, 29.09.2004

34



Trem

%

Focus on new taxation of life products: (1/4)
Tier 1: Base provision as starting ground for social security

Restrictive
product

features

But additional
product offering

Taxation

AMB GENERALI

Social security (public programme)
Pension plans (professional organisations)
Traditional annuity plans (life insurance companies)

Annuity payments may not begin before age 60

Benefits may not be inherited, e.g. to family members

Benefits may not be transferred, e.g to family members

Amounts accumulated may not be disposed of as loans

Policy may not be sold

Annuity payments may not be transformed into one discounted lump sum
payment at maturity

Additional products to cover personal disability and to cover survivors /
dependents’ provision; premium not exceeding 50% of base product

Saving period:

€ 20,000 per person and year tax deductible (starting from € 12,000 in 2005;
gradually increasing to € 20,000 in 2025; for base product incl. additional
product cover)

Pay out period:

Full taxation (gradually increasing from 50% of payment as taxable basis in
2005 to 100% in 2040)

AMB Generali - HVB GIC, 29.09.2004
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Focus on new taxation of life products: (2/4)
Tier 2: Modified Riester-like products

Product
features

Taxation

ﬁ AMBGENERALI

Annuities Riester-type

Sales cost loading not zillmerised, but amortised over minimum 5 year period
At maturity (age 60) lump sum payment up to 30% of endowment capital
possible

Unisex calculation from 2006 onwards

Simplified organisational procedure (both for applicant and insurance
companies) to apply for state subsidy payments

Saving period:

Gradual increase in tax deductability bracket / public grant
(2003: € 525; 2004/5: € 1,050; 2006/7: € 1,575; 2008: € 2,100)

Pay out period:

Normal taxation of annuities and partial / full endowment payments

AMB Generali - HVB GIC, 29.09.2004
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Focus on new taxation of life products: (3/4)
Tier 2: Corporate pension schemes

Product
features

Taxation

ﬁ AMBGENERALI

Corporate pension schemes (Pensionsfonds, Pensionskasse,
Direktversicherung); counterparty: employer

Annuities from age 60 onwards

Lump sum payment up to 30% of endowment capital possible

In case of job change: transfer of amount accumulated to new employer
Extended definition of survivors / dependants applicable

Saving period:

Tax deductability bracket: max. 4% of income threshold for social security
provision (currently: € 2,472); plus eventually € 1,800 for employee with no
(already subsidised) Direktversicherung

Pay out period:
Normal taxation of endowments and partial / full capital payments

AMB Generali - HVB GIC, 29.09.2004
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Focus on new taxation of life products: (4/4)
Tier 3: Traditional life insurance products

Product
features

Taxation

Trem
ié.' AMB GENERALI

- Endowment policies
- Annuity policies with endowment option
- Unit-linked policies with / without endowment option

All features of traditional products, e.g.

annuity payments may begin before age 60

benefits may be inherited, e.g. to family members

benefits may be transferred, e.g. to family members

amounts accumulated may be disposed of as loans

policy may be sold

annuity payments may be transformed into one discounted lump sum
payment at maturity

Saving period: payments not tax deductible; interest accrual of capital
accrued not taxable

Pay out period:

Endowments: taxation of interest accrual (surplus of pay out amount and
respective payments; tax relief of 50%, if payment not before age 60 and
contract duration minimum 12 years)

Annuities: taxation of supposed interest accrual (e.g. 18% of annuity as tax
base for annuity payment starting at age 65); equally valid for pre 2005 business

AMB Generali - HVB GIC, 29.09.2004
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Disclaimer

Certain of the statements contained herein are statements of future expectations and
other forward-looking statements.

These expectations are based on management's current views and assumptions and
involve known and unknown risks and uncertainties.

The user of such information should recognise that actual results, performance or events
may differ materially from such expectations because they relate to future events and
circumstances which are beyond our control including, among others, general economic
and sector conditions.

Neither AMB Generali Holding AG nor any of its affiliates, directors, officers, employees or
agents have a duty of care towards any user of the information provided herein nor any

obligation to update any forward-looking information contained in this document.

TR = T
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Contacts

AMB Generali Holding AG
Investor Relations

Aachener und Minchener Allee 9
D-52074 Aachen, GERMANY

Dr. Sabine Gottgens
Sabine Grundmann-Braun
Kai Andrei

Ingrid Engel

Telephone
Telephone
Telephone
Telephone
Telefax

e-mail
Internet

+49/241-4611116
+49/241-46117 91
+49/241-46117 46
+49/241-46117 13
+49/241-46114 86

investor.relations@amb.de
http://www.amb.de

.'\"m
% AMB GENERALI

AMB Generali - HVB GIC, 29.09.2004

40



