
Edmund Górny, lat 61
SZEF WYSZKOLENIA GRUPY BESKIDZKIEJ GOPR, STARSZY INSTRUKTOR RATOWNICTWA GÓRSKIEGO

„Przez trzy lata opracowywaliśmy program, wykonywaliśmy testy żeby przystosować śmigłowce,  
 ich wyposażenie, ich możliwości do ratownictwa wysokościowego. W tej robocie nie chodzi o bohaterstwo, 
 tu nie chodzi o to żeby być komandosem. Tu potrzeba ludzi skromnych, dobrze wychowanych,  
 o odpowiedniej postawie i to jest to. To jest coś co się ma w sobie; jest się tak zakręconym,  że trudno 
byłoby się wycofać. Przy okzaji to jest szkoła życia dla młodych, tu nie jest lekko, ja jestem twardy” 

3. TURNIEJ O PUCHAR ORLIKA 
POD PATRONATEM PREMIERA 
DONALDA TUSKA, FINAŁ 
WOJEWÓDZTWA POMORSKIEGO  
W KATEGORII 12-13 LAT, 
GNIEWINO 2012

Z WYWIADU Z BEATĄ MAJCHER

„Wzorcowym przykładem są nasze relacje z PZU – Mecenasem MNK. Udało nam się zrealizować  
projekty w obszarze multimediów i nowych technologii, a także wdrożyć pionierską formułę promocji 
Galerii Sztuki Polskiej w Sukiennicach – nagrodzoną na kilku festiwalach reklamy. Współpraca była 
nie tylko przykładem odwagi w podejmowaniu ryzyka, ale i zaufania oraz profesjonalizmu. Zawsze 
podkreślamy, iż współpraca z pracownikami PZU reprezentującymi sferę biznesu pomaga nam  
w wypełnianiu naszej misji – ochronie dziedzictwa narodowego, a sponsorom umożliwia aktywne  
i świadome uczestnictwo w zapisywaniu się na kartach kultury polskiej.” 

Opiekunami są najczęściej 
absolwenci wydziałów rehabilitacji 
lub psychologii, którzy chętnie  
pracują jako wolontariusze lub są 
zatrudniani na stałe. Codziennie do 
ośrodka przyjeżdża doświadczony 
psycholog, który rozmawia z każdym 
dzieckiem.

Dom Misia Ratownika

To jedyny w Polsce ośrodek dla ofiar 
wypadków, gdzie dzieci przyjmowane 
są za darmo. Organizowane są tu 
wakacje połączone z codzienną 
terapią u psychologa. 

Anna Lewandowska
KONSERWATOR 

„Tak, zdarza mi się mówić do obrazów. Staram się z nimi nawiązać nić porozumienia i przyjaźni. Z „Pomarańczarką” 
spędziłam tyle czasu, że nie sposób było do niej nic nie powiedzieć. To był najtrudniejszy obraz do renowacji, z jakim 
miałam do czynienia. Po raz pierwszy zobaczyłam go w Niemczech, kiedy pojechałam na ekspertyzę, aby stwierdzić,  
że to jest ten, który został skradziony podczas wojny z Muzeum Narodowego w Warszawie. Płótno było w opłakanym stanie.  
Pracę nad „Pomarańczarką” zaczęłam 17 lipca zeszłego roku, powinnam ją skończyć do końca października. ” 

Jakub Leszczyński
DYREKTOR STOWARZYSZENIA MISIE RATUJĄ DZIECI

„Od kiedy mamy naszego sponsora i partnera, jakim jest PZU, Miś Ratownik jeździ już w każdej karetce. 
Kiedy zdarzy się wypadek, koi przerażenie dziecka, pomaga odwrócić jego uwagę od zdarzenia.  
Kojarzy się z rodziną i bezpieczeństwem, które zostały utracone na skutek wypadku. Niesie przesłanie 
dalszej pomocy poprzez wszyty adres stowarzyszenia. Później możemy dzieci leczyć z traumy  
powypadkowej, łącząc ich wypoczynek z pomocą psychologiczną.
Program z pluszowym Misiem Ratownikiem został zaczerpnięty z krajów skandynawskich i Stanów  
Zjednoczonych. Sprowadziliśmy go w połowie lat dziewięćdziesiątych na teren Polski.”

Aspirant Marcin Woźniak (po lewej)  
i aspirant Marek Gajcy (po prawej)

„Jadąc na sygnale motocyklem, muszę mieć oczy dookoła głowy. Duża prędkość w sytuacji pościgu, ratowania życia czy dojazdu na miejsce 
wypadku jest czymś normalnym. Zawsze jednak muszę myśleć, czy inny kierowca mnie zauważy, czy zareaguje na sygnał. Po służbie chcę 
wrócić do domu”.

Jakub Kiezik, 16 lat
OCHOTNIK

Z WYWIADU Z DYREKTOREM MOPR-U JAROSŁAWEM SROKĄ  

„Żeby zostać ratownikiem wodnym, trzeba mieć skończone 18 lat.
Jeżeli przychodzi młody człowiek 14- czy 15-letni, do czasu pełnoletności zdobywa u nas wszystkie 
potrzebne w ratownictwie uprawnienia: motorowodne, żeglarskie, płetwonurkowe. Przechodzi kursy  
medyczne, oprócz tego dyżuruje na stacji i poznaje specyfikę pracy.
Po skończeniu 18 lat zdobywa uprawnienia ratownika.”

Zbigniew Łacisz, 32 lata
KIEROWCA WYŚCIGOWY

„Pochodzę z rodziny, gdzie ten sport był uprawiany, odkąd pamiętam, mój ojciec także się ścigał.  
Nie było momentu, w którym zakładałem, że nie będę kierowcą wyścigowym. Rozważałem tylko,  
czy będą to rajdy czy wyścigi.” 

Milena Mućka, lat 23 
OPIEKUN OBIEKTU 

„Szukam harmonii w życiu i praca w Łazienkach mi to daje. Widać to także po zwiedzających, którzy 
przebywają na terenie parku, mają taki wyczuwalny spokój ducha. Łazienki to nie tylko miejsce do pracy, 
ale przestrzeń, gdzie mogę naładować baterie na resztę dnia.” 

Szymon Janosz, 24 lata 
MŁODSZY ASPIRANT, STARSZY RATOWNIK

„W kontekście zagrożenia mam poczucie, że stanowimy jedność. Jest czas na żarty, 
każdy jest inny, ale kiedy trzeba, jest jedność i pełna mobilizacja.
Jeden na drugiego może liczyć i w ogień byśmy za sobą wskoczyli.”

Paweł Zajch, 32 lata
SEKCYJNY, KIEROWCA-RATOWNIK

„Jeżeli któryś z nas jest w potrzebie, miał wypadek w czasie akcji, to od razu organizujemy 
pieniądze dla niego i dla rodziny. Nikt nie protestuje, nie tłumaczy się, że nie ma.  
Każdy wyciąga forsę i daje. To mi się u nas podoba.”

Zbigniew Łacisz, 32 lata
KIEROWCA WYŚCIGOWY

„To tak, jak by pytać himalaisty, co daje mu wspinanie się w górach? Samo bycie  
w samochodzie wyścigowym, poruszanie się z możliwie największą prędkością,  
wyprzedzanie innych kierowców, to jest to, co po prostu lubię.” 

Grzegorz Kubat, 22 lata
KIEROWCA WYŚCIGOWY

„Zawodowo ściganiem zajmuję się od tego roku. Na co dzień studiuję na AWF  
w Gdańsku. Ściganie się było moim marzeniem od dziecka, ale nie miałem możliwości 
finansowych, aby tym się zajmować. Teraz mogę spełnić moje marzenia. Na zawodach  
w Austrii miałem dość poważny wypadek, wjechałem z dużą prędkością w barierkę.  
Jednak takie sytuacje nie odpychają mnie od ścigania. Kocham to i chcę to robić.” 

PZU  
Corporate Sustainability  
Report  
2013–2014

Z WYWIADU Z BEATĄ MAJCHER, KIEROWNIKIEM DZIAŁU UPOWSZECHNIANIA  
MUZEUM NARODOWEGO W KRAKOWIE

„Mamy świadomość, że współczesny odbiorca sztuki oczekuje form komunikacji integrujących przestrzeń 
artystyczną z przestrzenią społeczną. Liczymy, że nowe wnętrza Muzeum staną się miejscem sprzyjającym  
nowej jakości kontaktu z publicznością, dlatego staramy się ze znawstwem i we współpracy z projektantami  
nie rezygnować z tzw. pamiątek muzealnych. To nie tylko działanie komercyjne, ale również upowszechnieniowe...”

Krzysztof Marciniak,  
60 lat, (wraz z technikami 
Kazimierzem Migoniem  
i Jerzym Cieślą)
PREZES  
STOWARZYSZENIA „SPINKA”

„W stowarzyszeniu „Spinka”  
zajmujemy się usługami  
motoryzacyjnymi dla 
niepełnosprawnych kierowców  
i pasażerów. Uczymy ich jeździć, 
pomagamy kupować specjalne 
samochody, pomagamy im 
je wyposażać. Rocznie wspieramy 
około 200 osób. Dajemy szansę 
niepełnosprawnym, aby byli  
podobnie aktywni, jak inni  
obywatele naszego kraju.” 

MAŁGORZATA  
TOMASZEWSKA, 28 LAT 
CZŁONEK  
STOWARZYSZENIA „SPINKA” 

„Jestem niepełnosprawna  
od urodzenia, poruszam się  
na wózku inwalidzkim. Dzięki 
„Spince” dostałam dofinansowanie 
na kurs prawa jazdy i środki  
na oprzyrządowanie, za pomocą 
którego mogę prowadzić auto.  
Od roku jestem szczęśliwym 
kierowcą. To było jak spełnienie 
jakiegoś ważnego celu w moim 
życiu, od początku studiów 
zbierałam na samochód.” 

Jerzy Zemczak
ZASTĘPCA KIEROWNIKA KOPALNIANEJ STACJI RATOWNICTWA GÓRNICZEGO  
25 LAT PRACY W ZAWODZIE

„Ryzyko w pracy pod ziemią będzie zawsze, bo natura jest nieprzewidywalna. 
Oczywiście wiele się zmieniło: nowe maszyny, nowe technologie, ale tego,  
co dla nas, gdzieś pod ziemią natura przygotowała, człowiek nie jest w stanie  
do końca ocenić.”

Grzegorz Paduch
RATOWNIK, 17 LAT PRACY W ZAWODZIE

„Strach. Nie rozmawiamy między sobą o strachu... Może wśród rodziny. 
To zawód dla twardych ludzi.
Myśli się gdzieś o zagrożeniu. Nie ma tu miejsca dla bohaterów.
Odwaga – ale nie głupota i brawura.” 

ŚMIGŁOWIEC LOTNICZEGO POGOTOWIA RATUNKOWEGO PODCZAS ĆWICZEŃ ZESPOŁÓW HEMS  
Z RATOWNIKAMI GRUPY BESKIDZKIEJ GÓRSKIEGO OCHOTNICZEGO POGOTOWIA RATUNKOWEGO

Podczas akcji ratowniczych czas odgrywa pierwszoplanową rolę. Dzięki współpracy LPR z GOPR powstały 
doskonale zorganizowane zespoły ratownicze. Wspólnie wypracowane procedury sprawdzają się podczas ewakuacji 
poszkodowanych lub w dotarciu na miejsce akcji poszukiwawczej, zapewniając np. transport przewodnika z psem 
ratownikiem w rejon lawiniska.

Młodszy aspirant Paweł Kuchnio (po lewej)  
wraz z Michałem Skrzypkowskim (po prawej)

Z WYWIADU Z PAWŁEM KUCHNIO, MŁODSZYM ASPIRANTEM, W POLICJI OD 19 LAT

„Tak, w dzisiejszych czasach potrzebna jest policja konna. Koniem można dostać się tam, gdzie nie zawsze uda się 
wjechać radiowozem czy motocyklem. Policja konna ma wiele zadań, m.in. zabezpiecza imprezy masowe, mecze 
czy demonstracje. Od dziecka chciałem być policjantem. Nie wyobrażałem sobie, że mogę robić coś innego. 
W młodości jeździłem dużo na koniu, dlatego ta praca daje mi tak dużo satysfakcji”. 



The photos presented in the report are from the project  
„People of the PZU”. Photos made by Michal Szlaga present 
a number of initiatives in the field of corporate social 
responsibility in PZU. They show real people committed to 
social initiatives and illustrate their role, work and passion.
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1. How has the PZU company changed in 2013-2014? What 
changes have been brought about by the implementation 
of the strategy 2.0?

Today, we are the most highly valued insurance company 
in Europe. We have maintained our market share and we 
are very well perceived by the market. We also deliver 
excellent returns to our shareholders. Three years ago we 
officially said goodbye to the “behemoth” [the old PZU]. 
It was a long and difficult period. Today, customers do 
not enter our branches via suspicious gates. Employees 
are fully competent and we offer services of which we do 
not have to be ashamed. PZU also uses one of the most 
advanced IT systems in the world. The enormity of the 
changes has first reached me following conversations 
with people outside PZU. They frequently remark that it is 
a completely different company from a few years ago.

2. What achievements and successes of PZU in the past two 
years are particularly noteworthy?

Last year PZU made the largest foreign acquisition in its 
history. We bought three insurers in the Baltic States and 
Link 4. As a result, we have become the largest insurance 
group in Central and Eastern Europe. PZU was the first 
Polish insurer to introduce a direct liquidation of damage in 
the motor insurance field. In case of accident, the injured 
party can turn directly to its insurer. It was a revolution 
in the market. In the first year more than 33,000 PZU 
customers decided to liquidate damages directly from their 
insurer. A pioneering project was the building up of a fleet 
of vehicles consisting of hybrid cars, that are both innova-
tive and extremely economical.

3. On the other hand, are there any negative aspects which 
PZU has had to face in the last two years?

Our first attempt at acquisitions was unsuccessful. We did 
not buy the Croatian insurer Croatja Osiguranje. Pretty 
much publicised was also a banking transaction, in which 
PZU would have taken the role of the banking market 

consolidator. Our offer was suitable for us and our share-
holders. However, it seems that the sellers had a different 
view of the situation. Today, we are in a completely differ-
ent situation. We were able to complete successfully the 
purchase of insurance companies in Lithuania, Latvia and 
in Estonia. We bought the Polish Link 4 and entered into 
the banking sector by acquiring a controlling interest in 
Alior Bank. PZU today is a major player on the international 
stage, and we still retain an appetite for large acquisitions.

4. What are the goals for the next 5 years?

PZU Strategy 3.0 would lead to the transformation of the 
PZU group based on three strong pillars: insurance, assets 
management (PZU Investment) and health care (PZU 
Health). By 2020 we want to strengthen our position as 
the insurance market leader, but also to achieve a position 
of market leader in asset management and private health 
care in Poland.

5. What are the biggest challenges you must confront in the 
forthcoming years?

I would like the company to have a better position in the 
health insurance field. We have the first position in Poland, 
but our premium income is only 100 million PLN. This is 
only 0.1 percent of all expenditure on health care. That’s 
why we have started to develop our own network of medi-
cal centres. We also plan to expand in asset management. 
It’s a natural extension of our insurance activities. Our 
aim is to attract new investors, preferably from Western 
Europe. Our ambition is for recognisable foreign funds to 
entrust us with their resources.

6. How do you understand the concept of responsible busi-
ness in the context of the activities of PZU?

As the largest insurance company in Central and Eastern 
Europe, we recognise the scale of our impact on the econ-
omy and society. Since, in Poland alone the PZU Group has 
over 16 million customers and thousands of employees, we 
see our responsibility primarily through the prism of activi-
ties addressed to these two groups. We want to implement 
solutions that help our customers to feel treated fairly and 
professionally, and to create working conditions and staff 
(?) development suited to the needs of our employees and 
to significantly affecting (increase?) their involvement.
Generating a net profit in excess 2.5 billion PLN and 
with over 400 branches and over 9,000 exclusive agents 
throughout the country, we also feel committed to create 
value in local communities. Hence, our extensive measures 
to promote safety in Poland, or activities carried out by our 
corporate foundation.

7. What are the prospects for developing a culture  
of responsibility in PZU?

Competing in the twenty-first century requires delivering 
to the customer not simply a good product. The customer 
must, in addition, feel well-served when he or she nego-
tiates an insurance policy, or is facing a difficult situation, 
when eliminates (not clear what this means) damage or in 
filing a complaint. The customer must have a sense that 
everything is understandable and that he or she buys the 
product that is appropriate to his or her expectations and 

needs. Therefore, in the context of business development 
and our culture of responsibility, we have changed our 
approach to customer service and claims-handling proce-
dures. We have also implemented the principles of plain 
language to communicate with customers. This eliminates 
the use of complex language, or vague wording. I would 
like it to distinguish us in the market.

8. What are the key objectives in the area of sustainable 
business in the near future?

The years 2015-2020 will be dedicated to the implemen-
tation of the PZU 3.0 strategy. Its signposts for us are our 
values. In the course of creating this strategy we agreed 
that we want to focus on being fair both to our customers 
and our employees; to be efficient and innovative – both 
in terms of customer service and also about internal 
procedures. These areas are directly related to our key 
responsibilities and our business strategy. The objectives 
of responsible business and direction of our development 
must be optimised to be consistent with each other. This 
approach allows us to build the value of the company ef-
fectively and, most importantly, to answer the expectations 
of our stakeholders.

9. What is the biggest challenge when it comes to shaping 
and developing sustainable business in PZU?

The challenge is to judge the appropriate scale of chang-
es introduced, and thereby to increase efficiency in the 
management of corporate social responsibility. We are at 
a unique moment in the history of PZU. We are developing 
and strengthening a new, modern corporate culture that is 
open to dialogue and which is tracking the expectations of 
our stakeholders. The greater are our business ambitions, 
the more we need to pay attention to the management 
of corporate social responsibility, as well as transparent 
communication on objectives and performance. That is 
why reliable sustainability reporting is of great importance 
to us. We want to monitor these changes effectively and 
maximise our positive impact on the quality of social life 
as well as the condition of the economy, in which PZU is 
an important participant. In this way we will succeed in 
contributing to sustainable development and to the devel-
opment of strong social capital. 

Interview with Andrzej Klesyk,  
President of the Pzu Management 
Board (CEO)
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Today, some things  
are obvious to us.  
A few years ago  
we could only dream  
about them. 

With a capitalization amounting to 
42 billion PLN at the end of 2014 we 
were the second largest publically 
traded company in Poland. Strategy 
2.0 revolutionized the manner of our 
operations. We are expanding abroad 
and developing a new business area – 
medical services. Who are we today? 
What do we want to achieve? What will 
PZU be like in 2020?

In this chapter you will:
• learn many facts about PZU that you surely did 

not know;
• decipher our Strategy 2.0 and its continuation – 

Strategy 3.0;
• learn the principles that guide our everyday 

activity;
• meet our shareholders;
• learn about who works in our company and why 

students see us as a desirable employer.

OUR COMPANY
1

– the amount by which 
a shareholder, who had 
acquired PZU SA shares in 
May 2010 during the IPO 
offering, multiplied his or her 
savings by the end of 2014.

– the value of the PZU brand 
in the ranking of the “10 most 
valuable Polish brands”, drawn 
up in 2015 by the weekly 
“Wprost”. 

101,3%

2,8–4,4 mld PLN 

positions were  
in the PZU Group,  
of which 7960 in the PZU SA. 

16 100 

Presentation of the Strategy 3.0 by the PZU CEO Andrzej Klesyk
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ChAPTER 1 OUR COMPANY

1.1. WHO ARE WE?
We are the largest insurer in Poland – with a market share 
at a level of 31.5%*. We provide insurance services in par-
ticular auto, property, agricultural and tourist insurance as 
well as liability insurance. We exist to provide our customers 
with a sense of peace and security. Our insurance services 
are used by both the average Pole and by small and large 
companies. We also insure investments that are important 
for the Polish economy, for example in the energy sector 
and in rail transport.

PZU SA (we interchangeably use in report the names: 
Powszechny Zakład Ubezpieczeń, PZU, Company) stands at 
the head of the PZU Group, the insurance leader in Central 
and Eastern Europe that in Poland alone services 16 million 
Poles. The Group encompasses more than 30 companies, of 
which the largest are PZU SA, PZU Życie and TFI PZU.
* Data as of end of 2014.

The PZU GroUP in eUroPe

rATinG
Standard  
& Poor’s 

A

Data for 2014

The PZU GroUP in nUmberS

The largest customer service network:

PZU SA – financial data:

our 200-year history:

More information about financial data are available in financial report at our website www.pzu.pl

9 100 

8/10  

414 

3 000 200 2 

exclusive 
agents

2 637 
million PLN 
net profit 

8 262 
million PLN 
gross written 
premium 

– the percentage 
of firms in Poland 
that insure their 
employers with us

branches

multi-agencies

21,4% 
return on 
equity  
(roe)

electronic 
distribution 
channels 
(helpline, 
internet)

– amount of 
types of insur-
ance offered by 
the PZU SA

– this many 
policies we 
conclude in 
1 second

585,9% 
Solvency i – 
solvency ratio 
of the PZU SA

PZU SA Shareholder structure – 31.12.2015 

As of 2010 we are listed on the Warsaw Stock Exchange.

35,2%
State Treasury

59,8%
Other shareholders

5,0%
OFE Aviva

Net profit (m PLN) and ROE (%)

– the value of the biggest purchase in 
the history of PZU. in 2014 the company 
acquired 3 insurance businesses in baltics 
and in Poland (Link4).

360 mln euro 

Largest non-life insurance companies 
(share in gross written premium)

- is one of the best recognized 
brands in Poland. According 
to a survey conducted by 
GFK Polonia (an independent 
market research institute) 
in 2013, spontaneous brand 
awareness was 86%, while 
aided – 100%.

PZU brand 51 mln PLN
the amount we devoted in 
2014 for charitable purposes

16 mln  
– the amount of customers 
of the PZU Group in 
Poland, including 9 mln 
customers of PZU SA

8 
– each 8 seconds 
we resolve a claim

Source: KNF
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1.1.1. Management

mAnAGemenT boArd oF PZU SA (AS OF SEPTEMBER 1, 2015)

Andrzej Klesyk, 
President, PZU SA Chairman of the Board 

dariusz 
Krzewina,
PZU SA Management 
Board Member 

Responsible for group 
and health insurance, 
administration and the 
PZU Group Network. 

Przemysław  
Dąbrowski,
PZU SA Management 
Board Member

Responsible for finan-
cial matters.

Rafał 
Grodzicki,
PZU SA Management 
Board Member

Responsible for 
insurance operations, 
foreign operations (in-
ternational activity) as 
well as for the health 
business. 

Tomasz 
Tarkowski,
PZ SA Management 
Board Member 

Responsible for the 
area of claims han-
dling and benefits as 
well as for the Assis-
tance program. 

Witold 
Jaworski,
PZU SA Management 
Board Member

Responsible for the 
marketing.

The Company’s most important organ is the General 
Shareholders’ Meeting, which includes representatives 
of shareholders. The manner of operation of the General 
Shareholders’ Meeting is defined in the Code of Commercial 
Companies. This organ appoints the members of the Super-
visory Board, which exercises permanent supervision over 
the activities of the Company. Three committees operate 
under its framework: the audit, nomination and remuner-
ation and strategy committees. The Supervisory Board 
appoints the Management Board.

Supervisory Board (as of September 1, 2015):
• Zbigniew Ćwiąkalski – Chairman of the Supervisory Board
• Paweł Kaczmarek – Vice Chairman of the Supervisory Board
• dariusz Filar – Secretary of the Supervisory Board
• Zbigniew derdziuk – Member of the Supervisory Board
• dariusz Kacprzyk – Member of the Supervisory Board
• Jakub Karnowski – Member of the Supervisory Board
• Aleksandra magaczewska – Member of the Supervisory Board
• Alojzy nowak – Member of the Supervisory Board
• maciej Piotrowski – Member of the Supervisory Board

Detailed information on the composition of the PZU Management Board and the PZU Supervisory Board in 2013-2014 
and corporate governance are regularly presented in the annual reports available on the website (www.pzu.pl) in the 
Investor Relation section.

1.1.2. Selected Awards

ChAPTER 1 OUR COMPANY

• Award of the 25th anniversary of the Polish economy for the metamorphosis of a colossal state service provider – 
plebiscite by “Puls Biznesu”. 

• The campaign “Can you love? Say No to road maniacs” won the International Magellan Awards competition for 2014. 

• The campaign “Can you love? Say No to road maniacs” – Social Campaign of the Year 2014 

• Title of IT Leader in 2014. 

• Grand Prix in the Media Trends Innovation Award 2014 for the campaign “Firmly helpful PZU agents”. 

• Gold Effie in 2014 for “Seriously helpful PZU agents.” 

• First place in the ranking of European Trusted Brands 2014 – PZU the most trustworthy company operating on the Polish 
insurance market according to the readers of “Reader’s Digest”. 

• The main prize in the seventh edition of the “Leaders of Philanthropy” in the category of companies that have provided 
the most money to charity. 

• First place in the category “Investor Relations” and the second place in the ranking of the main poll ‘Listed Company of 
the Year’, organized by “Puls Biznesu”. 

• Title of Top Brand in 2013 the VII edition of the ranking of PRESS-SERVICE Media Monitoring and of the “Press” monthly 
publication that examined the image of companies in the media. 

• Award of the XXIV Economic Forum : PZU – Company of the Year in 2013. 

• Top Employers Certificate for 2014. 

•  HR Certificate for the Highest Quality for the years 2013 and 2014. 

• Employer of the Year – Top 5 for 2014. 

• The winner of the first edition of “Ethical company”, organized by “Puls Biznesu”. 

• “Financial institution friendly mediation” Distinction – for 2014. Awarded by the KNF [The Polish Financial Supervision 
Authority]. 

• Compliance Polish Association Award for 2014 – “The best compliance on the Polish financial market.”

• Silver KTR in 2014 for the housing campaign.
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1.2. HOW DO WE OPERATE?

1.2.1. Strategy 2.0

MISSION. Our purpose is to provide our customers with 
a sense of peace and security.

VISION. The PZU Group, thanks to its strong customer 
focus and high operational effectiveness will be the largest 
and most profitable insurance firm in Eastern and Central 
Europe.

Strategy 2.0 for 2012–2014 was a revolution in the philoso-
phy of the manner of conducting our business. It had four 
principles:
1. Business philosophy: actively managing customer relations;
2. Distribution and service: a multi-channel, integrated 

model of sales and service;
3. Operations: full automation, “paperless” philosophy;
4. Organization: a good functioning Group, organized ac-

cording to customer segments.

All of our organization and effort was directed towards our 
customers. The new logo reflects the deep changes that we 
have gone through internally and that encompass sever-
al hundred IT projects, changes of processes in terms of 
customer needs and the creation of standards, for example, 
in claims handling. 

WhAt WERE thE PiLLARS Of StRAtEgy 2.0 AND WhAt WAS NEcESSARy fOR itS imPLEmENtAtiON?

WhAt hAvE WE AchiEvED thANKS tO StRAtEgy 2.0?

WhAt ARE thE PiLLARS Of DEvELOPmENt  
Of StRAtEgy 3.0?

More information about PZU 2.0 Strategy results are available in annual report at our website www.pzu.pl

PROfitABiLity

Above average 
profitability of 27% 

(ROE).

The best insurance 
companies in the 
world reach the 
level of 10-15%

cOStS

The achievement 
of a very good 
cost efficiency

mArKeT ShAre

We have stemmed 
the decline in the 
share of the prop-

erty insurance 
market

eVereST

One of the most 
advanced IT 

policy systems in 
the world.

Increase of opera-
tional efficiency 

BRANchES

Convenient net-
work of revitalized 
of PZU branches 
without archi-

tectural barriers. 
High quality of 

customer service 

brAnd

A refreshed brand 
underlines our 
transformation 
to a company 
offering new 

products, using 
new technology

reGion

A strengthening 
of the position 

in the European 
market. Purchase 

of Link4

BUSINESS  
PILLARS

1. mass client:
• Profitably maintaining 
our position in non-life 
business
• Growing life business
• Building a position in 
investments

2. group client:
• Profitably sustaining our 
leadership position in life 
business
• Cultivating individual 
relations (Klub PZU Pomoc 
w Życiu [PZU Help in Life 
Club])
• Dynamic growth of health 
insurance

3. corporate client:
• Rebuilding 
our market 
position while preserving 
profitability

4. other operating 
Areas:
• Effective capital and 
investment policy
• New international 
expansion model 
PZU International
• Strategic marketing / 
Corporate Social Respon-
sibility

FACILITATORS 5. middle-office: modern and integrated customer service model
6. Back-office: effective operations and flexible IT
7. hr: business partner / engaged employees / performance-oriented culture
8. branding: PZU is a modern and genuinely customer-focused company

1.2.2.  Challenges in the Insurance 
Sector 

insurance
PZU SA, PZU Życie

investments
PZU Inwestycje

effective distribution and customer service

Socially responsible organization

Efficient claims handling, effective operations and flexible it

effective capital and investment policy and integrated risk management system

health
PZU Zdrowie

Sorting out the life 
insurance market 

with a single  
premium

Regulatory changes 
(Solvency II,  

Recommendation U) 

Expected  
increase in claims

Price war in motor 
insurance 

Moderate economic 
growth and low 

inflation

The increasing role 
of intermediaries

Low  
interest 

rates

An aging  
society

1.2.3.  Our Plans for the Future  
– Strategy 3.0

In January 2015, we adopted Strategy 3.0, which develops 
our activity thanks to the solid foundations created by Strat-
egy 2.0. It also constitutes an answer to the question of 
how to develop in light of the challenges that we face. The 
foundation of our activities, as with Strategy 2.0, will be the 
customer, his needs and expectations. 

VISION. We are transforming PZU from an insurer into 
a Group based on three strong pillars. By 2020 the PZU 
Group will reach the position of market leader in the areas 
of asset management and private health care.

Strategy 3.0 was based on three main values: we are inno-
vative, we are effective, and we are fair.

REtAiL cUStOmERS

cORPORAtE cUStOmERS

BANcASSURANcE AND StRAtEgy PARtNERShiPS

ChAPTER 1 OUR COMPANY
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WhAt WiLL OUR BUSiNESS LOOK LiKE? thE PREmiSES Of StRAtEgy 3.0

REALiZAtiON Of thE “cSR PLAN” ADOPtED iN 2013

1.2.4.  Strategy of Corporate  
Social Responsiblity  
(CSR)

Area indicators 2013 2020
main competitors /
market*

Size of the 
business

1.  PZU Group’s non-life insurance market 
share in Poland (%) 

31,8%** >35% Player no 2: 15,5% 

2.  PZU Group’s life insurance market share in 
Poland in regular premiums (%) 

43,3% >43% Player no 2: 9,9% 

3.  Share of PZU’s third party Customers assets 
in the TFI market’s assets (net of non-public 
assets) [%] 

3,6% >11,5% Player no 1: 14,2% 

4. PZU Health’s revenues (PLN million) 74,9 >650 Player no 1: ~740 

5.  Share of foreign business premium in PZU 
Group premium (%) 

2,8% >8,0% n/a

* Data regarding the main competitor in private healthcare for 2012. The other data are for 2013. 
** Exclusively PZU SA.

Pillar Area Strategic goals 2013–2014 realization

SO
C

IE
TY Financial 

awareness
Implementation of the LBG 
model and the evaluation 
of the effects of strategic 
programs, conducted in key 
areas of social engagement.

Partial We have audited the efficiency of investment in selected 
running projects in 2014 and we have measured the 
effectiveness and evaluated the social campaign “Can 
you love? Say No to road maniacs” (2014 edition). Due 
to the assessment of the costs to results relation we 
decided not to implement the LBG model and aimed to 
achieve our goals by the use of different methods.

The effective implementation 
of a program of financial 
education and safety for 
children and adolescents.

Achieved From 2012 onwards we were involved in the creation of 
standards of corporate foundations in Poland. The apogee 
of the project, run by the Polish Donors Forum, took place 
in 2013-2014. In 2015 the standards were published. We 
also care about the implementation of good practices, such 
as creating strategies, monitoring and reporting. 

Building and promoting 
standards of modern philan-
thropy.

Achieved From 2012 onwards we were involved in the creation of 
standards of corporate foundations in Poland. The apogee 
of the project, run by the Polish Donors Forum, took place 
in 2013-2014. In 2015 the standards were published. We 
also care about the implementation of good practices, such 
as creating strategies, monitoring and reporting. 

SO
C

IE
TY Safety Developing a strategic 

review of the social activities 
undertaken in the area of 
safety and the publication of 
a dedicated report.

Achieved Overview of social activities is included in the report 
prepared on the occasion of the 10th anniversary of the 
PZU Foundation.

W
O

R
K

PL
A

C
E employee en-

gagement and 
a result-orient-
ed culture 

Implementation of a strategy 
for building an organizational 
culture oriented towards 
both results and the custom-
er while at the same time 
engaging employees.

In progress 
– a new goal 
concerning 
employee en-
gagement. 

Strategy 2.0 has transformed our organization, focusing 
it on the customer. You can read more about strategy 
and employee satisfaction in Chapter 1. In the new 
Strategy 3.0 we set the goal of – to> 65% in the area 
of employee engagement.

Development of employee 
volunteering program.

Achieved We have built a strategy for employee volunteering. 
Our volunteers during 8,045 hours of work have helped 
nearly 21,500 people in need. We are proud of that. 
More about volunteering in Chapter 3.

M
A

R
K

ET high standards 
of customer 
service and 
ethics in action 

Implementation of a multi-
channel, integrated model of 
sales and customer service, 
based on developed stand-
ards.

Achieved We have built a completely new model of sales and cus-
tomer service in a short time. For more information, see 
Chapter 1, where we write about strategy and Chapter 2 
that concerns its implementation. We plan to strengthen 
this integrated model, because it is the basis of our new 
strategy, and we want to go completely to a digitalized 
customer service.

Ethical cooperation as the 
foundation of our relationship 
with our environment.

In progress In the report period, we undertook a lot of activities 
that build a culture of compliance in the PZU Group 
and act in accordance with ethical standards. You can 
read about what we have achieved in Chapter 1, in the 
section on ethical culture.

Finalization of work on the 
code of conduct for suppli-
ers and the development of 
a plan for its implementation.

Resignation After an internal discussion we finally decided not to 
continue work on the code. This is because of the 
emergence of PZU Best Practices, about which you can 
read in Chapter 1. An additional code turned out to be 
unnecessary. In Chapter II we describe our procurement 
practices.

N
AT

U
R

A
L  

EN
V

IR
O

N
M

EN
T Awareness of 

environmental 
impact and 
education of 
employees 

Identification of key areas of 
direct and indirect impact in 
environmental protection.

In progress We have identified areas of activity of the Company, 
which impact on the environment is the greatest. 
Activities undertaken in these areas are described in the 
section on environmental protection. 

Development of guidelines 
for an environmental issues 
management system in the 
company.

In progress We have defined the basic principles of the environmen-
tal policy of the PZU Group, designating directions of 
action in the area of environmental protection.

ChAPTER 1 OUR COMPANY
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1.2.5.  Responsible Business  
2015–2020

Strategy 3.0, adopted in 2015, stresses the role of corpo-
rate social responsibility (CSR). This is for us the foundation 
for the realization of our main business objectives.

The assumptions in our CSR activities for the years 2015-
2020 will focus on three areas: the workplace, entrepre-
neurship and innovation, and on social issues. All of these 
areas support our business and enhance our reputation.

employee engagement and 
a culture based on efficiency and 
innovation

innovation and entrepreneurship Social activity

We want to hire the best employees 
and create a professional, committed 
and effective team. As an employer, 
we will support the development of our 
employees both in the professional and 
private spheres, assisting them in the 
realization of their passions. The objec-
tive of Strategy 3.0 is a level of employ-
ee engagement of > 65%.>65%.Cel 
Strategii 3.0 to poziom zaangażowania 
pracowników na poziomie >65%.

We want to support the growth of 
Polish entrepreneurship and innovation 
through the support of Polish entrepre-
neurs and scientists, as well as seeking 
and supporting external initiatives that 
link with the activities carried out by 
the PZU Group. 
We also intend to provide financial 
support for the initiatives of entrepre-
neurs on a commercial basis, including 
through venture capital funds.

Our social activity is well established. 
We intend to continue to work in five 
areas important for us to support our 
business and build social capital:
1) safety in driving, rescue services; 
2) health; 
3) financial and insurance education; 
4) culture – sponsorship of our national 

heritage; 
5) local communities.

risk description

Insurance The risk of loss or of an adverse change in the value of insurance liabilities due to incorrect assumptions 
about pricing and the creation of reserves.

Market The risk of loss or of an adverse change in the financial situation resulting, directly or indirectly, from 
fluctuations in the level and volatility of market prices of assets, liabilities and financial instruments.

Credit and  
concentration

The risk of loss or of an adverse change in the financial situation resulting from fluctuations in the credibili-
ty and creditworthiness of issuers of securities, of counterparties and of any debtors that materialize in the 
form of a default of a counterparty or an increase in the credit spread. 
Risk resulting from a lack of diversification in the portfolio of assets or from large exposure to default risk 
by a single issuer of securities or a group of related issuers.

Operational The possibility of incurring a loss resulting from inadequate or failed internal processes, actions of peo-
ple, functioning of systems or from external events.

Lack of  
compliance

The risk of legal sanctions, financial losses or loss of reputation as a result of non-compliance of the 
PZU Group with legislation, internal regulations, or the standards of conduct adopted by the PZU Group, 
including ethical standards. These may be risks associated with non-compliance with social or environ-
mental standards.

Who coordinates cSR activity in PZU?
The whole of CSR activities is managed by the director of 
Social Engagement. Decisions concerning PZU’s involvement 
in initiatives in this area are taken by the Director of Cor-
porate Communications or the Committee for Sponsorship, 
Prevention and CSR the members of which are (as of Aug 
31, 2015):
• Managing Director for Corporate Affairs in the PZU Group; 
• Director of Corporate Communications; 
• Member of the Management Board of PZU SA supervising 

the Office of Corporate
• Communications; 
• Director of the Marketing Office; 
• Managing Director of Corporate Sales PZU SA; 
• Director of the Underwriting and Strategic Clients Office 

PZU SA; 
• Director of the Corporate Sales Office PZU Życie SA; 
• Director of the Sales Office PZU SA; 
• Director of the Claims and Benefits Office; 
• Chairman of the Board of the PZU Foundation; 

• Director of the Product Management Office PZU SA; 
• Director of the Health Products Office; 
• Director of Social Engagement in the Office of Social 

Corporate Communications. 

how do we communicate about  
our cSR activities?
Once every two years we publish a condensed report of 
corporate social responsibility according to the international 
standard of the Global Reporting Initiative. CSR issues are 
also addressed in annual reports. A lot of information can 
also be found on our website. In 2013 we started a blog “To 
Help Means One Can” (www.pomoctomoc.pzu.pl ) and the 
www.dajemyrade.pl page.

The main purpose of the blog is to show CSR issues in 
a modern way and to show projects carried out in this 
field by the PZU Group and the PZU Foundation. Since the 
inception of the blog in June 2015 it has been visited by 
nearly 130,000 unique users, and each of them has read at 

least two texts. An essential place of promoting the content 
published on the blog is the Facebook page “To Help Means 
One Can – the Social Responsibility of PZU”, in which we 
communicate with a more than 75-thousand strong commu-
nity. The PZU “To Help Means One Can” blog is the first 
such CSR blog among large companies in Poland.

Created in December 2013, the www.dajemyrade.pl portal 
is in turn a tool used to educate customers and to dissem-
inate knowledge about insurance. We were able to build 
a place with a large resource of diverse content, provided 
in a comprehensible and interesting way. In 2014 the portal 
was visited by 191,955 users with 299,243 page views.

What important initiatives, from the standpoint 
of corporate social responsibility, do we support? 
• the document “Best Practices of WSE Listed Companies”; 
• partnership with the Responsible Business Forum; 
• Partnership for Road Safety; 
• membership in the Coalition for Responsible Business; 

WhAt KEy RiSKS hAvE WE iDENtifiED?

• Diversity Charter; 
• partnership with the Association of Individual Investors – 

The program “10 out of 10”.

1.2.6. Risk Management

Risk management has two objectives: it allows us to 
consciously identify and resize adopted risk and prevent its 
acceptance at a level that threatens the financial stability 
of PZU.
The Office of Risk is responsible for coordinating the risk 

A detailed description of all risks can be found at  
http://raportroczny2013.pzu.pl/pl/zarzadzanie-ryzykiem/profil-ryzyka  

of sustainability reporting in PZU.  
Our first report we published for 2010.

5 years

ChAPTER 1 OUR COMPANY
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hOW DOES thE PROcESS Of RiSK mANAgEmENt LOOK LiKE With US?

WhAt vALUES DO WE fOLLOW?

Risk 
identification

Measurement  
and evaluation  
of risk

Management 
actions

Monitoring and 
controlling risk Reporting

The identification 
process begins with 
the appearance of 
an event affecting 
risk, for example, 
a proposal. Identifica-
tion is based on the 
identification of the 
sources of risk and 
the estimation of its 
impact.

Risks are analyz-
ed for significance 
and are subject to 
measurement. The 
overall assessment of 
the Company’s risk 
is reflected in what 
is known as the Risk 
Map. The evaluation 
of measurable risk 
is carried out by the 
entity for risk matters, 
while that of immeas-
urable risk is carried 
out the appropriate 
bodies on the basis 
of separate internal 
regulations.

Reporting allows 
communication of 
risk; supports risk 
management at 
various levels of the 
organization – from 
the Supervisory 
Board throughout the 
business organiza-
tion.

Monitoring involves 
the review of the risk 
of deviations from the 
implementation of 
the assumed refer-
ence points, e.g. from 
plans, from the value 
from the previous 
period, etc.

Management activ-
ities are specified 
in the risk manage-
ment policies. These 
actions may include, 
in particular: risk 
avoidance, risk trans-
fer, risk limitation, 
acceptance level of 
risk and tools to sup-
port these activities, 
i.e. limits, reinsur-
ance programs and 
underwriting policy 
reviews.

management in the areas of: market, credit, concentra-
tion, insurance and operations. The Office of Compliance is 
responsible for the coordination of compliance risk man-
agement. In the structure of the risk management system 
are also the Committee of Credit Risk and the Asset and 
Liability Management Committee. 

There is an integrated risk management system in opera-
tion at PZU, which consists of four thresholds:
1) the Supervisory Board – oversees risk management and 

assesses the adequacy and effectiveness of the process; 
2) the Management Board – organizes and ensures op-

eration of the risk management system, including by 
adopting strategies, policies and determination of risk 
appetite; 

3) committees – make decisions on reducing the level of indi-
vidual risks to the framework set by the appetite for risk; 

4) the three types of organizational units:

• organizational units and cells that manage risk on an 
ongoing basis, 

• specialized cells involved in the identification, moni-
toring and reporting on risks (Risk unit, Planning and 
Controlling unit, Actuarial unit, Reinsurance unit, Le-
gal, Security unit, Compliance unit, Human Resources 
unit and technology unit), 

• internal audit, which undertakes an independent 
assessment of the risk management processes.

1.2.7. Ethical Culture

marcin Góral 
– Director of the Office of compliance

PZU is not just a company that you can rely on. It is 
also a credible and reliable enterprise, guided by ethical 
values, which are upheld by an effective compliance sys-
tem. This constitutes a very clear signal to our investors, 
shareholders, customers and business partners. The sys-
temic risk management of compliance means less waste, 
less cost, and hence – stable and secure profit.

Our Mission “We are here to provide our customers with 
peace of mind and a sense of security” is supported by 
three values that guide us every day. 

What are “PZU good Practices?”
The document “PZU Good Practices” is the PZU Group code 
of ethics. It includes standards of conduct, including ethical 
principles applicable to all employees. The code of ethics of 
the PZU Group serves to shape the organizational culture and 
attitudes of employees, disseminates and promotes a culture 
of compliance with applicable laws and makes decisions 
based on ethical criteria.

The rules of procedure recorded in “PZU Best Practices” 
concern: 
• customer relationship; 
• handling sensitive / confidential information; 
• work environment and human rights; 
• fair competition; 
• communication with the market and contact with the 

media; 
• compliance with the law; 
• conflict of interest; 
• acceptance of gifts; 
• reporting ethical problems.

In large organizations, such as PZU, particular attention is 
paid to the issue of conflict of interest, the rules for accepting 
gifts and other benefits, as well as the possibility of reporting 
irregularities, known as whistleblowing. The above-men-
tioned questions are governed by three separate documents 
– “Principles of managing conflicts of interest”, “Rules of 
accepting gifts or benefits” and “Whistleblowing procedure”. 
We do not accept gifts or favors from clients, customers or 
collaborators that could create an informal commitment, con-
flict of interest or otherwise adversely affect the work done 
by us. In addition, in PZU the solutions (the above mentioned 
whistleblowing) described below are in use. 

how we manage the questions of ethics and 
compliance with regulations?
The Office of Compliance is responsible for the monitoring of 
whether PZU actions are in compliance with the regulations 
of the law and accepted standards of conduct, as well as for 
the management issues of ethics. It takes action to not only 
promote ethical behavior in the organization, but also its 
support in the process of compliance risk management.
The office, ensuring a consistent application of the com-
pliance function in the PZU Group, performs analyses of 
internal regulations, processes and systems relating to 

We are fair

• Our offer is transparent and meets the real needs of 
customers. 

• We apply clear rules. 

We are innovative

• We continuously adapt to the changing needs of our 
customers. 

• We constantly are seeking improvements.

We are effective

• We provide customers with efficient and friendly ser-
vice and competitive prices. 

• We control costs and take care of efficient processes.

ChAPTER 1 OUR COMPANY
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compliance risk. It also coordinates cooperation with the 
authorities of public administration and is responsible for 
the proper implementation of the reporting obligations of 
a listed company. The office collaborates with other units in 
PZU and with the Management Board.
Each PZU employee creates the culture of compliance. From 
his or her actions it depends on how friendly and inspiring 
becomes the internal environment and how it will be seen 

WhAt ActiONS WE tAKE tO imPLEmENt “PZU BESt PRActicES” AND OthER RULES Of cONDUct? 

outside of PZU. PZU’s image and strong brand are based 
not only on a professional range of products, but first and 
foremost on people who co-create it. For this reason, we 
realize a lot of communication activities to promote a cul-
ture of compliance in the PZU Group and the principles and 
values referred to in “PZU Best Practices”. Communications 
of the Office of Compliance is a signed with the mark of the 
‘Compliance Owl’.

Book edition of “Dobrych Praktyk 
PZU” [PZU – Best Practice]

At the time of adoption of PZU – 
Best Practices employees received 
the book edition.

the compliance Bulletin  
and information campaigns

In the reporting period, the Office 
of Compliance issued a series of 
publications within the framework 
of the Bulletin and the magazine 
“World of PZU”. The Office also 
conducted three campaigns for PZU 
Head Office staff. They received ma-
terials concerning the reporting of 
gifts and conflicts of interest.

compulsory training in the field 
of ethics compliance for new 
employees 

In 2014 we started a new series of 
training sessions. They were attend-
ed by 525 employees.

E-learning course in the field of 
PZU – best Practice

We trained 11,750 employees of 
PZU SA and PZU Życie in 2012-2014, 
including 1,389 employees in 2013-
2014. Office of compliance  

internal training

In 2014 the Office of Compliance 
conducted training in the compliance 
of a publically traded company (86 
participants), control of the antitrust 
authorities (250 participants) and 
compliance with competition law 
(100 participants).

Newsletter “Z pierwszej ręki” [At 
first hand] the magazine “Świat 
PZU” [the World of PZU] 

We used the newsletter to inform 
employees about PZU – Best Practices. 
The magazine also addresses ethics.

how can one report a violation to us? 
An important solution in our company is the ability for em-
ployees to report irregularities, which is known as whistle-
blowing. Each application is dealt with while maintaining 
a guarantee of confidentiality pertaining to both the applicant 
and the information provided by him or her. Any ethical con-
cerns and violations of laws and internal regulations can be 
submitted by employees: 
• by phone or fax – to the dedicated contact number for 

this purpose; 
• post – to the postal address of PZU SA / PZU Życie SA – 

Office of Compliance; 
• e-mail – to the dedicated e-mail address for this purpose: 

compliance@pzu.pl; 

• personally – during a conversation with an employee of 
the Office of Compliance.

The presented registered or anonymous submission shall be 
examined by a designated team of people in the Office of 
Compliance.

In the years 2013-2014, there were no incidents of corrup-
tion in PZU SA. 

In the reporting period, there were noted cases of 
non-compliance in the provision of products and services. 
Proceedings are underway.

Amount of fine decision PZU response

1 643 557,80 PLN Decision of the President of the OCCP RWR 41/2009 of 
Dec. 30, 2009 alleged: 1) the violation of the collective 
interests of consumers by entering into the general con-
ditions of insurance contractual agreements listed in the 
register of abusive clauses involving the possibility of pay-
ment of compensation in net worth – excluding VAT and 
refusing to pay compensation – in the case of the illegal 
import of the vehicle in the customs territory of the EU; 2) 
violation of the collective interests of consumers through 
the use of contractual provisions in breach of art. 813 § 
1 of the Civil Code. For the use of the above practices 
a total monetary fine was imposed of 14,792,020.40 PLN 
(4,930 673.40 PLN with regard to accusations described in 
point 1 above and 9,861,347,00 PLN with regard to claims 
described in the point 2 above). The decision, according 
to PZU SA, is incorrect and was fully contested in 2010. 
As regards the allegations described in point 1 above, the 
decision was finally and definitively set aside by judgment 
of the Court of Appeal in Warsaw of June 11, 2013. In 
regard to claims described in point 2 above, the decision 
came into force on Nov. 06, 2013, but the Court of Appeal 
reduced the amount of the fine imposed on PZU SA to 
a sum of 1,643,557.80 PLN, which was paid in 2013.

A cassation appeal by PZU SA (in the 
extent to which the above mentioned 
decision has not been repealed) was ac-
cepted for deliberation on Jan. 28, 2015. 
We are waiting for a hearing date.

150 000 PLN Decision of the KNF (Polish Financial Supervision Au-
thority) of March 9, 2013 to impose on PZU SA a penalty 
amounting to 150,000 PLN for non-payment of compensa-
tion on time.

On Sept.19, 2013 we filed a request for 
a retrial; we are waiting for this motion 
to be considered.

150 000 PLN Decision of KNF of Nov. 4, 2014 to impose a fine in the 
amount of 150,000 PLN for non-payment of compensation 
on time.

On Nov. 21, 2014 we filed a request for 
a retrial; we are waiting for consideration 
of the above motion.
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1.3. WHO OWNS Pzu?
The shareholders are our owners. From the moment 
of PZU’s IPO it shares profits with its shareholders and 
makes sure they receive the best quality information at 
the right time.

RESULtS Of PZU, Wig20 AND RESPEct iNDEX iN 2012-2014

PZU SA debuted on the Warsaw Stock Exchange on May 12, 
2010. And since then it has been included in the WIG20 in-
dex. With a capitalization of nearly 42 billion PLN at the end 
of 2014, PZU was the second largest listed company in Po-
land, and its share of the WIG20 index amounted to 14.4%. 
PZU is also included in the following indices of the Warsaw 
Stock Exchange WIG, WIG30, WIG-Poland and WIGdiv.

Piotr Wiśniewski 
– manager of the investor relations Team

Investors appreciate socially responsible companies. ESG 
criteria complement traditional analysis, based on the 
risk / earnings relation when selecting companies for the 
investment portfolio. The investment in companies with 
a high level of sustainable development in the long term 
may bring a better return than a broad market index. 

1.3.1. Responsible Indices

From February 1, 2012 PZU is included in the first in Central 
and Eastern Europe RESPECT Index, listed on the Warsaw 

Stock Exchange. The presence in this index reflects not 
only the good financial situation of the company and the 
quality of its corporate governance, but also communicates 
to investors of the presence of high-quality practices in the 
workplace, the environment and in social activities. It also 
means lower non-financial risks and access to a range of 
non-financial information for investors. 

Since 2012, PZU’s shares are also included in the CEERIUS 
(CEE Responsible Investment Universe) index of sustainable 
development listed on the Vienna stock exchange. Compa-
nies that belong to the index fulfill social and environmental 
criteria.

Investors have increasingly focused analysis on issues 
related to sustainable development and corporate social 
responsibility. There are specialized funds, for which ESG 
(environmental, social and governance) criteria are the ba-
sis of the investment process. Companies that are managed 
in a sustainable way, conducting correct social dialogue and 
investor relations are evaluated higher. Caring for the high 
criteria related to the presence in these indexes is part of 
building our shareholder value.

increase / decrease 2013–2014

10,45% 
PZU

6,88% 
WiG

1,13% 
RESPEct

-11,81% 
WiG20
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35,2%
State Treasury

59,8%
Other  
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5,0%
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72%
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1.3.2. Dividends

– the amount by which a shareholder, who 
had acquired PZU SA shares in may 2010 
during the iPo offering, multiplied his or 
her savings by the end of 2014.

101,3% 

BOOK vALUE PER ShARE AND gROSS AccUmULAt-
ED DiviDEND PER ShARE (PLN) 

In May of 2014 the “Capital and Dividend Policy of the PZU 
Group for 2013-2015” was updated. Its aim is to reduce the 
cost of capital and increase returns for shareholders. The 
main policy objectives are:
• payment of a dividend of 50 to 100% from the consoli-

dated annual profits of the PZU Group; 
• maintaining the solvency margin on a level of not less 

than 250%; 
• maintaining assets to cover the reserves of each company 

in the PZU Group i.e., PZU SA and PZU Życie at not less 
than 110%; 

• optimizing the financing structure through the conversion 
of capital surplus to subordinated debt. 

2010 2011 2012 2013* 2014

148,23

Cumulative gross dividend per share

Book value per share

The closing price from the last session (market value)

*  Dividend payment from surplus capital in the amount of PLN 20.00 per share  
in 2013 year.

355,5
309,0

437,0 449,0
486,0

149,03 165,24 152,03 152,49

143,04
109,0459,34

36,9110,91

1.3.3.  Communication  
with our Investors

The Management Board of PZU is taking steps to increase 
the transparency of the Company and reliable communica-
tion with the investor. For the execution of specific tasks the 
Investor Relations Team is directly responsible.

We care about the use of “Principles of conducting PZU’s 
information policy in terms of capital market participants”, 
with which you can become acquainted on our website 
www.pzu.pl.

Communication with the market participants means also 
a reliable and transparent implementation of the obligation 
of listed company. Since 2010 PZU SA through the Office 
of Compliance implements properly the disclosure require-
ments of the listed company, consequently minimizing the 
risk of non-compliance in this area.

We are implementing “Best Practices of WSE Listed Com-
panies”. We also participate in the program of the Associa-
tion of Individual Investors: “10 out of 10 – communicate 
effectively,” which goal is to create high standards in terms 
of the communication of listed companies with individual 
investors.

Our efforts have been recognized with numerous awards 
and distinctions. For instance, in 2014, we won first place 
in the category “Investor Relations” and second place in the 
ranking of the main plebiscite “Listed Company of the Year” 
carried out by “Puls Biznesu.” 

1.4.  WHAT KIND  
OF EMPLOYER ARE WE?

We are a big employer. At the end of 2014, we employed 
9,900 people, which represents 7,960 fulltime jobs. In PZU 
SA and PZU Życie we employed a total of 11,400 employees. 
We are also very dynamically changing company. We are 

Anna Jastrzębska 
– director, employee development management

A very strong point of PZU as an employer is its invest-
ment in employee development. The priority in this area 
has become the development of leadership – especially 
engaged leadership that supports employee innovation. 
We identify employees with the greatest potential and 
include them in what is known as the PZU Talent network. 
This year we launched two programs for them: TalentUp 
and SmartUp. 

DiStiNctiONS:

Top Employers Poland

Employers Accreditation 
ACCA Poland

HR Highest Quality

High Quality Traineeships

WhAt DOES OUR ORgANiZAtiONAL StRUctURE LOOK LiKE?

headquater

• Management Board of PZU

• Centrum of planning and 
management

Specialized units:

• They perform tasks on behalf of 
the companies of the PZU Group 
or in a given geographical territory 

• Contact Center, insurance 
operations, claims handling, 
accounting operations, personnel 
and payroll operations, debt 
collection, administrative support

regional branches  
+ branch network:

• Direct and full service operations 
for customers 

transforming ourselves from an insurance group into a group 
with three pillars of business, including investment and 
health. We are expanding into the countries of Central and 
Eastern Europe. Our expanded organizational structure 
means that we are looking for the best and at the same time 
we provide interesting opportunities for career development. 

We also work with a number of people on the basis of civil 
contracts. They are not included in the records of employ-
ment. In 2013, 3,440 persons were working with us on such 
a basis and in 2014 – 4,970. This applies mainly to agency 
agreements (agents in workplaces and schools).

More information is available  
on dedicated website  
www.pzu.pl/relacje-inwestorskie

Stable results of PZU
Despite the unfavorable economic and regulatory 
conditions PZU Group’s financial result for 2014 years 
amounted to nearly 3 bln PLN. Gross written premiums 
grew by 2.5% compared to 2013 and closed a total of 
16.9 billion PLN.
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hOW mANy PEOPLE DO WE EmPLOy?

Scale of employment in PZU SA and PZU Życie in the years 2013–2014

by gender:

by employment contract:

by position:

by region:

Fulltime – of which  
women:

– of which  
women:

Part time

by full or part time:

2013 
7 211

in PZU SA*
6 068

2014
7 196

in PZU SA*
6 063

2013 
11 120
in PZU SA*
5 245

2014
11 171
in PZU SA*
5 218

2013 
7 121

in PZU SA*
2 980

2014
7 090

in PZU SA*
2 941

2013 
90

in PZU SA*
3 088

2014
106

in PZU SA*
3 122

– of which  
women:

2013 
92

in PZU SA*
73

2014
77

in PZU SA*
64

– of which  
women:

2013 
410

in PZU SA*
345

2014
452

in PZU SA*
375

– of which  
women:

2013 
7 211

in PZU SA*
6 068

2014
7 196

in PZU SA*
6 063

2013 
4 102

in PZU SA*
3 701

2014
4 204

in PZU SA*
3 839

2013 
193

in PZU SA*
4 524

2014
229

in PZU SA*
4 684

Trial period

2013 
147

in PZU SA*
123

2014
136

in PZU SA*
119

Substitution

2013 
543

in PZU SA*
457

2014
605

in PZU SA*
517

employment 
contract

2013 
11 313
in PZU SA*
9 769

2014
11 400
in PZU SA*
9 902

indefinite time 
period 

– of which  
women:

2013 
9 733

in PZU SA*
8 357

2014
9 676

in PZU SA*
8 367

2013 
6 179

in PZU SA*
5 160

2014
6 107

in PZU SA*
5 121

– of which  
women:

Specified  
period of time

2013 
530

in PZU SA*
490

2014
560

in PZU SA*
503

2013
890

in PZU SA*
832

2014
983

in PZU SA*
899

– of which  
women:

higher  
management

2013 
99

in PZU SA*
76

2014
100

in PZU SA*
77

2013 
326

in PZU SA*
232

2014
341

in PZU SA*
249

employees – of which  
women:

2013 
10 987
in PZU SA*
9 537

2014
11 059
in PZU SA*
9 653

gdańsk

450
in PZU SA*

391

453
in PZU SA*

392

Poznań

1 388
in PZU SA*
1 219

1 379
in PZU SA*
1 218

Łódź

1 018
in PZU SA*

977

1 004
in PZU SA*

962

Katowice

1 654
in PZU SA*
1 303

1 621
in PZU SA*
1 284

Szczecin

687
in PZU SA*

584

672
in PZU SA*

569

cracow

662
in PZU SA*

574

653
in PZU SA*

569

Warsaw

4 368
in PZU SA*
3 801

4 545
in PZU SA*
4 001

Lublin

525
in PZU SA*

441

523
in PZU SA*

437

Wrocław

561
in PZU SA*

479

550
in PZU SA*

470

2013 
7 112

in PZU SA*
5 992

2014
7 096

in PZU SA*
5 986

* We provide aggregate data for PZU SA and PZU Życie, because most of the jobs of our employees are split between these two companies. For the purposes of 
this report we have separated the number of people whose job concerns PZU SA, including EU staff. 

20
13

20
14

20
13

20
14
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1.4.1. Restructurization

We are changing, and this requires personnel changes. On 
February 28, 2013, we entered into an agreement with the 
trade unions on the restructuring of employment. In 2013, 
this restructuring encompassed 2,200 people in PZU SA 
and PZU Życie, including staff reductions amounting to 538 
employees. The following year, restructuring was continued 
and encompassed 642 people, including staff reductions of 
170 employees. People made redundant and those, which 
did not accept proposed changes in their conditions of 
employment, were presented more favorable conditions of 
departure than those mandated by law. There is not a Col-
lective Labor Agreement (ZUZP in Polish) in the company. 

1.4.2. Conditions of Employment

Human Resources deal with employment and remuneration 
policy in the PZU Group. 

In 2014, we completed the process of evaluation of work 
positions in PZU. We also introduced the WOW (result – rat-
ing – values) grading system, which consists of an annual 
employee assessment and an annual development plan.

1.4.3. Employee Satisfaction

Every eighteen months we conduct a survey among em-
ployees with the assistance of the outside company AoN 
Hewitt. Since 2011, the amount of fully engaged employees 
has increased by 9 percentage points and now stands at 
49%. The study analyzed more than 19 aspects affecting 
such engagement, for example, processes, resources, 
adequacy of work and career development. The most 
recent survey was conducted in 2014. We noted then a few 
percent change. Workers changed their opinion on the 
benefits provided to employees (an increase of 15 percent-
age points). The second largest increase concerned the 
aspect of the “employee development” (up by 7 percentage 
points). In the new Strategy 3.0 we put emphasis on an 
increase in employee engagement. At the same time the 
percentage of employees satisfied or rather satisfied with 
their work is 89%. 

We monitor all employee comments and grievances. In the 
years 2013-2014 employee complaints or grievances did not 
concern significant violations and irregularities in working 
conditions or other employer related areas. In 2013 one 
complaint was made to the Antimobbing Commission. The 
allegation of mobbing was not, however, confirmed.

WhAt ARE thE mAiN EmPLOymENt AND REmUNERAtiON POLicy OBJEctivES iN thE PZU gROUP?

WhAt DEvELOPmENt OPPORtUNitiES DO OUR 
EmPLOyEES hAvE?

WhAt ARE thE mOSt imPORtANt DEvELOPmENt PROgRAmS?

rewarding  
and retaining  
the best employees 

through 
a market competitive 
remuneration policy 
and through training 
and professional 
development.

Lider 2.0 – leadership 
development program 
dedicated to higher 
management team

Programs focused on 
talent in the context of the 
PZU talent network –“Talent”

the DNA competence development program of our 
organization – PLUS (Professionalism-People-Skills-training) 
prepared for all employees of PZU in the form of a selection of trainings

“conscious of one’s self” – a development 
program for women within the framework of 
the Women’s Association of PZU

TalentUP – development 
program for specialists with 
management potential 

SmartUP – development program for managers 
in the form of General MBA studies combined with 
the introduction of innovative solutions in PZU

menedżer 2.0 – 
management development 
program dedicated to  
mid-level management 

inspiratorium menedżer [manager’s inspirational 
guide] 2.0 – playable platform on-line supporting the 
development of managers in the program Manager 2.0 
and also motivation for self-development 

Planning for 
successors for 
positions  

in the PZU Group 
through career paths 
and development 
programs for 
employees and 
managers.

Supporting  
the non-professional 
activity 

of employees of the 
PZU Group, including by 
engaging them in CSR 
activities, e.g. corporate 
volunteering. 

Attracting  
top talent,

including young talent 
by building up the 
image of the employer 
of choice and the use 
of effective recruitment 
and selection.

What are the main elements of the annual 
evaluation system? 
• “We reward performance” – a new system of manag-

ing work performance is a quarterly assessment of the 
achieved objectives (matched to the level of management 
and the specifics of the business) – and their rating im-
pacts the amount of bonus. 

• “Evaluation of the DNA of PZU” – a model to assess the 
competence of employees and leaders. 

• “Annual assessment of the employee” – an employee 
development plan based on the analysis of the objectives 
and assessment of competence.

On what benefits can persons in our employ 
rely? 
• Employee Retirement Plan; 
• free medical care; 
• drug insurance, life insurance, discounts on PZU Group 

products; 
• sports cards; 
• investment and renovation loans and grants; 
• vacation subsidies; 
• the Benefit Deals program (allows one to make purchases 

at attractive, discounted prices, purchasing cards, special 
offers – e.g. the Macro card); 

• Training (PLUS, MBA) and the partial financing of studies; 
• PZU Sports Team (the possibility of practicing sport in 

specialized sections).

Language training

Consultancy  
in the area  
of training  

and development

Funding  
postgraduate courses  
or certified courses

Company-wide 
training  

programs

Coaching

E-learning

Specialty 
training

Closed group 
training

Development 
programs 
for talented 
employees 

1.4.4. Employee Development

We provide employees the space to develop competence. 
We are changing intensively and the raising of skills related 
to strategic objectives is important for us. 
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health and Safety (oSh) Team
The terms of use of the development opportunities desig-
nate three main procedures:
1) “Procedure for the training and development of employees”; 
2) “Procedure for postgraduate and specialized forms of 

professional development”; 
3) “Procedure to improve foreign language skills by employees.”

All employees are subject to an annual evaluation process as 
a result of which the given employee’s supervisor prepares an 
“Annual Development Plan”. Under such the plan, we rec-
ommend the application of the principle of 70-20-10, which 
assumes that 70% of competence development occurs as 
a result of experience gained in the workplace, 20% in the 
exchange of knowledge, and 10% through formal training.

AVerAGe hoUrS oF TrAininG** NUmBER Of AcciDENtS, 
LOSt DAyS At WORK, 
BODiLy iNJURiES, 
iLLNESSES AND ABSENtEE 
rATe AT PZU SA

* We do not carry a record of hours of training broken down by gender. 
The number of hours has been calculated on the basis of the HRM training 
management system. It was assumed that participation in training is equal 
for both sexes.

** Training indicators only apply to training to improve the skills of employees 
closely connected with the performance of duties. They do not include man-
datory training and promoting compliance with occupational health and safety 
rules, the managing of everyday risks independent of position and compa-
ny-wide preliminary training. 

* the data was calculated in accordance with the GRI G4 Guidelines

1.4.5. Employee Safety

The Safety and Health (BHP) Team is responsible for sup-
porting the employer in implementing provisions in the area 
of occupational safety and health. Measures influencing job 
safety are based on open and clear communication with 
employees. A safe and friendly place to work is our top pri-
ority, which we provide to our employees, contractors and 
other persons providing work in the PZU Group.

In the report period we have implemented the AED pro-
ject in major locations, the main goal of which is, among 
others, the creation of a rapid response team in case of 
the necessity for first aid. AED Rescuers undergo regular 
training in first aid, enhanced by further subjects and cases. 
We equipped the largest PZU locations in Poland with AED 
defibrillators. For our efforts we received in 2014 a letter 
of recognition from the Ministry of Labor and Social Policy, 
who is organizing the National Contest for the Improvement 
of Working Conditions.

What health and safety rules are in force with us?
Health and safety rules are designated by law and our inter-
nal regulations. The most important of these include:
• Resolution No. UZ/78/2014 of the Management Board of 

PZU SA on Guidelines for the management of personal pro-
tective equipment, work clothing and footwear in PZU SA; 

• Ordinance No. Z/31/2011 of the President of the Manage-
ment Board of PZU SA on the duration and frequency of 
periodic training in the fields of safety and health at work; 

• Resolution No. UZ/131/2010 of the Management Board of 
PZU SA from March 19, 2010 on rules for refunding em-
ployees of PZU SA the cost of corrective vision devices; 

• Circular No. 0/81/2011 on corrective vision devices in PZU SA; 
• Safety Instructions of the PZU Group (PZU SA / PZU Życie SA); 
• document “Risk assessment in the PZU Group” (PZU SA / 

PZU Życie SA).

In 2014, there was an increase of indicators in relation to 
2013. This is a result of accidents occurring during trips 
by the staff of individual offices (e.g. team building, office 
councils), including the inadequate securing of games 
meant to integrate employees by the external company 
organizing the games. Another reason for the growth rates 
in 2014 was the increase in the number of traffic accidents, 
including one incident classified as severe. We conduct 
a register of accidents at work in headquarters and in each 
of the regional offices. 

2013 
30,3
2014
28

2013 
30,3
2014
28

Women Men

2013 
67,3
2014
25,5

2013 
37,3
2014
9,9

2013 
27,9
2014
30,3

Wyższa kadra Menedżerowie Pracownicy

conducts periodic 
reviews of facilities 
where our employees 
work, in order to 
check that the working 
conditions meet 
requirements and 
ensure that work can be 
carried out safely.

advise on the changes 
in the arrangement of 
work premises so that 
employees could work 
comfortably and safely.

conducts training in 
the area of OSH and 
first-aid so that workers 
know more and to feel 
safer

 supports employees 
in obtaining refunds 
for the purchase of 
glasses and in obtaining 
benefits resulting form 
accidents.

Number of total accidents 51 61

– including fatal accidents 0 0
– including severe accidents 0 1

– including collective accidents 0 0
number of working days lost 1 433 2 137

Indicator of working days lost LDR * 0,71 1,07

Number of bodily injuries 39 63

Injury rate (IR)* 0,02 0,03

Number of occupational diseases 0 0

Absentee rate * 5,71 8,5

The number of accidents amongst subcontractors in total,  
including severe, fatal and collective accidents 

0 0

2013 2014
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1.4.6. Traineeships and Internships

In 2014, we offered over 80 trainee-
ships and internships in various 
Polish cities, including the practical 

trainings that were funded as part of competitions such as 
“Win an Internship”, “Careersfere” or “Career Program”, 
as well as in the framework of the Capital Market Leaders’ 
Academy. The program satisfies the assumptions of Polish 
Quality Standards for Internships and Practical Training of 
the Polish Human Resources Management Association.

In 2013 we launched a centralized program of internships 
for students and graduates – we organized 3-month 
internships and 6-month practical work internships for 
talented individuals, known as High Potentials. 

Training and 
workshops conducted 
by employees of PZU 
for students 

The biggest 
career corporate 
profile on 
Facebook 

cooperation 
with student 
organizations 

PZU 
Ambassador 
Program 

contest “Written 
by knowledge” 

title “Employer 
branding in PZU”

Contest 
“Student 
project of the 
year” 

Job fairs Contest 
“Investing in 
the future” 
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Anna Lewandowska
KONSERWATOR 

„Tak, zdarza mi się mówić do obrazów. Staram się z nimi nawiązać nić porozumienia i przyjaźni. Z „Pomarańczarką” 
spędziłam tyle czasu, że nie sposób było do niej nic nie powiedzieć. To był najtrudniejszy obraz do renowacji, z jakim 
miałam do czynienia. Po raz pierwszy zobaczyłam go w Niemczech, kiedy pojechałam na ekspertyzę, aby stwierdzić,  
że to jest ten, który został skradziony podczas wojny z Muzeum Narodowego w Warszawie. Płótno było w opłakanym stanie.  
Pracę nad „Pomarańczarką” zaczęłam 17 lipca zeszłego roku, powinnam ją skończyć do końca października. ” 

The increase in the number 
of customers is due to the 
fact that more and more 
often they look at the quality 
of customer service and 
services offered, and not just 
the price of insurance.

Our business is very different than 
it was a few years ago. We changed 
the logo, we are changing outlets, we 
are strengthening cooperation with 
agents, we initiated a revolution in 
OC, and we are the leader in direct 
claims settlement. We listen to our 
customers. Our work is organized 
around customer segments. For 
the best service we are successfully 
computerizing PZU. It sounds like 
climbing Mount Everest? That 
happens to be what our new IT system 
is called.

In this chapter:
• You will learn what services we offer;
• You will be surprised at our actions concerning 

quality of service;
• You will understand that PZU is not only its 

branches but a broader network of business 
partners – at Your service;

• We will show you how changes are evaluated 
by those on whose opinion we depend – our 
customers.

OUR BUSINESS
2

branches

multi-agencies

exclusive agents

is net profit of PZU SA

414

3000

9100

2 637 mln PLN

the amount of customers of the 
PZU Group in Poland, including 
9 mln customers of PZU SA

16 mln 

Photography from the exhibition “People of the PZU” presenting social engagement of PZU, 2012
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2.1.  WHAT PRODuCTS  
DO WE OFFER?

Sylwia Szymula 
–  Director – Bureau of customer Relations  

management

Putting the customer at the center of all business activities 
of PZU is a conscious and thought-out strategy. We con-
stantly monitor the changing expectations of customers  
and tailor our products and services to provide customers 
with the maximum fulfillment of their needs. We are com-
mitted to building a business on a solid foundation  
- on good, solid understanding and on partnerships with  
our customers. We believe that this approach will translate 
into not only the long-term success of PZU, but will also  
determine the standard in this field for the insurance  
market in Poland. 

We offer a wide range of property and personal insurance 
for individual customers, small and medium-sized business-
es and group and corporate clients. 

Motor insurancee

The most important product in this group is mandatory 
liability insurance of vehicle owners and also comprehensive 
auto insurance. They constitute the most important group of 
products, both in terms of the number of contracts and the 
share of gross premiums in the total gross written premium.

Property insurance

protects the property of people insured in the event of its 
destruction as a result of fire and other calamities.

Personal insurance

provides protection in the case of an accident (or other 
events expressly covered in the contract protection), which 
will result in bodily injury, health disorder or death. Protec-
tion is expressed through a guaranteed payment of accident 
benefits as specified in the contract.

Travel insurance

guarantee the protection of the insured while traveling 
through the reimbursement of costs of medical treatment 
(or sudden illness), and the organization of assistance ser-
vices (including medical transportation).

Agricultural insurance

plays an important role, both economic and social. This 
insurance is used to restore productivity for farms that 
suffered losses as a result of natural disasters.

Liability insurance

protects the assets of the insured person from threatened 
burdens resulting from the need to repair damage caused 
by the insured. Protects the victim against possible insol-
vency of the person causing the damage.

Legal protection insurance

One of the building blocks of the legal awareness of Poles: 
provides protection against the risk of litigation and incur-
ring legal costs associated with them. Ensures adequate 
protection of the legal interests of customers of insurers. 
They contribute to the elimination of barriers constituted by 
legal costs.

Financial insurance

constitutes an important element of risk management. 
Major product lines include: insurance guarantees, banking 
portfolio insurance and monetary receivables insurance.

2.1.1. Special Products

What are affinity products?
We work with banks, telecommunications operators, utility 
companies. We provide them with insurance products 
designed especially for the customers of our partners (“We 
custom tailor insurance”). These products are adopted by 
the Management Board of PZU. In total, we offer more 
than 100 exclusive and unique programs dedicated to the 
customers of our partners. The Bancassurance Office and 
the Strategic Partnership Programs are responsible for the 
creation of these products.

What links companies, our insurance policies 
and environmental challenges?
Environmental challenges place new demands on business-
es. The law requires companies to secure the claims arising 
from the negative effects that may arise in the environment. 
To solve the problem of our clients, we offer an insurance 
guarantee covering the fulfillment of the obligations arising 
from the removal and elimination of negative effects on the 
environment and environmental damage. This is called an 
environmental guarantee. The beneficiary of the guarantee 
is the environmental protection authority that issues a per-
mit for use of natural resources, for example the voivodship 
(provincial) marshal.

how do we insure contracts for Poland?
Along with Bank Gospodarstwa Krajowego and PKO BP we 
gave our guarantee for the construction of a power unit 
of 910 MW in the Jaworzno III Power Plant – Power Plant 
II. Other important investments that were secured by our 
guarantees, include the construction and modernization of in-
dividual sections of the railway line section Warsaw-Gdańsk, 
the construction of the National Forum of Music in Wrocław 
and the significant for the Polish Armed Forces contract for 
the purchase of equipment for Leopard tanks.

What is the mBA offer about?
The “Top MBA Loan” is a product that we prepared together 
with Alior Bank for students of the Master of Business Admin-
istration (MBA) degree. This is the first offer on the market 
that allows Polish student funding for education in the MBA 
program. The Bank finances the maintenance and training 
at the most prestigious universities in the world, while we 

provide risk insurance repayment of loans granted under the 
offer for MBA students. This product is distinguished by the 
fact that the standard security required from the client by 
the bank has been replaced by insurance of the risk of loan 
repayment concluded between Alior Bank and us. The Bank 
does not charge extra fees for this and offers favorable inter-
est rates, lower than in foreign banks that finance studies of 
this type.

2.1.2. Laboratorium of Inovation

What is the Laboratorium of innovation?
The task of the laboratory is to monitor trends and create 
innovative solutions focused on the needs of customers 
and on results that generate business. The Laboratory was 
established by a resolution of the Board of PZU SA in 2013. 
In the next year its team was already conducting activities 
on innovative solutions.

What are examples of Laboratorium initiatives 
received a positive recommendation to conduct 
a pilot program?
• E-signature 

It enables the signing of a policy by using a dedicated device 
that captures a biometric signature profile. This ensures the 
highest level of transaction security. E-signature also means 
a quick access to the policy after the transaction from the 
level of our IT platform – Everest. We have reviewed the 
usefulness of this solution in the processes of sales, as well 
as in customer service processes. We are currently planning 
to implement it in selected PZU branches.

• Aztec codes 
Improved the process of concluding motor insurance con-
tracts. Thanks to the ability to read Aztec 2D barcodes from 
registration documents it is possible automatically supple-
ment a large amount of vehicle data in the Everest system. 
By automating the process of concluding the insurance the 
agent has less work and the customer more quickly obtains 
an insurance quote and receives his/her policy. The pilot was 
launched on a group of selected agents. We have reviewed 
the usefulness of the process from the point of view of the 
agents and the customers. In mid-July 2015 we undertook 
the full implementation of this solution in PZU.

ChAPTER 2 OUR BUSINESS
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2.2.  WHAT KIND OF COMMuNI-
CATION AND MARKETING 
PRACTICES DO WE HAVE?

2.2.1. Communication With Customers

in what ways do we communicate with our 
customers?
We have built a model that allows the customer to easily con-
tact us and take care of his affairs. In contact with the custom-
er we follow “PZU Best Practices”, as described in Chapter 1. 

PZU network  
of branches (places  
of physical contact) 

Telephone 
numbers in 
service  
10 390 000

Traditional  
post

Received by 
Central office
2 462 000

Sent to clients 
(massprinting) 
19 890 000

E-mails
Received 
kontakt@pzu.pl
2 655 000

Mass e-mailing  
to the clients
470 000

Social media
1 655 matters

Video chat
4 923

Chat
14 626

Text 
message
21 000

PZU branches

Agent  
stations

Telephone

 e-mail

Traditional  
post

Website/forms

Video  
chat 

chat Social  
media

SmS

Servicing of 
website forms
392 000

Integrated contact 
channels (places  
of remote servicing)

PZU Customer Center 
(centralized implementation 
of the received dispositions)

hiGheST 
QUALity Of 
SERvicE

cOmmUNicAtiON chANNELS

cONtAct cENtER chANNELS iN 2014 * 

In addition to traditional customer contact channels with 
PZU, such as direct contacts with agents and employees of 
PZU branches, there are also many other forms that operate 
that allow remote contact. Today, without leaving home PZU 
customers can:
• call for help;
• make a claim and track the progress of its handling;
• buy insurance;
• make many changes on his/her policy;
• declare the purchase or sale of a car;
• pay premiums.

The number of contacts via these channels is very high and 
will continue to grow.

* The Contact Center supports both PZU SA and PZU Życie customers, which is why the data presented includes both companies.

Participation in Helpline:
31%  helpline concerning  

PZU SA and  
PZU Życie SA products

25%  claims handling and 
benefits

19%  help desks for agents 
and employees

12% assistance
11% medical care
2% other

how did we develop remote communication 
channels?In 2013 we decided to build an alternative to 
telephone communication channels for customers. See the 
solutions that we have implemented in 2013-2014: 

1 Chat on  
the website  
www.pzu.pl

• By means of this chat service employees of the Contact Center provide information on 
insurance products that help the Customer navigate through the www.pzu.pl website and 
suggest how to complete the forms online. 

• The next step in the development of this channel will be a dynamic chat, which will respond 
to customer behavior on the website – e.g. in the situation of his/her lack of action.

2 Video chat • The Video chat enables a Customer to have meeting with a representative of PZU without 
leaving home. 

• During such a call the Customer may make a claim, obtain information about the status of 
the liquidation of damage and buy insurance. 

• This Video Chat will bring us in the next period an opportunity to start servicing the deaf 
and hearing impaired.

3 Video tips • Video tips come in many forms, for example: comments from specialists, infographics, manuals. 
• We want, thanks to this, to advise Customers that find themselves in various situations or 

to provide instruction regarding the proper completion of the most widely used web forms. 
• We use this not only on the pzu.pl site, but also in e-mail communications.

4 Callback form • With it the customer can, during a conversation on the helpline, choose a topic of 
conversation, leave a phone number and select a time limit within which he or she wishes 
to be contacted. 

5 Social Media 
Command 
Center

• We created the Team to Service and Monitor Social Media, which is responsible for the 
company’s image in the network and thus also for enhancing its image. 

• The team conducts daily monitoring of the internet and of social media, engages in 
discussion forums, respond to customers’ posts on Wykop.pl, Twitter and Facebook, replies 
to private questions of Customers through a dedicated application Help Center. 

• It deals with, among others, topics related to the sale of insurance, claims handling service, 
the Assistance product, and also with communication, advertising or CSR activities. 

6 Transpromo 
letters

• This is correspondence by letter, which combine substantive elements (e.g. relating to 
a transaction) with elements of promotion, offering customers a measurable benefit. 

• The whole concept is based on the philosophy of using simple language and its leitmotif is 
to build positive relationships through contact with customers. Thus, our lists are of more 
personal in nature, and the client finds in them important information shown with the help 
of infographics or preventive elements related to safety. 

7 Central address 
for paper and 
electronic cor-
respondence

• The centralization of these functions enables the implementation of uniform service 
standards and tools for the control of the process to answer Customers. 

• As a result, Customers are assured that their cases get to where they will be serviced. 



PZU SA RePoRt on CoRPoRAte SoCiAl ReSPonSibility 2013–2014 3938

Why are we simplifying the manner of commu-
nication?
We are experts in insurance and it is our job to introduce the 
customer to our specialized world. Therefore, our language 
of communication must be accessible and understandable. 
Forms must be tailored to the needs and capabilities of 
customers, otherwise – as authors – we are responsible for 
communication misunderstandings.

For this reason, since 2013, we are implementing the prin-
ciples of plain language. Their goal is to adapt messages to 
customers and to eliminate factors that hinder communica-
tion (e.g. vagueness of a text). We have created principles 
of correspondence, consistent with the principles of plain 
language that simplify communication and make it more 
accessible. We created our standards together with our 
customers.

In 2014, in collaboration with the Laboratory of Plain Polish 
from the University of Wroclaw we conducted an audit of 
the written and spoken language, which we use in commu-
nicating with customers. The conclusions of the audit were 
the basis for the implementation of a number of initiatives to 
improve our language of communication. 

What initiatives have we introduced in order to 
better communicate with our customers?
Four initiatives that deserve special attention are the result 
of the audit conducted earlier. Namely:
1) the establishment and implementation of “Standards of 

correspondence with the client”; 
2) creating and sharing materials about the principles of 

plain Polish, for example “Simple language in PZU” or the 
“Guide to Proper Polish”; 

3) e-learning training with the rules of writing in plain lan-
guage that more than 7,500 persons have completed;

4) classroom training for employees of various offices, both 
at headquarters and in regional offices.

What is the role of the council of PZU customers
No one can tell us about their expectations as well as the 
customers themselves. Therefore, in October 2012 we estab-
lished the Council of PZU Customers. It consists of customers 
who want to support the PZU in building services of the 
highest quality – people who use these services every day.

Council members advise us on: selected initiatives under-
taken by PZU, means of communication with the customer, 
customer service processes, marketing materials and social 
activities. 

In the years 2013-2014 eight workshops with customers 
were held, during which we collectively discussed 26 differ-
ent initiatives and business solutions. Many proposals made 
by the Council were introduced and millions of customers 
use them. The Council of PZU Customers is a very effective 
way of consultation with customers.

how do we care for the highest standards of 
external communication?
In caring for the highest standards of external communica-
tion we formulate our messages, based on:
• “Principles of Good Insurance Practices”; 
• “Code of Ethics in Advertising”.

Thanks to a conscientious respecting of the established 
principles in the reported period we did not note any sub-
mission regarding non-compliance in the area of marketing 
communications, including advertising, promotion and spon-
sorship.

2.3. WHAT ARE WE DOING, 
TO ENSuRE A HIGHER 
STANDARD OF CuSTOMER 
SERVICE THAN OTHER 
INSuRANCE FIRMS?

All of our strategy and organizational changes are focused 
on our customers. That is why ensuring a high standard of 
service is our priority. 

Paweł menkiewicz 
– Director of the Network management Office 

 “The branch is PZU in miniature” – that is how the 
complexity of the operation of each branch of PZU can be 
summarized. Sales plans, operational efficiency, but above 
all, the quality of customer service is a priority in our daily 
work in the branches. We believe that high standards in 
customer relations are the key to success. Professional, 
knowledgeable, skilled – such are the employees of the 
branches of PZU. We are constantly raising the bar in 
terms of quality of customer service, that is why we are 
expanding product and process training specifically for 
branch employees. Long-term “investment” also means 
systematic modernization of the branches of PZU. The 
most visible change is a standardized appearance the 
branches, both inside and outside – as an expression of 
respect for the customers visiting us.

2.3.1. Service in Branches

Why are we changing the PZU branches? 
With customer service at the highest level, every detail 
matters. Therefore, our actions begin by creating a good 
first impression at the moment in which the customer is 
looking for our branch and eventually crosses its threshold. 
For several years we have been renovating and changing 
our branches, and if we deem it necessary, changing their 
locations to those more accessible and recognizable by 
customers. Changes in the branches are based on four 
assumptions: 
1) functionality;
2)  easy access;
3) modernity;
4) comfort.

We try to take care of every detail. This applies for example 
to the special labeling of the branch, the construction of 
ramps for people with disabilities or changes in the opening 
hours of branches that are adapted to the expectations of 
the residents of a given community. Neither do we forget 
about our youngest customers – in several branches we 
have created special play areas for children, who can play 
with teddy bears or color, while their parents have a meet-
ing with a customer advisor.

of our customers were satisfied with 
the service and work with us (general 
customer satisfaction survey carried out  
by an external company);

76%  

ChAPTER 2 OUR BUSINESS
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Let’s not forget about the standards of service 
amongst our exclusive agents. What is meant 
by the program Agent 2.0?
Our customers have at their disposition not only our branch-
es. They are supported by nearly 5,500 exclusive agents of 
PZU SA. We want our customers to see the establishments 
belonging to us and to our exclusive agents as consistent. 
Therefore, at the beginning of 2014, we launched the pro-
gram Agent 2.0, which has three objectives: 

BRANchES iN NUmBERS

Photography of PZU branch in Wroclaw after renovation

in the peak months, on average in 

a customer enters a PZU branch.

There are branches,  
where there are more than

on average, more than

customers daily!

are directly

every minute  

2 000  

50 persons  

objective 1: We achieve it through the development of 
standards of interior equipment for the offices of exclusive 
agents. Such a standard includes items as furniture, internal 
visualization materials (graphics, logos, posters) and the 
labeling or marking of the facility. 

objective 2: We have completed it by implementing 
standards of customer service in exclusive agencies, which 
are consistent with those prevailing in our offices. The main 
assumptions of the introduced standards are:

 involved in the opening of  
a new PZU branch.

• effectiveness – we give the customer exactly what he expects;
• attention – we create an atmosphere of trust and we focus 

on the customer; 
• professionalism – we care about our appearance, knowl-

edge and our common workplace; 
• empathy – we show the customer care and understanding; 
• response – we help the customer in every situation.
The proper approach during service, according to the 
SUPER principles, ensures the building of long-lasting and 
positive relationships with customers.

objective 3: It results from the implementation of the two 
previous tasks. With the introduction of high visual stand-
ards of our facilities and the improvement of the quality 
of customer service we want to develop uniform rules on 
exclusive cooperation with agents.

how do we ensure competent service in our 
establishments?
Po przekroczeniu progu naszej placówki o zadowoleniu  
After crossing the threshold of our facility the satisfaction 
of our customers is decided above all by the attitude and 
competence of our employees and agents. That’s why we 
put a lot of work into the preparation and implementation 
of training programs to upgrade the skills and the level of 
professionalism in customer service. 

We organize training, especially that relating to our product 
offering, using modern teaching methods. We create materials 
that not only make the training more attractive, but above all 
to enable the rapid transfer of knowledge. An important addi-
tion to any training are tests of knowledge and awareness on 
the basis of which the person conducting the training can veri-
fy the level of assimilation of knowledge by the participants. 

In 2014:
• trainees have passed almost 5,000 knowledge tests;
• employees and agents spent nearly 10,000 days on 

Everest training, while maintaining fully operational 
branches; 

• 2,300 exclusive agents completed the e-learning course 
on customer service standards, and nearly 1,900 agents 
participated in stationary training. As a result, we ensure 
our customers with high quality service regardless of 
the sales channel. 

Cel 1: Ujednolicenie 
wyglądu i podniesienie 
standardu biur 
agentów wyłącznych.

Cel 2: Podniesienie 
jakości obsługi poprzez 
wprowadzenie standardów 
jakości obsługi klienta.

Cel 3: Wypracowanie 
zasad współpracy 
biura z agentami 
wyłącznymi.

The second form of knowledge transfer consists of e-learn-
ing, to which employees and agents have access via a train-
ing platform. This allows them to consolidate and deepen 
the knowledge acquired during classroom training. 

Special training projects for employees of PZU, which raise 
the standards of customer service, are:
• ULTIMA 1.0 – training for directors of branches on which 

we discuss, among others things, the approach to sales 
conversations and the provision of feedback; 

• STARTER – deployment training at the beginning of coop-
eration; we teach not only the principles of conversation 
with the customer and the principles of our insurance 
products, but also the handling of our new Everest sys-
tem; 

• ADO or Academy of Branch Directors – increased the 
awareness of the concept of internal control and its im-
pact on everyday processes among managers; 

• Everest – training devoted to our new information system 
that supports our employees and agents in their daily 
work.

how will computerization provide us with one 
of the best standards of service?
In 2013, we radically changed the quality of work by 
implementing a new IT system. The Everest platform has 
replaced 14 legacy systems so far, and we want it to replace 
21 more in 2016. It is one of the most modern insurance 
systems in Europe. It allows one to quickly respond to 
customer needs and market trends. On November 18, 
2013, in Lublin, we issued our first policy in this system. By 
November 2014, thanks to this system, we sold 1.2 million 
policies. Every day we are issuing 12,000 policies. As many 
as 80% of our intermediaries has been introduced to and 
have implemented this system (as of November 2014). 
Technology has a huge impact on customer communication, 
speed and efficiency of service. IT solutions will provide us 
with a competitive advantage in customer service.

how do we care about the relationship with the 
client after he leaves the branch?
We make sure to keep in touch with the customer also 
after the use by him or her of our services. This is the 
purpose of the service model, which consists of different 
service campaigns. They consist in regular contact with 

ChAPTER 2 OUR BUSINESS
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customers who have purchased our key products at the 
time of various events on their policies. Sometimes just 
a reminder about a premium, or we talk about the results 
of the customer’s investment, and sometimes – on the 
anniversary of the policy – we present our other solutions 
or suggest broadening the scope of the present insurance. 
Thanks to these regular contacts within a campaign we 
want to build and strengthen relationships with customers. 
The customer feels then that he/she is handled profession-
ally and knows that we care about him.

2.3.2.  Customer Service  
in the Contact Center

how we changed our approach to telephone 
conversations with the customer?
In the last two years we have introduced not only new 
channels of communication with customers, we have also 
created a Laboratory for Innovative Customer Service, 
through which we change the way we talk with our cus-
tomer on the phone and handle his matters. Here is a list of 
initiatives that changed our Contact Center and enabled us 
to build closer relationships with our customers:

•  the “turning on inspirations and Relationships” 
(Wir) group within the Assistance Team:
– we rejected scripted calls in order to create space for 

openness and listening carefully to the person on the 
other side of the handset, 

– consultants began to pay attention not only to con-
sciously expressed needs of the customer, but also, as 
far as possible, to surprise him, by providing a WOW 
effect in what might be a difficult situation for him. 
This is most illustrated by the example of delivering to 
the customer, in addition to roadside assistance and 
a replacement vehicle, also coffee, about which he 
mentioned during his conversation with the consultant.

• customer assistant:
– a pilot project, during which we resigned from IVR, 
– we focused on reducing the number of transfers and 

on the closing of cases during the first call. The cus-
tomer was greeted with a short message and immedi-
ately connected with his assistant, or consultant of our 
team, 

– in case of questions beyond the scope of knowledge of 
the assistant we transferred the customers to the reg-
ular helpline, providing the end consultant a summary 
of the case, 

– after starting the Customer Assistant pilot project it 
turns out that we are able to handle almost 70% of 
customers during the first contact. 

• “Another point of hearing”:
– a customer audit carried out by persons with physical 

disabilities or who are blind in cooperation with the 
Efektum company, 

– our auditors do not receive any hints of substance; 
their job is to listen to conversations and the evalua-
tion of these conversations from the customer point 
of view – or rather from the customer’s “point of 
listening” – as regards mutual understanding, the tone 
of the conversation, our attitude on the matter and 
establishing relationships. 

This innovative way of customer service met with great 
interest. We are constantly seeing much higher custom-
er satisfaction scores in the WIR group compared to the 
already high performance in the assistance department. 
Thanks to the laboratory we do not look at the customer 
only through the prism of knowingly designated needs, 
but stand a step higher to meet additional needs (security, 
affiliation or recognition).

DO YOU KNOW THAT…?
Our new approach, of which we are proud, we submit-
ted to the “Golden Handset 2015” contest. We took first 
place. The jury members congratulated us on our cour-
age and confidence in our own consultants and in giving 
him or her greater responsibility than before. 

how do we control the quality of service in the 
contact center?
Every day in the Contact Center the quality of service is 
supervised by specialist staff from the Quality Control Team. 
Their tasks include:
• listening to conversations and reading chats and e-mails; 
• performing Mystery Call types of tests; 
• conducting testing of quality; 
• checking the organization of work and the atmosphere in 

which individual teams are working.

The results of the testing of quality and the research of the 
work atmosphere and organization are reported each month 
to top management and to individual managers and team 
leaders. Each tested contact with a customer is included in 
the report received by the team leaders. As a result, every-
one is informed about current training needs and areas on 
which individual teams should work.

The quality of customer contact is also watched over by:
• leaders working in individual teams (conduct indi-

vidual coaching and also do so with consultants, and also 
organize workshops, which work on current problems); 

• Training team (focuses on such aspects of communica-
tion with the customer as relationship building, matching 
solutions to customer needs and simple language, and 
prepares candidates preparing to work as consultants).

2.3.3. Customer Satisfaction

how do we verify customer satisfaction with 
the service?
There is no better way to verify the satisfaction of our cus-
tomers than to ask them about this directly. That is why we 
conduct regular satisfaction surveys that focus on obtaining 
information on customer satisfaction with services or our 
offer. The results are as follows:
•  76% of our customers were satisfied with the service 

and their cooperation with us (general customer satisfac-
tion survey carried out by an external company); 

•  95% is the level of satisfaction of customers visiting our 
branches (average across the PZU branch network);

•  97% is the average level of service quality assessment 
in the study “mystery shopper”. It involves auditing the 
department by a person playing the role of an individual 
customer. In the reporting period, we can boast of imple-
mentation of 32 waves of research; 

•  93% is the indicator of satisfaction surveys of our 
Contact Center. In the years 2013-2014 we conducted 
quarterly surveys on a sample of 3,000 customers. It in-
cluded an assessment of the waiting time for connection 
to a consultant, the degree of consultant courtesy during 
the call, the degree of understanding and also of the 
completeness of the information provided.

2.3.4.  Consideration of Complaints 
and Grievances

What we are guided by when we consider com-
plaints and grievances of our customers?

In every business, it happens that a service or product does 
not fully meet the expectations of the customer and there 
is a complaint. The role of responsible business is to design 
and carry out the entire process in order to quickly and re-
liably clarify the matter. At PZU we attach great importance 
to the fact that our actions are carried out at the highest 
level and as soon as possible, that decisions are made ob-
jectively and that explanations are presented to customers 
in a straightforward and clear manner. 

Formally, the process of handling complaints is also regulat-
ed by external regulations (e.g. by KNF [the Polish Financial 
Supervision Authority] and EIOPA) and by internal regula-
tions, controlling its form, in matters such as: 
• issues of the definition of a grievance / complaint; 
• rules on the provision of information to the customer on 

how to lodge a complaint; 
• time limits within which one must answer the complaint; 
• the scope of information that should contain answers to 

the customer.

– was the total share of complaints in the 
number of claims and benefits.

– was the average time taken to consider 
complaints and grievances*.

1,67%  

21,1 days  

* Due to the consideration of other variables in calculating indicators in the 
years 2013-2014, we decided not to present data broken down into two peri-
ods. We report the value of indicators at the end of 2014. 
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As part of our approach, we make the best efforts to meet 
the requirements imposed upon us. It is equally important 
for us to learn from complaints and improve our products 
and processes. Thanks to the tools supporting the process 
of dealing with complaints we have full knowledge about 
which areas of the company are the most “complaint prone” 
and in which we most often recognize customer complaints. 
This knowledge indicates to us continued paths of develop-
ment and helps to eliminate sources of customer dissatis-
faction.

In 2014 we undertook a number of different initiatives 
that have helped us streamline the process and affect the 
growth of customer satisfaction. We’ve simplified, among 
others, communication with the customer, implementing the 
principles of plain language. 

how do we inform our customers about the 
possibility of making a complaint or presenting 
a grievance?
Information on the rules for the receipt and handling of 
complaints are included on the PZU website (www.pzu.pl/
obsluga-i-pomoc/obsluga-klienta2/zmiany-w-umowie/rekla-
macje) and inform the customer about:
• possible forms of filing the complaint; 
• data to be included in the text of the declaration; 
• general assumptions about the process later service  

– e.g. information about the date of consideration  
(within 30 days).

2.3.5. Data Security

how do we protect our customers’ data in 
PZU SA?
Nowadays, information security largely determines the 
quality of services provided. If we want to strengthen 
our position as market leader, we must see to it that data 
security is top notch. Thanks to actions undertaken in 
the reported period we did not note cases of complaints 
regarding breaches of customer privacy and losses, leakage 
or data theft.

Policies regulating the matter of data protection:
• “Information Security Policy of PZU SA”; 
• “Detailed rules for the security of information protect-

ed by PZU SA”; 
• “Instructions for PZU SA systems management”.

They allow us to:
• adequately protect data flow; 
• ensure that the system properly processes informa-

tion; 
• limits the possibility of unauthorized access to data; 
• checks whether the data security policy is working 

properly.

2.4.  WHAT DOES OuR PROCESS 
OF HANDLING CLAIMS LOOK 
LIKE??

how do we understand responsibility in the 
approach to claims handling? 
The moment of reporting and claims handling is very impor-
tant for our customers. We are aware of this. Applying for 
compensation after damage is a difficult moment. Our cli-
ents depend on the rapid finalization of the case, good com-
munication with the insurer and a limitation of paperwork. 
In our opinion, the actions of a responsible insurer should 
go beyond consideration of these expectations and the 
efficient organization of the liquidation process. Many needs 
cannot be satisfied only by the payment of the amount due. 
We would therefore like to assist injured parties in finding 
their way in a new and often harsh reality. 

Radosław Bedyński  
– Director – Office of claims and Benefits

 The elimination of damage or the provision of a benefit is 
a “moment of truth” – that gives the customer an answer 
to the question of whether the purchased insurance 
product meets his expectations. PZU’s strategic goal is 
to have the best claims settlement on the Polish market. 
That is why we are investing in development, why we are 
systematically implementing new, innovative solutions 
for settling claims, which are designed to achieve these 
objectives. These include direct claims handling, our own 
fleet of replacement vehicles or guarantee of quality of 
vehicle repair that PZU, as the insurer in Poland, intro-
duced into the market.

90% of customers were satisfied with  
the claims handling process.

90%  

What have we done to streamline the 
claims handling process?
1) We introduced as the first in the market the Direct 

Claims Handling service.
2) We offer our customers short claims handling time.
3) We introduced the function of PZU Guardian.
4) We created an online platform PZU Pomoc (Assistance).
5) We provide our customers with a fleet of our own 

replacement vehicles.
6) We introduced a quality certificate in the PZU Pomoc 

(Assistance) Repair Network facilities.

What is a direct handling of claims?
The idea of direct claims settlement (BLS) is very simple: 
the client having civil liability motor insurance, being injured 
by a perpetrator, who has civil liability insurance from 
another insurance company may declare and eliminate the 
damage via PZU, and not, as before, with the insurer of the 
perpetrator of the damage. 

We were the first to introduce BLS into the Polish insurance 
market in April 2014 and in this way we initiated a revolu-
tion in civil liability motor insurance.*

In April of 2015, the Polish Insurance Association developed 
an industry agreement concerning BLS. Eight insurers (in-
cluding us) joined this agreement, representing over 60% 
of the civil liability motor insurance market, measured by 
premiums being collected. In thinking about our customers, 
we decided to both proceed with the market agreement 
as well as maintain our own BLS solutions for customers 
affected by those insured in establishments, which have not 
joined the BLS agreement. 

* At the time we called our innovative solution direct liquidation (LB). The BLS 
name was introduced in April 2015 together with a branch agreement. For the 
record, we use consistently the most current name – namely BLS.
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FIRST YEAR OF THE DIRECT CLAIMS  
HANDLING SERVICE:
• 38 000 – the number of people who trusted the 

brand and long history of our company by reporting 
claims in PZU even when the perpetrator was insured 
in a different company.

• 87% – the percentage of customers declaring that they 
are satisfied with the Direct Claims Handling service**. 

Victims appreciate the speed of service and compensa-
tion, as well as additional services associated with the 
guarantee of quality repair, the organization of replace-
ment vehicle rentals, towing, parking, as well as the 
offer to enable the sale of the wreck of a vehicle after 
the occurrence of a total loss.

** Data for the period July–December 2014. 

What criteria must be met to join BLS?*
• The damage takes place on Polish territory. 
•  As a result of events damage has occurred resulting from 

damage to a vehicle or property located in the vehicle. 
• No more than two vehicles participated in the event. 
•  There was a collision of motor vehicles or a collision of 

a motor vehicle with the victim’s motor vehicle. 
 •  The victim has a statement indicating the perpetrator or 

the police have been informed about the incident. 
•  Notification of the damage was made to the victim’s 

Insurance Company (TUP) or transferred to the TUP by 
Insurance Company of the offender (TUS) at the request 
of the victim. 

•  The victim’s claim is covered by the perpetuator’s civil 
liability motor insurance, which is valid on the day of the 
incident and was concluded in another insurance company 
operating in Poland. 

•  A civil liability motor insurance contract was concluded 
with PZU SA by the victim. The agreement remained valid 
on the date the notified event.

•  The damage has not been reported in another insurance 
company.

* The criteria were changed on April 1, 2015. In the report we provide the 
most the most current content (as of Aug. 31, 2015).

WhAt ARE thE BENEfitS Of DiREct cLAimS hANDLiNg?

hOW cAN A PZU gUARDiAN hELP?

hOW DOES thE PLAtfORm ONLiNE hELP WORK AND hOW cAN WE, thANKS tO it, hELP cUStOmERS?

Benefits from Direct Claims Handling service for our customers: Benefits from Direct Claims Handling service for PZU:

• lack of contact with an unknown insurer;
• short time from application to payment;
• higher quality of service;
• number of additional services related to the guarantee 

of quality repair, replacement vehicle rental organization, 
towing, parking, as well as the offer to allow the sale of  
a vehicle wreck after the occurrence of a total loss;

• increase customer satisfaction; 
• convince customers about the validity of the payment of 

a higher amount for the service of good quality; 
• overcome the price war between competitors in the insur-

ance market.

What is a fast track claims handling?
In addition to standard claims handling processes we have 
introduced fast track claims handling, which up to simplify 
the formalities for our customers. Fast track is very conven-
ient for customers whose losses:
• are minor; 
• do not require inspection, medical research and collection 

of documentation.

For this type of damage we foresee the obtaining of re-
quired customer data in a telephone interview, during which 
we estimate the amount of damages. This path therefore 
represents the unquestionable advantage of a period of time 
to claim liquidation shortened to a minimum and the relief 
of the customer from having to provide documentation. We 
note a continuous increase in customer interest in this form 
of liquidation in all areas of liquidated damages.

Who are the PZU guardians?
To help accident victims, we have set up a team to aid 
victims of accidents caused by PZU SA civil liability motor in-
surance policyholders – what are known as PZU Guardians. 
It is composed of experienced specialists with practical and 
theoretical knowledge in the field of civil law and insurance. 
They work throughout the country in order to easily make 
personal contact with victims and help them return to func-
tioning after a fateful event. They meet with victims in their 
homes and during the conversation determine the scope of 
support.

ON THE SITE WWW.OPIEKUN.PZU.PL  
ONE CAN OBTAIN THE FOLLOWING INFORMATION:
• the extent and manner of help provided by PZU 

Guardians; 
• important information needed in the process of the 

handling of a claim; 
• professional advice, interviews and articles by experts 

from the area of rehabilitation, social and profession-
al activation and psychology;

• profiles of Guardians and their areas of activity. 

Profiles of Guardians and their areas of activity

Client problem

Sale of damaged 
cars and other 
items after the 
occurrence of 
damage.

Objective  
of the platform:

Help clients with 
the remains of the 
damage.

Platform

Sale of vehicle or 
other items via 
online auction.

The participants 
of the auction 
are only 
reliable players 
cooperating on 
the permanent 
contract with the 
administrator of 
the platform.

The bid submitted by interested 
party is a guarantee of 
purchase vehicle at a specified 
price without having to take 
follow-up sales and without any 
additional costs due towing, 
parking, etc.

Diagnosing the needs of the injured party.

Organization of treatment, medical  
and social rehabilitation, professional  
and psychological support.

Reliable information for the victim about  
his/her rights and support in preparing the 
documentation.

Providing information on the support  
from state institutions as well as foundations  
and associations acting on behalf  
of accident victims.

* Since the beginning of the service (2011), we offered help in the utilization of more than 291,000 vehicles and nearly 54,000 items of property.
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how we help the victims and our business part-
ners in the organization of replacement vehicle 
rentals?
In 2014 we, as the first insurer on the Polish market, cre-
ated the largest private fleet of replacement vehicles. We 
provided 300 hybrid Toyota Auris vehicles to our business 
partners, which victims could rent as replacement vehicles. 
Thanks to this:
• we created Poland’s first fleet of hybrid replacement vehi-

cles;
• we provided victims with comfortable and ecological vehi-

cles signed with the logo of PZU; 
• we offered the highest standard at a reasonable market 

price, not higher than 100 PLN net per day of rental (for 
a Class C vehicle); 

• we enabled for the cashless organization of this service.

In addition, in the framework of comprehensive service 
from December 2014 we proactively suggest to each victim 
that during the reporting of the damage from a civil liability 
motor insurance policy he or she can arrange the rental of 
a replacement vehicle. For years we have been developing 
cooperation with a network of rental vehicle companies 
across the country.

how do we help victims in the repair of their 
cars?
For many years we have been developing cooperation with 
auto repair shops in the area of vehicle accident repair. We 
created in the process the PZU Help Repair Network. It is 
made up of a group of workshops providing assistance to 
customers who have suffered damage to their vehicles. We 
are obliged to pay for compensation for that on the basis 
of the customer’s insurance policy. Help is based on the 
support of the customer from the beginning of the event so 
he will not have to wonder what, where and in what order 
he should report and what kind of documents he should 
provide. The purpose of cooperation with the PZU Help 
Repair Network is to ensure the customer has the highest 
standards of customer service and repair services. 

In 2014 we introduced a new solution. To each customer 
who will order a repair in ‘our’ institutions, we will issue 
a certificate of Quality that guarantees that the repair is 
based on the highest standards of quality.

cERtificAtE Of QUALity

The neTWorK oF oUr bUSineSS PArTnerS:

It gives the opportunity to submit any claims resulting from 
improperly performed service to PZU Pomoc (Assistance) – 
thus the client does not need to get involved in the whole 
complaint process in the repair facility.

This confirms that this 
repair is to the highest 
standards of quality.

Valid for two years from 
the time of the repair.

Are our customers satisfied with the claims 
process?
To evaluate our actions, we use various methods for cus-
tomer satisfaction surveys, including: 
• telephone interviews; 
• focus groups; 
• personal interviews; 
• online surveys; 
• Council of Customers meetings. 

We also conduct regular surveys of satisfaction with the 
quality of services offered by the PZU Emergency Center 
and by our partners. 

Two main parameters are monitored in the area of com-
munications – the rate of customer satisfaction and (since 
2014) the recommendation indicator (Net Promoter Score). 
The confirmation of the effective implementation of assis-
tance services carried out by PZU is the maintenance of 
a high level of monitored indicators.

the satisfaction rate with  
our assistance 

the recommendation rate (nPS) 
of our assistance

 – is more than 92%*  

 – is more than 70%*  
* Data from 2014

2.5. WITH WHAT KIND OF 
PARTNERS DO WE WORK IN 
ORDER TO PROVIDE BETTER 
CuSTOMER SERVICE?

To provide the best and most accessible customer ser-
vice among all insurers in the market, our institutions are 
strengthened by our network of business partners. 

9 083 
exclusive 

agents, 
including  
1 703 

employed  
in 2014

Thanks to agents we reach to what 
is known as mass customers with 
all types of insurance, in particular 
with motor, property and individual 
insurance.

2 963 multi-
agencies

Multi-agencies similarly serve the 
mass customer and offer all types  
of insurance.

900  
brokers

Insurance brokers work mainly  
with our Corporate Client Division  
and service companies.

10 banks  
and 6 strategic 

partners

We work with leaders in various 
industries, creating customized 
products for them. For example, 
in the area of strategic partnership 
cooperation is focused primarily on 
companies in the telecommunications 
and energy sectors, through which 
is offered electronic equipment 
insurance and Assistance services.

Fot. Samochód zastępczy
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on what basis do we work with our business 
partners?
The principles of cooperation with agents and multi-agents 
are set by the agency agreement. It regulates, among oth-
ers, the following issues:
• the principle of the segmentation of agents depending on 

the sales results obtained and on career path develop-
ment; 

• principles of the remuneration by commission and addi-
tional components of remuneration (bonus system); 

• elements of sales support (benefit and loyalty programs); 
• training and product development; 
• sales competitions.

With other partners we conclude relevant agreements. 
The appropriate cells operating within the Sales Office are 
responsible for cooperation on behalf of PZU.

how we take care of our relationships with our 
exclusive agents?
In our daily work we care about shaping good relationships 
with all our business partners. Due to the specific rela-
tionship with exclusive agents we make a special effort to 
support this very group in the realization of daily tasks. We 
have created for them a comprehensive incentive system, 
which includes:
• a commission and bonus system; 
• training cycles, both soft (e.g. sales skills) and hard 

(product training or the service of IT systems); 
• sales competitions, so that the winners have the opportu-

nity to visit many attractive places in the world; 
• the PZU SA Congress of Mass Sales to which we invite the 

best agents; 
• a system of benefits whereby agents can buy products 

and services of quality brand suppliers at preferential 
rates; 

• the program “A-Level Support”, which rewards good per-
formance in the indicators of service quality of the given 
exclusive agency.

We support our agents by implementing a modern system, 
which is the Everest platform. We also provide sales support 
through various electronic and printed advertising material 
and gadgets for customers. 

2.6. HOW DO WE COOPERATE 
WITH SuPPLIERS?

Today’s purchases significantly change the role of suppliers 
who also affect a company’s competitive advantage and 
are an invaluable source of information about the market. 
That means that suppliers of goods and services are an 
important group of stakeholders for PZU. What goods and 
services we buy has a significant impact on the level and 
shape of services to our clients, which is why cooperation 
with suppliers is subject to constant evaluation in order to 
improve quality. In addition, with key business partners we 
have developed forms of cooperation to ensure long-term 
innovation potential.

The Purchasing Office is based on partnerships with reliable 
suppliers and an integral part of the contracts signed with 
suppliers is the PZU Code of Good Practices. Thus, each of 
our suppliers declares that in its activities it complies with 
the standards laid down by the Code, concerning a friendly 
working environment, respect for the dignity of persons and 
of honesty and integrity. 

how does the road to purchasing look like in 
PZU SA?
The Purchasing Office is engaged in purchasing goods 
and services for the PZU Group – including administrative, 
corporate, construction and repair services and in the area 
of IT. 

In the process of selecting suppliers of goods and services 
we are always guided by the principle of competitiveness, 
so most shopping is done by tender. The Purchasing Office 
wants to be an innovative partner who cares about continu-
ity, flexibility and optimal business costs. The foundation of 
transparency in the procurement process is internal regula-
tions that define the organization of the procurement pro-
cess, decision-making levels, as well as the roles of partic-
ipants in the process. When selecting suppliers we use the 
“Procedure for selecting suppliers”, “Principles of concluding 
agreements” as well as “PZU Best Practices”, as well as the 
principles of security and compliance. They guarantee that 
purchasing in companies will be carried out in a transparent 
manner and in the most optimal form.

We consciously influence the market and we shape busi-
ness standards in our environment. We introduce business 
partners to our standards of procedure and evaluate their 
offerings solely on the basis of merit and business value. 
We honor our commitments, ensuring also that the pay-
ments and other statements are completed on time and in 
accordance with the agreed terms of the contracts.

how do we build relationships with our suppliers?
Building cooperation with business partners based on 
mutual trust, respect and professionalism is very important 
for us. We are committed to building quality and long-term 
relationships, so we often do not sign a single contract, but 
rather a long-term agreement. We appreciate the coopera-
tion with those suppliers who use proven market practices 
and represent the highest level of professional ethics. 

An expression of our efforts to well-functioning commu-
nication with suppliers is our regular meetings organized 
suppliers and partners of the PZU Group.SA.

What we do to increase the efficiency of our 
purchasing practices?
We consistently strive to improve efficiency in our purchas-
ing practices . Our priority is the timely provision of desired 
goods and services of the best quality. For this purpose:
• thanks to coherent approach and the integration of com-

panies we strive for the development and optimization of 
PZU Group purchase expenses;

• we exchange experiences in the framework of the PZU 
Group for the application of commercially proven and 

WhO ARE OUR SUPPLiERS?

The company currently works with  

4 000 partners. 

Annually, we perform more than 400  
tendering procedures and 900 bids  
to existing contracts for the purchase value  
of over 1,3 billion PLN

each month we register  
approx. 1 000 contracts.

most efficient purchasing practices; 
• we analyze each supplier in terms of timeliness, quality 

and cooperation in a given area; 
• we systematically investigate satisfaction with the services 

provided by our suppliers among our internal customers;
• we constantly we are looking for innovative solutions. 

We are helped in this by the “Expanding Horizons” project, 
which involves regular meetings with suppliers presenting 
their new ideas. We consider meeting with them as an 
opportunity to exchange experiences and as a source of 
business value for both parties.
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The PZU Group annually 
designates more than 
PLN 50 mln for social 
causes. In this way we 
share our success and 
at the same strengthen 
our business and build 
our reputation and 
social capital. 

As a leader in the insurance market, 
we are aware of how important 
a social role we play. We try to act not 
only as an entrepreneur seeking to 
develop his business, but also as an 
active citizen, responding to social 
problems and challenges. This is 
a win-win situation – both for our 
stakeholders and us. Although we are 
not a manufacturing company, our 
impact on the environment is also 
significant for us. 

In this chapter:
• You will meet our stakeholders;
• We will show you what we do to increase safety 

in Poland;
• We will outline our social activity in the areas of 

health, culture and education;
• You will learn how our corporate volunteering 

works;
• We will present the PZU Foundation;
• We will reveal how we affect the environment 

and by how much we have decreased the 21.3 
km of documentation that we created and 
archived in 2012.

OUR WORLD
3

Poles encounter  
with the social campaign 
“Kochasz? Powiedz STOP 
wariatom drogowym”

is the number of beneficiaries 
of PZU corporate volunteering 

was “run” on  
16 PZU sport events

64%

21 500

8 665,9 km 

we dedicated to social 
investment in 2014

51 mln PLN 

Photography from the exhibition “People of the PZU” presenting social engagement of PZU, 2012
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ChAPTER 3 OUR WORLD

3.1.  WHAT DOES OuR ENVIRON-
MENT LOOK LIKE?? 

3.1.1. Map of Stakeholders and the 
Forms of Dialogue with Them

We are a large firm and each day we are not just interact-
ing with customers but also with societal organizations and 
the state administration; we also have an impact on the 
environment. That is why we created the Stakeholder Map, 
which shows our network of relationships – our world and 
our methods of communication with it.

michał Witkowski 
– Director of the Office of corporate communication 

PZU conducts activity in the field of CSR under the slogan 
“We support what is important” based on the assumption 
that only our common action will build a better tomorrow. 
That is why we are supporting nation-wide and local pro-
jects concerning safety, health, education or culture. We 
listen to our customers and together we make decisions 
on concentrating on that which is important. The purpose 
of our activity is not only to optimize the societal and 
group activity of PZU but also first and foremost to reflect 
the responsibility that rests upon one of the largest Polish 
employers and financial-insurance companies. 

We built the map two years ago while working on the report 
for 2011-2012. The basis was the definition of stakeholder 
identification – as a subject that affects us and which we 
affect in our business. We have identified in this way, the 
main stakeholder groups. 

employees
Forms of dialogue

• annual/quarterly conversations;
• internal meetings;
• internal portal/intranet;
• message boxes to clarify ambiguities;
•   Workers’ Council and trade unions;
• internal publications;
• actions to provide Information and to 

broaden organizational knowledge;
• engagement survey.
Purpose of dialogue

• listening to employees’ opinions; 
• ensuring employees the possibility 

of development;
• creating a satisfying workplace.

Local communities
Forms of dialogue

• Direct and ongoing communication.
Purpose of dialogue

• implementation of sponsored 
projects and those dealing with 
preventive activities;

• supporting community development;
• being a responsible citizen.

customers
Forms of dialogue

• corporate website;
• researching opinions and satisfac-

tion level;
• Customer Council;
• Financial and insurance education 

programs.

Purpose of dialogue

• collecting customer expectations 
and opinions;

• taking into account the voice of 
the customer in designing business 
solutions;

• creating products and services tai-
lored to customer needs;

• creating transparent conditions of 
tenders and contracts.

non-governmental 
organization and 
public institutions
Forms of dialogue

• building partnerships and conduct-
ing societal analysis; 

• mutual planning, realization and 
evaluation of projects; 

• Involvement in initiatives and 
projects to promote CSR and the 
standards of corporate founda-
tions;

• organization of joint conferences, 
seminars – acting on behalf of the 
third sector community and those 
of academia;

• sharing know-how (training).
Purpose of dialogue

• execution of education and society 
programs on education, safety, 
social welfare, culture and the pro-
tection of cultural heritage.

business partners: 
agents and brokers
Forms of dialogue

• annual, monthly and current meet-
ings with agents;

• satisfaction and opinion question-
naires;

• internal communication portal for 
agents;

• training and sales support;
• ‘Elite Agents Club’ and ‘Elite Advi-

sory Group’.
Purpose of dialogue

• presentation of strategic plans;
• discussion of ongoing matters 

dealing with cooperation to ensure 
mutual benefit. 

central  
administration
Forms of dialogue

• cooperation in the form of debates 
and conferences;

• answering questions and taking 
into consideration recommendations;

• legislative cooperation with the 
Polish Insurance Association.

Purpose of dialogue

• ensuring compliance with require-
ments and regulation;

• supporting the development of 
new rules on the market, including 
good practices.

Suppliers
Forms of dialogue

• meetings with new and existing 
suppliers;

• CSR questionnaire.
Purpose of dialogue

• supporting the implementation of 
the Company’s strategy and access 
to innovation;

• forming business standards in our 
environment and promoting good 
purchasing practice.

investors  
and shareholders 
Forms of dialogue

• regular meetings during con-
ferences, discussion panels (in 
groups in the company as well as 
individually);

• quarterly reports, factsheets and 
presentations of results;

• ongoing cooperation between In-
vestor Relations with stakeholders 
(institutional investors, individual 
investors, analysts and organiza-
tions of the capital market);

• meetings and teleconferences with 
the Management Board;

• Company website;
• internet information channels.
Purpose of dialogue

• ensuring informational clarity; 
• building values;
• distribution of profit to shareholders.

[G4-24, G4-25, G4-26, G4-27]
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dr mirosław Kachniewski 
– President of the board, Polish 
Association of Listed companies

PZU’s social responsibility is imple-
mented in different areas and at a very 
high level for many years. Proof of this 
are the very good evaluation results 
achieved in the framework of an ESG 
project and that PZU is listing among 
the most responsible companies in what 
is known as the Respect Index. Par-
ticularly noteworthy are the campaigns 
dealing with prevention – projects that 
are well integrated into the strategic 
objectives of the company, allowing 
for a high ‘return’ on investment in 
corporate social responsibility by reduc-
ing claim amount and thus improving 
financial results. In contrast, I am most 
personally impressed by the grand scale 
of activities that alter the lifestyle of 
Poles by promoting sport, but under-
stood differently – not as sponsorship of 
the biggest stars but the encouraging of 
sport on a mass scale. 

Paweł Oksanowicz
– journalist

I encountered the company while I was 
carrying on three episodes of “BISON” 
for PiN radio and in the TV channel – 
Polsat Business. I collaborated intensive-
ly on the report “25 Years of Respon-
sible Business in Poland, THINKTANK”. 
Mutual expectations are proportional 
to the sizes of the partners in these 
relationships, but I never felt that I am 
contacting an insurance giant. Manage-
ment and employees are eager to talk, 
are knowledgeable and smart. Challeng-
es for PZU? The insurance offer should 
not miss reflecting today’s complex 
modernity – people want to go to the 
Himalayas, to insure their voice or a leg. 
But seriously – certainly a challenge is 
the automatization of services (via the 
Web) and preserving the values of the 
company, such as tradition, familism and 
job security. 
CSR – it is wonderful that people in 
PZU understand the link between social 
responsibility and the business that they 
are creating. 

marek Tronina 
– director of the Foundation 
“Warsaw marathon”

Cooperation of the ‘Warsaw Marathon” 
Foundation with PZU SA began in 2013. 
At the moment, PZU supports us in 
the organization and promotion of the 
Warsaw Marathon and the Warsaw 
Half-Marathon. The support is both 
financial and promotional. The largest 
benefit that these relationships provide 
us is the possibility of measures that 
without the support of a title sponsor 
would be difficult to carry out. I mean 
primarily social, informational and com-
munication activities. In my opinion the 
biggest challenge that PZU must meet 
in connection with the sponsorship and 
support of running events is building its 
image as a promoter of running, and 
not just their own commercial activi-
ties. It is difficult, because a sponsor 
always expects return on investment, 
but also necessary, because only in 
this way can one build its credibility. Of 
course, the very fact of providing such 
broad support for running in Poland is 
proof that the company takes its social 
responsibility seriously, but – as always 
in this type of activity – you have to try 
to do it even better. I am convinced that 
all participants in projects related to PZU 
gain from such cooperation – with PZU 
at the helm.

 maria mach – bureau director,  
Polish children’s fund

The Polish Children’s Fund supports high-
ly talented students from Polish schools 
and young scientists and artists, giving 
them the opportunity to develop talents 
and interests at a level of which they are 
not able to achieve on their own. The 
essence of our program of assistance for 
the very talented is to create a bridge 
between the environment of eminent 
scientists and artists and young, full of 
enthusiasm, people who want to follow 
in their footsteps. Both groups can meet, 
work together and learn from each other 
during scientific workshops, seminars 
and research internships organized 
by the Fund. The PZU Foundation has 
been a strategic partner of the National 
Children’s Fund from 2012 onwards. For 
the first time in our more than 30-year 
history, we have received the support of 
a true partnership. In the employees of 
the PZU Foundation we have met many 
people genuinely interested in our activ-
ities, understanding their meaning and 
significance. What unites us is a common 
belief that by wisely supporting the 
brightest, we support the whole of socie-
ty. Thanks to the fact that the strategy of 
selecting partners by the Foundation for 
PZU is well thought out and consistent, 
we get to know people working in similar 
areas, exchange experiences and under-
take joint projects. This is the real added 
value of this partnership.

Katarzyna obuchowicz-Skopiec 
– director’s Advisor for Strategic 
Sponsoring and image events, 
Royal Łazienki museum  
in Warsaw

The collaboration between the Royal 
Łazienki Museum and PZU sets a new 
trend in the relations between culture 
and business where both sides are en-
gaged equally from concept to execution 
of the project. It is very important to 
us because it guarantees that the role 
of PZU is not just a passive transfer of 
funds for which the museum exposes its 
logo in return. PZU is actively involved in 
the development of sponsored programs 
and has an impact on their final shape.
Thanks to the patronage of the PZU, 
we are not only still raising the level of 
safety for the museum and our visitors, 
but we can offer them a wide spectrum 
of projects i.e. Zone of Silence Music 
Festival or enjoying continuing populari-
ty – Night of Museums.

StAKEhOLDERS ABOUt US

beata majcher 
– head of external relations of 
the National museum in cracow

“We want to have this museum as our 
comforter in times of doubt in our own 
work. We want it to be a treasure of 
national feelings, for the charm and 
beauty of the works of art that are 
organized here to sow consent, love and 
to connect us “- these are words of the 
first director, Władysław Łuszczkiewicz, 
delivered at the opening of the National 
Museum in 1883. The ‘national’ museum 
that was being created became a matter 
for the entire nation – all Poles living 
under occupation and those who were 
in exile. The museum halls, decorated 
in the first headquarters of the Muse-
um that was the Cloth Hall was filled 
with works of art, mostly gifts of artists 
and collectors who often donated the 
achievements of an entire life. One of the 
most important Polish patrons and the 
largest donor to the National Museum in 
Krakow was Feliks Jasieński, who gave us 
his collections. Today PZU – Patron of the 
National Museum in Krakow – encom-
passes the activities of our institution in 
its support, allowing for the implemen-
tation of number of projects. Partnership 
and cooperation are at the root of many 
activities undertaken by the Museum by 
a Patron, and such social responsibility is 
now continued by PZU.

ChAPTER 3 OUR WORLD
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to which organizations do we belong?
We are involved in numerous organizations and associa-
tions. The most important are:
• Polish Insurance Association – from Jan 1, 2004;
• Insurance Guarantee Fund – from Jan. 1, 2004;
• Polish Motor Insurers’ Bureau – from Jan. 1,.2004; 
• Mining Families Foundation [Fundacja Rodzin Górniczych] 

– from Jan. 30, 2007; 
• The Polish Federation of Private Employers Lewiatan – 

from Nov. 26, 2010; 
• Employers’ of Poland – from Sept. 1, 2002; 
• Polish Association of Listed Companies – from June 22, 

2010; 
• Polish Institute of Directors – from Oct. 25, 2012; 
• Partnership for Road Safety – from Dec. 7, 2010 ; 
• The Compliance Polska Association – from Oct. 16, 2013; 
• Polish Marketing Association – from 2010; 
• Responsible Business Forum – from Sept, 2010. 

how do we share expertise with our environ-
ment?
As an important player in the Polish economy we are 
involved in the exchange of experiences and the sharing 
of expertise with the business environment. We partici-
pate in the most important for the country’s development 
conferences and business forums. With our cooperation the 
following (amongst others) are held.:
• The Economic Forum in Krynica;
• European Forum for New Ideas in Sopot; 
• Congress of CFOs of Listed Companies; 
• Congress of Managers of Listed Companies; 
• the WallStreet conference;
• the Professional Investor conference;
• European Economic Conference; 
• New Industry Congress; 
• The Congress of Women;
• International Maritime Congress in Szczecin; 
• Baltic Business Forum.

Moreover, we co-organized with the weekly “Polityka” 
a series of debates on important social issues, we took 
an active part in meetings and reports of the THINKTANK 
center. We have worked with demosEUROPA – Center for 
European Strategy, which resulted in a series of debates 
for the management of PZU, concerning, among others 
things, pension systems and the role of Poland in Europe. 

On the other hand, by entering into a relationship with 
Kurhaus Publishing, the publication Szkoła Liderów [School 
of Leaders] by Philip Broughton with a foreword by Presi-
dent Andrzej Klesyk appeared on the market. Experts from 
the PZU Group also participated in the events taking place 
abroad, such as the Leader Conference in Zagreb and the 
XIII International Yalta Finance Forum.

We take a very active part in the work of the Polish Insur-
ance Association. At the forum we discuss and participate in 
work important for the sector, such as regulatory changes 
(Solvency II) or an industry agreement on the direct han-
dling of claims.

As one of the largest companies in Poland we support the 
debate about the key factors of development and economic 
growth, co-creating the milieu of discussion on this topic. 
As the leader in the insurance market we want to have an 
impact on social and economic change in Poland. Company 
experts also keep an expert blog (www.blog.pzu.pl). This 
is a clear signal to our investors and shareholders that 
PZU has the best specialists in the country – and wants 
to share their knowledge and experience in a modern and 
open to the discussion manner. When selecting actions, we 
are guided by the scale and importance of the events, our 
possibilities and results for our brand reputation. Decisions 
concerning PZU’s role in projects aimed at sharing expertise 
are taken in the Office of Corporate Communications with 
referrals and support from units and entitles possessing the 
appropriate professional qualifications.

3.2. WHAT HAVE WE DONE TO 
INCREASE SAFETY AND 
PREVENTIVE MEASuRES?

We believe that our social activities should result directly from 
our business activities, that is, from that over which we have 
influence. Our everyday work is the insuring of the property 
and activities of our customers, providing them peace of mind 
and a sense of security. Therefore, it is natural for us to under-
take the commitment to improve the level of safety in Poland 
and to shape the responsible and safe behavior. 

Changing attitudes and mentality is a long process. There-
fore, we recognized preventive measures as a strategic 
objective in which we intend to engage in over the long 
term. We believe that through our actions we will gradu-
ally contribute to the creation of the very important social 
benefit that is improved safety. And thus we will do our bit 
for the process of increasing the social capital, comfort and 
quality of life in Poland.

hOW mUch hAvE WE SPENt iN 2013 AND 2014 fROm thE PREvENtiON fUND? [iN PLN]

WhO hAvE WE SUPPORtED iN thE fRAmEWORK Of PREvENtivE ActiONS AND SAfEty imPROvEmENt?

What is a prevention fund?
According to the Act on Insurance Activity every company in 
our industry can create what is known as a prevention fund. 
Its account receives funds from company revenue, while the 
fund’s means are allocated for the elimination of hazards to 
life and health of people and for the protection of property. 
In other words – the main purpose of the prevention fund is 
the widely understood improvement of safety. As a leader in 
the insurance industry in Poland, we designated the largest 
amount of funding for preventive measures. 

As part of our preventive actions ‘we care about safety 
in every aspect’ – we support local communities in areas 
important for them; each year we devote several tens of 
million of PLN to support the Police, the State and Volun-
tary Fire Brigades, the Tatra Voluntary Rescue Service, the 
Mountain Voluntary Rescue Service, the Water Volunteer 
Rescue Service and we finance social campaigns promoting 
road safety. Below you will find descriptions of selected 
initiatives that we have undertaken.

Actions 2013 2014

Actions to prevent accidents 17 774 202 16 639 771

Actions to prevent theft 4 236 283 4 948 011

Actions to prevent fire 3 977 323 3 110 327

Other 1 100 743 2 232 014

Sum 27 088 551 26 930 123

For more information please visit: www.pzu.pl/grupa-pzu/dzialalnosc-spoleczna/programy-i-projekty.

Areas of preventive actions in the PZU Group:

cooperation with 
rescue units – 
professional and 
volunteer

safety on the road supporting 
local actions to 
improve safety

nation-wide 
prevention 
campaigns

European Forum for New Ideas 2013, Plenary Session hosted by Andrzej 
Klesyk, Chief Executive Officer, PZU S.A.

ChAPTER 3 OUR WORLD
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Program “Safe fleet PZU”
According to statistics about 1800 persons are killed each 
year in Poland in road accidents in the course of their work 
duties. Therefore, in 2013 we began launched the second 
edition of the training program “Safe fleet PZU”, which is 
directed to the vehicle fleet sector. In the new edition of the 
program:
• we expanded the range of training courses for drivers with 

C and D license categories, because of the greater diversity 
of size of these cars than in the case of category B;

• we introduced an 8-hour training session on first aid;
• we began the execution of defensive driving training, 

combined with elements of ecodriving.

Program “Auto mobility centrum”
We worked with the Auto Mobility Centrum consortium that 
was founded by the Disabled Drivers Assistance Association 
[SPiNK], the Motor Transport Institute, and Automobilklub 
Polski [Automobile Club of Poland]. Its aim is to reduce 
barriers to mobility of persons with disabilities by enabling 
them to safely drive vehicles and safe transport, thanks 
to the professional adaptation of means of transportation. 
Under the program:
• we have financed the purchase of taxis adapted for the 

transport of persons with disabilities and their carers; 
• we have subsidized 50% – in cars with PZU insurance – 

of the cost of the purchase and installation of professional 
equipment to support safe driving of vehicles by disabled 
persons and the transport of persons with disabilities.

PZU in the Safety Zone
Together with Robert Moskwa we organized, on the occa-
sion of a series of mass happenings, 25 events, the theme 
of which was safety improvement. During the events, partic-
ipants were able to:
• observe demonstrations by paramedics; 
• try a rollover simulator; 
• take part in a screening of a film in the 5D cinema; 
• participate in safety lessons prepared especially for women.
We also organized Special safety zones in Lithuania (2013), 
Latvia and Estonia (2014).

the “misie ratują dzieci” Association [teddy 
Bears Save the children Association]
Since 2010 we have been consistently implementing our co-
operation with the “Teddy Bears Save the Children” Associa-
tion (www.misie.sos.pl), which deals with the prevention of 
accidents and treatment and counseling for victims of tragic 
events. Children are the main recipients of the measures 
implemented. The main project of the association was the 
construction of the Rescue Teddy Bear House in Dźwirzyno 
near Kołobrzeg. A Therapeutic and Training Center was 
created in it, which offers:

PZU_SWD_dorzeczy_200x272.indd   1 11.08.2014   12:06

3.2.1. Selected Societal Campaigns 
Concerning Preventive 
Measures And Safety 

campaign “can you love? Say NO to road  
maniacs”
In the period covered by this report, we inaugurated a new 
face of the social campaign “Can you love? Say No to road 
maniacs” conducted by the PZU Foundation. This time we 
focused on family relationships, encouraging family mem-
bers and fellow passengers to pay attention to the behavior 
of drivers. As part of the campaign we cooperated with the 
police, with universities and schools throughout the country. 

The symbol of the action became a blue heart, where you 
can write a slogan encouraging loved ones to drive safer. 
We have launched the online service www.stopwariatom.
pl that within three months was visited by over one million 
people. Nearly half of them took the psychological test 
“Check if you are a road maniac?”

PZU Bezpieczna Flota

64% of Poles have had direct 
contact with the advertising mes-
sage of the campaign. 

73% of the target group  
(drivers) had direct contact with  
the advertising message of the 
campaign.

50% of persons remembered 
the campaign slogan and 80% 
of those polled emphasized the 
need to undertake this type  
of societal campaigns.

Success of the campaign

• group and individual therapy sessions for accident victims 
and their families; 

• psychological and legal assistance to children orphaned 
by an accident;

• training for emergency services, concerning the modern 
model of the organization of assistance to victims of acci-
dents, taking into account psychological trauma; 

• training in first aid.

Taxi adapted for the transport of persons with disabilities and their carers

ChAPTER 3 OUR WORLD
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3.3. HOW DO WE PROMOTE 
HEALTH AMOuNG POLES?

The area of health is extremely important in the business 
operations of PZU. Strategy 2.0 for 2012-2014 assumed the 
dynamic growth of the company’s health insurance market. 
That is why we have decided to promote an active lifestyle 
as part of our social commitment. Our activities focus on:
• supporting mass and amateur sporting events; 
• PZU Routes to Health program; 
• subsidizing institutions involved in health care.

Activities in the field of promoting a healthy and active life-
style are financed by PZU Zycie SA, however, they constitute 
an important area of the Group’s social commitment, which 
is why we mention them in this report. For more informa-
tion, please see.www.pzuzdrowie.pl.

What kind of sports events do we support?
Lately, the most popular mass physical activity of Poles is 
running. Hence, our decision to support events that first 

and foremost promote a healthy and active lifestyle, includ-
ing, in particular, running events. The most important of 
these are:
• the PZU Warsaw Marathon; 
• the PZU Warsaw Half Marathon; 
• the PZU Running Festival in Krynica; 
• the PZU Royal Cracovia Half Marathon; 
• the Łódź Marathon “I Care about Health”.

We are also the exclusive sponsor of Yared Shegumo, a Pol-
ish silver medalist in the marathon at the 22 European Track 
and Field Championships in Zurich in 2014. 

PZU running map
In 2013 we started running activities from the 35th PZU 
Warsaw Marathon. This event’s success meant that we 
decided to get involved in more mass sports events.

What is the PZU Routes to health program about?
The PZU Routes to Health is a grant competition for 
municipalities of up to 50,000 inhabitants to build in their 
area a mini sports facility. Those who propose the most 
interesting location routes and ideas for animation activities, 

 1.  9. PZU Półmaraton Warszawski 
30 marca, Warszawa

 2.  Łódź Maraton „Dbam o zdrowie”
13 kwietnia, Łódź

 3.  Maraton Lubelski 
11 maja, Lublin

 4.  Charytatywny Bieg Rynku Kapitałowego SEG
21 maja, Jachranka

 5.   PZU Festiwal Biegowy 
5-7 września, Krynica

 6.  Bieg po Nowe Życie
21 września, Warszawa

 7.  36. PZU Maraton Warszawski
28 września, Warszawa

 8.  Silesia Marathon 
5 października, Katowice

 9.  PZU Alpin Sport Tatrzański Bieg pod Górę
19 października, Zakopane

 10.  1. PZU Cracovia Półmaraton Królewski
26 października, Kraków

 11.  Charytatywny Bieg Rynku Kapitałowego 
5 listopada, Jachranka

Imprezy 
biegowe PZU 

w 2014 r.

1 | 6 | 7
4 | 11

2
3

5

8

9

10

 1.  Tropem Wilczym – Bieg Żołnierzy Wyklętych
1 marca, 80 lokalizacji w całej Polsce

 2.  2. PZU Dziesiątka WROACTIV
15 marca, Wrocław

 3.  6. PZU Bieg po Nowe Życie
21 marca, Wisła 

 4.  10. PZU Półmaraton Warszawski
29 marca, Warszawa

 5.  DOZ Maraton Łódzki z PZU
19 kwietnia, Łódź 

 6.  XI Półmaraton Węgorza
2 maja, Węgorzewo

 7.  3. PZU Maraton Lubelski
10 maja, Lublin

 8.  Bieg 10 km Szpot Swarzędz
10 maja, Swarzędz

 9.  PZU Weekend biegowo-golfowy
16-17 maja, Rzeszów

 10.  1. PZU Gdańsk Maraton
17 maja, Gdańsk 

 11.  Charytatywny Bieg Rynku Kapitałowego
20 maja, Jachranka 

 12.  Bieg Uniwersytecki
23 maja, Olsztyn 

 13.  Mistrzostwa Wrocławia w Nordic Walking
13 czerwca, Wrocław

 14.  Maraton Mazury
13 czerwca, Gałkowo 

 15.  Kamienna Piątka
14 czerwca, Bydgosz

 16.  Bieg uliczny "Tolerancja na sportowo"
20 czerwca, Oświęcim 

 17.  The Color Run by PZU
21 czerwca, Poznań 

 18.  The Color Run by PZU
27 czerwca, Warszawa

 19.  PZU Maraton Karkonoski
1-2 sierpnia, Szklarska Poręba 

 20.   Bieg po Zdrowie
29 sierpnia, Krzesiny 

 21.  20. Jubileuszowy Bieg Uliczny – 15 km w Jaworznie
29 sierpnia, Jaworzno

 22.  7. PZU Bieg po Nowe Życie
5 września, Warszawa

 23.  PZU Festiwal Biegowy
11-13 września, Krynica-Zdrój

 24.  53. Bieg Westerplatte
12 września, Gdańsk 

 25.  1. PZU Maraton Szczeciński
19 września, Szczecin

 26.  The Color Run by PZU
20 września, Kraków 

 27.  37. PZU Maraton Warszawski
27 września, Warszawa

 28.  Bieg Trzech Kopców
4 października, Kraków

 29.  Bieg Nowych Idei w Sopocie
4 października, Sopot 

 30.  PZU Alpin Sport Tatrzański Bieg pod Górę
17 października, Zakopane

 31.  2. PZU Cracovia Półmaraton Królewski
25 października, Kraków

 32.  Charytatywny Bieg Rynku Kapitałowego
28 października, Serock

Imprezy biegowe PZU w 2015 r.

2 | 13

3
2330

16 26 | 28 | 3121

19

4 | 18 | 22 | 27
11 32

12

29

14

5

6

7

8
2017

10 | 24

9

15
25

PZU rUnninG mAP in 2014 r. PZU rUnninG mAP in 2015 r.

receive equipment for the routes and funding for animation 
activities as well as sports equipment rental. In the 2014 
edition in cooperation with the Foundation V4Sport, we 
equipped 30 municipalities throughout the country with 
installations for exercise. By the end of 2016 there will be 
over 100 PZU Routes to Health.

With which organizations do we work with on 
behalf of health?
• In cooperation with the Polish Ultrasound Society we pro-

vided funding of ultrasound sonograms for the prevention 
of various diseases, with particular emphasis on cancers 
of the abdominal organs, urogenital system, thyroid, 
breast and lymph nodes.

• We supported the Foundation for Children “Help on Time” 
by transferring funds to equip its clinic to enable it to 
undertake the Tomatis Method of therapy as well as for 
a room for art therapy.

• We have been a partner of the Special Olympics – 
a sports organization acting on behalf of people with 
intellectual disabilities.

• In the Department of Teleradiotherapy in the Regional 
Oncological Center in Łódź through our support a spe-
cialized space was established enabling the conducting of 
radiation therapy using the latest equipment.

• We have been a partner of the Polish Union of Oncology 
for the project “Healthy Municipality”, targeting a reduc-
tion of threats to human life and health by improving the 
situation of oncology in Poland (stimulation of the number 
of performed tests for the early detection of breast can-
cer, cervical cancer and cancer of the large intestine).

• We invest in companies offering medical and hospital 
services.
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9 tRAiNiNg iNStALLAtiON:

1 – Curved Balance Beam 
2 – Ladder Barrel Oblique 
3 – Slalom Cones 
4 – Fitness Rods 
5 – Parallel Logs 
6 – Fitness Railing 
7 – Fitness Bench 
8 – Slant Hurdles 
9 – Straight Balance Beam
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In 2013 PZU was the partner of the largest cultural events 
organized by the Krakow Festival Office:Opera Rara, Sacrum 
Profanum Music Festival Film, Conrad International Literary 
Festival Festival St John’s Fair, Wreaths.

icE Krakow congress centre
In 2014, PZU was a sponsor of the opening concert in the 
ICE Krakow Congress Centre – an object that is a concert 
hall of the biggest cultural events in Krakow. We sponsored 
a concert of 2014 “Here and now”, who inaugurated the 
activities of the ICE Krakow Congress Centre.

The main message of the work created specifically for Con-
gress Centre by Zbigniew Preisner, one the most outstand-
ing contemporary Polish composers was the place of man in 
the history of modern civilization, in the existential passing. 
Both music and libretto by Ewa Leipzig refer to the climates 
Krakow, which no longer exists. 

3.4. HOW ARE WE SuPPORTING 
CuLTuRE AND NATIONAL 
HERITAGE?

Through concern for Polish culture and the arts we have 
over the years supported many initiatives and cultural 
institutions. Meet some of the institutions and events that 
we support.

Patronage of the National museum in cracow
PZU supports the Museum and all its institutions, not only 
financially. We strive to be a true patron and initiator of 
a number of ideas that will help attract younger generations 
to the Museum. In the Gallery of Polish Nineteenth Century 
Art in the Cloth Hall we worked on the concept of the imple-
mentation of the mobile application, “Bodybuilder”, which 
premiere took place during the Night of Museums 2015.

Support of the activity of the Royal castel in Warsaw 
– museum
On the list of projects co-financed by PZU there are almost 
150 exhibitions, concerts, festivals and other cultural events 
organized by the Royal Castle in Warsaw. We insure its 
assets and carry out a program to improve safety for the 
years 2014-2016.

cooperation with the Royal Łazienki museum  
in Warsaw
For the Museum we prepared a program of safety improve-
ments, consisting of the expansion of the technical security 
system and its installation, and on the physical protection of 
persons and property on the premises of the institution. As 
a patron of the museum, we were present at all the events 
taking place on its premises. 

Support of the activities of the Warsaw rising museum
With a view to promoting culture and history, we support-
ed the celebration of the 69th and the 70th anniversary of 
the Warsaw Uprising. In collaboration with the Museum we 
prepared in two languages: Polish and English, the mobile 
application “Memory City”. 

the application “Bodybuilder”:
• has been prepared for the Royal Castle in Warsaw – 

Museum, The Royal Łazienki Museum in Warsaw and the 
Gallery of Polish Nineteenth Century Art in the Cloth Hall; 

• allows the photography of works of art without flash 
illumination; 

• recognizes the photographed images and supplements 
them with tidbits about exhibit items, and also allows the 
use of five educational games that reinforce obtained 
knowledge.

Patronage of the theatre “Kamienica”
The Company is the Golden Patron of the theatre, whose 
founder and creator is Emilian Kaminski. The theatre “Kam-
ienica” is more than THEATRE. These words are confirmed 
in each of the corners of the place and every man, who 
spends his time here – regardless of whether he is an 
employee, or a spectator. Theatre is a place that in par-
ticular way combines modernity with tradition, history with 
present times, education with entertainment. In the Art 
Nouveau interiors are three scenes featured with modern 
equipment, allowing for artistic activities. In more than 100 
years old building, you can find memorabilia of the masters 
of the stage and Varsovians. In the repertoire of the theater 
audience find titles which commemorate the historical 
characters and events, comedy performances and items for 
children and youth on education and prevention. 

Support of the Villa decius
PZU supports the Villa Decius in Krakow since 2008. Our 
support helped to implement of strategic projects such 
as the Visegrad Summer School, Homines Urbani Award, 
named Sergio Vieira de Mello, European Club, Sunday at 
Decius, Music in the courts Europe, Heritage of Chopin 
and post- conference publications. In 2009 and 2015, PZU 
Zycie SA was awarded Decius Prize – the highest distinction 
awarded to Patrons of Villa Decius.

ChAPTER 3 OUR WORLD

In 2015, we expanded our activities in the field of culture 
by undertaking cooperation and becoming a patron of the 
following institutions: 
• the National Museum in Warsaw; 
• the National Theatre in Warsaw.
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Below we have described selected Foundation projects. For more information please see www.fundacjapzu.pl

in the years 2013-2014 we provided grants 

totaling 32,497,593.26 PLN. 

130 non-governmental organizations and 
institutions received funding for projects 
nationwide.

36 of them were supported by us both in 2013 
and in 2014. 

 

in which activities does the PZU Foundation get 
involved?
The Foundation’s activities are consistent with the overall 
vision of the social commitment of PZU. It leads social, edu-
cational and cultural projects, corporate employee volunteer 
program and projects related to safety and health, e.g. the 
social campaign “Can you love? Say No to road maniacs” or 
the program “PZU Routes to Health”.

In the years 2013-2014 we took part in the project “Stand-
ards for Corporate Foundations”, carried out by the Polish 
Donors Forum. Together with 44 corporate foundations we 
have worked at the development of self-regulatory principles 
and practices for foundations created by companies.

Areas of Foundation activity Scale of support

Education 18 291 610 PLN

Care and social assistance 5 319 250 PLN

Health care 3 220 562 PLN

Culture and art 4 333 781 PLN

3.5.1. Educational Progams

Supporting education is our priority. Our activities focus on 
supporting institutions implementing solutions of modern 
education. Above all, we want to provide conditions for the 
development of the most talented pupils and students. The 
many years of activity of the PZU Foundation in the field of 
education has been awarded by the Ministry of Science and 
Higher Education and by the Polish Press Agency with the 
title “Propagator of Science 2014”. 

WithiN tWO yEARS:

We have awarded more than 440 bridging 
scholarships (bridge Scholarship Program  
of the educational enterprise Foundation  
and the program “We fulfill Dreams about 
Science” of the Efc foundation); 

We have financed 1,000 workshops for 
talented young people (Polish children’s fund); 

Thanks to cooperation with  
the Prof. Bronisław geremek center foundation 
more than 40 workshops in history were held.

The extraordinarily talented assistance program
We are a strategic partner of one of the oldest organiza-
tions in our country, namely the Polish Children’s Fund. 
During more than 30 years of its existence it has developed 
a consistent model of professional support to the most 
talented students in all fields. In this framework, capable 
young people take part in activities that are organized in 
the best universities and research centers across Poland. 
Each year, through our strategic partnership with the PZU 
Foundation, hundreds of students have the opportunity to 
participate in activities that match their talents: research 
workshops, camps for general development, music work-
shops, concerts and exhibitions.

ChAPTER 3 OUR WORLD

3.5. WHAT DOES THE Pzu 
FOuNDATION DO?

The PZU Foundation is a member of the european 
foundations centre and the Polish Donors forum. 

izabela Rakuć-Kochaniak 
– director PZU Foundation

 In the years 2013-2014 the PZU Foundation has carried 
out several important initiatives nationwide – first and 
foremost an award-winning social campaign “Can you 
love? Say No to road maniacs.” We were also recognized 
for our efforts in support of Polish education – the PZU 
Foundation received a distinction in the competition 
“Propagator of Science 2014,” organized by the Ministry 
of Science and Higher Education and by the service “Sci-
ence in Poland,” of the Polish Press Agency. One of our 
initiatives was the assumption by the PZU Foundation of 
a strategic partnership for the finale of the Contest of the 
Work of Young Scientists of the European Union, which 
for the first time in history took place in Warsaw. As one 
of four Polish foundations we joined the ranks of the 
European Foundation Centre in Brussels – an institution 
uniting the most active NGOs in Europe.

The PZU Foundation, funded by PZU SA, bases its work 
on cooperation with expert civil society organizations and 
institutions from all over Poland. Together with our partners 
we diagnose social problems and strive to solve them. We 
focus on supporting long-term projects, making it possible 
to achieve lasting social change.

DO YOU KNOW, THAT…?
In 2014 the PZU Foundation financed the renovation 
of the Cadillac that was transported from the USA by 
sea for Józef Piłsudski w 1935. The vehicle was placed 
in a specially prepared for display case in the Royal 
Łazienki Park near Belweder.
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vOLUNtEERiNg iN thE yEARS 2013–2014 iN NUmBERS*

Andrzej Klesyk, participated in meetings with the students 
of Warsaw high schools. In addition, representatives of 
PZU’s management participated in the “Olympics of social 
projects” as mentors for teams of high school students 
who performed their own projects on social issues. 

• Family Volunteering is based on the voluntary commit-
ment of PZU employees’ families in social activities. The 
results of a survey conducted among our employees 
showed that most would become engaged in voluntary 
work precisely together with their families. Hence the 

idea of family volunteering, which is a grant competition 
for the most interesting local initiatives involving whole 
families, organized in cooperation with the Academy for 
the Development of Philanthropy in Poland. Eighteen 
projects were selected from across Poland.

• Health-promoting volunteering includes, at the moment, 
the involvement of PZU volunteers PZU in running events. 
We are working on preparing a special program in this 
area of volunteering.

* Data for the PZU Group.

1,074 

18 32  

13,527  

PZU volunteers 
have been involved 
in 103 volunteer 
projects, of 
which 76 were 
implemented 
under the program 
“volunteering is 
the joy of action”.

grants  
for projects  
in the framework 
of family 
volunteering.

Regional Leaders of volunteering  

hours of work PZU volunteers helped nearly 
21,500 people in need. 

One year after the introduction of the “Strategy for employee 
volunteering in the PZU group” an evaluation was conducted of the 
implementation of the strategy, which showed that:

71% of PZU 
volunteers recognize 
that volunteering 
has helped 
them to develop 
relationships within 
the company.

41%  
of volunteers claim 
that their newly 
obtained skills help 
them in their  
daily work.

97%  
of volunteers 
would recommend 
participation  
in the volunteering 
actions to their 
colleagues.

during
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the Astrid Lindgren contemporary Book  
for children and youth Literary contest 
The Foundation “ABCXXI – All of Poland Reads to Kids” for 
over 13 years has been promoting reading in Poland. Since 
2006 it runs a literary contest, which we have partnered 
with from the beginning. The competition aims to recognize 
the best contemporary writers of books for children and 
young people. Thanks to this the most valuable items, that 
meet high standards in terms of language, artistic values, 
plot, and transmitted values, are published.

contest of the Work of young Scientists of the EU 
This is prestigious and very difficult competition organized 
by the European Commission for high school students who 
are engaged in scientific work. After passing through the 
national qualifying sessions participants compete with each 
other at the European level and compete for scholarships 
and internships in major research institutions. In 2014, for 
the first time, the finals were held in Poland. It was organ-
ized by Polish Children’s Fund and the University of Warsaw, 
a strategic partner of the PZU Foundation. 

bridging Scholarships Program 
We have been supporting the program implemented by the 
Educational Enterprise Foundation since 2006. In the 12 
years of the project 1,156 scholarships for first year of uni-
versity and 32 Prof. Bronisław Geremek scholarships for the 
best students of the humanities have been awarded from 
PZU Foundation funds. 

The Wislawa Szymborska Award
The prize is international in character and is awarded each 
year for a book of poems published in Polish – original-
ly written in Polish or translated into Polish. Its aim is to 
attract readers’ attention to the difficult art of poetry and 
to encourage publishers to print Polish authors as well as 
translations of foreign poetry. The PZU Foundation is a stra-
tegic partner of this event since 2013.  

3.5.2. Corporate Volunteering

The PZU Foundation since 2012 has been Implementing 
an employee volunteer program in the PZU Group. In 2013 
work was begun on the preparation of its strategy. Thus 
we conducted a survey among employees, diagnosing their 
needs, expectations and previous experience of volun-
teering. We also organized Poland’s first dialogue session 
dedicated to the subject volunteering. The areas of engage-
ment indicated in questionnaires and the developed models 
of cooperation were the basis for the approved in 2014 
“Strategy for employee volunteering in the PZU Group”.

WhAt ARE thE fOUR AREAS Of cORPORAtE vOL-
UNtEERiNg iN PZU?

Health-promoting 
volunteering

Family  
volunteering 

Skills based 
volunteering

Civic volunteering
(Grant competition)

What measures have we realized in the frame-
work of employee volunteering in 2013-2014?
• Civic volunteering is an employee activity involving 

self-identifying social needs, usually in their immediate 
environment. Within this area we realize a grant competi-
tion called “Volunteering is the joy of action”. Twice a year 
we reward via this competition the best ideas for social 
activities. Among the beneficiaries of the work of our 
volunteers were the charges of childcare centers, young 
people and children from schools and kindergartens, the 
disabled and the elderly, as well as animals from shelters. 

• Skills based volunteering consists of all those voluntary 
activities that raise the level of knowledge and skills of 
children and youth. It is based on sharing the knowl-
edge, competence and experience of PZU employees. In 
the framework of the skills based volunteering the CEO 
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our goal in 2015
The main goal that we set ourselves for 2015 was the relo-
cation of more than 1,700 people to office space that meets 
the highest standards of environmentally friendly policies, 
certified by the quality mark BREEAM (Building Establish-
ment Environmental Assessment Method).

What have we achieved in the reported time period?
• the thermo-modernization of 28 PZU units. 

Activities in this area encompassed, among others, the 
PZU Head office building, known as the Tower, in Warsaw. 
Office windows were covered with the foil, which during 
the summer months keeps the indoors cool by reducing 
heat transfer from outside, and also reduces UV radiation, 
which increases work comfort.

Katarzyna majewska 
– management director for Administration,  
Purchasing and real estate

Conducting business in a responsible way towards the 
environment is an integral part of the activities of PZU. 
As a company that specializes in giving people a guar-
antee that they can feel safe even in the most difficult 
situations, we are also obliged to ensure that we give 
them a sense of security in the area of the environment 
in which they live. The first action encompassing work to 
care for the environment is proper communication and 
the learning of habits among the several thousand em-
ployees of the PZU Group in Poland. As part of our area 
of expertise we presented to them in a mini guidebook 
and, by means of non-standard communications (includ-
ing Remind Me stickers), some simple but very effective 
rules of pro-environmental conduct. They contain, among 
others, the 3Rs principle (reduce, reuse, recycle) as well 
as reducing the number of print outs. 

RAW mAtERiALS AND cONSUmABLES USED
[G4-EN3]

WhAt ActiONS ARE WE 
UNDERtAKiNg tO REDUcE thE 
USE Of PAPER?

In the years 2013-2014 the amount of printouts in 
PZU (PZU SA and PZU Życie SA) fell by 5%, that is, 
from 117 million pages in 2013 to 111 million pages  
in 2014. To this end:
• we introduced printers that automatically prints on 

both sides; 
• we greatly reduced the production of documentation 

that is subject to long-term archiving. In 2012 we 
produced and archived 21.3 km. of current docu-
mentation whereas in 2014 it was only 9.1 km. This 
allowed for the reduction of retained records by 
457.5 tons per year; 

• we devoted outdated sales printouts for office use, 
thus saving printing paper.

We recycle all packaging (boxes of office supplies, ton-
ers, packaging, cartons of printing), which we process 
into separators for parcels and into packages of forms 
for agents. In addition, traditional newspapers are 
replaced by their electronic versions – in 2013-2014 
ten dailies, seven weeklies and seven monthlies were 
replaced by e-newspapers, which led to a monthly 
reduction of the paper by 120 kg.

2013 2014

Paper and forms 
(volume/ 
mass/cost)

55,073,320 pieces
275,367 kg

1,973,389 PLN

59,876,305 pieces
299,382 kg

2,605,496 PLN

Paper 254,62 t 253,29 t
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In addition, the PZU Foundation initiates occasional volun-
tary actions such as “Children’s Day with PZU Volunteers” 
or “St Nicholas with PZU Volunteers”. In 2013 and 2014 we 
completed nine such meetings in various cities in Poland. 

how do we promote corporate volunteering in 
our organization?
To promote the idea of volunteering in PZU, we created 
an Academy of Volunteer Leaders, composed of Regional 
Leaders of Volunteering. These are employees who conduct 
informational and publicity activities related to employee 
volunteerism on a regional level. In the framework of the 
Academy we prepare each year a series of trainings for 
leaders to increase their leadership skills and polish their 
skills in communicating about volunteering. It is also an 
excellent opportunity to exchange experiences and good 
practices.

3.5.3. Other Activities and Projects  
of The Foundation

The Foundation undertakes more than 200 projects. In 
addition to the aforementioned the following should also be 
mentioned:
• grant competitions that allow non-governmental organi-

zations to develop interesting and innovative projects for 
the benefit of local communities in small towns and vil-
lages. In the framework of these competitions we support 
innovative educational ideas (“With PZU after school”), 
systemic programs to promote independence and social 
activity of people with disabilities (“Young disabled – able 
with PZU”), initiatives increasing access of children and 
young people to culture (“PZU with Culture”);

• cooperation with the Junior Achievement Foundation on 
the project “Safe journey. From a penny to a buck”;

• partnership with the Association “Good Education” on the 
project “Academy of Good Education”;

• strategic commitment to the program, “Noble Package” 
[Szlachetna Paczka], implemented by the SPRING Associ-
ation [Stowarzyszenie Wiosna].

Detailed information about the activities of the Foundation is available at: www.fundacjapzu.pl.

3.6. WHAT IS OuR APPROACH 
TO ENVIRONMENTAL 
PROTECTION?

Ecology and environmental protection are criteria that 
determine our decisions and actions in the area of adminis-
tration, logistics and property management. 
In the PZU Group’s environmental policy, implemented since 
2013, we follow the principles of:

W polityce ekologicznej Grupy PZU, wdrażanej od 2013 r., 
kierujemy się zasadami:
• sustainable development; 
• a high level of environmental protection; 
• precautionary approach and anticipating the possible 

negative effects of actions; 
• prevention, pollution prevention and liquidation at their 

source; 
• integrate elements of environmental protection into strat-

egy and business policy; 
• partnership – the need of the undertaking by all entities co-

operating with us of joint efforts to protect the environment.

WhAt ARE WE DOiNg tO Limit 
thE USAgE Of ELEctRic ENERgy 
iN OUR BUiLDiNgS?

We are constantly striving to reduce electricity con-
sumption in the office buildings of the PZU Group.  
In this regard, we focused on: 
• consolidation of contracts for the supply of electricity;
• optimization of the power procurement for buildings, 

according to the needs and the nature of their oper-
ations; 

• modernization of energy facilities; 
• gradual replacement of light sources with energy-ef-

ficient versions;
• environmental education of employees.
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how do we handle waste?
For several years we have selective collection of waste in 
branches and at company headquarters. 
In 2014 this initiative was extended to a selected group of 
local units of the PZU Group and was linked with the pro-
cess of segregated waste management and with coopera-
tion with municipalities in this regard. Ultimately, the waste 
segregation process will be implemented in more than 400 
units of the PZU Group across the country. 

Thanks to the measures introduced in 2013-2014 we now 
have in PZU SA the recycling of:
• toners at 100% (4,709 kg); waste processed entirely in 

the Terra plant – recycled using the R12 method;
• furniture at 100% (207,413 kg); waste processed entirely 

in the Terra plant – recycled using the R12 method;
• electronic devices (computers, memory boards, cables, 

RAM, home appliances, monitors, binders) at 100% 
(132,119 kg); waste processed entirely in the Terra plant 
– recycled using the R12 method;

• HDD at 100% (60 kg); waste processed entirely in the 
Terra plant – recycled using the R12 method;

• paper at 100% (61,952 kg); waste transferred to Terra 
for further utilization;

vOLUmE Of WAStE

2013 2014

Batteries / rechargeable batteries 1,446 kg 4,845 kg

HDD’s 654 kg 60 kg

Furniture 191,070 kg 207,413 kg

Iron furniture 18,638 kg 26,454 kg

Paper 201,461 kg 280,518 kg

CD’s 668 kg 4,267 kg

Toners 7,241 kg 4,709 kg

Electronic equipment 72,054 kg 132,119 kg

Composite packaging 2,051 kg −

• CDs and other media at 90% (3,852 kg); waste pro-
cessed entirely in the Terra plant – recycled using the R12 
method;

• ferrous metals at 100% (26,454 kg); metals are not pro-
cessed in Terra, but are transferred to smelting plants for 
recycling;

• batteries, rechargeable batteries at 100% (4,845 kg); 
batteries and accumulators are not processed in the De-
partment of Terra, but transferred to battery recyclers.

In addition, we have implemented on a wider scale the 
practice of selling or donation of equipment withdrawn 
instead of its harmful disposal. As a result: 
• Cisco phones withdrawn from storage found their way 

into use in Lithuania (400 units) and Ukraine (800 units);
• we launched a program enabling staff to purchase their 

mobile phones; 
• we conducted in the PZU SA and PZU Życie companies 

a collection of withdrawn mobile phones (approx. 1,700 
units), the resources from which we donated to the Foun-
dation “Grow with Us.”

ChAPTER 3 OUR WORLD

cONSUmPtiON Of fUEL OiL, gAS, ELEctRicity, hEAt AND fUEL

* Conversion factor = 36,636 GJ/m3, information provided by supplier

** Conversion factor = 0,0355 GJ/m3, information provided by supplier

*** Conversion factor = 44,89 MJ/kg, information provided by KOBIZE (The National Centre for Emissions Balancing and Management)

**** Conversion factor= 44.33 MJ/kg, information provided by KOBIZE

2013 2014

Fuel Oil (energy consumption in GJ) data for the entire country * 10,754 9,403

Gas (energy consumption in GJ); data for the entire country ** 33,238 24,105

Elecric Energy (consumption in MWh); data concerns PZU HQ – the TOWER 6,488 5,558

Heat Energy (consumption in GJ); data concerns PZU HQ – the TOWER building 16,120 13,813

Motor Gasoline (in liters and GJ)*** 2,443,737 l 
 84,847 GJ

2,714,814 l
94,259 GJ

Diesel**** 106,439 l  
3,898 GJ

49,291 l
1,805 GJ

• Modernization of air conditioning.  
From mid-2014, we realized the process of modernizing 
the installation of air conditioning in buildings of the PZU 
Group, accompanied by the gradual decommissioning 
of air conditioners that use ozone-depleting substanc-
es. Devices have already been replaced in five of the 
nine regional offices. In 2015, we want to do this in the 
remaining branches.

• Implementation of measurement control. 
To increase oversight of consumption and emission 
factors unfriendly to the environment, we have prepared 
a control system for electricity, heat, gas, oil and coal 
metering in all units of the PZU Group in Poland. Records 
of measurements begin in the period 2015-2016, so that 
we can designate specific numerical indicators pertaining 
to the reduction of consumption for the coming years.

hOW DO WE REDUcE  
thE ENviRONmENtAL  
imPAct Of OUR fLEEt?

We have created Poland’s first fleet of replacement 
vehicles, consisting of hybrid cars. We purchased 300 
Toyota Auris hybrid cars, which went to PZU car rental 
partners across the country. 

To limit the environmental impact of our fleet:
• we introduced limit cards on fuel; 
• we increased the share of the most economical 

vehicles (class Opel Corsa / Toyota Yaris) from 63% 
to 66% (PZU SA); 

• we familiarize our staff with the principles of ecod-
riving.

As a result, we managed to reduce the average 
monthly fuel consumption from 144 to 143 liters  
per car (PZU SA, 2013 vs. 2014).
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MUZEUM NARODOWEGO W KRAKOWIE

„Mamy świadomość, że współczesny odbiorca sztuki oczekuje form komunikacji integrujących przestrzeń 
artystyczną z przestrzenią społeczną. Liczymy, że nowe wnętrza Muzeum staną się miejscem sprzyjającym  
nowej jakości kontaktu z publicznością, dlatego staramy się ze znawstwem i we współpracy z projektantami  
nie rezygnować z tzw. pamiątek muzealnych. To nie tylko działanie komercyjne, ale również upowszechnieniowe...”

We provide a lot more information 
than that required by law. This report 
is proof of that. We want you to get to 
know us and our business as much  
as possible. 

Reporting on Corporate Social 
Responsibility is not just collecting 
data. It is primarily an analysis of 
our impact on the environment and 
society and our setting of priorities 
in this area. The preparation of each 
report according to the international 
reporting guidelines of the Global 
Reporting Initiative is a process that 
requires the involvement of many 
people. 

In this section:
• you will learn how the report was prepared; 
• we will familiarize you with the steps of the 

reporting process; 
• we will show you the most important issues of 

reporting on the sustainable development of PZU; 
• will present a list of indicators in what is known 

as the GRI Content Index.

BASIC  
INFORMATION 
ABOUT  
ThE REPORT

4

Photography from the exhibition “People of the PZU” presenting social engagement of PZU, 2012
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G4-17 G4-28, G4-29, G4-30
The report presents the results of operations of PZU SA 
in the period from Jan. 1, 2013 to Dec. 31, 2014., unless 
specified otherwise in the indicated piece of content. In 
the report information is also provided on the PZU Group, 
the PZU Foundation, the PZU Życie company and the PZU 
brand. In the body we use following names interchangea-
bly: PZU SA, PZU Company.

PZU SA publishes a corporate responsibility report every 
two years. The previous report for the years 2011-2012 
was published in 2013. The PDF version is available on the 
website www.pzu.pl. 

This report was prepared in accordance with the method-
ology of international reporting guidelines of the Global 
Reporting Initiative (GRI) in the latest version, known as G4, 
using the “Core” application option. The previous report was 
prepared using an older version of the GRI guidelines (G3.1) 
and encompassed two companies – PZU SA and PZU Życie. 

ChAPTER 4 BASIC INFORMATION ABOUT ThE REPORT

Joanna Gorczyca 
– acting manager of the Sponsoring, Prevention 
and cSR team 

The new GRI G4 guidelines brought many changes.  
Most notable was the concentration on the most relevant 
aspects of the company’s vision of reporting. It result-
ed that the report devotes much space to change and 
the strategy of our company and to our customers and 
services. Our stakeholders have heard about them, but 
selected issues may be new. It was important to us to 
report to in a transparent and clear manner the change 
that we have undergone as well as our business activi-
ties and social projects that supports them. I hope that 
through this report you will get to know us even better.

The Process of Preparing the Report
G4-13, G4-18, G4-22, G4-23, G4-32, G4-26, G4-33
Who was involved in the preparation of the report?
The new version of the G4 reporting guidelines has intro-
duced changes in the way the report is prepared and in the 
selected indicators. The scope of the report was limited, 
which refers to one company – PZU SA. The report does 
not contain any adjustments of the information contained in 
previous reports. [G4-22, G4-23]

Many persons took part in preparation of the report, whom 
we thank for their time, attention and commitment.  
They are:
• company stakeholders, who expressed their opinion on 

the report and the company through surveys and by 
providing comments in the report;

• PZU SA employees, managers and specialists from all the 
key areas of the company as well as senior management;

• the independent educational and consulting company 
CSRinfo, which supported in a substantive manner the 
PZU SA reporting process, according to the new GRI G4 
guidelines. 

The stakeholders in the survey pointed to three key matters:
1) the business strategy of the company and its plans for 

the future;
2) customers and the practices addressed to them;
3) the social activities of the company and its impact on 

local communities.

The report was prepared in such a way that stakeholders 
can find information on all three topics.

What stages made up the reporting process?
An important novelty in the preparation of the report was 
the process of defining its scope. This process was based 
on four reporting principles: materiality, stakeholder inclu-
siveness, the sustainability context and completeness. It 
consisted of three phases:
1) analysis of sustainability issues identified in the GRI stand-

ard, issues raised by stakeholders through questionnaires 
and issues raised by employees during the feedback ses-
sion to the report. In the analysis of sustainability issues 
industry trends, public opinion, media reports and a series 
of internal documents were also taken into account;

PZU gROUP StRUctURE (01.09.2015) 

G4-17

More information on www.pzu.pl

The structure does not cover investment fund. 

consolidated companies 

Affiliates
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2) prioritization of the most important issues of sustainable 
development by management, which in the course of the 
prioritization workshop held on May 14, 2015 discussed 
and selected key material aspects of PZU SA sustainabil-
ity reporting. The final prioritization of the aspects of the 
report was held on the basis of two criteria: the reputation 
of the company and the implementation of its strategy;

3) discussion on the selection of indicators at a workshop for 
the reporting employees held on May 25, 2015, which al-
lowed the taking of a decision on the selection of the most 
representative indicators, illustrating the most materia 
aspects of the reporting.

All the above actions enabled the collection of relevant data 
and the preparation of the content of the report. The data in 
the report was verified in two stages. The first stage of the 
verification was conducted internally by various departments 

KEy mAtERiAL ASPEctS Of PZU SA SUStAiNABiLity REPORtiNg 
G4-19, G4-20, G4-21

Aspect

Influence of the 
aspect outside of 
PZU SA

Influence of the 
aspect within  
PZU SA 

Place in 
the report

1. Transparency of the PZU offer and the responsible selling process Chapter 2

2. Standards of customer service, including the approach to the 
handling of complaints and grievances 

Chapter 2

3. Product innovations that respond to customer needs Chapter 2

4. Compliance – compliance with regulations and rules Chapter 1

5. Adherence to the highest standards of external communication Chapter 2

6. The approach to claims handling Chapter 2

7. Acting against corruption Chapter 1

8. Communication channels with customers Chapter 2

9. Customer data security Chapter 2

10. Engaging PZU in specialized projects and research  
that is important for the sector 

Chapter 3

of the company. The second stage of verification was carried 
out by the independent company Bureau Veritas Poland. 
Moreover we referred to the GRI Materiality Disclosure Ser-
vice to verify the proper placement in the report of indicators 
related to materiality, ie. Indicators from G4-17 to G4-27.

ASPECTS OF Pzu SA REPORTING
G4-18, G4-19, G4-20, G4-21, 

The process was carried out in accordance with the guide-
lines of the GRI G4 standard and brought forth the most 
important aspects of the PZU SA reporting, that is material 
issues that the report should describe. 

In addition to the key aspects, the company also presents 
in the report those aspects that in the process of defining 

gRi cONtENt iNDEX

significance gained slightly lower scores. However, they are 
associated with key aspects and therefore are also included 
in the report. They include: 
• information on financial results and market presence; 
• development of an ethical culture; 
• risk management; 
• satisfaction and employee involvement; 
• conditions of employment; 
• employee development;
• employee safety and health; 
• principles of cooperation with business partners; 
• criteria for selecting suppliers; 
• preventive programs to improve safety; 
• local social activities / volunteering / the activity of the 

PZU Foundation; 
• environmental policy.

Not all of them are described in the same detail as are ma-
terial indicators. This is due to the significance of the given 
aspect.

GRI G4 Content Index

The table presents a list of GRI indicators and indicates the 
page number in the report, for which there is a reference to 
an indicator. In a situation where there was no correspond-
ing indicator among those proposed by GRI, we used our 
own or custom indicator. The table also indicates whether 
the data associated with a given indicator have been inde-
pendently verified.

GRI G4 Indicator Guidelines

Reference 
in report 
(page no.)

Independent 
verification

Strategy and analysis

G4-1 Statement from the most senior decision maker about the relevance  
of sustainability to the organization and the organization’s strategy  
for addressing sustainability

2-3

Organizational profile

G4-3 Name of the organization 6

G4-4 Primary brands, products, and services 6, 34

G4-5  Location of the organizations headquarter 86

G4-6 Number of countries where the organization operates 6

G4-7 Nature of ownership and legal form 6, 77

G4-8 Markets served (including geographic breakdown, sectors served,  
and types of customers and beneficiaries)

6

G4-9 Scale of the organization 6–7

G4-10 Total workforce by employment type, employment contract and region  
and gender

24–25 YES

G4-11 Percentage of total employees covered by collective bargaining 
agreements

26 YES
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G4-12 Organization’s Supply chain 50

G4-13 Significant changes during the reporting period regarding size, structure, 
ownership, supply chain

77

G4-14 Explanation of whether and how the organization applies the 
precautionary approach or principle

70

G4-15  Externally developed economic, environmental and social charters, 
principles, or other initiatives to which organization subscribes or which 
it endorses

15

G4-16 Membership in associations (such as industry associations) and / or 
national / international organizations

58

identified material Aspects and Boundaries

G4-17 Information on all entities included in the consolidated financial 
statements of the organization or equivalent documents

77

G4-18 The process of defining the content of the report and implementing  
the reporting principles for defining report content

76, 78

G4-19 Material aspects identified in the process for defining report content 78

G4-20 Material aspect’s boundaries within the organization 78

G4-21 Material aspect’s boundaries within the organization outside  
of the organization

78

G4-22 Effect of any restatements of information provided in previous reports, 
and the reasons for such restatements

76

G4-23 Significant changes from previous reporting periods in the scope  
and aspect boundaries

76

Stakeholder engagement

G4-24 List of stakeholder groups engaged by the organization 54–55

G4-25 Basis for identification and selection of stakeholders with whom  
to engage

54

G4-26 The approach to stakeholder engagement 54–55

G4-27 Key topics and concerns raised by stakeholders and the response  
from organizations as well as through their reporting

54–57

GRI G4 Indicator Guidelines

Reference 
in report 
(page no.)

Independent 
verification

Report Profile

G4-28 Reporting period 76

G4-29 Date of most recent previous report (if any) 76

G4-30 Reporting cycle (annual, biennial) 76

G4-31 Contact point for question regarding the report or its contents 86

G4-32 In accordance option chosen 79

G4-33 External assurance 78

Governance

G4-34 Governance structure of the organization 8

ethics and integrity 

G4-56 Organization’s values, principles, standards and norms of behavior  
such as codes of conduct and codes of ethics

10, 17

Performance indicators

GRI G4 Indicator Guidelines

Reference 
in report 
(page no.)

Independent 
verification

ECONOMIC PERFORMANCE

Aspect: communicating financial results and market presence

PZU custom 
indicator

Selected financial indicators 7

Aspect: Principles of cooperation with business partners

G4-DMA The approach to governance in the area of cooperation with business 
partners

49–50

Aspect: risk management

G4-DMA The approach to management in the area of risk 15–16

Aspect: Selection criteria for suppliers

G4-DMA The management approach to selection of supplier 50–51

GRI G4 Indicator Guidelines

Reference 
in report 
(page no.)

Independent 
verification
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ENVIRNOMENTAL PERFORMANCE

Aspect: materials and energy

G4-DMA Approach to managing environmental impacts 70–71 YES

G4-EN1 Materials used by weight or volume 71 YES

G4-EN3 Energy consumption within the organization 72 YES

G4-EN23 Total weight of waste by type and disposal method 73 YES

SOCIAL AREA – CUSTOMERS

Aspect: Product and Service Labeling / transparency of PZU’s offer and a responsible selling process

G4-DMA Management approach to ensure transparency in the area of PZU's offer 
and to ensure a responsible sales process

36–43 YES

G4-PR5 Results of surveys measuring customer satisfaction 43, 49 YES

Aspect: customer service standards, including the approach to dealing with complaints

G4-DMA The approach to governance in the area of customer service standards 
including in the approach to the handling of complaints

39–43 YES

Custom indicator The average time for dealing with complaints 43 YES

Aspect: Product innovations that response to customer needs

G4-DMA The approach to the management of product innovation 35 YES

Custom indicator Customer satisfaction rate with the use of direct claims settlement 45–46 YES

Aspect: The approach to claims handling

G4-DMA The approach to the management of claims settlement 45–46 YES

Custom indicator Rate of customer satisfaction with the claims handling process 45 YES

Aspect: channels of communication with customers

G4-DMA The approach to governance in the area of communication channels with 
customers

36–38 YES

Custom indicator The use of the Contact Center channel 36 YES

GRI G4 Indicator Guidelines

Reference 
in report 
(page no.)

Independent 
verification

GRI G4 Indicator Guidelines

Reference 
in report 
(page no.)

Independent 
verification

Aspect: customer Privacy

G4-DMA Approach to managing customer data security 44 YES

G4-PR8 Total number of substantiated complaints regarding breaches of 
customer privacy and losses of customer data

44 YES

Aspect: marketing communications / compliance with the highest standards of external communication.

G4-DMA The approach to the management of external communications standards 
compliance

38 YES

G4-PR7 Total number of incidents of non-compliance with regulations and 
voluntary codes concerning marketing communications, including 
advertising, promotion, and sponsorship, by type of outcomes

38 YES

SOCIAL AREA – SOCIETY

Aspect: engaging PZU in specialized projects and research that is important for the sector.

G4-DMA The approach to management in the area of PZU’s involvement in 
specialized and research projects and which are important for the sector

58 YES

Aspect: Prevention programs to improve safety

Custom indicator The scale of spending on prevention 59 YES

Aspect: Local community activities / volunteering / the foundation’s activity

PZU custom 
indicator

The number of volunteer workers 69 YES

SOCIAL AREA – ETHICS/COMPLIANCE

Aspects: Anti-corruption / development of an ethical culture

G4-DMA The approach to governance in the area of anti-corruption and the 
development of an ethical culture

17–18 YES

G4-SO5 Confirmed incidents of corruption and actions taken 18 YES
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Aspect: compliance / compliance with laws and regulations

G4-DMA The approach to management in the area of compliance (compliance 
with laws and regulations)

17–18 YES

G4-PR9 Monetary value of significant fines for non-compliance with laws and 
regulations concerning the provision and use of products and services

19 YES

SOCIAL AREA – EMPLOYEES

Aspect: Labor Practices grievance mechanisms

G4-DMA The approach to governance in the area of employment conditions 26 YES

G4-LA16 Number of grievances about labor practices filed, addressed, and 
resolved through formal grievance mechanisms

27 YES

Aspect: customer satisfaction and employee engagement

G4-DMA The approach to management in the area of customer satisfaction and 
employee engagement.

27 YES

PZU custom 
indicator

Employee engagement index 27 YES

Aspect: occupational health and Safety

G4-DMA The approach to management in the area of employee safety and health 28–29 YES

G4-LA6 Type of injury and rates of injury, occupational diseases, lost days, and 
absenteeism, and total number of work-related fatalities, by region and 
by gender*

29 YES

Aspect: Training and education

G4-DMA Approach to the management of the development and education  
of employees.

27–28 YES

G4-LA9 Average hours of training per year per employee by gender, and  
by employee category

28 YES

* Reported indicator partially with no breakdown by gender and regions.

INDEPENDENT VERITICATION 
STATEMENT

To: The Stakeholders of PZU SA

introduction and objectives of work 
bureau Veritas Polska Sp. z o.o. (Bureau Veritas) has been 
engaged by PZU SA to conduct an independent assurance of its 
report “corporate Social Responsibility Report of PZU SA 
2013 - 2014” (Report). This Verification Statement applies to the 
related information included within the scope of work described 
below. 
This information and its presentation in the Corporate Social Re-
sponsibility Report of PZU SA 2013 – 2014 are the sole responsibili-
ty of the management of PZU SA. Bureau Veritas was not involved 
in the drafting of the Report. Our sole responsibility was to provide 
independent verification on the accuracy of information included.
This is the first year in which we have provided verification over 
corporate Social Responsibility Report of the PZU SA

Scope of work
PZU SA requested Bureau Veritas to verify the accuracy of the 
following:
• Data and information included in the corporate Social 

responsibility report of PZU SA for the period 1.01.2013 - 
31.12.2014.r

methodology 
As part of its independent verification, Bureau Veritas undertook 
the following activities: 
1. Interviews with relevant personnel of PZU SA;
2. Review of documentary evidence produced by PZU SA; 
3. Audit of performance data; back to source – for indicators high-

lighted in GRI Indicators Table of the Report;
4. Review of PZU SA systems for quantitative data aggregation and 

analysis.

Our work was conducted against Bureau Veritas’ standard pro-
cedures and guidelines for external Verification of Sustainability 
Reports, based on current best practice in independent assurance.

The work was planned and carried out to provide limited, rather 
than absolute assurance and we believe it provides an appropriate 
basis for our conclusions. 

Our findings 
On the basis of our methodology and the activities described above: 
• Nothing has come to our attention to indicate that the reviewed 

statements within the scope of our verification are inaccurate 
and the information included therein is not fairly stated; 

• It is our opinion that PZU SA has established appropriate sys-
tems for the collection, aggregation and analysis of quantitative 
sustainability related data. 

Limitations and Exclusions
Excluded from the scope of our work is any assurance of informa-
tion relating to:
• Activities outside the defined assurance period 
• Positional statements (expressions of opinion, belief, aim or fu-

ture intention by PZU SA and statements of future commitment.

This independent statement should not be relied upon to detect all 
errors, omissions or misstatements that may exist.

Statement of independence, impartiality and competence
Bureau Veritas is an independent professional services company 
that specialises in Quality, Health, Safety, Social and Environmental 
management with more than 180 years history in providing inde-
pendent assurance services.

Bureau Veritas has implemented a Code of Ethics across the busi-
ness to maintain high ethical standards among staff in their day to 
day business activities. We are particularly vigilant in the prevention 
of conflicts of interest.

No member of the assurance team has a business relationship with 
PZU SA, its Directors or Managers beyond that required of this 
assignment. We have conducted this verification independently, and 
there has been no conflict of interest.

The assurance team has extensive experience in conducting verifi-
cation and assurance over environmental, social, ethical and health 
and safety information, systems and processes, and understand-
ing of Bureau Veritas standard methodology for the Assurance of 
Sustainability Reports. 

Warszawa, September 30, 2015
Bureau Veritas Polska Sp. z o.o.

Witold Dżugan     
Board Member      
 

Grażyna Miller
Lead Verifier
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