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2003

ALLIANZ GROUP" 2004 Change from
prev. year in %
Earnings
Total revenues? € mn 96,892 3.3 93,779
Operating profit € mn 6,856 68.6 4,066
Earnings before taxes € mn 5,183 81.2 2,861
Net income € mn 2,199 16.4 1,890
Balance sheet
Investments € mn 319,552 8.3 295,067
Loans and advances € mn 314,786 (1.9) 320,770
Shareholders’ equity € mn 30,828 7.8 28,592
Insurance reserves € mn 355,195 14.0 311,47
Liabilities to banks and customers € mn 348,628 4.7 333,044
Balance sheet total € mn 994,698 6.3 935,912
Returns
Return on equity after taxes % 74 (0.1) % pt 75
Return on equity before
0 0
amortization of goodwill o 13 (1.8) % pt 131
Share information
Earnings per share € 6.01 75 5.59
Earnln.gs per share befpre € 9.19 .9) 9.77
amortization of goodwill
Dividend per share € 1.75 16.7 1.50
Dividend payment € mn 674 223 551
Share price at year-end € 97.6 (2.5) 100.1
Market capitalization at year-end? € bn 35.9 2.2) 36.7
Miscellaneous
Employees 162,180 (6.7) 173,750
Assets under management € bn 1,078 8.2 996
" Items within the “Earnings” and “Balance sheet” sections are Allianz Group consolidated numbers.
2 Total revenues comprise property-casualty segment’s gross premiums written, life/health segment’s statutory
premiums, banking segment’s operating revenues, and asset management segment’s operating revenues.
 Excluding treasury shares.
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Performance 2004 - Segments

PROPERTY-CASUALTY INSURANCE

In property-casualty insurance, we continued to focus on profitable
growth through selectively increasing our business volume. We reduced
our combined ratio by 4.1 percentage points to 92.9 % in 2004. This
improvement of our operating profitability is not reflected in the devel-
opment of our result, since we benefited in 2003 from a high level of
investment-related realized gains.

ALLIANZ GROUP

Earnings after taxes before
amortization of goodwill
in € mn
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LIFE/HEALTH INSURANCE

Total statutory premiums increased by 6.8 % to € 45.2 billion in 2004,
reflecting growth in new business, in particular of our life/health oper-
ations in the United States and in Germany. In addition, increased net
capital gains and lower impairments on investments contributed posi-
tively to the improved earnings in 2004.

Earnings after taxes before
amortization of goodwill
in € mn
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BANKING

In 2004, we successfully drove forward the restructuring of our banking
business. Operating revenues decreased by 4.0% to € 6.5 billion, mainly
due to deconsolidation effects. At Dresdner Bank, operating revenues
remained fairly constant. Due to our cost-cutting measures and the signi-
ficant reduction of our net loan loss provisions, we successfully achieved
earnings after taxes and before goodwill amortization of € 449 million.

Earnings after taxes before
amortization of goodwill
in € mn
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ASSET MANAGEMENT

The Allianz Group is one of the five leading asset managers in the world.
Net inflows to third-party assets under management reached € 31 billion.
Operating revenues improved by 3.1 % to € 2.3 billion. Earnings after
taxes and before amortization of goodwill amounted to € 399 million
in 2004.

Earnings after taxes before
amortization of goodwill
in € mn .
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Performance 2004 - Our “3+0One” program

The goal of the Allianz Group is to achieve sustainable  The ongoing implementation of these initiatives assists us
growth of our competitive strength and value. In order to in realizing our long-term goal, the “+One”: sustainable
accomplish this, we implemented a number of initiatives increase of our competitive strength and value. For more
in 2003, which we characterize as our “3+0ne” program.  details, see the “Strategy” chapter on pages 12 to 14.

The “3" stands for protecting and strengthening our capi-
tal base, significant boost of our operating profitability and
a leaner portfolio, and thus a reduction of complexity.

We achieved considerable progress on all four initiatives:

1 Protecting and strengthening our capital base

H Solvency ratio Improvement in risk position
Continued growth of : in insurance business surplus according to our
shareholder’s equity by increased to internal risk model
+€22bn 223.9% € 15.8 bn

2 Significant boost of our operating profitability

Combined ratio Operating cost-income :
Operating in property-casualty ratio in life/health Operating profit
profit insurance insurance in Banking
€69bn | 929% 95.5 0 . € 603 mn

Cost-income ratio
in Asset Management

62.9%

3 Leaner portfolio and reduction of complexity

Number of Risk capital released
Divestments as a result
20 € 0.5bn

+0ne Sustainable increase of our competitive strength and value

Customer focus In 2005 we will continue
initiative launched our focus on profitable growth

Sustainability
program launched
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For those of you who would prefer to skip this introductory part, please take this piece
of news with you: In 2004, Allianz took a significant step towards long-term profi-
table growth. Today, with profits standing at €2.2 billion, the company is considerably
stronger than it was a year ago, and is in an ideal position to drive forward its goals.
As a result, we are proposing to pay out a dividend of €1.75 per share to our sharehol-
ders. Compared to the previous year, this increase comes up to 16.7 %. Here ends the
abridged version.
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Allow me now to take you back to the last Annual General Meeting. At this meeting,
[ informed you that we expected Dresdner Bank to report positive net income for 2004
before restructuring costs. I announced improvements in the combined ratio of the
property insurance business of our French insurer AGF and reported that our represen-
tatives in Germany were to undergo specialist training in preparation for the offering
of banking services and banking products to their clients. All in all, I presented Allianz
as a company not content to simply comply with standards, but as a company that is
constantly striving to outperform the market and its own business plans.

These pronouncements have now become reality. We have, in point of fact, sur
passed our promises. For instance, Dresdner Bank was in the black even after restructu-
ring costs had been accounted for. The AGF achieved its target of pushing the combined
ratio below 100 %, hitting 98.4 %. In Germany, we pushed our “integrated financial
services provider” concept up to the next level. In 2004, our representatives completed
the necessary professional training and will, during the current fiscal year, offer clients
a comprehensive range of banking services and products. Our aim in pursuing this
sales channel is to gain no fewer than 300,000 new Dresdner Bank clients. Overall, all
four business segments made significant operating improvements, demonstrating clear
purpose-driven determination. Your Allianz is therefore clearly back on course again,
moving ever closer to its goal of becoming one of the world’s leading financial services
providers and a company people can trust.

We made some great achievements in 2004, but we’re not finished yet. This year,
we are raising the bar for our “3+One” program by aiming to further increase capital
efficiency and profitability while continuing to reduce complexity. As a result, work
on the first three program components of “3+One” is continuing relentlessly. Our goal
is to generate better returns for you, our shareholders. And we have not forgotten our
promises with regard to the “+One” concept either; i.e. to increase our competitive
strength and value over the long term — and we will continue to put every effort into
achieving this in 2005.

Alongside our successes, 2004 did of course see a few setbacks. Over the year as
a whole, development of the Allianz share price was disappointing, despite a sharp
upturn in the final quarter. Since my first Letter to the Shareholder, there have been
continued improvements in the development of our business. This development was
acknowledged by the media and financial analysts, but was only moderately rewarded
on the stock exchange. This causes me deep regret for [ am fully aware that you have
invested your hard-earned money in the future of Allianz. Although Allianz is managed
on your behalf to promote long-term, predictable and sustainable revenue growth,



ALLIANZ GROUP

[ believe that in the past fiscal year you, our shareholders, certainly deserved to see a
more positive market reaction to our future business outlook. Why then, did the share
price fail to reflect our business successes?

In discussions with financial analysts and investors, we have gone to great lengths
to explain and discuss our results and our plans for the future. Over the past year, we
have been in direct contact with many Allianz shareholders and taken their opinions on
board. Therefore, the share price cannot have been adversely affected by a lack of trans-
parency or accessibility. Perhaps, following the shocks of recent years, there is not yet
sufficient trust in our “3+One” program that runs until 2006 performing as promised
and taking Allianz to the Number One position. It is clear that in order to maintain this
trust we have to deliver, without fail, on all our promises. The positive development in
the share price after publication of our 2004 third quarter figures served to support my
conviction that you are prepared to follow us if our work stands the test of time.

However, it may also be the case that the development of the Allianz share price suf-
fered as a result of our evident failure to resolve certain critical issues. One criticism
leveled at us was that our equity allocation is still too high, and that our earnings
are consequently still too dependent on equity market fluctuations. The question of
whether or not we should also consider selling large operating units in the foreseeable
future also became the object of lively public discussion, as did the future of our in-
vestment bank Dresdner Kleinwort Wasserstein. And the media and analysts called for
us to have an even more focused strategic business direction.

[ would like to take this opportunity to respond to all this.

With respect to equity allocation, we have meanwhile brought down the equity quota
of our investment portfolio to an acceptable level: 14.2 %. The transaction that was
announced at the end of January 2005 will at the same time reduce the equity quota,
significantly improve our borrowing structure and strengthen our equity base. Although
this combination of different measures will marginally dilute voting stock, it should
have minimal economic impact due to the fact that lower debt service costs and a
broader capital base increase profitability and should therefore not have any negative
repercussions for our earnings per share.

We have only ever considered selling companies if we were fully convinced that the
unit in question would not be capable, under reasonable conditions, of adding value
for clients or shareholders, even over the medium term. On this basis, we divested a
number of non-strategic obligations in the past two years, including some that were

5
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particularly substantial. Please note that [ am referring here only to peripheral activities,
and not to our really significant subsidiary companies. We have put in hard work for
these companies, returning them as far as necessary to the path of profitable growth,
day by day, product by product, client by client. Selling one of these larger companies
would have been by far the worse option compared to the value that we can generate
from them.

During the course of last year, I was also questioned about our strategic objectives.
[s there, in reality, such a lack of visibility surrounding these — as has been criticized?
Just in case [ have not expressed myself clearly enough in the past, I would like to
reiterate what our team stands for. Our objective is to be the international financial services
provider that is trusted because we deliver on, or surpass, all of our promises. From the out-
set, our aim has been to put all our energy into pursuing this objective and self-assigned
undertaking, and into making it a reality.

However, we still have some way to go before we can achieve this. You may be
wondering if this undertaking will spur on the Allianz share price over 2005. Common
sense — not to mention the advice of our legal department — prevent me from making
any predictions. Instead I can offer you the next best thing: an outline of the initiatives
we intend to introduce to accelerate the profitable growth of your company and increase
its competitiveness and value on a sustainable basis.

The key word is trust. You may feel like you’'ve heard this over and over — but
that’s a good thing. Trust is all important to Allianz. If people trust us to always deliver
on, or surpass, our promises, there’ll be enormous potential for our business. We sell
financial products that satisfy the basic human requirement of financial security and
a decent financial livelihood. Trust is fundamental to this. However, trust cannot be
bought; it must be earned, little by little. We have a three-stage model to help us get
there. Number one: We state what can be expected of us. Number two: We live up to
these expectations or, better still, surpass them. Number three: We keep repeating the
first two steps and, as a result, keep on getting better and better.

As an enterprise, if you want to achieve extraordinary growth, you need to ensure that
the entire organization is fully behind you. That is why, one and a half years ago, we
introduced new leadership values, outlining the exact areas we want to focus on, the
way we work with our clients and the way we work together as a team. This is a set
of guiding principles that provide the highest professional management benchmarks for
the implementation of our strategy and our program.
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We have no intention of fostering a culture that only sees the good news. Our leader-
ship values therefore call for us to speak honestly and openly with one another, to learn
from our mistakes and to subsequently put everything we have learnt into practice.
However, a corporate culture doesn’t spring up overnight; it needs time to grow. Our
regular employee questionnaires regarding the extent to which these principles are
being followed indicate that this process takes time. Nevertheless, the corporate cul-
ture is gaining momentum and impact, which in my opinion is great news for you, the
shareholder.

Firstly, having a corporate image helps us to overcome what I call the “silo syndrome” —
a mentality whereby employees work within the narrow confines of their department
walls and do not feel part of a whole. If [ were to single out just one aspect of our
corporate culture that [ want every employee to have in mind, it is this: [ work for an
international corporation — not a national division, and not a department. A silo men-
tality leads to redundancies and inefficiency, and potentially prevents the best of our
Group’s business ideas and methods from reaching clients in other markets. It means
that we, unnecessarily, fail to get the most out of our strengths and, as a result, give
away competitive advantages.

Secondly, the leadership values are also important for making sure the entire or-
ganization is focused on delivering on promises. It forces every individual to put the
customer’s interests first. The customer is the boss. His success is our business. If we
do the job well and our products, services and approaches live up to customer expecta-
tions, customers will be prepared to pay a premium for services that are relevant to
them and cannot be found elsewhere.

All of the above is helping us to win over new customers and give customers the
incentive to approach us on their own volition when they require new financial services
which, ultimately, will lead to an increase in our revenue per customer. By striving
towards excellence and reliability we are putting our faith in long-lasting customer re-
lations — a lifelong partnership based on mutual benefit. As an investor, you can expect
a more stable and predictable long-term flow of profitable revenue as a result of this.
What is our agenda for fiscal 2005? We are driving forward two comprehensive pro-
grams that will increase the competitive strength and sustainable value of your company
over the long term.

The first program on the agenda is our sustainability program. For this, our best specia-
lists seek out outstanding successes within your company worldwide from our range of

7
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products, services and operating implementation for the property and casualty and life
insurance business. Best solutions featuring a number of components are then drawn
up as compulsory catalogues for those companies not yet working at the same pitch. In
this way we achieve the sustainability that is enshrined in our “+One” concept.

The second program is a group-wide project aimed at rapidly promoting an even
more passionate customer orientation. A key criterion for ascertaining whether Allianz
has the decisive edge is the willingness of our customers to recommend us to others. We
will therefore be gradually introducing this criterion into the performance measurement
and bonus calculations for our entire management team.

We expect both these approaches to increase our long-term competitive strength and
add value to Allianz — value that will justify your confidence in the future of Allianz.

[ also believe that all the positive effects that our company can have, such as serving
customers, creating competitive jobs and apprentice places, having a positive impact on
society, showing corporate citizenship, are only possible if we are able to create value
for you, our shareholders. To me, social responsibility is not simply an empty word;
it is an inherent part of a modern company’s philosophy — a concrete management
responsibility that [ hold close to my heart. That is why our foundations are continuing
to champion disadvantaged people, the environment, and for culture. That is also why
[ am so proud that our employees, on their own volition, donated €1 million for the
victims of the Asian tsunami. In collaboration with our subsidiaries, we managed to
raise this sum to €2.7 million. [ am convinced that we are also successful because we
are doing something within an appropriate framework for our social environment. That,
too, is a form of sustainability.

Dear Shareholders, we are still facing many challenges, but do not forget that Allianz
already has a lot going for it. I am speaking here primarily about our 162,200 employ-
ees and about the representatives and sales agents in our team. [ am extremely proud
of their achievements, their tenacity and their determination to bring success both
for Allianz and for our customers. In 2004, they showed me just how good it feels
when all expectations are surpassed. It helped me affirm that the business approach
we have chosen is the right one and, at the same time, also showed just what class
they have. I believe they deserve your thanks; [ personally would like to express my
gratitude to them for their extraordinary commitment and dedication on behalf of you,
our shareholders.
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Fiscal 2005 will test our abilities to drive our “3+One” program even further and raise
our potential. We will do that. Our management team is united and our employees are
well motivated. Business is strong again and becoming stronger quarter by quarter. This
all fills me with optimism, but it is the company itself and its pace of change that is
making me particularly optimistic. Nevertheless, what counts in the end is that you are
content with your investment. And we will do our utmost to deliver on our promises.

.j-dh&nﬂ-u-l l-lh..-...; ,
A T

Michael Diekmann
Chairman of the Board of Management

9
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Supervisory Board

Dr. Henning Schulte-Noelle Chairman
Former Chairman of the Board of Management
Allianz AG

Norbert Blix Deputy Chairman
Employee, Allianz Versicherungs-AG

Dr. Wulf H. Bernotat
Chairman of the Board of Management E.ON AG

Dr. Diethart Breipohl
Former Member of the Board of Management
Allianz AG

Bertrand Collomb until December 31, 2004
Président du Conseil dAdministration Lafarge

Dr. Gerhard Cromme
Chairman of the Supervisory Board
ThyssenKrupp AG

Jirgen Dormann until May 5, 2004
Chairman ABB Ltd.

Claudia Eggert-Lehmann
Employee, Dresdner Bank AG

Hinrich Feddersen

Union Secretary at ver.di -

Vereinte Dienstleistungsgewerkschaft,
Federal Administration, Berlin

Peter Haimerl
Employee, Dresdner Bank AG

Prof. Dr. Rudolf Hickel
Professor of finance

Prof. Dr. Renate Kocher
Chairman Institut fiir Demoskopie Allensbach

Igor Landau since January 1, 2005

Member of the Board of Directors Sanofi-Aventis S.A.

Frank Ley until May 4, 2005
Employee, Allianz Lebensversicherungs-AG

Dr. Max Link since July 1, 2004
Employee, Allianz Versicherungs-AG

Karl Neumeier
Employee, Allianz Versicherungs-AG

Herbert Pfennig until June 30, 2004
Employee, Dresdner Bank AG

Sultan Salam
Employee, Dresdner Bank AG

Dr. Albrecht E. H. Schéfer from May 5, 2004
until May 4, 2005

Corporate Vice President, Head Personnel World,
Siemens AG

Dr. Manfred Schneider
Chairman of the Supervisory Board Bayer AG

Margit Schoffer
Employee, Dresdner Bank AG

Prof. Dr. Hermann Scholl until May 4, 2005
Chairman of the Supervisory Board
Robert Bosch GmbH

Prof. Jiirgen E. Schrempp until June 30, 2004
Chairman of the Board of Management
DaimlerChrysler AG

Prof. Dr. Dennis J. Snower since July 6, 2004
President Institut fir Weltwirtschaft Kiel



Board of Management

Michael Diekmann
Chairman of the Board of Management

Dr. Paul Achleitner
Group Finance

Detlev Bremkamp until December 31, 2005
Europe II, Assistance, Allianz Global Risks,
Allianz Marine & Aviation,

Alternative Risk Transfer, Reinsurance

Jan R. Carendi
Americas

Dr. Joachim Faber
Allianz Global Investors

Dr. Mario Greco as of May 1, 2005
Europe Il

Dr. Reiner Hagemann
Europe |,
Director responsible for Labour Relations

Dr. Helmut Perlet

Group Controlling, Financial Risk Management,

Accounting, Taxes, Compliance

Dr. Gerhard Rupprecht
Group Information Technology,
Life Insurance Germany

Dr. Herbert Walter
Allianz Dresdner Banking

Dr. Werner Zedelius
Growth Markets

ALLIANZ GROUP
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Strategy

The momentum and results of our “3+0ne” program are accelerating

our profitable growth.

Our objective is to be the international financial ser-
vices provider that is trusted because we deliver on,
or surpass, all of our promises. And we are modifying
our business model to achieve this. Our first step in this
direction was the introduction of our strategic “3+One”
program. In the year under review, we drove forward
implementation of the program’s first three items in an
outstanding joint effort with our operating units. We
also prepared for the launch of two sizeable initiatives
that will help increase our competitive strength and
value on a sustainable basis. Starting in 2005, these ini-
tiatives are set to give a significant boost to the “+One”
element of the program, thus putting all the key ele-
ments in place for improving the return on equity.

Our “3+0One” program is working towards creating
an improved Allianz with a higher value by the
year 2006, with the aim of driving value creation
up a level and assuring increases in value. We are
striving to ensure that your Allianz experiences
profitable growth whatever the market situation.
And this has to be of benefit to anyone connected
with this; be they clients, shareholders, employees
or our social environment. Our program is based
on four main initiatives:

1 Protecting and strengthening
our capital base

2 Giving a significant boost to our
operating profitability

3 Reducing complexity

+0ne

Increasing our competitive strength
and value on a sustainable basis

On page 2 we gave a brief overview of how far
we have come with points 1 to 3 of this list. The
management report of the full Annual Report takes
more and more in-depth look at this progress, seg-
ment by segment. Therefore, in this section we are
concentrating on the “+One” element.

+0ne. Increasing our competitive strength
and value on a sustainable basis

In order to make significant progress towards achiev-
ing this strategic objective, we are pressing ahead
with our efforts to leverage on the size, reach, in-
ternationality and competence of Allianz. The re-
percussions this has on our corporate identity and
the way we work together as a group is changing
fundamentally. We have introduced an internal
capital market and are working with a dividend
model with a minimum prerequisite that capital
costs have to be generated before any further capi-
tal is allocated. This approach has been successfully
strengthened by group-wide management guide-
lines and a mutual incentive system.

We are now going a step further and are con-
solidating our excellent resources to become a
global organization within which everybody re-
ally learns from each other. Our intention is to
become an Allianz with a less fragmented struc-
ture and units that no longer follow their own
arbitrary laws as regards business results. We
want your Allianz to become a true corporate
entity; an entity that, despite continuing to work
on a “multi-local” basis, is more unified than it
used to be thanks to its shared operating system,



mutual initiatives and a common corporate culture
with strong values. The aim of having such com-
mon goals is to ensure that Allianz is more than
simply the sum of its parts and ensure a sustainable
increase in our competitive strength and value.

In respect of this next phase, we addressed the
following questions:

_ Will we be able to achieve the same level of oper-
ating excellence across all subsidiaries to achieve
a proficiency level that is far superior to that of
any competitor? We are convinced that we can
achieve this excellence if we do our utmost to
implement the best business ideas and business
methods of our Group across all of our units.

_ Can we claim to be the first choice of customers,
wherever they are in the world, because our pro-
ducts, customer service, and advisory services
meet — or surpass — the customers’ expectations,
and because we resolve issues in a fair and pro-
fessional manner?

In 2004, we used these questions as a launching
pad for two initiatives. Under the first initiative,
our Sustainability Program, our top specialists
search systematically and worldwide through-
out the entire company, to seek out outstanding
successes in product offerings, service offerings
and operating implementation within both pro-
perty-casualty insurance and life insurance. For
companies that are still falling below the level
required by Allianz and/or the market, binding
obligation catalogs will be created, committing
these companies to assume the highest Allianz
standards. Only the best is good enough for our
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organization; and as a result of our subsidiaries
working closely together, we are avoiding too
much interference from above in the program.

The second initiative, which is also being im-
plemented across the entire group, is even more
customer-focused. At present, the project team
is undertaking a ruthless analysis. Starting from
summer 2005, we will then implement the initial
projects for this program. The objective is to take a
more customer-oriented approach towards our pro-
duct and service offerings, and our flexibility and
awareness in order that customers perceive us to
be excellent, recommend us to others, and see us
as the first place to turn when they need financial
services.

We are confident that these projects will give a

substantial boost to the “+One” element of our pro-
gram for the following reasons: One, because we
are ensuring that every promising idea for poten-
tial progress and improvement is given a chance;
and two, because we will make sure that every
member of the organization is brought along with
us. These projects represent a general guiding prin-
ciple for every Allianz employee — irrespective of
the business segment, region or position in which
they work for clients and shareholders.
In terms of our business objectives, we will contin-
ue to put all our efforts into strengthening our out-
standing market position in property and casualty
insurance, life and health insurance, asset manage-
ment and, within Germany, also in banking. We ex-
pect to experience significant growth as a result of
increasing demand for high quality, highly secure
products in the huge pension and wealth creation
market within both Europe and the U.S.A.

ADILVYLS
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In order to be even better prepared for this demand
and to live up to our customers’ high expectations,
we will be working even more resolutely towards
further strengthening our sales channels and
providing specialist training to our sales employ-
ees. To benefit from the extraordinary dynamic
growth of strategic future markets, we also intend
to strengthen our market position within China,
India and Russia.

We are confident that these initiatives will bring
us a good deal closer to the target we have set for
ourselves; i.e., becoming the international financial
services provider that is trusted because it delivers
on, or surpasses, each and every one of its promises.
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Marginal loss despite year-end growth spurt

On the stock markets, 2004 was a year shaped by cau-
tious optimism. Growing confidence in the continued
recovery of the global economy helped to cultivate the
market, but this was dampened somewhat by increa-
sing oil prices and a comparatively strong euro to
the dollar. The 2.5% drop in our share price over the
course of the year is a clear indicator that this climate
failed to foster sufficient optimism. The closing price
for the year was € 97.60. It is evident that confidence
in our ability to stabilize Group business development
and return to strong profitable growth was not quite
as strong as expected. However, our previous figures
attest to the fact that we have made great progress.
Dividend payouts to you, our shareholders, are to re-
flect this and allow you to participate in these improve-
ments. Therefore, at the Annual General Meeting, we
will propose to pay out € 1.75 per share certificate.

Varying price fluctuations

Following a strong 23.9 % increase in value the
previous year, the Allianz share lost momentum in
2004 and remained almost unchanged over the year
as a whole. With a 2.5 % drop in value, our share
performed weaker than both the Dow Jones EURO
STOXX 50, which experienced a 6.9 % increase,
and Dow Jones EURO STOXX Insurance, which
increased by 7.4 %. The € 111 high reached by the
Allianz share in January 2004 was followed by a
disappointing development until the fall. An up-
turn was sparked only after the presentation of our
third quarter results, prompting several analysts to
issue a buy recommendation for our share, which
led to a return to price increases. This counter
movement indicates that investors accept business

improvements if these are presented to them in
black and white and subsequently strengthen their
Allianz interest. In the latter two months of the
year, our share price increased by 17.1 %, causing it
to rank among the Dow Jones EURO STOXX 50 con-
stituents, which experienced the biggest increase
in value over that period.

Development of the Allianz share price versus Dow Jones
EURO STOXX 50 and Dow Jones EURO STOXX Insurance
Indexed on the Allianz share price in €

120]

Jan | Feb| Marl Apr‘ May‘ Jun ! Jull Aug‘ Sep‘ oct! Novl Decl 70

mmm Allianz
mmm Dow Jones EURO STOXX 50
Dow Jones EURO STOXX Insurance

Source: Thomson Financial Datastream
Current information on the development of the Allianz share price is available
on the Internet at www.allianz.com/investor-relations.

Since the 2003 recovery in share prices could
by far not offset the massive deterioration of the
previous years, and since the share price failed to
achieve further positive growth in the year under
review, share price development in a ten-year com-
parison was marginally negative, standing at an an-
nual average minus of 0.8 %. Looking back over the
past twenty years, our share price has experienced
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average annual growth of 7.0 %. To track the per-
formance of your own investment in Allianz shares,
you can use the share calculator that is available at
www.allianz.com/investor-relations.

Allianz share performance in comparison
Average annual performance in %

Performance

DAX

1 year 5 years 10 years

2004 2000-2004 1995-2004

Allianz (excluding dividends) (2.5) (20.0) (0.8)
Allianz (including dividends) (0.8) (19.1) 0.1)
73 (9.4) 7.3

Dow Jones EURO STOXX 50 6.9 9.7) 8.4
Dow Jones EURO STOXX Insurance 74 (12.1) 4.8

Source: Thomson Financial Datastream

With a market capitalization of €36 billion at the
end of the year, Allianz is one of the most highly
valued financial services providers in Europe. Our
share is listed on all the major European indexes:
Germany’s DAX, Dow Jones EURO STOXX 50 and
MSCI Europe, and it is used in calculating the
MSCI World Index. The Allianz share is also inclu-
ded on the FTSE-4-Good and Dow Jones Sustain-
ability indexes. The latter index only lists the top
10 % of companies in a given industry that have ob-
tained the best rankings in a sustainability rating.
The ranking is based on economic, ecological and
social criteria. For more information about this,
visit www.allianz.com/sustainability.

Weighting of the Allianz share in major indexes
on December 31, 2004 in %

DAX (fifth largest single share) 74
Prime Insurance (largest single share) 63.3
Dow Jones EURO STOXX 50

(16th largest single share) 22
Dow Jones EURO STOXX Insurance

(second largest single share) 174
MSCI Europe (36th largest single share) 0.6
MSCI Europe Insurance (largest single share) 13.4
MSCI World (99th largest single share) 0.2

Source: Deutsche Borse, Dow Jones Indexes/STOXX Ltd., Morgan Stanley
Capital International

Increased earnings per share

Substantial progress in the operating business helped
to increase net profit to €2.2 (1.9) billion. Despite
the fact that share numbers were higher than the
previous year (attributable to the capital increase
in April 2003), earnings per share rose 7.5% to
€6.01.



Higher dividend

We would like our shareholders to benefit from the
improved business development and will therefore
propose, at the Annual General Meeting, to issue
you with a dividend of €1.75 per share, which
represents a 16.7 % or € 0.25 increase. We are thus
driving our continued dividend policy forward. At
the same time, the dividend payout is increasing to
€674 (551) million.

Total dividend and dividend per share

Fq 674 —
700 175

0 w99l 20000 20011 20021 20031  2004] O

Total dividend in €mn
mmm Dividend per share in €

Free float of 86 %

The free float percentage of our share continued to
rise, from 83 % in the previous year to 86 % at the
end of 2004. This was primarily attributable
to the fact that Munich Re disposed of approxi-
mately 3% of its Allianz stocks and by December
31, 2004 had only a 9 % stake in Allianz. Allianz
has approximately 540,000 shareholders and, as
such, is one of the biggest publicly held corpora-
tions in Europe. With an average trading volume
of 2.6 million Allianz shares per day, our share is
one of the most heavily traded stocks in the DAX.
Moreover, a higher free float gives the share a
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greater weighting in the majority of major indexes.
For up-to-date information on our shareholder
structure, visit www.allianz.com/investor-relations.

Shareholder structure on December 31, 2004
Free float: 86 %, Long-term investments: 14 %

9.(12)%
5(5)%

' 21 (22)%

Investment companies
Other institutional investors

Private investors
(thereof 1.4 % employees)

16 (17) %

49 (44) %

mmm Munich Re
Treasury shares

Source: Allianz AG share register

Regional distribution of share ownership on December
31, 2004

1(1)%
1

7(9)%

28 (32)%

64 (58) %

North and South America
Asia-Pacific, Africa

mmm Cermany
Other Europe

Source: Allianz AG share register

InJanuary 2005 Allianz placed a capital market trans-
action package on the market with a total volume of
over €4 billion. As part of this, we disposed of 17.2
million Allianz shares from treasury stock, helping
us to reduce the treasury stock percentage of total
capital stock to 0.1 (5) % and increase the free float
to 91 (86) %.
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Since the end of 2000, Allianz shares have also
been traded on the New York Stock Exchange in
the form of American Depositary Receipts (ADR).
Ten ADRs are the equivalent of one Allianz share.

For detailed information, visit www.allianz.com/

investor-relations.

Allianz share key indicators at a glance

2004 2003
Subscribed capital on December 31 € 987,584,000 984,880,000
Number of shares on December 31 385,775,000 384,718,750
Number of shares on December 31" 368,195,957 367,139,707
Average number of shares in the fiscal year" 365,930,584 338,201,031
Average number of shares traded per day on Xetra mn 2.6 39
Share price on December 31 97.60 100.08
High for the year 111.15 101.50
Low for the year 73.87 40.47
Beta factor (versus Dow Jones EURO STOXX 50)? 1.32 1.52
Market capitalization on December 31" € bn 35.9 36.7
Share price performance in the year
(excluding dividend) % (2.5) 23.9
Dividend per share € 1.75 1.50
Dividend yield % 1.8 15
Earnings per share € 6.01 5.59
Earnings per share before amortization of goodwill € 9.19 9.77
Price-earnings ratio on December 31 16.2 179
Price-earnings ratio before amortization
of goodwill on December 31 10.6 10.2
Return on equity % 74 75
Return on equity before amortization of goodwill % 13 13.1

682,408,000
266,565,625
243,124,517
276,854,382
1.7

80.80
255.64
68.35

1.30

22.0

(65.9)
150
17
(5.40)
(1.21)

! Excluding treasury shares
2 Source: Bloomberg



Basic Allianz share information

Share type
Denomination
Stock exchanges

Registered share
No-par-value share

All German stock exchanges,
London, Paris, Zurich, New York

Security codes WKN 840 400

ISIN DE 000 840 400 5
Reuters ALVG.DE
Bloomberg ALV GY

Value-oriented management

Our foremost objective is profitable growth. That
is why we use “Economic Value Added” (EVA®) as
the key indicator for controlling our business. This
indicator also determines the stock-related com-
pensation of our senior management.

Strong interest in Annual General Meeting

Our Annual General Meeting for fiscal 2003 was
well attended by 6,000 shareholders, representing
37 percentage points of the capital stock — 2.8
percentage points less than the previous year. We
attribute this drop primarily to the fact that the
percentage of free float shares has risen once again.
In order to reach as many investors as possible, we
addressed an increasing number of German invest-
ment management companies and custodian banks
for non-German investors. We also commissioned an
external services provider to support shareholders
outside of Germany exercise their right to vote.
Our Internet services were again well received.
44 % of the capital represented in our Annual Ge-
neral Meeting was registered online. As in previous
years, shareholders participating via Internet were
able to change their instructions during the meeting,
as long as voting had not yet begun. We were the

EVA® is a registered trademark of Stern Stewart & Co.
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first of the DAX companies to offer the faster, more
cost-effective and environmentally friendly option
of sending Annual General Meeting documents by
e-mail. For detailed information about the Annual
General Meeting, visit www.allianz.com/agm.

Strengthening Investor Relations

We continued to strengthen communication with
investors and, in particular, increased the frequency
and reach of our roadshows. We visited our institu-
tional investors in Frankfurt and London a total of
four times over the course of the year, each time
shortly after publication of our most recent fig-
ures, thus giving them ample opportunity to discuss
the progress of the business on a quarterly basis.
We are now also visiting institutional investors in
Stockholm, Milan, Madrid and Chicago. In addi-
tion to our annual analysts’ conference we have
conducted a “Capital Markets Day” where we pre-
sent a special topic to analysts and investors. In the
year under review, we presented “Risk Manage-
ment”, the response to which was so encouraging
that we decided to make the Capital Markets Day
a stable component of our annual Investor Rela-
tions program. In 2004, we held approximately
285 meetings with analysts and institutional inves-
tors, 15 % more than in the previous year.

We are continually increasing communication
and service offerings for our private investors,
mainly through our website. Here, investors can
find an online version of the Annual Report and
a wealth of supplementary information on aspects
such as detailed figures, business strategy, Board of
Management and Supervisory Board. Shareholders
can visit our site at any time for a full overview of
current Allianz share price development. We also
offer live webcasts of (telephone) conferences. The
most important Allianz publications can be down-
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loaded or ordered from our site and there is also a
newsletter which can be subscribed to, providing
up-to-date information about the business develop-
ment and special topics. For investors who pre-
fer to receive information by phone, our “Allianz
Investor Line” is available around the clock, seven
days a week. In the year under review, the Investor
Relations team answered approximately 5,000 in-
quiries from private investors.

Financial calendar 2005/2006

Comprehensive service

We like to keep our shareholders up-to-date on all compa-
ny developments. Our Investor Relations Team is pleased
to answer any questions you may have on Allianz shares,
bonds or the development of the Allianz Group.

Allianz Aktiengesellschaft
Investor Relations
Koeniginstrasse 28
80802 Munich
Germany

Allianz Investor Line: + 49 1802 2554269

+49 1802 ALLIANZ
(landline calls cost 6 cent
from within Germany)

Telefax: +49 89 3800 3899
E-Mail: investor.relations@allianz.com
Internet: www.allianz.com/investor-relations

May 4, 2005

May 13, 2005
August 12, 2005
November 11, 2005
March 16, 2006
March 17, 2006
May 3, 2006

May 12, 2006
August 11, 2006
November 10, 2006

Annual General Meeting

Interim report first half of 2005

Annual General Meeting

Interim report first half of 2006

Interim report first quarter of 2005

Interim report first quarter of 2006

Interim report first three quarters of 2005
Financial press conference for the 2005 fiscal year
Analysts conference for the 2005 fiscal year

Interim report first three quarters of 2006

As we cannot rule out changes of dates, we recommend to check them on the

Internet at www.allianz.com/financialcalendar.
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The following discussion is based on our audited con-
solidated financial statements and should be read in
conjunction with those statements. We evaluate the
results of our property-casualty insurance, life/health in-
surance, banking and asset management segments using
a financial performance measure we refer to herein as
“operating profit”. We define our segment operating
profit as earnings from ordinary activities before taxa-
tion, excluding, as applicable for each respective seg-
ment, either all or some of the following items: net
capital gains and impairments on investments, net
trading income, intra-Allianz Group dividends and
profit transfer, interest expense on external debt,
restructuring charges, other non-operating income/(ex-
pense), acquisition-related expenses and amortization of
goodwill.

While these excluded items are significant compo-
nents in understanding and assessing our consolidated
financial performance, we believe that the presentation of
operating results enhances the understanding and com-
parability of the performance of our operating segments

by highlighting net income attributable to ongoing seg-
ment operations and the underlying profitability of our
businesses. For example, we believe that trends in the
underlying profitability of our segments can be more
clearly identified without the fluctuating effects of the
realized capital gains and losses or impairments on
investment securities, as these are largely dependent on
market cycles or issuer specific events over which we
have little or no control, and can and do vary, some-
times materially, across periods. Further, the timing of
sales that would result in such gains or losses is large-
ly at our discretion. Operating profit is not a substitute
for earnings from ordinary activities before taxation or
net income as determined in accordance with IFRS. Our
definition of operating profit may differ from similar mea-
sures used by other companies, and may change over
time. For further information on operating profit, as well
as the particular reconciling items between operating
profit and net income, see Note 5 to the Consolidated
Financial Statements in the full version of the Annual
Report 2004.
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Overall business development

In 2004, we increased our operating profit by 68.6 %.

_ In 2004, we successfully continued the execution of our “3+One” program. 2004 was a year of carefully
managed growth. We managed to increase our total revenues by € 3.1 billion, particularly in our life/health
segment. In our property-casualty segment, we focused on profitability and were willing to forego
business opportunities which did not offer a reasonable relation between risk and return. Banking operating
revenues were stable. We were also successful in attaining growth in our operating revenues from our asset

management operations.

_ 2004 was also a year of continued operational discipline to strengthen our earnings power, thereby achieving
a significant improvement in our operating profit by € 2.8 billion to € 6.9 billion.

_ The quality of earnings also improved. Driven by strong operating profit, our net income rose to €2.2 billion
despite a much lower contribution from non-operating investment results and significantly higher expenses

for taxes and minority interests.

_ Shareholders’ equity increased by €2.2 billion to €30.8 billion, further strengthening our capital base.

Earnings Summary

The execution of our “3+One” program resulted in
a year of continued earnings growth. We were suc-
cessful in increasing our operating profit by €2.8
billion to € 6.9 billion and our net income reached
€2.2 billion (2003: € 1.9 billion).

2004 was a year of carefully managed growth,
increasing our total revenues by €3.1 billion, or
3.3%, to €96.9 billion. Excluding effects from fo-
reign currency translation and changes in scope
of consolidation (or “internal growth”), our total
revenues increased by 6.0 %.

Property-casualty ~Gross written premiums re-
mained fairly constant with growth of 0.8 %, as we
sought opportunities that offered a profitable cor-
relation between premium rates and risks and were
willing to forego premium growth in certain mar-
kets where this objective could not be achieved.

Life/health and as