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Get well soon, Türkiye!
All over Türkiye, we felt the pain of the massive earthquake 

that hit the country on February 6, 2023. We wish our 
injured a speedy recovery and pray that God blesses those 

who perished.

We shall get through these trying times together and in 
solidarity.

In line with our historic mission and primary duty, we in 
Anadolu Sigorta are going to continue duly covering the 

damage in the period ahead and being Türkiye’s insurance 
company.
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Presentation & About the 
Report

We at Anadolu Anonim Türk Sigorta Şirketi (Anadolu 
Sigorta) are delighted to share our second “Integrated 
Sustainability Report” with you, our valued stakeholders. 
In this report, we summarize how we integrated the 
sustainability efforts that Anadolu Sigorta has been 
meticulously conducting for some time now into our main 
business strategies.

We selected images from the “Eyes of the Forest” project, 
the social responsibility project that we launched in 2022, 
to illustrate our 2022 Integrated Sustainability Report. 

With this report, we are presenting for the opinion of 
our stakeholders our value creation process, how we 
integrated this process into our business strategies, the 
positive and negative effects we caused when creating 
this value, the capital elements we utilized, our key 
partnerships, and the UN Sustainable Development Goals 
that we contributed to. We have also included in this 
report our performance with respect to the UN Global 
Compact and the UN Women’s Empowerment Principles 
(UN WEPs), which we are a signatory.

The Anadolu Sigorta Integrated Sustainability Report 
was prepared in line with the GRI Universal Standards 
published by the Global Reporting Initiative (GRI) (See 
GRI Standards Content Index). The Report complies 
with the International Integrated Reporting Council’s 
(IIRC) Integrated Reporting Framework (IR Framework). 
The Sustainability Accounting Standards Board - SASB 
Insurance Industry Guide, United Nations Environment 
Program Finance Initiative (UNEP, FI) Principles for 
Responsible Insurance, and the World Economic Forum 
(WEF) Stakeholder Capitalism indicators were utilized 
when generating the content of this Report.

The content of the Report covers all of Anadolu Sigorta ’s 
activities from January 1, 2022 to December 31, 2022.

We collated our 2022 Integrated Sustainability Report 
under three main headings: Operational Sustainability, 
Climate Action, and Human and Society.

We have summarized the studies we conducted in 2022 
on earthquakes , one of our country’s significant risks , 
in a special section. This section includes the studies we 
conducted to strengthen our operation against the risk of 
earthquake and the practices we implemented to manage 
our customers’ earthquake risk.

Please contact us with your views and suggestions 
concerning the
Anadolu Sigorta Integrated Sustainability Report via  
surdurulebilirlik@anadolusigorta.com.tr.

“Operational Sustainability” In this 
section, we intend to show briefly how we as an 
insurance company are shaping our activities 
and strategies according to our approach to 
insurance concept of future. We report on our 
strategy, goals, and practices in the areas 
of Insurance in the Digital Era, Responsible 
Insurance, and Customer Orientation in 
addition to our well-established corporate 
governance tradition, which we believe will 
carry us into the future.

“Climate Action” In this section, we share 
our activities and approach toward combating 
climate change, which is classified as one of the 
highest priority global problems of this age and 
a trend having a major impact on our sector. 
We report on our climate action approach, 
the effects of climate change on our products 
and services, and our efforts to mitigate the 
environmental impacts of our operations as part 
of combating climate change.

“Human and the Society” In this section, 
we share the value we have created for our 
employees and society. Under the heading 
“Preferred Employer,” we report on the working 
environment we offer as Türkiye’s insurance 
school and our targets and projects in this 
area. We also summarize our corporate social 
responsibility efforts and the dialog we have 
formed with our stakeholders.
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About Anadolu Sigorta

One of Turkey’s long-established institutions and the 
Turkish insurance industry’s leading organization, 
Anadolu Sigorta operates in all branches of insurance 
other than life insurance and pensions (Accident, Personal 
Accident, Fire, Transportation, Engineering, Health, Legal 
Protection, Liability, Aviation, Credit, Surety and Special 
Risk.

We serve more than 2.6 million customers with our 
nationwide network of more than 2,700 agencies. All 
branches of Türkiye İş Bankası A.Ş. as well as branches of 
Türkiye Sınai Kalkınma Bankası A.Ş., Arap Türk Bankası 
A.Ş., Alternatifbank A.Ş., Albaraka Türk Katılım Bankası 
A.Ş. and QNB Finansbank A.Ş. also operate as our agency. 

We generated TRY 23.755 billion in premiums in 2022. As 
of the end of December 2022, we own TRY 29.4 billion in 
total consolidated assets and TRY 4.8 billion in equity. 

Our 2022 Corporate Governance Rating has been 
confirmed as 9.57. Anadolu Sigorta has been listed on the 
BIST Sustainability Index since 2021.

OUR VISION 

•	 To make Anadolu Sigorta Company the insurance 
brand preferred by everyone who needs insurance.

•	 To achieve a strength that makes it a reference point 
in the worldwide insurance industry as well.

OUR MISSION

Under the light of our corporate values, our mission is;

•	 To lead the sector,

•	 Help create a broad public awareness of insurance in 
Türkiye,

•	 Implement a customer-focused approach to service,

•	 Increase our financial strength to international 
standards,

•	 Enhance the value of our Company.

Shareholder Structure (%)
48% shares of Anadolu Sigorta, a
subsidiary of Türkiye İş Bankası, are
traded on Borsa Istanbul

Milli Reasürans TAŞ Other

42.7%57.3%
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About Anadolu Sigorta

Anadolu Sigorta in Numbers

9 Regional 
Directorates 
and 1 Branch 

(Cyprus)

Number of Agencies

2,728
agencies and

114
brokers

Number of 
contracted medical 
institutions, approx.

3,000

Number of 
individual 
customers

2,696,771

Number of 
bank branch 

channels

1,942

Number of 
corporate 
customers 

165,169

2nd in the 
sectorwith an 

11.64% market 
share

Number of people
who obtained their
first insurance from

Anadolu Sigorta in 20221 

796,406

Revenue from 
innovative products2

TRY 12.6
million

Budget reserved for 
barter and sponsorship 

TRY 
3,332,900

Value of sustainability-
associated Eurobonds in 

the Portfolio 

TRY 870 million

Hours of training 
given to agencies 

17,017
person-hours

27.2% 
reduction in

fuel consumption

20.3%  
reduction in natural 

gas consumption

12.1%
reduction in 
electricity 

consumption

695 
GJ in energy savings

50.7%
Percentage of 

women employees 

47.6%
Percentage of 

women managers 

69%
Engagement 
Index score in 

2022

90%
Percentage of 

unionized employees 

415,000+
Number of followers 

on social media

Hours of training 
per employee

16.85
Revenue from 

sustainability-associated 

products TRY 
369.1 million

Reduction in the amount
of paper consumed

in our operations
compared to 2018 

77.4%

Amount of paper used 
in agency and branch 

operations down by 

48.9%
Water consumption 

down by

63.8% 

Our industry share in the 
field of wind power in 2022
is 10% with coverage 

given to 1,103 MW 
of installed power. 

Our market share in 
the field of solar power 
in 2022 is 11% with 
coverage given to 

1,104 MW of 
installed power 

1It is the number of customers with a policy in effect, who bought their first policy in 2022.
2Innovative products are defined as innovative products placed on the market in the past 3 years.
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Messages from the Executives

Message from the Chairperson
Dear Stakeholders,

The global economy spent 2022 beset by inflationist pressures 
and worries about economic growth, all in the shadow of the 
Russia-Ukraine war. For the global insurance industry, 2022 
was a year of transition experienced under the effects of rising 
inflation and high interest rates. Anadolu Sigorta performed 
very well in this challenging year. Our net profit increased by 
117.2% to reach TRY 1.1 million and our total assets grew to 
TRY 30.7 billion.

Pandemic increased awareness about insurance

One of the lasting effects of the coronavirus pandemic 
was a change in how people perceived risk and a better 
understanding of how important insurance is in sustaining 
life and the economy. Adding coronavirus to insurance 
coverage in a short time, quickly paying out damage claims 
following natural disasters, and providing goods and services 
that were easy to access as a result digital transformation all 
renewed confidence in the sector. 

Health insurance, financial insurance, and cyber-risk 
insurance stood out in the latest period as products with 
increasing importance and demand. Our sector maintained 
its powerful growth momentum and contributed to economic 
sustainability by putting the resources it had gained from 
premium payments back into the economy by paying damage 
claims.

Climate change remains on the agenda.

Sustainability continued to sit at the top of the agenda in 
2022 as well. Topics such as climate change, social gender 
equality, and cyber security brought with them significant 
risks and opportunities for the sector. 

According to Swiss Re figures, natural disasters inflicted 
an estimated USD 260 billion in economic loss in 2022 but 
only 45% of these losses were covered by insurance. Climate 
change is causing extreme weather events that grow in 
severity each year. Parametric commercial insurance products 
containing coverage against the risks created by these events 
have become a key opportunity for the insurance industry.

As Anadolu Sigorta, we evaluate climate and environmental 
risks from a different perspective, beyond the management 
of operational impacts, as an extension of our responsible 
insurance approach, due to our obligations as risk manager, 
risk carrier and investor. We believe in the role of the 
insurance industry to transform the global economy during 
the transition to the low-carbon economy by first identifying 
then managing the risks associated with climate change. 

We are going to continue placing climate action among our 
strategic areas in the period ahead as well.

Our digitalization journey continues.

With its powerful infrastructure, Anadolu Sigorta was able 
to adopt digital business strategies in no time at all. It has 
continued investing in this field and has taken key steps 
toward increasing its speed, efficiency, and the customer 
experience. With our capacity to deliver the digital experience 
not just in our operational processes but across the board 
from product sales to assistance and claims services, we stand 
apart when it comes to service. 

In 2023, in line with our strategies and targets, we will 
continue our projects in areas such as new product and service 
development, digital insurance, data analytics, artificial 
intelligence and robotic processes that will increase efficiency 
and productivity. 

We follow innovations for our employees and our 
business partners.

At Anadolu Sigorta, we work with the principle of winning 
together with all our business partners and stakeholders.	
We value improving our relations with our business partners. 
We maintain our synergy with İşbank branches, our 
bancassurance channel, and increase the digital capabilities 
of our strong agency network. This enabled us to consolidate 
our position in the sector in 2022.

We have adopted an agile working model at Anadolu Sigorta 
to adapt to changing world conditions and increase our 
capacity for innovation. We are building the workplace of the 
future to become a preferred employer.

We are proud that the care we give to our stakeholder 
relations has been recognized with various awards. In 2022, 
we were registered as Türkiye's Most Reputable Insurance 
Brand in the Turkish Reputation Academy Awards and 
became the most preferred and trusted insurance brand in the 
eyes of young people. We were voted the happiest workplace 
in the insurance industry in the survey organized by the 
Happy Place to Work company and Capital magazine. 

We support Gender Equality

Within the scope of the principle of gender equality, which we 
believe is one of the foundations of sustainable development, 
we support the presence and power of women in the economy 
and life. Our approach here is clearly demonstrated by the 
fact that women currently make up 51% of our employees. 

As a signatory to the United Nations’ “Women’s 
Empowerment Principles” and a participant in the Target 
Gender Equality program implemented by the UN Global 
Compact, we are we are working to improve to improve 

gender equality. We are proud to have participated as a 
team in the UNITE! 16 Days of Activism call initiated by the 
United Nations Women’s Unit to draw attention to violence 
against women between November 25, International Day for 
the Elimination of Violence Against Women and December 10, 
International Human Rights Day. 

In cooperation with Arya Women’s Investment Platform, we 
organized special seminars for entrepreneurs, investors and 
members. We raised awareness about insurance products and 
services. 

We intend to further strengthen our identity as a leading 
and exemplary company by systematically increasing our 
percentage of women employees and managers and by 
supporting efforts that encourage women’s participation in 
the economy.

We continue to contribute to social welfare.

We reflect our perspective on sustainability in all of our social 
responsibility projects, too. We have designed our website 
to have voice instructions in partnership with BlindLook to 
make it accessible to the visually impaired in line with our 
inclusive economy approach.

With the Eyes of the Forest project, which we realized in 
cooperation with the General Directorate of Forestry, we aim 
to raise awareness for the protection of forest assets, while 
contributing to the maintenance-repair and technological 
equipment of mobile and unmanned fire watchtowers, which 
are of vital importance in early fire response.

Anadolu Sigorta is going to continue working for a 
sustainable world

While getting ready to celebrate our 100th anniversary, we 
are taking our mission to become Türkiye’s insurance school 
further with new competencies and contemporary practices. 
We represent experience, trust, and reputation, aware of our 
responsibilities as a company that guides our sector, and 
we shine a light on the future by striving to be a young and 
dynamic company. 

We in Anadolu Sigorta are going to continue our efforts to 
develop innovative products and services that will simplify 
our customers’ lives, benefit society, and serve a sustainable 
future. We are going to combine our priority of creating value 
for our country with our brand strength and our values, and 
win together with all our stakeholders.  

We would like to thank to our colleagues, business partners, 
distribution channels, policyholders who put their trust in us, 
and all our shareholders for their support and contributions. 

Sincerely,

Füsun Tümsavaş
Chairperson of the Board

Füsun Tümsavaş
Chairperson of the Board

As the Board of Directors of Anadolu Sigorta, we 
pray that God blesses all those who perished in the 
earthquake that happened shortly before our 2022 
Integrated Sustainability Report was published, 
and we wish the injured and our entire country a 
speedy recovery. We inform all our stakeholders 
that we will always be on the field to meet the needs 
of our citizens affected by the earthquake and to 
support the measures to be taken to prevent similar 
disasters from happening again.



Z. Mehmet Tuğtan
CEO
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Messages from the Executives

Message from the CEO

Dear Stakeholders,

In 2022, the global economy was already trying to 
shake off the effects of the pandemic but this time it 
was confronted by increasing inflationist pressures. 
The high damage claims amounts, particularly in 
the traffic and health branches as a result of the 
high rate of exchange, minimum wage adjustments, 
plus the upward trend in inflation adversely affected 
profitability. The insurance industry ended 2022 
on a powerful note in the face of these challenging 
conditions. Our company maintained its strong 
position in the sector with TRY 23.8 billion in 
premium production and an 11.6% share of the 
market as a result of its activities in 2022.

Cost management has become more important than 
ever in these trying times in which the inflationist 
environment is upsetting the balance of claims to 
premiums. At Anadolu Sigorta we continued with 
our work to offer the right products to customers 
with the right pricing as required by our approach 
to responsible insurance. We took care to keep 
premium increases at levels that would keep 
customers in the system. We have been using our 
strong capital structure and our customer-oriented 
approach to benefit our insured and are continuing 
to improve our products to provide maximum 
assurance in insurance policies.

Integrated sustainability approach
As one of our country’s longest-established 
companies, creating long-term value for all our 
stakeholders is in our DNA. Being a company that 
operates in the insurance industry, we work with 
a multivariate risk matrix beyond financial risks. 
In this context, managing sustainability risks is of 
utmost importance for our company.

We adopt the perspective of creating added value 
for sustainable development and see sustainability 
as an opportunity for growth and innovation. 
Collaboration with national and international 
stakeholders to achieve the Sustainable 
Development Goals matters a great deal to us. We 
are taking part in work as a participant in such 
global initiatives as the UN Global Compact, the 
United Nations Sustainable Development Goals, and 
Target Gender Equality. 

We are integrating our approach to sustainable 
development into all our activities from product 
development to purchasing and from our social 
responsibility projects to our HR practices. One key 
outcome of our journey to internalize sustainability 
is the reporting work we have been doing since 
2019. We crowned this process by publishing our 
first integrated report in 2022. In this year’s report, 
we publicly disclose our annual performance in 
compliance with international standards and 
frameworks.

Combating climate change

Combating climate change occupies pole position on 
the sustainability agenda all over the world. We in 
Anadolu Sigorta are also analyzing climate risks and 
the effects of climate change on our operations and 
portfolio.

We have adopted a three-pronged strategy for 
climate action: Minimizing the environmental 
impacts of our operations; supporting our customers’ 
climate risk management processes; supporting 
green transformation with our investments. We 

saved 695 GJ of energy as a result of the various 
efficiency efforts we conducted in 2022. Compared 
to the year 2018, we have reduced our water 
consumption by 72% and our paper consumption by 
83%. 

We intend to be the sought-after insurance solutions 
partner for renewable energy investments. Our 
industry share in the field of wind power in 2022 
was 10% with coverage given to 1103 MW of 
installed power, and our market share in the field 
of solar power was 11% with coverage given to 1014 
MW of installed power. We regard renewable energy 
investments as a huge opportunity for our country 
and we intend to increase our presence in this field 
in the future with our innovative services. 

We manage the environmental, social, and 
business ethics effects of our fund management 
and investment activities with our Responsible 
Investment Policy. As of 2022, our investment 
portfolio contains Eurobonds worth TRY 870 million 
in compliance with sustainability criteria.

Digital Transformation 

The insurance industry is one of the fastest adapting 
industries to digitalization. We too in Anadolu 
Sigorta are carrying digitalization into the future 
not only in our products and services but also in our 
business processes with developing technologies. 
We are expanding our digital insurance range with 
different channels such as the website and mobile 
that appeal to existing and potential customers such 
as the website and mobile apps.We pray that God blesses our citizens who perished 

in the earthquake that happened on February 6 
and hit so many of our provinces, and we wish the 
injured, all the earthquake victims, and our country 
a swift recovery. We are going to continue providing 
the resolute support we have given to date to meet 
the earthquake zone’s urgent and long-term needs 
and so that our country can overcome this disaster 
as quickly as possible.
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We are carrying out key investments in artificial 
intelligence and advanced analytical data models. 
We can offer different services such as visual 
damage detection with the artificial intelligence 
platform we call AS’lı, and we ease the workload of 
our employees with our robotic process automation, 
which can perform many business processes on its 
own.

We are integrating our sustainability principles 
into our digital products and developing innovative, 
environmentally-friendly, and inclusive products. 
In 2022, we also began selling the product called 
“Başka Kasko” on the Juno app, which we developed 
for young people. Our “Başka Kasko” product 
launched the “pay as you drive” period, a first for 
the motor insurance branch. It was designed as 
an environmentally-friendly product in support of 
reducing carbon emissions by awarding points for 
using a vehicle for less than 500 km (300 miles) 
a month, effectively incentivizing people to use 
vehicles less.

Our 360-degree communication approach aims 
to offer a user experience in which our insured 
can easily contact Anadolu Sigorta and give 

instantaneous feedback over many different 
platforms including the mobile app, the website, and 
the WhatsApp line, and thus strengthen the digital 
bond we have formed. We are going to continue our 
extensive digitalization work in the period ahead as 
well.

As we carry out innovative work, we are proud to 
register our successes with the awards we have won 
and to see that our investments have paid off in both 
the national and international arenas. 

Raising insurance awareness
With the responsibility of being a pioneering 
company that has been operating since the first 
years of the Republic, we believe that one of our 
most important responsibilities is to set an example 
for our sector with our activities that create added 
value for the insurance sector and our country. 

In 2022 we prepared booklets called “What Kind 
of Job is That?” to raise awareness of insurance 
in children. With this book prepared to satisfy 
children’s curiosity, we have taken a step towards 
early age groups to spread insurance awareness.

Workplace of the future

In today’s world where being able to adapt quickly 
to changes has become the most important skill, we 
have initiated the Agile Transformation journey, 
which we call HARMONİ at Anadolu Sigorta, in 
order to ensure that working life keeps pace with 
this rapid transformation and to increase our 
innovation capacity. 

The goal of our agile working model is to improve 
continuously by preserving our existing corporate 
values and accumulated knowledge and to learn 
together. Our employees from different business 
units form agile teams on this journey and work 
toward the same team goals. This is a team 
structure with no hierarchy and in which everyone 
is equal, allowing them to create and try out 
unconventional ideas by thinking out of the box. Our 
goal with agile transformation is to offer fast and 
innovative solutions to our customers’ needs with 
self-managing and fast-acting teams.

In addition to the agile working model, we are also 
implementing many training programs to furnish 
our employees with the skills of the future. We 
gave 16.9 hours of training per employee with the 
AS Academy in 2022. Our mentoring and coaching 
programs such as AS GO and Yol Arkadaşım 
(Companion) allowed employees to learn from one 

another. We are responding to our employees’ needs 
with such practices as the hybrid working model, the 
Happy Workplace Senate, and meeting-free hours. 

We are one of the companies that employ the 
highest number of women in our sector. We care 
about gender equality and continue to learn and 
develop innovative practices in this regard. We 
have implemented many projects so that women 
can realize their potential in their working life. 
We provided support for our employees returning 
to work following maternity leave with our Happy 
Mother Mentoring program. We have installed 
a correction app in all our office programs 
that automatically changes the discriminatory 
expressions we inadvertently use in our working 
lives. We pay attention in our marketing and 
advertising activities that our marketing 
communication is free of social roles and contains no 
gender discrimination.

Striding confidently into our 100th anniversary…

As “Turkey’s Insurance”, our goal is to be present in 
every home with an Anadolu Sigorta policy, at our 
100th anniversary. 

As we strive toward this goal, I want to thank our 
colleagues who spare no effort, our customers and 
business partners who put their trust in us, and all 
our stakeholders who accompany us on this journey.

Sincerely,

Z. Mehmet Tuğtan
CEO

Messages from the Executives

Message from the CEO
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Looking Towards the Future

Our Operating Environment: General Evaluations

The World Economy
The global economy has been in flux recently. High inflation, 
the tightening financial conditions in most countries, Russia’s 
occupation of Ukraine, and the ongoing COVID-19 pandemic 
are all putting pressure on the overall look. The normalization 
of monetary and fiscal policies, which were revised to support 
economies during the pandemic, aims to lower inflation but it 
also curbs overall demand.

The IMF predicts that in 2022, the world economy is going to 
grow by 3.4%, the economies of developed countries by 2.7%, 
the economies of developing countries by 3.9% and that global 
growth will slow down in 2023 to 2.9%. 

Increasing inflation was the most important issue in 2022 in 
terms of the macro economy. There are three main reasons for 
this. The first is the high financial support provided by many 
states for those whose livelihoods came to a standstill during 
the pandemic; the second is broad-based supply and demand 
mismatches due to the shift in consumption from services to 
goods following the restrictions; the third is the sharp rise 
in energy and other basic commodity prices along with the 
disruption of the commodity markets caused by the war in 
Ukraine.

Global inflation is estimated to increase from its 2021 rate of 
4.7% to 8.8% in 2022 but then fall to 6.5% in 2023 and 4.1% 
in 2024. A sharp rise in energy (natural gas in particular) 
and food prices is being observed. Combined with political 
tensions/conflicts and increasing rates of extreme weather 
events due to climate change, food security is considered to be 
an increasing risk.

A sharp fall is being observed in the global volume of trade. 
The IMF predicts that the volume of trade will slump from 
10.1% in 2021 to 4.3% in 2022 and 2.5% in 2023. 

High inflation and the course of monetary policies aimed at it, 
the state of the war in Ukraine, and the ongoing effect of the 
closures and supply-chain cuts associated with the pandemic 
are going to shape the macroeconomic outlook in the period 
ahead.

Türkiye’s Economy

The Turkish economy grow by 11.4% in 2021 and the 
growth momentum was echoed in 2022. Rates of 7.5% were 
announced for Q1, 7.7% for Q2, 3.9% for Q3, and 3.5% for 
the final quarter, resulting in an annual growth of 5.6%. 
Meanwhile, economic activity in the second half of 2022 is 
losing momentum amid concerns of global stagnation and 
domestic demand is slowing down incrementally. On the other 
hand, the tourism sector is regarded as supporting growth. 
The slow-down in global economic activity and the inflationist 

environment are both expected to continue putting pressure 
on growth in the period ahead.

The IMF announced its growth estimate for Türkiye in 2022 
at 5.5%. It is expected to be 3% in 2023. The OECD, for its 
part, estimates growth at 5.3% for 2022 and 3% for 2023. 

The industrial production index corrected for calendar effects 
made a downward turn in 2022 after rates of more than 10% 
in 2021. While the rate of exports to imports was 83.2% in 
January-September 2021, this rate fell to 69.4% in the same 
period in 2022.

The adversities that gained momentum in the last part 
of 2021 and the fragility of the economy continue in other 
macroeconomic indicators. The current account deficit came to 
USD 3.1 billion in parallel with the expanding foreign trade 
deficit in August 2022; the 12-month cumulative current 
account deficit came to USD 49.9 billion, its highest level in 
the past four years. 

As of December, CPI inflation rose to 64.27% based on the 
same month the previous year. Annual D-PPI inflation rose to 
97.72% this period.

The CBRT lowered its policy interest rate in November by 150 
base points to 9% where it remained in December.

Insurance Industry

The course of the global economy is also affecting the 
insurance industry while the economic slowdown and high 
inflation are putting pressure on the insurance markets. 
The slowdown in economic growth is causing a reduction in 
demand while increasing inflation is causing an increase in 
indemnity payments. 

In its latest report, the Swiss Re Institute indicated that 
property/casualty and motor insurances had been affected, 
particularly in the short term. In Construction/Building 
insurances, supply disruptions and labor shortages have 
led to an increase in repair and reconstruction costs and 
therefore higher indemnity payouts. In motor insurances, the 
lack of spare parts has increased damage costs because this 
historically keeps the prices of new and used vehicles high. 
The accident, motor liability, and general liability branches 
have also been affected, and high inflation has increased 
physical damage payouts.

The total written premiums in the non-life sector are 
predicted to increase affected by rising inflation and 
premiums, particularly in North America and Europe, with 
the end of 2022. On a global scale, premiums are predicted to 
increase by 0.8% in real terms in 2022 and by 2.2% in 2023. 

A 1.1% increase is forecasted in commercial insurances in 
2022 and 3.1% in 2023. An estimated increase of just 0.5% is 
expected in personal insurances in 2022 due to the stagnation 
in the developed markets, in particular. Meanwhile, 
premiums in emerging markets are predicted as leaving 
the developed markets behind at 3.0% in 2022 and 4.2% in 
2023. The insurance markets in Asia and India carry a high 
potential.

2022 and 2023 are expected to be transition years for the 
insurance industry against the backdrop of high inflation 
and low growth. Topics on the insurance agenda such as the 
impact of the war in Ukraine and damage inflation will be 
monitored closely in the short and medium term while rising 
interest rates, increased risk awareness after the pandemic, 
and price/premium hikes are going to make themselves felt 
in the medium and long terms as the sector’s driving force. 
Equity profitability for 2023 is estimated to come to around 
6.6%.

Global economic losses due to natural disasters in 2021 came 
to USD 270 billion of which roughly 40% had insurance 
coverage. A continuous increase has been observed in damage 
claims due to storms, floods, and forest fires in the past five 
years. 2021 was a year full of natural disasters all over the 
world including incidents caused by heavy rainfall, extreme 
heat or extreme cold as well as earthquakes, hurricanes, and 
forest fires. One point worth noting is the visible increase in 
flooding. More than 50 violent floods occurred throughout the 
world in 2021 causing USD 82 billion in economic losses.

The Turkish Insurance Industry

According to figures for the first nine months of 2022 in the 
Turkish insurance industry, non-life companies made a 
technical profit of around TRY 2.3 billion. After deducting 
non-technical investment revenues, profitability for insurance 
activities turns negative with a loss of TRY 18.6 billion. 

The sector’s non-life branches created TRY 204.1 billion in 
premium, up 133.1% on the previous year. “Motor Third Party 
Liability” was the main branch with the largest market share 
as 28.2%.

MTPL Insurance was one of the challenges faced by the 
insurance industry in 2022. Faced by increasing damage 
costs, the sector is going to closely follow the road map 
announced by the SEDDK for 2023 and its repercussions. 
With the changes envisaged for Highways Traffic Law No. 
2918, it is intended to revise the risky insured pool and step 
system and make a 200% increase by defining a new step 
for high-risk drivers and a 50% discount instead of a 42% 
discount by defining a new step for drivers who have not had 

an accident in five years. A 7.5% reduction in damage claims 
paid is planned by improving the arbitration system. With 
person-based insurance, it is envisaged that rehabilitating 
bad drivers, reducing the number of damage claims and 
costs, and providing commercial vehicle owners with cost 
advantages. The direct indemnification system will provide 
damage cost control by setting up a clearing house between 
insurance companies. It is planned to increase the penetration 
rate by ending the practice of continuing coverage for 15 more 
days when a vehicle is sold, making it obligatory to cancel 
the existing policy during the sale, and obliging the new 
owner to get the policy notarized. It is planned to implement 
premium reductions for 100% electric vehicles as part of green 
transformation. 

Inflation was another key topic for the insurance industry 
in 2022. The adverse effects of high inflation on the world 
and the national economy had serious repercussions for the 
insurance industry. The prices of products and services rose 
with inflation and the exchange rate. The sector was affected 
not only in terms of damage costs but operational costs, too, 
and these effects were reflected in the financial statements. 
The unusual increases in vehicle and housing prices due to 
high inflation led to an increase in insurance premiums. In 
addition to this, the rising exchange rate led to increases 
in such expense items as labor and the spare parts used 
to repair damage. Medical and treatments expenses also 
increased throughout 2022. 

Inflation was higher than forecast in 2022 and is predicted to 
continue making a negative impact on the insurance industry 
in 2023 as well. 

Anadolu Sigorta

On examination of Anadolu Sigorta’s financial status and 
activity results, we see that 2022 was a year in which we 
continued to grow, increase our profit, and meet our targets. 
According the non-consolidated results, our total assets 
increased by 83% on the previous year to reach TRY 30.7 
billion while our premium creation went up by 121.3% on the 
previous year to TRY 23.8 billion. Our company increased its 
net profit by 117.2% on the previous year in 2022 to TRY 1.13 
billion, achieving an 18.7% solo and 27.8% consolidated equity 
profitability rate by the end of the year. Our company also 
ranked second in the market share of the non-life insurance 
industry in 2022. Examining the details of the technical 
branch, we see that motor had the highest share of our total 
premium production with 27.5%. This branch was followed in 
order by MTPL at 25.5%, fire and natural disasters at 17.6%, 
then the health branches at 9.9%. Our company ended 2022 
with a technical profit rate of 6% and a technical profit of TRY 
1.43 billion.
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Global Trends, Risks, Opportunities, Forecasts

High inflation, falling production and purchasing 
power

Growth in all the world economies is slowing down or 
simply shrinking. Rising costs due to inflation, various 
financial risks, and uncertainty are adversely affecting 
production. Rising inflation and falling production is 
adversely affecting purchasing power. 

The 2022 Global Inflation Perception Survey conducted 
by Ipsos in 28 countries showed that the purchasing 
power of eight out of every 10 people in Türkiye has 
fallen. Participants stated that they spent more money 
on food than they did three months previously, they had 
stopped buying their usual brands, and were following 
promotions.4

Climate Crisis

The climate crisis is one of the most important risks faced 
by the world today. According to the 2022 Global Risk 
Report published by the World Economic Forum, the most 
important global risks are climate action failure, extreme 
weather conditions, and the loss of biodiversity. Climate 
change will cost the global economy an estimated USD 
178 trillion over the next 50 years unless timely action is 
taken.5

The transition to low-carbon economy as part of combating 
climate change is leaving companies vulnerable to a series 
of operational, economic, and reputational risks in such 
areas as adapting to green technologies, compliance with 
national and international environment regulations, and 
access to financing. 

Big data and artificial intelligence

A data-heavy sector, the insurance industry is making 
extensive use of big data and artificial intelligence 
due to the increasing capacity and falling costs of 
technology.6Companies are leveraging chat bots and 
digital assistants, robo-advisers, natural language 
processing, machine learning, smart process automation, 
visual and video data analysis and similar AI applications7 

and obtaining a significant edge in such areas as 
improving their operational performance, increasing 
customer satisfaction and loyalty by offering personalized 
goods and services, reducing risk, gaining a competitive 
edge, detecting fraud and forgery transactions faster, and 
making strategic decisions.8 

According to Deloitte's “State of AI in the Enterprise” 
survey, 94% of business leaders think that artificial 
intelligence is going to be crucial for success in the next 
five years. PwC estimates that artificial intelligence is 
going to contribute USD 15.7 trillion to the global economy 
by 2030.9

Cyber security and data privacy breaches change form 
every day and pose risks to companies of all sizes. An 
estimated 40 billion + data breaches took place in the 
world in 2021. The cost of data breaches rose to a 17-year 
high of USD 4.24 billion from 3.86 million.10

“The Great Resignation”

The labor crises that became more pronounced after the 
pandemic, named “The Great Resignation,” “The Big 
Quit,” and “Quiet Quitting,” are affecting companies 
in all industries all over the world. According to the 
US Bureau of Labor Statistics, more than 47 million 
Americans voluntarily quit their jobs in 2021.11 The Quiet 

Quitting12movement, defined as people who don’t resign 
but who turn down tasks beyond those assigned to them 
or who become less psychologically dependent on work, is 
affecting the entire world. Employee engagement in the 
United States slumped further in Q2 of 2022 to 32%, while 
the proportion of those who felt no loyalty rose to 18%.13

This wave is reflected in our country as the qualified 
workforce wishing to work abroad and a fall in 
engagement rates. One survey conducted in Türkiye14 
reported that 24% of employees were in the process of 
quiet quitting for such reasons as low pay, imbalance of 
work and private life, unclear job description, career paths 
being closed, and long working hours, and that 46.6% more 
are prone to this concept. Only 18.5% felt they belonged in 
the workplace.

Increasing and changing regulations

The effects of climate change and the pandemic, 
economic crises, and political uncertainties are 
accompanied by many regulations for the business 
world. These regulations are accompanied by expecting 
more of companies when it comes to sustainability and 
transparency. This creates a dynamic risk environment 
for companies. Compliance with the regulations requires 
major effort, while lack of compliance can result in losing 
stakeholder confidence and shaking brand reputation. 

Compliance with increasing regulations requires collecting 
and standardizing a range of data, passing it on to the 
right decision makers, and including it in risk and strategy 
decision-making processes. The process can be challenging 
for companies. The finance, accounting, sustainability, and 
legal department manager of 300 public companies with 
a revenue of more than USD 500 million took part in the 
Deloitte survey. Some 57% of those who replied said that 
access to ESG data and providing accurate and complete 
data were their greatest difficulties.15

Companies are expected to monitor not only their own 
operations but also supplier operations in line with 
legal regulations. Failure to follow ESG regulations 
in the supply chain can reportedly lead to business 
interruptions.16

3World Economic Outlook, October 2022: Countering the Cost-of-Living Crisis (imf.org)
4Türkiye'de 10 kişiden 8'inin alım gücü düştü- (bloomberght.com)
5Deloitte, Turning Point 2022
6Deloitte, Big Data: Time for a Lean Approach in Financial Services
7https://www.tsb.org.tr/media/attachments/ipek-ulusoy_yapay-zeka-ve-makine-ogrenmesi.pdf
8https://www.wipro.com/business-process/why-banks-need-artificial-intelligence/
9https://www.pwc.co.uk/audit-assurance/assets/explainable-ai.pdf

10https://www2.deloitte.com/content/dam/Deloitte/tr/Documents/technology-media-telecommunications/deloitte-tubisad-bit-2021-raporu.pdf
11The Great Resignation Didn’t Start with the Pandemic (hbr.org)
12When Quiet Quitting Is Worse Than the Real Thing (hbr.org)
13Is Quiet Quitting Real? (gallup.com)
14Türkiye’de dört gençten biri ‘sessiz istifa’ sürecinde- (bloomberght.com)
15Heads Up - Executive Summary of the SEC’s Proposed Rule on Climate Disclosure Requirements (March 21, 2022; Last Updated March 29, 2022) | DART – 
Deloitte Accounting Research Tool 
16Key Trends in ESG Regulations in 2022 and Beyond | RegASK
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Our human capital:

Our management approach 
is based on “respect for the 
person.” We consider equipping 
our employees with the skills of 
the future our responsibility.

Our financial capital:

We use our resources in fields 
that create value for the 
national economy in line with 
long-term goals and strategies.

Our social capital:

We value effective 
communication in line with 
our participatory management 
approach. We strive to be a 
learning institution.

Our intellectual capital:

We value innovation and 
digitalization. We work for 
the future of insurance.

Our natural capital:

We aim to be a key business 
partner in the transition to the 
low-carbon economy. We work to 
reduce the environmental impact 
of our operations.

Our generated capital:

We develop inclusive and 
environmentally-friendly products. 
We improve our information 
systems infrastructure and our 
security systems every day.

How Do We Create Value?

Anadolu Sigorta Integrated Sustainability Model: We Win Together

Our Business ModelOur capital

Our Corporate Strategy: Focuses on increasing 
our premium production and market share, qualified 
customer experience, effective management, strengthening 
our presence on digital platforms, exploiting artificial 
intelligence and data analytics, and furnishing our 
employees with digital competencies.

Anadolu Sigorta was established on Atatürk’s orders and is Türkiye’s first national insurance company. With its strong 
corporate structure and lasting commitment to Türkiye, it is the sector leader and one of the national economy’s most 
important institutions. Anadolu Sigorta is an innovative company that values ethics, transparency, and human values, 
and it believes in development together with the ecosystem. We work to create sustainable and shareable value with our 
business model based on learning and winning together and that considers the opinions of all our stakeholders.

Economic Value
TRY 23.8 billion premium 
production and contribution

TRY 12.6 million Revenue 
from innovative products  
Tax Paid: TRY 276.782,469  
Operating Expenses Budget: 
TRY 350,055,042

Social Value
50.7% percentage of women 
employees
47.6% percentage of women 
managers
16.9 hours of training per 
employee
Employee Engagement Score 
69%
TRY 1,629,970 Budget for 
donations and sponsorship

Environmental Value
According to 2018;

63.8% reduction in water 
consumption, 10% reduction 
in energy consumption

14% reduction in CO2 
emissions per employee

48.9% reduction in agency/
branch paper consumption

The Value We Create

Where
We Operate, Global 
Trends

Our Stakeholders’ 
Expectations

Our Corporate 
Strategy:

Our Vision 
and Mission

Our Corporate 
Values

(Stakeholder Relations, 
page 77) (Looking to the Future, 

page 18)
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GRI 3-1, GRI 3-2, GRI 3-3GRI 3-1, GRI 3-2, GRI 3-3

Our Material Topics

At Anadolu Sigorta we closely monitor sectoral and global trends in the area of sustainability, regularly measure 
stakeholder expectations in this area, and review our business processes, products, and services through risk and 
opportunity analysis. 

The Sustainability Committee reviewed the material topics in 2022 and agreed that the current prioritization matrix 
reflected the organization’s priorities. The decision was made during the assessment studies to inform stakeholders about 
the measures taken by Anadolu Sigorta to counter the expected earthquake risk in the Marmara region in a special section 
in 2022. A section on Robotic Process Automation was also added to the report.

How Do We Create Value?
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How Do We Create Value?

Sustainability Management

Affiliated to the Executive Committee, the Sustainability 
Committee is a management body made up of unit 
representatives representing the company in general 
and chaired by a member of the Executive Committee. 
It is responsible for determining sustainability activities 
in Anadolu Sigorta and monitoring performance. The 
Committee informs the Executive Committee and the 
Board of Directors about decisions made and results 
obtained. It also advises the Executive Committee 
about projects requiring investment that could affect 
sustainability performance.

Anadolu Sigorta Sustainability Policy sets out the 
fundamental strategic principles showing the company’s 
vision on sustainability, its management approach, and 
focus work areas. 

Main duties of the Sustainability Committee:

•	 To ensure that the company’s sustainability impacts in 
the social, economic, environmental, and governance 
areas are managed in line with internationally 
accepted principles,

•	 To establish the structural elements of sustainability 
management with a risk and opportunity-oriented 
approach

•	 To provide the company's senior management with 
implementation and investment recommendations for 
improving sustainability performance,

•	 To develop transparent and accountable methods and 
ensure that the stakeholders are informed about the 
company's sustainability approaches, targets, and 
performance achieved.

Contributions to the Goals of Sustainable Development

We ensure the healthiest conditions possible for our employees with our occupational health and safety practices, we work so that our 
customers can get access to health amenities, and create value for all of society with the social benefit investments we make in the field of 
health.   

Secondary Objectives

3.8: To create a general health insurance that covers protection from financial risk, access to quality fundamental health care services, 
and access for everyone to safe, effective, quality, and affordable necessary drugs and vaccinations.

3.d: To strengthen the early warning, risk mitigation, and risk management capacity of all countries, starting with developing countries, 
against national, international, and global health risks.

Section covering the related performance: Customer Orientation

Sustainable Development Goal 3: Good Health and Well-being

We believe in the need for a fair and inclusive education system to increase economic prosperity. That is why we are investing in developing 
our employees and our ecosystem and contributing to the quality of national education with our social responsibility projects.

Secondary Objectives

4.4 Increasing technical, professional, and entrepreneurial skills

4.5 Ensuring gender equality in education

4.7 Increasing knowledge in the field of sustainable development

4.a Making education environments inclusive

Section covering the related performance: Corporate Social Responsibility Efforts, Employee Competency Development

Sustainable Development Goal 4: Quality Education
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We believe that including women and girls in economic and social life is one of the most important elements of sustainable development. 
We are implementing many projects and practices to ensure gender equality. We share our approach to social gender equality with all our 
employees, customers, business partners, and suppliers.

Secondary Objectives

5.1. Ending all kinds of discrimination against women and girls anywhere in the world

5.5. Securing women’s full and effective contribution to the decision-making processes of political, economical, and social life and 
providing equal opportunities for women to become leaders at all levels in decision-making mechanisms.

5.a. Making reforms so that women can enjoy equal rights in line with national laws in such areas as access to economic resources, 
owning land other types of property and having control over this, and access to inheritance and natural resources.

5.b. Improving the use of activating technologies such as information and communication technologies to advance the empowerment of 
women.

5.c. Enacting and strengthening robust policies and legally enforceable regulations to advance social gender equality and empower 
women and girls at every level.

Section covering the related performance: Social Gender Equality, Corporate Social Responsibility Efforts

Sustainable Development Goal 5: Gender Equality

How Do We Create Value?

Contributions to the Goals of Sustainable Development

At Anadolu Sigorta we support inclusive business models and aim to have economic prosperity shared by all segments of society. We develop 
products and services that encompass all segments of society. We consider increasing insurance literacy and integrating ESG factors into all 
our business processes among our business priorities. 

Secondary Objectives

8.2: Increasing the created economic added value

8.3: Increasing qualified employment

8.4: Achieving economic growth without consuming environmental resources

8.5: Creating employment for all segments of society

8.6: Increasing youth employment

8.7: Preventing forced labor and modern slavery

8.8: Protecting employee rights

Section covering the related performance: Business Ethics and Compliance, Partnerships for Sustainability, Responsible Insurance 
Processes, Supply Chain Management

Sustainable Development Goal 8: Decent Work and Economic Growth

We believe the insurance industry can act as a catalyst in the transition to the green economy. With our approach to responsible insurance, 
we are integrating ESG factors into all our strategic decision-making processes and working to reduce the environmental impact of our 
operations.

Secondary Objectives

13.1 Increasing resilience to climate-related hazards and natural disasters

13.3 Increasing knowledge about climate change and adaptation

Section covering the related performance: Climate Action

Sustainable Development Goal 13: Climate Action

We believe that our established approach to corporate governance and business ethics is what underpins our corporate success. We 
are defining our approach to combating bribery and corruption with written rules. We expect all our stakeholders starting with our 
employees and our suppliers and business partners to adopt our ethics approach. 

Secondary Objectives

16.5: To significantly reduce all kinds of corruption and bribery

16.6: To developing effective, accountable, and transparent institutions at all levels

16.7: To have accountable, inclusive, participatory, and representative decision-making at every level.

16.b: To popularize and implement non-discriminatory laws and policies for sustainable development

Section covering the related performance: Ethical, Agile and Transparent Management, Partnerships for Sustainability

Sustainable Development Goal 16: Peace, Justice and Strong Institutions

We believe that many institutions need to work together to achieve Sustainable Development Goals. That is why we at Anadolu 
Sigorta have signed and support many local and global voluntary initiatives. 

Secondary Objectives

17.9: To increase international support, including the North-South, South-South, and triangle collaborations, so that effective 
and target-oriented capacity development can be implemented in developing countries in support of national plans to ensure 
that all sustainable development targets can be implemented

17.14: To improve policy compliance for sustainable development

17.16: To enhance Global Cooperation for Sustainable Development in the complement of multi-stakeholder partnerships that 
share and mobilize knowledge, expertise, technology, and financial resources in support of achieving sustainable development 
goals in all countries, starting with developing countries.

17.17: To encourage and popularize effective public, public-private, and civil society partnerships by making use of 
partnerships’ experience and resource-creation strategies.

Section covering the related performance: Supported Sustainability Initiatives. Anadolu Sigorta Integrated Sustainability Model: 
We Win Together

Sustainable Development Goal 17: Partnerships for the Goals
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Responsible Insurance 

Customer Orientation 

Ethical, Agile, and Transparent Management 

Our Objectives

• Higher profitability
• Effective management of sales channels
• Developing direct customer relations processes
• Organizational agility
• Increasing the number of products and services 

that support Sustainable Development Goals
• Providing easily accessible services and 

supporting business models for start-ups that 
want to develop or offer insurance solutions

• Digitizing our insurance intermedaries

• Developing Robotic Process Automations 
(RPA) and straight through processes

• Perfection of decision support systems
• Development of Robotic Process Automations 

(RPA) and straight-through processes
• Use of artificial intelligence in customer 

support services
• Building customer insights on rich data
• Effective use of data effectively in risk 

management, modeling, and validation
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2,696,771 
Number of 
individual 
customers

Number of people
who obtained their
first insurance from
Anadolu Sigorta in 

2022 796,406

17,017 
person-hours of 
training given to 

agencies

TRY 10.7 
million Revenue 

from innovative 
products

165,169 
Number of 
corporate 
customers

TRY 369.1 
Million

Revenue from 
sustainability-
associated 
products

TRY 870 Million
Value of 

sustainability-
associated 

Eurobonds in the 
Portfolio

Operational Sustainability

The insurance industry is one of the fastest adapting 
sectors to digitalization. Digitalization in both customer 
communication channels and operational processes gives 
companies a significant competitive edge.

At Anadolu Sigorta we are adopting an approach to 
insurance that is human-oriented, digital, easy-to-use, 
and paper-free. In line with this, we are making digital 
tools and processes more widespread in our activities, 
and playing a pioneering role in the sector in integrating 
big data, robotics, artificial intelligence, telemetry, and 
advanced mobile technologies into service processes. 
At the same time, we aim to reduce the environmental 
impact of our operations. We meticulously monitor the 
effects of the digitalizing world on our new products and 
services; we are developing products and services that are 
compatible with technological trends affecting insurance.

We are defining seamless digital journeys that customers 
can use on their smartphones and computers for all the 
transactions they need to make in their daily lives. As 
part of this, we aim to offer our customers the fastest and 
easiest solutions on all our digital platforms. 

We are conducting influencer marketing activities with the 
digitalization we have integrated into our marketing and 
customer relations processes, increasing our recognition 
among social media users, and gaining customers with 
our campaigns specific to this channel. We are developing 
apps that will increase the share of digital channels in our 
sales.

We are carefully managing the cyber risks inherent in 
digital transformation. We are unconditionally complying 
with the data privacy regulations we are subject to. 
We are strengthening our digitalization road map with 
internationally accepted technologies, standards, and 
security technologies.

Insurance in the Digital EraHighlights
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Digitalization Road Map

At Anadolu Sigorta digitalization is being handled 
by following a multi-pronged and holistic strategy. 
Digitalization covers products, services, channels, and 
business models, and is carrying us into the future with 
more robust steps. With it, we aim to maximize the 
efficiency of our existing sales channels and business units 
and provide our customers with access to products and 
services as quickly and effectively as possible. 

We set our strategic objectives for digital insurance with 
the vision of being the most preferred company that offers 
the best digital journey in insurance and related product 
sales and services with the support and participation 
of all the company’s departments and the solutions and 
collaborative efforts it has made based on customer 
experience and needs. 

Digital Agency Platform (DAP)

We in Anadolu Sigorta are working on digitalizing the 
agencies we work with. As the first company in the 
Turkish insurance industry to make online sales through 
direct channels and via agencies, our digitalization efforts 
include designing websites on which agencies can make 
sales. 

With the Digital Agency Platform (DAP) project, we enable 
agencies to sell individual insurance products on their own 
websites.

Operational SustainabilityOperational Sustainability

Insurance in the Digital Era

Digital Products and Services

In 2022, we continued improving the user experience 
in all our digital products and services and enriching it 
with new functions. Our corporate website was visited 
8,136,494 times in 2022.

Penny Bank (Kumbara) Points and Digital 
Onboarding

Our “Digital Onboarding” project has been started, which 
will give our customers easy access to our apps, and the 
“Penny Bank Points” project, which will give customers 
better prices and payment opportunities and is planned to 
be implemented in phases in 2023.

Furthermore, 

•	 the Corporate Website, Anadolu Sigorta’s largest 
digital sales channel and the face of the company that 
customers see, has been renewed.

•	 Work has begun on renewing our Personal Online 
Branch, operating on our corporate website. The project 
to bring Anadolu Sigorta’s desktop and mobile digital 
platforms together under the same back-end and design 
shall be completed in January 2023.

Other Applications

We are continuously developing sales alternatives on 
social media channels. We can make tailor-made smart 
offers on our WhatsApp channel while integration with 
Sigortam Cepte lets us sell policies to customers with the 
specially prepared link. 

We are continuing full speed with services on our 
WhatsApp channel such as reporting, motor insurance 
renewal, MTPL and foreign travel insurance, personal 
accident offers, and policy viewing, Supplemental Health 
Insurance sales on Instagram, and policy sales via our 
Call Center.

Robotic Process Automation 

Effort on making Robotic Process Automation (RPA) more 
widespread continued. Ideas for increasing both financial 
and efficiency benefits were considered, and 25 ideas were 
put into practice. We currently have 87 different processes 
actively working on the AS’lı platform, Anadolu Sigorta’s 
metal collar employee. A total of 84.4 million processes 
were carried out in 2022. The Robotic Process Automation 
Award System was implemented and two employees 
whose proposals were implemented received an award. 
In addition, the Robotic Process Automation Catalog was 
drawn up and the monthly RPA report’s content was 
updated.

Sigortam Cepte (My Insurance on my Mobile)

We offer many services to our customers as self-service 
on our digital channels. This means that our customers 
can do many transactions themselves without needing an 
intermediary. Our Sigortam Cepte mobile app provides 
access to insurance sales, offers, and assistance services. 
The project to transform our service with Anadolu 
Sigorta’s largest mobile app was completed in 2022. 

Juno

We developed and started selling the “Başka Kasko” 
product on Juno, the app we developed for the younger 
generation and which was downloaded 15,396 times in 
2022.

Sağlığım Cepte (My Health on my Mobile) and the 
Health Center  
The Sağlığım Cepte app gives our insured easy access 
to such information as their medical history, instant 
authorization status, contracted institutions, policies, and 
coverages. The desktop version of Sağlığım Cepte was 
implemented on the website in 2022. Our Sağlığım Cepte 
mobile app offers customers an online examination flow 
and development of the billing flow is completed on the 
Health Center website.

Our Objectives:
•	 Coordination with the Türkiye İş Bankası Group’s 

Digital Strategy,

•	 Strengtening our presence on digital platforms,

•	 Integrating artificial intelligence into business models,

•	 Creating added value usıng data analytics,

•	 Providing the workforce the new competencies it will 
need.

Number of users as of the end of 2022
İş Ortağım		  :  545
Sağlığım Cepte		 : 138,974
Juno			   : 15,396
Riskcep (Risk Mobile)	 : 1,392
Sigortam Cepte	 : 161,491
Ofisim Cepte		  : 3,850

Digital Insurance Committee

The Board of Directors manages the digitalization strategy 
at Anadolu Sigorta. An organizational body covering 
everything from Senior Management to specialist units 
has been established to conduct the work to prepare for 
digitalization and the requirements of the digital economy. 
Affiliated to the Board of Directors, the Digital Insurance 
Committee’s members include 3 members of the Board 
of Directors. The Committee is responsible for putting 
forward the company's policies and strategies for digital 
insurance and for following up the work carried out.
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PAS

The process management application, PAS, is a platform 
we use to carry the processes that take place in the 
workflow between agencies-sales offices and Head Office. 
The aim of the PAS app is to process and finalize requests 
or return them to the agency within a certain time from 
the moment they are entered. A total of 968,045 request 
flows were made on PAS in 2022.

İş Ortağım (ASIO)

We developed the İş Ortağım(ASIO) app for appraisers 
and damage claims suppliers to speed up damage 

Innovation

At Anadolu Sigorta, we aim to meet not only our 
customers’ current needs but also their future needs. To 
this end, we are creating a significant competitive edge 
by providing the best service with innovative products 
as a result of the regular measurements we make of 
customer expectations plus market research and a careful 
assessment of global trends.

We have made TRY 12.6 million in revenue from the 
innovative products we placed on the market in the past 3 
years.

Operational SustainabilityOperational Sustainability

Insurance in the Digital Era

Examples of projects that used artificial 
intelligence, big data, and machine learning in 
2022:

•	 Policy comparison in the Motor and Health branches: 
Policies are compared using image processing and 
natural language processing technologies.

•	 Smart Notice of Loss: Customers send in photographs 
damage to the vehicle is estimated by assessing the 
damage from the image; the claims process is then 
guided with some additional questions.

•	 Policy Purchase (WhatsApp and Telegram) Proposals 
received over WhatsApp and Telegram can be 
converted into policies.

•	 STP (Straight Through Processing): This is used 
to automatically pay the invoices from contracted 
medical institutions without human intervention.

Artificial Intelligence, Big Data, and Machine 
Learning

At Anadolu Sigorta, we believe that artificial intelligence 
and big data applications are going to improve our 
services and processes. This is why we are utilizing these 
technologies in many of our projects. We made use of 
artificial intelligence, big data, and machine learning in 
many of our projects in 2022. 

Our Innovative Products:
(Biletim 
Güvende) My 
Ticket is Safe 
Insurance

(Patim 
Güvende) My 
Pet is Safe 
Insurance

(Telefonum 
Güvende) My 
Phone is Safe 
Insurance

Başka 
Kasko 
Insurance

Support for Intrapreneurship

Our approach to innovation welcomes creative ideas from 
our employees and we carefully evaluate suggestions. 
We established our Intrapreneurship Unit in 2022. 
We prepared the Brand, Patent, and Domain Name 
Guidelines and the Intrapreneurship Guidelines. We 
made in-house announcements as part of this work. We 
are going to continue working on the Intrapreneurship 
Program in 2023 as well.

Awards We Received for 
our Digitalization Efforts

“Captains of Technology” awards. The AS’lı Damage Assessment from Image Project
wins first place in the “Innovation Project of the Year” category and third place in the “Digital 
Transformation Project of the Year” and 
“Cost Improvement Project of the Year” categories
 

The “Juno” mobile app wins an award in the
“Customer Experience Transformation  category in the 
“Celent Model Insurer 2022” contest, one of America’s most prestigious technology awards.

Organized by the global awards organization Awards International, the 
Turkey CX Awards 2022 Customer Experience Awardssees the “Juno - next-gen insurance platform” 
win Gold in the “Product/Service Development” category and bronze in the“Placing the Customer at 
the Heart of Everything” and
“Best Customer Experience Development Strategy categories

At the Smart-i Awards, the AS’lı Damage Estimation from Image Using AI Project wins the  
Gold Smart-i award and the SOBE - Fraud Detection Platform project wins the Silver Smart-i award

assessment procedures. Using this app, our claims 
suppliers can examine the files sent to them and carry out 
their work digitally.

MİP

The Customer Communication Platform (MIP) is our app 
for managing all non-operational requests and complaints. 
We use the MIP to track all requests, complaints, 
satisfaction comments and suggestions sent by customers 
over different channels on a single app. A total of 800,861 
requests and 78,614 complaints were managed on the MIP 
in 2022.
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At Anadolu Sigorta, we are spreading our brand’s values, 
which equate to reputation in our industry, throughout 
our entire supply chain. We are improving the way our 
agencies and business partners do business and increasing  
insurance literacy.

Development of Agencies And Business Partners

At Anadolu Sigorta, we serve millions of customers with 
2,778 agencies nationwide. We expect our agencies to 
adopt the same business ethics we have and the same 
understanding of outstanding quality of service. To this end, 
we hold regular training to increase our agencies’ quality 
of service, convenience, and efficiency, and we support the 
development of our business partners’ employees.

We organize comprehensive training courses to increase our 
agencies’ business success and improve their performance. 
We organize these courses under two headings, namely, 
Agency Training and Product Training. Under the Agency 
Training Program, we provide production, accounting, 
reporting, product, and screen training. We also help 
agency staff get theoretical training by assigning training 
on various topics via the training portal. 

Responsible Insurance

Operational Sustainability

We have a total of 2,278 agencies throughout Türkiye 
including 2,667 professional and 51 corporate, and 
114 brokers. We provide services in 1,121 branches of 
Türkiye İş Bankası, which we are a subsidiary of, and 837 
branches of the 7 banks we have agreements with.

Robocop Agency Project

We carry out studies aimed at accelerating digitalization 
and digital transformation in agencies. We provided 
training to selected agencies last year in the project 
called “Robocop Agency Project” in collaboration with 
such institutions as BAUSEM, and TSEV. We also set 
up the “Digital Council” to obtain the agencies’ opinions 
and suggestions following the training and to preserve 
communication dynamism. The project continued with 
different agency groups in 2022 as well and ended 
in September. We are going to continue the “Digital 
Council” activity in 2023 as well to obtain agencies’ 
opinions and suggestions and to remain dynamic about 
the topic.

“Genç Anadolu (Young Anadolu)”

With the Young Anadolu Project, we aim to contribute 
to our industry by bringing in new, young agencies and 
to further strengthen our network of qualified agencies. 
Strengthening our agency channel is crucial for bringing 
added value to the insurance industry. We want to reach 
out to young people who want a career in insurance 
and to help make their dreams come true. We set up 
11 new agencies nationwide under this project in 2022. 
The “Young Anadolu Project” will continue in 2023 with 
Phase 2.

Youth Council

We set up the “Youth Council” in 2022 to increase the 
sense of belonging felt by the young shareholders of 
the agencies that have been working with us for many 
years, to make them well versed in the procedures, to 
increase their insurance knowledge, and to revise our 
Company’s practices by listening to the next generation’s 
opinions and assessments. Under this project, we held 
two physical meetings in June, the council was included 
in the “Robocop Agency Project” in September, and we 
launched a series of 6-month certified training programs 
in October.

Acente BizBize

We launched the “Acente BizBize” project in 2022 to 
increase communication between our agencies and our 
Company and to bring our agencies closer together. This 
is a mobile app for sharing written and visual posts. It 
allows agencies to follow one another. Our Company 
can give information online about its practices and our 
agencies can follow all of this on their mobile phones with 
instant notifications.

In 2022, we provided our agencies 17,017 hours of training.

We pay frequent visits to our agencies, our most 
important stakeholders, during the year to strengthen our 
relationship with them and we get together with them 
in order to exchange ideas at Regional and Traditional 
Agency Meetings. We hold special meetings called Agency 
Advisory Board where we encourage our agencies to play a 
more active role in our processes. 

We use the meetings and satisfaction surveys to collect our 
stakeholders’ questions, demands, and suggestions. After 
the meetings, we share this feedback with our Managers, 
assess it, and draw up appropriate action plans. We then 
get to work actualizing the plans that are approved by the 
Executive Committee. As part of this, we carried out lots 
of visits and organized meetings with the participation of 
our Executive Committee members during the reporting 
period. We plan to continue holding more such meetings in 
2023 as well. 

We saw that the basic problems communicated to us by 
our agencies in 2022 were system errors and operational 
procedures, so we started working on preparing the 
necessary action plans. 

In addition to the opinions of our agencies, improving their 
performance is one of our priorities. We conduct overall 
performance evaluations for our agencies twice a year. 
We regularly conduct audits with the Board of Auditors to 
check agency compliance with our working principles.

Communication With the Agencies

Agency Advisory Board (ADK) Meetings: These are 
meetings held specific to a certain branch or product with 
competent agencies. We use them to obtain the agencies’ 
opinions, suggestions, and overall assessments, then we 
revise the products or branches accordingly. We held 
separate meetings with single and multiple Anadolu 
Sigorta agencies in October 2022.

Surveys: We conduct surveys annually or periodically 
as needed. We analyze the results of all these surveys 
and report them to the Executive Committee. We inform 
the relevant agencies and their respective Regional 
Directorates about the adjustments made.  

We conducted a survey with all our agencies in 2022 to 
assess all our Company's Directorates, units, business 
processes, and service channels. We also conducted 
a satisfaction survey for damage claims and 172 of 
our agency users responded. We conducted an agency 
communication survey (regarding assistance services) in 
September, and 701 of our agency users responded. We 
shared the answers with our Technical Directorates and 
reported the survey content and the topics on which action 
was taken to our Executive Committee.   We conducted an 
“Agency Satisfaction Survey": with 1,712 agencies in April 
2022 and reported the results to the relevant Directorates.

Regional Agency Meetings: Our regional agencies hold 
meetings once a year every year attended by our Executive 
Committee. 

Traditional Agencies Meetings: These are 3-day meetings 
held every year with our top-tier agencies (200 agencies). 
We conduct workshops with the agencies and listen to 
their opinions, suggestion, and assessments. 

Meetings With Specific Group Agencies: Meetings held 
according to agency type. A meeting was organized in 
September with our agencies that had entered the Shining 
Star Segment in 2022.

Meetings for Mutual Development: These are meetings/
organized events for a specific project held with agencies 
suitable for the project in question and aimed at mutual 
development. We established the “Youth Council” with 
the new owners of our 21 experienced agencies being 
handed over to the second or third generation in 2022. 
The goal here was to increase the new generation’s sense 
of belonging and their levels of knowledge and insurance 
awareness, and to collect their assessment about our 
Company’s practices. 

Agency Visits: Our managers, the Extended Executive 
Committee, and our officers in charge of agencies 
continuously visit the agencies in person. They listen to 
our agencies’ assessments and demands during these 
visits and forward them to the relevant Directorates.

Our agencies can forward their personal assessments at 
any time via the portal, e-mail, MIP, and PAS. 

We analyze all this feedback and pass it on to the relevant 
Managers. We obtain their opinions, particularly on 
the forwarded topics, and report them to the Executive 
Committee. We then forward the adjustments made to our 
agencies and their respective Regional Directorates.

Stakeholder School

We implemented the AS Academy project in partnership 
with Sabanci University. Under the Academy, we opened a 
school called the “Stakeholder School” for our agencies. This 
school gives training to our agencies and their staff depending 
on their level of need in such areas as product, branch, and 
personal development and certifies them. This practice 
continued with both remote and face-to-face training in 2022. 

KÜP

The KÜP (Winning Product Package) system, the 
campaign module we brought online in 2021, allows each 
agency to create its own campaign package using the 
products, targets, and awards it chooses based on the 
size of its portfolio, and generate additional income. We 
continued with this project in 2022 by expanding its scope 
and content. 

Sadece AS (Just AS)

We continued with the “Just AS” practice, which increases 
the competitive power of our agencies that have exclusive 
agreements with Anadolu Sigorta. This allows our 
agencies to receive additional monthly payments based on 
the number of years they have worked.
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Responsible Financial Investments

At Anadolu Sigorta, responsible investment is a 
fundamental step in creating value for both the Company 
and society. This is why we consider the environmental 
and social impacts of our investments.

We carefully manage the environmental, social, and 
business ethics effects of our fund management activities 
with our Responsible Investment Policy. Our Responsible 
Investment Policy does not only preserve and improve the 
value of our investments, it also encourages spreading 
responsible investment practices throughout the industry.

Responsible Insurance Processes

The most fundamental responsibility insurance companies 
have for the sustainable economy is to integrate 
environmental, social, and government (ESG) factors into 
their insurance processes. This is one of Anadolu Sigorta’s 
strategic priorities.

The Environmental and Social Impacts Management 
Policy provides a framework for identifying, assessing, 
and managing environmental and social risks in 
insurance processes. This policy is intended to inform all 
stakeholders about how environmental and social risks are 
managed.

Responsible Insurance

Operational Sustainability

We announce our products and services in our monthly 
customer bulletins in clear and easy-to-understand terms. 
We attend various events and answer questions about our 
products. By collaborating with many brands outside the 
industry, we continue to provide information on insurance 
products through different channels and help develop 
insurance awareness. 

In recent years, in particular, we have been reaching out 
to different segments of society on social media using 
the Influence marketing technique, which has started 
being used more effectively and more frequently. We help 
develop awareness by using influencers to promote out 
insurance products.

Our senior management took part in many TV and radio 
programs and conferences in 2022. We ran interviews 
prepared for the Motor, Fire, and Health branches in 
cooperation with the Haber Türk TV channel and handed 
out books to raise insurance awareness in cooperation 
with Wise Academy. We are continuing to donate a specific 
proportion of our premiums to HAÇİKO as part of My Pet 
is Safe, one of the products we promote at various events.

As of 2022, our investment portfolio contains Eurobonds 
worth TRY 870,045,775 million in compliance with 
sustainability criteria.

You can access our Responsible Investment Policy from 
our corporate website.

What Kind of Job is This?

We have written this 
book to satisfy the 
curiosity of kids who ask 
“What Kind of Job is 
This?” It aims to explain 
to kids what insurance 
is, what it is good for, 
and what an insurer 
does. 

Greater insurance awareness is as an important step in 
taking our national economy forward as it is the key to 
a stable life for individuals. As Türkiye’s largest native 
insurance company, we are aware of our responsibilities 
in generating insurance awareness at an early age and 
making sure that future generations are better prepared 
for risks in life. To this end, we are working on raising 
awareness with this book we have written for children 
aged 7 and over to be read with parental guidance.

Anadolu Sigorta in Collaboration with 
BlindLook for a More Accessible World

Working together with BlindLook, we aimed to make the 
website accessible to all. The new Anadolu Sigorta website 
was redesigned using Audio Simulation technology 
allowing users to obtain information and carry out 
transactions easily using voice commands. Established 
in 2019 to create a 100-percent sound-oriented world, 
BlindLook uses freedom technologies to make the products 
and services of brands accessible to 285 million visually 
impaired people all over the world.

As an institution that aims to integrate the United 
Nations Sustainable Development Goals into its insurance 
processes, we care about ESG impacts and are committed 
to taking responsibility in these areas. To this end, we set 
up a system in 2020 that oversees economic sustainability 
as well and environmental and social sustainability in our 
insurance and fund management processes. We identified 
the activities that we cannot insure under the ESMS 
(Environmental and Social Management System). We 
plan to expand these industries in the period ahead. We 
take care to support projects aimed as environmentally 
and socially beneficial activities as a key part of our ESMS 
process. 

We monitor certain industries that can pose an 
environmental and social risk during the risk assessment 
phase of our insurance processes within our portfolio. 

You can access our Environmental and Social Impacts 
Management Policy from our corporate website. 

Insurance Literacy

At Anadolu Sigorta, we continually review our system and 
processes so that our products are comprehensible, and 
meet both needs and customer expectations. We believe 
that the effort we make in choosing products and services 
based on customer needs is what underpins their trust in 
us. This is why we develop projects to increase insurance 
literacy in our country.

We conduct specialized communication activities such as 
“It’s Good to Know”  “Question & Answer” story telling 
and gamified narration on our social media accounts to 
reach out to different segments of society in a bid to raise 
insurance awareness, and we carry out the communication 
and information activities that we prepare every month. 
We talk about our products prominent features on radio 
spots and in magazines, newspapers, and advertisements. 

Easy-to-Understand Understand Products and 
Services

We take care to use a language that is simple and easy 
to understand and stripped of technical jargon in all 
our communications with our customers. We continue 
to provide an easy and understandable service to our 
customers with our simplified content as part of our 
project to revamp the corporate website. 

In addition to being easy to understand, we organized 
many campaigns throughout the year to increase access 
to insurance and we intend to give broader segments of 
society access to insurance products by collaborating with 
various institutions. We are conducting studies with the 
aim of increasing demand for our insurance products by 
offering such benefits as gift cards that can be used in non-
insurance areas.

https://www.anadolusigorta.com.tr/Files/Sustainability/responsible-investment-policy.pdf
https://www.anadolusigorta.com.tr/Files/Sustainability/environmental-and-social-impact-management-policy-new.pdf
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Responsible Insurance

Products Associated to Sustainability

At Anadolu Sigorta, we develop products and services that can serve every segment of society, meet 
various needs, are inclusive, and support the transition to the green economy.

Our environmentally-friendly and inclusive products 2022 production (₺)

Başka Kasko 180,291
Electric Vehicle Motor Insurance 326,368,227 
My Pet is Safe Insurance Policy 1,710,037 
Personal Roof-Type Solar Energy Panel Insurance 36,473 
DEV Motor Insurance 40,385,142 
My Phone is Safe 382,092 

As Anadolu Sigorta, we care about raising young people’s 
awareness of the insurance system. We are developing 
products and services suitable for people who are taking 
out insurance for the first time. 

A total of 796,406 took out their first insurance with 
Anadolu Sigorta in 2022. 

Revenue from sustainability-associated products came to 
TRY 369.1 million.

We are making a positive contribution to not only our 
environmental performance but also the national economy 
with our work encouraging repair rather than new parts. 
We are contributing to the circular economy by making 
“Part replacement rate” one of the performance criteria for 
contracted servicing. We are also working with companies 
certified by the Ministry of Environment, Urbanism, 
and Climate Change to put replaced parts back into the 
national economy.

We provide coverage for environment-related topics with our agricultural insurances, farmer protection personal accident insurance, and our coastal facilities sea 
pollution compulsory liability insurance and compulsory liability insurance for hazardous materials and hazardous waste.

Sustainable Support for Customers Intending to Use 
Solar Power for Their Home’s Electricity

With the need for sustainable energy growing each day, 
we are continuing to offer special advantages to our 
customers in this field. As part of our new campaign, 
being run in collaboration with Solarçatı (Solar roof), we 
are offering discounts on solar panel installations for our 
customers who intend to save money and use clean energy 
by generating electricity for their homes with solar power. 

Personal Roof-Type Solar Energy Panel Insurance 

The upper limit of the sum insured in our product 
that covers the solar panels installed on roofs and that 
generate electricity rose from EUR 10,000 to EUR 50,000 
in 2022. The total power was revised from 10 kw to 25 kw 
and the deductible note was updated.

Operational Sustainability

Customer Orientation

At Anadolu Sigorta, we are setting up all our systems 
and processes to be customer-oriented to create easy 
and trouble-free journeys for our customer. We use the 
customer feedback we collect from various channels as 
inputs for our improvement processes. We stand apart 
with our personalized possibilities and process designs as 
part of our 360° Customer Analytics studies.

Customer Experience and Satisfaction

We aim to offer the best possible service to our customers 
in all our processes. We design customer experience 
journeys and conduct review and improvement studies 
using interactive methodologies to preserve our customer-
oriented approach. We periodically meet with parties 
that are in contact with customers and the relevant 
stakeholders to this end. We support this process with the 
overall assessment surveys we make. 

We measure the satisfaction in our assistance service 
processes. We measure digital behaviors and update our 
digital platforms as required.

We operate the Customer Satisfaction Management 
System in accordance with the ISO 10002 Standard to 
produce solutions and respond to the complaints we 
receive with a customer-oriented approach. Our customers 
can forward their feedback and complaints to us directly 
over such channels as the Call Center and email. 
Complaints forwarded via complaints services and social 
media are recorded and replied to. We keep track of our 
shortcomings using the Sprout Social app we implemented 
to be able to track requests and complaints received over 
social media platforms, and we report our records to the 
Ministry of Treasury and Finance. Our system is audited 
by independent auditors. We send satisfaction surveys 
to our customers who have received our Motor Claims, 
Residential Claims, Health Provision, Advantageous 
Network, and On-site Laboratory services and our 
customers who have filed complaints with our Company, 
and we share the results with all the relevant units every 
month. 

We became the most reputable insurance 
brand!

In 2022, we were registered as Türkiye's Most Reputable 
Insurance Brand in the Turkish Reputation Academy 
Awards and became the most preferred and trusted 
insurance brand in the eyes of young people.

MaleFemale

76%24%

Our Individual Customer Portfolio

A total of 800,861 requests and 78,614 complaints were 
forwarded to use on various platforms in 2022. We report 
the requests and complaints and the offered solutions to 
Senior Management monthly. We set average solution 
deadlines for each category of request and complaint and 
track them.

Our customer satisfaction score for 2022 was an average of 
40% (NPS -- Net Promoter Score).
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Customer Orientation

Up-to-date Customer Data

In line with our responsibility toward our customers and 
all our stakeholders, it matters a great deal to us that 
the data for our insured is up-to-date and verified. Our 
greatest priority is knowing our customers so we can 
address customer orientation at the highest level in all our 
operations and to touch them at the right time and point. 

To this end, we increased the rate of verified contact 
information for our customers’ contact details in 2022. 
Excluding compulsory products, the rate of confirmed 
phone numbers among our personal policyholder 
customers came to 80% in 2022. We are taking all kinds 
of systemic precautions when it comes to ensuring the 
accuracy and up-to-dateness of all personal data and 
contact information, protecting it, and processing it in a 
limited and measured manner.

Confidentiality of Information

Cyber-security threats are one of the most important 
risks accompanying rapidly advancing technology and 
digitalization. Cyber-risks increased with the change in 
working conditions and the switch to working from home 
and this is why cyber-risk insurances have become more 
prevalent today.

The Information Management Systems Policy is the basis 
for managing IT risks. In addition, the version of the 
Control Objectives for Information Technologies (COBIT) 
published by the Information Systems Audit and Control 
Association accepted by our Company’s Board of Directors 

forms the basis for generally accepted information 
technologies frameworks risk monitoring activities. The 
associated risks are monitored in connection with the 
Company’s IT processes and in the form of sub-risks. The 
sub-risk headings associated with each risk, the methods 
for monitoring them, and risk indicators are identified 
and periodically updated. Risks and units associated both 
directly and indirectly with information technologies even 
if not defined inside IT risks are included within the scope 
of IT risk monitoring activities.

Information security risk is defined as the risk of 
inadequately/incompletely applying policies and standards 
related to infrastructure and application security, failing 
to eliminate security gaps, and failing to ensure the 
confidentiality, integrity, and accessibility of data due 
to improper access and authorizations in information 
systems. We follow up the results of the penetration tests 
carried out at various periods with a weakness scanning 
application to detect cyber risks in our Company, scan 
for weaknesses, and monitor parameters and we apply 
comprehensive information security processes.

We carried out penetration tests on our application and 
system infrastructure components in 2022 to identify 
and eliminate security weaknesses and cyber risks as 
part of our efforts to strengthen information security. We 
also commissioned a three-point detection tool to detect 
suspicious behavior on our user computers and servers 
and examine them in depth.  We made announcements, 
posts, and phishing tests aimed at informing users. No 
complaints were filed with the Board of Auditors in 2022 
for breach of information confidentiality.
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Ethical, Agile, and Transparent Management 

Our Management Approach

The principles of transparency and accountability lie at 
the heart of our corporate governance approach in Anadolu 
Sigorta. The Corporate Governance Principles published 
by the Capital Market Board is our guide here. 

We share the Corporate Governance Compliance Report 
and Corporate Governance Information Form, which we 
publish every year, with the public along with our level 
of compliance with these principles. Trading on Borsa 
Istanbul, (BIST) the Turkish stock exchange, Anadolu 
Sigorta is listed on the BIST Sustainability, BIST Star, 
and BIST Dividend 25 Indices. Our Company is subject to 
Corporate Governance Rating every year. 

Anadolu Sigorta Board of Directors is responsible for 
managing Company activities at the highest level. The 
Board of Directors consists of nine members including three 
independent members. Four women serve on the Board 
including the Chair. The CEO and Chairperson of the 
Board positions are occupied by different people. The CEO 
is the only member of the Board in an executive position.

There are various sub-committees so the Board’s 
duties and responsibilities can be run efficiently. These 
committees are the Corporate Governance Committee, 
Audit Committee, Early Detection of Risk Committee, and 
Digital Insurance Committee. The Corporate Governance 
Committee fulfills the duties of the Nominating 
Committee and the Wages Committee. All the committees 
are chaired by the independent members of the Board of 
Directors. Chaired by the CEO, the Executive Committee 
consists of eight members and is responsible for 
implementing the strategic objectives determined by the 
Board of Directors.

You can obtain detailed information about our Corporate 
Governance structure and approach from our 2022 Annual 
Report. 

You can obtain detailed information about our Board of 
Directors and Committees from our Annual Reports and 
our corporate website.

Business Ethics and Compliance 

Providing trust and stability in the insurance industry, 
raising the quality of service, and preventing unfair 
competition and transactions and practices that could 
harm the economy are of paramount importance. In line 
with this, legal compliance is an extreme priority working 
area for insurance companies. We conduct all our work 
in full compliance with the laws and regulations that 
regulate insurance activities. All our departments are 
responsible for legal compliance processes. Compliance 
is part of risk management and internal control, and is 
managed with a proactive approach.

Our Company has created a “Ethical Rules and 
Implementation Principles” policy to shed light on all 
the transactions we carry out, behavior, and decisions 
made during all our activities. In addition to the existing 
laws and regulations, this policy also contains the 
professional code of ethics that needs to be followed in 
our relations with our customers and other stakeholders, 
the enforcement principles, and the measures to be taken 
in the event of non-compliance. The purpose of the Code 
of Ethics and Implementation Principles is to define the 
ethical principles and standards that must be followed 
by the managers and staff at all our sales channels when 
performing their duties and responsibilities. At the 
same time, it aims to raise awareness, sensitivity and 
consciousness when it comes to business ethics and to 
guide all parties in the business processes to act not only 
with legal and commercial responsibility but also with 
ethical responsibility. 

Anadolu Sigorta and all its members avoid all behavior 
that would erode the values of compliance with the laws 
and code of conduct, justice, transparency, honesty, and 
trustworthiness and that could damage the reputation of 
the company and the insurance industry. No employee 
can be held responsible for any commercial loss incurred 
by the company for refusing to take part in bribery and 
corruption.

The level of compliance with the Code of Ethics is audited 
during internal audits. In-house regulations state the 
methods for taking corrective action if non-compliance 
is detected, the disciplinary practices to be applied if 
necessary, and business units and bodies that are to 
conduct these activities. All our employees are informed 
about these regulations.

Operational Sustainability

Special trainings are held regularly for our employees 
to learn about and also to adopt the Code of Ethics. This 
training also includes such topics as obligations relating 
to the prevention of misconduct, bribery, corruption, 
laundering the proceeds of crimes, and financing 
terrorism. In addition, training is regularly allocated to all 
our Company’s employees by the Law on the Prevention 
of Laundering the Proceeds of Crime. All this training is 
given also to our colleagues who have just started working 
at Anadolu Sigorta.

The Internal Control and Compliance Directorate, 
affiliated to the Board of Directors, runs all the legal 
compliance activities we carry out inside Anadolu 
Sigorta. The entire organization including the Executive 
Committee members and the business unit managers 
carefully monitor and enforce legal compliance. The 
Internal Control and Compliance Directorate informs the 
relevant units if any new legislation is published or if any 
changes are made to current legislation, and monitors 
the actions taken. Legal compliance developments are 
reported to the Board of Directors and to Türkiye İş 
Bankası A.Ş., which we are a subsidiary of, with the 
quarterly published Compliance Reports. The Internal 
Control and Compliance Directorate also provides advisory 
support in line with the needs of the business units. 

No monetary fine was imposed in 2022 due to non-
compliance with the environment laws and regulation 
or non-compliance with the laws and regulations 
relating to anticompetitive behavior, forming trusts, and 
monopolization activities.

Anti-Corruption

All employees are given regular training to make them 
aware about combating corruption. 

In order to raise an awareness, training was given to all 
members of the Board of Auditors regarding the “Ethical 
Rules and Implementation Principles Policy”, the “Anti-
Bribery and Anti-Corruption Policy” and the “Gifts and 
Hospitality Policy” which constitutes our Company’s anti-
corruption policies and procedures.

Internal audit function operates to combat corruption and to 
prevent misconduct. By determining the risks of misconduct 
and corruption, it is ensured that people who are in charge of 
each subject monitor and manage the process.

In 2022, the Board of Auditors audited 13 processes, 10 
units, 3 service provider companies besides the examination 
of complaint management process 4 times and protection 

against catastrophic risks 4 times. The activities within the 
scope of these audits were carried out through the specified 
control components and some of these controls were aimed 
to expose the risks of corruption. There wasn’t any confirmed 
cases of corruption that were encountered in 2022.

Risk Management

Every premium created in insurance companies brings 
certain risks along with revenue. Being able to assess 
and manage these risks correctly ensures success. Risk 
management is important for insurance companies in 
ways that are different from other industries.

The highest-level risk management body in Anadolu 
Sigorta is the Early Detection of Risk Committee within 
the Board of Directors. Through this Committee, the 
Board of Directors determines company risk policies 
and sets out the procedures for applying them. The Risk 
Management Directorate was established in 2022 under 
the “Regulation on Internal Systems in the Insurance 
and Personal Pension Industries” and is affiliated to the 
Chairman of Internal Systems for administrative and 
functional purposes. Work is under way to structure our 
Company’s risk management activities in accordance with 
the Internal System Regulation.  

The risks that our Company is exposed to are monitored 
separately under the Insurance, Credit, Assets and 
Liabilities Management, Reputation, Strategy, and 
Operational risk categories at least quarterly. They 
are assessed independently of executive functions and 
their course is examined and monitored under different 
scenarios. The Early Detection of Risk Committee 
regularly reports the resultant findings to the Board of 
Directors and the CEO. The Board of Directors determines 
risk tolerances by considering long-term strategies, equity 
opportunities, the returns to be provided, and overall 
economic expectations, and sets out the risk limits. 

Reputation Risks

To determine the level of risk to its reputation that the 
Company could be exposed to, at the very minimum, 
perception and reputation survey results, the degree to 
which the products and services offered meet customer 
expectations, negative comments on written, visual, 
audio, and social media platforms, market value, the level 
of service continuity, sanctions applied and their effect, 
litigation against the Company, and risk-control analyses 
for processes are separately monitored and evaluated 
as a whole. The results of perception and reputation 
surveys, customer complaints, negative news on media 
platforms and similar matters of a cautionary nature are 

We Support the 
United Nations 
Global Principles 
Compact
(UN Global 
Compact) 

The UN Global Compact is the world’s largest corporate 
sustainability initiative. Anadolu Sigorta is committed to 
complying with the 10 principles of the Global Compact in 
all its activities.

https://www.anadolusigorta.com.tr/Files/YatirimciIliskileri/FinansalBilgiler/Annual_Reports/_AS_2022_ENG.pdf
https://www.anadolusigorta.com.tr
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monitored carefully. Each element relating to the level 
of reputational risk is monitored separately and/or en 
masse.  The Directorate reports the assessment results to 
the Board of Directors and the CEO every quarter. The 
relevant executive units are responsible for eliminating 
and/or mitigating the impact of incidents that could create 
the odd reputational risk and that could be encountered 
when conducting activities, and for carrying out surveys, 
analyses, and other studies to determine the Company’s 
level of reputational risk, whereas the Directorate is 
responsible for assessing reputational risk as a whole 
and reporting it. The Corporate Governance Committee 
also monitors the level of compliance with the corporate 
governance approach that forms the basis for reputational 
risk. All risks involved with problem management are 
managed within the framework of the relevant policies/
plans and emergency plans by sub-risk headings.

at informing all personnel so that these studies can be 
adopted. We participate in the events organized by the 
Business Continuity Institute (BCI), one of the world’s 
foremost institutions in the field of Business Continuity, 
through webinars and by sharing articles.

For details about our earthquake studies please visit the 
“Special Section: Earthquake Readiness” heading.

Agile Organization

Our Agile Transformation Journey that we embarked 
on at the end of 2021 to increase our ability to adapt to 
the conditions in the VUCA world, where volatility and 
ambiguity are dominant, continued apace in 2022 as well.

Our teams continued to produce value with an agile 
approach, a framework that goes beyond traditional ways 
of doing business and thought patterns and that advances 

Ethical, Agile, and Transparent Management 

Operational Sustainability

in small steps. Working on different topics and goals, our 
agile teams carried out different innovative projects. Our 
new “Başka Kasko” product was created by our agile teams 
and made available to our customers on the Juno app. The 
Başka Kasko product awards points for using one’s vehicle 
less than 500 km (300 miles) a month. It is an environment-
friendly product that supports reducing carbon emissions by 
encouraging people to use their cars less.

Hospital integrations have been achieved on our 
SağlığımCepte mobile app. We have also added “healthy 
life” functions such as medication and baby vaccination 
reminders, 7/27 video health advisers, and step counters.

Given that each of us at Anadolu Sigorta has a different 
voice and tone, we announced that we have created a 
brand new #harmony with all these voices and will be 
conducting our agile transformation studies under the 
name #harmony from now on. The #harmony efforts 
continue to be coordinated by the Agile Office.

Supply Chain Management

In supply chain management at Anadolu Sigorta, we select 
suppliers with working norms that parallel ours and we 
work together by forming good relations with them. We 
prefer local suppliers first in purchasing processes, where 
we take care to ensure supplier diversity. We work with 
a sustainable purchasing approach at every stage when 
conducting our purchasing work and we aim to give this 
process a more systemic structure in 2023 and to establish 
Supplier/Purchase Management Principles.

We provide all our new suppliers with general information 
about our working principles. We hold regular meeting 
and interviews with our current suppliers to discuss 
improvement and corrective actions. We hold private 
interviews with our suppliers who fail to meet the 
performance indicators specified in the contracts and 
we prepare methods to increase performance. We 
regularly assess our contracted services with performance 
assessment work and we work together on the areas 
where there is room for improvement. 

If any misconduct or legal non-conformity is detected in 
supplier operations, we take action ranging from corrective 
work based on the type of contract to terminating our 
cooperation, and we monitor the process.

Emergency Preparedness and Business 
Continuity

We operate a Business Continuity Management System 
(BCMS) to overcome the interruption caused by the threat 
in any emergency that could take place in our Company 
and get main operations up and running again as quickly 
as possible. We conduct business impact analysis and 
risk assessments for an effective BCMS, we determine 
the strategies to be followed in the event of any adverse 
situation that could interrupt business, and draft business 
continuity plans accordingly. 

We conduct Business Continuity drills to check the 
applicability of the Business Continuity Plans, to be 
prepared for any situation, and to raise awareness among 
our employees with the understanding of continuous 
improvement. We also conduct various activities aimed 



Climate Action

Approach to Combating Climate Change 

The Impacts of Climate Change on the Portfolio 

Reducing the Impact of Operations on the Environment

Our Objectives

•	 Integrating sustainability into business models
•	 Reducing the environmental footprint of 

operations
•	 Informing our customers about climate risks

•	 Using the most advanced methodologies 
when measuring climate risks

•	 Calculating climate risks by industry
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Reduction in 
total energy 

consumption  
10%

Reduction 
in electricity 
consumption

12.1% 

695 GJ in 
energy savings

+
▼

54.6%reduction 
in paper 

consumption 
compared to 2018

In the field of 
Renewable Energy 
Sources in 2022, our 
share in the industry 

came to 10% with 
coverage given to 

1,103 MW of 
installed power.

Prominent Facts

Climate change now occupies the lead ranks among global 
risks whose importance is growing despite increasing 
social awareness in recent years and the international 
studies carried out. The Global Risk Report published by 
the World Economic Forum (WEF) every year is one of 
the most comprehensive studies examining the mega risk 
trends expected to form in the global economy. This year’s 
report shows climate and environment risks to be among 
those risks that will have a major impact in both the long 
and short terms. The forecast for the next decade predicts 
that climate and environment risks will surpass other 
risks to become the highest priority risks. 

We in Anadolu Sigorta assess climate and environmental 
risks as an extension of our understanding of responsible 
insurance beyond the management of operational impacts 
with a different perspective born of our obligations as risk 
manager, risk carrier, and investor. We believe in the role 
of the insurance industry to transform the global economy 
during the transition to the low-carbon economy by first 
identifying then managing the risks associated with 
climate change. 

We see us playing three basic role in the combat against 
climate change: Minimizing the impact of our operations 
on the climate and the environment; improving our 
products and services accordingly as a business partners 
in our customers’ climate risk management processes with 
our role as insurer and re-insurer; supporting the green 
transformation with our investments.

We shall assess climate change and environment risks 
and implement practices and measures that will improve 
company performance in these areas. We shall continually 
monitor the performance we obtained as a result of these 
activities and report it to the relevant parties and the 
public. We reassessed our climate risks during the Carbon 
Disclosure Project (CDP) assessment process, which 
we participated in for the first time in this period, and 
classified them according to this systematic. We reported 

Approach to Combating Climate Change

the outputs created as a result of this work within the 
scope of the CDP. As a result of the evaluation, in which 
we participated for the first time, our activities were 
scored at C level. We intend to improve our practices and 
raise our performance in the coming periods.

The Anadolu Sigorta Environment and Climate Change 
Policy regulates the basic principles of our activities 
in climate- and environment-related topics. Our policy 
defines energy consumption, water consumption, material 
consumption starting with paper as well as direct impacts 
stemming from consumption such as solid waste, air 
and greenhouse gas emissions, plus the indirect impacts 
stemming from our products and services. 

Our Sustainability Committee is responsible for 
detecting risk, impact, and opportunities in the field of 
environment and climate change, and managing them. 
The Sustainability Committee assesses the activity and 
investment requirements for improving performance and 
gives its recommendations to senior management. Part 
of the Committee, the Direct Impacts Working Group is 
responsible for turning the strategies determined by the 
Committee into business plans and implementing them 
with the help of the business units, for achieving the 
specified business goals, and for assessing performance 
and reporting to the Committee.

All business units operating throughout the Company 
identify the environment and climate change risks in 
their respective areas of responsibility every year and 
opportunities to exploit. They report their suggestions 
for eliminating risks and exploiting opportunities to the 
relevant units and the Sustainability Committee.

Climate Action
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Climate Action

The basic climate and environment impacts stemming 
from our operations are energy consumption, water 
consumption, consumption of paper and other materials, 
and the solid waste and air and greenhouse emissions 
stemming from this consumption. Our business units 
determine our business targets for reducing these impacts 
and implement impact-reducing activities.

Energy and Greenhouse Gas Emissions 
Management

The most basic source of impact stemming from our 
operations is direct and indirect energy consumption. 
Energy consumption makes up a considerable part of 
our greenhouse gas emissions inventory. This is why we 
assess points that cause energy consumption and calculate 
the amount of consumption and the greenhouse gases 
produced as a result. We use our findings to implement 
practices aimed at reducing energy and emission density. 

We conduct studies aimed at increasing energy efficiency 
in our main operations center, the Head Office, as well as 
our Regional Directorates and Branches, increasing the 
use of renewable energy, and thus reducing greenhouse 
gas emissions.

With the end of the pandemic, office use in the reporting 
period increased significantly. But we believe that the 
new working model that accompanied the pandemic has 
changed our working lives permanently. We predict that 

consumption templates are going to start producing a 
more realistic trend starting in the periods ahead.

Our Head Office has the highest energy consumption in 
our Company. Knowing this, the building was designed 
with energy-efficiency in mind and efficient LED lighting 
and air conditioning were installed. The buildings exterior 
facade uses composites and rock wool to provide heat and 
sound insulation.  The building’s exterior windows are 
double glazed and this helps keep energy consumption 
down. 

We installed automated lighting and automated air 
conditions as part of our energy saving efforts and we 
make savings with such practices as systems shutting 
down at certain intervals and using motion detectors.

During the reporting period, we have improved our 
calculation methodology for greenhouse gas emissions 
by updating it in line with the ISO 14064:2018 standard. 
This has allowed us to enhance our calculation practices. 
As part of this effort, we have reviewed our greenhouse 
gas emission inventory, including previously unidentified 
emission sources, in our calculations. Additionally, we 
have improved our calculation processes by including 
indirect emission categories to our studies which we were 
previously calculated with Category 1 and Category 2 
emissions. As part of this work, we have incorporated a 
greater amount of data, more accurately, compared to 
previous periods. Consequently, our total emission levels 

Reducing the Impact of Operations on the Climate and the Environment

Energy Consumption per Employee (GJ/Employee)

2018

13.20 12.99
9.08 9.19

2019 2020 2021 2022

have reached higher values compared to previous years. 
Furthermore, in our inventory development efforts, we 
have made plans to include external data for indirect 
emission categories in our future calculations. Our goal for 
the upcoming period is to calculate all significant emission 
sources and subject our findings to an independent 
verification process. This will enable us to conduct 
performance evaluations and goal planning based on a 
more comprehensive emission inventory from the next 
period onwards.

We are achieving a significant reduction in energy by 
implementing lighting and heating efficiency practices 
in our Head Office, where the energy consumption in 
our operations is most pronounced. The mechanical 
automation system used here allowed us to save 695 GJ of 
energy in 2022.

We prioritized electric and hybrid models for the new 
vehicles we added to our fleet in 2022, as we stated in 
the last period. To this end, we added 33 new hybrid 
vehicles to our fleet. As a result, we managed to reduce 
our mobile emissions to approximately 100 tCO2e during 
the year. We plan to prioritize electric and hybrid vehicles 
when renewing our fleet in the coming periods. Although 
electric vehicles offer bigger advantages in terms of 
emission reduction, various industrial dynamics starting 
with the processor chip crisis during the pandemic create 
difficulties in electric fleet procurement. We believe that 
these difficulties are temporary and will reduce as the 
demand for electric vehicles increases in the coming 
periods. We have set up charging stations in the company 
parking lots to encourage the use of electric vehicles. 

We continued our practice of optimizing our shuttle 
service routes during the reporting period. We lowered the 
distance covered by our service shuttles from 
1 million km (621,000 miles) to 650,000 km 
(403,000 miles) last year. The total distance for 
our shuttle service operation remained at the 
same level this year.

We built an innovative solar power system on the roof 
our of Head Office service building in the previous 
reporting period to increase the rate at which our energy 
consumption is met by renewable sources. This system 
uses REPG technology, which has just completed its R&D 
stage at ITU Technocity. This innovative system uses 
solar energy panels instead of the standard photovoltaic 
panels to heat up the has inside the system. The REPG 
device generates electricity with an innovative sustainable 
method by using the condensation difference between the 
hot gas passing through it and the outside air. 

We installed photovoltaic panels on the roof our or Branch 
building in northern Cyprus to develop the practice of 
consuming self-supplied renewable energy. We intend to 
obtain 50% of our office’s electricity consumption from 
renewable sources by generating 17,500 kWh of electricity 
a year in this way. 

Water Consumption

2018

 13,511  14,694 
 11,133 

 4,967  4,895 

2019 2020 2021 2022

10.49 11.01
8.07 3.33 2.91

Total Water Consumption (m3)
Water Consumption per Employee (m3/Employee)

GRI 302-3, GRI 302-4, GRI 302-5, GRI 305-4, GRI 305-5 GRI 302-3, GRI 302-4, GRI 302-5, GRI 305-4, GRI 305-5

9,10

GHG Emissions per Employee (tCO2e/Çalışan Sayısı)

2018

1.65 1.61

1.18 1.17
1.01

2019 2020 2021 2022



60 - 61
About 
Anadolu 
Sigorta

How Do 
We Create 
Value?

Operational 
Sustainability

Climate 
Action

People 
and 
Society

AppendicesSpecial 
Section: 
Preparations 
for the 
Marmara 
Earthquake

Looking 
Towards 
the Future

GRI 306-1, GRI 306-2, GRI 306-3, GRI 306-5

Climate Action

Material Consumption and Waste 
Management

The most basic material used in insurance operations 
is paper and waste paper is produced as a result. The 
printed policies, agreements, and correspondents form the 
largest part of paper consumption. We are reducing our 
paper consumption by digitalizing all kinds of documents 
including policies with the digitalization work we are 
carrying our in line with our principle of paper-free 
insurance. As a result, we managed to reduce the amount 
of paper consumed in Anadolu Sigorta operations by 77,4% 
compared with 2018 and by 48,9% in agency and branch 
operations.

The water consumed in our operations largely takes the 
form of domestic personal consumption. The efficient 
armatures used in the buildings keeps water usage levels 
to a minimum. Furthermore, with the pandemic, standard 
water dispensers are no longer preferred because of 
hygiene concerns and neither are plastic cups due to their 
environmental impact. We stopped using glass bottles in 
2022 and stated using entirely contact-free and purified 
water dispensers. This resulted in a reduction in water 
consumption per employee of 72.3% compared with 2018 
in the reporting period.

We applied to the Ministry of Environment and Urbanism 
and received the Zero Waste certificate by taking the 
necessary measures in the reporting period. In line with 
this, the paper waste generated in our operation buildings 
is sorted at source along with all other domestic and 
package waste the disposed of through recycling. As a 
result, we generated TRY 400,000 in revenue during the 
reporting period by selling 100 tonnes of waste paper as 
scrap paper to be recycled and put back into production. 
Around 73% of the 20.7 tonnes of waste produced during 
the year was recycled.

As a pioneering organization in the insurance industry, 
Anadolu Sigorta aims to be a solution partner for 
organizations that intend to manage climate risks with 
its products and services, and thus increase the positive 
impact it makes in the fight against climate change. 

Insurance companies need to take on a key role in 
encouraging the transition to the low-carbon economy by 
raising society’s awareness in the combat with the climate 
crisis and by making maximum use of economic dynamics 
both with their products and services and their investment 
functions.

Accordingly, one of our primary objectives is to be the 
most preferred insurance solution partner when it 
comes to renewable energy investments. To this end, 
we are offering industry-specific coverages beyond our 
standard coverages to wind and solar power plants. We 
are continually improving our share in the industry with 
these practices. Our industry share in the field of wind 
power in 2022 came to 10% with the coverage given to 
1103 MW of installed power. Our market share in the field 
of solar power came to 11% with 1014 MW of installed 
power. We regard renewable energy investments as a huge 
opportunity for our country and we intend to increase the 
amount of policies we produce in the coming periods with 
our innovative services aimed at them.

Reducing the Impact of Operations on the Climate and the Environment The Impacts of Climate Change on the Portfolio

Earth Hour

Every year we take part in the global action called “Earth 
Hour” organized by the World Wildlife Fund to raise 
awareness abut the global climate change that threatens 
our planet. As part of this, we supported this action by 
turning off the lights in our Company’s buildings for 1 
hour from 8.30 pm to 9.30 pm on Saturday, March 26, 
2022.

 Total Paper Consumption for Operations 

2018

28.01

21.75

5.38

1.76 2.01

7.18

2.43 3.00
6.33

2019 2020 2021 2022

Total Paper Consumption(Tonnes)
Energy Consumption per Employee (kg/Employee)

Paper Consumption in Agencies

2018

112.74

26.00
23.00

18.00 17.00

81.74
66.11

64.02
57.56

15.00
2019 2020 2021 2022

Total Paper Consumption(Tonnes)
Energy Consumption per Agency (kg/Number of 
Employees)

3.76

One of the expected impacts of climate change in an 
increase in the frequency of extreme weather conditions 
and natural disasters. Signs that this expectation is going 
to come true are evident today. There is a growing need for 
applications for floods, hail storms, and rises in the water 
basins and sea levels and similar risks due to increasing 
extraordinary weather conditions. A notable increase in 
damage claims in these areas, in particular, has been 
observed in recent years. This situation is adversely 
affecting the insurance industry in addition to its impact 
on the economy. We in Anadolu Sigorta are ensuring that 
our consumers remain protected by continually improving 
our risk forecast models in the products and services we 
produce to counter such adversities. 

Furthermore, we support the popularization of electric 
vehicles, one of the most important practices in reducing 
mobility-based emissions, with our customized insurance 
products. We foresee that the development of electric 
vehicles and autonomous driving technologies will change 
the service dynamics of automobile insurances.
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Preferred Employer

Partnerships for Sustainability

Our Objectives

•	 Keeping employee engagement and motivation 
high

•	 Keeping brand reputation strong
•	 Providing the workforce with the competencies 

to use digital solutions

•	 Contributing to social welfare with long-
term social responsibility projects

•	 Increasing employee volunteerism
•	 Developing quick responses to stakeholder 

expectations
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Prominent Facts

Percentage of 
Women Managers

47.6%

Hours of training 
per employee 
at the Anadolu 

Sigorta Academy

16.85

Percentage of Newly 
Recruited Women 

Employees

46%

Employee 
Engagement score in 

2022

69%

Human and the Society

Preferred Employer

We are conducting studies to become the preferred 
employer for the qualified workforce that graduates from 
our country’s leading universities. We try to increase 
students’ interest in the insurance industry and Anadolu 
Sigorta by actively participating in career events in 
collaboration with universities and career clubs. We are 

bringing in qualified human resources with our next-gen 
programs such as MT Young Talent, A Unique Experience 
Internship Program, Youth Senate-Young Vision, and BT 
Young Talent. We are collaborating with various sponsors 
to maintain our communication with student clubs.

Percentage of 
women employees 

50.6%
Total number 
of employees:  

1,652

Number of 
followers on social 

media

415,481

Percentage of 
positions occupied 

throughout the 
institution

77.09%

Number of employees aged 18-29 Number of employees aged 30-44 Number of employees aged 45+

Employees by Age Group

26%

59%

15%

Anadolu Sigorta Youth Senate/Young Vision program

We completed the second in our Youth Senate/Young Vision Program, which we launched in 2020 aimed at all college 
students including prep classes, to listen to the new generation’s expectations, benefit from their perspectives and thus keep 
our communication with the young generation strong and lasting. We held regular sessions over six months in which we got 
together with 60 senate-member students who had played active roles in student clubs during their time in education, had 
gained work experience in various industries, and were willing to improve themselves.

In our sessions, we tried to create an environment where students could meet with our managers and employees and present 
their ideas about working life.  We offered content that would contribute to their development and networking before 
stepping into professional working life. Due to the pandemic conditions, we had to carry out all the sessions over those six 
months online but we were able to conclude the second-term program physically with a closing and certificate ceremony with 
the support of our managers and employees in our Head Office so the students could become better acquainted with Anadolu 
Sigorta and its working culture.

A Unique Experience

In 2022, we kicked off the Unique Experience Mode On Internship Program, which we first launched in 2018, with intense 
student interest as with every year. We received almost 4,000 applications from various universities for our program, which 
we carried out over two different date ranges, after which we held one-on-one interviews with almost 200 students who 
passed the gamified exam. We then spent one instructional work experience period with almost 60 student following the 
interviews.

We carried out training and directorate introductions as part of the program so our work experience trainees could get to 
know Anadolu Sigorta better. We also offered different training courses and workshops with rich content supervised by 
experienced instructors to prepare them for working life. We gave each of our work experience trainees the opportunity to 
develop a project inside the their field of work either individually or with the other trainees in the same directorate as they 
wished. Throughout the project, they were guided by their companions, all employees in the directorate who were assigned 
to them at the start of the program. They presented the projects they had prepared at the end of the work experience 
program and we selected the ideas that we could apply in the company and tried to fortify our trainees’ sense of belonging. 
Throughout the work experience program we practiced role play containing plenty of tasks.
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Employee Competency Development

We provide all our employees with different training in 
many topics such as technical, professional, and career 
development that they can join at every stage of their 
career. We have a lot of different educational content that 

they can use as required at any stage of their career from 
the moment they start work and we provide this content 
through online live lessons and with training on our portal 
and at our Academy Library. We supported our employees 
in developing their managerial competencies by holding 
three Competency Workshops at different times in 2022.

Human and the Society

Preferred Employer

AS ACADEMY

We founded the AS Academy as a center that will contribute to our employees’ development in line with their career plans 
and goals. Here, we aim to contribute to the participants’ professional, technical, and managerial knowledge and experience 
with the university collaborations we make, the certificate programs we create, and the training contents we plan in the 
long-term modules. Our aim with this new structure was a dynamic structure that will touch all our employees regardless of 
title or position, agencies, work experience trainees, and all the business partners we work with, and that they can benefit 
from whenever they wish.

We carried out Data Analyst Training, Citizen Data Scientist Training, and Future Leaders-1 courses in 2022. We increased 
the number of our mentors under our companion project to more than 70. We carried out Leadership Journey programs 
attended by our Managers, Coordinators, and Directors.

We completed the D.E.V. Agencies Certificate Program Experience Model at the Stakeholder School We carried out First 
Aid, OHS, AED, PDPL, and MASAK training courses as required by legislation. We assigned training to 1,000 people from 
among employees and agencies by making LearnEveryDay training courses available to the agencies, too. We gave Social 
Gender Equality and Customer Profitability Training to all our company employees. Employees company-wide were given 
Stand Up to Street Harassment training as part of equality training and Agile Product Development training as part of 
Agile studies. The New Approaches in Adult Education and In-House Instructor Certificate programs were also completed. 
We made 175 Udemy licenses available for our employees’ use.

The Safe Return to the Office During the Coronavirus Epidemic and the Work Safe During the Coronavirus Epidemic 
through Work Training courses, prepared by our OHS expert, were assigned online from the AS Academy.

A total of 29,178 man-hours of training was provided in 2022. The average number of hours of training per employee was 
16.85.

The agencies were given 17,017 man-hours of training.

A total of 2,192 man-hours of OHS training was given to 274 employees.

DEVELOPMENT CENTER

As part of the Development Center Application, which we have been running since 2014, we take our employees who have 
expert status but only one year left before the deadline for promotion to managerial positions expires and include them in 
the daily assessment center application identify their areas of development and strengths. Afterward, we prepare a person-
specific one-year development program and track their development process with the final interview after conducting 
quarterly interim interviews attended by HR representatives, the employee's manager, and expert consultants.

We carried out the Development Center application in 2022 in four stages, putting 60 of our employees through the 
development center at each stage.

AS GO and MY COMPANION - Mentoring Coaching Program

We aim to support the personal development of all our employees with project work, role model interviews, career coaching, 
and competency development materials so they can achieve the profile of the ideal manager. We support our employees 
in their Development Center work with one-on-one mentoring interviews. In addition to this, we include our employees in 
various technical and personal development programs at the “ASGO” -- Anadolu Sigorta Development School, which we 
created to reward our employees who show outstanding performance at during this process as well our potential employees, 
who will be determined based on how well they meet targeted level competencies at the assessment stage on the first day of 
the Development Center Application, and to offer them a unique and personalized learning experience.

Here are some of the headings we offer to our employees at ASGO:

•	 Leadership Development Program (Leadership Training at Türkiye’s foremost universities)

•	 Professional Mentoring-Coaching Opportunity (Career advice mentored/coached by General Managers, Assistant 
General Managers, and Directors active in different industries)

•	 Customized Training Programs (Professional and technical training by field)

•	 Various Culture-Arts Activities, Events, Seminars, and Workshops (opportunities to follow different industries and 
trends, meet with the connoisseurs of the business world, and experience different culture and art activities)

We include our employees in the “Companion Program,” a 
mentoring program designed to speed up their adaptation 
to corporate culture, in their first six months at the 
company. Companion enables newly-started employees to 
access the information and operational support they might 
need as they start out in the company from a single point.

Happy Mother Mentoring: Equality training feedback 
and surveys showed that our employees who were 
returning to work after maternity leave needed additional 
support for adaptation and motivation because they had 
been away from working life for a long time. To this end, 
we set out to offer mentoring support to our employees 
coming back from maternity leave within the past two 
years with experienced mother employees who went 
through similar processes and returned to work with 
motivation and success. Our goal with “Happy Mother 
Mentoring,” or “MAM” for short, where newly returning 
mothers listen to the words of mothers who took a break in 
their career then came back to work, is to be there for our 
working mothers and support them. In collaboration with 
Bahçeşehir University, we ran a three-day certification 

course for mentors and a one-day course for mentees. We 
are continuing our work with the 16 mentors and nine 
mentees in our first group. 

Digitalization Training: Given the industry we 
operate in, our employees must have high levels of 
knowledge and awareness about digitalization. Our 
employees are assigned training with contents prepared 
by the IT Information Security Directorate and that 
change depending on the condition of the day to raise 
awareness such as Phishing Attacks, Ransomware, Social 
Engineering, Password Security, and Remote Security 
Work. We also ensure that our employees attend Agile and 
Digital Marketing training, the Workshop to Use LinkedIn 
Effectively, and training to create Data Analysts and 
Citizen Data Scientists.

Internal Mobility: Our In-House Mobility practice, 
which we implemented to open new doors for our 
employees on their career path, support their professional 
development, and discover new talents to reveal their 
potential, is continuing.
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Social Diversity

Diversity is one of the most important values that 
enriches our corporate structure. We adopt the principle 
of recognizing equal opportunities for all in line with this 
and we adopt a fair and anti-discriminatory approach 
in all our HR processes. We manage basic human rights 
processes such as hiring, career management, wage 
management, performance management, and leaving work 
within the principles of openness, transparency, equality, 
and fairness, and we inform our employees about these 
processes. We make decisions about employees regardless 
of race, religion, sect, or any faith, gender, mental or 
physical disability, age, cultural, or social class differences. 
We recognize equal opportunities for everyone and treat 
everyone equally. We give all our employees the same pay 
for the same job. Only objective elements such as overtime, 
performance, and seniority can create differences in pay 
between employees doing the same job. If this kind of 
situation does occur, our employees and business partners 
have the means to file complaints anonymously with the 
methods regulated within the code of ethics. No such case 
was encountered in our company in the reporting period. 
We strive to increase disabled employment as part of our 
diversity approach. We work in collaboration with İŞKUR 
so that disabled job seekers can fill our vacant positions. 

Number of Female Employees

761

2021

704

2020

696 

2019

838

2022

We Say a #MoreEqual Society

We established an Equality Committee in our company with gender balance and away from hierarchy. We have made zero 
tolerance to all kinds of violence and alienation a principle and added this to our collective bargaining agreement. We have 
updated the right to six-months’ unpaid leave following childbirth so that it is gender-neutral. We have expanded this right 
to include adoption and those who undertake foster family duties. We have allowed employees who take breast-feeding leave 
to continue working remotely until they complete 1 year, as they have done since the beginning of the pandemic. During 
the reporting period, 28 of our employees went on maternity leave and 17 went on unpaid maternity leave. We launched 
the #DahaEşit (#MoreEqual) Social Gender Equality Program. As part of this, we organized social gender equality training 
programs attended by all our colleagues.

As a company that advocates social gender equality, we aim to increase women’s employment and support women 
employees’ continuous improvement throughout their careers. Our percentage of women employees in 2022 was recorded 
as 50.7%. In addition to the percentage of women, we also attach importance to greater women representation on our 
management teams. Women made up 47.6% of our managers in 2022. Wages in our company are 122% of minimum wage 
and pay grading is gender neutral.

Women’s Empowerment Principles

We are a signatory to the Women's Empowerment Principles (WEPs) in partnership with the United Nations and UN 
Women, which include a set of commitments to support and empower women in their work and social lives. As part of this, 
we aim to contribute to the sustainable development of Türkiye by fulfilling the principles we are obliged to.

In 2021, we took part in the “Target Gender Equality” program implemented by the UN Global Compact to increase 
women’s representation and leadership in the business world. The program aims to increase women’s leadership in senior 
management and participating companies set targets and carry out studies to achieve them.

We took part in the 16-day call to action initiated by UN Women to combat violence against women that takes place 
every year between November 25 and December 10. As part of this, we created awareness with the “#KayıtsızKalmayın” 
(#Don’tRemainIndifferent) message to counter violence against women and used orange lighting to light up the Head Office.

We organized a webinar for our employees on November 25, International Day for the Elimination of Violence Against 
Women, with Meral Güler, President of the Turkish University Women's Association, and Çisil Tuana Tezsever, Lawyer and 
President of the Women's Rights Association, to stand up to all forms of gender discrimination. We wanted to draw attention 
to this issue again with the webinar held to raise awareness in our employees and help them recognize and be aware of the 
types of violence.

We support the "Business Against Domestic Violence (BADV)" project, which encourages the business world to produce 
constructive and institutional solutions to combat domestic violence.

We have 35 disabled employees working inside Anadolu 
Sigorta in the reporting period.

Social Gender Equality

We believe that women working in all industries and 
possessing equal social rights is necessary for social and 
economic development. To this end, we are conducting 
studies aimed at supporting women in their working and 
social lives and empowering them. The number of women 
employees in 2022 was up 10% on last year.

Click here to watch the Autocorrection 
implementation App #DahaEşit video.

It Corrects Automatically! We have installed an 
autocorrection app in all our office programs that 
automatically changes the discriminatory expressions we 
inadvertently use in our working lives.

We take care in our marketing and advertising activities 
that our marketing communication is free of social roles 
and contains no gender discrimination.  We received 
no complaints in this regard about our marketing and 
advertising activities.

https://www.youtube.com/watch?v=-cNBIRLkGMw
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Employee Rights, Engagement, and 
Satisfaction

At Anadolu Sigorta, we offer a learning-based working 
environment befitting human dignity where all forms of 
discrimination are rejected and employees can express 
their ideas and expectations freely. We respect our 
employees’ rights to organization, unionization, and 
collective bargaining. We are creating the conditions 
necessary for labor unions to conduct their work freely 
throughout the company and where employees can freely 
and effectively exercise their rights to engage in union 
activity and collective bargaining.

We had 1,493 unionized employees in 2022. This 
constitutes 90% of our workforce.

Anadolu Sigorta meets the health expenses of our 
employees and their families in accordance with the 
Health Benefits Regulation. With the contracted health 
organizations system, all our members can benefit from 
free health services. Our employees retire on two private 
pension funds set up under our company’s special status 
and the pensions tied to these funds provide them with a 
better standard of living in their retirement years.

We regularly monitor our employees’ performance levels 
and implement work to improve them. As part of this, 
we evaluate our employees against specific performance 
criteria twice a year. The content of this evaluation differs 
depending on the competency requirements on the basis 
of job families and we use these results to identify our 
employees’ training needs and carry out career planning. 
In 2022, 1,474 employees completed the 2nd Period 
Performance Evaluation.

We regularly measure employee engagement every year 
through independent research. The research results form 
our road maps for improvement projects. Our Engagement 
Index score in 2022 was 69%.

Human and the Society

We are the happiest workplace

We were voted the happiest workplace in the insurance 
industry in the survey organized by the Happy Place to 
Work company and Capital magazine. 

We think that strengthening the communication with 
our employees increases employee satisfaction so we are 
implementing a lot of platforms to learn our employees’ 
ideas and suggestions.

With the Happy Workplace Senate, we made a structure 
on which our employees can communicate their ideas and 
suggestions to us and we can develop solutions together. 
MIS members can put employee ideas and suggestions on 
the senate agenda an develop solutions together. In the next 
stage, our employees who wish to be elected to this new 
platform will be able to prepare their own campaigns and 
be elected to office. With MIS, change and innovation will 
always remain part of our culture and daily functioning. 

work to simplify the lives of our employees whose 
working schedule is interrupted by meetings inside 
of their busy working program. With our Meeting-
Free Hours practice, we do not hold meetings 
on Wednesday afternoons. We make it easy to 
maintain our concentration and organize our work.

We have taken care to carry out events and 
webinars that distance our employees from the 
stress of work in addition to the practices we put 
into effect in the sense of the Happiness in the 
Workplace Initiative. We have offered solutions 
that touch the employee and remove them from the 
stress of the job such as the Founding Anniversary 
dinner organized to increase employees’ 
communication with each other, increase their 
sense of belonging, and so they can spend more 
time together, the Bowling Tournament, the New 
Year party, informative webinars that enable them 
to take additional short breaks during the day, 
rewards with instant prize draws, special occasions 
where they can spend the day together such as 
visiting Atatürk’s Mausoleum on November 10, and 
International Theater Day, and allowing employees 
to take a day off on the week of their birthday.

A Break with HR: We plan interviews with every 
employee who completes his/her first month on the 
job where we learn about their processes in detail 
and receive feedback. During these interviews, 
they tell us what they experienced in the time from 
replying to the job advertisement to the end of their 
first month, and if improvements need to be made, 
we take action and make them ourselves.

Welcome Packet: As the Anadolu Sigorta family, 
we welcome all our newly-started employees with a 
welcome packet to help them when they first start 
work.

Support Packet: Made available in 2022, this 
packet gives our employees the chance to choose 
the product and service they want within a certain 
limit each month on the digital gift platform, which 
contains many choices such as food, clothing, 
e-commerce sites, and technology.

Live Sports Lessons: We completed the 125th 
live sports lesson, carried out every Tuesday and 
Thursday since the pandemic began.

Hybrid Working Model: We implemented the hybrid 
working model with which we combine the efficiency or 
remote working with the synergy of working in offices 
under the “Happiness in the Workplace Initiative,” which 
we launched to increase our employees’ happiness and 
motivation. We apply the Hybrid Working Model in the 
form of work in our low-capacity offices, turning our offices 
into areas that support working together rather than just 
a place where people have to come every day.

Meeting-Free Hours In line with the Happiness in the 
Workplace Initiative, we thought of a time range when 
people could stay away from meetings and focus on their 

Preferred Employer
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Human and the Society

At Anadolu Sigorta, we believe that only with corporate 
partnerships can we make a more sustainable world. 
We form partnerships with our stakeholders to fix the 
problems faced by our plant and we implement social 
responsibility projects that contribute to UN Sustainable 
Development Goals.

Corporate Social Responsibility Efforts

Anadolu Sigorta has supported social welfare since the day 
it was founded. We join social responsibility projects that 
will contribute to sustainable development to meet social 
expectations and needs.

Eyes of the Forest 

During the corporate social responsibility research 
Anadolu Sigorta conducted in 2022 to create sustainable 
social impact, we concluded that nature was the topic that 
matched our brand identity, would be accepted by the 
general public and our target audience, and needed action 
to be taken with our “Never Lose” mission. Acting on this 
and with the intention of conducting awareness-raising 
work to prevent forest fires, we started working with the 
Ministry of Agriculture and Forestry with the project 
called “Eyes of the Forest” to renovate existing fire lookout 
towers and make unmanned fire lookout towers more 
widespread. In line with this and as part of the digital 
transformation and renewal initiative started by the 
General Directorate of Forests in 2007, the first lookout 
tower of the Eyes of the Forest social responsibility project 
launched in 2022 was completed in Adana. Entering 
service in Balcalı, the tower is equipped with unmanned 
technology and will play a key role in fighting forest fires 
in the region. Four more next-gen lookout towers are 
planned to enter service in Çanakkale, Muğla, Adana, and 
Antalya in 2023.

Stakeholder Communication

We form relationships with our stakeholders based on 
mutual trust in line with our principles of transparency 
and accountability.

We inform our stakeholders about company activities, the 
results achieved, and our future perspectives accurately, 
completely, and on time in line with the principles set 
forth in the Anadolu Sigorta Disclosure Policy. We 
provide easily accessible communication platforms for our 
stakeholders to communicate their question, opinions, 
complaints, and suggestions. 

We reviewed our key stakeholder groups, the 
communication studies were are running with them, and 
their basic expectations of our company as part of the 
prioritization study we conducted in 2022.

We use social media channels to provide our 415,000-plus 
followers with quick and easily understood information 
about our Company and our products.

Our Stakeholders, Communication Goals, 
and Communication Paths

We invested TRY 3,332,900 in social 
investment and corporate social 
responsibility projects

Partnerships for Sustainability 

Other prominent work in 2022.

 We raised the awareness of women entrepreneurs 
about insurance as part of our collaboration with the 
Arya Women’s Investment Platform between 2020 
and 2022. We held the “Women With a Say” event 
at two universities to raise awareness about social 
gender equality.

 We have been working in collaboration with the Clean 
Sea Association/TURMEPA since 2010 to prevent sea 
pollution and help tackle pollution.

 We donate a certain percentage of the premium 
production to HAÇİKO as part of our My Pet is Safe 
product (covering treatment costs for cats and dogs).

 We run communication and organization activities 
for company employees in collecting aid for street 
animals and delivering it under the ASPet umbrella. 

 We launched a project to build libraries for schools 
without them under the “Anadolu Sigorta Libraries” 
program and supply them with books from T İş 
Bankası Culture publications.

Türkiye İş Bankası and Other Shareholders

Communication Goal: Group Synergy

General Assembly (annual)

Annual Report (annual),

Interim Activity Reports and
Financial Reports (quarterly),

Sustainability Report (annual),

Public Disclosure Platform Announcements (momentary),

Website (continuous),

Trade Registry Gazette (momentary),

MKK (Central Registration) system (momentary),

Investor Relations Unit Activities (continuous)

Official Institutions

Communication Goal: Compliance with legal and 
regulatory legislation, timely payment of taxes/premiums, 
rapid response to research and requests, uninterrupted 
access to products/services and the Company

Activity Report (annual),

Interim Activity Reports and Financial Reports (quarterly),

Sustainability Report (annual),

Website (continuous),

External Correspondence (momentary),

Committee and Industry Meetings (momentary),

Treasury Portal (momentary),

Public Disclosure Platform Announcements (momentary)

254,92450,450 62,969 19,350 31,650

Our customers

Communication Goal: Reasonable price, meeting/satisfying 
policy conditions, reliability, extensive distribution 
network, fast and satisfactory response to complaints/
requests, uninterrupted access to products/services and 
the Company

Activity Report (annual)

Interim Activity Reports and Financial Reports (quarterly),

Sustainability Report (annual),

Insurance Policies (continuous),

Market Research and Satisfaction Surveys,

Distribution Channels (continuous),

Website,

Social Media (continuous),

Marketing Communication (continuous)
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Agencies, Brokers, bank Branches

Communication Goal: Growth in Volume of Business 
and Revenue, high reputation, good business relations, 
fast and satisfactory response to complaints/requests, 
uninterrupted access to products/services and the 
Company

Agency meeting,

İş Bankası branch meetings,

In-house regulations, visits,

One-on-one meetings,

Telephone,

SMS,

E-mail,

Aggrieved Parties for Traffic and Other 
Liability Insurances (Opposing Parties)

Communication Goal: Indemnity payments/meeting policy 
conditions, reliability, fast and satisfactory response to 
complaints/requests, uninterrupted access to products/
services and the Company

Various Forms (for Indemnity procedures),

External correspondence,

Company website,

Communication Center,

Social media communication tools (for requests/
complaints/suggestions),

Reinsurers

Communication Goal: Indefinite/definite reinsurance 
agreements and scope of business, good and long-term 
business relations, uninterrupted access to products/
services and the Company

Reinsurance agreements,

One-on-one meetings during agreement proceedings,

International industry organizations,

Telephone,

SMS,

E-mail,

One-one-once meetings

Public

Communication Goal: Raising insurance awareness, 
responsibility in Environment, Social, Governance (ESG) 
matters, providing job opportunities

Public Disclosure Platform (KAP ) (continuous),

Central Registration Organization E-Company Electronic 
General Assembly System (EGKS ) (continuous),

Insurance press magazines and websites

Turkish Trade Registry Gazette (TTSG),

Company website (continuous),

Press Releases and Press Conferences (continuous), 

Activity Report (annual),

Sustainability Report (annual)

Banks/Financial Organizations

Communication Goal: Indefinite/definite agreements 
and scope of business, growth in volume of business and 
revenue, uninterrupted access to products/services and the 
Company

External correspondence,

One-on-one meetings,

Banks/Financial Organizations distribution channels,

Telephone, 

E-mail,

Face-to-face meetings

BASİSEN

Communication Goal: Good working conditions, good 
employee-employer relations, good and constant income, 
operational safety 

Meetings (continuous),

Collective Bargaining Agreement (two-yearly)

Contracted Service Points/Experts/Contracted 
Health Organizations

Communication Goal: Growth in Volume of Business 
and Revenue, high reputation, good business relations, 
fast and satisfactory response to complaints/requests, 
uninterrupted access to products/services and the 
Company

Disclosure meetings/training,

In-house regulations,

Visits/ one-on-one meetings,
External Audit/Statutory Audit Companies

Communication Goal: Rapid response to research and 
requests

Meetings
Competitors

Communication Goal: Moving the industry forward, 
information exchange in accordance with the Laws

TSB committee meetings

Industry organizations

Our Employees

Communication Goal: Goal:  Professional development/
training/career opportunities, good working conditions, 
good employee-employer relations

Annual Report (annual),

Interim Activity Reports and Financial Reports 
(quarterly),

Maximum Biz Magazine (4 times a year),

Bizbize mobile app,

InsureUp Bulletin - Innovation and Entrepreneurship (3 
times a year),

Intranet Portal (continuous),

Training (continuous)

Human and the Society

Partnerships for Sustainability 
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We accept that our country is an earthquake country and that 
earthquakes have been happening in this region for millions 
of years, and we aim to create earthquake-ready cities and life 
cycles. We believe that only by making families, employees, 
decision-makers, and all stakeholders aware, being organized, 
and developing institutional protocols will it be possible to be 
prepared for earthquakes.

In the event of a catastrophic event such as the expected 
Marmara earthquake, we, as an insurance company, focus 
our efforts on business continuity with the awareness that 
we must meet the needs of our customers, employees and 
all other stakeholders in the best way possible and stand 
by them. Our first priority in this regard is protecting 
life. To this end, we carry out drills and training, make 
announcements, and conduct surveys so that our colleagues 
can be prepared for an earthquake at any time day or night. 
We have business continuity plans to guide us as we conduct 
critical activities to be there for all our stakeholders including 
our customers in the aftermath of an earthquake. 

We ran a project in 2022 to determine and improve 
our company’s preparedness for the expected Marmara 
earthquake and business continuity. We created a road map 
comprising various projects for the areas of improvement 
identified in this study. We are continuing with our projects 
such as pre- and post-earthquake planning, building safety, 
awareness/training, and the communication infrastructure. 
As an insurance company, we need to be able to respond 
quickly and effectively to our insured parties’ damage 
claims following an earthquake. To this end, we are running 
modeling studies in the context of reinsurance and financial 
preparedness.

We aim to be an earthquake-ready 
organization not only in Marmara but 
also in Türkiye's other regions.
The Kahramanmaraş earthquakes, which affected us 
all deeply, hit when we were continuing our studies for 
the Marmara earthquake. Starting the morning of the 
earthquake, we first got in touch with our employees, their 
families, our pensioners, and our business partners and 
focused on meeting their needs by finding out about their 
situation. We followed the situation in the region day by day 
and took the necessary actions.

Furthermore, we also took the necessary steps to carry out 
our primary duty of damage payment procedures and provide 
our insured with uninterrupted service. We shall continue to 
work with all our might to heal the wounds.

Special Section: Preparations for the Marmara Earthquake
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UN WEPs Communication on Progress

PRINCIPLES GRI STANDARDS 
DISCLOSURES RELATED SECTION

Principle 1 - High-Level Corporate 
Leadership UN WEPS web sitesinden 
prensiplerin asıl başlıklarını aldım

405-1, 405-2 Message from the CEO

Principle 2 - Treat all Women and Men 
Fairly at Work without Discrimination 202-1, 401-1, 401-3, 405-1, 405-2, 406-1 Social Diversity

Principle 3 - Employee Health, Well-Being 
and Safety 406-1 Gender Equality

Principle 4 - Education and Training for 
Career Advancement 404-1; 404-3

Social Diversity,

Employee Competency Development

Principle 5 - Enterprise Development, 
Supply Chain and Marketing Practices 204-1; 103-1; 103-2; 103-3

Supply Chain Management,

Business Ethics

Principle 6 - Community Initiatives and 
Advocacy 413-1  Gender Equality

Principle 7 - Measurement and Reporting 405-1; 405-2 Social Diversity

 Number of female employees 696 704 761 838
 Number of male employees 638 678 730 814
Total number of employees 1,491 1,652

Number of full-time female employees 696 704 761 838
Number of part-time female employees 0 0 0 0

Number of full-time male employees 638 678 730 814
Number of part-time male employees 0 0 0 0

Demographic distribution of senior management  
Number of senior managers 8 7 9 9

Number of senior female managers 1 1 1 1
Number of senior local managers 8 7 9 9

Number of senior managers by age group  
Number of senior managers aged 45+ 9 8 9 9

Demographic distribution of mid-level management  
Number of mid-level managers 240 255 265 222

Number of mid-level female managers 109 114 123 109
Number of mid-level local managers 240 255 265 222

Number of mid-level managers by age group  
Number of mid-level managers aged 30-44 163 165 170 130

Number of mid-level managers aged 45+ 77 90 95 92
Demographic distribution of employees  

Number of employees by age group
Number of employees aged 18-29 370 438 436 422
Number of employees aged 30-44 837 828 888 980

Number of employees aged 45+ 127 116 167 250
Employees hired and who left by age group and 
gender  

Total number of female employees recruited 82 49 107 136
Total number of male employees recruited 86 71 122 160
Number of employees recruited aged 18-29 - - 204 200
Number of employees recruited aged 30-44 - - 23 94

Number of employees recruited aged 45+ - - 2 2
Total number of female employees leaving the job - - 51 65

Total number of male employees leaving the job - - 70 86
Number of employees leaving aged 18-29 - - 48 62
Number of employees leaving aged 30-44 - - 59 84

Number of employees leaving aged 45+ - - 14 4

Total number of employees 2019 2020 2021 2022

Social Performance Indicators
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Appendices

Return-to-work and stay-at-work after maternity 
leave rate. (%) - - 87 64

Number of female employees who went on maternity 
leave 52 30 39 28

Number of male employees who went on maternity 
leave 0 0 0 0

Number of female employees returning from 
maternity leave 49 46 31 18

Number of male employees returning from maternity 
leave 0 0 0 0

Number of Employees Covered by CBA 1,247 1,281 1,339 1,493

Employee circulation   
Female 1.98 2.64 5.18 4.18

Male 2.88 3.66 7.96 5.39
Employees by level of education  

Primary school only 7 6 5 4
High School/Vocational High School 70 65 60 63

Associate Degree - - 52 67
University - - 1,240 1,377

Master’s - - 132 139
Doctorate - - 2 2

Rights Granted 2019 2020 2021 2022

Injury Rate  
Direct Employment 0.64 0.12 0.07 0.32

Female 0.41 0.06 0.07 0.19
Male 0.23 0.06 0 0.13

Outsource Company Employees 0 0 0 0
Female 0 0 0 0

Male 0 0 0 0

Occupational Health and Safety 2019 2020 2021 2022

Social Performance Indicators

Occupational Health and Safety 2019 2020 2021 2022

Number of absent days  
Direct Employment - - 0 0

Female - - 0 0
Male - - 0 0

Outsource Company Employees 0 0
Female - - 0 0

Male - - 0 0
Rate of occupational illness  
Direct Employment 0 0 0 0

Female 0 0 0 0
Male 0 0 0 0

Outsource Company Employees 0
Female 0 0 0 0

Male 0 0 0 0
Rate of lost days  
Direct Employment 1.40 0 0 0

Female 1.23 0 0 0
Male 0.17 0 0 0

Outsource Company Employees  
Female 0 0 0 0

Male 0 0 0 0
Rate of absenteeism  
Direct Employment 3.21 3.70 3.05 4.50

Female 1.73 1.88 1.64 2.51
Male 1.48 3.18 1.41 1.99

Number of fatal accidents 0 0 0 0 
Occupational health and safety training given 
to employees  

Total hours of OHS training given to employees 4,348 10,022 2,152 2,192
Total hours of OHS training given to Outsource 

Company Employees 512 472 0 0

Total number of employees attending OHS training 886 1,114 269 274
Total number of contractor employees attending OHS 

training 64 73 0 0

 Number of OHS Committees 6 6 6 6
Total number of members on OHS Committees 38 38 38 38
Number of Employee Representatives on OHS 

Committees 14 14  14 14
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Employee Development 2019 2020 2021 2022

Employee Trainings - Number of Participants 
(individuals)  

Senior Management - - 9 9
Management Team - - 268 276

Other - - 1,229 1,446
Total Men - - 728 858

Total Women - - 759 873
Employee Training - Total Hours (person-hour)  

Senior Management - - 49.9 27.5
Management Team - - 5,831.30 2,223.70

Other - - 23,405.08 26,926.95
Total Men 13,472 14,646 13,394.84 14,462.50

Total Women 14,547 16,694 15,891.44 14,715.65
Outsource Company Employees Training - Total 
Hours (person-hour) - -  

Female - - 12 770
Male - - 180 504

Appendices

Social Performance Indicators

Indicators 2018 2019 2020 2021 2022 Change compared 
with 2018 (%)

General Indicators
Total m² 19,839 19,839 19,839 19,497 18,980 -4.3
Energy
Electricity consumption - GJ  10,215  10,321  8,334  9,056  8,979 -12.1
Natural gas consumption - GJ  479  783  421  117  382 -20.3
Diesel - GJ  5,261  5,230  2,769  3,094  2,942 -44.1
Gasoline - GJ  1,041  999  1,004  1,429  3,023 190.4
Total energy consumption - GJ  16,996  17,333  12,527  13,696  15,327 -10.0
Energy consumption per person      
(GJ/employee)  13.20  12.99  9.08  9.19  9.10 -31.0

Energy consumption per m2 (GJ/m2)  0.86  0.87  0.63  0.70  0.81 -5.7
Energy saving - GJ  799  799  645  701  695 -
Paper Consumption - - - - - -
Total Paper Consumption (kg) 140,750 88,920 68,540 67,020 63,890 -54.6

Anadolu Sigorta operations 28,010 7,180 2,430 3,000 6,330 -77.4
Agency/branch operations 12,740 81,740 66,110 64,020 57,560 -48.9

Paper consumption per person (kg) 21.75 5.38 1.76 2.01 3.76 -82.7
Paper consumption per agency 26 23 18 17 15 -42.3
Amount of Waste Produced 
Total Amount of Waste Produced    115,000 20,657  

Garbage waste consumption (kg)      15,000 15,000  
Waste sent for recycling (kg)   165,000 50,000 70,000 100,000 5,657  

Waste produced per person     77.13 12.10  
Waste produced per m2     5.89  1.05  

Environment Performance Indicators
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Appendices

Water Consumption
Water consumption (m3)  13,511  14,694  11,133  4,967  4,895 -63.8
Water consumption per person  -      
m3/employee  10,49  11,01  8,07  3,33  2,91 -72.3

Water consumption per m2 - m3/m2  0.68  0.74  0.56  0.25  0.26 -62.1
tCO2e Emission 

Scope 1 - tCO2e 501 513 304 341 909 81.4
Scope 2 - tCO2e 1,623 1,640 1,324 1,403 787 -51.5

Scope 3-6 - tCO2e - - - - 279 -
Total Emission - tCO2e
Emission per person - tCO2e/ employee* 1.65 1.61 1.18 1.17 1.01 -39.0
Emission per m2 - tCO2e/m2* 0,11 0.11 0.08 0.09 0.09 -16.5

Environmental Performance Indicators

Indicators 2018 2019 2020 2021 2022 Change compared 
with 2018 (%)

GRI Content Index

GRI STANDARD/ 
OTHER SOURCE EXPLANATION SECTION

EXCLUDED

Excluded 
Requirements Reason Explanation

General Explanations

GRI 2: General 
Explanations 2021

2-1 Organizational details About Anadolu Sigorta, page: 8-10 - - -

2-2 Entities included in sustainability 
reporting Presentation and About the Report, page: 4-5 - - -

2-3 Reporting period, frequency and 
contact information Presentation and About the Report, page: 4-5 - - -

2-4 Restatement of information GRI Content Index: There is no restated 
information in the report. - - -

2-5 External Assurance
GRI Content Index: The report was subjected to 
in-house quality control and no external audit 
was made.

- - -

2-6 Activities, value chain and other 
business relations About Anadolu Sigorta, page: 8-10 - - -

2-7 Employees Social Performance Indicators, page: 84-87 - - -

2-8 Non-employee workers
Services such as building administration, 
security, and cleaning are outsourced. The 
number of employees is approximately 85 people 
give or take.

- - -

2-9 Management structure and 
composition Our Management Approach, page: 50-51 - - -

2-10 Nomination and election of 
highest governance body Our Management Approach, page: 50-51 - - -

2-11 Chair of highest governance body Our Management Approach, page: 50-51 - - -

2-12 Role of highest governance body 
in overseeing the management of 
impacts

Sustainability Management, page: 30-31 - - -

2-13 Delegation of responsibility for 
managing impacts Sustainability Management, page: 30-31 - - -

2-14 Role of highest governance body 
in sustainability reporting Sustainability Management, page: 30-31 - - -

2-15 Conflict of interests Anadolu Sigorta 2022 Annual Report, page: 94 - - -

2-16 Communicating critical concerns Stakeholder Communication, page: 72-75 - - -

2-17 Collected knowledge of highest 
governance body

Sustainability Management, page: 30 -31 
Stakeholder Communication, page: 72-75 - - -

2-18 Performance evaluation of 
highest governance body

Anadolu Sigorta 2022 Activity Report, 
Sustainability Principles Compliance 
Framework, page: 110

- - -

2-19 Renumeration policies https://www.anadolusigorta.com.tr/insan-
kaynaklari/insan-kaynaklari-uygulamalari - - -

2-20 Renumeration determination 
process

https://www.anadolusigorta.com.tr/insan-
kaynaklari/insan-kaynaklari-uygulamalari - - -

Declaration of Use			   :� Anadolu Sigorta has prepared its report on the period between January 1 
2022-December 31 2022 according to GRI Standards.

GRI 1 Use				    : GRI 1: Core 2021

Applicable GRI Sector Standard(s)	 : /

GRI Services has reviewed the GRI content index for Content Index - Basic Service and found it to be presented clearly and consistent with Standards; the references 
for disclosures 2-1 to 2-5 inclusive, 3-1, and 302 match the related sections of the report. This service was provided using the Turkish version of the report.

* Calculation is based on scope 1-2 emissions

https://www.anadolusigorta.com.tr/insan-kaynaklari/insan-kaynaklari-uygulamalari
https://www.anadolusigorta.com.tr/insan-kaynaklari/insan-kaynaklari-uygulamalari
https://www.anadolusigorta.com.tr/insan-kaynaklari/insan-kaynaklari-uygulamalari
https://www.anadolusigorta.com.tr/insan-kaynaklari/insan-kaynaklari-uygulamalari
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GRI STANDARD/ 
OTHER SOURCE EXPLANATION SECTION

EXCLUDED
Excluded 

Requirements Reason Explanation

General Explanations

GRI 2: General 
Explanations 2021

2-21 Yearly total wage ratio https://www.anadolusigorta.com.tr/insan-
kaynaklari/insan-kaynaklari-uygulamalari

2-21 a; 2-21 b; 
2-21 c

Confi-
dential-
ity con-
straints

This informa-
tion is not dis-
closed due to 

confidentiality 
constraints.

2-22 Explanation of sustainable 
development strategy Sustainability Management, page: 30-33 - - -

2-23 Policy commitments Sustainability Management, page: 30-33 - - -

2-24 Integrating policy commitments Sustainability Management, page: 30-33 - - -

2-25 Processes to remediate negative 
impacts Stakeholder Communication, page: 72-75 - - -

2-26 Recommendation seeking and 
conveying concern mechanisms Stakeholder Communication, page: 72-75 - - -

2-27 Compliance with laws and 
regulations

Ethical, Agile, and Transparent Management, 
page: 50-51 - - -

2-28 Memberships

Service Exporters Association, Turkish 
Corporate Governance Association, Global 
Relations Platform (Forum), Corporate 
Communicators Association, Clean Sea 
Association, Turkish Insurance Association, UN 
Global Compact, INI (International Network of 
Insurance)

- - -

2-29 Stakeholder engagement 
approach Stakeholder Communication, page: 72-75 - - -

2-30 Collective Bargaining 
Agreements

Employee Rights, Engagement, and Satisfaction, 
page: 70-71 - - -

Material Topics

GRI 3: Material 
Topics 2021

3-1 Material topics determination 
process Our Material Topics, page: 28-29 - - -

3-2 Material topics list Our Material Topics, page: 28-29 - - -

Emergency preparedness and business continuity

GRI 3: Material 
Topics 2021 3-3 Management of material topic Our Material Topics, page: 28 -29 Emergency 

Preparedness and Business Continuity, page: 52 - - -

Being the preferred employer

GRI 3: Material 
Topics 2021 3-3 Management of material topic Our Material Topics, page: 28 -29 Preferred 

Employer, page: 64-65 - - -

Corporate social responsibility efforts

GRI 3: Material 
Topics 2021 3-3 Management of material topic Our Material Topics, page: 28 -29 Social 

Responsibility Efforts, page: 72-73 - - -

Environmentally-Friendly and Inclusive Products

GRI 3: Material 
Topics 2021 3-3 Management of material topic Our Material Topics, page: 28-29  Products 

Linked to Sustainability, page: 46 - - -

Insurance in the Digital Age

GRI 3: Material 
Topics 2021 3-3 Management of material topic Our Material Topics, page: 28 -29 Insurance in 

the Digital Age, 37-41 - - -

Risk Management

GRI Content Index

GRI 3: Material 
Topics 2021 3-3 Management of material topic Our Material Topics, page: 28-29 Risk 

Management, page: 51 - - -

Ethical Principles and Transparent Management

GRI 3: Material 
Topics 2021 3-3 Management of material topic Our Material Topics, page: 28-29 Ethical, Agile, 

and Transparent Management, page: 50-53 - - -

GRI 205: Anti-
Corruption	
2016

205-1 Operations considered in terms 
of corruption-related risks Anti-Corruption, page: 51 - -

205-2 Communication and training 
on anti-corruption policies and 
procedures

Anti-Corruption, page: 51 - -

205-3 Confirmed cases of corruption 
and measures taken Anti-Corruption, page: 51 - -

Climate Change

GRI 3: Material 
Topics 2021 3-3 Management of material topic Our Material Topics, page: 28-29 Approach to 

Combating Climate Change, page: 56-57 - - -

GRI 302: Energy 
2016 

302-1 Energy consumption in the 
organization Environment Performance Indicators, page: 87 - - -

302-3 Energy intensity 
Energy and Greenhouse Gas Emissions 
Management, page: 58-59 Environment 
Performance Indicators, page: 87

- - -

302-4 Reduction of Energy 
Consumption

Energy and Greenhouse Gas Emissions 
Management, page: 58-59 - - -

302-5 Reduction in energy 
requirements of products and services

Energy and Greenhouse Gas Emissions 
Management, page: 58-59 - - -

Climate Change

GRI 305: Emissions 
2016 

305-1 Direct (Scope 1) greenhouse gas 
emissions Environment Performance Indicators, page: 87 - - -

305-2 Indirect (Scope 2) greenhouse 
gas emissions Environment Performance Indicators, page: 87 - - -

305-3 Other (Scope 3) greenhouse gas 
emissions Environment Performance Indicators, page: 87 - - -

305-4 Intensity of greenhouse gas 
emissions 

Energy and Greenhouse Gas Emissions 
Management, page: 58-59 Environment 
Performance Indicators, page: 87

- - -

305-5 Reducing greenhouse emissions Energy and Greenhouse Gas Emissions 
Management, page: 58-59 - - -

GRI 306: Waste 2020 

306-1 Creating of waste and 
significant effect related to waste 

Material Consumption and Waste Management, 
page: 60 - - -

306-2 Management of significant 
impacts relating to waste 

Material Consumption and Waste Management, 
page: 60 - - -

306-3 Produced waste
Material Consumption and Waste Management, 
page: 60 Environment Performance Indicators, 
page: 87

- - -

306-5 Wastes directed to disposal
Material Consumption and Waste Management, 
page: 60 Environment Performance Indicators, 
page: 87

- - -

GRI STANDARD/ 
OTHER SOURCE EXPLANATION SECTION

EXCLUDED
Excluded 

Requirements Reason Explanation

https://www.anadolusigorta.com.tr/insan-kaynaklari/insan-kaynaklari-uygulamalari
https://www.anadolusigorta.com.tr/insan-kaynaklari/insan-kaynaklari-uygulamalari
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LEGAL DISCLAIMER

The Anadolu Sigorta 2022 Integrated Sustainability Report (“Report”) was written by Anadolu Anonim Türk Sigorta Şirketi 
(“Anadolu Sigorta”). All information and opinions that are included in this report and that do not qualify as being complete 
were supplied by Anadolu Sigorta for the purpose of this report and have not been independently verified.

This report was written for informational purposes only and does not serve as a basis for any investment decision. The 
information contained herein does not constitute an offer or part of an offer for the sale of the shares of Anadolu Sigorta or 
an invitation to such sales proceedings, and no such legal relationship shall be deemed to have been established with the 
publication of this report.

All information contained in this Report and related documents are believed to be accurate as of the period covered 
by this Report and have been disclosed in good faith based on reliable sources. Regardless, Anadolu Sigorta makes no 
representations, warranties, or commitments regarding this information. As such, neither Anadolu Sigorta nor any of 
its affiliated companies or their board members, advisers, or employees shall be liable for any loss or damage directly or 
indirectly suffered by the person or persons as a result of any information or communication disclosed within the scope of 
this Report or any information based on or not included in the information contained in this Report.
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GRI Content Index

Easy insurance

GRI 3: Material 
Topics 2021 3-3 Management of material topic Our Material Topics, page: 28-29

Easy to Understand Products and Services, page: 45 - - -

GRI 417: Marketing 
and Labeling 2016

417-1 Product and service information 
and labeling requirements Easy to Understand Products and Services, page: 45 - - -

417-2 Inconformity cases regarding 
product and service information and 
labeling requirements

Easy to Understand Products and Services, page: 45 - - -

417-3 Cases of non-compliance 
regarding marketing communication Easy to Understand Products and Services, page: 45 - - -

Customer Orientation

GRI 3: Material 
Topics 2021 3-3 Management of material topic Our Material Topics, page: 28-29 

Customer Orientation, page: 47-49 - - -

GRI 416: Customer 
Health and Safety 
2016

416-1 Assessment of health and 
safety effects of product and service 
categories

Customer Orientation, page: 47-49 - - -

416-2 Inconformity cases regarding 
health and safety effects of product 
and service categories

Customer Orientation, page: 47-49 - - -

Partnerships for Sustainability 

GRI 3: Material 
Topics 2021 3-3 Management of material topic Our Material Topics, page: 28-29

Partnerships for Sustainability, page: 72-73 - - -

Development of Agencies And Business Partners

GRI 3: Material 
Topics 2021 3-3 Management of material topic

Our Material Topics, page: 28-29 
Development of Agencies And Business Partners, 
page: 42-43

- - -

Stakeholder Communication	

GRI 3: Material 
Topics 2021 3-3 Management of material topic Our Material Topics, page: 28-29

Stakeholder Communication, page: 73 - - -

Safeguarding Customer Health	

GRI 3: Material 
Topics 2021 3-3 Management of material topic Our Material Topics, page: 28-29

Customer Experience and Satisfaction, page: 47 - - -

Responsible Financial Investments	

GRI 3: Material 
Topics 2021 3-3 Management of material topic Our Material Topics, page: 28-29

Responsible Financial Investments, page: 44 - - -

Support for Entrepreneurship	

GRI 3: Material 
Topics 2021 3-3 Management of material topic Our Material Topics, page: 28-29

Support for In-House Entrepreneurship, page: 41 - - -

Insurance Literacy

GRI 3: Material 
Topics 2021 3-3 Management of material topic Our Material Topics, page: 28-29

Insurance Literacy, page: 44-45 - - -

Responsible Insurance Processes

GRI 3: Material 
Topics 2021 3-3 Management of material topic Our Material Topics, page: 28-29

Responsible Insurance Processes, page: 44 - - -

Customer Information Confidentiality	

GRI 3: Material 
Topics 2021 3-3 Management of material topic Our Material Topics, page: 28-29

Information Confidentiality, page: 49 - - -
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