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early 20 years after Central was founded, Louis Sullivan coined the concept of “form follows

function.” It was an incredible declaration in 1896 and supported his vision that as circumstances

change, so must the structure or form to accommodate the change; in his case building de-
sign. He acknowledged that America was changing the way it lived and transacted business. People were
moving to the city from the rural areas of the country in search of jobs and opportunity. His response to this
change was to build up rather than out, and in doing so he earned his title as “the father of the modern day
skyscraper.”

The same could be said for the Central Insurance Companies in 2018. We have grown our business into a
24-state platform, offering property and casualty products through the independent agency channel. We
increased our overall premium writings by 7.7% to a new all-time high of $770 million. Later in this report
you will see that the commercial segment of our business increased by over 12.5% due to a shift of writing
increased automobile exposures and program business. New partners in Nevada, Utah, and Idaho were an
exciting part of this growth. We continue to seek opportunities in expanding our geographic footprint and
will continue seeking new agency relationships well into 2022.

We have begun a multi-year project in revamping our technological capabilities and incorporated analytical
analysis into our decision making. We recognize that our policyholders demand cutting-edge technology

in managing risk in their personal lives and businesses. Our efforts are centered on making policyholder
information and transactions accessible and meaningful regardless of when or how they interact with our
company. Equally important, our future system changes will allow us to develop and more efficiently execute
service to both our agents and policyholders at a level they expect.

We have initiated changes to our internal organizational structure with a goal of leveraging the technical ex-
pertise and communication across our operational departments insuring improved efficiency and strategic
decisions. We believe we can increase the value of our company to you by being more nimble, increasingly
innovative, and responsive to market changes. As the world around us changes, we know we have to be in
tune with those forces, embrace the opportunity to change with it, and understand that our structure can
accommodate whatever comes along.

As we end our 143 year of business, I'm happy to follow Louis Sullivan’s suggestion, “form follows func-
tion.” We'll acknowledge the changes around us, think wisely about how we need to adapt, and create a
company that you will want to be associated with for as long as you need us.

Since 1876, we are proud to be the Central Insurance Companies.

2018 ANNUAL REPORT



What started in 1876 as a small insurance not expecting any better results. That is the

company protecting Van Wert County res- challenge. If you want results to improve and
idents had grown to include customers to become better at what you do, something
throughout Ohio and beyond in just seven has to change.

years. The company’s name was deemed
entirely too local for its growing scope of

business so the Van Wert County Mutual Fire CHANGE IS NOTHING NEW

Insurance Company became The Central

Manufacturers’ Mutual Insurance Company in Change isn't a new concept for Central.

1884. Adapting our form to ensure we can fulfill our
purpose has led to positive changes in our

Over the course of the next 140-plus years, .
company throughout our existence.

as the world around us changed, our compa-

ny changed with it. Whether it was evolution In the 1950's, we reduced our agency partner-
based on necessity or the execution of care- ships from thousands to hundreds, allowing us
fully planned growth, the goal was always to to refocus our distribution channel on relation-
make sure our structure, our form, supported ships and franchise value for our agents. y
the functions we needed to perform to ac-
complish our strategy. In the early 2000s, we centralized custom-
er services and developed what we
Today, that challenge is greater than ever be- consider the premier service model =
fore. The pace of technology, emerging risks, in the country. At the same time, 1
evolving customer needs and expectations ... we continued to build upon
pressures both internal and external are vying our geographic footprint
for our attention. We can make the conscious by expanding into new
choice to ignore them, deal with them as we states, increasing

always have, or change with them. our spread

Many businesses choose the first two op-
tions: ignore things or deal with them. After
all, if a company has successfully dealt with
them in the past, they could continue with this
approach, choosing not to make any chang-
es to the company, but at the same time,

Central workspaces circa 1966.
CENTRAL INSURANCE COMPANIES
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of risk and
writing new
profitable busi-
\° ness.

In 2007, we completed a
major renovation and expan-
sion of our Home Office building
to support future organizational
growth and development. The form of
our building needed to change so we could
continue functioning successfully.

We expanded our focus on customer ser-

4 vice in 2016 with the creation of Central Client
Connection. We recognized the opportunity to
develop our own model dedicated to improving
the deficiencies of other service centers in the
marketplace. The result is a best-in-class service
model that offers a customer experience which
sets us apart in the markets we serve.

The past few years have brought changes to im-
prove responsiveness and access to information
for our customers with a more robust myCenitral
policyholder website, converting our websites

to improve accessibility on mobile devices, and
adding an extended hours, bilingual service
team.

Most recently, the addition of an Innovation
team allowed for better collaboration among our
business units to explore and prioritize new op-
portunities, review our processes for continuous

The methods we use to provide service and
support have changed over the years, but

. ‘ our standard of excellence has not.

improvement, and research new products and
programs.

These are all areas where we've made a con-
scious decision to change how we’ve done
things and each has been important to the
continued success of our company.

CHANGING OUR FORM
FOR FUTURE SUCCESS

Now, as we look forward to improving commu-
nication, collaboration, and capabilities to focus
on the ever-changing needs of our customers,
we need a form that will allow that future state to
become a reality. Structural changes will break
down silos so we can meet current challenges
head on and identify significant opportunities to
make a meaningful impact.

— Develop more vibrant, proactive pricing
models to provide a much more accurate
and customized rate for each unique risk.

— Establish more creative and targeted pro-
gram and product development to improve
our speed to market.

— Align our people and our resources to im-
prove utilization of our talent and expertise
across all areas of the company.

— Leverage more targeted and meaningful
analysis of our data to support cognitive
decision making and manage spread of
risk.

— Optimize our processes to be more proac-
tive rather than reactive.

2018 ANNUAL REPORT
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— Expand
our focus on the
'. customer experience
through better communi-
cations, strategic allocation
of resources, and hospitality-fo-
rms = cused service such as that pro-
vided through our Client Connection
service center.

— Invest in opportunities to expand our
technology resources to exceed customer
expectations in responsiveness and com-
munication.

We've established that we're not fearful of
change, but these changes are on a broad scale
and have required an adjustment to the organi-
zational structure of our company. Intimidating”?
Yes. Exciting? Absolutely! Not being afraid to
make the leaps we need to make so we can
fulfill our promises is a very empowering feeling.

Our core value of Excellence allows us to con-
sider making these leaps, and along with the
values of Relationships and Integrity, allows us
to recognize that we need to move away from
current struggles and take advantage of future
opportunities. And there certainly may be more
opportunities we have yet to identify. Our work
to recognize and pursue these today will deliver
benefits to our customers in the future, helping
make Central an even stronger and more resil-
ient company.

8 CENTRAL INSURANCE COMPANIES

The printed ads of the past are being
replaced with more interactive digital

communications like video and
text messaging.

A CULTURE THAT
EMBRACES CHANGE

As Mr. Sullivan suggests, change is necessary
to meet the expectations of an ever-changing
world. He is careful to say that our form should
adapt and it is important to note he is silent
about who we are. He believes the culture of an
organization is as important as the steel beams
which support one of his designs. Culture gives
our company its inner strength to succeed,
endure, and adapt.

We believe deeply that our corporate culture is
the foundation on which we'’ve built our com-
pany. It is incredibly strong and based in our
core values of Integrity, Relationships, and
Excellence. These values permeate every brick,
board, nail, and person at Central. Our culture
is the motivation to remain dedicated to fulfilling
the promise to provide security, protection, and
peace of mind to our customers for over 143
years. It serves as a constant reminder of how
important it is to give back to our local communi-
ties and make a difference in the lives of others.
And it provides a means to attract and retain
compassionate, caring professionals who want
to build on our past successes to perpetuate a
strong future.

We see this as an evolution driven by our
unwavering culture. We will continue to grow,
adapt, and develop, but always remain true to
our culture.
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epurposing office space
1o build a new recording _
studio is just one way we
are keeping pace with
the evolution of digital
~ technology and how we use
~ itto communicate with our
~ customers.
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Central's PO 'c{t@ders’ Security Fundis an

importa easure of our ability to remain a consistent
provider-of insurance. As our Policyholders’ Security
Fund increases over time, we continue to strengthen the
foundation from which we can grow with our partners and
deliver on the promise to our current customers as we
have since 1876. Central’s Policyholders’ Security Fund
has grown 27% over the past five years and stood at $808
million at the conclusion of 2018. This level was achieved
despite volatility in the industry and capital markets in
2018, and reflects a very secure premium-to-surplus ratio
of 0.87 to 1.00.

& s gzc
The coasistency with which we have grown our Direct
Written Prem) represents the amount of promises
we have made ur policyholders and our agent partners
over time. Our growth in premium over the past five years
has been strong and consistent, averaging 7.3% per year
which is close to double that of our industry.

4
%f/ /4. {g‘d
The lower the{Combined Ratio is below 100, the more

pany has been in managing its operation
profitably. While Central has consistently performed at or
below this level in recent years, 2018 was impacted by

the continued development of catastrophic weather that
occurred during 2016 and 2017, and some larger loss
levels experienced in 2018.

successful a

CENTRAL INSURANCE COMPANIES
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Central Mutual and All America Insurance Companies (‘Central’)
December 31, 2018

Summarized Balance Sheet as of 12/31/18

Assets

Bonds

Stocks

Real Estate

Cash & Short-Term Investments

Agents’ Balances & Uncollected Premiums
All Other Assets

Total Admitted Assets

Liabilities & Policyholders’ Security Fund

Losses & Loss Adjusting Expenses

Unearned Premiums

Commissions Payable & Contingent Commissions
Ceded Reinsurance Premiums Payable

Taxes & Other Liabilities

Unassigned Funds (Policyholders’ Security Fund)
Total Liabilities & Policyholders’ Security Fund

Select Performance Measures

Total Central Assets $1,795,409,980
Direct Written Premium $770,239,635
Growth Rate in Direct Written Premium 7.0%
Combined Ratio — Central 103.9%
Combined Ratio — Industry* 101.5%
Policyholders’ Security Fund $808,624,984
Premium to Policyholders’ Security Fund Ratio 0.87
A.M. Best Rating A (Excellent)

* Source: A.M. Best Company

Central

$987,703,528
292,634,196
39,498,240
143,229,784
230,411,261
102,032,971
$1,795,409,980

$481,292,991
381,637,876
20,250,715
11,257,102
92,346,312
808,624,984
$1,795,409,980

This  information is  not
intended to supercede, or
be as comprehensive as, the
statutory annual  statement
filed for each company
with the appropriate state
insurance departments. The
Statutory financial statements
of Central Mutual Insurance
Company and Consolidated
Subsidiaries  have  been
audited by Plante & Moran,
PLLC. Complete copies ofthe
statutory financial statements
have been filed with the
appropriate state insurance
departments and are also on
file at the Home Office of the
Central Insurance Companies
in Van Wert, Ohio.

2018 ANNUAL REPORT
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Fulfilling the Promise Since 1876
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Copyright-© 2049 CentralMutualinsurance Company: All rights reserved. :



