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Core earnings provides investors with a valuable measure of the
performance of the company’s ongoing businesses. It reveals
trends in the insurance and financial services businesses that may
be obscured by the net effect of certain realized capital gains and
losses. Core earnings increased 22% in 2007.

*Please see the “non-GAAP financial measures” footnote, page 14.

In 2007, due to strong equity markets and more than $15 billion 
in positive net flows across The Hartford’s asset management
businesses, assets under management rose 13%.

*Please see the “non-GAAP financial measures” footnote, page 14.

Book value per share (excluding accumulated other comprehensive
income) enables investors to analyze the amount of the company’s
net worth that is primarily attributable to the company’s business
operations. This measure is useful to investors because it elimi-
nates the effect of items that typically fluctuate significantly from
period to period. In 2007, book value per share increased 11%, 
to $63.93.

†Excludes accumulated other comprehensive income. Please see the “non-GAAP 

financial measures” footnote, page 14.

Since becoming a public company in 1996, The Hartford 
has more than doubled its revenues. The revenues are divided 
almost equally between life (52%) and property and casualty 
operations (48%). This diversified business model has 
differentiated The Hartford among its peers and contributed 
to its financial strength.

Earned premium represents total company premiums, primarily
consisting of premiums from Property and Casualty, Group Benefits
and Individual Life, that are recognized as revenues during a 
fiscal period. Earned premium growth increased by 4% in 2007.

Dividends paid have more than doubled in the past decade, 
demonstrating that The Hartford is committed to returning value 
to its shareholders. Total shareholder value, as measured by 
growth in book value per share plus dividends, rose 14% in 2007.
2007 dividends paid were $2.00 per share.

33% growth 
year-over-year

ON THE COVER: Bill and Kathy Wolfe 
(pictured on the cover with grandson,
Max, and granddaughter, Charlotte) 
love spending their spare time with 
family or volunteering in local sports 
programs. But the luxury of time 
requires a smart financial plan, and 
they have turned to The Hartford for
investment products. Read more 
about their experience on page 7.



Iam proud to report that The Hartford had a strong 2007.
Even with the market challenges we faced in the second half
of the year, our full-year 2007 results were the best in the

company’s history.
Core earnings rose 22 percent to $3.5 billion, a full-year

record. Core earnings per diluted share grew to $10.99, a 
21 percent increase over 2006.1

Net income reached $2.9 billion, an increase of 7 percent
year-over-year. Assets under management surpassed $426 billion.

Book value per share2 was up 11 percent, and our return on
equity topped 15 percent.

To begin to tell the story of our 2007 performance, one
must first consider the market dynamics we faced. In the first
half of 2007, like much of the rest of our industry, The Hartford
enjoyed the economic tailwinds of 2006. At the same time, we
saw soft pricing and competition emerging more strongly in the
property and casualty insurance marketplace.

Still, fueled by the fine performance of our 31,000 employ-
ees, our business results across the enterprise were strong, and

Dear
: our share price rose to all-time highs in 2007, closing at $106.02

on May 22. But soon volatility became the norm for the equity
markets, and our share price roller-coastered throughout the 
rest of the year, finishing 2007 at $87.19.

Two market dynamics in the latter half of 2007 influenced
investor sentiment toward the insurance and financial services
industries. First, there were lower earnings growth expectations
for property and casualty and life insurance companies. And 
second, the subprime crisis and the disruption in the credit and
equity markets led to growing anxiety about the possibility of 
a recession.

The Hartford’s operating strength has provided its 
shareholders with excellent long-term value. Over the past 
three years, our total shareholder return3 was an annualized 
10 percent, outperforming the S&P 500 Index at 8.6 percent
and the S&P Insurance Composite Index at 5.8 percent.

Returns over the five-year period were even better, with 
a total annualized return of 16.2 percent, surpassing the 
S&P 500 and insurance composite indices at 12.8 percent 
and 9 percent, respectively.

However, our excellent operating results in 2007 were not
enough to overcome challenging equity and credit markets, and
our total shareholder return was down 4.6 percent for the year,

“The Hartford’s 

financial strength 

and diversified 

business model make 

a compelling case 

for enduring 

shareholder value.”

Ramani Ayer 
Chairman and Chief Executive Officer

1 Core earnings is a financial measure not calculated based on generally 
accepted accounting principles. 

2 Excluding accumulated other comprehensive income.

  

3 Includes dividends.





Members of the Office of the Chairman
Left to right: Neal S. Wolin President and Chief Operating 
Officer, Property and Casualty Operations; Alan J. Kreczko
Executive Vice President and General Counsel; Thomas M. Marra
President and Chief Operating Officer, The Hartford; 
John C. Walters Co-Chief Operating Officer, Life Operations, 
and President, U.S. Wealth Management; Ramani Ayer
Chairman and Chief Executive Officer, The Hartford; 
Eileen Whelley Executive Vice President, Human Resources; 
David M. Johnson Executive Vice President and Chief Financial
Officer; Lizabeth H. Zlatkus Co-Chief Operating Officer, 
Life Operations, and President, International Wealth Management
and Group Benefits; Connie K. Weaver Senior Vice President,
Marketing and Communications; David M. Znamierowski 
Chief Investment Officer and President, Hartford Investment
Management Company

compared to the S&P 500, which
increased 5.5 percent. While our
stock performance in 2007 was 
disappointing, we did manage to 
outpace our peers slightly, as the 
S&P Insurance Composite Index
declined 6.3 percent in 2007.

Strength and Diversification
In this challenging marketplace, the
companies that win are those that
couple diverse business operations
and opportunities with strong balance sheets. The Hartford has
prepared itself in the past decade to become such a company.

Our strong balance sheet – with more than $20 billion in
stockholders’ equity4– provides the company with the capital
strength and flexibility to compete in all of our product lines
while navigating the range of market conditions we faced in the
second half of 2007 and continue to experience so far in 2008.

The Hartford benefits from diverse earnings streams, which
have contributed to our ability to generate strong returns in 
different market environments. Our core earnings are generally
split 60/40 between protection solutions and asset manage-
ment/retirement income solutions. Our customer base includes

individuals and families (49 percent
of earnings), small and mid-size
businesses (25 percent), and 
large enterprises and government
entities (26 percent). With a 
range of products in multiple 
markets, the company is able to 
target new investment in those 
areas with the greatest potential 
for organic growth.

The Hartford’s product offer-
ings generated excellent returns in

2007. Our asset management and retirement income busi-
nesses – global retail investment products, retirement plans, and
institutional financial products – delivered record profits, reflect-
ing our efforts to diversify our earnings base and grow scale. 
We saw especially strong growth in mutual funds, 401(k) plans,
and institutional financial products. Overall, we had deposits of
$53 billion in 2007, up 23 percent from 2006.

Our protection businesses – property and casualty insur-
ance, individual life insurance, and group benefits – produced
similarly impressive results in 2007. Facing intense competition,
a slowing economy, and softening pricing in the property and
casualty insurance marketplace, these businesses saw increasing

Net income

$2.9 billion
an increase of 7%

4 Excluding accumulated other comprehensive income.

  





“...a well-developed culture of financial discipline 

and astute capital and risk management.”

top-line pressure throughout 
the year.

Still, our property and casualty
business grew while exercising
underwriting discipline, managing
costs, and delivering exemplary 
service. That formula led to record
performance. Property and casualty
ongoing operations achieved a 
full-year combined ratio of 90.8, 
a measure of profitability which 
here means that, after claims and
expenses, we earned more than 9 cents on every dollar of 
premium. Record full-year core earnings topped $1.6 billion, 
a 10 percent increase over 2006.

The Hartford’s group benefits business grew fully insured
premium in 2007 to $4.2 billion, a 3 percent increase over the
prior year, and core earnings increased 10 percent to a record
$338 million. In individual life insurance, The Hartford grew
insurance in force by 9 percent year-over-year to $179 billion.

The Power of Our Brand
The Hartford’s success in 2007 is in many ways the result 
of the power of our brand and a passionate focus on three 

customer opportunities. We grow
and ensure the lifelong wealth of
individuals and families. We protect
their personal property and assets.
And we serve the protection 
and financial solution needs of 
businesses, public entities, and 
not-for-profits.

Growing Your Wealth and
Ensuring Lifelong Income
As the Baby Boom generation’s 

need for supplemental retirement income solutions has
increased, so has The Hartford grown its reputation in personal
wealth management. We provide smart financial solutions 
to investors through the wealth accumulation period of pre-
retirement, as well as during retirement itself, when security 
is sought with lifelong guaranteed income.

Let’s first take a look at the wealth accumulation phase.
Mutual funds are among the most effective ways to grow 
wealth in the years leading up to retirement, and The Hartford’s
family of mutual funds has never been more attractive. In fact,
in 2007, we achieved a significant milestone, accumulating more
than $50 billion in assets, a 27 percent increase year-over-year.

Return on equity

15.5%
in 2007





Our growing reputation is founded on strong fund per-
formance. Over the past five years, 86 percent of The Hartford’s
equity funds have ranked in the top two Lipper quartiles.5 In
fact, Barron’s ranked The Hartford’s family of funds fourth 
overall in a field of 67 competitors and first among U.S. equity
funds in 2007.6

The Hartford’s leadership in the next phase of financing
retirement – securing retirement income – continues to grow.
With longevity increasing and traditional government- and
employer-sponsored pensions in decline, ensuring a lifelong
income stream is more important than ever for retirees.

The Hartford is a global leader in variable annuity prod-
ucts, many of which offer guaranteed lifetime income options.
Even in an increasingly challenging marketplace for sales of vari-
able annuities, The Hartford has consistently met customers’
needs and balanced the benefits and costs of lifetime guarantees.

In the United States, our variable annuity sales increased 
9 percent to $13.2 billion, led by sales
of our Lifetime Income Builder II.
Individual annuity assets under 
management, including fixed annu-
ities, grew to $129 billion at the 
end of 2007.

In Japan, The Hartford contin-
ues to grow its reputation as a leader
in retirement income solutions. In
fact, The Hartford ranks No. 1 in
variable annuity assets under man-
agement, with a 24 percent share of
the market.7 In 2007, Japan variable
annuity sales increased 8 percent to
$6.3 billion, fueled by increased distribution and the intro-
duction of a new product that satisfies customer demand for 
a shorter investment horizon. Our total assets under manage-
ment in Japan increased to almost $38 billion at year-end, 
up 20 percent from 2006.

In the United Kingdom, The Hartford’s relatively new
operation there distinguished itself with the successful launch of
a groundbreaking personal pension product. It provides guaran-
teed income with the potential for growth through participation
in the equity markets. Awarded “Best Innovation” for 2007 by
Moneyfacts magazine, the new pension product made headlines
throughout the U.K. financial press.

Protecting Your Property, Income, and Assets
The Hartford provides a full suite of insurance solutions for
individuals and families, ensuring that key assets – auto, home,
and life – are protected against the unexpected.

We distribute auto and homeowners insurance through 
two channels – via independent agents and direct to customers
through our exclusive relationship with AARP, an affinity 
group of 39 million members, 50 years of age or older. In 
2007, we extended our agreement with AARP to 2020.

The auto and home insurance marketplace in 2007 
was very challenging. Growth rates were flat, prices were soft,
and competition was fierce. Still, The Hartford outperformed
the market and grew total policies in force by 3 percent over 
the prior year. In fact, in our direct sales channel to AARP
members, we grew written premium by 7 percent.

In our independent agency channel, we continue to invest
in the expansion of our distribution network, adding regional

offices and new agents. In the 
past two years, The Hartford has
increased the number of agents 
selling its auto and homeowners
insurance by more than 75 percent
to 7,000.

Overall written premiums in
personal lines totaled $3.9 billion
in 2007, up 5 percent year-over-
year.8 Disciplined underwriting 
in this business – resulting in a
combined ratio of 91.7 – led to
strong results. Full-year under-
writing income was $322 million.

The Hartford also offers individuals and families a compre-
hensive set of life insurance products: variable life, universal
life, whole life, and term life insurance. In 2007, The Hartford
grew life insurance account values by 9 percent. In variable life
insurance, where we rank first in the industry in total premium,9

sales grew 13 percent over the prior year. Net income increased
21 percent in 2007, to $182 million.

Protecting and Growing Your Business
When it comes to protecting and growing America’s businesses,
The Hartford has a well-earned reputation for trust, consistently
delivering value, service, and dependability. Our suite of 
business insurance and financial solutions is well-known in

Property and Casualty 
core earnings

$1.6 billion
an increase of 10% over 2006

“...diversifying our earnings base

and growing scale.”

5 Of those funds with five-year records, at December 31, 2007.
6 Barron’s, February 4, 2008.
7 Hoken Mainichi Shimbun.

8 Excluding the effect of our non-standard auto insurance business, which was sold in 2006.
9 As measured by total premium, by LIMRA International. 





the industry for its quality and breadth: commercial auto and 
property insurance, professional and employer liability protec-
tion, employee benefit and retirement plans, group annuities,
and more.

Our strong product portfolio has helped establish 
The Hartford as the business partner of choice for many com-
panies. This was especially important in 2007, as competition
intensified and prices in the property and casualty insurance
marketplace continued to soften.

Our small business insurance products are market leaders
in the United States, with more than 1 million property and
casualty policies in force in 2007. Our proficiency in the mid-
size and large business insurance market is also significant. 
We continue to exercise our deep expertise in sectors such as
communications, technology, professional services, and private
education, allowing us to continue to grow policies in force in 
a market that saw intense competition in 2007.

Our strong underwriting per-
formance in both small commercial
and middle market –full-year 
combined ratios of 81.4 and 93.9,
respectively – led us to post
strong bottom-line results in 2007,
generating $508 million and 
$144 million, respectively, in under-
writing income.

In addition to business insur-
ance, The Hartford also offers a
range of protection and wealth accu-
mulation solutions to businesses for
their employees, including group
life, accident and disability insurance, and retirement plans
such as 401(k), 457, and 403(b).

In 2007, The Hartford’s group benefits product line 
maintained its No. 2 ranking in fully-insured group disability
insurance and moved up one place to No. 3 in group life 
insurance.10 We achieved these leadership positions while our
after-tax profit in 2007 expanded to 7.1 percent.11

Our retirement plan products first found success serving
the special needs of small businesses. In fact, The Hartford has
been ranked “Best in Class” by PLANSPONSOR magazine in
the micro- and small-plan market segments.

Our passion for service has contributed to strong results. 
In 2007, retirement plan assets under management grew 
to $28.5 billion, a 16 percent increase over year-end 2006.

In December 2007, The Hartford announced three strategic
acquisitions to accelerate future growth of our retirement plans
business. These acquisitions12 will add scale in core market seg-
ments, an established presence in new market segments, and
enhanced technology to serve our customers more effectively.

Looking Ahead: 2008 and Beyond
In a slowing economy and challenging marketplace, 
The Hartford’s financial strength and diversified business 
model make a compelling case for enduring shareholder value. 
The company has a well-developed culture of financial 
discipline and astute capital and risk management. Together,
these add up to a strong balance sheet, attractive returns, 
and a history of rational pricing and financial guarantees.

With this sound financial platform and smart, inspired
leadership, we will build on the benchmark achievements of
2007 and continue to unlock the power of our brand in 2008.

One leader in our exceptional
management ranks bears high-
lighting. In 2007, Tom Marra, 
a longtime colleague and the 
former leader of our Life opera-
tions, was named President and
Chief Operating Officer of 
The Hartford.13 Tom has been 
with the company for more than 
a quarter century, building superior
customer solutions and delivering
exceptional business results.

As I partner with Tom on
many of the challenges facing the

company, I look forward to more of the same success from him
and the rest of The Hartford’s senior management team in 2008.

Keeping our focus on the business at hand – and winning
with integrity – will produce even more opportunity and ensure
The Hartford’s long-term success.

Sincerely,

Ramani Ayer
Chairman and CEO

Life core earnings

$2 billion
an increase of 24% over 2006

“...building superior customer solutions and

delivering exceptional results.”

12 Sun Life Retirement Services, Inc., TopNoggin, and Princeton Retirement Group.
13 See “A Conversation with Tom Marra” on page 6.

10 As measured by in force premium, by LIMRA International, as of the first six months of 2007.
11 As a percentage of revenue, excluding buyouts and non-core realized gains and losses.





  with Tom Marra

Editor’s Note: In June 2007, Tom Marra was named President 
and Chief Operating Officer of The Hartford. A 28-year employee
of The Hartford, Tom had been the President of the company’s 
Life operations.

The Hartford has one of the oldest and most recognized

brands in the industry. In your new role, what opportu-

nities do you find most compelling?

My goal is to have The Hartford become ubiquitous in the 
market. By that, I mean we can offer individuals and businesses
the right set of products and services for any stage of their lives,
or at any stage in their businesses. I want The Hartford to be
not only the most respected brand, but also a market leader.

The story behind The Hartford’s success is a compelling
one. We are a nearly 200-year-old company with a great legacy.

But we’re also an agile enterprise with an energized workforce
and some of the smartest, most innovative products and services
in the marketplace.

We are a growing, diversified company, and we have posi-

tioned ourselves for significant additional growth well into the
future. But to become the world’s premier insurance and invest-

ment company, we must unlock the power of our brand and
realize the full potential of what we can offer the marketplace.

What challenges do you see for The Hartford?

We can’t become complacent, especially in these challenging
economic times. We’re proud of our 2007 performance – core

earnings were up 22 percent to $3.5 billion – but at the end of
2007, it got tough for lots of U.S. insurance-based companies.
The subprime crisis, the soft pricing cycle, and the overall 

economy challenged our industry. Our solid financial position
affords us the strength we need to meet the challenge. We have 
a strong balance sheet, a diverse set of businesses and solutions,

and a powerful distribution network.
These kinds of conditions have spurred on teams through-

out The Hartford to find new ways to grow. It’s an exciting time

in the evolution of our company.

What is one of The Hartford’s biggest opportunities 

for growth?

We see lots of opportunity, but retirement is perhaps our biggest

opportunity, and it’s a global one. We already have a full head 

“Our solid financial 

position affords us 

the strength we need. 

We have a strong 

balance sheet, a diverse 

set of businesses 

and solutions, and 

a powerful 

distribution network.”

Tom Marra 
President and Chief Operating Officer





of steam, but there’s more work to do. Our mutual fund family
surpassed $50 billion assets under management in 2007, nearly
doubling in less than three years and up 27 percent from a year

ago. And we recently announced three acquisitions in our retire-
ment plans business that will significantly increase our scale and
help us grow in the defined contribution marketplace.

Total Life assets under management grew 14 percent 
to $372 billion in 2007, and growth is coming from all prod-

uct lines and markets. We are the company for retirement 

planning – regardless of your stage of life. We are well-positioned
to meet the needs of the Baby Boom generation with prod-
ucts to help them turn their nest eggs into lifetime income. 
We are also looking over the shoulder of the Baby Boom genera-
tion to understand the retirement needs of Generation X and 
the Millennials.
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Bill and Kathy Wolfe can see retirement on 

the horizon. For now, however, the 59-year-old 

residents of Ambler, Pa., both continue to work.

Bill has spent 38 years in the telecommuni-

cations industry. Kathy is retired after 28 years 

of hospital work, but still works part time in a 

doctor’s office.

Bill once donated time to coaching 

baseball and directing athletics for the local

Catholic Youth Organization. “I’d like to pursue

those activities again once I retire,” he said.

Kathy, a former high school basketball player,

continues to referee girls’ high school games.

Working with youth brings the couple 

fulfillment, but it won’t pay the bills in retire-

ment. That’s why they have several investment

products – mutual funds, two Roth IRAs, and a 

variable annuity – from The Hartford.

As a health-care worker, Kathy knows 

the challenge posed by retirement. “People 

are living longer, but they need more money 

to last through their retirement and to fund

health care,” Kathy said. “The Hartford has

demonstrated good performance, so we know

we’ll be prepared.”

(continued on next page)

At year-end 2007,

$427 billion
in assets 

under management
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Our international strategy continues to gain momentum.
We’ve only been in the United Kingdom for two years, and we
have two major products – a bond product and a pension prod-

uct. The pension product is taking off at a phenomenal rate. 
In Japan, we’ll be launching two new variable annuity products,
as well as mutual funds. We have a team devoted to evaluating

other countries for possible expansion.

Businesses, especially small businesses, represent a 

huge market in the United States. What solutions can

The Hartford offer businesses?

I think we are the business partner of choice when it comes to
insurance and financial solutions. We know that businesses –
especially small businesses – want to focus on what they do best.

S  
  

 

All technology is not created equal. No one

knows that better than Gina Buser, president

and co-founder of Traveling Coaches, Inc., a

Texas-based company specializing in legal tech-

nology. Since 1995, more than 600 law firms

and corporate legal departments have trusted

Traveling Coaches for customized technology

and training solutions.

Buser, along with co-founders Charlene

LeMaire and Linda Miller, wanted to protect

their specialized business, so they turned to

another specialist – The Hartford – for small

business insurance products. 

In 2007, The Hartford broadened the 

availability of its flagship business owner’s 

policy, Spectrum®, to provide comprehensive,

cost-effective property and casualty coverage

for businesses with up to $15 million in sales

or property values. As a Spectrum® customer,

Traveling Coaches protects its business with

general liability, business interruption, auto,

workers’ compensation, and umbrella coverage.

"The Hartford provides the coverage and

risk management tools we need to secure our

future," Buser said. "Our partners, employees,

clients, and providers – like The Hartford – are

the keys to our success."

(continued from previous page)

Small commercial insurance
policies in force topped

1 million
in 2007
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We have it all – workers’ compensation, liability, property, auto,
group disability, group life, professional and employee liability
insurance, 401(k) plans, and even individual life insurance for

succession planning for entrepreneurs.
We can be a trusted partner for any entrepreneur and

employer, and manage their insurance and financial needs while

they focus on running a great business.
We are a market leader and reached 1 million small business

property and casualty policies in force in March 2007. We are

the No. 2 seller of fully-insured group disability. We were among
the top 10 in new 401(k) plans sold in 2007; this is one of our
fastest-growing businesses.

But we’re looking for more growth in 2008. We also under-
stand the marketplace and remain in step with our producers.

P  
 

While at the Rutgers School of Pharmacy, 

Marc Ecko enjoyed making elaborate drawings

in his sketchbook. If he had continued on the 

path to becoming a pharmacist, the world of

hip-hop fashion would look very different today.

Ecko left pharmacy school and turned 

his art into a handful of graffiti-inspired T-shirts

and, with a small investment, launched Ecko

Unlimited in 1993. The company has grown to

a $1.5 billion-a-year global enterprise.

Ecko knows protecting and growing 

his broad set of businesses is critical. 

That’s why, as his company has expanded, 

he has turned to The Hartford for business

insurance and financial services needs, 

including property, commercial auto, general

liability, and umbrella coverage.

Most recently, Ecko Unlimited added a

401(k) plan from The Hartford for its 470

employees. “We wanted a company that could

offer a wide array of options for our employ-

ees,” said Josh Rochlin, Ecko’s senior vice

president of Human Resources and Special

Projects. “We know we’re getting the best

service from a reputable company that has

many years of experience.”

(continued on next page)

$2.3 billion
total middle market 
business insurance 

written premium for 2007
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We constantly look for new ways to harness technology to
improve service for agents and customers. In 2007, we launched
The Hartford Expressway® for Small Business, a tool that enables
agents to submit small business insurance applications directly
from their own systems. There are almost 8 million small busi-

nesses in the United States, and there are more than 6,700 agents
who sell our property casualty products to small business owners.
It’s a great success story that can only get better.

In 2008, we want to grow aggressively and extend our mar-
ket leadership in the small commercial segment. In the mid-size
business market, we have broadened our reach through our sales

underwriting force and have taken a more granular approach to
assessing risk. Our focus in 2008 will be to push harder into key

sectors such as technology and real estate.
In group benefits, we are using technology to make better

medical underwriting decisions and improve loss ratios with an

online personal health application.
The exciting opportunity here is to see our distributors –

the agents and brokers, who bring many of our products to our 

customers – as passionate as we are about the prospect of being 
a full-service business solutions provider to our business cus-
tomers. Together, we’ll be able to meet more of our customers’
insurance and investment needs. We have top-notch service and
a full suite of products, so I see it as one of our largest opportu-
nities in 2008 and beyond.

Are there similar growth plans for auto, home, 

and life insurance?

I have great expectations for our personal insurance businesses.
Whether it is auto, home, or life insurance, The Hartford 

brand is highly regarded among consumers in terms of trust,
dependability, strength, and value. This is witnessed by the 
fact that our personal lines policies in force continue to increase

in an extremely competitive marketplace, well above industry
growth rates.

We want to grow our personal lines business aggressively

through expanded distribution, award-winning service, and 

outstanding consumer value. Our relationship with AARP 
continues to pay dividends. We added 400,000 AARP cus-
tomers in 2007, and our partnership was extended to 2020.

A   

Building 200 years of brand loyalty begins 

with a passion for serving our customers. 

Our superior service is at the heart of what 

we do and continues to be recognized by 

independent authorities in our industry.

The Hartford swept all six categories in

DALBAR’s 2007 Customer Service Awards with 

an unprecedented eight awards. We were the

only company recognized with a Retirement Plan

Service Award – our fifth consecutive award in

this category. DALBAR’s awards recognize the

highest level of customer service in the finan-

cial services industry.

In addition, our AARP call centers won the

International Customer Management Institute

Membership’s Global Call Center of the Year

Award in the large company category in 2007.

And for the third consecutive year, these centers

were certified by J.D. Power and Associates

for customer satisfaction excellence. Altogether, 

our call centers handle more than 10 million 

telephone, e-mail and fax interactions with cus-

tomers each year.

In 2007, The Hartford’s service operations

in the United Kingdom received two five-star

Financial Adviser Service Awards, one of the

most prestigious accolades in the U.K. financial

services industry.

For more information on The Hartford’s

excellent products and services, please go to 

www.thehartford.com.

(continued from previous page)

Laura Druckenmiller (top of page) and Charles Solomon
(above) work in The Hartford’s Northeast Personal Lines
Claim Service Center in Farmington, Conn.





And when it comes to sophisticated underwriting, we are
obsessed with finding the ultimate balance between risk 
and price.

Moreover, when it comes to life insurance, we want to 
be there to support the major financial events that an individual,

family, or business may encounter in a lifetime. To do this, 
we have developed products that are multi-dimensional, com-
plementary, and adaptable to changes that occur in life. This
includes our new LifeAccess rider, which allows a policyholder

to access benefits to cover the cost of a chronic illness.
Even with the headwinds we expect in 2008, I am very

excited about The Hartford and its aggressive plans for 

growth in all businesses in the United States, Europe, and 
Asia. Our prospects have never looked better in our nearly 
200-year history. n

P 
 

Steven Herrick has spent 22 years in private 

practice as a psychologist. During that time, 

he has helped plenty of patients through crisis.

He did not expect to endure his own crisis in

October 2007 and – least of all – receive sup-

port from his insurance adjuster.

But that’s where he and his wife, Ann,

found themselves after a 30-foot wall of flames

burned their home and all of their possessions.

The series of fires that ravaged Southern

California destroyed approximately 2,000

homes and 500,000 acres. Some 640,000 resi-

dents were evacuated, and 10 people died. 

Herrick, who lives and works in Fallbrook,

Calif., purchased his homeowners insurance

12 years ago through AARP, The Hartford’s

exclusive partner in providing auto and 

homeowners protection. He credits insurance

adjuster Ivan Yount with beginning the rebuild-

ing – and healing – process with speed, 

knowledge, and empathy. “He turned out to 

be our lifeline,” Herrick said. “It was reassur-

ing to know that our insurance was going to 

be there.

“As a psychologist, I realized the depend-

ency I had when talking to Ivan, which is the

same dependency people have when they call

me,” he said. “They want someone who will 

listen, respond, and be there for them.”

The Hartford’s claims operation
handled more than 

1.4 million
claims in 2007
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Top products/services
• Variable universal 

life insurance
• Universal life insurance
• Whole life insurance
• Term life insurance

  

Change
In millions from 2006

Sales $286 1%

Net income $182 21%

Overview
The individual life insurance group offers a broad product port-
folio of variable universal life, universal life, whole life, and term
life insurance. Our products provide liquidity for estate taxes,
income replacement for families, protection and tax-preferred
benefits for small businesses, and more. These products are dis-
tributed through a wide network of national and regional broker-
dealer organizations, banks, and independent financial advisors,
as well as through independent life and property-casualty agents
and Woodbury Financial Services, an affiliated retail broker-dealer.

Top products/services
• Guaranteed investment products 
• Guaranteed income products 
• Institutional mutual funds
• Structured settlement annuities 
• Institutional annuities
• Private placement life insurance
• Private placement group 

variable annuities  

Top products/services
• Short-term disability
• Long-term disability
• Group life
• Group accident
• Group retiree health
• Voluntary insurance 

products for consumers

Top products/services
• Variable annuities
• Fixed annuities
• Personal pensions
• Trustee investment plans

Top products/services
• Variable annuities
• Fixed annuities
• Mutual funds
• 529 college savings 

plans

Business profiles: 

 

Change
In millions from 2006

Fully insured premium $4,239 3%

Net income $  315 6% 

 


Change
In millions from 2006

Sales/deposits $11,248 76%

Net income $ 17 (78%)



Change
In millions from 2006

Japan sales/deposits* $6,405 5%

Net income $ 223 (3%)

  


Change
In millions from 2006

Sales/deposits $29,401 18%

Net income $ 812 51%

Overview
The group benefits insurance group provides a portfolio of 
insurance products to employers, associations, and affinity
groups that offer protection to employees and group members.
These products include short- and long-term disability insur-
ance, and group life and accident insurance. Other specialty
products include retiree health insurance policies sold through
brokers and third-party administrators. The group benefits 
team also offers a comprehensive suite of voluntary products 
to meet the needs of today’s consumers.

Overview
The institutional financial solutions group provides customized 
wealth creation, financial protection, and income solutions 
for institutions, corporations, and individuals. The group 
fulfills that mission through a consultative approach, award-
winning service, and broad product breadth. Our products
address a broad spectrum of complex financial needs, such 
as optimizing investment performance, managing risk, and 
providing guaranteed income. 

Overview
The Hartford’s international group provides retirement savings,
wealth creation, and financial protection solutions for individual
investors in Japan, the United Kingdom, and Brazil.

Overview
The retail investment products group is a leading provider 
of investment vehicles designed to help individual investors
achieve their long-term financial goals. We provide the investor
access to superior asset management through such products as
annuities, mutual funds, 529 college savings plans, and other
specialty products. Mutual fund offerings include a range of 
risk and return profiles, from money market and bond funds 
to asset allocation and equity funds.

  Overview
The retirement plans group provides recordkeeping, 
administration, and investment management for 401(k) 
plans for corporate customers, 457 plans for government 
entities, and 403(b) plans for education, health care, and 
non-profit organizations.

Top products/services
• 401(k) retirement plans
• 457 retirement plans
• 403(b) retirement plans
• Administration services

Change
In millions from 2006

Sales/deposits $5,918 5%

Net income $ 61 (40%)

*At this time, The Hartford discloses sales and asset information only for its Japan operation.





2007 highlights
• A leading provider of variable annuities in Japan, with a 24% share of the market’s assets under 

management, as of September 30, 2007.
• Introduced a new variable annuity product in Japan to satisfy customer demand for shorter 

deferral periods.
• Surpassed 500,000 policyholders in Japan.
• Launched a unique personal pension product in the United Kingdom, which was awarded 

“Best Innovation” for 2007 by Moneyfacts magazine.
• Superior customer service in the United Kingdom. Recipient of two five-star Financial Adviser 

Service Awards, the U.K. equivalent of the DALBAR and the highest ranking a provider can attain.

Assets Under Management
(Japan* – $ in billions)
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2007 highlights
• A leader in variable universal life insurance.
• Record-breaking sales of $286 million, up 1% over 2006.
• Life insurance in force exceeded $179 billion, an increase of 9%.
• Account value of $12.3 billion, up 9% over 2006.
• Introduced LifeAccess living benefits rider, which allows policyholders to use their death 

benefit to pay for chronic illness costs.
• DALBAR Award recipient for life insurance service (7th consecutive win) and post-sale financial

intermediary service (6th consecutive win).

Insurance in Force
($ in billions)
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2007 highlights
• Record deposits of $11.2 billion, up 76% over 2006 including:

– Private Placement Life Insurance deposits of $5.2 billion, an increase of nearly 400% over 2006.
– Institutional mutual fund deposits of $1.7 billion, up 46%.
– Structured settlements deposits of $1.1 billion, up 71%.

• Assets under management reached a new high of $61.5 billion, an increase of 21%.
• Record core earnings of $140 million, an increase of 36% over 2006.

Assets Under Management
($ in billions)
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2007 highlights
• No. 2 provider of fully-insured group disability insurance and the No. 3 provider of group life

insurance as of second-quarter 2007, according to LIMRA International.
• Created a specialized team of clinical professionals to facilitate disabled employees’ safe return to

the workplace.
• Divested medical stop loss business in April.
• Record core earnings of $338 million, a 10% increase over 2006.

2007 highlights
• A leading provider of variable annuities in the United States, with assets exceeding $119 billion.
• Retail mutual fund sales hit an all-time high at $14.4 billion, a 29% increase over 2006.
• The Hartford Mutual Funds became the fastest-growing retail-oriented, broker-sold fund family 

in history to reach $50 billion in assets, according to Strategic Insight.
• DALBAR Award recipient for annuity service (12th consecutive win) and mutual fund service 

(5th consecutive win).

Fully Insured Premium
($ in billions)
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2007 highlights
• Assets under management exceeded $28 billion, a 16% increase over 2006.
• 401(k) deposits exceeded $4.6 billion, up 14% over 2006.
• Announced three retirement plan acquisitions. These acquisitions will increase scale in the 

retirement plans segment and grow its offering to serve additional markets, customers, and 
types of retirement plans across the defined contribution and defined benefit spectrum. 
(We expect these transactions to close first quarter of 2008.)

• DALBAR Award recipient for service (5th consecutive win).

Assets Under Management
($ in billions)
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Business profiles:   

Top products/services
• Business owners’ policy
• Automobile insurance
• Workers’ compensation

insurance

  


Change
from 2006

Net Written Premium $2.747 billion 1%

GAAP Combined Ratio* 81.4% down 2.7
points

Overview
The small commercial insurance segment provides a broad 
array of products and services for small businesses with up to 
$5 million in annual payroll or $15 million in annual revenues
or total property values. We are a leading provider of small 
business insurance through the independent agency channel,
currently serving more than 800,000 customers with more than
1 million policies.

Top products/services
• Workers’ compensation 

insurance
• Products liability insurance
• Property insurance
• Professional liability insurance
• Fidelity and surety insurance
• Excess and surplus 

lines insurance
• Third-party administrator 

and risk management services

 


Change
from 2006

Net Written Premium $1.484 billion (8%)

GAAP Combined Ratio* 100.4% up 3.7 
points

Overview
The specialty commercial insurance segment sells customized 
insurance products and risk management services through 
independent agents, brokers, and wholesalers. Through 
The Hartford’s Specialty Risk Services, the specialty commer-
cial insurance team also provides third-party claims administra-
tion and risk management services. The Hartford Financial
Products (HFP) division represents the company’s significant
presence in the financial and professional insurance markets,
providing a range of management liability solutions. HFP is one
of the largest providers of directors and officers liability, employ-
ment practices liability, and errors and omissions insurance.

* The combined ratio relates underwriting results to earned premium, and is the sum of the loss and loss adjustment expense ratio, the expense ratio, and the policyholder
dividend ratio. A combined ratio under 100% indicates an underwriting profit, while an underwriting loss occurs when the combined ratio is over 100%.

† Excludes Omni business sold in 2006.

“Non-GAAP financial measures” as defined by the rules of the Securities and Exchange
Commission are referenced herein. The Hartford uses non-GAAP financial measures to
assist investors in analyzing The Hartford’s operating performance. These measures should
be considered in addition to our results prepared in accordance with GAAP, as set forth in
our Annual Report on Form 10-K, but are not a substitute for GAAP results. 

The Hartford uses the non-GAAP financial measure core earnings as an important 
measure of the Company’s operating performance. We believe the measure core earnings
provides investors with a valuable measure of the performance of the Company’s ongoing
businesses because core earnings excludes the cumulative effect of accounting changes and
the effect of all realized gains and losses (net of tax and deferred policy acquisition costs)
that tend to be highly variable from period to period based on capital market conditions.
Net income is the most directly comparable GAAP measure. A reconciliation of core 

Top products/services
• Automobile insurance
• Home insurance

  

Change
from 2006

Net Written Premium $3.947 billion 5%†

GAAP Combined Ratio* 91.7% up 3.1
points

Overview
The personal insurance segment offers automobile and home 
insurance through independent agents and directly through
AARP. We are the 5th-largest direct carrier of auto and home
insurance, as AARP’s exclusive personal lines’ insurance pro-
vider. We also continue to reach more customers by expanding
our agency footprint, currently offering products through 
more than 7,000 independent agents. 

Top products/services
• General liability insurance
• Workers’ compensation

insurance
• Property insurance
• Automobile insurance
• Marine insurance

  
 Change

from 2006

Net Written Premium $2.257 billion (8%)

GAAP Combined Ratio* 93.9% up 2.3
points

Overview
The middle market insurance segment provides commercial
insurance coverage to companies with greater than $5 million 
in annual payroll or $15 million in annual revenues or total
property values. The team serves more than 24,700 customers
and offers workers’ compensation, property, automobile, liabil-
ity, umbrella, and marine coverages, as well as commercial risk
management products and services.





earnings to net income for the periods presented herein is set forth on The Hartford’s web
site at www.thehartford.com/ir/financialmeasures.html. 

Assets under management is an internal performance measure used by the Company
because a significant portion of the Company’s revenues are based upon asset values. 
These revenues increase or decrease with a rise or fall, correspondingly, in the level of assets
under management. Assets under management is the sum of total assets, mutual fund 
assets, and third-party assets managed by Hartford Investment Management Company.

2007 highlights
• In a competitive marketplace, this segment achieved policies in force growth of 5%.
• Simplified our small business model, providing agents with a one-stop solution for all sizes of 

small businesses, opening up access to an additional $11 billion of potential written premium.
• Launched an enhanced commercial auto offering that increased our ability to write a much wider

range of business, resulting in a 23% increase in commercial auto policies in 2007.
• Introduced XactPAY WebSM Special Edition for QuickBooks® Payroll, a patent-pending billing 

solution that provides small business owners who use Quickbooks Payroll, a pay-as-you-go workers’
compensation insurance solution.

2007 highlights
• Specialty Risk Services LLC (SRS) is the second-largest property casualty third-party 

administrator nationally, generating $263 million annually in total revenues in 2007, with a 
98% client retention ratio. SRS services 20 major carriers and has a 15% market share of the
Fortune 100.

• First State Management Group formed a strategic relationship with certain members of the
Berkshire Hathaway group of insurance companies in order to offer expanded levels of surplus
lines commercial insurance.

• Hartford Financial Products opened a professional liability insurance office in London.

Net Written Premium
($ in billions)
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‡ For J.D. Power and Associates Certified Call Center ProgramSM information, visit www.jdpower.com or call 1-866-842-7548.

2007 highlights
• Achieved a written premium growth rate of 5% for our AARP and agency business – a sector 

experiencing flat growth and fiercely competitive market conditions. 
• Extended our agreement with AARP to 2020 as the exclusive provider of auto and home 

insurance for their nearly 39 million members.
• Our personal lines contact centers, which handle more than 10 million calls per year, were named

International Customer Institute Management’s Global Call Center of the Year. For the third 
consecutive year, our AARP contact centers were certified by J.D. Power and Associates‡ for 
customer satisfaction excellence. 

• Expanded and improved customer access by appointing 1,300 new independent agents, improving
agent quoting technology, and launching a new web site for AARP members.

• In partnership with MIT AgeLab, we announced results from two new research efforts – one 
on Alzheimer’s disease and driving and another on disaster preparedness for older adults. 
We distributed the following guidebooks to families countrywide: At the Crossroads, 
Family Conversations about Alzheimer’s Disease, Dementia & Driving and It Could Happen to Me:
Family Conversations about Disaster Planning. 

Net Written Premium
($ in billions)
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2007 highlights
• Policies in force grew 2% in a competitive marketplace.
• The Technology Practice Group, launched in 2006, continued to achieve strong growth rates

across Middle Market, Small Commercial, and Hartford Financial Products. The group also
enhanced our industry-leading FailSafe® errors & omission products. Within the middle market
sector, the Technology Practice Group total policy count was up 12% over 2006.

• Introduced additional online quoting capabilities for QuoteMarine, allowing agents to submit,
quote and issue coverage quickly and easily for builders’ risk, motor truck cargo, ocean cargo, and
contractors’ equipment.

• In conjunction with Small Commercial, we launched an enhanced commercial auto offering that
increased our ability to write a wider range of business.

Book value per share excluding AOCI is calculated based upon a non-GAAP financial
measure. It is calculated by dividing (a) stockholders’ equity excluding AOCI, net of tax, 
by (b) common shares outstanding. The Hartford provides book value per share excluding
AOCI to enable investors to analyze the amount of the Company’s net worth that is prima-
rily attributable to the Company’s business operations. The Hartford believes book value 
per share excluding AOCI is useful to investors because it eliminates the effect of items 
that typically fluctuate significantly from period to period, primarily based on changes in
interest rates. Book value per share is the most directly comparable GAAP measure.





Corporate Profile
The Hartford Financial Services Group, Inc. 
is a diversified insurance and financial services
organization offering investment products, 
individual life, group life and group disability 
insurance products, and property and casualty
insurance products.

Annual Meeting
Shareholders are cordially invited to attend 
The Hartford’s Annual Meeting of Shareholders,
which will be held on Wednesday, May 21,
2008, at 2:00 p.m. in the Wallace Stevens
Theatre at The Hartford Financial Services
Group, Inc.’s home office at One Hartford
Plaza, Hartford, Connecticut. Shareholders of
record as of March 24, 2008, are entitled to
notice of, and to vote at, the Annual Meeting.

Common Stock and Dividend Information
The Hartford’s common stock is traded on the New York Stock Exchange (“NYSE”) under 
the trading symbol “HIG.” The following table presents the high and low closing prices for 
the common stock of The Hartford on the NYSE for the periods indicated, and the quarterly
dividends declared per share:

1st Qtr. 2nd Qtr. 3rd Qtr. 4th Qtr.
2007
Common Stock Price

High $97.75 $106.02 $99.87 $98.56
Low 90.77 95.82 85.44 86.78

Dividends Declared 0.50 0.50 0.50 0.53

1st Qtr. 2nd Qtr. 3rd Qtr. 4th Qtr.
2006
Common Stock Price

High $88.83 $92.22 $87.84 $93.61
Low 79.24 80.63 79.86 84.73

Dividends Declared 0.40 0.40 0.40 0.50

As of February 15, 2008, there were approximately 380,000 shareholders of The Hartford.

Corporate 

Ramani Ayer
Chairman and 
Chief Executive Officer, 
The Hartford

Edward J. Kelly, III
President, Citigroup
Alternative Investments

Paul G. Kirk, Jr.
Chairman and President,
Kirk Associates, Inc.;
Retired Partner, 
Sullivan & Worcester,
law firm

Ramon de Oliveira
Adjunct Professor 
of Finance, 
Columbia University

Board of 

Trevor Fetter
President and Chief
Executive Officer, Tenet
Healthcare Corporation

Corporate Headquarters
The Hartford Financial Services Group, Inc.
One Hartford Plaza
Hartford, CT 06155
860-547-5000

Internet Address
www.thehartford.com

Investor Relations
The Hartford Financial Services Group, Inc.
One Hartford Plaza, HO-1-01
Hartford, CT 06155
Attn: Investor Relations
860-547-2537

Media Inquiries
The Hartford Financial Services Group, Inc.
Media Relations
One Hartford Plaza, T-12-56
Hartford, CT 06155
860-547-5200

Transfer Agent/Shareholders Records
For information or assistance regarding stock
records, dividend checks, stock certificates, 
address changes, and The Hartford’s 
Dividend Reinvestment Plan, please contact: 
The Hartford Financial Services Group, Inc.
c\o BNY Mellon Shareowners Services
480 Washington Boulevard
Jersey City, NJ 07310-1900
877-272-7740
www.bnymellon.com/shareowner/isd

To send certificates for transfer and 
address changes:
The Hartford Financial Services Group, Inc.
c\o BNY Mellon Shareowners Services
P.O. Box 358015
Pittsburgh, PA 15252-8015

Address inquiries about The Hartford’s Dividend
Reinvestment and Cash Payment Plan to:
The Hartford Financial Services Group, Inc.
c\o BNY Mellon Shareowners Services
P.O. Box 358015
Pittsburgh, PA 15252-8015
E-mail: shrelations@bnymellon.com
www.stockbny.com



Gail J. McGovern
Professor of Marketing,
Harvard Business School

Michael G. Morris
Chairman, President and
Chief Executive Officer,
American Electric Power
Company, Inc.

Charles B. Strauss
Retired President 
and Chief Executive
Officer, Unilever United
States, Inc.

H. Patrick Swygert
President, Howard
University

Robert W. Selander
President and Chief
Executive Officer,
MasterCard
Incorporated

Annual Return Percentage
Years Ending December 31

Company/Index 2003 2004 2005 2006 2007
The Hartford 

Financial Services Group, Inc. 33.01 19.50 25.83 10.82 -4.55
S&P 500 Index 28.68 10.88 4.91 15.79 5.49
S&P Insurance Composite Index 21.03 7.25 14.10 10.91 -6.31

Indexed Returns
Years Ending December 31

Base Period
Company/Index 2002 2003 2004 2005 2006 2007
The Hartford 

Financial Services Group, Inc. 100 133.01 158.94 199.99 221.62 211.54
S&P 500 Index 100 128.68 142.69 149.70 173.34 182.86
S&P Insurance Composite Index 100 121.03 129.80 148.11 164.27 153.91

Total Return to Shareholders 
(includes reinvestment of dividends)
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If Jim decides to include the 
S&P Financial Composite 
Index, the numbers are 
there, just re-color the line 
on the graph. (it is currently 
unpainted)

Comparison of Cumulative 
Five-Year Total Return

Certifications
The Hartford’s Chief Executive Officer and Chief Financial Officer have 
filed written certifications with the Securities and Exchange Commission, 
as required pursuant to Section 302 of the Sarbanes-Oxley Act of 2002, for
the quarterly periods ended March 31, 2007, June 30, 2007 and September
30, 2007, and for the fiscal year ended December 31, 2007. The certifica-
tions for The Hartford’s Annual Report on Form 10-K for the year ended
December 31, 2007 are filed as Exhibits 31.01 and 31.02 to the Form 
10-K. In addition, The Hartford’s Chief Executive Officer has certified to 
the NYSE that he is not aware of any violation by The Hartford of NYSE
corporate governance listing standards, as required by Section 303A.12(a) 
of the NYSE’s Listed Company Manual.

Some of the statements herein may be considered forward-looking statements 
as defined in the Private Securities Litigation Reform Act of 1995. We caution
investors that these forward-looking statements are not guarantees of future 
performance, and actual results may differ materially. Investors should consider
the important risks and uncertainties that may cause actual results to differ.
These important risks and uncertainties include those discussed in our 2007
Annual Report on Form 10-K, in our Quarterly Reports on Form 10-Q, and 
in the other filings we make with the Securities and Exchange Commission. 
We assume no obligation to update or alter forward-looking statements whether
as a result of new information, future events, or otherwise.

Thomas M. Marra
President and 
Chief Operating Officer, 
The Hartford

For more information on The Hartford and its products,
please go to www.thehartford.com.
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  to serve
A wounded soldier’s trip home from the battlefield may be the
easiest part of his or her life after combat. No one knows that
better than Ryan Kelly, who lost part of his right leg to a road-
side bomb in Iraq.

During rehabilitation, he observed fellow soldiers and
their families struggling with physical and economic chal-
lenges. That’s when he and his family came up with an idea 
to create a new insurance program.

In April 2005, Kelly and two wounded comrades –
Jeremy Feldbush and Heath Calhoun – lobbied for the plan in
Washington as representatives of the Wounded Warrior Project
(WWP). Now, the new law provides insurance payments to 
help wounded soldiers and their families while they anticipate
veterans’ benefits.

Today, Kelly helps fellow veterans build confidence as
head of WWP Alumni, which offers long-term support beyond
a veteran’s hospitalization. “I still have a strong need to serve,
and this has been a great way for me to do that,” Kelly said.

The Hartford’s $250,000 grant to WWP will help create
an annual Leadership Summit, which will help disabled 
veterans and their families achieve their financial goals and
become leaders in their communities.

Through The Hartford’s group benefits product line 
and its “ability philosophy,” the company has long embraced
providing the best care, training and opportunities to people
who become disabled. The Hartford serves as a founding
sponsor of the U.S. Paralympics team, contributes to educa-
tional initiatives throughout the United States, and reaches
hundreds of thousands of college students through its financial
literacy curriculum, the Playbook for Life.

Each of our philanthropic investments is bolstered by the
personal commitment of thousands of employee volunteers, 
who dedicate their time and expertise to help others in more
than 40 communities worldwide.

More information on our corporate social responsibility 
can be found at www.thehartford.com.
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