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Key Figures

Profit for the period CHF million

Diluted earnings per share CHF

Profit from operations CHF million
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Gross written premiums, fees and deposits
received CHF million

2003" 2004 2005

Netearned premiums and fees CHF million

2003" 2004 2005

Netinsurance benefits, claims and claim
settlement costs CHF million
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Segmentresult

B 87% Insurance
11% Banking

6% Investment Management

-4% Other

1) The 2003 figures were not adjusted to the financial reporting

requirements as per 1 January 2005.
2) On consolidated basis
*  Equity
** Equity (incl. minority interest)

2003" 2004 2005

Direct written premiums by type of insurance

M 58% Group
35% Individual
5% Other
2% Health

2003" 2004 2005

Gross written premiums, fees and deposits
received by country?

‘ I 38% Switzerland
37% France
10% Germany
8% Netherlands
6% Belgium/Luxembourg
B 1% Other
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Highlights

- Profitreaches CHF 874 (+44%) for a return on equity of 12.3%

— Shareholders’ equity up 22% to CHF 7.7 billion

— Growth momentum undiminished abroad (premiums: +19%)

— Basis for sustainable profitability created in Switzerland

— Operating costs reduced 2%

— Insurance and banking strategy reviewed and further developed

with clear objectives for 2008

Swiss Life in brief

The Swiss Life Group is one of Europe’s

leading providers of pension and life insurance
products. The Swiss Life Group offers individuals
and companies comprehensive advice across a
broad range of products via agents, brokers

and banks in its domestic market, Switzerland,
where it is market leader, and selected European
markets. Multinational companies are serviced
with tailor-made solutions by a network of
partners in over 60 countries and regions. With
Banca del Gottardo, the Swiss Life Group is
also a provider of banking services. The Bank,

with its head office in Lugano, has an extended
national and international network and

around CHF 40 billion in customer assets under
management.

Swiss Life Holding, registered in Zurich, dates
back to the Swiss Life Insurance and Pension
Company founded in 1857. Shares of Swiss Life
Holding are listed on the SWX Swiss Exchange
(SLHN). The Swiss Life Group employs a staff of
about 9000.



Analyses reports

Assesses risks

Creates models

Evaluates tools
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“Music transports me to another world.
Itis the balance that | need to my career.
In order to be able to play in an orchestra,
| have to master my instrument and
also work on myself. Music has shown me
what | can achieve with commitment,
concentration and perseverance.”

Esther Reinhard works in Zurich and
assesses financial risks.
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Expertise is a characteristic of our team. It’s exactly the same

as playing in an orchestra, as we listen to each other and work

towards a common goal. For example, if we have to analyse
a specific risk or develop a new model, the end result reflects
both our knowledge and the experience of experts who are
masters of their instruments.

(From top left to bottom right): Esther Reinhard, Res Urech, Annelis Liischer,
Tobias Gréssli and Ali Lashgari Faghani work at Group Head Office in Zurich

in the area of financial risk management




We are committed to helping people create a financially
secure future. For life. By providing an insight into various
teams this Annual Reportillustrates how our employees
understand this mission and implement our corporate
values in their daily professional lives.




Bruno Gehrig Rolf Dérig

Chairman of the Board of Directors Chairman of the Corporate Executive Board




Dear Shareholders,

The Swiss Life Group again achieved a good result in 2003,
and by further developing its strategy is on track for a suc-
cessful future. Group profit increased by 44% to CHF 874 mil-
lion compared to the previous year. All segments and mar-
kets contributed significantly to these gratifying results. The
trend in earnings underscores the strategic and opera-
tional advances made by the company. The return on equity
amounts to 12.3% and the profit per share to CHF 24.82.
On the strength of these results, the Board of Directors will
recommend an increase in the dividend from CHF 4 to
CHF S at the General Meeting on 9 May 2006. As in the pre-
vious year, the dividend will take the form of a repayment

of par value.

Growth in premiums - reduction in costs Premium
income amounting to CHF 20.2 billion represents 8%
growth compared to the previous year. In the home market,
Switzerland, market share was maintained. In a market
characterised by declining turnover, premium income was
down 5% on a comparable basis. The growth momen-

tum continued undiminished abroad. Premium growth in
our European markets totalled 19%. Swiss Life thus gene-
rated around 40% of its premium volume in Switzerland and
around 60% abroad in the 2005 financial year. We anti-
cipate that the share of the amount of our premiums attri-
butable to other countries will continue to increase due

to stronger market growth and our differentiated position-
ing. It is also noteworthy that the share of non-tradi-

tional (e.g. unit-linked) products was significantly increased.
This impressive premium growth proves convincingly

that Swiss Life has an efficient distribution system and offers
attractive products in its markets. This is further con-
firmed by the various awards for the quality of our products
and services as well as for product innovations. Despite

the clear premium growth it was possible to reduce our
operating costs by a further 2%. Strict cost management

is still a top priority in all units. The efforts to further
simplify structures and processes and to realise synergies
within the Group will lead to a marked increase in

efficiency in the coming years.

In the period under review, Swiss Life was able to reinforce
its financial strength, thereby increasing the financial
flexibility of the company. Equity amounted to CHF 7.7 bil-
lion (+22%) as per 31 December 2005.
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Balance sheet risks were actively steered as part of Asset and
Liability Management. This ensures that Swiss Life will
fulfill the capital requirements of the new Swiss Solvency
Test, which is based on the Basel II directive for the
European Union. The solvency margin of the Swiss Life
Group came to 211% as per 31 December 2005 (2004:
192%). The total of outstanding borrowings dropped by
around to CHF 4.4 billion, and the goodwill position

was reduced to below CHF 700 million. This strong capita-
lisation led Standard & Poor’s to confirm its “A-” rating
for the operating companies and to change the forecast from
“negative” to “stable” in July 2005. The share price also
reflects this positive business trend. Swiss Life Holding
shares were up with the best in the Swiss Market Index,
with a performance of 44% in 2005. Market capitalisation
was CHF 8.0 billion as per 31 December 2005. It has more
than tripled in the past three years.

Growing by optimising the distribution and product mix
Our strategic priorities for the coming years are growth,
efficiency and leadership. The growth is based on position-
ing Swiss Life as the provider of choice for pensions

and long-term savings, and continuing to improve custo-
mer satisfaction levels. We are following a multi-channel
strategy in every country and working at fine-tuning

our marketing capabilities. The further development of
our product range is also moving ahead briskly. We were
well prepared for the changes to the legal parameters of
our markets and were able to bring new, appropriate
products to market in good time. The growth we achieved

last year is proof of this.

The new Swiss Life brand, introduced in 2004, supports
this market success. It underscores the positioning of

the company as a specialist in financial provisions for the
future, and as a trustworthy partner for private indivi-
duals and companies. Company-specific marketing cam-
paigns contributed to a pronounced increase in brand
recognition, a clear profile and a significantly improved
image among the general public. Our sponsorship com-
mitment to the Swiss Football Association, which started
in July 2004, is particularly worthy of mention. During
the extremely exciting final phase of the qualifying rounds
for the 2006 world championships in Germany, Swiss Life
benefited in its domestic market from the enthusiasm sur-

rounding the Swiss national football team.
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Further improving efficency In our business the overall
result is made up of three components: the risk result,

the cost result and the financial result. In order to realise
our profit target of CHF 1 billion by 2008 we cannot
simply assume that we will continue to achieve a high fin-
ancial result as in the past two years. We must continue

to improve our risk and cost results. These two components
are fundamental to the basic insurance result. We can have

a direct influence on this result. Therefore this must be an
important objective for us. The growth of this figure is a
very effective indication of where progress is being achieved

operationally, and where it is not.

We are targeting a basic insurance result of CHF 500 mil-
lion by 2008. In 2005 we achieved CHF 148 million. We
have various drivers to help us achieve the necessary im-
provement: premium volume, pricing, underwriting policy,
reserve policy and costs. Achieving our objective will not be
possible by concentrating on just one of these drivers.

But it is clear that an increase in efficiency has a direct, one-
on-one effect on our basic insurance result. For this reason,
increasing efficiency is our highest priority in all our

markets.

Encouraging and promoting corporate responsibility
Our task where leadership is concerned is to develop

our corporate culture further, based on our values. On the
one hand, leadership means that Swiss Life as a company
wants to establish itself as an authoritative voice in the poli-
tical debate surrounding the framework conditions regard-
ing pensions. As market leader, Swiss Life has always par-
ticipated in the political debate in Switzerland. What is
new is that we now want a say in the political discussion
taking place in the other markets. Several times a year,
Swiss Life invites decision-makers and leading figures from
business, politics, academia and the media to the historic
Palais Leopold in Munich, where they can exchange views
on important social issues of the future. In June 2005,
Swiss Life hosted a “National Pensions Day” in Belgium.
Representatives from politics, business and academia
discussed the challenges faced by retirement savings plans

in Belgium and Europe as a whole during this event.

On the other hand, leadership means that we want to syste-
matically promote the leadership skills of our manage-
ment and the entrepreneurial responsibility of our staff.
Measures here include the harmonisation of the employee
assessment system within the Swiss Life Group based

on our values and the competency model that is built upon
them. Moreover, in 2005 we began systematically record-
ing and promoting the individual talents. The annual
employee survey is an important yardstick in this area. Over
80% of the Swiss Life Group employees took part in this
survey last year. The key measurement in the results of this
survey is Commitment. This value is a combination of
employee job satisfaction and identification with the com-
pany. In 2005 this value stood at 70 out of 100 index points
across the whole Group. In comparison to the previous
year, this represented a an encouraging increase of 9 index

points.

Banca del Gottardo as an important part of the Group
Banca del Gottardo belongs to the Swiss Life Group and is
an important part of it. The bank makes a major contri-
bution to the earning power of our Group and thus to the
achievement of our strategic objectives. In future, the

bank will concentrate on private banking. Geographically
the emphasis will be on Switzerland for onshore and off-
shore business together with Italy as the most important
market abroad. The first important steps in implemen-
ting our adapted strategy were the decision to outsource
the IT and back-office procedures in May 2005 and to

sell the Banque du Gothard (Monaco) and Dreieck Leasing
SA at the beginning of 2006. Despite the various changes
introduced during the period under review, the bank posted

a good return for the 2005 financial year.



Personnel and organisational changes In connection with
the Group’s strategic priorities, we decided to fine tune
the assignment of responsibilities in the Corporate Execu-
tive Board as of 1 January 2006. Bruno Pfister, formerly
Chief Financial Officer (CFO), assumes responsibility for
the Group’s international business as CEO International.
Thomas Miiller, formerly CFO of Banca del Gottardo, suc-
ceeds him as CFO. Reto Himmel, formerly Chief Techno-
logy Officer, is being given a slightly different portfolio of
responsibilities in his role as Chief Technology & Opera-
tions Officer. His focus will be directed entirely to the imple-

mentation of Group-wide synergies in IT and operations.

Georges Muller, member of the Board of Directors, will not
be standing for another term at the General Meeting on

9 May 2006. Mr Muller was elected to the Supervisory Board
of Swiss Life/Rentenanstalt in 1995 and in 1997 he became

a member of the Board of Directors. Since November 2002
he has been a member of the Swiss Life Holding Board

of Directors as well as Chairman of the Board of «La Suisse»
and a member of the Board of Directors of Banca del
Gottardo. With his comprehensive experience of interna-
tionally operating companies and his outstanding spe-
cialist knowledge, in particular in the field of financial mar-
ket law and corporate governance, he has contributed a
considerable amount to the successful development of the
Swiss Life Group. We would like to thank Georges Muller
warmly for his committed contribution as a member of the
Board of Directors and for the pleasant professional rela-

tionship we enjoyed.
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Martin Senn, who has been a member of the Corporate
Executive Board and Chief Investment Officer of the

Swiss Life Group since January 2003, has decided to leave
Swiss Life. He has been appointed Chief Investment Offi-

cer and member of the Group Executive Committee of the
Zurich Financial Services Group as of 1 April 2006. We
would like to thank Martin Senn for his major contribution
to the successful turnaround of the company and wish

him every success in his new role.

Thankyou We would like to thank all our customers, our
shareholders and our business partners for their trust

and loyalty to Swiss Life. In particular, we would like to thank
our employees for their contribution to the successful
development of our company in the previous year, and for
their unstinting commitment. We are convinced that,

with the same level of enthusiasm and commitment, we
shall be able to successfully master the challenges that

lie ahead and reach our ambitious goals.

|1y

Rolf Dorig

Chairman of the
Corporate Executive Board

Bruno Gehrig

Chairman of the
Board of Directors
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Strategy Swiss Life wants to achieve a position of pensions leadership. Swiss Life means

to be the first choice for customers, investors and employees in this sector. Based on

the three strategic directions — growth, efficiency and leadership — our company is right

on track to realising this ambition.

The business of providing financial benefits for the future
is a sustainable growth market in the long term. With
increasing life expectancy and the rising percentage of retired
people in the total population, the need for individual
retirement solutions in the form of pensions and long-term
savings is also growing. The necessary reforms to the social
security systems are far from complete and will open up new
opportunities for growth. Swiss Life is assuming that, in
coming years, the market growth in Europe for both private
and occupational benefits will be considerably above the

general economy.

With a share of around 5%, Swiss Life is the major interna-
tional provider of pension solutions in its target markets.

In its domestic market Switzerland it is the market leader
again in terms of premium volume. More than a million
customers in Switzerland have ties with Swiss Life through
their private or occupational pension arrangements.
Thanks to its competence, effective sales channels and strong
brand, especially for affluent clients and in the group life
business, Swiss Life is a preferred alternative to domestic
providers in the French, German, Dutch, Belgian and

Luxembourg markets.

With Banca del Gottardo, the Swiss Life Group is also a
provider of banking services. The bank makes an important
contribution to the Group’s earning power, independent
of the insurance business. Banca del Gottardo will in future
concentrate more fully on private banking in the Swiss

and Italian markets.

Ambition

Pensions leadership.

Mission
We are committed to helping people create a

financially secure future. For Life.

Values

Expertise: We offer first-class solutions for pensions
and long-term savings. This expertise is based on our
proven professional competence and many years of

experience.

Proximity: We foster close relationships with our
customers and partners and endeavour to under-
stand their needs. This proximity enables us to
provide optimum solutions tailored to their

requirements.

Openness: We nurture open and direct dialogue
both within and outside our organisation. This

approach builds trust in the work we do.

Clarity: We communicate clearly and offer products
and services that are comprehensible. This clarity

gives our customers and partners a sense of security.

Commitment: We work with commitment and
enthusiasm to help our customers, staff and
shareholders achieve their goals. This commitment
forms the basis of long-term partnerships, and
enables us to meet our social responsibilities.



Ambitious goals Swiss Life aims to be first choice for its
clients, by setting standards with regard to quality of
advice, products and service. This will lay the groundwork
for Swiss Life to record a profit of CHF 1 billion and a
sustainable return on equity above 10% by 2008. Sharehold-
ers should be adequately compensated by regular divi-
dends for making risk capital available. Swiss Life wants

to be an attractive employer for its staff - a company they

are proud to work for.

To realise this ambition, Swiss Life is concentrating on

growth, efficiency and leadership as its strategic directions.

Growth Swiss Life intends to benefit from the growing
pensions market and position itself in its markets as

the preferred provider of pension solutions for individuals
and companies. Swiss Life wants to grow by at least 1%
above the market average in all the countries in which it
operates. This puts a high priority on the quality of
products, services and customer care in every market. In
the life insurance business Swiss Life wants to maintain
its leading position while stepping up the development of
pension products and expanding its services relating to
future provisions, with products like the Life Asset Portfo-
lios (LAP), for example, which enable clients to place
whatever invested assets they wish in a life insurance policy.
Swiss Life advanced across a broad front last year with

the development of solutions focused on returns and a
significantly increased share of non-traditional products.
Distribution in the individual markets will be more
strongly diversified in order to create additional possibili-
ties for customers to make contact. Swiss Life already

has a very good mix of distribution channels in France with
its own sales force network, a system of tied agents and
cooperation with brokers and banks. Distribution in Ger-
many and the Netherlands, which has relied strongly

on brokers up to now, is being reinforced with its own dis-
tribution channel. New sales opportunities have been
created in Germany with Swiss Life’s membership of the
country’s largest employee benefits institution, the Metall-
Rente consortium. In Switzerland the emphasis is on
raising the effectiveness of Swiss Life’s own external sales
force and strengthening of sales via banks and brokers.
Moreover the new cooperation arrangements with Helsana,
the leading health insurer, and Mobiliar, the leading
property insurer, give Swiss Life access to new groups of

customers.

Markets

Swiss Life Group . Review of Operations 2005 .

Strategy
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Efficiency Swiss Life intends to continue improving its
basic insurance profitability and to reduce its dependence
on the financial result. A basic profitability of CHF 500 mil-
lion should be achieved by 2008. In 2005 the figure came
to CHF 148 million. Along with the necessary increase pro-
duced by setting premiums consistent with the costs

and risks, the above goal is to be achieved by simplifying
and optimising operational processes, reducing the com-
plexities across the entire value chain and sticking to strict
cost management. Viewed overall, Swiss Life was able to
lower operating costs another 2% despite substantial growth
in premiums and the ongoing strategic initiatives.
Switzerland in particular saw important progress in this
direction last year. This included the clear focus on the
Swiss Life brand exemplified by the integration of the
«LaSuisse» life business and the sale of the former
subsidiary’s other business lines. Swiss Life simplified the
product landscape for group life as an important
precondition for further cost economies in administrative
and business operations. Work on reducing the number
of administration systems to one single platform in group
and one for individual insurance is proceeding according

to plan.

Leadership Swiss Life wants to promote a performance-
oriented culture and an entrepreneurial approach. Another
important element in the strategy is the further improve-
ment of employee job satisfaction and commitment by
2008. These advances will be driven by shorter decision-
making processes, a performance-oriented remuneration
system and the systematic recording and development

of employees’ skills and abilities. A central development
programme with comparable rating and promotion
criteria for management employees was introduced through-
out the Swiss Life Group in the year under review. Fur-
ther changes being introduced in personnel policy are de-
scribed in the section entitled “Responsible Corporate
Conduct”.

Managament Structure In connection with the Group’s
strategic targets, as of 1 January 2006 Swiss Life decided

to streamline the management structure and fine-tune the
assignment of responsibilities in the Corporate Executive
Board. The tasks of Head Office, the market organisation
in Switzerland and the international business are being
unbundled. The company is also reducing interfaces

and now intends to take better account of the different
priorities in Switzerland (boosting profitability) and

abroad (profitable growth).



Management structure

Chairman of the

Board

Bruno Gehrig

Group CEO

Rolf Doérig

Finance

Technology &

Operations

Thomas Miiller

Reto Himmel
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Switzerland International Investment
Management
Paul Miiller Bruno Pfister Martin Senn*

* up to 31 March 2006

I
Banca del Gottardo

Rolf Aeberli

Strategy



Understands four languages

Likes face-to-face
discussions




Answers innumerable questions

Takes the time

Knows his clients




“Meeting face-to-face means a lot to me.
E-mail and the phone are practical, but
nothing beats a personal discussion. | would
like to make our clients better acquainted
with our products and our philosophy and to
really instil confidence in them. This takes
time, butit’s time I’m willing to take.” e

Ronny Simon from Client Services
in Luxembourg provides support to
corporate clients. -







Proximity to the clientis important to us. It comes about if we
continue to keep in contact and actively communicate.

We support all our clients on a personal, honest and direct basis.
We are always available for them.

Client Services in Luxembourg (from top left to bottom right): Alexandre Stanescot,
Steve Goedert, Daniel Pascuzzo, Thomas Scheifer, Roger Braun, Pierre Dubru,
Orietta Fagiani, France Delplanque, Mathilde Tassot, Ronny Simon, Dieter Putzeys
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Summary of Group Results The Swiss Life Group generated a profit of CHF 874 million

and a return on equity of 12.3% in 2005. The company continued its dynamic growth

momentum abroad and laid the groundwork for a sustainable increase in profitability in

Switzerland.

The Swiss Life Group increased profits by 44% to

CHF 874 million compared to the previous year. After
allowing CHF 14 million for minority interests, CHF 860 mil-
lion is available for the shareholders of Swiss Life Holding,
This translates into (diluted) earnings per share of

CHF 24.82 and a return on equity of 12.3%, (2004: 10.7%).
The strategic and operational advances are also reflected

in the growth in premium income on a comparable basis
by 8% to CHF 20.2 billion and a further reduction in
operating costs by 2%. Swiss Life achieved growth that was
sometimes well above the market average, in France (+19%),
Germany (+8%), Belgium (+32%) and Luxembourg (+100%),
thus gaining market share. In Switzerland, Swiss Life was
able to retain its market share although premium income

dropped back slightly.

Operating profit totalled CHF 1023 million. Insurance
contributed CHF 918 million. The decline of CHF 123 mil-
lion in the result for the insurance segment compared to
the previous year is mainly attributable to a clearly higher
allocation to reserves for policyholder bonuses as a result

of profits realised on bonds. Swiss Life created additional
risk capital on the books to provide more flexibility in

its investment policy during the period of the lowest inter-
est rates. The largest proportion of the operating profit
comes from the domestic market in Switzerland, with
CHF 620 million. In the European markets, Swiss Life rea-
lised an operating profit totalling CHF 302 million (France:
CHF 98 million; Germany: CHF 80 million; Netherlands:
CHEF 111 million; Belgium/Luxembourg: CHF 18 million;
other: CHF -5 million). The segment result for Bank-

ing came to CHF 117 million (2004: CHF 73 million),

in Investment Management CHF 61 million (2004:

CHF 59 million). The segment other and the eliminations
reduced the operating profit by CHF 73 million (2004:
CHF -25 million).

Revenue came to a total of CHF 21.5 billion (-4%). However,
it must be noted that in the income statement, in accor-
dance with the international accounting standards (IFRS),
only the earned premiums are incorporated and not the
gross premium income including investment contracts, as
in the usual premium comparisons. Whilst the invest-
ment contracts rose by 40% to CHF 6.0 billion in the per-
iod under review, the net earned premiums fell by 9% to
CHEF 13.2 billion. Swiss Life increased its fee income on
investment contracts both from banking and asset man-
agement by 16% to CHF 774 million.

The financial result for investments held at own risk amounts
to CHF 7.0 billion and is thus 2% higher than the previ-

ous year’s result. The slightly lower direct earnings on invest-
ments are offset by higher realised and unrealised capital
gains. The direct return on insurance portfolio investments
is 3.7% (2004: 4.1%). The total return is 5.5% (2004: 6.4%).
Net equity exposure stood at 4.1% as per 31 December 200S.

Compared to 2004, insurance benefits declined by 9% net
to CHF 14.0 billion in line with the premium income
earned. The total appropriated for to policyholders increased
by 43% to CHF 2.2 billion. This is primarily due to the
above-mentioned allocation to the reserves for policyholder
bonuses. Interest expenses (excluding borrowing costs)
decreased by 5% to CHF 862 million.
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Tight cost management led to a further reduction in oper-
ating costs by 2% to CHF 2.0 billion. Overall operating
expenses increased by 1% to CHF 3.4 billion. The lower
expenses for benefits to employees and impairment
adjustments for tangible fixed assets and intangible assets
were offset by an increase in fees and commissions,

and expenditure on depreciation. As of 31 December 2005
the Swiss Life Group employed a workforce of 8979 on

a full-time equivalent basis (end 2004: 9419). The decrease
is a result of the integration of the «La Suisse» life insur-
ance business in Swiss Life and the sale of all other «La Suisse»
business lines, and the outsourcing of the Banca del
Gottardo IT and back-office functions.

Income tax expense made a positive contribution of
CHF 21 million due to special situations and a partial
release of reserves in connection with changes in the

law, whilst in the previous year income tax expense repre-
sented a total charge of CHF 337 million.

Shareholders’ equity rose by 22% to CHF 7.7 billion in the
period under review. As well as the profit for the period,
the increase in the revaluation reserves for bonds and

the conversion into shares of the mandatory convertible
securities falling due December 2005 contributed to the
increase. Core capital for capital adequacy purposes rose by
21% to CHF 16.6 billion. The goodwill position was reduced
a further CHF 109 million and came to CHF 692 million
as per 31 December 2005, which corresponds to less than
10% of equity.

Embedded value serves as an indicator of the value of the
existing insurance portfolio. In the Swiss Life Group

this increased by 12% to CHF 8.9 billion during the period
under review. This corresponds to an embedded value

per share of CHF 263. The rise can be attributed to growth
in our markets abroad and the better than expected
investment returns. The contribution from new business
amounted to CHF 48 million.

As per 31 December 2005 the Swiss Life Group’s assets
under management stood at CHF 207.6 billion (+9%).

The Swiss Life Group’s accounts were drawn up in compli-
ance with the new and amended international accounting
standards that came into force on 1 January 2005. The Group
also reports under a simplified segment structure as of
2005, which consists of the Insurance, Banking, Investment
Management and Other segments. The accounting stan-
dards used and the changes are comprehensively described
and explained in the financial statements contained in this

Annual Report (in the Financial Statements, from page 75).
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Insurance Swiss Life consolidated its leading position in the company’s home market

of Switzerland and established the conditions for growth in profitability. The growth

momentum continued undiminished abroad. The segment result on our insurance

business came to CHF 918 million.

Switzerland Swiss Insurance Association (SIA) estimates
for 2005 indicate that premiums dropped by 6% for the
Swiss life insurance market as a whole to CHF 28.4 billion.
The primary reasons were that some insurance companies
spun off their occupational benefits business, and that
low interest rates had a negative impact on demand for

individual insurance.

For Swiss Life 2005 was a year of laying the groundwork

for a successful future. Swiss Life integrated the life
insurance business of «La Suisse» and the Vaudoise group
life business into its own operations, entered into new

sales agreements, made excellent progress on the project to
simplify administrative systems and improved its product
range. Gross premium income totalling CHF 7807 million
represents an 11% decline from the previous year. Group
insurance premiums dropped by 14% to CHF 5624 million.
A large portion of this drop can be traced to the new
independent status of the contingency fund. This was trans-
ferred to an autonomous foundation as at 1 January 2004
and temporarily taken over in its entirety by «La Suisse»
during the 2004 transitional year. The transfer led to a single
premium of CHF 554 million in the previous year. If this
event is screened out, the decline in group insurance
amounts to 6%, the greater portion of which is attributable
to lower single premiums. As the employment market saw
fewer job changes than usual, income resulting from people
taking up new jobs was correspondingly lower. Voluntary
purchases of additional insurance years were also below

the level of the year before. Swiss Life’s written premiums
for individual insurance advanced 4% from the prior-year
figure to stand at CHF 1831 million so that Swiss Life
maintained its position as market leader in its home market.
The Swiss Life market share in group business amounted

to some 30% and in individual business 21%.

The financial result of CHF 2938 million was just below
the result of the previous year (-2%). Investment income
dropped 6% to CHF 2150 million, mainly as the result

of the lower interest rate level. This drop was only partially
offset by higher realised and unrealised capital gains.

Insurance benefits, including claims and claim settlement
costs, net, dropped by 14% to CHF 7983 million. This
reduction is due to a lower premium volume and decreased
need for provisions for future risk. The drop in insurance
benefits also reflected the improved claims experience.

On the other hand, the increase of the minimum BVG
interest rate from 2.25% to 2.5% as at 1 January 2005 in-
creased insurance benefits by CHF 31 million. A considerable
increase in policyholder bonuses was recorded, from

CHF 450 million to CHF 939 million due to a significantly
higher allocation being made to the bonus reserves for

the formation of risk capital.

Premiums for Switzerland, by type of insurance

B 72% Group
24% Individual
4% Non-life

Key figures Insurance Switzerland

In CHF million 2005 2004 +/-%

restated

Gross written premiums, fees and

deposits received 7807 8764 -10.9%
Net earned insurance premiums and

policy fees 7421 8535 -13.1%
Financial result 2938 3007 -2.3%
Other income 395 82 n.a.
Total income 10754 11624 -7.5%
Net insurance benefits, claims and

claim settlement costs -7983 -9297 -141%
Policyholder participation -939 -450 n.a.
Interest expense -106 -151 -29.8%
Operating expense -1106 -1039 6.4%
Result from operations 620 687 -9.8%
Assets under management 70355 65136 8.0%
Insurance reserves 67071 64307 4.3%

Number of employees (full-time
equivalents) 3182 3553 -10.4%
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Operating expenses increased by CHF 67 million. These
costs contain three special factors: Restructuring costs

in connection with the integration of «La Suisse», a one-off
amortisation of the present value of future profits on the
group insurance business acquired from Vaudoise, and

the extraordinary write-downs on deferred acquisition costs
due to altered actuarial assumptions. On a comparable
basis, operating expenses declined by 19%. This produced
an operating result of CHF 620 million (-10%).

In 2005 business development in Switzerland was substan-
tially influenced by the integration of the «La Suisse» life
portfolio and merger of the sales organisations. The

111 agencies in all were consolidated into 58 locations. By
focusing on the life insurance business and concentrating
on a single brand and unified sales force Swiss Life
reinforced its competitive position and distribution depth
in its domestic market. The non-life business lines of

«La Suisse» were sold and a large portion of the correspon-
ding positions transferred to the new owner. The short-
term disability and accident insurance business went to
Helsana, while the motor insurance business and property
and liability lines were sold to Vaudoise. In addition,

Swiss Life acquired the group business portfolio from
Vaudoise and entered into a distribution agreement with
that company for occupational provisions. During the
reporting year, 90% of the acquired contracts had already
been converted to Swiss Life conditions. In addition,

Swiss Life implemented sales agreements with the leading
providers in property insurance (Mobiliar) and in health

insurance (Helsana).

The following themes were also prominent in 2005: in-
creasing efficiency and profitability, launching new products
in both individual and group insurance and continuing

to improve customer satisfaction. The standardisation of
the IT systems in individual business (2007) and group
business (2008) will further lower operating expenses in the
coming years. Efforts are underway to increase the quality
and sales performance of our external sales force using

improved distribution management and marketing

programmes tailored to each region as well as by expanded
training opportunities. The redesigned product range
should also be a positive contribution. In the individual
insurance business Swiss Life successfully launched a new
investment vehicle in the autumn of 2005 which optimally
combines security and attractive earnings perspectives
(Swiss Life GarantiePlus). In 2006, this innovation, which
has only been available on a single-premium basis to date,
will be possible with periodic premiums as well. With
regard to group insurance, Swiss Life remains convinced
that full coverage is the best occupational benefits solution
for small and medium-sized companies. Indeed, Swiss Life
continues to be very successful in the market with this
model. Last year the company also launched a transparent
and inexpensive solution for small companies (Swiss Life
Modula Basic), which was expanded by additional modules
in the first quarter of 2006. But Swiss Life also offers
customised solutions that allow customers to decide on the
basis of their own individual risk profile whether their

emphasis is security or returns (Swiss Life Prime Solution).

Satisfied customers are Swiss Life’s highest aim. Here, as
well, great progress was achieved in Switzerland. As surveys
show, Swiss Life managed to considerably increase its

customer satisfaction over the course of 2005.



France Premium volume for individual insurance in France
came to EUR 133 billion in 2005, for a growth rate of

13% over the previous year. Life insurance premium volume
grew by 14%. The positive developments on the financial
markets contributed especially to the strong attraction of
unit-linked insurance policies (+45%). Growth in traditional
life insurance policies was 8%. Health insurance premiums
rose by 7% to EUR 13 billion.

In 2005 Swiss Life expanded its gross written premiums

in the life insurance business by 26% to a level of

CHF 5276 million, thus considerably outpacing market
growth. Swiss Life’s share of the French market works

out at around 3%. With an increase of 74% Swiss Life also
enjoyed significantly above-average growth in the

market for unit-linked insurance products. The premium
volume from traditional insurance products rose by 19%.
Gross premiums from Swiss Life’s health insurance
business rose by 7% to CHF 1541 million. Premium volume
in property insurance, which makes up 8% of Swiss Life’s
premiums, dropped by 2%. All sales channels contributed
to Swiss Life’s strong growth in premiums: In addition to
its own sales organisation, Swiss Life has a network of sales
agents working exclusively for the company in France

(tied agents), outstanding relationships with brokers and
sales agreements with well-known banks. The strength

of the product range also contributes to the sales success.
This is also underscored by the many awards garnered by

Swiss Life in the year under review.

Swiss Life’s income in France rose by 8% to CHF 4748 mil-
lion, which can be attributed to higher premium and

fee income as well as to an improved financial result. Net
insurance benefits (including claims and claim settlement
costs, net) increased by 4% to CHF 2198 million during the
reporting year. The outlay for bonuses increased by 50%

to CHF 816 million, largely reflecting the course of business
but also tax provisions which were released and partially
credited to policyholders. Operating expenses decreased 7%
to CHF 1083 million. The drop in expenditures is largely
due to the amortisation of goodwill in 2004. In total even
after adjusting for this amortisation the operating result
increased from CHF 14 million to CHF 98 million.
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The French market offers further growth opportunities
due to heightened awareness of retirement savings as an
important concern and the corresponding change in
legislation; Swiss Life will enjoy an above-average benefit
from this due to its positioning. The company is concen-
trating primarily on self-employed individuals with
above-average incomes and on small and medium-sized
companies. Cost management continues to have a

high priority.
Premiums for France, by type of insurance
10% Group
62% Individual

20% Health
8% Property

Key figures Insurance France

In CHF million 2005 2004 +/-%

restated

Gross written premiums, fees and

deposits received 7397 6224 18.8%
Net earned insurance premiums and

policy fees 271 2581 5.0%
Financial result 1702 1524 1.7%
Other income 335 278  20.5%
Total income 4748 4383 8.3%
Net insurance benefits, claims and

claim settlement costs -2198 -2106 4.4%
Policyholder participation -816 -543  50.3%
Interest expense -553 -559 -11%
Operating expense -1083 -1161 -6.7%
Result from operations 98 14 n.a.
Assets under management 41844 35322 18.5%
Insurance reserves 35662 31169 14.4%
Number of employees (full-time

equivalents) 2287 2311 -1.0%
Combined ratio property % 103.5 1131 -9.6"

1) Percentage points
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Germany The growth trend in the German life insurance
market continued in 2005 as well. Indeed, the premium

growth of 7% was unexpectedly high.

Swiss Life, which holds some 2% of the German market,
increased its gross written premiums there by 8% compared
with the previous year. This above-market-average premium
growth was mainly possible thanks to a strong second half.
The total earnings rose by 8% to CHF 2795 million com-
pared with the previous year. This was driven above all

by the increase in gross written premiums and capital gains

realised on investments.

Insurance benefits paid rose in connection with premium
growth by 15% to stand at CHF 2066 million. The slight
reduction of participation in surplus, and the considerably
lower outlay for deferred policyholder bonuses, led to a
drop in the total expenditure for policyholder bonuses to
CHF 231 million. The 57% increase in operating expenses
over the previous year to CHF 384 million can be
particularly attributed to the more conservative model
assumptions used to calculate the deferred acquisition
costs, which also led to a significantly higher cost for their
amortisation. Additional expenditures in connection

with the optimisation of internal processes also increased
the operating expenses. This produced an operating
result of CHF 80 million, which is CHF 16 million (+25%)

more than in the previous year.

The long-anticipated reform process in Germany is being
delayed against a background of political change in
connection with the election. This development, together
with the new tax environment (Retirement Income Act),
heightened customer uncertainty and led to a re-orientation
on the part of life insurance companies and agents. Into
this changing environment Swiss Life introduced Riirup
pension products, which offer a tax benefit to self-employed
individuals above all, and came out with additional
products for the government-promoted “Riester pensions”.
The various honours awarded during the year were a
testament to the great competence Swiss Life has achieved
in the private and occupational retirement pension sectors.
At the International Trade Fair for the Finance and
Insurance Industry in Dortmund (DKM), Germany’s largest
fair for the financial and insurance business, Swiss Life was
honoured with the “bAV Award 2005” as the overall winner

in the occupational retirement sector. In addition, the

rating agency Morgan & Morgan confirmed Swiss Life’s

leading position as a specialist in coverage for disability.

Individual retirement savings solutions will continue to
gain in importance in Germany as well. With its outstand-
ing expertise and its market position as a specialist in
retirement solutions, Swiss Life is poised to profit from
this development. Swiss Life sees considerable growth
potential for occupational benefits through its member-
ship in the MetallRente consortium, Germany’s largest
employee benefits institution. Indeed, MetallRente has also
been offering private occupational disability insurance
since November 2005. The provider for this new product is
Swiss Life, which presented the most convincing offer

and now leads a consortium of well-known insurers for
MetallRente.BU.

Premiums for Germany, by type of insurance

22% Group
78% Individual

Key figures Insurance Germany

In CHF million 2005 2004 +/-%

restated

Gross written premiums, fees and

deposits received 2061 1907 8.1%
Net earned insurance premiums and

policy fees 1929 1798 7.3%
Financial result 834 806 3.5%
Other income 32 -6 n.a.
Total income 2795 2598 7.6%
Net insurance benefits, claims and

claim settlement costs -2066 -1793 152%
Policyholder participation -231 -472  -511%
Interest expense -34 =24 M.7%
Operating expense -384 -245  56.7%
Result from operations 80 64 25.0%
Assets under management 18995 17 667 7.5%
Insurance reserves 19143 17972 6.5%

Number of employees (full-time
equivalents) 825 790 4.4%




Netherlands Premium growth of 1% is anticipated for
2005 in the Dutch life insurance market. Premium volume
amounts to about EUR 25 billion of which two-thirds

can be attributed to individual life business and one-third
to the group insurance business. On the basis of premium
volume, Swiss Life occupies seventh place in the Dutch

market with a share of about 4%.

In 2005 Swiss Life achieved gross written premiums of
CHF 1592 million, representing a drop of 19% from the
previous year. This decline is explained by the acquisition,
concluded in 2004, of the group business of the Dutch
insurer “De Goudse” (EUR 300 million). On a comparable

asis, premium volume rose b over the previous year.
basis, i by 6% th y

In total, income decreased by 22% to CHF 2025 million. In
addition to the lower premium income, the financial result,
down by CHF 140 million, also contributed to this fall,
although an extraordinary profit of CHF 135 million was
achieved on the sale of the mortgage business in 2004.

Net insurance benefits and losses from the insurance
business dropped by CHF 542 million (-27%) to

CHF 1456 million. This development reflects the disposal
of a large portfolio in 2005 and the acquisition of the

“De Goudse” group business in 2004. Operating expenses
were reduced to CHF 212 million (-15%) mainly due to
significantly lower write-downs on deferred acquisition
costs. Bonuses for policyholders rose from CHF 63 million
to CHF 229 million. This rise was largely the result of

an increase in gains realised on investments for separate
accounts. The operating result dropped from CHF 284 mil-
lion to CHF 111 million, primarily due to the extraordinary

gain on the sale of the mortgage portfolio in 2004.

In 2005, Swiss Life continued the process of focusing its
processes more consistently on customer needs in the
Netherlands. Among other things, the company introduced
a system for large group contracts that makes it possible
for customers to have direct administrative access to

contract data.
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In 2006 new laws come into effect that will have a strong 25
influence on the life insurance market. The introduction of

the new Life Course Plan (“Levensloop”) foresees special

savings products for employees and will further intensify

the competition between insurance companies and

banks. One new law will regulate the brokering of financial

services, placing greater demands on insurance brokers’

transparency, independence and quality of advice.

Swiss Life is continuing its initiatives to boost efficiency

and is committed to a multi-channel distribution strategy.

Premiums for the Netherlands, by type of insurance

52% Group
48% Individual

Key figures Insurance Netherlands

In CHF million 2005 2004 +/-%
restated

Gross written premiums, fees and

deposits received 1592 1963 -18.9%
Net earned insurance premiums and

policy fees 1147 1584 -27.6%
Financial result 811 951 -14.7%
Otherincome 67 72 -6.9%
Total income 2025 2607 -22.3%
Net insurance benefits, claims and

claim settlement costs -1456 -1998 -27.1%
Policyholder participation -229 -63 n.a.
Interest expense -17 =12 41.7%
Operating expenses -212 -250 -15.2%
Result from operations 111 284 -60.9%
Assets under management 18556 17059 8.8%
Insurance reserves 14954 14455 3.5%
Number of employees (full-time

equivalents) 738 717 2.9%
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Belgium/Luxembourg With some EUR 25 billion in
premium volume, Belgium belongs to the medium-sized
life insurance markets of Europe. Premium volume rose
by about 25%. A premium tax on life insurance contribu-
tions (introduced 1 January 2006) and a new tax on bond
funds increased demand for life insurance during

the reporting period. The Luxembourg life insurance
market was dominated by cross-border insurance business.
Measured by premium volume Swiss Life is among the

ten largest life insurers in both countries.

In Belgium Swiss Life had gross written premiums in the
life business amounting to CHF 684 million. Thanks to the
expansion of sales channels and an outstanding product
range, the 37% growth achieved was considerably above the
market average. The Swiss Life Group is also active in

the non-life business in Belgium with Zelia. The non-life
premiums, which make up 9% of Swiss Life’s total premium
volume in Belgium, dropped by 3% in the reporting

period. In Luxembourg, Swiss Life managed to double gross
written premiums to CHF 473 million. This gratifying
development can be primarily attributed to the cross-border

insurance business with unit-linked products.

Income increased by 10% over the previous year to

CHF 592 million. This was due both to greater premium
income and to a higher financial result. In the wake of
expanding premiums and in connection with restructuring
measures in the non-life business, net insurance benefits
(including claims and claim settlement costs, net) rose by
22% to CHF 358 million. The operating expenses increased
by 16% to CHF 133 million for the same reasons, and also
due to IT development costs. The operating result

dropped to CHF 18 million, from CHF 54 million in the

previous year.

Swiss Life considerably expanded its sales channels in
Belgium. In June 2005 Swiss Life held the first country-
wide “National Pension Day”. Political, business and
academic figures discussed the various challenges faced by

retirement savings plans in Belgium and Europe as a

whole during the event. By holding such an event Swiss Life

was able to demonstrate its competence in the field of
retirement savings solutions and sensitise the Belgian to
this topic. Swiss Life celebrated the 20 year of its presence
in Luxembourg and accepted an award as “best provider

of retirement solutions”.

In February 2006 Swiss Life announced the appointment
of Charles Relecom, then CEO of Zelia, as the new CEO for
its entire Belgian insurance business. This designation took
place within the context of a plan to merge the activities

of the Belgian branch and Zelia S.A,, its subsidiary, within a
single legal entity under the name Swiss Life (Belgium) S.A.

Premiums for Belgium/Luxembourg, by type of insurance

29% Group
65% Individual
6% Non-life

Key figures Insurance Belgium/Luxembourg

In CHF million 2005 2004 +/-%

restated

Gross written premiums, fees and

deposits received 1226 808  51.7%
Net earned insurance premiums and

policy fees 329 303 8.6%
Financial result 233 205 13.7%
Other income 30 28 7.1%
Total income 592 536  10.4%
Net insurance benefits, claims and

claim settlement costs -358 -294 21.8%
Policyholder participation -15 -9 66.7%
Interest expense -68 -64 6.3%
Operating expense -133 -115  15.7%
Result from operations 18 54 -66.7%
Assets under management 4674 4155 12.5%
Insurance reserves 4171 3620 15.2%
Number of employees (full-time

equivalents) 391 394 -0.8%
Non-life combined ratio % 157.4 110.5 +46.9"

1) Percentage points



Other After the sale of its business in the UK in 2004, the

Swiss Life Group is still active in Liechtenstein and Italy.

Liechtenstein Swiss Life (Liechtenstein) AG was
founded in November 2004 to take advantage of growth
opportunities in the attractive market for structured
life insurance products for high net worth individuals.
In its first business year, Swiss Life already managed to

achieve a premium volume of CHF 163 million.

The Liechtenstein policies from Swiss Life - the Life Asset
Portfolios (LAP) - make it possible for high net worth
individuals to place their existing assets in a life insurance
policy and thus profit from the advantages offered by
Liechtenstein as a location. Swiss Life is working successful-
ly with a number of banks to market these products. The
assets on deposit at a bank can be brought into the

insurance policy as a contribution in kind.

Customers establish an investment strategy, which they
may change at any time if need be. The range of invest-
ments is very broad. All normal asset categories, such as
equities, bonds, hedge funds, etc. can be brought into the
LAP. Customers profit from tax advantages, the privileged
position policyholders have in case of bankruptcy,

and effective estate planning. Customers may retain their
previous investment strategy and are protected by the strict

secrecy regarding policyholders in Liechtenstein.

Swiss Life (Liechtenstein) AG offers customised country-
specific products for Germany, Italy and Sweden. In
addition, the company has a universal product that can be
offered worldwide. In order to keep up with the constantly
growing demand on the part of affluent private clients,

the company is constantly looking into the development of

products for additional countries.

Italy In Italy Swiss Life confines itself to the writing

of group risk business. Once again, no new business was
written in the individual insurance sector. Swiss Life
achieved gross written premiums of CHF 20 million in

Italy and generated a positive operating result.

Swiss Life Group .

Review of Operations 2005 .
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Banking In 2005 the Swiss Life Group generated a segment result of CHF 117 million

in Banking. The implementation of the new strategy and the outsourcing of IT and back-

office services are on track at Banca del Gottardo.

The increase in the segment result for banking, from

CHEF 73 million to CHF 117 million, can be attributed to
operational improvements and the positive trend on the
international capital markets. The banking segment of the

Swiss Life Group consists primarily of Banca del Gottardo.

Banca del Gottardo The following details regarding Banca
del Gottardo refer to the results under local accounting
practices. In 2005 the Banca del Gottardo Group achieved
a consolidated net profit of CHF 83 million (+17%) and

a sound operating profit before extraordinary items and
taxes of CHF 92 million (+17%).

The consolidated net income amounted to CHF 493 million
(+9%). Commissions and service fees contributed

CHF 262 million (+7%), the interest business CHF 146 mil-
lion (+1%) and trading income CHF 76 million (+48%)

to this result.

Consolidated business expenses in 2005 amounted to
CHF 335 million (+8%). This rise is largely due to one-off
costs for the extensive outsourcing of the IT and back-
office services, and to ongoing projects within the context

of the strategic focus of the bank.

Customer assets under management, not including
custody assets entrusted by third parties for safekeeping,
rose in the reporting period from CHF 34 billion to

CHEF 39 billion. New customer money in the private banking
division grew by CHF 440 million. Thanks to additional
transfers of Swiss Life Group custody assets the volume of
the custody business rose in 2005 by CHF 31 billion,
reaching CHF 38 billion as at 31 December 2005. This
brought the value of assets under control at the end of
2005 to CHF 77 billion.

Total assets rose by 43% over the previous year to

CHEF 15 billion. This marked increase is primarily due to
the high level of customer assets on the balance sheet
date. Equity before distribution of profit amounted to
CHEF 1031 million (+3%) on 31 December 2005.

The year 2005 was marked by far-reaching decisions for

the bank. After the resolution in the first half of the year to
extensively outsource the IT and back-office services,

the future strategy of Banca del Gottardo moved to the
forefront in October. The bank is concentrating on private
banking. Geographically the emphasis will be on
Switzerland for onshore and offshore business together
with Italy as the most important market abroad. The most
important staffing changes were the change in the Chair-
mans’s Committee of the Board of Directors and the
handover by Claudio Generali of his duties to Felix R. Ehrat
at the General Meeting in 2005. Claudio Generali was

a strong presence at the bank for 15 years. At the start of
2006 Rolf Aeberli took over from Marco Netzer as CEO.
The Banque du Gothard (Monaco) and Dreieck Industrie
Leasing SA were both sold at the beginning of 2006 in

line with the realigned strategy.

Key figures Banking
In CHF million 2005 2004 +/-%
restated

Fee income 312 289 8.0%
Financial result 509 261  95.0%
Otherincome -132 19 n.a.
Total income 689 569 211%
Interest expense -94 -53 77.4%
Operating expense -478 -443 7.9%
Segment result 117 73 60.3%
Assets under management?) 77282 44806 72.5%
Number of employees (full-time

equivalents) 1120 1223 -8.4%

1) incl. Intragroup assets



Swiss Life Group . Review of Operations 2005 . Investment Management

Investment Management Swiss Life’s Investment Management segment generated a 29

segment result of CHF 61 million. Compared to the previous year, assets under manage-

ment rose by 21% to CHF 80.2 billion, of which CHF 68.8 billion are accounted for

by the management of insurance assets and CHF 11.4 billion by third-party mandates.

Swiss Life Asset Management manages part of the
insurance assets of Swiss Life and third-party mandates. It
is the fourth-largest institutional asset manager in
Switzerland. The insurance assets under management rose
by 17% compared to the previous year to CHF 53.2 billion.
This increase is attributable to the integration of the group
insurance business of Vaudoise and «La Suisse» last year,

as well as to the performance-related growth in value of the
portfolio. The assets under management for third-party
mandates at Swiss Life Asset Management rose by 26% to
CHF 2.7 billion.

Swiss Life Funds AG, which focuses on managing funds
governed by Swiss law, recorded a marked increase of

CHF 11.9 billion to a total of CHF 15.5 billion attributable
to institutional funds for the management of insurance
assets and third-party mandates. The trends in the finan-
cial markets had a positive influence on the performance of
funds business. A moderate inflow of new funds was

recorded in investment funds open to the general public.

The fee income for the Investment Management segment
rose in comparison to the previous year by 15% to

CHF 173 million. Due to an increase in business activity,
operating expenses also rose by 16% to CHF 119 million.
Swiss Life thus posted a segment result of CHF 61 million.

In the year under review Swiss Life continued focusing and
simplifying the structures in Investment Management
with the founding of Swiss Life Investment Management
Holding AG. The major companies in the Investment
Management segment were incorporated into the new hol-
ding company as subsidiaries. The new arrangement
brought improvements in the transparency and efficiency
of Swiss Life and simplified the management structure.
Swiss Life Investment Management Holding AG is
responsible for functions such as controlling for all the
companies belonging to this segment. Swiss Life realised
savings in the funds business by exploiting synergies within

the group and reducing the number of external providers.

In 2005, Swiss Life was the first Swiss life insurance
company to set up institutional funds for the investment
of its pension assets. Those pension assets that had
previously been managed via direct investments can now be
invested more efficiently and cost-effectively. Swiss Life
also offers this form of investment to the Swiss Life
Investment Foundation and its institutional third-party

clients via Swiss Life Asset Management.

Swiss Life was honoured in the funds business by being
awarded the “Lipper Fund Award Switzerland 2006”.
Swiss Life received this award for the performance of its
funds in the equity, bond and mixed-portfolio categories

on a risk-adjusted basis over a period of three years.

Key figures Investment Management

In CHF million 2005 2004 +/-%
restated

Fee income 173 151 14.6%
Financial result 1 2 -50.0%
Otherincome 6 9 -33.3%
Total income 180 162 11.1%
Interest expense 0 - n.a.
Operating expense -119 -103  15.5%
Segment result 61 59 3.4%
Assets under management) 80217 66539 20.6%
Number of employees (full-time

equivalents) 405 353 14.7%

1) incl. Intragroup assets
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Swiss Life Network The Swiss Life Network specialises in employee benefits solutions

for companies that operate internationally. The network comprises 51 partners and

covers 67 countries and regions. New partners include Ping An Life Insurance Company

in China, Helsana in Switzerland and Fort Dearborn Life in the US.

The Swiss Life Network offers pension plans everywhere in
the world for employees of international companies.
Service provision is based on the bundling or pooling of
the group contracts of multinational companies.
Companies of the Swiss Life Group and partnerships with
leading local insurance companies guarantee global
coverage. In the year under review Ping An Life Insurance
Company of China joined the Network. The company

is a subsidiary of the Ping An Insurance (Group) Company
of China, Ltd., number two in the Chinese life insurance
market with a market share of approximately 15%. In
Switzerland, Helsana, the largest Swiss health insurance
provider, also joined the Swiss Life Network, followed by
Fort Dearborn Life in the US in January 2006. Fort
Dearborn Life is one of the leading providers of group

insurance for risk coverage in the US.

In spite of strong competition, the Swiss Life Network
managed to strengthen its leading market position in the
international employee benefits business in the year

under review. Good personal relationships, excellent know-
ledge of local social insurance schemes, and a convincing
cost/benefit ratio played a key role. Business volume
amounted to CHF 1.5 billion in the year under review. The
Swiss Life Network has more than 400 customers and

covers 67 countries and regions.

The employee benefits solutions are customised to meet

the specific requirements and risk profiles of the customers.

The advantages for the customers include a better diversi-
fication of risk and the option to centrally coordinate

the benefits and costs of employee benefits plans globally.
If the loss experience of the pooled group contracts is
favourable, the costs associated with employee benefits are

also reduced.

Another service offered by the Swiss Life Network is
country-specific information on social security systems,
pension plans and market developments. The Employee
Reference Manual, which is updated annually, provides
data on around 50 of the world’s most important life
insurance markets. A newsletter published quarterly reports

on events, Network partners and customers.

The International Employee Benefits Conference, which
takes place every five years, was held in Interlaken in

May 2005. The event was attended by approximately 200
customers, Network partners and brokers, who used

the opportunity to exchange information and to strengthen
relationships. The participants attended lectures and
workshops, and received the latest information on demo-
graphic developments and the global insurance market
from representatives of academia and the economy.

With this event, the Swiss Life Network cemented its global
reach and its leading position as a provider of employee
benefits. The Asia Pacific Conference for Network partners,
customers and brokers in Asia was held for the first time

in Singapore in September.



Swiss Life Group . Review of Operations 2005 . Swiss Life Network

Europe/Africa North and South America Asia Pacific
Austria Wiener Stadtische Argentina Galicia Vida Australia Hannover Life Re of
Belgium Swiss Life Brazil Icatu Hartford Seguros Australasia
ClIs Rosgosstrakh, Russia Canada Great-West Life Swiss Life Network
Cyprus Aspis Pronia, Greece Chile Cruz del Sur China Ping An Life
Czech Republic Kooperativa Colombia Seguros Bolivar ponsikony) GMIG Ad
Denmark Danica Pension Costa Rica Seguros de Occidente, gz Kc;tak ielingrm Q2 Wil
Life
International Health Guatemala - -
Insurance (IHI)" El Salvador Aseguradora Mundial Indonesia INVUE lreoine, Singapere
PFA Pension de Panama CMG Asia, Hong Kong
Hallemd [T— Guatemala Seguros de Occidente Japan Meiji Yasuda Life
Veritas Life Insurance Honduras Aseguradora Mundial Korea Korea Life
Erenes Gl LR de Panama Malaysia Hong Leong Assurance
Germany S Seguros de Occidente, New Zealand Hannover Life Re of
Cuazmzla Australasia
Greece Aspis Pronia :
P LLEXICO Seguros Inbursa Philippines First Gurantee Life
Hungar Union Biztosité ; ;
gary Nicaragua Aseguradora Mundial Singapore NTUC Income
Ireland Irish Life de Panama
. - Swiss Life Network
Italy Swiss Life Panama Aseguradora Mundial - -
- - — — Taiwan Kuo Hua Life
Liechtenstein  Swiss Life Uruguay Galicia Vida - -
— - Thailand Bangkok Life Assurance
Luxembourg Swiss Life USA Fort Dearborn Life
Monaco Swiss Life Swiss International Services
Netherlands Zwitserleven (Swiss Life) Venezuela Seguros Comerciales Bolivar
Norway Vital Forsikring Virgin Islands  Fort Dearborn Life
Poland Compensa S.A. (Us/GB)
Portugal Groupama Seguros
Russia Rosgosstrakh
Slovakia Kooperativa

South Africa

Momentum Life

Spain VidaCaixa
Sweden Danica Fondforsikring
Switzerland Swiss Life (Head office)

Helsana

United Kingdom UnumProvident

1) Health insurer for Swiss Life Network's
international clients
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Always learning
something new

Often on the road

Passes on knowledge




Good listener

Empathises with people




“For me, life is a journey. In my profession
I deal a lot with insurance brokers. | like the
fact that people are different. I’'m always
getting to know new people and | enjoy
imagining myselfin the other person’s shoes.”

Jérdme Mesnil works in Paris and

supports brokers in the Paris area and in
southwest France.










