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Profit from operations CHF millionDiluted earnings per share CHF

Core capital CHF million Assets under management CHF million Employees (full-time equivalents)

Gross written premiums, policy fees and
deposits received CHF million

Net earned premiums and policy fees earned
CHF million

Net insurance benefits and claims CHF million

Segment result Direct written premiums by type of insurance Gross written premiums, policy fees and
deposits received by country

Insurance81%

Banking12%

Investment Management3%

Other4%

Switzerland34%
France37%
Germany10%
Netherlands9%
Belgium3%
Luxembourg4%
Other3%

Group61%

Individual34%

Other5%

1) The 2003 f igures were not adjusted to the f inancial reporting
requirements as at 1 January 2005.

* Equity
** Equity (incl. minority interest)
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Review

– Net profit up 9% to CHF 954 million

– Profit from operations improved by 23% to CHF 1258 million

– Premium income up 9% to CHF 22.1 billion

– Growth momentum sustained in international markets

with premiums up 16%

– Quality of earnings improved and operating costs

reduced in Switzerland

– Significantly expanded strategic and financial flexibility

– Dividend up 40% to CHF 7 per share

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 active in

private banking. The bank, with its head office in
Lugano, has an extended national and interna-
tional network and around CHF 36 billion in
customer assets under management.

Swiss Life Holding, registered in Zurich, dates
back to Schweizerische Rentenanstalt founded in
1857. Shares of Swiss Life Holding are listed on
the SWX Swiss Exchange (SLHN). The Swiss Life
Group employs a staff of around 9000.



My father was a beekeeper and so was my grandfather.  I was more interested in beetles than bees. 
My friends and I spent a lot of time outdoors. We collected frogs and lizards and put them in terrariums
or aquariums. At home, we had a large garden and space for my collections. Later I studied zoology.





I wrote my thesis on sheet weaver spiders (money spiders). These days I’m more involved with technological webs than
natural ones. I look after the intranet and web applications of Swiss Life in Germany. One of my first projects was 
to build a platform for insurance brokers. I no longer do any programming, but coordinate projects, which requires
thinking “outside the box”.

Thomas Schmidt  is a Swiss Life employee based in Munich and responsible for web-based technologies.



Expertise  is not simply a matter of having specialist skills. It also involves the acquisition, extension and transfer 
of knowledge, and the readiness to learn new things on an ongoing basis. Every day I experience new things, 
work on my expertise, and on our IT. I do my bit so that Swiss Life can offer its customers top-class solutions.



They wanted to be chefs, artists or kindergarten teachers.  But life doesn’t always go according to plan. 
In our annual report we introduce five people who now work at or for Swiss Life. Their professional life is characterised 
by values which are also decisive for Swiss Life: expertise, proximity, openness, clarity and commitment.



Bruno Gehrig
Chairman of the Board of Directors

Rolf Dörig
Group Chief Executive Officer
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Dear Shareholders,

The Swiss Life Group again achieved good results in 2006.
Profit increased by 9% to CHF 954 million. The return on
equity stood at 12.2%, which is in line with our target of
achieving an ROE of more than 10%. Earnings per share
amounted to CHF 26.92. Based on these strong results, the
Board of Directors will recommend an increase in the
dividend from CHF 5 to CHF 7 at the General Meeting of
Shareholders on 8 May 2007. As in previous years, the
dividend will take the form of a repayment of par value.

The implementation of our strategy continues to proceed
according to plan. Our company has developed into a
focused European life insurer over the past several years.
The turnaround achieved in 2003 and 2004 was quite
impressive. In 2005 and 2006, we made good progress
towards our stated goal of sustained, profitable growth.
Measured by premium volume, we are now the sixth 
largest life insurer in our markets with a market share of
approximately 5%. We are ranked eighth in Europe overall
and are one of the very few international players that is
exclusively focused on pensions and long-term savings.
This clearly sets us apart from the competition. We are 
still the market leader in Switzerland, our home market, 
with a 28% share. In the international markets we are 
growing above the average and are successfully establishing
Swiss Life as a leading specialist for occupational and
personal pension products, despite competition from large
local players. We have built up an attractive portfolio of
business activities and will continue to expand it going
forward.

Further improvements in earning power and efficiency
The strategic and operational progress is clearly reflected in
the results for the 2006 financial year. Profit went up by 
9% to CHF 954 million thanks to the rise in earning power 
and the enhanced operational efficiency. The quality of
earnings improved as well. The contribution of the
financial result declined by CHF 368 million, primarily
because fewer capital gains were realised on bonds, but
efficiency gains and the good risk experience lifted 
the basic insurance result to CHF 598 million compared to
CHF 148 million in the previous year.

Profit from operations rose by 23% to CHF 1258 million.
Insurance operations accounted for the bulk of this 
figure, at CHF 1105 million, of which approximately 60%
was generated in Switzerland and the remaining 40% in
other markets. The Swiss Life Group achieved a segment
result of CHF 165 million in Banking and CHF 43 million 
in Investment Management. The performance of the
Swiss Life share reflects the positive course of business,
ranking among the best performers in the Swiss Market
Index (SMI) in 2006 with a gain of 28%. Market capitalisa-
tion stood at CHF 10.3 billion as per 31 December 2006,
double the figure of three years ago. The value of the
Swiss Life Group as measured by embedded value rose 20%
to CH 10.7 billion.

Growing in attractive market segments  The Swiss Life
Group increased its gross written premiums by another 
9% in 2006 to CHF 22.1 billion. The growth momentum in
our international markets showed no sign of weakening.
Swiss Life generated gross written premiums of
CHF 14.5 billion outside Switzerland, a rise of 16% from
the previous year. This better than average growth is proof
that our products and services satisfy customers’ needs 
and their high expectations. More than 40% of the
premium growth outside Switzerland was achieved by the
subsidiaries in Liechtenstein and Luxembourg, where 
Swiss Life is focusing on structured insurance solutions 
for high net worth individuals. We continued to strengthen
our position selectively in this attractive business. As 
announced in December 2006, the Liechtenstein-based
CapitalLeben was acquired in early 2007 and will be 
merged with our subsidiary in Liechtenstein. These two
companies’ business models and products are similar 
and there is little geographical overlap. Through this acqui-
sition Swiss Life has become one of the leading providers 
in the area of pension planning for a wealthy international
clientele.
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8 Our French operations accounted for another 40% of the
premium growth generated abroad. There is still con-
siderable unsatisfied demand in the French market for
pension and long-term savings solutions. Swiss Life is very
well positioned in this highly competitive market. With 
our outstanding products, our effective, well diversified
distribution network, our focus on attractive client segments
and our strong brand, we stand to benefit substantially
from the growing demand for pensions and long-term
savings products in the future as well. We are also on track
to achieve our profitability and growth targets in Germany,
the Netherlands and Belgium.

In Switzerland, Swiss Life’s gross written premiums in the
life business rose only slightly (as expected) to CHF 7.6 billion.
Group insurance showed a 3% increase and performance-
oriented products with capital protection were well received
by the market. The consolidation and standardisation of
internal IT systems proceeded according to plan. Operating
costs in Switzerland declined by 2% due to various
measures to enhance operational efficiency and further
savings are expected going forward.

Banca del Gottardo generates solid result  2006 was a
year of realignment under largely new leadership for the
Swiss Life Group’s Banca del Gottardo, an important part
of the Swiss Life Group. The bank defended its market
position despite the transition process and the additional
strain this put on its employees. The cooperation between
Swiss Life’s banking and insurance operations was reinforced
further. Banca del Gottardo’s consolidated net profit under
local accounting rules rose by 17% to CHF 97 million. 
In view of the progress already made, we are confident that
Banca del Gottardo will reach its targets.

Holistic ALM approach pays off  The Swiss Life Group’s
equity declined by 6% in the first half of 2006 but rose
during the second half to the level recorded as the year began.
These developments were largely driven by interest trends.
Revaluation reserves for the bond portfolio declined in the
first six months of the year as interest rates moved sharply
higher. The subsequent drop in the interest level in the
latter half of the year and the profit achieved made up for
the decline in the first half. Balance sheet risks are actively
managed as part of a holistic asset and liability management
(ALM) process. The improved capital structure increases
our flexibility for tactical investment measures. Moreover,
under the holistic ALM approach, the asset allocation dif-
ferentiates by product line to a greater extent, thereby facil-
itating optimisation of the equity exposure. As announced
in December 2006, the Swiss Life Group’s equity exposure
can therefore exceed the previous range of 0% to 7%. The
principles of holistic ALM are also already compliant with
those applied in the Swiss Solvency Test. The solvency mar-
gin of the Swiss Life Group came to a comfortable 194% 
as at 31 December 2006 (previous year: 211%).

Strong commitment of Swiss Life employees  The trend in
employee attitudes is particularly gratifying. Employee
commitment, a reflection of employee identification with
the company and job satisfaction, is measured annually and
showed further improvement in 2006. At 73 index points,
the Group-wide commitment value rose by another 3 points
from the 2005 level. Employee commitment has thus
improved by 15 points since 2003. The survey reflected very
favourably on the skills and resources of Swiss Life man-
agers but individual career development prospects were still
viewed somewhat critically. We have therefore intensified
our training and development efforts in response and will
expand these activities in line with our strategic priorities.
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9150 years of Swiss Life  In September 2007, it will have
been 150 years since Conrad Widmer, of Thurgau, estab-
lished Schweizerische Rentenanstalt, the first national life
insurance company under Swiss law, in a small, tucked-
away building near Zurich’s Paradeplatz. Swiss Life looks
back on a successful 150-year history. We have arranged 
a number of activities under the recurring theme “Perspec-
tives for people” to mark the occasion and show our pride
and gratitude. “Perspectives for people” is derived from our
mission: “Swiss Life is committed to helping people create 
a financially secure future. For life.” The aforementioned
theme reflects our perception of ourselves as a company of
people for people that offers interesting perspectives to its
customers, staff and shareholders and is also committed 
to building perspectives for society beyond the scope of its
business activities. A few examples of our anniversary
activities are “Young people design living space”, a national
project in which Switzerland’s youth are invited to present
their vision for their future living space, the “Kids Festival”,
a football tournament organised in cooperation with the
Swiss Football Association for young children at more than
40 locations throughout Switzerland, and the founding 
of the non-profit “Perspectives” foundation so we can
strengthen and better coordinate our long-standing social
commitment. Our strong regional ties to our home market
will also be highlighted by ten client events organised in all
regions of Switzerland.

Outstanding perspectives  The Swiss Life Group is on
track to achieve the goals it has set for 2008. We have
further improved our earning power and financial strength
as well as our operational efficiency. We have established 
a sound foundation for the company to ensure long-term
success as a leading specialist in the growing market for
pension and long-term savings solutions. Swiss Life will
thus remain an excellent choice. For customers wanting a
reliable pensions partner to whom they can entrust their
long-term financial security, and for shareholders seeking
an attractive investment proposition.

We thank our customers and our shareholders alike for the
confidence they have placed in Swiss Life and we appre-
ciate their continued trust. We are particularly grateful to
our employees for their contribution to the successful
development of our company. We are confident that we will
be able to master whatever challenges the future may bring
while steadfastly striving to reach the ambitious goals we
have set.

Bruno Gehrig Rolf Dörig

Chairman of the Group Chief
Board of Directors Executive Officer



Swiss Life Group  .  Review of Operations 2006  .  Strategy

10

Pensions and long-term savings is a dynamic market with
sustained long-term growth potential. Increasing life
expectancy and declining birth rates are forcing policy-
makers to make adjustments to state social security
systems. This, in turn, is leading to a shift from publicly to
privately financed pensions and increasing the demand for
personal retirement and savings plans. High growth rates
are the result – and not only in emerging markets. Pension
plan assets in Western Europe, for example, are projected to
double by 2015.

Positioning  Swiss Life has developed into a focused
European life insurer in recent years. It currently holds a
roughly 5% share in its markets and is the only leading
international player that concentrates mainly on life insur-
ance and pension and retirement solutions. This puts
Swiss Life in an outstanding position to continue to bene-
fit to an above-average extent from the fast growing pen-
sions market.

The strong Swiss Life brand is an essential part of this 
positive development. Branding is a continuous, market-
specific process. Swiss Life received the 2006 “ReBrand 100
Best of Award” for its campaign launched in 2004. The jury
acknowledged the company’s rebranding as a key factor 
in its successful turnaround. Swiss Life was the first Swiss
company to win a “Best of Award”, the highest award 
conferred in the competition, with an international jury 
assessing the effectiveness of brand repositioning and
redesign in meeting strategic goals.

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 understand
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.

Strategy  The need for pensions and long-term savings is great. Demand for the right

products and services will continue to grow. Swiss Life intends to establish a position 

of leadership in this fast growing market. With its strategic focus on growth, efficiency

and leadership, Swiss Life is on track to achieve this ambition and reach the targets

defined for 2008.
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11In its home market of Switzerland, Swiss Life has the lead-
ing position in terms of total premiums. More than a
million customers in Switzerland entrust Swiss Life with
their personal or occupational pension plans. Swiss Life 
is a preferred alternative to local players in the French,
German, Dutch and Belgian markets, especially for high
net worth individuals and corporate customers, by virtue 
of its competence, high-performance sales channels and
strong brand. Subsidiaries in Liechtenstein and Luxem-
bourg have a leading position in the market for structured
pension solutions for high net worth individuals.

The Swiss Life Group is also active in private banking with
Banca del Gottardo. The bank makes an important con-
tribution to the Group’s earnings that is not dependent on
the insurance business. Banca del Gottardo is pursuing a
growth strategy focused on Switzerland and Italy. Revenue
and cost synergies with the insurance business will be
exploited even more effectively. During the year under review,
for example, administrative operations for the Swiss Life
Group’s mortgage business in Switzerland were bundled
into a single competency centre at Banca del Gottardo.

Key market trends in continental European 
life insurance

Underlying developments ...

Increase in ratio of pensioners to working population

Changing customer requirements

New possibilities due to technology

Low interest rates on capital markets

... and resulting sector trends

Growing pension markets

Shifting importance of client segments

Increasing impact of pension regulations

Changing distribution patterns 

Internationalisation of products and services

Industrialisation of the value chain



Swiss Life Group  .  Review of Operations 2006  .  Strategy

Ambitious goals  The Swiss Life Group is aiming to achieve
a net profit of CHF 1 billion and a sustainable return on
equity of more than 10% by 2008. Shareholders should be
compensated for the provision of risk capital by the dis-
tribution of an appropriate dividend. Swiss Life also wants
to be seen as an attractive employer – a company its
employees are proud to work for. 

To realise these targets, Swiss Life’s strategic focus is on
growth, efficiency and leadership.

Growth  Swiss Life aims to benefit from the growing pen-
sions market and establish itself as the preferred provider
of solutions for individuals and companies in the markets
in which it operates. A steady increase in customer satis-
faction is an important driver for this. In the life insurance
business the Swiss Life Group wants to maintain its leading
position while reinforcing its development of pension
products and services. It wants to further sharpen its focus
on the more sophisticated customer segments. Distribu-
tion in the different markets will be further diversified to
create additional contact points for customers. Swiss Life
expects to grow at least 1% faster than the market average in
the countries in which it operates as a result of these efforts.

Swiss Life increased its market share in Switzerland to 28%.
In individual business, innovative performance-oriented
products with capital protection helped to expand its
market share. In the increasingly competitive occupational
pensions market, the product portfolio was enhanced 
with a flexible, modular solution. Retaining full-coverage
insurance solutions, through which companies transfer 
all pension-related risks to Swiss Life, proved to be a wise
decision. Improvements in quality and productivity on the
sales side as well as the selective focus on specific customer
segments in which Swiss Life was underrepresented are
expected to have a lasting positive impact on future growth
and profitability.

Swiss Life has sustained its strong growth momentum in
markets outside Switzerland. Sales productivity has been
further improved through selective measures and the expan-
sion of multi-channel distribution structures continues.
Non-traditional pension solutions accounted for a consider-
ably higher share of the total business. Product innovation
is primarily targeted at high income and high net worth
individuals as well as the self-employed and corporate cus-
tomers. Thanks to its flexible products, concentration on
clients with sophisticated needs and targeted market meas-
ures, Swiss Life is benefiting strongly from demographical-
ly-driven growth opportunities. Through the acquisition 
of CapitalLeben, a life insurer headquartered in Liechten-
stein that focuses on high net worth individuals, Swiss Life
can accelerate its dynamic growth in the global market for
structured pension solutions.

In keeping with its strategy of focusing on selected core
markets, Swiss Life sold its two insurance companies active
in Italy. The Swiss Life Network will continue to offer
occupational pension solutions in Italy for large interna-
tional accounts.
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13Efficiency  Swiss Life intends to further improve its basic
profitability in the insurance business while reducing 
its reliance on the financial result. A basic profitability of
CHF 500 million was targeted for 2008. This target was
already exceeded in 2006, due to the alignment of premiums
with costs and risks and strict cost management. Operating
costs showed no increase despite the substantial growth 
in premiums of 9% and the ongoing strategic initiatives. 

In Switzerland, further savings will be achieved over the
next few years by consolidating and standardising internal
IT systems and by simplifying and optimising operational
processes. Outside Switzerland efficiency gains were
achieved primarily through greater cross-border coopera-
tion. Various Group-wide initiatives in the areas of product
development, process optimisation and expansion of dis-
tribution channels should unlock growth potential and
facilitate further efficiency gains at the international level.

Leadership  Swiss Life fosters a performance-oriented
culture and entrepreneurial thinking throughout its
workforce. An important strategic aim is further raising
employee job satisfaction and identification with the com-
pany by 2008. Additional progress on this front will be
driven by shorter decision-making processes, performance-
oriented remuneration and the systematic recording and
development of employee skills and abilities. Employee
satisfaction and identification with the company continued
to rise in the year under review. This was reflected by the
results of the employee survey. Clear objectives, trust in
management, improved communications and the general
level of satisfaction were the main drivers behind the
increase.

Swiss Life is committed to finding sustainable solutions for
the political debate surrounding retirement provisions. In
addition to Switzerland, where it has traditionally played 
a key role in forming political opinion, the company is now
more active in its international markets as well. In Belgium,
for example, the company hosts the annual “Swiss Life
Pension Day”, at which experts from various areas discuss
the issue of retirement planning. In Germany, Swiss Life
encourages dialogue with the key players in the worlds 
of politics, economics and media through its “Salon Palais
Leopold” range of events. In addition, it supports the
EuropVital e.V. senior citizens association, whose main
purpose is to uphold the social and political interests of its
members.

The section on the insurance business from page 21 con-
tains further details of market-specific developments.





A love of music was present from day one.  As a child, I sung and played the piano.  I followed every parade on the
street, totally enthralled. Recorder, guitar, saxophone … I played every instrument I got my hands on. Aged 18, 
I performed with my band. But my parents thought that I should choose a “proper” career – with a secure income.





I attended a commercial school and then discovered my second passion: sales. I love convincing others 
of the quality of a good product. When it comes to security and financial provisions, trust is especially important. 
My affinity for people and their needs helps me do my job well.

François Jouvin  is an independent insurance consultant who sells Swiss Life products in Paris.



Proximity  is usually a matter of course when I speak to someone. I’ve learned to listen and to respond to what I hear –
rationally but also emotionally. This connection enables me to empathise with others and recognise their needs. 
This results in a professional consultation with the customer as the focus.
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Summary of Group Results  The Swiss Life Group generated a profit of CHF 954 million

and a return on equity of 12.2% in 2006. Thanks to operational advances, Swiss Life 

not only increased its profit, but also significantly enhanced the quality of earnings.

Implementation of the strategy is proceeding according to plan.

International premium income up 16%  Gross premiums,
policy fees and deposits received under insurance and
investment contracts climbed 9% to CHF 22.1 billion. This
rise was largely attributable to international business,
where the premium volume grew by 16%. Swiss Life out-
paced the market in France (+11%), Germany (+3%), the
Netherlands (+19%), Belgium (–2%), Luxembourg (+78%)
and Liechtenstein (+295%) in some cases by a wide margin.
In Switzerland, Swiss Life increased its gross written 
premiums in the life business by 1% to CHF 7.6 billion.
However, due to the sale of the non-life business,
Swiss Life’s reported premium income fell 3% in Switzer-
land.

As in the previous year, total income amounted to
CHF 21.5 billion. Net earned premiums rose 
2% to CHF 13.8 billion and policy fees were up 17% 
to CHF 460 million in the period under review. Deposits
received under insurance and investment contracts 
(usually counted as premiums for sector comparisons but 
not included in the income statement) grew by 27% 
to CHF 7.6 billion. At CHF 493 million, the fee income 
from asset management and banking matched the 
2005 figure.

The Swiss Life Group increased profits by 9% to
CHF 954 million vis-à-vis the previous year, which was 
above all attributable to the 23% rise in profit from
operations to CHF 1258 million. This marked improvement
reflects the company’s consistent focus on profitable
growth, the implementation of additional measures 
to enhance efficiency and the good risk experience. After
allowing CHF 21 million for minority interests,
CHF 933 million is available for the shareholders of
Swiss Life Holding. This translates into (diluted) earnings
per share of CHF 26.92 and a return on equity of 12.2%,
(2005: 12.3%).

Profit from operations up 23%  The segment result 
generated by the insurance business totalled CHF 1105 mil-
lion, which corresponds to approximately 80% of the
segment profit. The home market in Switzerland made up
CHF 668 million or 60% of the result generated in the
Insurance segment. In the European markets, Swiss Life
realised a segment result of CHF 437 million (France:
CHF 217 million, Germany: CHF 84 million; the Nether-
lands: CHF 135 million; Belgium: CHF 5 million; Luxem-
bourg: CHF 10 million; other: CHF –14 million). The
segment result for Banking, to which Banca del Gottardo
contributed with a solid performance, came to
CHF 165 million (2005: CHF 109 million). In Investment
Management, Swiss Life generated a segment result of
CHF 43 million (2005: CHF 61 million). The segment
“other” (which mainly comprises financing and holding
companies) and “eliminations” totalled CHF 4 million
(2005: CHF –73 million).

19



Swiss Life Group  .  Review of Operations 2006  .  Summary of Group Results

Lower contribution from financial result  The financial
result for investments held at own risk came to CHF 6.6 bil-
lion, down 5% on the prior-year figure. At CHF 5.2 billion,
direct investment income remained at the previous year’s
level, but realised and unrealised gains on assets dropped
considerably. The direct return on insurance portfolio
investments came to 3.6% (2005: 3.7%) and the total return
to 1.8% (2005: 5.5%). The reason for this decline vis-à-vis
the previous year was rising interest rates, which adversely
affected the value of bond holdings. Having significantly
shorted the duration by mid 2006, Swiss Life again length-
ened the average term of the portfolio to 8.4 years by the
end of the financial year. Net equity exposure stood at 6.7%
as at 31 December 2006.

Efficiency enhanced further  Due to the good risk expe-
rience, insurance benefits fell slightly to CHF 13.8 billion
compared with the previous year. At CHF 2.3 billion, total
policyholder participation matched the previous year’s
level. Interest expenses (excluding borrowing costs) went up
5% to CHF 908 million. Despite the strong growth in
premiums, operating costs remained stable at CHF 2.0 bil-
lion, which indicates another increase in efficiency. All in
all, operating expenses fell 5% to CHF 3.2 billion, which was
partly due to the sharp drop in depreciation and amortisa-
tion expense. Following a tax credit of CHF 21 million in
the previous year, tax expenses totalled CHF 128 million 
in the period under review. The low tax rate was the result
of special situations in the Netherlands and France.

Solid capital base  In the first half of 2006, shareholder’s
equity fell by 6% to CHF 7.2 billion because of the signifi-
cant hike in interest rates and the resultant reduction in the
revaluation reserves for the bond portfolio. However,
thanks to the annual profit achieved and the slight ease in
interest rates, equity gained ground later in the year and
totalled CHF 7.6 billion as at 31 December 2006. The core
capital came to CHF 14.8 billion. The goodwill position
was unchanged at CHF 692 million, which represents less
than 10% of equity. As at 31 December 2006, the Swiss Life
Group’s assets under management totalled CHF 205.5 bil-
lion (–1%), CHF 175.8 billion of which was carried on its
own balance sheet (+6%).

Embedded value (which serves to indicate the value of the
existing insurance portfolio) rose by 20% in the period
under review to stand at CHF 10.7 billion. This represents
an embedded value per share of CHF 316. The rise can 
be attributed to operational advances, growth and the
improved economic environment. The value of new
business accounted for CHF 121 million of this increase.

As at 31 December 2006, the Swiss Life Group employed 
a workforce of 8693 on a full-time equivalent basis (286 less
than at the end of 2005). This decrease is due to the sale 
of Banca del Gottardo (Monaco) and Dreieck Industrie
Leasing Ltd, as well as Swiss Life’s merger with «La Suisse».
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21Insurance  The insurance segment generated a result of CHF 1105 million, to which

Switzerland – as the home market – contributed CHF 668 million. The above-average

growth continued abroad, with gross written premiums up 16%.

Switzerland  According to estimates by the Swiss Insurance
Association (SIA), premiums in the Swiss Life insurance
market fell by 1.9% to CHF 27 billion. This decrease on last
year was primarily due to the newly acquired autonomy 
of several Vorsorgewerke (employee benefit units), in 
addition to low interest rates, which adversely affected the
demand for individual insurance.

With a market share of 28% for 2006, Swiss Life again main-
tained its position as the market leader in its home market.
The financial year was characterised by a focus on future
growth and further enhancement of efficiency: Swiss Life
selectively strengthened its distribution capabilities,
expanded its product portfolio and exploited the syner-
gies from its merger with «La Suisse». In the period under
review, the company generated a segment result of
CHF 688 million, thereby maintaining the previous year’s
performance despite the significant decline of about
CHF 300 million in “other income” and the substantially
lower financial result. This has set the groundwork for a
further increase in profitability.

Gross written premiums in the Swiss life insurance business
climbed 1% to CHF 7611 million.  The premium volume 
of CHF 7807 million published for the previous year inclu-
ded CHF 290 million in premiums from the non-life busi-
ness, which was sold to Helsana and Vaudoise in the second
half of 2005. In 2006, Swiss Life increased its gross written
premiums for group insurance by 3% to CHF 5799 million.
This growth is mainly attributable to the premiums 
fully included for the first time from the group life insur-
ance business acquired from Vaudoise. In addition, expir-
ing contracts were fully offset by new business, despite a
shrinking market. Developments in the individual life
insurance sector were shaped by trends in interest rates and
the diverse reactions of market participants. The significant
hike in interest rates in the first half of the year saw many
competitors launch time-limited promotions or promise
higher bonuses, Swiss Life, however, bided its time until
August to adjust the terms of individual products to the new
interest environment. When interest rates dipped unex-
pectedly in the second half of 2006, Swiss Life readjusted its

bonus rates downward and will continue to pursue this
cautious approach in 2007. Swiss Life’s policy is to promise
its clients only what it can deliver. This has proven very
successful in the past: Swiss Life is the only company in the
Swiss market that has never had to cut its bonuses on
current pensions, and clients appreciate this reliability. 

Key figures Insurance Switzerland

In CHF million 2006 2005 +/–%

Gross written premiums, policy fees
and deposits received 7 611 7 807 –2.5%

Net earned premiums and
policy fees earned 7 373 7 416 –0.6%

Financial result 2 773 2 938 –5.6%

Other income 35 341 –89.7%

Total income 10 181 10 695 –4.8%

Net insurance benefits and claims –7 719 –7 936 –2.7%

Policyholder participation –864 –938 –7.9%

Interest expense –131 –106 23.6%

Operating expense –799 –1 044 –23.5%

Segment result 668 671 –0.4%

Assets under management 69 392 70 355 –1.4%

Insurance reserves 65 749 66 337 –0.9%

Number of employees (full-time
equivalents) 2 963 3 182 –6.9%

Premiums for Switzerland, by type of insurance

Group77%

Individual23%
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22 Due to the market slowdown and Swiss Life’s conservative
bonus policy (also with a view to profitability), premium
volume for the traditional individual insurance business
declined by 7% to CHF 1594 million. In contrast, the
volume for performance-oriented pension products rose by
over 60% to CHF 322 million in line with the company’s
strategic targets.

The financial result fell by 6% to CHF 2773 million. Invest-
ment income was stable, but realised and unrealised capital
gains fell by CHF 153 million due to the fact that the 
previous year’s result included considerably higher gains
realised from the sale of bonds. A decrease of CHF 306 mil-
lion was posted for “other income”, which in 2005 had
included foreign currency gains and profit from portfolio
sales.

Net insurance benefits and claims fell by 3% to
CHF 7719 million. This reduction stems from the drop-
ping of the non-life business, the positive risk experience
and the decreased need for provisions for future risk. In
keeping with the decline in the financial result and “other
income”, policyholder participation for 2006 was down
slightly on the previous year, but – at CHF 864 million –
remained at a high level.

Operating expenses diminished by 24% to CHF 799 mil-
lion. However, the 2005 figure included three special
factors: Restructuring costs in connection with the inte-
gration of the life business of «La Suisse», a one-off
amortisation of the present value of future profits on the
group life insurance business acquired from Vaudoise, 
and the extraordinary write-downs on deferred acquisition
costs due to altered actuarial assumptions. Operating costs
declined by 2%. This is above all due to various measures
implemented to boost efficiency, in particular last year’s
merger of Swiss Life and «La Suisse», and strict cost
management.

In 2006, Swiss Life focused on improving its distribution
capabilities and expanding its range of products in order to
facilitate further growth. The company stepped up training
and development measures for its insurance consultants
with the aim of improving the sales performance and 
ensuring high-quality advisory services. In the individual
insurance business, Swiss Life extended its range of
performance-oriented pension products, and, in the fourth
quarter, launched a GarantiePlus product financed by
periodic premiums and Swiss Life Vitality. Swiss Life
GarantiePlus is a unit-linked savings insurance with a
contractually agreed amount in the case of survival,
combining a performance-oriented pension product with
the greatest possible level of security. Swiss Life Vitality is a
unit-linked life insurance financed by a single premium or
periodic premiums. As regards group insurance, Swiss Life
continues to emphasize full coverage because this is the
best occupational benefits solution for small and medium-
sized companies in view of their typically restricted risk
capacity. Swiss Life has introduced additional components
to its new product line, Swiss Life Modula, which is a
modularly structured, cost-effective and transparent full
insurance solution. Swiss Life generally meets the expec-
tations of its clients in terms of the quality of its products
and services, as is shown in the continual increase in cus-
tomer satisfaction, which is gauged from regular surveys.
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23France  The growth trend in the French life insurance
market continued in 2006. Premium income was up 17% to
EUR 141 billion. However, the high level of market growth
can be partly explained by switchings from building society
and traditional life insurance products to unit-linked
products as a result of a change in legislation. Adjusted for
this special factor, the market growth was 9%. Unit-linked
insurance policies in particular remained in great demand.
The rise in these products amounted to 45%. Premium
income in health insurance rose by 6% to EUR 14 billion.
Swiss Life’s market share for life and health insurance
totalled 3%.

Swiss Life in France posted a segment result of
CHF 217 million, which corresponds to an increase of
CHF 112 million vis-à-vis the previous year. 

The company grew its gross premium income in the French
life insurance business by 12% (11% in local currency) to
CHF 5932 million, thus lying above the adjusted market
growth. The growth in unit-linked life insurance policies
was also very pleasing, surging 158% (154% in local cur-
rency) to CHF 1979 million and clearly outperforming the
market. Swiss Life increased its premium volume in health
insurance by 10% (8% in local currency) to CHF 1691 million.

Income increased by a total of 7% to CHF 5056 million. In
addition to earned premiums, which were up 8%, higher
policy fees (+16%) also made a contribution. Net insurance
benefits and claims rose 3% to CHF 2268 million, reflecting
the course of business. The outlay for policyholder partici-
pation rose 5% to CHF 857 million. Along with the strong
growth in premiums, commission expense increased by 9%
to CHF 666 million, which also largely explains the 9% rise
in operating expenses to CHF 1171 million.

Key figures Insurance France

In CHF million 2006 2005 +/–%

Gross written premiums, policy
fees and deposits received 8 204 7 397 10.9%

Net earned premiums and policy
fees earned 3 287 3 011 9.2%

Financial result 1 714 1 702 0.7%

Other income 55 35 57.1%

Total income 5 056 4 748 6.5%

Net insurance benefits and claims –2 268 –2 198 3.2%

Policyholder participation –857 –816 5.0%

Interest expense –543 –553 –1.8%

Operating expense –1 171 –1 076 8.8%

Segment result 217 105 n.a.

Assets under management 47 093 41 844 12.5%

Insurance reserves 40 161 35 670 12.6%

Number of employees (full-time
equivalents) 2 274 2 287 –0.6%

Premiums for France, by type of insurance

Group10%

Individual63%

Health20%

Property7%

Swiss Life also again won a number of awards this year. It
received the “Grand Prix de la Transparence” from the
trade press for the “Swiss Life Strategic” product. In addi-
tion, Swiss Life was the first health insurance company in
France to receive the “Excell Santé” quality seal from the
certification company Bureau Veritas Quality International.

Swiss Life in France is well positioned to benefit to an
above-average degree from the continued growing demand
for financial provisions. In addition to its own, high-
performance distribution channel, Swiss Life will continue
to strengthen its relationships with private banks and
independent asset managers.
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24 Germany  With premium volume of around EUR 78 bil-
lion, Germany is the third largest life insurance market 
in Europe after the United Kingdom and France. Market
growth in 2006 amounted to 4%, with Swiss Life’s share 
of the German market at about 2%.

Swiss Life increased its gross premium income by 3% 
(2% in local currency) to CHF 2116 million. Although the
company outperformed the market in previous years, pre-
mium growth trailed slightly behind the market in 2006.
The increase in premium volume stems mainly from group
business. Swiss Life is a leader in occupational pension
provision and intends to further expand its activities in 
this area.

Income increased by a total of 3% to CHF 2868 million on
the back of the premium growth and a higher financial
result. The company used the good stock market year to
realise gains on equity investments.

Net insurance benefits and claims dropped 4% to
CHF 1988 million. The improved technical result and
higher financial result led to an 82% increase in policyholder
participation to CHF 420 million. Meanwhile, operating
expenses went down 8% to CHF 350 million. Adjustments
to the model assumptions used to calculate the deferred
acquisition costs led to a decline in the cost for their amor-
tisation. Furthermore, measures to increase efficiency and
reduce costs had an effect. At CHF 84 million, the segment
result was similar to that of the previous year.

The German life insurance market is undergoing change.
The EU insurance mediation directive entered into force in
2007, and sets out new liability, training, auditing and
documentation standards. The new regulations apply to
agencies and tied agents – the main distribution channels
of Swiss Life in Germany. Furthermore, the maximum
guaranteed interest rate for newly concluded traditional life
and annuity insurance policies in individual and group
business has been reduced to 2.25%. The revised Law on
Insurance Contracts (VVG) will also enter into force in
2008. These legislative changes pose major challenges for
the whole insurance sector. For this reason, investments
were made as early as 2006 in client retention measures,
cost reduction programmes and making the product port-
folio more flexible. Swiss Life extended its range of prod-
ucts in 2006 and introduced both an index-linked and a
unit-linked annuity insurance product. Awards from well-

Key figures Insurance Germany

In CHF million 2006 2005 +/–%

Gross written premiums, policy
fees and deposits received 2 116 2 061 2.7%

Net earned premiums and policy
fees earned 1 950 1 935 0.8%

Financial result 872 834 4.6%

Other income 46 26 76.9%

Total income 2 868 2 795 2.6%

Net insurance benefits and claims –1 988 –2 066 –3.8%

Policyholder participation –420 –231 81.8%

Interest expense –26 –34 –23.5%

Operating expense –350 –379 –7.7%

Segment result 84 85 –1.2%

Assets under management 19 574 18 995 3.0%

Insurance reserves 19 576 18 248 7.3%

Number of employees (full-time
equivalents) 791 825 –4.1%

Premiums for Germany, by type of insurance

Group25%

Individual75%

known independent rating agencies such as Assekurata,
Franke & Bornberg and Morgen & Morgen confirm the
high quality of Swiss Life’s products and services.

In 2007, Swiss Life will continue to optimise its distribution
and service concepts and will extend its range of products
and services to include a unit-linked Riester product.
MetallRente, Germany’s largest employee benefits institu-
tion, remains an attractive business area with high growth
potential. On the cost side, Swiss Life has defined further
measures to significantly reduce administrative costs 
by 2008.
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Netherlands  With an estimated premium volume of
EUR 25 billion, the life insurance market in the Nether-
lands grew by 2% in 2006. Swiss Life’s share of the market
stood at around 5%.

Swiss Life increased its gross written premiums by 19%
(18% in local currency) compared with the previous year,
clearly outpacing the market’s growth. The strong advance
in premium income was also due to a contract concluded
with a large pension fund, which led to a one-off premium
of CHF 204 million. An increasing number of autonomous
pension funds in the Netherlands are looking for the
security of a life insurer. Swiss Life’s know-how and service
quality in this area makes it one of the leading providers.

Income rose 3% on the previous year’s level to stand at
CHF 2090 million, with net earned premiums and policy
fees coming in CHF 77 million higher. Net insurance
benefits and claims also increased to CHF 1512 million for
a year-on-year rise of 4%, reflecting the trend in premiums.
The outlay for policyholder participation declined from
CHF 229 million to CHF 168 million because of the lower
investment gains realised on separate-account contracts.
The 25% rise in operating expenses to CHF 260 million was
due above all to adjustments in model assumptions for
calculating deferred acquisition costs and to an increase in
amortisation expense. The segment result in the Nether-
lands improved by 17% to CHF 135 million.

The year 2006 saw new legislation take effect in the Nether-
lands which had repercussions for the life insurance
market. Insurers are subject to new transparency require-
ments with regard to costs and commissions, particularly
where unit-linked life insurance is concerned, and the
scaling back of tax-exempt contributions led to stiffer com-
petition with the banks. For Swiss Life, this meant that 
the year under review was marked by the launch of innova-
tive products and services. The company is focusing increa-
singly on a multichannel distribution strategy. Swiss Life
has introduced innovations such as internet sales and a
franchising concept featuring “advice lounges”. Modern
consulting and sales facilities have been set up in Amster-
dam and Scheveningen. On the product front, Swiss Life
launched its “levensloop” policy as a savings vehicle with

Key figures Insurance Netherlands

In CHF million 2006 2005 +/–%

Gross written premiums, policy
fees and deposits received 1 901 1 592 19.4%

Net earned premiums and policy
fees earned 1 254 1 177 6.5%

Financial result 810 811 –0.1%

Other income 26 37 –29.7%

Total income 2 090 2 025 3.2%

Net insurance benefits and claims –1 512 –1 456 3.8%

Policyholder participation –168 –229 –26.6%

Interest expense –15 –17 –11.8%

Operating expense –260 –208 25.0%

Segment result 135 115 17.4%

Assets under management 19 665 18 556 6.0%

Insurance reserves 15 381 14 951 2.9%

Number of employees (full-time
equivalents) 744 738 0.8%

Premiums for the Netherlands, by type of insurance

Group62%

Individual38%

tax incentives for companies’ employees. With “i-Pensioen”,
a standardised pension product for small and medium-
sized enterprises, Swiss Life enables its customers to con-
clude and fully manage their contracts via the internet.
Swiss Life intends to lead the way in 2007 as well with
another innovative product specially developed for small
businesses.
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26 Belgium  For Swiss Life in Belgium, a highlight of the 2006
financial year was the merger of Swiss Life (Belgium) and
Zelia S.A. into Swiss Life (Belgium) S.A., which was
successfully completed in July.

A premium tax on individual insurance contributions, which
was introduced on 1 January 2006 led to a fall in demand
for life insurance in the reporting period. Swiss Life’s gross
premium income came to CHF 742 million (–2%). The 19%
growth in group insurance helped to keep the overall
premium decline within bounds.

The financial result, at CHF 184 million, was CHF 20 mil-
lion lower than the previous year, when the gains realised
on the sale of bonds in connection with asset and liability
management had a positive impact. This also adversely
affected the segment result, which came to CHF 5 million.

Operating expenses increased by 7% to CHF 123 million.
The rise was due to the one-off additional costs connected
with the merger of the Belgian insurance business men-
tioned above.

On 9 November 2006 at the second annual “Swiss Life
Pension Day”, politicians and experts met to discuss the
challenges facing a sustainable and financially viable
pension system. The event, in addition to other targeted
communication measures, enabled Swiss Life to establish
itself as the opinion leader in Belgium on this important
subject.

Luxembourg  In Luxembourg, Swiss Life’s gross written
premiums surged 78% to CHF 841 million (75% in local
currency). This gratifying development can be primarily
attributed to the cross-border business with structured
insurance solutions for high net worth individuals. The
local group insurance market also contributed to the
premium growth. Swiss Life in Luxembourg is one of the
leading providers in both these areas.

Income increased by 9% to CHF 71 million. This increase
was primarily due to higher earned premiums and policy
fees. Expenses for net insurance benefits and claims 
were down 35% at CHF 26 million. In 2005, the increased
reserves requirement in connection with higher life
expectancy adversely affected the result. Expenses went
down 19% overall to CHF 61 million, resulting in a segment
result of CHF 10 million.

Key figures Insurance Belgium

In CHF million 2006 2005 +/–%

Gross written premiums, policy fees
and deposits received 742 754 –1.6%

Net earned premiums and policy
fees earned 333 309 7.8%

Financial result 184 204 –9.8%

Other income 11 14 –21.4%

Total income 528 527 0.2%

Net insurance benefits and claims –314 –318 –1.3%

Policyholder participation –8 –7 14.3%

Interest expense –78 –56 39.3%

Operating expense –123 –115 7.0%

Segment result 5 31 –83.9%

Assets under management 4 480 4 051 10.6%

Insurance reserves 4 067 3 605 12.8%

Number of employees (full-time
equivalents) 337 338 –0.3%

Premiums for Belgium, by type of insurance

Group39%

Individual51%

Non-life10%

Swiss Life in Luxembourg was named “Best provider of
retirement solutions” for the fourth year in a row. Inter-
national cooperation, in particular with Swiss Life
(Liechtenstein) and Banca del Gottardo, is being further
strengthened with a view to the targeted acquisition of
high net worth customers.
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Other  The results realised in Liechtenstein and Italy were
presented together in this reporting period for the last time.

Liechtenstein  In Liechtenstein Swiss Life reported gross
written premiums for 2006 totalling CHF 646 million. 
This represents a quadrupling of premium volume vis-à-vis
the previous year. The positive trend in premiums demon-
strates that Swiss Life’s offering is meeting an increasing
customer requirement. Policies under Liechtenstein 
law make it possible for high net worth individuals to place
their assets in a life insurance policy and thus profit from
the attractive taxation framework as well as advantages
with regard to asset growth and succession planning.

Income totalled CHF 4 million for the period under review.
The unit, which is still in the development stage, posted a
segment loss of CHF 5 million for its second year of business.

Key figures Insurance Luxembourg

In CHF million 2006 2005 +/–%

Gross written premiums, policy
fees and deposits received 841 473 77.8%

Net earned premiums and policy
fees earned 48 42 14.3%

Financial result 28 29 –3.4%

Other income –5 –6 –16.7%

Total income 71 65 9.2%

Net insurance benefits and claims –26 –40 –35.0%

Policyholder participation –3 –8 –62.5%

Interest expense –13 –12 8.3%

Operating expense –19 –15 26.7%

Segment result 10 –10 n.a.

Assets under management 663 623 6.4%

Insurance reserves 603 562 7.3%

Number of employees (full-time
equivalents) 55 53 3.8%

Premiums for Luxembourg, by type of insurance

Group19%

Individual81%

Key figures Insurance: Other

In CHF million 2006 2005 +–%

Gross written premiums, policy fees
and deposits received 665 183 n.a.

Net earned premiums and
policy fees earned 20 16 25.0%

Financial result 10 11 –9.1%

Other income –13 2 n.a.

Total income 17 29 –41.4%

Net insurance benefits and claims –14 –18 –22.2%

Interest expense –1 0 n.a.

Operating expense –16 –16 n.a.

Segment result –14 – 5 n.a.

Assets under management 230 260 –11.5%

Insurance reserves – 227 n.a.

Number of employees (full-time
equivalents) 13 31 –58.1%

As announced in December 2006, Swiss Life acquired
Liechtenstein-based CapitalLeben at the beginning of 2007.
The companies have a comparable business model and
similar products. CapitalLeben posted gross premium
income for 2006 of CHF 1.3 billion with customer assets
under management of CHF 4.0 billion. The acquisition
makes Swiss Life, with its companies in Liechtenstein and
in Luxembourg, one of the leading providers of structured
pension solutions for international high net worth
individuals, and will enable it to accelerate its dynamic
growth in this global market.

Italy  Swiss Life generated gross written premiums of
CHF 19 million in Italy for 2006. The sale of both Italian
subsidiaries to the Italian banking group bancApulia,
announced in August 2006, was completed at the end of
January 2007. Due to currency factors, a loss on deconsoli-
dation amounting to CHF 11 million was realised.
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The Banking segment result was primarily generated by
Banca del Gottardo and represented an increase of
CHF 56 million (51%) vis-à-vis the previous year.

Banca del Gottardo  2006 was a year of repositioning for
Banca del Gottardo under largely new leadership. Under
local accounting practices, the bank reported a consolidat-
ed net profit of CHF 97 million, which corresponded to an
increase of 17% on the prior-year figure. The implementa-
tion of the new strategy meant that the accounts included
significant special factors, but the overall impact on the net
profit was neutral.

Net income was down 9% to CHF 447 million compared 
to the previous year. This decline is largely due to the sale 
of Dreieck Industrie Leasing and Banca del Gottardo
(Monaco), two subsidiaries that were no longer part of core
business activities.

Business expenses were reduced by 3% to CHF 325 million.
Excluding special factors, the cost/income ratio remained
at the previous year’s level of 65%.

The special factors mainly pertained to a net capital gain of
CHF 72 million from the sale of companies which were no
longer part of core business activities, in addition to costs,
provisions and impairments of CHF 44 million related to
strategic projects and CHF 24 million in provisions follow-
ing a reassessment of credit and process risks. These figures
also take tax effects into consideration.

Assets under management as at 31 December 2006
amounted to CHF 36 billion, down from CHF 39 billion 
at the end of 2005. This reduction is largely attributable to
the sale of Banca del Gottardo (Monaco). Net new cus-
tomer assets in the Private Banking division amounted to
CHF 240 million. Including the custody business – which
mainly consists of securities held for the Swiss Life Group –
total assets under management at the end of 2006
amounted to CHF 89 billion, compared to CHF 77 billion
at the end of 2005.

As planned, Banca del Gottardo repaid CHF 100 million in
capital to Swiss Life Holding in the year under review. 
With a core capital ratio (BIS Tier 1) of 13% at the end of
2006 (2005: 12%), Banca del Gottardo is still adequately
capitalised and has enough funds to implement its growth
strategy.

This year Banca del Gottardo is celebrating its 50th anniver-
sary and Swiss Life its 150th. To mark the occasion, 
the bank will be staging various events and actively spon-
soring social and cultural events under the motto 
“50 Years – Looking Forward”.

Banking  In 2006, the Swiss Life Group posted a segment result of CHF 165 million in

Banking. The repositioning of Banca del Gottardo was successfully completed.

Key figures Banking

In CHF million 2006 2005 +/–%

Asset management and other
commission income 310 312 –0.6%

Financial result 324 509 –36.3%

Other income 99 –132 n.a.

Total income 733 689 6.4%

Interest expense –146 –94 55.3%

Operating expense –422 –486 –13.2%

Segment result 165 109 51.4%

Assets under management1) 92 289 77 282 19.4%

Number of employees (full-time
equivalents) 1 011 1 120 –9.7%

1) incl. intragroup assets
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The Investment Management segment is primarily respon-
sible for managing Swiss Life’s insurance assets in 
Switzerland and third-party mandates. The main compa-
nies grouped under Swiss Life Investment Management
Holding AG include key firms in this segment, namely,
Swiss Life Asset Management, Swiss Life Funds AG and
Swiss Life Funds Business AG, as well as two companies
that are active in the real estate sector, Swiss Life Property
Management AG and Livit AG. The key objective of the
Investment Management segment is to generate an optimal
return on the insurance portfolio while maintaining a
competitive cost structure. Furthermore, the available
know-how should be applied to the management of third-
party mandates, thereby generating additional income.

Swiss Life Investment Management Holding AG was
founded in 2005 to simplify Investment Management’s
operational structures and to enhance the transparency
and efficiency of the asset management activities. In 2006,
Swiss Life transferred some tasks, such as the processing 
of securities transactions and the exercise of control 
functions, from the Insurance segment to the Investment
Management segment to further optimise operational
structures. Approximately 70 employees have been trans-
ferred as a result of these measures. The Investment 
Management segment companies receive compensation for
managing the insurance assets and providing other services
on the basis of service agreements. Due to these changes, 
a year-on-year comparison of segment results is not very
informative. For example, income for 2006 amounted to
CHF 212 million while expenses amounted to CHF 169 mil-
lion, an increase of 18% and 42%, respectively, vis-à-vis the
previous year. Continued growth in income and the seg-
ment result is expected in the years ahead. Swiss Life also
adjusted the method used to calculate assets under
management, which resulted in the elimination of certain
double counts and the exclusion of the real estate assets
managed by Livit AG. On a comparable basis, assets under
management were up 13% to CHF 74.4 billion, of which
CHF 71.1 billion consisted of insurance assets and
CHF 3.3 billion of third-party mandates.

After optimising the Investment Management segment
structures in 2005 and 2006, the primary goal now is 
to fully exploit the existing income and synergy potential.
Another major aim is to enhance efficiency by intensifying
cooperation throughout the entire Group. In the coming
years, investments will also be made to improve the asset
management infrastructure to ensure that these goals are
reached.

Investment Management  Swiss Life’s Investment Management generated a segment

result of CHF 43 million. Assets under management at the end of 2006 totalled

CHF 74.4 billion, of which CHF 71.1 billion consisted of insurance assets and

CHF 3.3 billion was third-party mandates.

Key figures for Investment Management

In CHF million 2006 2005 +/–%

Asset management and other
commission income 202 173 16.8%

Financial result 2 1 n.a.

Other income 8 6 33.3%

Total income 212 180 17.8%

Interest expense 0 0 n.a.

Operating expenses –169 –119 42.0%

Segment result 43 61 –29.5%

Assets under management1) 74 423 80 217 –7.2%

Number of employees (full-time
equivalents) 505 405 24.7%

1) incl. intragroup assets
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Business volume increased slightly in the year under review
to CHF 1.6 billion. Although 2006 was also characterised
by strong competitive pressure, the Network reaffirmed 
its leading market position. This was largely due to its
longstanding and strong relationships with its Network
partners and customers. Over the past year, the Network
managed 4,000 contracts for 430 customers.

The Swiss Life Network offers employee benefit solutions
worldwide for employees of international companies. 
These solutions are tailored to the country-specific require-
ments and risk profile of each customer. The services 
are based on bundling together, or pooling, local group
contracts. In this way, multinational corporate clients
benefit from a greater risk spread and the ability to
centrally coordinate and optimise the benefits and costs of
their employee benefit plans around the world. Companies
within the SwissLife Group and partnerships with leading
local insurance companies ensure global coverage.

The year under review saw a further increase in requests for
services such as the provision of country-specific informa-
tion, and advice on local benefit plans and market devel-
opments. Customers make full use of the Network’s exten-
sive knowledge of international employee benefit solutions,
saving themselves the need to develop their own resources 
in this area. From its head office in Zurich, the Swiss Life
Network team of around 40 specialists works closely with
its Network partners to win new clients and serve existing
customers.

A key strategic reassessment took place in the year under
review. The Swiss Life Network intends to offer more
products that go beyond pure risk coverage and incorpo-
rate a stronger savings component. The Network’s
international presence will be extended through forging
additional partnerships with local insurance providers.
Beyond western Europe and the USA, there is a special
focus on Asia and eastern Europe, where the Network’s
presence has already been increased during the reporting
period and will continue to develop throughout 2007. 
The Swiss Life Network has set itself the goal of achieving
significant growth in new business over the next three
years, generating annual double-digit growth rates. It will
also continue to intensively manage and expand its 
existing business.

The newly-established Swiss Life Network Board brings
together representatives from Network partners with senior
executives from the Swiss Life Network to discuss devel-
opments in international employee benefits. The aim is to
recognise and analyse trends in the global employee benefit
market early on, and to create suitable responses.

In November 2006, the Swiss Life Network held its second
Asia Pacific Conference. Approximately 100 Network part-
ners, customers and brokers attended the event in Mumbai,
India, exchanging views on regional market developments,
and strengthening the Network’s presence in the Asia-
Pacific region while intensifying cooperation with local
partners.

Swiss Life Network  The Swiss Life Network specialises in employee benefit solutions for

multinational companies. The Network is made up of 52 partners and serves around

430 multinationals in over 60 countries. In the year under review, the Swiss Life Network

generated business amounting to CHF 1.6 billion.
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The dark-shaded areas on the world map represent the
67 countries and regions in which the Swiss Life Network
provides services through its Network partners.
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I was in a world of my own when I played.  I have fond memories of my time at kindergarten. I liked the lively atmosphere.
The teacher gave us a lot of freedom. We were allowed to play alone or in groups and to try out whatever crossed our minds.
However, she always had the overview. I wanted to be like her.





Today I’m a construction manager. I love being outside on the building site. In construction, there are no second chances;
everything must work the first time round. Therefore, the search for the right solution is often very lively, almost hectic.
But there is something playful about it – like in the old days – but in another dimension.

Ingrid Baldinger  works as a construction manager at GMS Partner AG and headed one of Swiss Life’s construction
projects in Zurich.




