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Expertise, proximity, openness, clarity and engagement are the
values we stand for. Values which underpin our perception of
ourselves as an independent Swiss company and which lay the
foundations for a trustworthy and forward-looking life insurance
company.

Building on these foundations, our life and pensions solutions
provide security and offer our clients scope for self-fulfilment,
innovation and entrepreneurship. This year the spotlight

falls on our clients and their insurance advisors as they talk
about how Swiss Life provides independence and security.
After all; values are not just words, they are an integral part of
real life.



Facts and Figures

The Swiss Life Group’s financial year at a glance:

Course of business — The Group generated a net profit from continuing operations of
CHF 324 million - an improvement of CHF 1.5 billion compared to the previous year. The
net profit amounted to CHF 277 million (2008: CHF 345 million) and profit from opera-
tions came to CHF 562 million (2008: CHF -842 million). Return on equity was 4% (2008:
5%) while gross premium income rose by CHF 1.7 billion from the previous year’s level to
around CHF 20.2 billion.

Markets — Swiss Life is a leading life and pensions provider in Switzerland with a market
share of around 27%. It is one of the top 10 European life insurance providers, with 2% of the
market. In the area of international insurance solutions for high net worth individuals,

Swiss Life was able to further reinforce its strong position.

Employees — Swiss Life employs a workforce of 8200 worldwide, with around 7800 full-time

equivalents.
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Shareholders’ Letter

Dear Shareholders

Rolf Dérig

2009 proved an eventful and challenging year for the global
economy. With notable upward trends, the financial mar-
kets began to show signs of recovery from the financial cri-
sis. Investor and consumer trust is also starting slowly to
return. Yet, it would be a mistake to think we can just go
back to business as usual. The financial market crisis has

raised some fundamental global questions for which there

are no simple answers. It has left its mark - on politics and

on the economy - but also on our everyday lives. It is to be
expected that, after the turbulence of recent years, calls for
dramatic change are increasingly being heard. It is also per-
fectly understandable that the general public has become
more mistrustful of the business world. But we must keep
a sense of proportion and not jeopardise the achievements
of a dynamic free market economy with over-regulation or
allow fear and risk aversion to threaten economic and tech-

nological progress.

As a provider of life and pensions solutions for private indi-
viduals and companies, Swiss Life contributes to the stabil-
ity of pension systems in the markets in which it operates.
Our core business for over 150 years of creating a finan-
cially secure future for our clients is one of the central
themes guiding our society. Demographic trends and the

limits on state pensions are forcing governments and their

citizens to take action. Ensuring our financial security is
becoming the personal responsibility of each and every one
of us. Life insurance, with its secure and flexible pensions

solutions, will therefore gain in importance.

Swiss Life has emerged from the financial market crisis in
good shape overall - thanks to our excellent net worth,

our financial stability, our close and diverse client rela-

“The Group has emerged from the financial
crisis in good shape - thanks to our
excellent net worth, our financial stability,
our close and diverse client relationships,

and also the engagement of our workforce.”

tionships, and also the engagement of our workforce. The
strategic cornerstones we set have proven themselves. We
improved our operating results significantly in 2009 vis-
a-vis 2008. Net profit from continuing operations stood
at CHF 324 million, compared to aloss of CHF 1.1 billion
the previous year. Premium volume grew by 9% to
CHF 20.2 billion. The Board of Directors proposes that
the Annual General Meeting of Shareholders approve a
distribution of profit of CH 2.40 per share (previous year:
CHF5).

In Switzerland, we have succeeded in maintaining our
strong position as the leading life and pensions provider.
In France, Swiss Life is participating in a growth market
which offers good opportunities for further development
and, in Germany, we recorded stronger growth than the

competition due to our excellent market position. Our



international business with high net worth individuals
played a substantial role in boosting premium volume,
helping us to increase our share of new business gener-
ated with modern products, and thus reduce our depend-

ence on the financial results. Following its restructuring

“Swiss Life set the course for profitable
growth in 2009. We are not interested in
maximising profit in the short term.

Our goal is to improve competitiveness and

boost profitability on a sustainable basis.”

and reorganisation activities, AWD is now well equipped
to exploit opportunities in financial advisory services for

private clients.

Swiss Life set the course for profitable growth in 2009. We
are not interested in maximising profit in the short term.
Our goal is to improve competitiveness and boost prof-
itability on a sustainable basis. We, in the management
team, thus launched the MILESTONE programme
throughout the Group in 2009. This initiative will bring
substantial changes to key areas of the value chain by
2012. Firstly, we are improving value to customers and
boosting product profitability. Secondly, we are strength-
ening our distribution power - in terms of both the qual-
ity of advice and the expansion of channels. Thirdly, we
are improving our operational efficiency and reducing
costs. Fourthly, we are further strengthening our balance
sheet and our capital base. And, finally, our fifth goal cen-

tres on the disciplined execution of our measures.
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Already in 2009, our employees have succeeded in sub-
stantially improving the company’s economic potential.
This deserves recognition. We would like to extend our
thanks to all our employees for their hard work and

dedication. Rest assured that we, on the Board of Directors

and the Corporate Executive Board, are committed to
ensuring that, in the interests of our clients, investors
and employees, Swiss Life reinforces its position as a key
player in the international life and pensions market going

forward.

|1y

Rolf Dérig
Chairman of the Board of Directors

LN

Bruno Pfister
Group CEO

-—



4 CEO Interview

“We still have many opportunities and a lot of
work ahead of us”

Over the last year, Bruno Pfister, Group CEO, and his management team have successfully

set the course for profitable growth. Swiss Life improved its operational results significantly

in 2009, generating premium growth of 9%. With its MILESTONE programme, the man-

agement team has equipped the company to realise its ambitions, even in persistently

challenging market conditions.

What did 2009 signify for Swiss Life? Swiss Life can look

back on a good financial year in many respects. Our

Group made significant improvements at operational
level compared to the previous year, generating profit
from continuing operations of CHF 562 million, which is
a jump of CHF 1.4 billion. Our Investment Management
division contributed strongly to this, putting in an excel-
lent performance to achieve 3.9%, yet without increasing
Swiss Life’s risk appetite. At the same time, we were able
to boost our equity, increasing solvency by six percentage
points to 164%. In addition, Swiss Life has already made
great progress in curbing costs with its revitalisation pro-
gramme MILESTONE, which was introduced Group-
wide in August 2009. Strict cost management measures
and progress in product development have already pro-

duced pleasing results

“The first half of 2009 still proved extremely
difficult for the global economy and, in
particular, the financial industry. 'm proud
that we, as a company, have overcome this
crisis without needing support from the

government or from the capital market.”

Didn’t the financial crisis rock Swiss Life? We have
emerged from the financial market crisis in good shape,
which, in itself, is an achievement. The first half of 2009
still proved extremely difficult for the global economy,
and, in particular, the financial industry. I'm proud that
we, as a company, have overcome this crisis without need-
ing support from the government or from the capital
market. But we still have a lot of work ahead of us; the cri-

sis did put some strain on Swiss Life.



How exactly? The crisis forced us to take a good, hard look
at our business. We failed to earn our cost of holding cap-
ital in recent years. We sold too many products with too
moderate or inadequate margins and our costs remained
too high. In addition, we did not exploit the full potential
offered by AWD. We have since taken action. We are now
tackling these issues so as to strengthen our position in
the long term and to exploit our opportunities in the

European life and pensions market.

How do you intend to tackle these challenges? The MILE-
STONE programme, which we implemented across the
Group last August, will significantly strengthen Swiss Life
in all key areas of its value chain. It has five main thrusts:

Firstly, we want to enhance our customer value and

“As soon as demand for personal financial
advice picks up again, we will get back on
the road to success with a leaner and more
dynamic AWD Group. Already AWD posted
a positive operational result in the third
quarter and the trend reversal continued

into the fourth quarter.”

improve our focus on modern life and pensions products
with variable guarantees and risk products to boost our
profitability. Secondly, we are stepping up our distribu-
tion activities, in particular third-party distribution chan-
nels and AWD. In the third thrust we are continuing to
work ambitiously at improving our efficiency. Optimis-
ing costs is still an ongoing priority. Fourthly, we are
strengthening our balance sheet by optimising our in-
force business and our use of risk capital. Thanks to
MILESTONE, we paved the way for profitable growth in
2009, which is why the fifth thrust is vital: The long-term
success of the programme depends on the disciplined and
ambitious execution of all initiatives. This is the only way
we can justify the confidence of our clients and the finan-

cial market.
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Criticism rained down on AWD and thus on Swiss Life in
2009. What went wrong? There are many reasons. On the
one hand, the financial market crisis thwarted our plans
for AWD. But we didn’t just sit back and do nothing.
AWD used 2009 to simplify its organisational structures
and to reorganise the business, which greatly reduced its
cost base. In addition, we had to change AWD’s brand
promise following a court judgement in relation to invest-
ments. The fact that our market presence was not affected
by this change is testament to AWD’s strong reputation
and the day-to-day performance of its teams in the mar-
ket. I am thus confident that as soon as demand for per-
sonal financial advice picks up again, we will get back on
the road to success with aleaner and more dynamic AWD

Group. Already AWD posted a positive operational result

in the third quarter and the trend reversal continued into

the fourth quarter.

What makes you so optimistic about AWD? AWD plays a
key role in the implementation of Swiss Life’s strategy. By
acquiring AWD, we significantly strengthened our distri-
bution capacity in the core markets of Germany and
Switzerland. Our figures for 2009 show that we have dou-
bled the volume of new business distributed through this
channel. Furthermore, AWD provides us with access to
Austria and Eastern Europe. After its reorganisation,
AWD will quickly become an important additional source
of earnings. AWD’s commission-based income supports
our new focus away from the interest business to commis-

sion income and risk premiums.



CEO Interview

By 2012 Swiss Life aims to generate 70% of its new busi-
ness through life and pensions products with variable
guarantees and risk products. Why this shift?

Until now we have been strongly dependent on the net
financial result of traditional life insurance business. This
dependence is a huge handicap when faced with situa-
tions such as a financial crisis. Traditional business
strains the balance sheet and ties up a lot of equity. This
is why we want to generate more commission income in
future. This shift diversifies our sources of revenue, sta-
bilises our profits and reduces dependence on the volatile

financial market.

What kind of economic environment do you expect for
Swiss Life in 2010? Although I'm an optimist by nature,
I expect the general economic climate to remain unsettled
in 2010. We at Swiss Life are also bracing ourselves for per-
sistently challenging market conditions. However, we
have survived some difficult times throughout our 150-
year history. I'm sure that, with our excellent workforce,
sound financial strength and strong brand, we will suc-
ceed in driving Swiss Life forward during this financial
year. We have strengthened our management team in
recent years, especially in relation to the 100 or so key
positions within the company. We have achieved this
through a combination of new hires and internal trans-
fers. ’'m confident that this team and all our staff will
work with great determination and discipline to translate

the Group’s ambitions into reality in the years ahead.



Life and pensions solutions are as multifaceted as our clients.
But, regardless of how individual the right solution may be

for each client, all life and pensions solutions aim to create more
independence. They are geared to our personal situations and
empower us to translate our ambitions, plans and visions into

reality.

But the right life and pensions solution is one-of-a-kind, as dis-
tinctive as our advisors. Skilled at identifying the needs of their
clients and their expectations and plans in life, our advisors
always come up with unique pension plans. Discover what unites
Swiss Life advisors and their clients in the photo editorial section
of this Annual Report.
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As a young entrepreneur, I'm responsible
for my staff. So, right from the start,

one of my key needs was to offer my
employees secure pensions. I contacted
the General Agency in Horgen, where

I received simple, straightforward advice,
enabling me to provide my staft with
the best suitable pension plan, despite
my lack of insurance knowledge and
my limited means. And if T have a query,
Manuela Albisetti Stadler’s team gets
back to me with the solution within
24 hours.

Romana Geiges

Swiss Life client, Group Life, Langnau am Albis, Switzerland

In the summer of 2008, Romana Geiges set up the “Zwirgliburg”
créche in Langnau am Albis, which now has a staff of six. The
primary teacher is currently studying pedagogy and environmen-
tal science at the University of Zurich. She has big plans for

the future, hoping to establish a trilingual créche in Zurich,

to expand it into a kindergarten and then into a primary school.




Many people setting up their own busi-
nesses have limited financial resources.

A key element of my job is to show them
that, nevertheless, providing pensions

is still a top priority. For me, it’s important
to build up a relationship of trust with
my clients through regular contact so that
I can deliver the exact solutions and
security they need. Year after year. As with
all my clients, 'm looking forward to

helping Romana Geiges achieve her dreams.

Manuela Albisetti Stadler

General Agent, Swiss Life General Agency, Horgen, Switzerland

Manuela Albisetti Stadler joined Swiss Life in 2001. She has been
working as a General Agent in Horgen for over two years and

looks after around 330 corporate clients and 4600 private clients.

The business woman heads a team of 16 and values the independ-

ence her job provides, plus its regional focus and the proximity

to clients, whose lives she helps shape.
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The insurance industry demonstrated its resilience during the financial crisis. The life

insurance companies’ business model proved its worth in the crisis period. In practice,

the direct insurance and reinsurance business performed as usual, claims were paid

on time and in full, and the state only had to intervene in cases where insurers ran into

difficulties with banking-type operations. Swiss Life successfully positioned itself

as a leading international life and pensions specialist in a sector which proved its durability

under crisis and continues to offer very good prospects for the future. Swiss Life’s

MILESTONE programme is aimed at further strengthening its position in the life and

pensions market by focusing on profitable growth and boosting competitiveness.

STABLE ENVIRONMENT DESPITE FINANCIAL CRISIS —
Notwithstanding the flagging economy, demand for
insurance cover in Swiss Life’s core markets remained sta-
ble. Premium volume in the life insurance market in
France went up by 12% in 2009, compared to the year
before. Premium income also rose in Germany despite the
difficult economic situation, advancing by 7%. In Switzer-
land - Swiss Life’s home market - premium volume
declined slightly due to the large relative share of occupa-
tional pensions, where new business was hard to come by.
Many potential new clients are affiliated with employee
benefits institutions which are reporting a shortfall. Such
gaps in funding make it harder to switch to a full insur-
ance solution from an insurance company. The market
forindividual insurance, on the other hand, showed mod-

est growth in Switzerland as well.

Swiss Life’s cross-border business continued to experience
positive growth, generated above all by insurance solu-
tions for high net worth individuals. In contrast, variable
annuities - unit-linked life insurance policies with guaran-
tees - were hit the hardest by the problems on the capital
markets, falling short of their growth expectations due to

the uncertainties on stock exchanges around the world.

Financial services providers, such as Swiss Life Group
member AWD, experienced a difficult year. However, the
last two quarters of 2009 already indicated that the trend
line had an upward bias again. Both AWD and its main

competitors managed to expand their client base. The
broker channel will also gain in importance in the near
future, boosted from the growth in life and pensions

products.

LIFE INSURANCE SAFE HAVEN IN UNCERTAIN TIMES —
One reason that business in the life insurance market was
less affected by the financial crisis than other sectors is
because, in times of uncertainty, clients have an increased
need for security. The insurance industry’s significant eco-
nomic role in retirement provisions also acted as a force

for the stable development of the insurance market.

GREATER DEMAND FOR INNOVATIONS IN FUTURE —
The life and pensions market will continue to grow in the
long term. This is definitely indicated by the enormous
challenge to Europe’s retirement systems posed by rising
life expectancies and falling birth rates. Meeting this chal-
lenge will require a shift from state-run to increasingly pri-
vate pension systems. If the insurance industry wants to
profit from this development, it will have to offer product
innovations which cover the wide range of client require-
ments more effectively. Innovativeness and a stronger
emphasis on modern life and pensions solutions with
variable guarantees and risk products will be crucial to a
life insurer’s success. Modern life and pensions solutions
do not necessarily mean that the client has to forego guar-
antees, but rather that the costs of the guarantees are

structured in a way that ties up less capital.



DISTRIBUTION AS A CORE COMPETENCE — In the past,
one of the insurance companies’ greatest strengths resided
in their tight control over the distribution channels, espe-
cially by means of their own exclusivity. Over the last
20 years, the insurance sector was affected by a breakdown
of the value chain, which is why innovative distribution
strategies are now increasingly important. They take into
account the market’s requirement for a multi-channel

strategy: Clients want choice.

SWISS LIFE ONE OF THE TOP 10 EUROPEAN LIFE
INSURANCE PROVIDERS — With a market share of close
to 2%, Swiss Life is one of the top 10 life insurance
providers in Europe. The Swiss Life Group operates in
Switzerland, Germany and France. To drive its interna-
tional business forward, Swiss Life has also established
centres of competence in Luxembourg, Liechtenstein and

Singapore, and has set up a sales office in Dubai.

To expand its position as the leading life and pensions
provider in Switzerland and to implement its client-ori-
ented growth strategy, Swiss Life has launched a series of
initiatives. These include strengthening its own sales force,
optimising the distribution organisation, further reduc-
ing the number of general agencies and intensifying its
market development and customer relationship manage-
ment activities. Swiss Life is also intensifying cooperation
with AWD, with the aim of writing around 10% to 15% of
new business in individual insurance through this distri-
bution channel by 2012.

In France, the fourth largest life insurance market in the
world, Swiss Life has a market share of 1.4%. Swiss Life’s
goal in France is to strengthen its position as the leading
provider of life and pensions solutions for high net worth
individuals and to remain the number two in private
health insurance. It plans to achieve this by generating a
higher share of modern products and by giving banks,
brokers and independent financial advisors a greater role

in the multi-channel distribution network.

In Germany, Swiss Life is one of the leading providers of
occupational retirement and disability insurance and
enjoys an outstanding reputation among brokers. Thanks
to its qualification as “best select” partner for AWD in a

number of product groups, there was a strong rise in the
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volume of new business in 2009. Swiss Life in Germany is
pursuing the goal of becoming a profitable provider of life
and pensions solutions with variable guarantees and risk
products by 2012. Besides driving product innovations,
expanding distribution networks and stepping up its
cooperation with AWD, Swiss Life will focus in future on
improving operational efficiency and reducing adminis-

trative costs.

In the growing global business in sophisticated insurance
solutions for high net worth individuals (private place-
ment life insurance), Swiss Life is already one of the lead-
ing providers worldwide. This business area will remain
the major engine of growth and driver of the targeted
shift from traditional to modern products in the Swiss
Life Group in the near future. Swiss Life plans to double

its assets under management by 2012.

Through Corporate Solutions, Swiss Life offers employee
benefit solutions to multinationals and key accounts.
As one of the global leaders in this business, this division
is another growth driver for Swiss Life. Plans are under-
way to systematically expand the global network of client
relationships, thus strengthening growth in its tradi-

tional area.

Swiss Life successfully entered the Austrian market in the
first quarter of 2010 with a business model specifically tai-

lored to private clients.

AWD A KEY PLAYER IN STRENGTHENING DISTRIBU-
TION — Swiss Life is pursuing a multi-channel strategy in
distribution which has proved its worth. AWD is a key
player in this strategy. It is one of the leading “financial
optimisers” in Europe and stands for sustainable, prof-
itable growth. By the end 0of 2010, AWD aims to cutits costs
by EUR 70 million from their 2008 level to improve prof-
itability. The Swiss Life Group has set itself the target of
increasing its share of products distributed through AWD
to 20% to 25% with new, competitive products in all rele-
vant product categories, further product offensives and
improved service. In the process, the independent product
selection by AWD advisors will be safeguarded. As part of
its focus on rapidly expanding core markets in Eastern
Europe, AWD is withdrawing from Croatia and Romania.
In future, the company wants to concentrate in the region

on markets with above-average growth potential.
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MILESTONE SUPPORTS IMPLEMENTATION OF STRAT-
EGY — Swiss Life continues to pursue its ambition of
becoming the leading international life and pensions spe-
cialist. To ensure this can become a reality, even in the wake
of the financial crisis, Swiss Life introduced MILESTONE,
a long-term programme focusing on profitable growth

and enhanced competitiveness.

Five main thrusts lie at the heart of the MILESTONE pro-

gramme:

1. Consistent focus on modern life and pensions solu-
tions with variable guarantees and risk products with
the objective of enhancing customer value and boost-
ing profitability

2. Ambitious leveraging of distribution power

3. Continual improvement in operational efficiency and a
substantial reduction in costs

4. Reduction in earnings volatility and strengthening of
the balance sheet

5. Disciplined execution of measures

All five thrusts are instrumental to the central issue of
adding value: Swiss Life is gearing its priorities to prof-

itable growth.

1. By consistently focusing on modern life and pensions
solutions with variable guarantees and on risk products,
Swiss Life aims, in particular, to enhance customer value
by providing greater flexibility and improved margins. At
the same time, the Group is also ensuring a reduction in

the capital requirements associated with new business.

2. Swiss Life is pursuing a multi-channel strategy in dis-
tribution which has proved its worth. On this basis, the
Group wants to further increase distribution quality and
productivity across the board. Swiss Life is therefore
focusing on independent distribution channels such as
banks, brokers and financial advisors like AWD, in addi-

tion to its own distribution network.

3. The cost savings objective of CHF 350 to CHF 400 mil-
lion vis-a-vis 2008, announced in the context of the 2009
half-year results, has already led to a substantial improve-
ment in the cost base; about half of the cost-cutting meas-
ures have already been implemented. In addition to the
savings announced in August 2009 in Switzerland and at
AWD, Swiss Life in Germany will eliminate the negative
administrative cost result of EUR 25 million. Swiss Life in
France is currently working on an efficiency boosting pro-

gramme to support the growth strategy.



4. A further objective is to reduce earnings volatility, while
strengthening the balance sheet. On the one hand, Swiss
Life is increasing the profitability of its in-force business.
On the other hand, on the investment side, the company is
continuing to work towards the goal of generating stable,

sustainable investment income.

5. Swiss Life is strengthening its internal controlling
process and focusing it consistently on the defined objec-
tives. The Group is also developing a new set of key figures,

by which the company can be measured more efficiently.

Swiss Life has set ambitious goals for 2012 within the
framework of MILESTONE:

-Doubling the new business margin to over 2.2%

- Writing more than 70% of its new business with modern
life and pensions solutions and risk products

~20% to 25% share of Swiss Life products in relevant AWD
product categories

- CHF 350 to CHF 400 million lower costs than in 2008

- Return on equity of 10% to 12%

- Dividend payout ratio of 20% to 40%

Swiss Life — Business Review 2009
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PRIORITIES FOR 2010 SET WITH MILESTONE —
Although the published goals for 2012 have been set, clear
internal interim targets have been defined for all five of
MILESTONE’s main thrusts. Achieving these will be the
top priority for the 2010 financial year.

Shift in product mix
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My business relationship with Fabien Spitz
is sincere and uncomplicated. For me,
independence represents the ability to run
my company and have peace of mind.

As a sole proprietor, I, alone, am responsi-
ble for my staff, so it’s up to me to make
the necessary arrangements. For me,
therefore, a private pension plan is just as
crucial as insuring my business premises.
I can count on Swiss Life to deliver exactly
what I need.

Sandrine Londot

Swiss Life corporate client, Strasbourg, France

Sandrine Londot, from Alsace, owns the wellness studio
“Intemporelle” in Strasbourg’s residential district of Robertsau.
She looks after the well-being of her clients with a range of
services, including traditional facial and body treatments, peelings

and shiatsu therapy.




As a General Agent at Swiss Life, I embrace
the principles of openness and honesty.

To provide the right advice, I need to get to
know each client’s individual situation

in life and to identify the occupational risks
specific to their field. I want my clients

to understand the ins and outs of their
insurance. Swiss Life’s image in France as a
reliable and reputable company helps me
greatly in my work.

Fabien Spitz

General Agent, Swiss Life General Agency, Strasbourg, France

Fabien Spitz joined Swiss Life as a General Agent in 2003 and
has a track record of over 20 years of experience in the insurance
sector. Together with his team, he services the needs of around
3000 clients. Swiss Life’s portfolio in France includes life and

pensions, health insurance and property insurance.
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Results and Course of Business

Result from operations

Summary of Group Results — Swiss Life achieved an annual result from continuing

operations of CHF 324 million in 2009, compared to a loss of CHF 1.1 billion the previous

year. At the same time, the Group increased premium volume by 9% to CHF 20.2 billion.

A financial result of CHF 4.6 billion and a very strong fourth quarter had a positive impact

on the overall result.

CONSOLIDATED RESULT — Swiss Life made significant
improvements at operational level in 2009, increasing
its result from operations to CHF 562 million, up
CHF 1.4 billion on the previous year. It achieved an
annual result from continuing operations of CHF 324 mil-
lion. This corresponds to an increase of CHF 1.5 billion

Gross written premiums, policy
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on the previous year. The net profit, including discontin-
ued operations, stood at CHF 277 million which corre-
sponds to diluted earnings per share of CHF 8.83. This
was impacted by expenses of CHF 47 million in connec-
tion with the sale of Banca del Gottardo. With equity of
CHF 7.2 billion, this produced a return on equity of 4%.
These developments are attributable, on the one hand, to
improved conditions on the financial markets and, on the

other, to the very strong performance of Swiss Life’s
investment management activities. Swiss Life thus
achieved a financial result of CHF 4.6 billion in 2009,
which is a strong improvement over the prior-year figure
of CHF 600 million. In addition, the revitalisation pro-
gramme, MILESTONE, which aims to sustainably boost
competitiveness and improve profitability, is starting to
show results. In particular, there have been significant
cuts in operating costs, after adjustment for restructuring
charges and one-off impacts. However, the overall net
profit is still not satisfactory as the costs of holding capi-
tal were not covered.



KEY FIGURES FOR THE SWISS LIFE GROUP
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Amounts in CHF million

2009 2008 +/-

GROSS WRITTEN PREMIUMS, POLICY FEES AND DEPOSITS RECEIVED 20219 18 515 9.2%
Net earned premiums and policy fees 12135 13 514 -10.2%
Commission income 934 950 -1.7%
Financial result (without share of results of associates) 4588 600 n/a
Other income 159 292 -45.5%
TOTAL INCOME 17 816 15356 16.0%
Net insurance benefits and claims -11884 -12915 -8.0%
Policyholder participation -1539 429 n/a
Interest expense -353 -393 -10.2%
Operating expense -3478 -3319 4.8%
TOTAL EXPENSE -17 254 -16 198 6.5%
RESULT FROM OPERATIONS 562 -842 n/a
Net result from continuing operations 324 -1143 n/a
Net result from discontinued operations -47 1488 n/a
NET PROFIT 277 345 -19.7%
Equity 7245 6652 8.9%
Insurance reserves 122 616 113 308 8.2%
Assets under management 132022 120 364 9.7%
Assets under control 148186 134326 10.3%
Return on equity (in %) 4.0 5.0 -20.0%
Number of employees (full-time equivalents) 7 820 8291 -5.7%

Gross written premiums, policy fees  Direct written premiums

and deposits received by country by type of insurance

4
1
)
] 2

1 Switzerland 37%

2 France 26% 1 Group 37%

3 Germany 1% 2 Individual 51%

4 Other 26% 3 Other 12%
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SEGMENT RESULTS — In Switzerland, Swiss Life achieved
a segment result of CHF 467 million, to which the much
improved financial result of CHF 2.7 billion contributed
greatly. Operating expenses increased vis-a-vis the previ-
ous year due to one-off restructuring charges and other
one-off impacts. However, Swiss Life cut its administra-
tive costs by 13.9% by optimising its processes and by
focusing and reducing its project portfolio. Insurance

operations in France generated a segment result of

Segment result

In CHF million
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Insurance Switzerland
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AWD

Investment Management

CHEF 159 million (2008: CHF 40 million) - due to the con-
siderably higher financial result and positive claims expe-
rience. In Germany, Swiss Life achieved a segment result
of CHF 92 million - up CHF 63 million on the previous
year. Results in the Insurance Other segment, which
includes the growth initiatives in Liechtenstein, Luxem-
bourg, Singapore and Dubai as well as payment protec-
tion insurance, were once again marked by investments.
High operating costs are reflected in particular in start-
up investments such as the product platform in Luxem-
bourg and payment protection insurance. The correspon-
ding segment loss amounted to CHF 43 million in the
period under review. As a result of lower asset manage-

ment income, the Investment Management segment

posted a result of CHF 77 million, down CHF 17 million
on the previous year. AWD reported a segment loss of
CHF 92 million (2008: CHF -41 million), attributable to
one-off and restructuring charges. Adjusted for these
charges, AWD again achieved a positive operating result
in 2009 of CHF 19 million (EUR 12.6 million). AWD con-
tinued to pursue the strategic path set in the third quar-
ter of 2009, returning to profitability in the fourth quar-
ter. This can be attributed to cost-cutting measures,
especially in Germany, and to the fundamental reorgani-
sation of AWD, in particular in Austria and the United
Kingdom.

GROWTH — Swiss Life grew its premium income by 9%
to CHF 20.2 billion in the year under review. Adjusted
for currency effects, this corresponds to 12% growth. A
strong fourth quarter overall contributed to this pleasing
performance. In particular, the Group recorded growth in
Germany and in its international business with high
net worth individuals. In Germany, premium income
climbed from CHF 2 billion to CHF 2.2 billion. Swiss Life
recorded growth in the single premiums business which
was more than twice the market average and also outper-
formed the market in its periodic premiums business,
despite recording a decline. The partnership with AWD
flourished: New business produced through AWD in Ger-
many doubled to around EUR 380 million and in Switzer-
land increased from CHF 11 million to CHF 112 million.
Swiss Life generated an excellent result in the high net
worth individual business, achieving premium volume of
CHEF 5 billion (2008: CHF 2.4 billion). Swiss Life in France
putin a solid performance, particularly in the second half
of 2009. Although total premium volume fell by 3% to
CHF 5.3 billion, an increase of 5% in local currency was
actually realised, after adjustment for a one-off impact. In
Switzerland, premium income declined by 8% to
CHF 7.5 billion which, adjusted for a one-off effect, repre-
sented a fall of 2%. AWD recorded a decline in sales of 17%
- mainly due to the reorganisation of business in Austria
and the reluctance of clients to invest in life and pensions

solutions in the wake of the financial market crisis.



FINANCIAL RESULT — Swiss Life posted a strong finan-
cial result for 2009 with low impairment losses. The high
level of uncertainty on the capital markets brought about
by the financial crisis persisted into the beginning of the
year but eased noticeably in later months. The stabilisa-
tion of the market had a positive effect on the financial
result. Direct investment income came to 3.8%, despite
lower dividend income from equity investments and
reduced income from hedge fund investments. In con-
trast to the previous year, asset changes relevant to the
income statement showed a positive trend. Only a few
impairments were required on the investment portfolio

which were more than offset by realised and unrealised

ASSET ALLOCATION ON FAIR VALUE BASIS AS AT 31 DECEMBER (INSURANCE PORTFOLIO AT GROUP’S OWN RISK)

Results and Course of Business - Summary of Group Results

gains. Taking into account asset management costs, the
net investment return came to 3.9% (2008: 0.3%). The
total investment return of 5.4% (2008: 0.5%) also includes
the asset changes directly reflected in equity. When the
fair value of investments not reported at market value on
the balance sheet is factored in, the overall performance
was 7.5%. Substantially lower credit risk spreads, in partic-
ular, had a positive impact on fixed-income investments.
The reduction in risks carried on the balance sheet in the
second half of 2008 thus proved effective. Despite volatile
market conditions and low interest rate levels, Swiss Life
generated investment income which was significantly

higher than the interest guaranteed to clients.
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Amounts in CHF million

2009 2009 2008 2008
Equity securities and equity funds 3803 3.4% 2335 2.2%
Alternative investments 1958 1.7% 3272 3.1%
Real estate 13284 11.8% 12 662 11.9%
Mortgages 5553 4.9% 5644 5.3%
Loans 12109 10.8% 13355 12.6%
Bonds 70517 62.6% 62350 58.6%
Cash and cash equivalents and other 5387 4.8% 6709 6.3%
TOTAL 112611 100.0% 106 327 100.0%
Net equity exposure 1.8% 0.8%
Duration of bonds 8.5 years 9.2 years

Swiss Life — Business Review 2009
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MILESTONE — With its Group-wide MILESTONE pro-
gramme to boost profitability and efficiency, Swiss Life
set the course for profitable growth in 2009. The Group
presented the programme in detail at its Investors’ Day in
December 2009. MILESTONE is much more than just a
cost-cutting programme. The programme will change key
areas of the value chain. It has five main thrusts: Firstly,
to increase value to customers and boost product prof-
itability; secondly, to leverage distribution power - in
terms of both the quality of advice and the expansion of
distribution structures; thirdly, to improve operational
efficiency and cut costs; fourthly, to further strengthen
the Group’s balance sheet and capital base; finally, the
fifth aim is disciplined execution. The Group has identi-
fied and is resolutely pursuing some 500 initiatives. A
consequence of this disciplined execution is evident in the
improvements in the Group’s costs situation, to which
the Switzerland division and AWD have made a signifi-
cant contribution. Overall, operating costs have already
fallen by around 10%. Swiss Life has also made good
progress in gearing its new business towards modern life
and pensions products with variable guarantees and
also towards risk products. Their share of new business
increased to 60% in 2009.

Margins and the value of new business are still unsatisfac-
tory. Negative trends in the new business margin which
fell from 1.1% in 2008 to 0.9% in 2009 were particularly
disappointing. The value of new business remained flatat
CHF 123 million in 2009, compared to CHF 119 million
in 2008. These two indicators will gain in importance for
Swiss Life, given the MILESTONE goals set for 2012. The
Group aims to achieve a return on equity of 10% to 12%,
increase its new business margin to around 2.2%, improve
its cost base by CHF 350 to CHF 400 million from the
2008 level, pay a dividend of 20% to 40% of the net profit
and achieve 70% of its new business from modern prod-
ucts and in the area of risk coverage. The 520 job losses in
Switzerland announced in connection with MILESTONE
were accompanied by a comprehensive package of meas-
ures, which were worked out with employee and manage-
ment representatives and had already been deployed in
the past. Even though the reorientation process of the
employees in question is still ongoing in some cases,
results are positive, proving that the support measures
have, on the whole, been successful. Swiss Life has already
found a new solution (including early retirement) for
75 of the 221 employees it has supported to date.
146 employees are still participating in the professional

reorientation programme offered by Swiss Life.



CAPITAL BASE — Swiss Life has emerged from the finan-
cial crisis in good shape and has a solid capital base.
Liabilities from insurance operations went up 8% to
CHF 123 billion. Equity attributable to Swiss Life
Group’s shareholders stood at CHF 7.2 billion on
31 December 2009, up 9% on the previous year’s level of
CHF 6.6 billion. The Group solvency ratio on an IFRS
basis increased to 164% at year end, up from 158% in 2008.
The statutory solvency ratio climbed to 190% (2008:
176%) and the assets controlled by the Swiss Life Group
came to CHF 148 billion (+10%).

Swiss Life — Business Review 2009
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I see myself as an intrapreneur - an entre-
preneur within a company. Thanks to the
independence my employer gives me and
the trust I receive from my manager,

I'm able to forge sustainable relationships
with our banking clients. The mainstays
of my business relationship with Swiss Life
are a culture of give and take, combined
with a spirit of openness and discretion.
On this basis, we join forces to create
individually tailored pension solutions
for our mutual clients - whatever their
situation in life.

Carla Zimmermann
Swiss Life partner, Private Placement Life Insurance,

Zurich, Switzerland

Carla Zimmermann joined the Zurich branch of the renowned
banking institution Mirabaud & Cie. in 2006. As an investment
advisor, the up-and-coming manager cultivates relationships with

clients in Switzerland and throughout Europe.




I enjoy working intensively with Mirabaud
& Cie. to create tailored solutions for

each individual client. This calls for hon-
esty, discretion and loyalty - qualities
which Swiss Life and Mirabaud & Cie.
share. It is only through recognising our
clients as unique individuals that we

can establish a relationship of trust which
lasts a lifetime.

Olivier Kramer
Regional Sales Director, Private Placement Life Insurance (PPLI),

Geneva, Switzerland

Olivier Kramer joined Swiss Life’s PPLI unit in Geneva in

October 2009 and advises the banking insitution Mirabaud & Cie.
He has a strong track record in the PPLI area and is dedicated
and committed to ensuring the independence of international

high net worth individuals.
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Segment Reporting — Swiss Life reports its insurance business by country and also discloses

separately the results of its cross-border segments Insurance Other, AWD and Investment

Management. In 2009 Swiss Life generated an overall segment profit of CHF 632 million
(2008: loss of CHF 726 million), to which Insurance Switzerland - at CHF 467 million -

made the greatest contribution.

Swiss Life emerged from the financial crisis in good shape
to present solid results for the 2009 financial year. The
company posted a profit of CHF 467 million in its home
country Switzerland, CHF 159 million in France and
CHF 92 million in Germany. The Investment Manage-
ment segment contributed CHF 77 million to the overall
segment profit, whereas Insurance Other and AWD
reported losses of CHF 43 million and CHF 92 million,
respectively. Gross written premiums, policy fees and
deposits received for all segments increased from
CHEF 18.5 billion to CHF 20.2 billion.

INSURANCE SWITZERLAND — Swiss Life posted a seg-
ment result of CHF 467 million in Switzerland for 2009.
The financial result for the Swiss business recovered
strongly and came to CHF 2.7 billion. Direct investment
income declined slightly on the back of lower hedge fund
distributions and reduced dividend income from equities.
Unlike in the 2008 financial year, which saw impairments
on equities and hedge funds, capital gains performed well
in 2009, contributing CHF 73 million to the financial

result.

Operating expenses increased by 20% to CHF 860 million.
However, this is not representative of the actual costs sit-
uation, as last year’s expenses figure included net deferred
acquisition costs. The 2009 figure was also hampered by
restructuring charges of over CHF 63 million from ongo-
ing efficiency programmes. Administrative costs from
operations fell by 14%, thanks to efficiency improvements
achieved from optimising processes and streamlining the

project portfolio.

According to the Swiss Insurance Association (SIA), pre-
miums in the Swiss life insurance market receded 1.9% to
CHF 27.9 billion. This reflected a 3.6% decrease in group
insurance and a 2.4% increase in individual insurance. At

CHF 7.5 billion, Swiss Life’s premium income remained

at a high level. 77% of the premiums were written in occu-
pational benefits insurance. Premium income in group
insurance declined 3.4% on the prior-year figure, after
adjustment for a one-off impact, lowering Swiss Life’s
market share to 29.6%. Swiss Life grew its premium vol-
ume in individual insurance by 2.0%, bringing its market
share to 19.4%.

In the year under review, the rate of Swiss Life products
distributed through AWD (measured on basis of produc-

tion volume) advanced noticeably to CHF 112 million.

Insurance benefits, including changes in insurance
reserves, fell by 2.0% to CHF 7.9 billion, mainly due to the
reduction in the BVG minimum interest rate from 2.75%
to 2% and to lower savings deposits. The significantly
improved financial result led to a considerable rise in allo-

cations to the reserves for policyholder bonuses.

Despite the decrease in premium volume, Swiss Life
posted a much healthier segment result in Switzerland,
thanks to its enhanced competitiveness and sharper focus

on client needs.

Swiss Life launched an array of attractive products in
2009: The unit-linked endowment insurance Swiss Life
Champion Invest was introduced in the fourth quarter, as
were Swiss Life Protection - a life insurance and/or dis-
ability insurance with an individual risk premium rate -
and Swiss Life Active Win - a pure endowment insurance
combined with a fixed-term deposit. In the second quar-
ter, the company also added a variant of Swiss Life Cham-
pion Duo to its portfolio, offering policyholders the
option of waiving the guaranteed lump-sum death bene-
fit to receive higher savings premiums. In group life,
Swiss Life met the requirement for a more diverse and
flexible product portfolio by offering inexpensive stan-

dard products and customised solutions. In addition, it



further expanded its competency center for autonomous
and semi-autonomous pension funds, which is operated

by Swiss Life Pension Services.

In keeping with the new product range, adjustments were

made to the organisational structure within both the

Results and Course of Business - Segment Reporting

collective foundations. Execution of the measures to
boost efficiency by 2012 is on track and will lead to a fur-

ther reduction in administrative costs.

Segment result Insurance Premiums for Switzerland,
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company and the sales force. Sales managers were also  Switzerland by type of insurance
appointed within the sales force and the number of  incHF million
general agencies was reduced from 58 to 42. The agencies 9001
are now based in key sales regions and have benefited
from investments made in their locations. In 2009, the 600
Swiss Life Group intensified its cooperation with brokers
and focused on boosting its distribution power through 3007
its multi-channel strategy, leading to a considerable rise 0
in business production through brokers (incl. AWD).

-300
For 2010, plans are in the pipeline to introduce additional
modern life and pensions products with variable guaran- 6901
tees and risk products, which tie up less capital and
generate lower costs. Swiss Life also plans to offer topic- 0 RN - 1 Group 77%
based advisory services, to expand its range of advisory § § &8 8 R 2 Indvidual 23%
services for investment funds and pension funds, and to
introduce a new semi-autonomous standard solution for
KEY FIGURES FOR INSURANCE SWITZERLAND
Amounts in CHF million

2009 2008 +/-

GROSS WRITTEN PREMIUMS, POLICY FEES AND DEPOSITS RECEIVED 7518 8172 -8.0%
Net earned premiums and policy fees 7288 7963 -8.5%
Commission income 31 49 -36.7%
Financial result 2704 -25 n/a
Other income 103 292 -64.7%
TOTAL INCOME 10126 8279 22.3%
Net insurance benefits and claims -7 887 -8059 -2.1%
Policyholder participation -806 -112 n/a
Interest expense -106 -141 -24.8%
Operating expense -860 -715 20.3%
TOTAL EXPENSE -9659 9027 7.0%
SEGMENT RESULT 467 748 n/a
Assets under control 73841 70365 4.9%
Insurance reserves 65406 64 462 1.5%
Number of employees (full-time equivalents) 2489 2743 -9.3%

Swiss Life — Business Review 2009
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Segment result Insurance France
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INSURANCE FRANCE — Swiss Life posted a segment
result of CHF 159 million in France on the back of the
considerably higher financial result of CHF 983 million.

Premiums for France,

by type of insurance

In CHF million
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The French insurance market grew on the whole by 9%.
More specifically, an 11% increase was recorded in savings
and pensions products, 4% in health and disability insur-

ance and 1% in property insurance.

KEY FIGURES FOR INSURANCE FRANCE

Swiss Life in France generated premium volume of
CHF 5.3 billion, which represents a 5% rise in local cur-
rency (after adjustment for a sum of CHF 476 million
from the termination of a partnership in 2008). Its sav-
ings and pensions business advanced by 5% (11% in local
currency) and the company again achieved above-average
premium income from unit-linked products. In health
and disability insurance, premiums receded by 3% (3% rise
in local currency). This rise in local currency was mainly
attributable to the synergies gained from its own distribu-
tion network and from brokers, whereas premiums gen-
erated through partner networks declined in 2009. Prop-

erty insurance premiums remained stable.

In 2009 Swiss Life maintained its stable technical margins
in its main business operations. In line with the growth in
premiums, Swiss Life improved its operating expense
ratio, thanks in particular to efficiency improvements
which will be continued into 2010. Swiss Life in France
aims to reinforce its leading position in private life insur-
ance, as well as in health, life and disability insurance, in

particular by expanding its multi-channel distribution.

Amounts in CHF million

2009 2008 +/-
GROSS WRITTEN PREMIUMS, POLICY FEES AND DEPOSITS RECEIVED 5297 5763 -8.1%
Net earned premiums and policy fees 2952 3618 -18.4%
Commission income 77 66 16.7%
Financial result 983 57 n/a
Other income 26 16 62.5%
TOTAL INCOME 4038 3757 7.5%
Net insurance benefits and claims -2135 -2804 -23.9%
Policyholder participation -407 472 n/a
Interest expense -206 -219 -5.9%
Operating expense -1131 -1166 -3.0%
TOTAL EXPENSE -3879 -3717 4.4%
SEGMENT RESULT 159 40 n/a
Assets under control 29127 25399 14.7%
Insurance reserves 23003 20716 11.0%
Number of employees (full-time equivalents) 2194 2241 -2.1%




INSURANCE GERMANY — Swiss Life posted a segment
result of CHF 92 million for Germany in the year under
review. This represents a rise of CHF 63 million vis-a-vis
the previous year, which was impacted by the financial

crisis.

The German life insurance market advanced 7% in 2009.
Swiss Life increased its premium volume by 10% (15% in
local currency) to CHF 2.2 billion on the back of demand
for its multiple award-winning supplementary occupa-
tional disability insurance, as well as the capitalisation
product Swiss Life Cash Growth. Net insurance benefits
and policyholder participation climbed 9% on the previ-
ous year, mainly due to the rise in policyholder participa-
tion to CHF 305 million. Operating costs went up 3% and
new business premiums jumped 110% to CHF 686 mil-
lion. Swiss Life grew its income from new business with
periodic premium products by 5% to CHF 155 million,

reversing the market trend.

In the 2009 financial year, distribution of Swiss Life prod-
ucts through AWD (measured on basis of production
volume) advanced 107% to CHF 574 million.

Swiss Life will broaden its distribution channel mix fur-

ther in 2010. The company is introducing a new service

KEY FIGURES FOR INSURANCE GERMANY
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concept for banks in order to tap into new market poten-
tial and to acquire new target groups for its attractive

single premium business and other solutions. Swiss Life

Segment result Premiums for Germany,

Insurance Germany by type of insurance
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will continue to focus on its traditional strengths in the
growth segment of brokers and multiple agents, as well as

on independent financial services providers.
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Amounts in CHF million

2009 2008 +/-
GROSS WRITTEN PREMIUMS, POLICY FEES AND DEPOSITS RECEIVED 2169 1977 9.7%
Net earned premiums and policy fees 1753 1819 -3.6%
Commission income 24 27 -1.1%
Financial result 862 552 56.2%
Other income 26 17 52.9%
TOTAL INCOME 2665 2415 10.4%
Net insurance benefits and claims -1829 -2 030 -9.9%
Policyholder participation -305 69 n/a
Interest expense -21 -19 10.5%
Operating expense -418 -406 3.0%
TOTAL EXPENSE -2573 -2386 7.8%
SEGMENT RESULT 92 29 n/a
Assets under control 19930 18 873 5.6%
Insurance reserves 19924 19098 4.3%
Number of employees (full-time equivalents) 747 750 -0.4%

Swiss Life — Business Review 2009
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Segment result Insurance Other
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INSURANCE OTHER — The segment Insurance Other
comprises the areas Private Placement Life Insurance

(PPLI), Corporate Solutions, Swiss Life Products (Luxem-

Premiums Other,

by type of insurance

In CHF million
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bourg) S.A. and Payment Protection Insurance (PPI). The
segment posted a loss of CHF 43 million in the year under

review due to investments made in new business fields.

KEY FIGURES FOR INSURANCE OTHER

At CHF 5.3 billion, gross written premiums, policy fees
and deposits received were almost twice that generated in
2008. The results of the two largest units are presented
below.

The PPLI business area specialises in life insurance for
high net worth individuals and has built up a strong pres-
ence in Liechtenstein, Luxembourg, Singapore, Dubai
and Switzerland. It putin an excellent performance in the
2009 financial year, writing CHF 5 billion in gross premi-
ums. This success stems from the recovery of the finan-
cial markets, PPLI’s unique global approach and its inter-
national sales team, which has built up a sound
reputation. Thanks to further growth and strict cost

management, PPLI expects to return a profit in 2010.

Corporate Solutions specialises in global life and pen-
sions solutions for multinationals. In 2009 it met its prof-
itability and premium volume targets by strengthening
its client relationships. With new premium growth of
30%, Corporate Solutions confirmed its position as the
global leader in the market for comprehensive employee
benefit solutions. In 2010 it plans to advance its growth
and profitability, despite the challenging market environ-
ment, by providing attractive solutions geared to the cur-

rent requirements of its clients.

Amounts in CHF million

2009 2008 +/-
GROSS WRITTEN PREMIUMS, POLICY FEES AND DEPOSITS RECEIVED 5263 2639 99.4%
Net earned premiums and policy fees 142 116 22.4%
Commission income 1 1 0.0%
Financial result 40 22 81.8%
Otherincome 4 -4 n/a
TOTAL INCOME 187 135 38.5%
Net insurance benefits and claims -33 -20 65.0%
Policyholder participation -21 -1 n/a
Interest expense -19 -17 11.8%
Operating expense -157 -133 18.0%
TOTAL EXPENSE -230 -171 34.5%
SEGMENT RESULT -43 -36 19.4%
Assets under control 14 612 9297 57.2%
Insurance reserves 14379 9101 58.0%
Number of employees (full-time equivalents) 250 192 30.2%




AWD — The AWD segment posted a loss of CHF 92 mil-
lion for 2009, compared to a loss of CHF 41 million the
previous year. In addition to one-off and restructuring
charges, this figure also includes expenditure for the
amortisation of customer relationship assets taken on in
the acquisition. AWD has been included in the accounts
of the Swiss Life Group since March 2008. As a result, the
previous year’s figures include sales revenues and costs for
only nine months, thus permitting only a limited com-

parison.

In 2009 AWD generated sales of EUR 528.7 million,
which corresponds to a decline of 17%. Sales of unit-
linked products fell by 20% and investment funds showed
a drop of 36% from the previous year’s level. AWD
achieved 10% growth in sales of life insurance and pension
products vis-a-vis the previous year and increased its sales
of private health insurance by 11% and of property and

accident insurance by 21%.

Restructuring measures have already boosted AWD’s
operating result to EUR 12.6 million. A total of
EUR 53.7 million in one-off and restructuring charges
was incurred during 2009 in connection with the reor-
ganisation. EBIT stood at EUR -41.1 million (2008:
EUR 19.7 million). The restructuring measures aim to

return AWD to stable and profitable growth from 2010.

Results and Course of Business - Segment Reporting

Inits core market Germany, AWD merged the back offices
of Horbach and AWD Deutschland GmbH and down-
sized the holding. In the United Kingdom, stricter
requirements under the Retail Distribution Review posed
major challenges to management. The implementation of
regulatory requirements and the deterioration in market
conditions were the main reasons behind the decision in
November 2008 to reorganise AWD UK and to dispose of
business units. The restructuring process in the UK was
completed in 2009 and the region has returned to prof-
itability. The business model in Austria was also
redesigned. Widespread media coverage of court cases
relating to past selling of real estate equities hampered
business here. AWD’s decision to pull out of Romania and
Croatia was based on an inability to achieve critical mass.
The remaining markets in the CEE region continue to be
a growth region for AWD, with future development here
also focusing on profitability.

At the end of 2009, the AWD Group had 5726 fully
trained and registered financial advisors, as well as
2902 trainee advisors under contract. As a result of the
withdrawal from Romania and Croatia, the number of
advisors at the turn of the year decreased by 384 to 5342.
In the year under review, AWD advisors serviced the needs
of 267 777 clients - a rise of 8% - and acquired 173 866

new clients (including Romania and Croatia).
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KEY FIGURES FOR AWD
Amounts in CHF million

2009 2008 +/-
Commission income 789 750 5.2%
Financial result 0 2 n/a
Other income 15 15 0.0%
TOTAL INCOME 804 767 4.8%
Interest expense -4 0 n/a
Operating expense -892 -808 10.4%
SEGMENT RESULT -92 -41 n/a
Number of employees (full-time equivalents) 1554 1749 -11.1%
Financial advisors’ 5342 5937 -10.0%
Advised clients’ 436380 423 188 3.1%

' without Romania and Croatia

Swiss Life — Business Review 2009
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INVESTMENT MANAGEMENT — The Investment Man-
agement segment comprises Group-wide institutional

asset management activities. At CHF 77 million, the 2009

Asset management and other

commission income, Segment result Investment

Investment Management Management
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result is CHF 17 million less than the previous year,

mainly due to lower asset management income. Thanks

KEY FIGURES FOR INVESTMENT MANAGEMENT

to new business and positive trends, assets under manage-
ment increased by CHF 5 billion to over CHF 116 billion.
Insurance assets climbed CHF 4 billion to over
CHEF 106 billion. Assets invested in funds and third-party
mandates rose to around CHF 10 billion. The previous
year’s decline in assets under management was mainly
offset in the year under review. Although substantial cost
savings were again achieved in the 2009 financial year,
expenses remained on a par with last year because of the

large investments made in modern infrastructure.

The Investment Management segment implemented
measures to further improve efficiency in the year under
review. It outsourced management of its Swiss mortgage
portfolio, centralised management of its Group-wide
third-party mandates and stepped up its cooperation
with insurance units on product development and distri-
bution. For instance, the Swiss Life Investment Founda-
tion in Switzerland now offers its clients the opportunity
to invest in real estate products.

New asset management applications were introduced in
Switzerland at the start of 2010. Within the framework of
MILESTONE, the segment’s top priorities for the current
year are to expand and optimise all associated processes
and to further advance its third-party business.

Amounts in CHF million

2009 2008 +/-
Commission income 253 265 -4.5%
Financial result 3 4 -25.0%
Other income 1 4 -75.0%
TOTAL INCOME 257 273 -5.9%
Interest expense 0 0 0.0%
Operating expense -180 -179 0.6%
SEGMENT RESULT 77 94 -18.1%
Assets under management' 116 411 111 519 4.4%
Number of employees (full-time equivalents) 582 613 -5.1%

' incl. intragroup assets
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Swiss Life’s success is built on the trust clients, partners, staff and shareholders place in the

company. Their trust stems from the high quality services delivered and is reinforced by

Swiss Life’s commitment to responsible corporate conduct which transcends its actual field

of business. To achieve sustainable success, a motivated workforce, a recognisable

and credible brand and a strategy in step with social developments and needs are crucial.

HUMAN CAPITAL— A key factor in a company’s success is
the extent to which its employees go the extra mile and are
committed to the company. To further strengthen its
staff’s engagement and affinity with the company, Swiss
Life launched and implemented a series of initiatives in
2009, focusing on cultivating the performance culture
within the organisation and on Swiss Life’s commitment

to being a responsible employer.

Swiss Life’s success essentially depends on a highly skilled
workforce showing above-average engagement. With this
in mind, all human capital management measures are
geared towards positioning Swiss Life in the market and
vis-a-vis the workforce as a responsible and attractive
employer. In doing so, Swiss Life consistently applies the

corporate strategy and corporate values.

PERFORMANCE CULTURE — As part of the MILESTONE
programme, a Group-wide initiative entitled “My Mile-
stones” was launched in the fourth quarter of 2009. Its
aim is to accentuate Swiss Life’s values and employee
competencies so as to strengthen the performance cul-
ture. This is because the company recognises that the con-
tribution of each and every employee is crucial in success-
fully driving the corporate strategy forward. And the
desired mindset and behaviour defined in the corporate
values are vital in achieving this. Clear and open commu-
nication nurtures a relationship of trust, which fosters
closer and more effective cooperation. In addition, a
deeper understanding of the processes and activities
equips employees to perform their tasks more efficiently.
To address these issues, every country and market unit
within the Group haslaunched a programme of measures

specifically tailored to their individual needs.

Swiss Life — Business Review 2009

ENGAGEMENT — In 2009 the Swiss Life Group revised
the concept and design of its employee survey, strictly
aligning it to the corporate strategy. A commitment index
showing how strongly employees feel an affinity towards
Swiss Life is now also used to measure the value “engage-
ment”. Engagement encompasses three components:
Engaged employees speak positively about the company,
are committed to the company and go the extra mile.
Companies which have a high engagement rating are

more successful than their competitors on the market.

To date, the new survey has been carried out in France,
where the 2009 engagement value came to 43%. The Euro-
pean financial industry benchmark shows an average
value of 49%, with the top quartile scoring much higher
at 71%. The peer comparison values indicate that there is
room for improvement. Plans are underway to implement
appropriate measures next year focusing on issues which
positively impact on the engagement value and which the
employees surveyed frequently cited as requiring improve-

ment.

31



32

Employees (full-time equivalents)

Other Success Factors

TALENT DEVELOPMENT — Swiss Life has a strong track
record of offering opportunities for further development
to employees and management on an ongoing basis,
thereby enhancing employee loyalty. Swiss Life continu-
ally opens up new perspectives for employees and man-
agers who demonstrate a high level of performance and
the required potential. Employees who have been selected
for a management career are decentrally managed in tal-
ent pools and prepared for their future roles with various

training modules.

Swiss Life employees by
country and AWD
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Total 7820 full-time equivalents as at 31.12.2009
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6 Other 23
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In addition, specific training measures are in place for
managers destined for senior management roles at Swiss
Life Group level. In a series of five modules, participants
from all countries and units work on strategically relevant
subjects such as self-management, client orientation,
financial management, strategy and cross-border and
cross-divisional cooperation. In 2009, 4 of the 19 partici-
pants were women. The retention rate among the past
participants at senior management level currently stands
at 90%.

SOCIAL PARTNERSHIP — Cooperation with the Europa
Forum (European works council) was again stepped up at
Swiss Life Group level and in Germany and France in
2009, with intensive dialogue and an in-depth exchange
of information taking place. The Europa Forum was
founded in 1996 and is based on one of the most far-

reaching agreements in Europe.

In August 2009 the company launched an extensive series
of measures, including a cost-cutting programme, to
improve its competitiveness by driving profitable growth.
Swiss Life has thus introduced initiatives in all its markets
to boost client orientation, efficiency and profitability. A
large proportion of the savings envisaged under the cost-
cutting programme are being achieved at AWD and the

Swiss Life Group’s Swiss Division.

In this connection, around 520 job reductions will be
made in Switzerland by 2012. The job reduction process
has been carefully planned. To support its implementa-
tion, Swiss Life has introduced a programme of measures
which were worked out with the social partners and
which have been in force since 1 January 2005. Natural
fluctuation and the possibilities offered by flexible work-
ing hour models were exploited, and the staff affected
were individually assisted and supported with their pro-

fessional reorientation by a team of experts.



RESPONSIBLE CORPORATE CONDUCT — Swiss Life is
committed to helping people create a financially secure
future. This commitment goes beyond the scope of its
actual business activities. Swiss Life commits itself
socially, involves itself in political debate and is mindful
of its carbon footprint. It sees itself as looking to the long

term with the focus on the individual.

Clients, partners, employees and shareholders place their
trust in Swiss Life. Responsible corporate conduct is part
and parcel of Swiss Life’s culture and is based on five cor-
porate values which guide employee behaviour: expertise,
proximity, openness, clarity and engagement. Adherence
to these principles is a prerequisite for legally and ethically
correct business conduct and for financial profitability. It
is also, however, central to Swiss Life’s social, political and

environmental commitment.

SOCIETY — In 2009, the Perspectives Foundation, which
Swiss Life founded on the occasion of its 150th anniver-
sary in 2007, donated approximately CHF 1 000 000 to
support charitable initiatives in health, science, educa-
tion, culture and sport, as well as humanitarian causes.
One of the institutions supported in 2009 was the
ENTERPRISE Foundation which awards the ENTER-
PRIZE for exemplary corporate behaviour in occupa-

tional training.

In France, the Fondation Swiss Life commenced its activ-
ities in 2009. The foundation focuses on projects and
commitments in the field of health, supporting for
instance the Institut Curie, a hospital and research facil-
ity devoted to the fight against cancer. The foundation
also supports other charitable projects which are man-

aged by Swiss Life employees.

Since 2007, Swiss Life in Germany has been supporting
the Nicolaidis Foundation, a non-profit organisation for
widows, widowers and their children. In particular, the
foundation supports children’s and youth projects with a

focus on creativity and experiential learning,.
Last year, the Private Placement Life Insurance unit dis-

pensed with gifts for business partners and instead

donated a large sum of money to the Lo Tedhal hospice
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in Brazil which provides treatment for pain and palliative
care to advanced cancer patients and aims to give them a

better quality of life.

The AWD Group has committed itself for many years to
social, scientific and cultural causes. The AWD-Stiftung
Kinderhilfe Foundation, established in 1991, is essentially
run by AWD Group advisors and employees, and helps
improve the life chances and development opportunities
of disadvantaged children. The foundation continued its
major medical aid project in West Africa in 2009. The
Noma project in Sokoto is dedicated to the education and
surgical rehabilitation of victims of a disease caused by a
mixed infection which results in serious facial defects.
The AWD-Stiftung Kinderhilfe Foundation also funded
life-saving operations in collaboration with other founda-
tions, and supported important projects in Kyrgyzstan,
the Czech Republic and Slovakia. The foundation was

also active in Germany, Austria and Switzerland.
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POLITICS — For retirement provisions to function effec-
tively, account must be taken of current demographic and
economic challenges. Thus, Swiss Life is involved at vari-
ous levels of the political debate. Swiss Life also supports
politically active employees who volunteer for public
office, thus helping to strengthen the tradition of provid-

ing service to the community.

In Germany, at the Salon Palais Leopold series of events
held several times a year in Munich, decision makers from
the worlds of business, politics, academia and the media
engage in regular dialogue on key social and political
issues. Since 2007, Swiss Life has provided a platform for
dialogue at its Munich Specialist Forum series of events
for corporate clients, business partners and experts work-
ing in the occupational pensions field. The third German
Swiss Life Pension Day in October 2009 also enjoyed
broad public interest.

ENVIRONMENT — Swiss Life has been committed to con-
serving natural resources for many years. The company is
a founding member of the Swiss Climate Foundation
which supports energy efficiency enhancement and cli-
mate protection measures in small and medium-sized
companies (SMEs) in Switzerland. As a member of the
Energy Model Zurich, Swiss Life aims to increase energy
efficiency in its Zurich location by at least 1.5% per year
and to steadily reduce its energy consumption and emis-
sions. Since 2006, Swiss Life has been using power from
renewable energy sources, enabling it to reduce its CO,

emissions by 4650 tonnes.

Another environmental initiative was the installation of
efficient water supply fittings in the Zurich offices at the
end of 2009, enabling Swiss Life to save five million litres
of water per year. Saving water is also important at rental
properties. As the leading real estate owner in Switzer-
land, Swiss Life fitted registering devices to calculate
usage-based water costs in almost 10 000 of its rental
properties in regions with high water costs over a period
of five years. Studies show that water consumption has
been reduced by an average of 20% as a result. Energy effi-
ciency is very important in new buildings too. Two proj-
ects, the “Gerstenpark” in Rheinfelden, Canton Aargau,
and the “Trio” residential and commercial development

in Dietikon, Canton Zurich, were built in accordance with

the MINERGIE certification standard for low-energy
buildings.

Swiss Life in France has committed itself to the recom-
mendations of the Charte de Développement Durable
(Charter for Sustainable Development). Since 2008, Swiss
Life in Germany has been taking part in the climate pro-
tection programme “ECOPROFIT” - a joint initiative of
the city of Munich and the Chamber of Commerce and
Industry, and was designated a “Miinchner OKOPROFIT-
Betrieb” (Munich ECOPROFIT-certificated company) for
its exceptional commitment to corporate environmental
protection. As a result of sustainable economic activities,
Swiss Life was able to save approximately 91 000 kWh
of energy atits Munich location during 2007-2008, reduc-
ing CO, emissions by 58.3 tonnes. This corresponded to
cost savings of more than EUR 500 000. The successful
sustainable measures included in the ECOPROFIT proj-
ect were continued in 2009 and supplemented by further

initiatives.

Sustainability is also gaining in importance in investment
operations. In Switzerland, the Swiss Life subsidiary
Swiss Life Asset Management, in collaboration with SAM
Sustainable Asset Management, has been offering sus-
tainable investments since 2005. This investment con-
cept, using mixed mandates for institutional investors,
selects both equities and bonds for their economic, eco-
logical and social added value. In addition, Swiss Life
offers a sustainable fund Swiss Life Fund (LUX) Equity
Global Sustainability, and its unit-linked life insurance

includes three sustainable fund portfolios (Eco).



BRAND MANAGEMENT — 2009 has shown once again
that, in all markets, Swiss Life is a solid brand whose val-
ues and Swiss origin act as important door openers. In the
year under review, a new brand promise has been devel-
oped to underscore Swiss Life’s forward-looking attitude
and to further focus its positioning. Sponsorship com-
mitments boost the recognition value and relevance of
the Swiss Life brand.

SwissLife

The future starts here.

In a fast-moving market environment with ever fiercer
competition, brand identity is a major factor for success.
A strong corporate identity offers key competitive advan-

tages.

Since its introduction at the start of 2004, development
of the Swiss Life brand has been very positive in all mar-
kets, as reflected in the brand’s recognition value and reg-
ular image surveys. When breaking into new markets too,
the brand, combined with its Swiss origin, has been
shown to wield great power and to be an important door
opener. The established AWD brand is managed as before

as an independent brand.

BRAND PROMISE — Introduced in 2009, the brand prom-
ise (known in the trade as a “claim”) is: “The future starts
here.” People are concerned about the future. They want
to be prepared for all eventualities, while maintaining
their independence in order to realise their plans, dreams
and wishes. The new claim is a call to take control of the
future. At the same time, it is the brand promise which
Swiss Life delivers and demonstrates in daily contact with
its clients. The claim also radiates the self-confidence of a

strong and forward-looking brand.
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BRAND POSITIONING — Based on its Swiss origin, its
over 150 years of experience and its expertise as a life and
pensions specialist, Swiss Life offers its clients long-term
and flexible solutions for a secure future. The Swiss Life
brand is founded on the qualities of expertise, future ori-

entation and, in particular, trustworthiness.

VALUES — With its corporate values of expertise, proxim-
ity, openness, clarity and engagement, Swiss Life is com-
mitted to a professional, personal and comprehensible
corporate culture - with respect to its clients, staff, share-

holders and society.
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