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We aim to become a leading international specialist for risk, 
life and pensions solutions. The values we stand for are expertise,
proximity, openness, clarity and engagement. These values 
represent a promise to our clients. We are committed to helping
them create a financially secure future.

The kind of future you will have largely depends on the decisions
you make at key points. The pictures in this year’s Business
Review portray people at critical moments in their lives as they
face a crucial decision: The future starts here.



Facts and Figures

 Swiss Life/AWD

 Swiss Life

 AWD

Karte Leistungsgebiete

The Swiss Life Group’s 2010 financial year at a glance:

Course of business — Swiss Life more than doubled its net profit in 2010, from CHF 277 million
to CHF 560 million. The main reasons for this very good result are improvements at 
operational level, a reduction in costs and an outstanding investment result. The Group
achieved profitable growth in all key markets and reported a premium volume of
CHF 20.2 billion. By comparison with the previous year, this represents a currency-adjusted
growth of 4%. Thanks to the MILESTONE revitalisation programme, Swiss Life has 
made further substantial progress in improving margins and in capital management. Return 
on equity improved from 4.0% to 7.6%.

Markets — Swiss Life is a leading life and pensions provider in Switzerland with a market
share of 26%. It is one of the top ten companies in the European life insurance market. 
The company is also one of the leading providers in the global business for high net worth
individuals.

Workforce — 8100 employees, accounting for about 7500 full-time positions, were working
for the Swiss Life Group worldwide at the end of 2010.K
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Financial result

In CHF million
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1 Switzerland 2 732
2 France 2 255
3 Germany 792
4 Luxembourg 124
5 Liechtenstein 91
6 Other 44
7 AWD 1 445

Swiss Life employees

by country and AWD

Total 7483 full-time equivalents as at 31.12.2010
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2 Shareholders’ Letter

2010 proved a very successful year for Swiss Life. The
results speak for themselves and confirm that we have
made substantial progress. As a Group we are steadily
expanding our entrepreneurial scope.

Swiss Life achieved a net profit of CHF 560 million, which
was more than double the previous year’s figure. Improve-
ments at an operational level, disciplined cost and margin
management, and a strong investment performance all
contributed to this very good result. In particular, we have
made significant progress in increasing our new business
margin. This rose from 0.9% to 1.4%, despite historically
low interest rates and an unfavourable exchange rate with
the euro. Furthermore, with a continued emphasis on
profitable growth, we grew in all key markets. Overall our
achievements in the past year represent an important
milestone on the path towards our goals for 2012, but we
still have a lot of work ahead of us.

Our claim, “The future starts here.”, represents our prom-
ise as a company. It expresses our commitment to do
everything we can to ensure a secure future for our clients,
our employees and our shareholders. We also accept our
socio-political responsibility. Through our work we make
an essential contribution to people’s financial security
and independence. This not only makes good sense, it 
is actually enormously important for society. Global
demand for the type of solutions we offer is growing – as
a result of demographic developments and also due to the
increasing importance of private life and pensions solu-
tions, as state pension funds come under rising pressure.

Despite a promising outlook in general, major develop-
ments will pose a challenge to our industry in the coming
years. Regulatory changes will have an impact on our
products and services at all levels. For example, the risk-
based solvency requirements embodied by the Swiss 

Rolf Dörig and Bruno Pfister

Dear Shareholders
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Solvency Test (SST), in force since January 2011, have
major implications. An analogous solvency model (Sol-
vency II) is set to come into force in Europe in 2013 at the
earliest. We certainly welcome its introduction, but it is of
crucial importance for the Swiss insurance industry that
the SST is construed in a reasonable manner and coordi-
nated with the European model. And this is what we are
advocating at Swiss Life.

Operational excellence is indispensable if we are to remain
competitive in the attractive life and pensions market.
Along with cost efficiency, improvements in service qual-
ity and faster product launches are essential. Swiss Life
will also make further developments in its range of prod-
ucts and innovative services, as the new capital require-
ments cause insurers to reduce guarantees on their bal-
ance sheets. Nevertheless guarantees respond to a real
customer need, particularly in uncertain times, and this is
where innovative solutions come in.

Shareholders’ Letter
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A key factor for our industry remains the quality of our
client relationships; this is what determines future
growth. We want to develop our multichannel strategy
into an important competitive advantage. The distribu-
tion of innovative products requires more than just a
good salesperson. Clients would like to have advisory
services further stepped up and to be optimally supported
over the years. Everything we do is based on trust. In an
ever more complex world, trust is increasingly becoming
a prerequisite for success.

Swiss Life and its committed and dedicated employees are
extremely well equipped to take advantage of the oppor-
tunities offered by these developments. Our Group
stands for expertise, openness, engagement, proximity
and clarity. With a tradition going back over 150 years. We
sincerely appreciate the trust and support of you our
shareholders, and we look forward to working together
with you to build a successful future for Swiss Life.

Rolf Dörig
Chairman of the Board of Directors

Bruno Pfister
CEO

“Through our work we make an essential
contribution to people’s financial security
and independence. This not only makes
good sense, it is actually enormously
important for society.”



4 CEO Interview

Swiss Life put in a strong performance for 2010. What do
you personally see as its biggest success? I was particularly
happy with one figure that didn’t seem to have a high pri-
ority for financial analysts or the media. A survey last
autumn found that 56% of our employees are highly com-
mitted to our company, and are ready to go the proverbial
“extra mile”. In other words, Swiss Life’s employees show a
level of engagement above the average for the European
financial industry. This is all the more significant because
the challenging market and changes in the company in
recent years have demanded a considerable amount of pro-
fessionalism, flexibility and engagement from all our
employees. I am proud of them.

In what sense? They represent Swiss Life and hold the key
to market success. With our MILESTONE revitalisation
programme, we are ensuring that Swiss Life will sustain-
ably boost its competitiveness and achieve profitable
growth. It is entirely thanks to our employees’ engagement
that we have made such great progress with MILESTONE.
The programme has already changed the way we run our
business. Our employees played a major role in bringing
about these changes, and often initiated them. This
deserves the greatest recognition.

“The recipe for success: hard work”

Bruno Pfister, CEO of the Swiss Life Group, looks back on a successful 2010. He sees the
operational improvements, higher earning power and undiminished strong customer
presence as just one stage victory along the challenging road to 2012. For him it is clear 
that there can be no sustainable success without employees’ engagement.
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With a doubling of profits to CHF 560 million, you and
your teams have delivered a strong performance. Will you
achieve the 2012 goals earlier than planned? Of course we
are delighted with the good result. As the management
team, however, we must be aware that the figures are no
more but also no less than an initial stage victory, impor-
tant though it may be. The disciplined implementation of
our plans and resolute reduction of costs are now paying
off. But there are still a few challenges lying ahead on the
path we have taken with MILESTONE. And we also do not
expect the markets to provide us with much of a tailwind
in the year ahead. Our goals for 2012 continue to present a
challenge – so we see no reason to adjust them now.

Which figures best reveal the progress Swiss Life has
made? Besides the notable rise in income compared with
the previous year, I am particularly happy with another fig-
ure: The new business margin was raised from the previous
year’s 0.9% to 1.4%. And this despite the negative impact of
lower interest rates and the weakening of the euro against
the Swiss franc. The cost reductions and the development
of a systematic approach to margin management were
mainly responsible for this. An outstanding achievement.

Investors take a sceptical view of the insurance industry
and of life insurers in particular. Why is this? There is no
doubt that the repercussions of the financial crisis are 
still being felt. The fact that the insurance industry came
through the crisis reasonably well has not eradicated
investor scepticism. The relatively low stock market valua-
tion of life insurance companies is due to two factors. One
is the historically low level of interest rates. This dulls the
appetite for life and pensions products and makes it very

difficult to generate appropriate investment returns with-
out taking on too many risks. In addition, there are uncer-
tainties about how the new solvency regulations for com-
panies will be implemented. In Switzerland, this refers to
the Swiss Solvency Test (SST), and in Europe, Solvency II.
Investors do not like uncertainty.

Swiss Life satisfies the SST. What’s the problem? In prin-
ciple, we welcome the introduction of the SST. Compared
to the previous rules, under Solvency I, it definitely repre-
sents progress. It is more comprehensive and more explicit
on how to assess a company’s risk capacity. Nevertheless,
we do not yet agree with the approach taken by the regula-
tors to the SST. Our views are not fundamentally different,
but the calibration of the model is an issue. Some of the
valuation approaches do not make sense. Also, its launch
would seem to be a little premature. The counterpart to the
SST at the European level, Solvency II, will not be intro-
duced until 2013, at the earliest. This puts the Swiss insur-
ance industry at a disadvantage.

Is it not true that the risk to the customer is reduced by
having a stricter SST? Absolute security is an illusion.
More stringent regulations do not automatically mean a
more secure system. For instance, if you want to get
absolute security in aviation, you need to ground all the
planes. Exaggerated regulation could force private insur-
ance out of certain lines of business, because the economic
rewards are gone. Private insurers like Swiss Life have an
important role to play in society. Our solutions offer our
clients protection for such risks as death, disability and
longevity. If we stopped offering this possibility, these risks
would not vanish from the system. Instead, there would be
an even greater risk burden on the individual. Even on
those unable to bear the risk themselves. This is how social
problems arise, which ultimately have to be resolved by the
public as a whole. By this I mean the taxpayers.

AWD had already returned to the profit zone at the end
of 2009. Last year provided confirmation. What’s the for-
mula for success? AWD delivered a strong performance in
2010. This can be seen in the company’s earning power and
its operational improvements. In this regard, AWD is a 
step ahead of the competition among financial services
providers. And surveys show that customers also have a
high regard for AWD. AWD is on target. What the new

“Swiss Life’s employees show a level of
engagement above the average for the
European financial industry. This is all the
more significant because the challenging
market and changes in the company in 
recent years have demanded a considerable
amount of professionalism, flexibility and
engagement from all our employees.”
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management has accomplished in the last two years
deserves the greatest respect. The formula for success is
simple: hard work and a systematic approach.

Still, AWD keeps getting a bad press. How come? It is not
today’s AWD which is attracting the bad headlines. These
refer far more to transactions from years ago involving
investments which were sold in the nineties and which did
not perform as expected. Allegations made in Austria that
AWD provided misleading advice are unfounded. This has
already been confirmed in various court cases. AWD is reg-
ularly honoured by independent institutes for its service
and the quality of advice it provides. One of the most
highly recognised surveys in the German market recently
gave AWD an above-average rating for customer satisfac-
tion and an outstanding price-performance ratio. More-
over, AWD recently earned a top ranking in “Germany’s
greatest service survey of all time”. AWD was found to be
offering the best customer service of all the financial ser-
vices providers.

How will Swiss Life ensure its success in the years ahead?
We will continue to rely on the disciplined execution of our
strategy and goals. Swiss Life has great opportunities in the
life and pensions market. The most important trends
which play a role in this regard remain unchanged. For one
thing, with a rapidly ageing population, pension solutions
are gaining in significance. For another, states are increas-
ingly unable to finance pension systems to support their
citizens after retirement. The gap has to be filled by private
pension solutions. That’s our market, and it’s where we
want to further expand our position. We aim to become a
leading international specialist for risk, life and pensions
solutions. We are committed to helping our clients create
a financially secure future. For life.

“Absolute security is an illusion. More
stringent regulations do not automatically
mean a more secure system. For instance, 
if you want to get absolute security in
aviation, you need to ground all the planes.”



Moments
of decision
Every single day there are decisions to be made, and what we
decide will sometimes change our lives. The following portraits
are of people facing immensely difficult choices – whether 
to emigrate or stay in Switzerland, whether to switch to organic
farming or carry on with traditional methods, whether to
donate half their liver or not.

The cover photo shows Dominic Beschle, entrepreneur,
wrestling with the decision of whether or not to expand 
into South America and Asia. He comes from a long line of
Basel confectioners. None of his forebears ever thought of
expanding the business abroad. What if the São Paolo venture
should fail?



Should he switch
to organic farming?

Rudolf Speiser, farmer, Anwil, Switzerland

Rudolf Speiser and his sons have a decision
to make. 22 years ago the farmer followed
his pioneering instinct and started to 
breed Aberdeen Angus cattle. What he 
now decides will again impact his family’s
livelihood for generations to come.





Should she donate part
of her liver to her mother?

Nicole Jäger, mother of three children, Wetzikon, Switzerland

It’s not an easy decision for Nicole Jäger.
The surgeon at the university hospital told
her that her liver would regenerate. But if
she goes ahead and her children should
then ever need a liver graft, she would not
be able to donate a second time.





Dare he break
the family tradition?

Dominic Beschle, entrepreneur, Basel, Switzerland

He comes from a long line of Basel 
confectioners. None of his forebears ever 
thought of expanding the business 
abroad. The chocolatier faces the decision 
of whether or not to invest in the 
markets of South America and Asia.





Will she get
the starring role?

Nadia Tereszkiewjcz, dancer, Cannes, France

Nadia has stage fright. The moment she
steps out from behind the curtain, the jury
will decide the course of her budding
career. This up-and-coming young dancer
is competing for the part of Giselle at the
Palais des Festivals in Cannes.





Should he put
a small business at risk?

Jörg Rathemacher, judge, Gotha, Germany

The judgement he must pronounce will
have far-reaching consequences. If he 
rules that construction was f lawed, skilled 
workers will lose their jobs.










