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New business margin > 2.2%
> 70% of NBP from modern and risk 
products

CHF 350–400 m reduced cost base 
vs 2008

ROE 10–12%
Dividend payout ratio 20–40%
Comply with SST / Solvency II 
requirements

MILESTONE: 
Managing for value at Swiss Life

Enhance 
customer value & 
new business 
profitability

Improve 
operational 
excellence 

Preserve the 
balance sheet & 
optimise in-force 
business

Objectives

1

3

4

Workstream

Drive 
disciplined 
execution
Reporting on 
achievements, 
challenges, 
and actions on 
ongoing basis

5

Status

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

Increase 
distribution 
quality and power

2

Introduction
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Negative economic effects on new business 
margin compensated
New business margin development (VNB as % of PVNBP)

Interest rate effect and MILESTONE 
impacts influencing margin development

Negative economic effects

Lower interest rates

Higher volatilities

No liquidity premium at FY09 and HY10

Positive MILESTONE impacts

Group-wide cost savings initiatives

Repricing and lowering profit sharing for: 
CH, DE, PPLI
Shifts in product mix
- CH: shift to modern products
- FR: increased share of UL2) within Life
- DE: higher share of risk products

Higher sales volumes and related scale 
effects: PPLI, FR, DE 

1) Incl. liquidity premium of 50 bps for CH, FR, DE & Lux
2) Unit-linked

1. New business profitability

HY10Economic 
effect

1.2%1) 1.0%

0.9%

FY09 Operating 
effect

HY09

0.7% 0.9%

Target 
2012

2.2%
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P&C product 
idea

New Funds 
UL

Health 
product idea

Pension 
solution 

product idea
SL 

Champion 
Timeplan

SL 
Champion 

Uno

Premium 
Junior Plan

Product idea

Modern 
products

Riester 
cancellation 
protection

Structured 
products

Risk onlinePeriodic 
premium 

product idea

Mortgage 
product idea

Single 
premium 

product idea

Savings 
product idea

Annual 
premium 

product idea

Capital 
product idea

3a product 
idea

ImplementationProduct 
design

Pricing, 
business case LaunchMarket 

assessment
Tracking (review
& lessons learned)

Stage I Stage II Stage III

Create value to customer
Implement product strategy
Initiate risk management

Validate business case
Optimise profitability by 
source

Facilitate successful launch
Manage product life cycle

Product project

Disciplined product development process

Lifeplan 
(GLWB1))

Modern 
Riester

New fund 
concept 
Vitality

Annuity 
products

Risk 
products

1. New business profitability

SL Premium 
Select

Timeplan 
short 

deferment

Objectif 
décembre 

2010

Improved 
German DI2)

1) Guaranteed Lifetime Withdrawal Benefit   2) Disability Insurance   3) Options & Guarantees

Timeplan 
adjusted 
O&G3)

Annuity 
idea
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Adjust loadings when necessary

Reduce sales cost

Increase volumes for profitable 
products

Push profitable risk riders

Strict underwriting discipline 

Structure options and guarantees 
so that customers recognise their 
value

Weed out unprofitable products

Enhance new business profitability by  
diligently addressing all levers

Sales costs

Expenses

Distribution 
channels

Profitability Options

1. New business profitability

Major action fields

Value tree

Management 
rules (e.g. 
surplus)

Insurance 
risk

Guarantees

Capital 
markets

MarketingVolume

Commission

New 
business 

value

Product 
design/
benefits
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Selected product version is an optimal balance between customer value and profitability, also when taking 
competitors offerings into account 
This allows us to generate substantial volume at an optimal profitability level
To counteract economic environment previously identified contingency measures are executed e.g.: 
Increase of issuing commission and reduction of equity quota in underlying funds as of December 2010

Balancing customer value and new 
business profitability

1. New business profitability

Case example Swiss Life Switzerland: New modern product

Swiss Life 
profitability

Customer value

Hurdle rate

Increase 
fees

Increase customer 
options Balanced

customer value & SL 
profitability

Hurdle rate

Increase fee & 
customer options

Chosen parameters Alternative parameters

That’s marketing!

Distribution favours this!

Actuaries favour this!
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Margin management to increase 
profitability of new business

1. New business profitability

Case example Swiss Life Switzerland: Existing traditional product

1) Internal profit model at product level: profit margin before fixed costs

+ 10% margin1)

+ Increased average 
policyholder lifetime

Contingency measures in 
place in case of further 
deterioration of the economic 
environment

Measures effective in August 2010

Reduced policyholder participation 
for new business

Reduced guaranteed benefits for 
new business

Maximum entry age reduced to 75

Measures effective in January 2010

Reduced guaranteed interest rate 
and policyholder participation for 
new business
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Replacement of traditional annuity through 
modern substitute with similar features

1. New business profitability

Case example Switzerland: NBP1) development of traditional annuity product and 
its modern substitute in Individual Life

1) New business production

Value to customer 
Modern substitute responds to market research 
revealing customers’ request for unit-linked capital 
consumption solution
Easy to understand, flexible and transparent
Provides guaranteed income with upside potential
Fund value available to customer at all times to 
support liquidity 

Value to Swiss Life
Flexible and quickly adjustable guarantees
Lower risk capital requirements

97%
80%

67% 67%
49% 39%

Oct 10

61%

Sept 10

51%

Aug 10

33%

July 10

33%

June 10

20%

May 10

3%

Traditional annuity Modern substitute
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Shift to modern and risk products already 
at 2012 target
New business product mix (based on NBP)

Risk 

Modern

Traditional 

2012P

> 70%

< 30%

YTD Q3

28%

41%

31%

2009

25%

39%

36%

2008

26%

28%

46%

2012 shift target already met 

Several product launches and improvement of 
existing products 

Higher volumes in SL Champion product line 
in CH 

Higher share of risk and health products in FR

Continuing growth in disability products in DE

Strong sales of Life Asset Portfolio product 
line in PPLI 

Further improvements & product launches 
planned/in progress 

CH: Further product modifications, 
“SL Premium Junior Plan”

FR: Funds offers (such as structured 
products, real estate fund, SLAM funds), 
dedicated products to IFAs with investment 
mandate, risk product (death and disability) 
for salaries and self-employed  

DE: “Modern-Riester”, re-launch of disability 
products

1) Incl. health

1)

Without PPLI
Trad. 53% 52% 42%
Modern 16% 14% 20%
Risk 31% 34% 38%

1. New business profitability
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Source market data: GDV, GWP in kEUR

HY 2009 HY 2010 HY 2009 HY 2010

+33.1%-3.9%

HY 2009 HY 2010 HY 2009 HY 2010

-8.4% -18.4%

HY 2009 HY 2010 HY 2009 HY 2010

+5.9%
-5.1%

HY 2009 HY 2010 HY 2009 HY 2010

-2.5%
+6.0%

Market Swiss Life

HY 2009 HY 2010 HY 2009 HY 2010

+1.5%
+41.5%

Pure death coverage (periodic premium)

Riester (periodic premium)

Traditional deferred annuity (periodic premium)

UL deferred annuity (periodic premium)

Disability coverage

Successful focus on UL and risk products 
in Germany …

Strategic focus 
Increase UL business with and without guarantees
Decrease traditional business while maintaining strengths in 
specific businesses like company pension schemes
Take opportunities to tap into UL segments with low market shares 
to boost transformation e.g. replace traditional Riester with modern 
Riester

Action taken
New funds and investment strategy introduced for most UL 
products and profitability increased by September 2010
Surplus is being strictly managed while guarantees are being kept 
at competitive level

Strategic focus
Seize opportunities to further push risk
Focus on strong and profitable risk products

Action taken
Offer risk products for non facultative death coverage 
Develop new generation in order to increase margin while keeping
attractive new business volumes

Tr
an

sf
or

m
at

io
n

Pu
sh

 ri
sk

1. New business profitability

Case example Swiss Life Germany
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… supported by AWD

Swiss Life Germany – AWD channel
NBP in EUR million

Modern or risk products Traditional products

YTD Q3

315

31

284

2009

384

40

344

2008

183

18

165

2007

82

8
74

SL Champion

1HY/08

2HY/08

2HY/09

SL basis plan UL
Supplementary 
occupational disability 
insurance

SL Champion direct 
insurance 
Occupational disability 
insurance self-employed

1HY/11
Modern Riester
Disability insurance 
premium rates

1. New business profitability

Case example Swiss Life Germany
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Key messages

Negative economic effects on margin offset by margin management

Product pipeline drives shift to modern and risk products

1. New business profitability

Focus on profitable modern and risk products is paying off

AWD sales are contributing to product shift

New business production already at ~70% modern and risk products in 2010

Investors’ Day 2010 – MILESTONE: Managing for value
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Agenda

Introduction

Enhance customer value and new business profitability

Improve operational excellence

Preserve the balance sheet and optimise in-force business
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Continuous progress in implementing 
targeted cost savings

Major achievements
Swiss Market division with major cost saving contribution in Q3 2010
Reduced Corporate Center costs by 40% since 2008
Successfully completed negotiations in Germany and France with social committees to implement efficiency 
improvements and optimise office structures
AWD has achieved its target of EUR 69 m cost savings

France & Germany
Corporate Center

AWD
Switzerland

Cost savings target 
2012 vs 2008 basis

Targeted cost 
savings in 
planning

Targeted cost 
savings in 

implementation

Targeted 
cost savings 
implemented

~65% ~30% ~5% CHF 350-400 m

Status of targeted cost savings initiatives YTD Q3

3. Operational excellence
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All market units and Investment Management 
are contributing to the remaining ~35%

Optimisation of structures and processes
Implementation of occupational pensions - bAV
Implementation of new IT infrastructure for modern products
Adjustments to employment contracts for broker consultants in 2011

Germany

France

Switzerland

Remaining targeted 
cost savings

Investment 
Management

Others

Streamlining of Swiss Life France organisation
Efficiency initiatives of Swiss Life Banque privée
Roll-out of lean management

Efficiency gains through new IT infrastructure

Optimisation of project portfolio
Structural adjustments to support functions & sales organisation

Optimisation of internal processes and services

Major initiatives

3. Operational excellence

Investors’ Day 2010 – MILESTONE: Managing for value



18

Cost savings with already positive effects 
on P&L

830

1 945

1 752

767

-10%

-8%

2008

2009Fu
ll 

ye
ar

H
al

f y
ea

r

Cost base already reduced in 2009
Further reduction visible in 
HY 2010 results
Significant efficiency gains in 
France and Germany2009

2010

3. Operational excellence

CHF million (IFRS basis)
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Key messages

65% of targeted cost savings of CHF 350 – 400 million already implemented

Progress proven by positive impact on FY 2009 and HY 2010 P&L

3. Operational excellence

Disciplined implementation in place to achieve the remaining 35% of cost 
savings

Cost savings with positive impact on bottom line and ability to invest in 
profitable growth
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Agenda

Introduction

Enhance customer value and new business profitability

Improve operational excellence

Preserve the balance sheet and optimise in-force business
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Balance sheet preserved and in-force 
business optimised in 2010

Release risk 
capital and 
optimise 
profit streams

Increase 
profit

Levers to manage 
in-force business

Optimise risk capital 
consumption 
Adjust policyholder sharing

Switzer- 
land

France

Adjust policyholder sharing
Optimise legal structure

Germany

Selected initiatives per country        Achievements so far

Cost result

Risk result

Interest result

Other effects

SST / Solvency II
ALM
Capital management
Reinsurance strategy

Group

SAA adjusted
Risk capital preserving product line launched 
Policyholder sharing adjusted, ensuring 
sustainable interest rate margin

Policyholder sharing adjusted
Unallocated RfB strengthened

ALM adjustments to improve SST
Debt leverage reduced with no mid-term 
refinancing needs
New internal reinsurance strategy in 
implementation
Duration management in all units

Pricing adjustments
Active retention mgt. & shift 
to modern on in-force
Adjust policyholder sharing
Reduce level of financial 
guarantees on Euro funds

Pricing to all business lines adjusted
Active retention mgt. process introduced
“Fourgous” campaigns and UL objective plan 
implemented
Served rates reduced and segmentation of 
flagship products improved
Safeguard clause introduced 

4. Balance sheet & in-force business

Investors’ Day 2010 – MILESTONE: Managing for value
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Value and risk management in the context of 
asymmetric shareholder/policyholder returns

Levers for value and risk 
management

Other measures
Reduce dependency on investment 
return by pushing fee business

Liability side measures
Improve risk & cost margin 
Build up policyholder buffers
Reduce policyholder participation

Asset side measures
Adjust SAA, ALM and volatility of 
investment return

I

II

III

Policyholder’s 
participation over 
and above the 
guaranteed interest

Shareholder 
participation: 
part of profits

Gross 
surplusGuaranteed 

interest

Shareholder 
profit

4. Balance sheet & in-force business

Expected 
surplus

Shareholder 
participation: 
all losses

Investors’ Day 2010 – MILESTONE: Managing for value
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ALM and hedging reduce capital consumption 
while impacting expected investment returns

I

Gross 
surplusGuaranteed 

interest

Shareholder 
profit

Asset side measures 
implemented

Investments in equities and 
hedge funds reduced and 
proceeds invested in bonds
Equity exposure partly 
hedged
Duration matching 
improved

Expected 
surplus

Hedging: Risk decreases

Hedging: Expected return decreases

4. Balance sheet & in-force business

Investors’ Day 2010 – MILESTONE: Managing for value



24

CHF million (fair value basis) insurance portfolio for own risk

Net equity exposure 1.8%

Significant capital relief through continued 
de-risking achieved over the years

2.0%0.8%7.5%

I

28%
30% 34%

27%
29% 28%

34%

32%

5%
8%

112 611

5%

16%

Equities

Cash and others

Corporates and others

Governments and 
supranationals

and loans

Real estate
Alternative investments

30.06.10

114 511

3%

15%

12%
1%

12%
2% 3%

31.12.08

106 327

6%

18%

12%

3% 3%

31.12.07

113 619

3%

18%

11%

31.12.09

2%

Mortgages

4. Balance sheet & in-force business
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Active duration management to further 
optimise capital consumption in 2010

March 10

9.3

Dec 09

8.5

Sep 10

10.8

June 10

9.9

B
on

d 
du

ra
tio

n 
in

 y
ea

rs Robust processes in place for Asset and 
Liability Management
Lengthened asset duration to continue to 
match increased liabilities’ duration 
caused by lower interest rates
Duration gap is low at 0.4 years as per Q3

10 year swap rates in %
CHF       2.50 2.30 1.95 1.79
EUR       3.58              3.28 2.89 2.58

I

Overall

Example Germany

Duration lengthening
Consideration of local statutory constraints
Alignment of statutory asset returns and 
policyholder guarantees 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 31 32 33 34 35 36 37 38 39 40

Projection year

Er
ni

ng
s 
in

 E
UR

 m
ill
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n

4. Balance sheet & in-force business
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Policyholder participation: part 
of losses (through reduction of 
policyholder buffers)

Gross 
surplusGuaranteed 

interest

Shareholder 
profit

II Value management reduces dependency 
on investment income and builds buffers

Build up PH 
buffers

Liability side measures
Technical result 
(cost and risk result) 
improved
Policyholder buffers 
built up
Policyholder sharing 
adjusted

Effective value 
management

Expected 
surplus

4. Balance sheet & in-force business
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Substantial value potential addressed with 
MILESTONE

Value of 
in-force 

business

EffectChange

Reduce 
expenses -10% +409

Manage lapses -10% +165
Customer management initiatives

Lapse management process introduced in market 
unit France

+105+5%
Underwriting principles tightened

Risk selection improved 

Major measures selected 

Adjust PH 
participation 

II

Sensitivity1)

Front office centralisation & workflow optimisation
Back office optimisation & reorganisation of sub-units

Relocation, reduction of offices, facility optimisation 
and simplification of legal structures   
Outsourcing of selected IT services 

1) Based on disclosed 2009 MCEV, CHF million

Policyholder sharing adjusted across units e.g. 
annuity bonus reduced

Creation of service companies outside life business

Not disclosed

4. Balance sheet & in-force business

Value tree

Manage 
morbidity rates
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III Diversifying profit sources with 
fee income

Insurance business (mostly with profit sharing) 
with balanced income sources:

Reduce relative importance of investment income
Maintain good risk result
Eliminate negative administration cost result

Stable fee income (without profit 
sharing):

AWD
Investment Management
Other fee businesses such as PPLI

Shareholder 
profit

Performance 
capital markets

I II&

+
Gross surplus

Guaranteed 
interest

Shareholder 
profit

Expected 
surplus

Gross surplus
Guaranteed 
interest

Shareholder 
profit

Expected 
surplus

4. Balance sheet & in-force business

III
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AWD and Investment Management as 
substantial fee generators
AWD
EBIT in EUR million

1) Excl. one-off and restructuring costs

III

40-50

12.6

28.8

3.5

20.4

-2.7

10.9

-3.5

20091) 2010

3 months 6 months 9 months 12 months

77

9493

FC 2010

90-95

FY 2009FY 2008FY 2007

Investment Management
Segment result in CHF million

AWD turnaround achieved
EBIT margin significantly improvement to 7.4% 
in Q3 2010
Efficiency improvement is basis for profitable growth

IM as stable profit contributor
Investments in a new investment 
management platform offset

4. Balance sheet & in-force business
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SST 30.9.2010Economic 
effects2)

~-25%

MILESTONE 
measures 

improvement1)

12-15%

Improved 
biometric 

experience

16-18%

SST 1.1.2010

Swiss Life meets SST requirements, 
despite low interest rate environment

Market 
impact

Operational improvements / 
management actions

C
om

fo
rt

 z
on

e

1) Incl. expense reductions and ALM measures
2) Incl. interest rates, spreads and currency effects

SST ratio Swiss Life AG, based on internal model

Negative economic 
impact more than 
offset by operational 
improvements and 
management 
actions

4. Balance sheet & in-force business
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Positive investment margin supports 
in-force business

Substantial spread between 
investment yield and 
aggregate minimum 
guarantees based on 
current low yield 
environment

Measures implemented 
help to secure spread

Strong new business 
accelerates decrease of 
average technical interest 
rate 

Illustrative: Sustainable investment margin in a continuous 
low interest rate environment

Es
tim

at
ed

 fi
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s 

(b
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or
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 d
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) 
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 %
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Average technical interest rate
Guarantees and quasi-guarantees before measures
Guarantees and quasi-guarantees with measures CH
Investment yield
Risk and cost margin
Risk, costs and fees

2013 2020

~3.6% - 3.8%

~2.6%

Interest margin before 
policyholder sharing

4. Balance sheet & in-force business
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Execution of MILESTONE will lead to 
increased earnings at reduced volatility

Ambition for 
change by 2012

Investment income

Risk result

Cost result1)

Fee business and 
other sources

Total operating profit

Reduce relative 
importance

Eliminate negative 
admin. cost result

Significantly 
increase profits

Insurance business 
(net PHP)

Maintain good 
risk result

YE 2009 FC 2010

~95%

~35%

~-20%

80 to 90%

20 to 30%

-10 to -15%

~-10% ~10%

100% 100%

Ambition: 
Investment 
income 
< 50%

4. Balance sheet & in-force business

1) Excluding restructuring charges 2009

Investors’ Day 2010 – MILESTONE: Managing for value



33

Key messages

With MILESTONE workstream 4 risk-return profile significantly improved and 
actions taken to protect investment margins:

Diversification of profit sources to risk and fee businesses will further reduce 
earnings volatility 

Swiss Life is comfortably meeting the SST requirements

4. Balance sheet & in-force business

Earnings diversified and cost base reduced

Policyholder sharing adjusted and policyholder bonus reserves built up

Assets de-risked and duration matching maintained

Investors’ Day 2010 – MILESTONE: Managing for value
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Cautionary statement regarding 
forward-looking information

This presentation is made by Swiss Life and may not be copied, altered, offered, sold or otherwise 
distributed to any other person by any recipient without the consent of Swiss Life. Although all 
reasonable effort has been made to ensure the facts stated herein are accurate and that the opinions 
contained herein are fair and reasonable, this document is selective in nature and is intended to 
provide an introduction to, and overview of, the business of Swiss Life. Where any information and 
statistics are quoted from any external source, such information or statistics should not be interpreted 
as having been adopted or endorsed by Swiss Life as being accurate. Neither Swiss Life nor any of 
its directors, officers, employees and advisors nor any other person shall have any liability whatsoever 
for loss howsoever arising, directly or indirectly, from any use of this information. The facts and 
information contained herein are as up to date as is reasonably possible and may be subject to 
revision in the future. Neither Swiss Life nor any of its directors, officers, employees or advisors nor 
any other person makes any representation or warranty, express or implied, as to the accuracy or 
completeness of the information contained in this presentation. Neither Swiss Life nor any of its 
directors, officers, employees and advisors nor any other person shall have any liability whatsoever 
for loss howsoever arising, directly or indirectly, from any use of this presentation. This presentation 
may contain projections or other forward-looking statements related to Swiss Life that involve risks 
and uncertainties. Readers are cautioned that these statements are only projections and may differ 
materially from actual future results or events. All forward-looking statements are based on 
information available to Swiss Life on the date of its posting and Swiss Life assumes no obligation to 
update such statements unless otherwise required by applicable law. This presentation does not 
constitute an offer or invitation to subscribe for, or purchase, any shares of Swiss Life. 

Investors’ Day 2010
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Contact details and financial calendar
Contact

Robert Moser Phone +41 (43) 284 67 67
Head of Investor Relations E-mail robert.moser@swisslife.ch

Rolf Winter Phone +41 (43) 284 49 19
Senior Investor Relations Manager E-mail rolf.winter@swisslife.ch

Financial calendar

Full-year results 2010 2 March 2011
Interim statement Q1 2011 3 May 2011
Annual General Meeting 2011 5 May 2011

Visit our website for up-to-date information:
www.swisslife.com

Investors’ Day 2010
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The future starts here.
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