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Back to profitable growth
IFRS basis

Net profit, CHF millionGWP, CHF million

2002 2003 2004 2005

18 760

19 473

20 180 20 211

-1 694

233

606

874

CAGR
+4%

CAGR
+94%

2003 2004 20052002

Equity, CHF million

2002 2003 2004 2005

CAGR
+27%

7 953

6 490

4 170

4 964
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Focused European 
life insurance
player

High quality and 
balanced portfolio

Streamlined and focused portfolio    

2002 2005 2006E

CH

FR

DE

NL

BE/LU

DE

NL

BE/LU/
LI

GWP incl. PH deposits; CHF billion

DE

NL

BE/LU/
LI

1) Sold ES, UK and La Suisse

19.5

17.7

20.2
~ 21.5

CH

FR

CH

FR
Sold 1)

Sold 1)

19.9

4



Agenda

5

1. Expedition start
Where do we come from?

2. Base camp
Where are we now?

4. Summary

3. Summit region
Where do we go and how do we get there?
- General market trends
- Profitable growth
- Efficiency management
- Risk management



1) Diluted, based on 35 095 361 shares in HY 2006, 35 095 099 in FY 2005 and 35 006 638 shares in HY 2005

CHF million (IFRS basis)

Net profit increased 13% to CHF 523 million  

12.3%

24.82

874

24

-173

1 023

-3 390

-2 227

-14 040

6 966

20 211

FY 2005

13.4%14.3%Return on equity (ROE) annualised

12.9314.72Earnings per share (in CHF) 1)

463523Net profit

17-57Taxes and results of associates

-95-80Borrowing costs

541660Profit from operations

-1 528-1 474Operating expenses

-870-869Policyholder participation

-8 529-8 783Net insurance benefits and claims

2 9022 958Financial result for own risk

11 63512 693Gross written premiums, fees and deposits received

HY 2005HY 2006
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40

132

265

125

573

Switzerland

France

Germany

Netherlands

Others 2)

HY 
2005

Other

22Investment Management

Banking 1)

Insurance

Eliminations -10

23

17

573

-26

HY 
2006

9876

462

19 

Profit from operations 541       660

Unallocated corporate costs -28 -25

1) Including gains on sales of BdG (Monaco) & Dreieck Industrie Leasing CHF 50 million minus one-off effects of CHF 42 million in 2006
2) Comprises Belgium, Luxembourg, Liechtenstein, Italy, Eliminations 

Segment results; CHF million (IFRS basis)

Increasing profit contribution of insurance 
and banking segments

11
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 925

 905

 237

 411

1 072

 985

4 276

7 250

5 474

 378

3 658

6 066

11 635

189

11

5 610

12 693

269

GWP & PHD; CHF million (IFRS basis)

HY 2006 HY 2005

-2% 1)

+9%

+17%

+16% 2)

+9%

Germany
8%

Netherlands
8%

Belgium
3%

Switzer-
land
43%

France
34%

+9%

3)

1) Growth +3% on an adjusted basis (excluding non-life premiums CHF 289 million in HY 2005); excluding intercompany eliminations
2) Growth -6% on an adjusted basis (excluding Bols deal in 2006 CHF 202 million)
3) Including Italy CHF 11 million in 2005 and CHF 10 million in 2006;  including Liechtenstein CHF 259 million in 2006

Strong premium growth of 20% in 
international markets

Other
2%

+25%

Luxembourg
2%

Total
reported

Other

Luxembourg

Belgium

Netherlands

Germany

France

Switzerland

International +20% 
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Quality and sustainability of results increasing

Increase contribution
from operating result

Decrease
dependency on 
investment margin

60 -
70 %

30 -
40 %

2005

Investment 
margin

Basic insurance
result, banking
and others

26 %

74 %

2006E

120 %

- 20 %

2004

In % of net profit

Increase benefits for shareholders and policyholders
9
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519

Sustainable and strong European insurance
market growth

Growth 1)

1995-2005 
p.a.

7.1%

-3.0%

1.9%

3.0%

8.9%

5.2%

8.8%

Asia
without
Japan

Europe North-
America

Japan

1) Nominal
Source: Sigma, WTO, OEF 

Premiums
2005 in 
bn US$

Non-Life
insurance

Europe

Life insurance GDP

Eurozone World

11
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45–65<45 >65 <45 45 – 65 >65

Transforming assets from pre-retirees to retirees 
delivers opportunity for life insurance

12
1) Liquid financial assets; estimates for German market
Source: European EFIC Retail Banking Profit Pools, Statistisches Bundesamt

Affluent
(100 – 500)

Retail
(<100)

Wealth
Bands 1)

EUR k
HNWI
(>500) 

Age classes
Years

12.8

5.2

2.4

13.0

15.2

12.7

10.3

10.6

17.8

Split of life insurance reserves, 
percent

12.6

7.0

1.9

18.5

26.4

24.0

3.6

3.8

2.3

Split of total personal financial
assets, percent
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Growth

International: Strategy focuses on profitable 
growth

Multi-channel distribution 
Above average sales 
effectiveness and 
service quality

Top 10 / within niches top 
5 position in each market
Focus on HNWI, upper 
retail affluent, SME, large 
corporate 
clients
High-performing, profitable, 
long-term savings products

Focus on 
“pensions”
related value 
proposition

Develop own and
third-party
channels

Group strategic directions International objectives International priorities

Develop Group-wide 
business model for individual 
life
Expand profitable pension 
products and services
Leverage existing skills in 
distribution and product 
development

Be present in growing 
distribution channels
Reinforce / develop 
partnerships with banks

14



International: Non-traditional products with 
strong growth in all market units
Non-traditional premiums; EUR million

2005

Non-traditional 
share at 
Swiss Life

FR DE NL BE LU FL

+31%

+115% +22% +54% +119%

86% 3% 28% 66% 92% 100%

n.m.

Swiss Life successfully launched initiatives for performance-oriented products, offering 
variety of interesting investment opportunities

19
236 189 128 041

287 291 280
105

2 232

2 922

2004 2005
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International: Implement strong multi-channel 
distribution in all countries
Distribution mix (SL/market) in 2005

DE

FR            

BE1)

NL

LU

Market Swiss Life

Tied agents Brokers Banks Direct/others

Main achievements

FL2)

1) FY 2004 for the market
2) HY 2006 figures, best estimate for market

Direct sales with SLP AG 
MetallRente (largest voluntary pension plan in DE)
SLIS AG (Credit life business and consumer credits)

Direct sales via internet and call center
Franchising pilot by 2 advice lounges
Participation in distribution parties

Convert ex-agent into pension experts and develop new channel 
(internet)
New points of sale: insurance brokers and independent bank brokers

Expand bank partnerships
Further development of IFAs and Family Offices

Leverage synergies with BdG
Develop distribution channels with private banks and brokers

Further development of modern distribution channels such as internet, 
IFAs and Private Banking
Distribution agreements with selected banks e.g. UBS, CS, Rothschild

16



Switzerland: Swiss Life sets focus on 
unexploited market segments

20-34 35-49 50-54 60-64 70+55-60 65-69Age
group

0%

5%

10%

15%

Market penetration
(customers per age group / population per age group)

2.3%

7.4%

10.2%
11.1%

8.6%

5.2%

3.0%

Young People
Swiss Life with

low market penetration

Retired, Pre-Retired People
Swiss Life with large customer base,

yet low business

Swiss Life customer base

% of premium paying
customers in age group

Unexploited customer
potential

17



Switzerland: Optimisation along the 
value chain driven by client needs

Value Chain Client needs Actions

Clients

Products

Distribution

Administration

“I want excellent service” Process and service quality increase

“I want financial security, 
reliability and attractive 
participation in financial 
markets performance”

Individual life: Innovations focused on 
performance-oriented products
Group life: Flexible solutions to cover client-
specific complexity and risk appetite

“I want expertise and 
accessability”

Specialised sales force for appropriate client 
segments
Further invest in education of sales staff
Organize and allocate distribution resources 
among market potentials

“I want cost-efficient 
solutions”

Strategic efficiency projects

18



3. Summit region
Where do we go and how do we get there?
- General market trends
- Profitable growth
- Efficiency management
- Risk management

Agenda

19

1. Expedition start
Where do we come from?

2. Base camp
Where are we now?

4. Summary



Significant improvement in efficiency

France

Germany

Nether-
lands

Belgium

Luxem-
bourg

Liechten-
stein

Project… …initiatives… ….to deliver

• E-BAO

• Lean Six Sigma

• Opus

• Lean Six Sigma

• Improve client service while 
maintaining cost levels despite 
growth

• Unchanged costs with 30% 
increase in business

• Streamline structure
• Optimise processes through 

more automation
• Reduce costs by 12%

• Improve and automate 
processes

• Technical profitability 
committee

• Lean Six Sigma
• E-business project

• Reengineer business 
processes and implement 
integrated web based platform

• Leveraging the existing tools

• Lean Six Sigma
• Improve efficiency and quality 

of business processes
• Speed-up product 

development (time-to-market)

• Improve productivity by     
almost 20%

• Reduce costs by 11%

• More than double productivity

• Almost double productivity

20
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Switzerland: Efficiency savings of 
CHF 130 million
Total impact on bottom line; CHF million (IFRS basis)

2005 2006 2007 2008 2009

20 p.a.

New individual life platform

• Reduce IT platforms in individual life 
from 7 to 1 platform by end of 2007 

• Reduced IT costs due to maintaining 
and updating systems

• Enabling assimilation of portfolios 
• Reduced costs in customer services due 

to more efficient processes
• To date migration of 240k policies out of 

300k (equivalent to a mid-sized Swiss 
insurance company)

• Reduce IT platforms in group life from 6 
to 1 platform by end of 2009

• Reduced IT costs due to maintaining and 
updating systems

• Due to system-supported effective 
workflow management

• Concentrating on core business by 
integrating the sales force and life 
business 

• Realising ongoing synergies in IT & 
administration

• FTE and administration overhead budget 
cost cuts

Timeline of projects
Cost savings

• Optimize key processes
• Cut internal interfaces
• Reduce reporting complexity

Process efficiency

Integration of La Suisse/Vaudoise portfolio

New group life platform

70 p.a.

before

30 p.a.

10 p.a.

End of project

21
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Risk Management has a key dual role

Company goals Risk management 
tasks

Holistic risk management 
culture

Add value

Protect capital

Enhance 
shareholder 

value

Commitment to a holistic risk 
management approach

Swiss Life measures risk on an 
economic basis as starting point

The risk management process 
covers all risk management 
approaches

Risk taking and risk management 
functions are independent

Active and robust risk 
management is embedded in the 
corporate calendar

23



The risk management processes are 
embedded in the Group-wide planning process

May

June

December

April

ALM process
Allocation of risk capital

Determination of risk and 
capital limits

Determination of strategic 
asset allocation

Crediting policy

Product principles

MTP 1) / annual budget
Long-term objectives and strategic 
business priorities per core Life 
market unit

Functional objectives and 
strategies 

Definition, monitoring and review 
of financial and functional KPI 
targets

Capital transfers

Risk budgeting
Available risk capital 
determination

Current risk capital 
consumption
Risk budgeting by 
business unit

Closing
Annual closing 
Embedded value
Media / Analyst 
communication

1) Medium-term planning 24
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Swiss Life is on track to achieve 2008 goals

Above market 
growth> 1% 

Basic insurance
result by 2008

Leadership

Efficiency

Growth 

> 80 Employee
commitment

> 10%

Sustainable ROE

CHF 500 million

CHF 1 billion

Profit by 2008

Annual increase in dividend

26
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Life insurance with attractive and sustainable 
growth, compared to other PFA
Europe 1), Personal Financial Assets 2), EUR bn, percent

29

1) Europe includes the following ten countries: Belgium, France, Germany, Italy, Netherlands, Portugal, Spain, Sweden, Switzerland and UK
2) Life Insurance: Total Life technical reserves

Mutual funds: Funded corporate pension funds (partially managed by life insurers and asset managers)
Source: McKinsey EFIC Retail Banking Profit Pool Database

1998

323
2 058

2 788

4 652

2 430

2 892

15 143

1999

315
2 127

2 839

4 846

2 488

3 189

15 804

2000

230
2 041

2 451

5 213

2 392

3 279

15 606

2001

294
1 841

2 107

5 449

2 106

3 343

15 140

2002

353
2 051

2 278

5 722

2 434

3 626

16 462

2003

405

301

2 167

2 434

6 014

2 719

1 659

17 623

2004

Cash
Mutual 
funds
Securities

Deposits

Pensions 
funds
Life 
insurance

3 884

-2.1%
8.9%

4.8%

2 338

4 454

2 076

2 504

13 332

7.9%

CAGR

+17.3

+8.5

+7.5

+5.1

+13.6

+7.8

+5.0

+4.6

+0.7

+5.1

+4.6

+7.6

02–0498–04
Overall in the 
EU Life 
insurance with 
highest growth 
among PFA 
categories 
since 1998 but 
average growth 
since 2002
PFA clearly 
impacted by 
stock market 
crash in 
2000/01 
followed by a 
boom
Increased 
public 
awareness of 
retirement/pen
sion themes 
leading to 
regulatory 
changes



Switzerland: Market segment “retired and 
pre-retired people” with large potential

Significant shift of market potential 
due to demographic change

Old age ratio 1) (“Altersquotient”) to 
double by 2030

Expected market growth for 
retirement provision to grow by 7% 
to 10 % p.a. in Western Europe 
(McKinsey, Mercer Oliver Wyman)

Need for retirement provision 
generally rises with higher income

Focused life insurers like Swiss Life have a big opportunity to help 50+ 
close their pension gap

Population growth 2005-2015 (Switzerland)

Growth Population in
Age until 2015 million (2015 exp.)

< 50 + 4 % 5.2

50-64 + 14% 1.6

65-79 + 22 % 1.1

> 80 + 33 % 0.4

1)  Population aged 65+ as % population aged 15-64 30



Active duration management is key 
Interest rate sensitivity and interest rates since 2004 

ILLUSTRATIVE

0

0.5

1

1.5

2

2.5

3

3.5
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04

01
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04

01
.11

.20
04

01
.01

.20
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.11

.20
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01
.01

.20
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01
.03

.20
06

01
.05

.20
06

01
.07

.20
06

01
.09

.20
06

01
.11

.20
06

CHF 10y rate

CHF Libor

Interest rate

Increase in duration Decrease in duration
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Active asset and liability management to 
add value and protect capital 

Li
ab

ilit
ie

s

Li
ab

ilit
ie

s

A
ss

et
s

Regulatory
Board  

Risk capital 
used

Li
ab

ilit
ie

s

A
va

ila
bl

e 
ris

k 
ca

pi
ta

l

Flexibility to increase 
duration due to bonds 
classified as available 
for sale (AFS) and 
unwinding of  
derivatives and hedges 

Regulatory  
Board  

Regulatory  

Board  

A
ss

et
s

Li
ab

ilit
ie

s A
ss

et
s

Risk capital 
usedRisk capital 

used

Regulatory  

Board  

A
ss

et
s

Risk capital 
used

Closed duration gap 
(strategic)

Bond duration = 9.8y

Open duration gap 
(tactical)

Bond duration = 7.8y

Open duration gap 
(tactical)

Bond duration = 5.7y

Close duration gap 
(strategic)

Bond duration ≥ 9y

30.06.2005 31.12.2005 30.06.2006 As needed

Initial position Anticipation of 
rising interest rates

Interest rates rose Interest rates stable or 
declining 

A
va

ila
bl

e 
ris

k 
ca

pi
ta

l

A
va
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bl

e 
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k 
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l

A
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e 
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k 
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Limits: Limits:

Limits: Limits:
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International life insurance business in a 
changing environment

Cross-border life insurance 
business growing strongly

Large European insurers are 
less and less dependent on 
their domestic markets

Increasing internationalisation in life insurance business

Increasing international 
regulation and harmonisation

EU pension fund directives
Solvency II
IFRS IV

Ireland, Luxembourg and Liechtenstein
Multinational product platforms

International joint ventures by 
major players along the whole 
value chain

Integrated and widely standardised processes
Optimisation of local production range
Reduction of IT platforms

The European life insurance market is growing at a sustainable  
rate and faster than most other regions and insurance segments
Regulatory changes also create opportunities
Insurers are steadily catching up with other financial institutions in 
terms of high added value
Life insurance is increasingly driven by international factors
Growing client demands for added value in products, including 
guarantees

33

Conclusions for life 
insurance





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. 



Iris Welten Tel. +41 (43) 284 67 67
Head Investor Relations E-mail: iris.welten@swisslife.ch

Mladen Tomic Tel. +41 (43) 284 49 19
Senior Investor Relations Manager E-mail: mladen.tomic@swisslife.ch

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