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Key messages

PPLI is on track to become the most important growth engine within
the Swiss Life Group

Assets under administration are expected to more than double by 
2012

Significant growth will come from high net worth individuals in 
emerging markets

Most important contributor to the Swiss Life Group’s shift to non- 
traditional business 
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Win-win situation for stakeholders

Unique set of competencies to offer variety 
of global solutions

Only insurer with strate- 
gic commitment to PPLI

Flexibility and variety of 
global solutions

Underwriting capabilities 
for high death benefit

Strong brand Strong solution 
innovation capabilities

Cross-border principles 
and leadership

“Peace of mind" to clients

Unique value proposition Global one-stop-shop with harmonised offering

Assets under administration
Benefits for partners

Private banks

Family offices

IFAs / Brokers

Law firms

Partners Offices

Liechtenstein

Luxembourg

Singapore

Dubai

Zurich

Carriers

Lugano

Liechten-
stein

Luxem-
bourg

Singa-
pore

Client benefits

• Estate planning 
• Tax advantages
• Flexibility
• Asset and investor 

protection 
• Privacy 

• Improved client 
retention

• Access to next 
client generation

• Additional fee 
income

• Expansion of 
offered services

12.0

8.28.9

0.80.2

2009E07 08062005

CHF billion

Fast solution provider
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MILESTONE

Enhance 
customer 
value & new 
business 
profitability

Increase 
distribution 
quality and 
power

Improve 
operational 
efficiency 

Achievements Impact

VNB about CHF 35 million 
2009E
Average standard prices 
increased by 33% in HY2009
Operational flexibility 
increased

GWP to increase by 67% 1)

All important European 
markets covered – basis to 
achieve growth targets
Day-to-day status of sales 
pipeline in place – supports 
focused sales activities

Costs to be reduced by over 
10% in 2009
Headcount to be reduced over 
20% in 2009
Cost/income ratio to be 
lowered by 25% in 2009

1

2

3

1) 2008 versus target 2009

PPLI back to growth with strict cost management

New business metrics in place
• Value of new business introduced
• Price levels generally increased 
• Retail efficiency brought to HNWI space

New solutions & distribution 
capabilities launched  
• Singapore: first and only PPLI carrier
• International sales network set up
• New solutions introduced and sales 

directors with existing network hired
• Sales steering and funnel management 

introduced

Strict cost management introduced 
without curbing growth 
• Headcounts reduced in all locations
• Projects reduced to minimum
• Strict expense management introduced
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Build longstanding relationships with partners to compete with 
new market entrants that focus on pricing
Adapt to changes in regulatory, tax and legal framework
Generate attractive value of new business

Leverage distribution capabilities in Europe
Benefit from growth opportunities in Asia and Middle East and 
gain better access to Latin American market
Improve productivity of sales force: best use of international 
PPLI sales network; cross-sell VAs in existing PPLI channels
Manage costs to support profitability targets without harming 
growth opportunities
Make use of economies of scale and economies of scope within 
PPLI network
Focus on top-line growth and only increase costs if justified 

ChallengesMILESTONE

Enhance 
customer 
value & new 
business 
profitability

Increase 
distribution 
quality and 
power

Improve 
operational 
efficiency 

1

2

3

Adapt quickly to regulatory changes and 
further leverage growth in 2010 and beyond
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Improve 
operational 
efficiency 

Increase 
distribution 
quality and 
power

• Strengthen partner management 
and increase income by 12 point 
pricing initiative

• Keep up to date with regulatory 
changes by fast adaptation of 
product offering

• Increase VNB and IFRS profit

Planned impact

+26%

2012P2011P2010P2009E

Value of new business 
CHF million

• Generate GWP evenly across 
carriers

• Further penetrate European market 
and expand in Latin America

• Implement online sales services 
portal

• Break-even to be achieved by 
2010

• Further harmonise processes and 
systems

• Steadily reduce cost/income ratio

Premium carrier split 
in %

Cost/income ratio 
in %

-17%

2010P2009E 2012P2011P

CAGR

CAGR

MILESTONE

Enhance 
customer value 
& new business 
profitability

1

2

3

>70

<80%

Cost development will be based on 
achieved growth

Initiatives

3738

2008A 2010P2009E

70
228

52

10
SING

36

27

LUX
LIE
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Summary

Focus on profitable growth

Support Swiss Life Group with shift in business mix and contribute 
strongly to VNB due to unique business model

Manage costs actively without curbing growth and improve 
cost/income ratio yearly by over 15% 

Further penetrate European market, leverage growth opportunities in 
Asia and Middle East, and expand in Latin America
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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. 
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Contact details and financial calendar

Contact

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

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

Financial calendar

Full-year results 2009 30 March 2010
Interim statement Q1 2010 4 May 2010
Annual General Meeting 6 May 2010

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