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Key messages

Swiss Life Switzerland will remain the main contributor to the 
Group result and secure a sustainable strong market position in a 
low interest rate environment by:

Enhancing effectiveness and efficiency of tied agents and 
increasing focus on multichannel management

Reducing the cost base significantly and enforcing margin 
management of new and in-force business

Shifting to modern and risk products based on best-in-class 
product management

Key messages and strategy
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Individual customers Corporate customers

Swiss Life CH with a leading market 
position in Switzerland

Market 
share

Product

 
mix

Full insur-

 
ance

 
solutions

Semi-
autono-

 
mous
solutions

Full-
autono-

 
mous

 
solutions

Traditional 
products 
with 
guarantees

Modern 
and risk 
products 
with 
guarantees

Modern 
and risk 
products 
without 
guarantees

Distribu-

 
tion

 

mix

Multichannel management

Multi-channel strategy

Multichannel management

O
th

er
sOwn sales force

(Tied agents)

Bro-
kers

AWD Own sales force

(Tied agents and key 
account management)

Brokers

Investment

Risk

Annuities

Endowments

Investment

Risk

Advice

Administration
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Key messages and strategy
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68% of NBP from modern and risk 
products in the individual customers 
segment
15% of NBP from modern and risk 
products in the corporate customers 
segment

Optimise multi-channel approach by 
- leveraging AWD and brokers 
- implementing bank and internet as 
additional channels
Increase tied agents’ productivity

CHF 188 m reduced cost base 
vs. 2008
Improve diversification of profit 
streams from in-force business
Contribute towards Group’s new 
business margin > 2.2%

Right strategy in place 
Planned achievements for 2010 on track

Enhance 
customer 
value 
and new 
business 
profitability

Increase 
distribution 
quality and 
power

Improve 
operational 
result 

Objectives 2012

1

2

MILESTONE

3

Strategic 
Ambition 2012

Most preferred 
distribution 
partner in market
Cultural change 
towards pro-
active and team 
oriented 
execution
Secure strong 
market position 
in corporate and 
individual 
customers 
segments
Main contributor 
towards Group 
profit

40%

Traditional
products

Modern
& risk
products

2012P

>50%

2010E2008

20%

-33%

Administrative
costs

2012P2010E2008

Achievements 2010

19%

AWD/
Brokers/
Other

Own
distribution

2012P

25%

2010E2008

13%

Individual customers

Key messages and strategy
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Strategy fits challenges but also enables us 
to exploit opportunities

Demographic developments and 
increasing security needs 
Changed customer needs
Effective multichannel management 
to exploit customer and market segments

Low interest rate environment 
Increased competitive pressure
Regulatory environment

High dependency on capital markets 
Cost base not competitive enough
Leverage AWD and broker opportunities
Disciplined execution

Industry 
opportunities

Industry 
challenges

Swiss Life 
specific 

challenges and 
opportunities

Enhance customer value & 
new business profitability

Increase distribution 
quality and power

1

3

Improve operational result 2

Enhance customer value & 
new business profitability1

Increase distribution 
quality and power3

MILESTONE

Key messages and strategy
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Strategic execution specifically addresses low 
interest rates and will shift profit sources

Investment 
income

Risk result

Cost result

Fee income

Reduce relative 
importance but mitigate 
margin deterioration

Improve cost result

Increase fee income

Profit sources

Maintain good 
risk result

Interest rate curve 
10Y CHF government bonds

Impact of strategy execution by 2012

St
ra

te
gy

 
ex

ec
ut

io
n

Short-term special focus
 due to low interest rates

Strengthen profitability on 
new and in-force business
Timely delivery on cost 
savings

Key messages and strategy

2000

5%

4%

3%

2%

2008 20122004

1%
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Agenda

Key messages and strategy 2008–2012

Customer value and new business
profitability

Individual customers

Corporate customers

Operational result

Distribution quality and power
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Modern & risk

Traditional2)

2012P

24%

76%

2011P

12%

88%

2010E1)

6%

94%

2009

99%

2008

99%

Shift to modern products successfully 
initiated and will continue

Individual
customers

Corporate 
customers

New Business Production developmentBusiness area

Continue the 
shift to modern 
and risk 
products for 
individual and 
corporate 
customers

Modern & risk3)

Traditional2)

2012P

68%

32%

2011P

62%

38%

2010E

53%

47%

20091)

38%

62%

2008

28%

72%

1) Shift initiated   2) Incl. risk components of traditional products   3) Pure risk products (SL Protection, SL Umbrella, SL Airbag)

Customer value / New business profitability
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Individual customers: Continuous introduction 
of modern products 
MILESTONE Achievements 2010 Outlook 2011

New modern & risk products

Savings
products

Risk
products

Funds
products

Online term insurance

Bundle product with 
mortgages

Structured product tranches 
Mid-term investment 

Packages for 
customers

Pension & retirement plan, 
family & asset check

new

new

new

Bank
products Interim account

new

Services

Online 
channel

Premium payment by credit 
card

Product 
development

Time to market: 6-8 weeks

New modern
products

SL Champion Uno
SL Premium Junior Plan
SL Champion Timeplan
SL Premium Select
SL Classic ProtectEasy

Strengthen the shift 
to modern & risk 
products in new 
business

Traditional

Modern 
& risk

2012P2008

Product development
and time to market

Services

Development of channel-

 
specific products

Traditional

Modern
& risk

2010E

Advisory 
software

Introduction new software 
tool for overall consultation

Segment 
management

Implementation of segment 
managers 

new

new

28%
68% 53%

Customer value / New business profitability
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Individual customers:
 

Successful product 
launches in 2010 and by channel 
Achievements 2010 By channel 

SL Champion 
Timeplan

SL Premium 
Select 

Launch of fund-based structured product 
tranches with Barclays Bank PLC
Capital protection (115%) on single 
premium by Barclays Bank PLC
Volume: CHF 30 m 
Distribution time 27 work days 
(1/2 planned distribution time)

Launch of a guaranteed unit-linked 
payout plan (GMWB = Guaranteed 
minimum withdrawal benefit) 
100% liquidity at all times
Alternative to a traditional life annuity 
product
Volume since launch: approx. CHF 120 m 
Launched in May 2010

11%

Other
channels

Own 
distribution

89%

16%

Other
channels

Own 
distribution

84%

As % of production volume 

As % of production volume 

Customer value / New business profitability
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Products & Services Channel

Individual customers:
 

Introduction of new 
modern products for all distribution channels

Structured product 
tranches

Q1/11

Q2/11

Q3/11

Q4/11

Interim account

Own distribution / 
Brokers / AWD 

Own distribution

Bundle product with 
mortgages 

Own distribution / 
Brokers / AWD 

Term insurance Online

Impact 

Savings products
Risk products
Bank products
Service 

Mid-term investment Own distribution / 
Brokers

Credit card payment Online

Fund investment 
(bonus account)

Own distribution / 
Brokers / AWD

Strengthen the shift to 
modern insurance 
products and push risk 
products 

Increase share of wallet, 
avoid drain of assets

Optimise product features
and expand product related 
services

Outlook 2011

Customer value / New business profitability
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Individual customers: Key messages

Shift to modern and risk products well under way

High innovation power with strong product pipeline

Radically reduced time to market

Customer value / New business profitability

Services refined to customer needs

Investors’
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Corporate customers:
 

Expansion of product 
and services portfolio  
MILESTONE Achievements 2010

Expansion of the 
SME product port-
folio by launching
semi-

 

autonomous 
solutions

Development of ser-
vices for large-scale 
enterprises and 
(semi-) autonomous 
pension funds

Prisma 
Invest

(semi-autonomous
customised)

Business
Invest
(semi-
autonomous
standard)

Full insurance 
solutions

Modernise and opti-
mise

 

IT and the 
system landscape

Pension fund services advice

Investment advisory services

Investment

Risk

Advice

Administration

Investment

Risk

Advice

Administration

Launch of new offer system, web-based 
platform in April 2010
Efficient contract management 
Ready for multichannel approach

Outlook 2011
Full-coverage provider

Offer full-coverage for 
corporate customers

Semi-autonomous solution
Support shift to off-balance
Semi-autonomous solutions for 
corporate customers with 
higher risk capability 

SL Pension Services 
All market services 
(investment, risk, advice, 
execution, governance) 
covered by SLPS experts

IT system updates
New SME portfolio 
administration system 
(migration to new system) 

Market cultivation
New market development 
model with clear functions, 
interfaces to customer, and 
which increases customer 
retention 

Introduction of
variable rate vested 
benefit policies

Introduction of variable rate benefit policies 
without fixed interest guarantees

Customer value / New business profitability

Investors’
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Market development 

Market opportunities for full and (semi-) 
autonomous solutions  

Achievements 2010

Periodic premium, full insurance,
CHF million 

2010E20092008

2010E2009

+2 
CHF m

Additional 
fees

+4%

Autonomous solution (SL Pension services)

Services for 
large-scale 
enterprises and 
(semi-) 
autonomous 
pension funds
Pension fund 
experts

More than 4% 
increase

 

in 
periodic premiums 
compared to 2009 

Swiss Life as full-
coverage provider for 
corporate customers

New offer platform for SMEs
>10 000 offers, >3 000
potential customers
~20% of periodic premiums
in semi-autonomous solutions 

SL Pension Services
Fee income significantly
increased 
Consulting: > 30 clients
IFRS: > 100 mandates
Administration: > 20 000
insured persons  

Volume of contribution as per 
pension fund statistics 2008, 
CHF bn

20.219.8

16.1

19.5

Swiss
Life

Swiss
Life

2005 2009E

Life insurance solutions

(Semi-) autonomous solutions

Customer value / New business profitability

Investors’

 

Day 2010 –

 

Swiss Life Switzerland: Delivering on targets



17

Expanding the service range with Swiss Life 
Pension Services

Resources Offering Success

Largest office of pension fund 
experts in Zurich

7 experts

Experienced and well qualified 
experts 

3 SAV actuaries

Exploits Swiss Life’s specialist 
knowledge (e.g. in asset 
management)

Fee income
Fee income increased to CHF 1 m 
for the first 7 months 2010 
(CHF 2 m in 2010E)

Clients
Consulting: over 30 clients in 
expert mandate and risk 
management area to date (5 clients 
with over 2 000 active insured 
persons) 
IFRS: in total more than 100 
mandates
Administration: manage over 
20 000 insured persons

2010E2009

+1 CHF m

Expert mandates
Actuarial reports
Statistics / portfolio projections

Risk management
Asset & liability management studies
Governance & compliance  audits

Advice
IFRS/US GAAP/FER reporting, 
consolidations
Restructuring concepts

Administration
Foundation accounting
Management of active insured 
persons/pensioner portfolios

Governance

07.2010

+2 CHF m

Customer value / New business profitability

Investors’
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New superior market development model 
insures customer proximity and loyalty

In the finding stage, tied 
agents are predominantly 
responsible for customers 
≤50 selectively ≤250 
employees 
In the binding and serving 
stages, customer services will 
be increasingly responsible 
for the customer interface
Brokers remain an important 
distribution channel and will 
be part of the new 
Multichannel Management 
business unit 
Large customers will be 
served one-stop by SLPS

≤50 employees
standard business

>50 employees
standard business and all non-standard business

Agent

 

standard 
business

Administrative 
support for 
channels

Standard client 
servicing

Serve

Bind

Find

Non-standard client servicing

Customers

Broker channel management

Agent

 

with high level of 
specialist knowledge

Customer value / New business profitability

Investors’
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Corporate customers: Key messages

Semi-autonomous solutions successfully launched to support shift to 
modern and risk products and to …

… further exploit long-term growth in the group life market

… respond to potential changes in regulatory environment

State-of-the-art services and advisory

Customer value / New business profitability

Swiss Life is fully committed to the full insurance business

Investors’
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Operational result
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Summary
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Operational result: Disciplined execution of 
cost and balance sheet measures 
MILESTONE Achievements 2010 Outlook 2011

Improve 
operational 
excellence

52%

Operational result

Preserve the 
balance sheet 
and optimise 
in-force business

Administrative
costs

20122010E2008

-33%

-24%

Continuous execution of 
cost-saving measures
Increase efficiency
Operational excellence
Focused investments 
enabling future growth

Optimise profit streams
Disciplined crediting 
policy
Capital preserving 
business mix and asset 
allocation

Crediting policy and asset allocation 
optimised

Profit contribution from operational 
result further increased

Low interest rate effects on margins 
compensated

Investors’

 

Day 2010 –

 

Swiss Life Switzerland: Delivering on targets



22

Administrative cost 2008 –

 

2012, market unit Switzerland, in CHF m

Sustainable cost savings of CHF 138 m (73%) will be realised YE 2010
Total cost savings of CHF 188 m will be realised in 2012
No upcoming or postponed projects to destroy previous savings
Key success factor - disciplined execution: binding measures, efficient controlling and a 
continuous improvement process

Cost savings on track

Expected to be realised by end of corresponding year 
Realised YTD 2010, excl. YE 2009
Realised by YE 2009

396422446
507

584

-188

2012P2011P2010E20092008

-138

Cost savings

77 77 77 77

2012P

188

40

71

2011P

162

40

45

2010E

138

40

21

2009

Operational result

Investors’
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Efficiency gains
Personnel
IT system maintenance
Infrastructure management

1

Alignment of services
Personnel / external consultants
Focused marketing activities 
Hardware / software

2

Project portfolio reduction
Optimisation IT platform development
Reduce professional services

3

Further impacts
Depreciation and amortisation
Tax on capital

4

1 2 3 42008 2010E
Total savings:            CHF 138 million

Delivering sustainable efficiency gains
Implemented measures 2009/10 Impact 2009/10

Efficiency gains of CHF 56 m could be realised so far
41% of all realised savings are based on efficiency improvements

CHF million

49

19

14

56

446

584

-138

Operational result
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Programme: New corporate customers

 

platform

Supports both full coverage and autonomous pension 
solutions
Based on off the shelf pension solution, customised to 
our needs
Fully integrated end-to-end workflows, including 
customer online interface 

Fully integrated and system-based sales workflow 
management
State-of-the-art financial planning and controlling tool
Sales performance tracking and controlling
Systematic lead management
Optimised sales structure and efficiency

More focused investments due to reduced 
cost budgets

Programme: Distribution booster

Increases efficiency
Raises operational quality
Reduces time to market
Reduces operational costs
Increases flexibility in product design

Raises operational quality, increases sales efficiency
Enables future business and strengthens financial   
consulting
Creates additional sales opportunities
Improves customer support and service

D
es

cr
ip

tio
n

B
en

ef
its

2015

21.5

2014

20.4

2013

17.7

2012

9.2

2011

5.5

2015

12.0

2014

12.0

2013

12.0

2012

8.4

2011

3.8

Gross benefit in CHF m

Investments concentrate on important programmes with clear benefits, such as “new corporate 
customers platform”

 

and “distribution booster”: Large future-oriented investments to boost growth 
and to greatly support the efficiency targets.

Gross benefit in CHF m

Operational result
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High level of service quality unchanged

Customer satisfaction index individual customers1)  and other Indicators for service quality

Customer satisfaction index

1) Figures for corporate customers

 

not available for 2009/2010

Q3 
2010

2009200820072006

1

2

3

4

5

3.953.963.913.963.99

Customer satisfaction at steady and 
high level
For corporate and individual 
customers, unchanged and even 
improving:

-

 

Contract termination rate
-

 

Broker satisfaction index
-

 

Customer complaints rate

on a scale 1 to 5, highest best

Operational result

Despite selective staff reduction customer service quality maintained

Investors’
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Gross profit1)

 

analysis market unit Switzerland

Operational efforts with increasing impact 
on profit 

Reducing dependency on 
investment result
Proven to be effective
Support reduction of volatility 
and new product mix 
Impact of operational efforts on 
result increasing

1) Gross profit = Profit

 

before policyholder participation and taxes

Operational result

Significant increase in earnings quality for 2010 and ongoing

2011P 2012P

>25% >30%

2010E

>20%

Share of gross profit due to cost savings

Investors’
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e.g.
Reduction of 
commission
Even sharper 
decrease in 
guarantee
Fund portfolio with 
equity share below 
15%
Increase in issuing 
commission 
Sales freeze

e.g.
Slight decrease in 
guarantee
Fund portfolio with   
equity share slightly 
above 15%
Review possible 
increase in issuing 
commission

e.g.
Increase in issuing 
commission 
Guarantee and funds 
remain unchanged

e.g.
Significant decrease 
in guarantee
Fund portfolio with 
15% equity share
Increase in issuing 
commission

Worst Case Good Case Best CaseBad Case
1.2 %                 1.4 %                                    1.8 %

Strict margin management to maintain sound 
profitability margin
Interest rate boundaries
trigger measures, e.g.

Individual repricing per product in line with current market interest rates can be executed 
in short time (6-8 weeks)

Operational result

Investors’

 

Day 2010 –

 

Swiss Life Switzerland: Delivering on targets



28

Development of new business margin market unit Switzerland 

Margin management on new business 
compensates for negative economic effects

VNB as % of PVNBP

Negative economic effects

Lower interest rates

Higher volatilities

No liquidity premium for 
FY09 and HY10

Positive operating effects
Repricing and lowering profit 
sharing
Cost-saving initiatives
Shift to modern products
Change in business mix 
Biometrical changes

0.65

0.32

0.96

FY 2009 HY 2010Compensation 
measures

1.29

Economic

 
effects

Operational result

Investors’
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Gross profit1)

 

analysis market unit Switzerland

Margin management including in-force 
business with strong effects

2010E

>10% >10%

2011P 2012P

Share of gross profit due to additional 
profitability measures

Given the low interest rate 
environment, a package of 
additional profitability measures 
has been defined and 
implemented

Most important measures:
-

 

adjusted crediting policy
-

 

adjusted product pricing

Reducing dependency on 
investment result

1) Gross profit = Profit

 

before policyholder participation and taxes

Operational result

Profitability measures compensate risk-reduced asset allocation and lower interest rates

Investors’
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Operational result: Key messages

Measures are on track and sustainable

Operational result

Service quality maintained at high level

Stable profit contribution despite low interest rate environment

Investors’
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New business production split

Own distribution still the most important 
sales channel, now and in the future

2010E2009

Brokers

Own
distribution

2012P
Others

AWD

2011P2008

Brokers

Own
distribution

2012P

36%

64%

2011P

36%

64%

2010E

34%

66%

2009

42%

58%

2008

28%

72%

Individual
customers

Corporate 
customers

Business area

6% 9% 12%

10%

75%

10%

78%

10%

81%

9%
5%

83%

8%

87%

Distribution quality and power

Investors’
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Multichanneling: Expand distribution channels 
and strengthen own distribution  
Topic Achievements 2010 Outlook 2011

Own sales 
distribution 
(tied agents) 

Sales efficiency 
programme

Successful shift 

Restructured 
sales structure 

Decrease churn rate from 23% 
to 16%

Increase NBP of modern and 
risk products from 34% to 45%

Reduce infrastructure costs by 
16%

Brokers

Assessment & 
segmentation of 
brokers

Modern product share 
increase more than doubled 
(>200%)

AWD

Packaged 
solution

Customised 
incentive program

Direct debit 
procedure

Packaged solution (products 
and services) successfully 
implemented

Swiss Life share of AWD NBP 
increased from 8.5% in Jan. 2010 
to 28.6% in Oct. 2010

Competitive 
commission 
system 

New launch unit-linked payout 
plan (SL Timeplan) with over 
CHF 15 m NBP

Own sales distribution 
Continue sales efficiency programme 
Enhance advisory services & quality
Continuous reduction of infrastructure 
costs

Brokers
Focus on high rated brokers
Segment-specific advisory & products

AWD
Increase share of wallet of AWD
Increase service level 
Joint product development

Partners
Strengthen existing cooperation

Bank
Exclusive bank cooperation 
Bank-specific products with 
guarantees

Online 
End-to-end online selling process 
through new online risk products

Partners

Bank

Online

Increase partner 
production 

Progress in production > 20% 
with 3 of 4 cooperation 
partners

Distribution quality and power

Investors’
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Multichanneling: Introduction of new modern 
and risk products for all distribution channels

Distribution 
channel

Risk

Own 
distribution

Brokers

AWD

Online 

Optimise product 
functionalities 

Maintain shift to modern insurance products and 
push risk products 

Single Premium Periodic Premium Bank

Avoid drain of 
assets

Services
Product 

category

Bank

Product pipeline for the distribution channels 2011 

Online term 
insurance

Bundle product 
with mortgages 

(periodic 
premium)

Interim accountMid-

 
term 

invest-

 
ment

Struc-

 
tured

 
product 

tran-

 
ches

 
(SL 

Premi-

 
um 

Select)

Investment fund, 
alternative to 

bonus account 
(traditional 
product) 

Premium 
payment by 
credit card

new

new

new

new

new

new

new

Distribution quality and power
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Day 2010 –

 

Swiss Life Switzerland: Delivering on targets



35

Own distribution: Sales power increasing 
through sales efficiency programme 

Decrease churn rate Systematic sales funnel with leads 

Adjustments in recruiting process and 
commission system

Decrease the span of control (introducing a new 
job profile ‘sales manager’) through 50 new 
‘sales managers’

Increase head office support and assistance of 
customers 

Recruiting Support Conversion

Decrease churn rate from 23% to 16% 
(-7% since December 2009) 

New

 

hires AdvisorCandidate

Systematic work and leadership method

Qualified contact stimuli out of lead 
management

Central appointment scheduling

CRM tool starting 2011 

> 3 000 conclusion of contracts due to centrally 
assigned leads (since September 2009) 

Application

Lead management Selling process

Leads

Sales funnel

Distribution quality and power
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1. Build expert knowledge
New training course concept 
Training for all tied agents 

2. Manage mindshift
Interaction / Best Practice

3. Adapt commission system

 
for general and sales agents

Security

R
et

ur
n

high low

low

high

Existing products

 
(traditional with guarantees)

Existing products 
(non-traditional without

guarantees)

Modern products1)

Product extension

Products

Expertise 

Services

Sales effectiveness through high quality advisory 
services

High quality overall consultation will increase the 
share of wallet by strengthening customer 
relationships and fostering sales opportunities

Customer lifetime cycle
increasing advisory competence

Child 
birth

Heri-

 
tage

Company

 
foundation

Retire-

 
ment

Real 
estate

com-

 
plex-

 
ity

customer profitability
Turning point triggering advisory need

Asset
check

Retirement
plan

Pension
plan

Family
check

Theme packages for customer advisory services

Own distribution: Increase share of modern 
products through high quality advisory services

1) E.g. Champion Duo, Premium Select, Timeplan, etc.

new

Distribution quality and power
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Increase advisory quality

Increase high performance advisory quality

Increased distribution quality combined with high 
quality advisory services will leverage overall 
distribution performance and quality.

High
performers
= high quality

12/2011P

60-70%

12/2010E

50-60%

06/2010

40-50%

Non performers

Moderate

 
performers

New hires

 
2nd year

New hires

 
1st

 

year

Decrease the number of moderate and non 
performers

2010: Decrease the number of non
performers since June 2010 

2011: Continuous tracking of moderate and
non performers; Checkpoints for each
quarter, incl. definition of measures

Tracking new hires

2010: Checkpoints for each quarter, incl.
Definition of measures defined

2011: Strict coordination of target achievement 
between training and line

Strengthen economic responsibility 

2011: Introduction of a proxy contribution
margin at agency level 

2011: Adjust incentive system at agency level 

Quality measures

Own distribution: Increase distribution quality 
through focused and adapted sales power

Distribution quality and power
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Other channels: Increase distribution quality 
and power in bank and internet channels

Banking Internet (special focus)

Exclusive
partnerships

Product
provider

Existing product 
portfolio

Customised 
product 
portfolio Target

Current

Further expansion with exclusive partnerships

Partnership segmentation and corresponding 
prioritisation
Further strengthen existing partnerships
Further develop corporate customers products 
and services

Leverage the internet as sales channel

Access &

 
information

End-to-end online process

Customer

Swiss Life (online)

Offer & 
purchase

Delivery & 
maintenance

Digital

 
signature

Online payment 
service

Support & 
assistance

Implement end-to-end online sales process by 
introducing new risk online product for individual 
customers (Swiss Life Classic ProtectEasy) 2010 
Expand online product offering 2011

Distribution quality and power
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Distribution quality and power: Key messages

Own distribution will remain major distribution channel with increased 
effectiveness and efficiency

Multichannel approach will unlock growth potential

Customer segmentation will drive distribution channels and product 
development

Distribution quality and power
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Agenda

Key messages and strategy 2008–2012

Customer value and new business profitability

Individual customers

Corporate customers

Operational result

Distribution quality and power

Summary

Ivo Furrer

Ivo Furrer

H.-J. Stahel

Martin Suter

Ivo Furrer

Ivo Furrer
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Swiss Life Switzerland acts from a position 
of strength and is ready for the future

Summary

Engagement value:
 Swiss Life 62% vs. industry average 50%
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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

 

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
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The future starts here.
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