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Benefits of a strong brand for different stakeholders
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Brands are promises

True to SportDriving
Performance

Magical Family
EntertainmentIrreverence

... and how to deliver on their promise

Great companies with strong brands know exactly what they
stand for...
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Strong brands increase company value
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Source: Interbrand/Business Week/JP Morgan, 2002
(unlisted and non-monobrand companies excluded from this analysis)

Brand value equals more than 1/3 of stock market value
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Not only for "luxury brands"

Source: Interbrand; Brand Valuation, 1997

Other intangibles

Brand

Tangibles



6

[t231407] [printed: May 24, 2006] [saved: May 23, 2006] Q:\GROUP-COMMS\Investor Relations\4 Investor Day\Investor Day 2006\Presentations\Final_presos\Product Day\9_Preso_Hill.ppt

Investors are willing to pay more for strong brands

Source: Interbrand, Bluevalor
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An investment in the world’s 100 strongest brands over
the last six years has yielded a return of about 34%
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Why a single brand?

2000

2002

2003
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Functional
consequences

Confidence to succeed in the future
Strong sense of well-being
Not a burden to others
Control the events and people in my life
Satisfied with what I have done in life
Control the events and people in my life
Freedom to shape my life however I wish
Proud of myself
Able to care for my family

Breadth of products and services
Recommended by friend / relative
Well-known company / name recognition
Objective advice
Answers my questions
Good market knowledge / sounds analysis
Financial stability of firm
Convenient location(s)
Good advice / recommendations
No scandals / no negative publicity
Resolve problems quickly
Established company
Personalized service
Proactively provides information / makes
suggestions

Timely information / recommendations
Clear statements / reports
Accurate statements
Working in my best interest
Large / global network
Dependable
Market leader
Friendly advisors
Offer niche products / unique products
Accurate statements
Accessible
Good track record / performance
Global co.
Local co.

Offer niche products / unique products
Knowledgeable / competent advisors
Good relationship with advisor
Preferential treatment for valued customers
Warns me of risks
Follow my instructions
Not pushy
Breadth of products and services
Understands my needs / goals
Long term relationship with advisor
Good reputation
Access acct online /trade on Internet
Honest advisor
Explains investment options clearly

Confidence in advisor
Will have balanced information
Saves time
I can be more involved in investment decisions
Saves me money
Can consolidate investments
I have knowledge / info
Can operate from anywhere

Operates in ‘real time’
Make good investment decisions
Not pay as many taxes
Trust company
Know the company will not fold
I make money / accumulate wealth
Make life easier
Can increase my portfolio
Will continue with this advisor / co.

Less work for me
Can do things quickly
Won’t lose money
Educated about investments/options
I can stay informed of my investments
Confidence in company
Flexibility to diversify investments
Helps me make investment decisions
Trust advisor

Do not feel scared
Feel valued
Happy
Good quality of life
Excitement and vitality
Feel respected
Made a wise decision
Philanthropic / altruistic
Relaxed

Confident in my abilities
Can provide for self / family
Feel investment / money is safe / secure
Can spend time with family and friends
I am not dependent on others
Have new opportunities / possibilities
Comfortable
Can pay bills
Feel knowledgeable / educated

Have money to buy what I want
Financially capable
Meet my investment goals
Have money for retirement
Satisfied
Can sleep at night
Less worry
Less stress
Secure in my decisions

Strong connection with friends
Successful in life
Accomplishing all I hoped to accomplish
Optimistic about my future
Respect for myself
Enjoy life to the fullest
Strong sense of connection with family
Peace of mind

Tranquil and contented
Sense of fulfillment
Ability to enjoy life to the fullest
Independent
Confident in the decisions I make
Sense of making and achieving my goals
Opportunity to the fun things I like best
Respect for myself
Positive sense of myself and my abilities

Attributes

Emotional
consequences

Values

What drives a client's relationship to their bank?

Peace of mind / security

Connected to advisor /
company

Confidence in advisor Confidence in company

Good advisor relationship Good reputation /
stable company

Top quality advisor

Honest advisor
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Core promise

♦The firm’s advisors take the time to understand
my needs and goals

♦The firm and its advisors proactively provide
appropriate solutions

♦The firm is an integrated global powerhouse

Our brand promise

Key Benefit:
Confidence in my financial
decisions
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The idea behind “You & Us”

Client benefit:
Feeling understood,
UBS takes time to
understand my needs
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Proof:
World’s largest wealth
manager,most
awarded bank, highest
credit rating etc.G
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You & Us

Power

Intimacy

“I’m confident
in my financial

decisions”
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Sponsoring

World of Alinghi Golf Orchestral Music Contemporary
Art
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Innovation through technology
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Results

Consumers Business
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Our brand communication has impact
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Business Week - World's 100 most valuable brands
2005: UBS's brand value increases 16% over 2004 to $7.6bn
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Consideration Preference ClientFamiliarityAwareness

39% 88% 40% 11%

Europe
68% 26% 23% 9% 1%

49% 87% 47% 22%

86% 40% 32% 14% 4%

UBS

Ave. of
leading 3

competitors

US

31% 76% 12% 23%

75% 24% 18% 2% 0.5%

68% 73% 28% 43%

98% 67% 48% 14% 6%

UBS

Ave. of
leading 3

competitors

APAC

32% 85% 40% 19%

50% 16% 14% 5% 1%

59% 86% 17%

88% 52%

55%

45% 26% 7%

UBS

Ave. of
leading 3

competitors

Conversion
rates

Absolute Conversion
rates

Absolute Conversion
rates

Absolute Conversion
rates

Absolute Absolute

Awareness
base small
relative to
competitors

We are
weaker on
converting
into
familiarity..

…therefore
familiarity
base much
smaller

Though
conversion
from
familiarity
to consider-
ation high

We have already lost
potential to make
competitive numbers
into the consideration
and preference set

Marketing funnel - Consumers
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Consideration Preference ClientFamiliarityAwareness

59% 98% 47% 21%

91% 53% 52% 25% 5%

66% 91% 51% 37%

97% 64% 56% 28% 9%

84% 99% 40% 14%

97% 81% 80% 32% 4%

95% 95% 62% 47%

100% 95% 90% 55% 26%

70% 96% 55% 18%

87% 61% 58% 32% 6%

78% 93% 27%

97% 75%

54%

69% 37% 10%

Marketing funnel - Business

Conversion
rates

Absolute Conversion
rates

Absolute Conversion
rates

Absolute Conversion
rates

Absolute Absolute

Awareness
base high

But we are
weaker on
converting
into
familiarity..

…therefore
base starts
to reduce

Our
conversion
from
familiarity
>considerat
ion very
high…

..and in the business
market we do better on
consideration to
preference…but we
have already lost a lot of
potential!

UBS

Ave. of
leading 3

competitors

UBS

Ave. of
leading 3

competitors

UBS

Ave. of
leading 3

competitors

Europe

US
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Match brand to business strategy

…one firm, one brand
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This is what it’s all about

Usually big company ads are
pure B.S. This one is true!
Even better, I get the whole
team.
I appreciate you all.
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Questions……
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