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Benetfits of a strong brand for different stakeholders

Clients
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Brands are promises

Great companies with strong brands know exactly what they
stand for...

:stnep

Magical Family
Entertainment

N

True to Sport

Driving
Performance

.. and how to deliver on their promise
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Strong brands increase company value
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Brand value equals more than 1/3 of stock market value
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Source: Interbrand/Business Week/JP Morgan, 2002
(unlisted and non-monobrand companies excluded from this analysis)
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Not only for "luxury brands"
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Investors are willing to pay more for strong brands
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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%

: Interbrand, Bluevalor
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Why a single brand?
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Global Asset Management

5% UBS PainéWebber.
5% UBS Warburg
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What drives a client's relationship to their bank?

Values Confidence to succeed in the future Strong connection with friends Tranquil and contented
i Successful in life Sense of fulfillment
) ) Accomplishing all | hoped to accomplish Ability to enjoy life to the fullest
Peace of mind / security Optimistic about my future Independent .
Respect for myself Confident in the decisions | make
Enjoy life to the fullest Sense of making an? achieving my goals
SedoMm 1o shna . . . Opportunity to the fun things | like best
Proud of myself gtrong sferr:lslcre\gf connection with family Respect for myself
Able to care for my family eace ot mi Positive sense of myself and my abilities
Emotional Have money to buy what | want Do POtIfei} scared
Financially capable Feel value
consequences . Meet my investment goals Happy
Connected to advisor / Have money for retirement Good quality of life
Satisfied Excitement and vitality
company Can sleep at night Feel respected
Srrrrocan Less worry Made a wise decision
Can pay bills Less stress Philanthropic / altruistic
Feel knowledgeabl Secure in my decisions Relaxed
Functional Less work for me_ Confidence in advisor
consequences Can do things Will have balanced information
Saves time
fid . dvi fid . | can be more involved in investment decisions
Confidence in advisor Confidence in company Saves me money
Can consolidate investments
SRS I have knowledge / info
Helps me make invep decisions Can increase my portfolio Can operate from anywhere
Trust advisor Will continue with this advisor / co.
Attributes Timely information § recommendations Offer nic ducts / unique products BreaWnd services
Knowledgeable petent advisors Recommended jend / relative

Clear statements / rdports

Good advisor relationship Honest advisor

Friendly advisors Breadth of products dnd services
Offer niche products / unique products

Accurate statements

Accessible Top quality advisor
Good track record / performance

Global co.

Local co. Explains investment options clearly

Good reputation /
stable company

Convenient location(s)

Good advice / recommendations

No scandals / no negative publicity

Resolve problems quickly

Established company

Personalized service

Proactively provides information / makes
suggestions 8



Our brand promise
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The idea behind “You & Us”

o | o' > Client benefit:
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[T R T” TTTT = UBS takes time to
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N e % UBS




Sponsoring

World of Alinghi Golf Orchestral Music Contemporary
Art
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Collaboration
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New perspectives




Results

Our brand communication has impact

Consumers
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January 06
(US only interim wave)

uUs APAC

Brand awareness targets per region
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Business Week - World's 100 most valuable brands

2005: UBS's brand value increases 16% over 2004 to $7.6bn

The 100 Top Brands

RANK 2005 PERCENT COUNTRY
2005/ 2004 BRAND BRANI} CHANGE OF
e withe MO THE BIG WINNERS
11 COCA-COLA 67,525 67,394 0% u.s. H@'I tech and finance gﬂt it I'Iﬂ'l't i ﬂ"llS],l"E-'ﬂrﬁ
2 2 MICROSOFT 53941 61372 2%  US. ranking. America’s elect ronic flea market, eBay, has
323 IBM 53,376 53791  -1% u.s. ended l.IFH:I'I tm afew mrgs..i:lme ﬁﬂpﬂ.
Samsung repeats from last year, as does HSBL.
12 13 CITI 19,967 19,971 0% u.s. Jtll'll‘g the w&gﬁmhlafnmmlmmmm LES.

25 26 MERRILL LYNCH 12,018 11,499 5% U.S.

29 33 HSBC 10,429 8,671 20%  Britain
34 30 JPMORGAN 9,455 9782 -3% U.S.
37 37 GOLDMAN SACHS 8,495 7.954 7% U.s.

44 45 UBS 7,565 6.526 16% Switzerlan

46 41 HARLEY-DAVIDSON 7346 7,057 4% U.S.
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Marketing funnel - Consumers

WP U

Absolute Conversuon Absolute Conversion Absolute Conversion Absolute Conversion Absolute

Europe rates rates rates rates
68% 26% 23% 9% 1%
39% 88% 40% 11%
Ave. of 86% 40% 32% 14% a%
leading 3
competitors 49% 87% 47% 22%
75% 24% 18% 2% 0.5%
31% 76% 12% 23%
: A‘:;-:- °f3 98% 67% 48% 14% 6%
eadin
competitors 68% 73% 28% 43%
50% 16% 14% 5% 1%
32% 85% 40% 19%
i 88% 52% 45% 26% 7%
leading 3
competitors 59% 86% 55% 17%
Awarevness We are ...the?efore Thouéh We have al?gady lost
base small weakeron familiarity conversion potential to make
relative to  converting pase much from competitive numbers
compet|tor5 into smaller famlllarlty into the consideration
familiarity.. to consider- and preference set

% UBS ation high .



Marketing funnel - Business

WP I

Absolute Conversmn Absolute Conversion Absolute Conversion Absolute Conversion Absolute

Europe rates rates rates rates
91% 53% 52% 25% 5%
59% 98% 47% 21%
: A‘;e_- °f3 97% 64% 56% 28% 9%
eadin
comp et?tors 66% 91% 51% 37%
97% 81% 80% 32% 4%
84% 99% 40% 14%
: A‘;e_- °f3 100% 95% 90% 55% 26%
eadin
comp et?tors 95% 95% 62% 47%
87% 61% 58% 32% 6%
70% 96% 55% 18%
: A‘;‘?- °f3 97% 75% 69% 37% 10%
eadin
comgp etigtors 78% 93% 54% 27%
Awargness But wYe are ...the:efore Our v _andin thefusiness
base high  weaker on base starts conversion market we do better on
converting toreduce from consideration to
into familiarity preference...but we
familiarity.. >considerat have already lost a lot of

ion very potential!
UB S high...



Match brand to business strategy

2% UBS

Vision & Values

|

Shared success
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...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, | get the whole
team.

| appreciate you all.

i plobel il ey mith thap A ] da e
mmmuﬂnﬂm“mﬁm mwmuﬂm
—dmmmimmnmm v
e o T “Mmmmhdﬂl-h “H-T
o, g e duluige ?-"""“" :'
ru-;-ruu_q.nmpp.y-i'- "
ﬂ’d'ﬁlmwml—hhwﬁ-w

T T Ao RENER ang AT £

Ll Fig Crrreay Al ARE  PeRE LA T
AN TIM‘,? EvEly BETrEC. L OCST THE WHpLE
Tiaw, ST i Al

e 5

Tt

el Y SRS

e o — e e . —

2 UBS m




Questions......
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