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BS North America - Business Priorities & Projects

(Market acquisition process)
* Discretionary boost

Existing business New business |
- BRG Light Growth  Referral framework |

. Win-BEflck orlent atlon * WEMA (Canada Onshore) |

» Potentials Project * Marco Polo

« Market coordination Canada/ » US expats London i

|

i

¥

3 - » Grow People
Leadership  WIN+ :
* Creating the A-Team :
Perfecting our Industry Risk
client experience leadership
: e management E
in efficiency e
» Client Satisfaction Survey Can + Organizational optimization « Dissolution UBSIA ' ;
* Mystery Shopping Can Dom « Service Model W9 client |
Products « SBTC ;
* Insurance solutions :
* Multi-asset strategy Canada e
Talent development
t

* (Bold Type = Projects which also support strategy on BU Level)



"Think client, grow commercially"

Client focus

Lead Offering per segment
(KeyClients, HNW, CorA, FIM)

UBS Client Experience

Client defection management

Quality

Profitability

_ e m

T risk Globally pre-emi Best Shift
Advisory (UBS Client Experionce) "edlthmanagerinell yin0 gost practices
Service g CUMTISIMENE Client Centric Offaring
Team(LaadsrhipTalant) L _/ KeyClients
skl \ trive for growth
E 1 make the
equation
ﬂfmdmhlhﬂm
— RoA
— A ratio (EMficiency)

...same roadmap as last year,
focus on increasing depth and quality!

Talent
Using Best Practices
Recruiting and ~Iﬁie‘gration .
CA Certification
Desk Head Training Program




Global WM&BB — Growth in 2005

Results confirm our growth strategy.....

Net New Money (in CHF) 99 bn + 56%

% Invested Assets (in CHF) 1,887 bn

' Employee Development

; Performance before tax (in CHF) 6,662 mn +23%

..... and are setting the bar for the future

2005 2005 vs. 2004

+ 24% |

+2,042 +5%
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WM US Key Initiatives

Improving results by accelerating and completing the Wealth
Management US strategy

UHNW Retirement
Acceleration Advisory

WM Research

Structured Investment Alternative
Products Solutions Investments

Banking

Products

Education & Development

Practice Management

Technology




Capitalizing on our opportunity

By leveraging the feedback from our clients, we are uniquely
positioned to deliver a differentiated client experience

The Client’ Experlence :—SUWQy-

Focused

on you




EWMI - Lessons learned

Diverse challenges, well mastered

Aggressive recruitment p Disciplined recruitment
' Single, central platform / operating S B o
| Local harmonized platform §
| un|t m London T | |
Central products > | Central and local products
Focused on Core Affluentl ngh Net LK l ngh Net Worth / KeyClients }
| ~ Worth 1/ : ~ predominant |

Lessons learned to foster growth
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Growth in Switzerland — Taking the initiative

* Business Banking: Stable high level contribution to the BG's results

Performance: external
140% | view; before tax

100)

b And creating substantial

o

120% L

into the WM segment

100% |

(Indexed Development, 1Q03

80%

2003 2004 2005

= Business Banking as reported - BB adjusted for Shifts/Recovery

* Increasing client time by reducing administrative tasks...

Maximizing client time

10 of 22 projects implemented

Client time x 2

Leveraging best practices

value by developing clients

...to support our growth ambition



SECTION 2

Financial Overview




% increase 2004 vs. 2005

KPI development 2004/2005

NAM with outstanding NNM and double digit Bottom-Line increase in 2005

236%
140% i
127% ==

120%
100%

80%

60%

40%

22% 22% 21%
20%
OU/O

BU AME LATAM NAM uBslI

@ NR m DC @ NR-DC i NNM
9

Source: Facts & Figures Dec 2005



PMS March 2006

Americas Established ranks 5th, Brazil Dom 2nd in PMS

UK 255
[taly 207

France 170

Austria 157

Average 137

spain | 133
eigium N 119
~_ Germany _61

0 100 200 300 400 500 600 700 0 50 100 150 200 250 300

Growth RoW Markets

Taiwan 216
Central Europe 142
APAC Int 137

113
111

Eastern Europe Noriba

Average

] Russia
Australia

India

China |n/a

200 250 0 20 40 60 80 100 120 140 160 180



KPIs BS North America - YI'D March 2006

Key Performance Indicators R Ambition
Dimension KPI  Unit Actual YTD 2005 Deltaabs Delta% 2006 YD

Growth NNM  CH'mmn  -57.1 5627  -6198 -110.1%  3'134 7835
- NRshiftadi) €HFmn 1915 - 10055 . 109  £109% = 4452 1113
o -0k e

ot |
CNRTEC. | iGHEn  ser 0 ged G ey aohd os

ook o 8 b o b 0 e




Net New Money March 2006 (1/2)

LATAM
BS NAM with low
il contribution to overall NNM
within BU AME
N
NAM -57‘
(500} R Om” . ;300~ - -1“'(_)00_ . 1'_500_ wg 2_000
Us INTL -121
CANADA INTL - 120
Positive NNM for all CT |
within NAM, but negative Wi i .
for Key Client NAM Us DOM B
SFA .21
PRSI R TR



Net New Money March 2006 (2/2)

Canada Intl (CHFm 120.1)

CANADA GE 55.9 DOM VANCOUVER
CAN NASSAU 4.4 DOM MONTREAL

CAN INTL ZH -7.6 .‘ LATIN AME TOR

CAN EAST ZH -10.3“’ EDO TORONTO -9.0.

HNWI US INTL

AFFLUENT AME

MILLIONAIRES US INTL

W9 US CLIENTS -18.7

-40 -20 0 20 40

13.7
1

07
}

0.6
]
1 ——
0 20

110.0

10 120

80

100
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NNM Concentration: YI'D March 2006

§ Pos CA: 69%
. NegCA:31%

LATAM
(incl. KC)
6.0 ; 3
- !

4.0

30!

i
il W
20% CA = 100% NNM
11% CA = 80% NNM

146 G m DA AN
[
= s
! 1

O.IZI;' FoE i o v T
% 14% 28% 42% 56% 71% 85% 100%

. PosCA: 4%
UBS' VNegCA: 16%’;1

20|

1.0/
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40 |

35% GA = 100% NNM
18% CA =80% NNM _

|
|
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!
0.0

CA% 17% 33% S50% 66% 83% 100%

NNM in CHFm
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19 251 31

10%

37 43 49 55

61 67 73 79 85 91 97 103 109 115 121 127 133 139 147 CAs

56%

Pos CA: 56 %
Neg CA: 44 %

B il

100%



Prospect Management: Very diverse pipeline shapes

Prospecting pipelines NAM (# of prospects per CA)

- USiIntl
Search
Action
Closing
NNM/ CA
Search 19.0
Action 4.3
Closing 1.0
NNM YTD 21
'Us bom
Search
Action
b = o
Closing
NNM/ CA
Search 126.2 -
Action 385
Closing 74.6
NNM YTD 0.9

total NNM
1160.8
260.7
60.5
120.9

[ p——

total NNM
39123
11936
2311.2
29.3

- CanadaIntl
Search
Action
Closing
NNM/CA  total NNM
Search 27 51.2
Action 45 85.8
Closing 5.6 106.8
NNM YTD 6.3 120.2
Key Client DVLP
Search
Action
Closing
NNM/ CA  total NNM
Search 84.9 339.7
Action 120.7 482.8
Closing 6.5 26.1
NNM YTD  -174.8 -466.1

total NNM
12714
1568.3

Canada Dom

Search

Action

Closing

NNM/ CA

Search 53.0

Action 65.3
Closing 328

NNM YTD 6.5

787.3
117.2

[swms 13.04.06 " Search Action  Closing |
| <3months 840 162 74
| > 3m < 9 months 1549 315 141
|>9months 1204 386 113




Cost/Income-comparison — CTs within NAM

30 -

20

10 -

US Int

8%

W NR-DC YTD  —+— NR-DCKA

Cnd Int

6%

US Dom

25%

e

KC DVLP

6%

2.0
1.8
16
14
1.2
10
0.8
0.6
04
s 0.2

30% 54%

Source: Facts & Figures Mar 2006
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Discretionary Share — Comparison CT 2005/2006

BS NAM 33.6% (YtD Mar 2006)

i §
HNWI US INTL | [ 40.6
; i
R S R T 57.9

MIO US INTL (CorA)

US INTL

CANADA DOM

Us DOM

SFA

KEY CLIENT NAM

31.2

CANADA INTL

10.0 20.0 30.0 40.0 50.0 60.0 70.0

I

® YD Dec 2005 w YtD Mar 2006

Source: GMIS March 2006
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Referral Pipeline
The Potential For Growth

Referral from

: _|AG‘eneya,_lleWI' vaMio | _Referrals | opened
T T

10 21.9 1 8.5

104 1 3

5.8 0 0
20 | 86| 5 | 36

12 32 2 5

13 | 0 0

6 (o T
2603 9 ) 30.1

S )
—
"If my CA asked me, | would |
e Comparison 2006 / 2005 (vtp march) be more than willing to

recommend him to my
friends." (client quote) “_‘/5

b

Number of referrals: 60/31 = + 94 % .
: Untapped potential for

Potential NNM: 269.3 mio / 51.6 mio growth!

= + 522 %

SJUSI|D 4O %P8

%001 swusip ||V
%0¢

Asked for referrals




Optimus Contributions - YtD March 2006

NAM's enthusiastic efforts proved the yardstick once again with
client's donations of total CHF 1.37 mio YtD March 2006.

NAM 1'365'565 91
LATAM 95'904 81
UBSI 1'695 18
KC 1'485 22

Others 2'905 1
Total .




SECTION 3

Projects and Activities

3 UBS



UBS Leadership Model

Man_a |

~ for results

- B o)
: P Model
Staffing  Performance the Way
Measurement Inspire a
Planning and i::of:gaag‘: shared Vision
Bucgering Organizing *

allocation Problem \ ‘/\ others to att Process 7
solving < =i g
T——

— o
s

Outstanding P
ey

Business Growth / People Growth

* Source: Leadership Challenge / Kouzes & Posner




Key projects 2006 within NAM: WIN + and GROW PEOPLE

In March the kick-off of WIN+ in the USA & Canada and the 2nd
phase of project GROW PEOPLE took place

Feb | Mar | Apr | May | Jun Jul | Aug | Sep | Oct | Nov | Dec

: <+ o <]
WIN P k&
Wave 1: USA/Canada K M.qﬂm st s P RO
e~

| Switzerland
‘ Conduct LPI

Define development :
areas & target setting { [ o] (58
Implementation phase || ' ‘

Fine-tuning within WIN+ ||
(Wave 2)/ Joint STC

% UBS 2



Two-pronged set-up

Sharing & leveraging sales tactics

(WIN)

Topics

- Prospect management

- Defection management

- Share-of-wallet / Client experience
- RoA improvement

Success indicators

- KPIs: NNM, RoA, NR, and NR-DC

- Lead indicators: Discretionary Share, prospect
pipeline

Approach

- Review and revision of existing Desk action
plans

- Building inventory of sales tactics of NAM (and
LatAm) Desk Heads

- DHs trying out a number of select sales tactics
- Support by sales coaches

Building leadership skills

(+)

Topics

- Model the way

- Encourage the hearts
- Inspire a shared vision
- Enable others to act

- Challenge the process

Success indicators
- Employee satisfaction
- (KPIs: NNM, RoA, NR, NR-DC)

Approach

- Leadership inventory (LPI) to be conducted as
starting point

- Individual leadership coaching based on LPI
results and first discussion

- Confidential

- Support by leadership coaches (from UBS
Leadership Institute or external)

Coordination of coaches
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Client Satisfaction

Asking clients their level of satisfaction is key

« Live FSAE / UBS Client Experience on every level
« Conduct surveys (e.g. as in Can Domestic)

« Team- and Desk Heads ask clients actively about the received service
(e.g. 30 days after account opening)

« Client Advisor ask client directly after client meeting about level of
satisfaction

24



Conclusions

"Keeping the main thing - the
main thing"

Henry Dodge



Organizational changes NAM

North America
M. Guignard

r :

Canada Intl

E. Roellin

el

Domestic
G. Rasmussen

Intl Desks NAM
P. Schmid

Us Intl
H.J). Bless

UBS SFA
G. Benz

NAM's set up is about to change

X

S i el i |

1
1
1
1
I
i

KeyClient
Ph. Bigger

 US Dom
R. Simon

« Key Client DVLP NAM is now part of BS Key Client Americas
« US Dom Business will move to WM USA
« Remaining International Business forms new CT Intl Desk NAM,
headed by Patrick Schmid
« UBS Bahamas with new CEO R. Voswinckel will directly report
to Michel Guignard
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SECTION 4

Q&A

3 UBS



