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How critical is the brand to delivering growth as you look at the 
challenging times we are experiencing?

From my experience in building businesses, a strong brand is a criti-
cal component to enable growth in today’s highly demanding market. 
The brand enables growth by requiring us to focus on understanding the 
changing needs and wants of our customers and prospects. We do this by 
embedding our brand attitude throughout the company and we deliver 
it at every customer and stakeholder touch point. We want our brand to 
reside in the hearts and minds of current and prospective customers, so 
it creates full demand for our products.

In an uncertain and changing market, we want our brand to be con-
sistent and refl ect a predictable customer experience. This consistency 
gives our customers confi dence in their decision to select Zurich.

Do you push the Zurich brand or do you tie it in with the other 
brands?

When we launched our global brand strategy in 2004, the intent was 
to transform Zurich from a multi-local business to a truly global organi-
zation. Prior to 2004, we operated with several brands, mostly the result 
of acquisitions. Essentially, each country in which we operated had its 
own brand.

A big part of the global transformation of the company was build-
ing a unitary brand – the Zurich brand. This involved defi ning a set of 
common attributes that defi ned the brand. We then launched the Zurich 
brand internally. There was an extensive internal campaign to engage our 
employees in building the new Zurich brand before it was communicated 
externally.

The internal campaign ensured that each employee understood the 
brand experience that would defi ne the company. This also enabled us 
to effectively and quickly migrate the sub-brands across the globe to the 
single Zurich brand and empower our employees to deliver a consistent, 
differentiated customer experience.

How challenging is it to differentiate? How do you create that 
brand understanding in the marketplace?

The challenge of every business is to fi nd that sweet spot in the 
marketplace where they can differentiate and compete more effectively 
and more profi tably than their competition.

Today’s economy creates tremendous uncertainty, not only for busi-
ness performance but for employee engagement. The hidden opportunity 
is to keep employees highly engaged in order to deliver a differentiated 
customer experience.

Research shows that employee engagement within our indus-
try has dropped from 2010 to 2011. It also shows that highly committed 

employees deliver 57 percent more discretionary effort and they are 87 
percent less likely to leave the organization than less engaged employ-
ees. Therefore, the leadership challenge and opportunity is to energize 
employees around the brand and strategic business priorities; because 
higher employee engagement translates to higher fi nancial performance, 
better customer service and faster execution.

Delivering a consistent customer experience from highly engaged 
employees is a powerful differentiator and competitive advantage.

How are you engaging employees in corporate responsibility 
efforts?

A company’s workplace is an aspect of corporate responsibility, so 
engaging employees is an element of being a responsible business.

Corporate responsibility begins with the company’s leadership set-
ting the proper tone, creating the correct environment, and providing the 
right example. Behind that, we work hard to engage our employees in 
sustainability efforts. Successful employee engagement is about creating 
an attitude of caring, which aligns with personal satisfaction and contrib-
utes to business sustainability.

This year we are celebrating Zurich’s 100th anniversary insuring 
America. We are proud of that history and we used this milestone to 
promote community service. We set a goal to complete 100 community 
projects during the year. The response of our employees was profound. 
They went out and completed 100 community service projects by June, 
and they are still going.

We really should not be surprised by our employees’ response to 
corporate responsibility as “caring” is our brand attitude.

How critical is consistent messaging and have you been happy 
with how that ties back into the Zurich brand?

Our brand message has evolved and it will continue to evolve as 
our business continues to develop. What has and will remain consistent 
is our focus on the customer and delivering a relevant and valued cus-
tomer experience.

Are young people aware of what this industry offers?
We actively recruit at a select number of universities in order to 

promote our industry and Zurich. Interestingly, once people better under-
stand the insurance business, they discover that it is a complex, diverse, 
and challenging industry. They see the opportunity to contribute and 
grow in so many ways.

Recruiting strong, new talent to Zurich is a key to our future success. 
To attract top talent, we must offer them more than a job. Today’s gradu-
ates are looking to be part of an organization that cares about customers, 
employees, investors, and society. They are also proud that Zurich has a 
premier position in the industry and is a top 100 global brand.•
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