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What has made Commercial Markets suc-
cessful, and what is your key focus moving 
forward?

The goal of understanding our custom-
ers’ needs in a much deeper way has started us on 
a path to success, supported by our ability to meet 
those needs. Our vision for the future is to get even 
better at helping our customers within our targeted 
industry segments understand and protect them-
selves from risk. We then have to help mitigate 
or insure those risks through innovative products 
and services.

A big part of our approach comes from 
our focus on big data. A differentiating factor 
will be what companies do with the data and 
what key insights they gain from data analyt-
ics. The way that companies choose to deliver 
those insights to their customers will be critical 
in helping them understand their risks. From 
there, we look for ways to provide products, 
coverages, and services that address risks in a 
customized way, while better understanding the 
predictors of loss.

Our strength is our focus on a customer 
industry segment and on our communication 
with that segment. This is reinforced by the 
messages we have been giving our brokers 
about particular industry segments, and con-
firms that Zurich is the right answer for that 
customer group.

Now we have to take it to another level.
What kind of innovation is taking place 

within the product offerings?

Innovation does occur in the 
product area. The diffi culty there, as 
in the past, is that an insurance carrier 
invests heavily in creating a unique 
product or coverage for a particular 
industry segment, but competitors can 
easily establish a similar offering at a 
similar price. Thus, the value of that 
innovation can be short-lived, and it 
becomes hard to differentiate yourself 
from your close rivals.

The difference moving forward 
will come from understanding pre-
dictors of loss in a deeper way, and 

whether there is a specifi c coverage that can 
be provided or a different price that can be of-
fered for that coverage and for that exposure. 
Therein lies an area for carriers to differentiate 
themselves.

This method won’t be easily copied be-
cause of the investment made in the analytical 
work to understand the variables and gain that 
deep insight. Companies attempting to simply 
replicate that without conducting the research 
could be setting themselves up for failure.

The evolution of innovation is centered on 
what you do with the data and the facts you 
have, and how you turn that into useful infor-
mation and key insights.

It also involves how we invest in our people 
to make them more effective in the marketplace 
and more articulate when it comes to customer 
needs and solutions. It’s one thing to create a new 
product, and it’s another to execute it in an effective 
way. You can only do that with well-trained people 
who are fully versed in all aspects of the product. 

Is choosing the right insurance broker 
important?

We look for brokers who have similar 
views of what success looks like in the market-
place. Our priority is to thoroughly understand 
the customer. The broker’s job is to advise and 
counsel that customer, help them understand 
the risks they face, and help them mitigate, 
cover, or hand off that risk. We look for brokers 
who do that in tandem with our people, using 
our expertise and knowledge about a particu-
lar industry segment or a particular customer 
segment.

Our relationship with a broker as it relates 
to this need to understand the customer risk 
is important to us. We also focus on brokers 
that truly understand the customer’s buying 
behaviors. At Zurich, we are embarking upon 
major initiatives to understand this in a deeper 
way. We know that customers buy in differ-
ent ways – some require a lot of information 
and guidance; others do their own research but 
need a broker to help them navigate this sea of 
insurance carriers.

Our plan is to identify as many buy-
ing behaviors and variables as possible and 
work with our brokers to match their un-
derstanding of customers’ needs and behav-
iors with ours. We believe this will change 
the conversation and create a tripartite re-
lationship: the customer, the broker, and 
Zurich – each being equally important in 
the transaction.

Are you continuing to focus on middle-
market clients with international exposure?

Yes. We have amplified that capability 
and we’re going to be investing more to en-
hance it. We offer solutions to middle-market 
customers that have international exposures. 
We can initiate policies in more than 170 
countries. Today we have a valuable product 
offering and an excellent automated system 
that helps our customers understand regu-
latory, legislative, and other issues they face 
around the world.

When our production underwriters are 
talking with brokers about customers’ expo-
sures, I want to do a much better job in work-
ing to understand not only the exposures they 
face domestically, but also whether they have 
exposures internationally. If they do, we need 
to communicate that we have the capability to 
meet those needs in an effective, comprehen-
sive way.•
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