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EDITORS’ NOTE Patrick Lundy’s 
many years of experience include ex-
ecutive management roles in both the 
U.S. and Canada including Head of 
the Zurich Healthcare business unit 
for North America and President of the 
U.S. Energy Industry Segment. Prior to 
this, he was VP Profi t Center Manager, 
overseeing American International 
Group’s Global Energy XS Casualty. 
Lundy is also the Chairman of the 
Board of Directors for both World 
Travel Protection Canada Inc. and 
Adjuvantz Inc. He holds a Bachelor of 
Arts degree from The University of Western Ontario.

COMPANY BRIEF Zurich Insurance is a global 
leader in managing risk. With more than a cen-
tury of experience in North America, Zurich helps 
businesses understand and protect themselves from 
risk in a rapidly changing, interconnected world. 
Zurich in North America (zurichna.com) is the 
fourth-largest commercial property-casualty insur-
ance company serving the global corporate, large 
corporate, middle market, specialties, and programs 
sectors. Zurich employs approximately 9,000 peo-
ple in offi ces throughout North America with ma-
jor centers of employment in the metropolitan areas 
of Chicago, New York City, Kansas City, Omaha, 
Baltimore, Orlando, and Toronto. Zurich is very 
proud of its more than 100-year history in the U.S. 
They have helped shape the America of today by in-
suring iconic infrastructure projects in New York 
like Madison Square Garden, and throughout the 
U.S., like the Hoover Dam.

Would you briefl y describe Zurich’s business 
in Canada?

Zurich has been in Canada for over 90 
years. We have offi ces in four provinces, but 
we service all Canadian provinces and territo-
ries through our regional offi ces. We have 800 
employees in Canada and we rank among the 
top fi ve writers of commercial insurance in the 
country and 16th against the industry overall, 
as measured by gross written premiums. Our 
market share against predominantly commercial 
writers is 9 percent. 

Our mission is to help our customers under-
stand and protect themselves from risk. In Canada, 
we’re focused on developing solutions for mid-size 
and large corporations, Canadian-based multina-
tional companies, groups, and associations in spe-
cialty product niche markets.

In a market like Canada, how 
do you differentiate yourself from 
the competition?

There is a lot of competition in 
Canada, but the differentiator for us is 
servicing mid-market commercial and 
corporate enterprises with large infra-
structure and multinational exposures – 
we have signifi cant market share among 
both of these groups. We’re a dominant 
and well-thought-of writer of this kind of 
business.

In Canada, Zurich is particularly 
focused on the construction industry, 

which includes large general contractors; the retail 
industry; commercial real estate; manufacturing; the 
energy industry; the technology sector; and public 
sector business, which encompasses municipal in-
frastructure, as well as public hospitals and school 
systems.

In addition to working with Canadian com-
panies with international exposures, we also serve 
the reverse: foreign-based companies with opera-
tions in Canada. That is another big differentiator. 
Zurich has operations in 170 countries so our ser-
vice and our ability to collaborate in a much larger 
global network gives us a distinct advantage in the 
Canadian market.

We strive to build strong relationships with 
our customers. We work with customers and their 
brokers to raise customers’ understanding of their 
risks and how to mitigate them. This means draw-
ing on a full range of global resources and knowl-
edge to deliver solutions to the customer. It’s much 
more than just providing our customers with an in-
surance product. We want to be viewed as thought 
leaders in the industries we service. 

How have you been able to fi nd the talent 
you need in Canada?

The insurance industry in Canada is facing a 
serious demographic crunch. The median age in 
the insurance industry is over 40. Many highly ten-
ured employees are retiring from the industry.

There is a shortage of people in the indus-
try who have many years of institutional industry 
knowledge and experience. The challenge is how 
to get the knowledge transferred from very ex-
perienced employees to those that are new to the 
business or less experienced.

We’re working feverishly to close the knowl-
edge gap by making serious investments in new 
employee training, as well as in providing oppor-
tunities for advanced training and promotional op-
portunities for our employees.

Our culture emphasizes accountability and 
empowerment of our people, where pay and pro-
motion are based on outcomes and results.

How close is the coordination region to 
region?

Zurich Canada has a built-in multinational 
value proposition as part of a large global enterprise.

It is a huge differentiator to be able to provide 
full global solutions to our domestic customers that 
have multinational or international exposures.

In leading this business for Zurich, how 
do you focus your efforts and how critical is it 
to fi nd time for client interaction?

There needs to be a balance in handling the 
administrative and operational nuances of running 
an insurance company branch, but customer inter-
action can’t be compromised. 

On the balance side, I am the Chief Agent 
for Zurich in Canada, a federally regulated fi nancial 
institution. This means I have responsibilities in ac-
cordance with Canadian insurance laws, as well as 
being a Canadian branch CEO. But I still feel the 
strong need to balance that with customer interac-
tion. Our company is built on putting the customer 
at the center of what we do, so we need to be out 
in front of our customers.

We’re a relationship business fi rst and fore-
most, so it behooves me to get to know our cus-
tomers as closely as possible. We’re putting up 
signifi cant capital to underwrite and protect them 
from risks. We listen to our customers and how 
they’re running their businesses, so we have a 
good understanding of what their exposures are. 
This allows us to help them understand and miti-
gate risk, and it gives us comfort in the exposures 
we’re willing to take on in protecting them by pro-
viding insurance.

We’re focused on delivering product sustain-
ability and innovation to our customers by working 
with insurance brokers who understand and share 
Zurich’s business vision. This allows us to create 
consistent and aligned offerings. 

As equally important as our customers are our 
people. For our business to be successful, we need 
our staff to be engaged and informed, so we put a 
lot of emphasis on our employee engagement and 
the communication of our strategy. We all have to 
believe in the strategy and be able to execute on it. 

Zurich’s culture is shaped by our core values: 
Zurich Basics and The Zurich Commitment, and we 
live by these values and lead by example. I’m very 
proud of our people and proud of our culture, and 
the culture was important in attracting me back to 
Zurich after working for another company.•

Patrick Lundy

A Dedication to Canadian 
Business Success

An Interview with Patrick Lundy, 
President and Chief Executive Offi cer, Zurich Canada

EDITORS’ NOTE J im Thomas 
heads Zurich’s global Credit & 
Political Risk business and he 
is part of Zurich North America’s 
Special Products leadership team. 
Jim joined Zurich in 2000 and 
prior to his current role as head 
of the group, he was the Regional 
Manager  o f  the  Amer icas  for 
Credit & Political Risk where he 
managed Zurich’s  s tructur ed 
credit and political risk underwrit-
ing in the United States, Canada, 
and Latin America. Prior to join-
ing Zurich, Jim’s experience included roles 
at Euromoney Publications in London and 
the United Nations Economic Commission for 
Latin America and the Caribbean in Santiago, 
Chile. He earned a Master of Arts degree in 
International Economics with Distinction 
at  The Johns Hopkins Universi ty School 
of Advanced International Studies, and he 
continued his studies in the Johns Hopkins 
University PhD program with a concentra-
tion in International Economics and Latin 
American Studies.

How critical have emerging markets been 
to Zurich’s business?

As a g lobal  enterpr ise ,  Zur ich has 
worked very hard to establish a network of 
multi-line insurance companies in emerging 
markets at the local level, simply to go where 
the business is. There is a lot of business 
being done in very large markets that have 
been traditionally underserved by insurance 
companies.

In Brazil, for example, there has been 
great economic growth and a growing middle 
class, which is creating demand for a wide 
range of insurance products. This is a trend 
that is happening around the world.

Zurich has established a large network of 
operations in emerging markets to serve these 
new customers and also to support foreign 
companies that are operating in these grow-
ing markets.

Zurich’s Credit and Political Risk busi-
ness is no different, as we have some unique 
capabilities that many of our competitors 
don’t have in that we’re providing cover-
age locally to local companies but also to 
foreign companies working in the emerging 
markets.

Is there an education process 
for these emerging markets on 
the value of your product?

When we’re developing a new 
market, there is often a great deal of 
education that takes place. We want 
to make sure the customer under-
stands the risks they’re facing and 
then help protect them against those 
risks.

We’re covering risks such as ex-
propriation, political violence, busi-
ness interruption, and other risks 
associated with political uncertainty. 

These are things a risk manager might not 
think of each day but they are certainly risks 
that many companies face.

How do you assess risk when you’re 
dealing with so much uncertainty?

Analyzing political risk requires a great 
deal of expertise and experience.

We specialize in forecasting and under-
standing political risk, and we take the long 
view. We write non-cancelable coverage and 
we provide coverage for up to 15 years, so 
a mult inat ional company can make in-
vestments knowing they have non-cancelable 
coverage for the long-term.

How important is the close coordina-
tion within Zurich from region to region?

Our global network is our key strength 
and what makes us one of the leaders in this 
space. We have 16 offices in 12 countries, 
which is one of the largest networks of po-
litical risk underwriters, and those 16 offi ces 
are co-located with other Zurich operations, 
which gives us vast capabilities as a global 
insurer.

The entire global operation is centrally 
managed, so we have a closely coordinated 
group and all of our underwriting teams 
work very closely together. Having true po-
litical risk and trade credit specialists in the 
local markets allows us to better serve our 
customers by helping them understand the 
risks they face. This in turn allows us to 
help companies make the foreign investments 
that they need to make so as to grow their 
businesses.

Does the sale for the product need to 
be made at the C-suite level?

It depends on the size of the company 
and the industry. At the multinational level, 
we tend to work with the risk managers and 

the CFOs. However, given the recent geopo-
litical turmoil that we’re seeing, CEOs and 
boards are increasingly expressing concerns 
over political risk and that’s creating more de-
mand for our product.

We don’t interact directly with the 
boards, but this growth and interest in po-
litical risk coverage often comes from the 
top because they are seeing things often 
about increasing geopolitical turbulence.

Should markets like Brazil, China, 
and India still be considered emerging?

That’s a great question and we have to 
ask ourselves, at what point do we stop refer-
ring to some of the largest economies in the 
world as “emerging markets”? Many of these 
markets, such as China, Brazil, and India will 
play an increasingly important role in shaping 
global policy. They are demanding a seat at 
the table. Take, for example, the recent cre-
ation of the Asian Infrastructure Investment 
Bank in Shanghai. This will no doubt become 
a very important multilateral institution in the 
near future.

As someone who takes risks in these 
markets, it’s tempting to look at emerging 
markets as one monolithic entity – peo-
ple realize regions are different, but like to 
see two classes of countries, developed and 
emerging. While certain countries are consid-
ered emerging, some have clearly emerged 
quite a bit more than others.

I would caution that we not fall into the 
trap of defi ning just two groups. Some of the 
economic and political turmoil we’ve seen in 
Europe demonstrates that things can go the 
other way too.

What has made Zurich such a good fi t 
for you?

I’ve been here 15 years now. The ca-
pabilities that Zurich has developed glob-
ally and its unique product offerings show 
that it’s a company that innovates and is on 
the forefront of thinking about what is next 
and what  companies  wi l l  need in  un-
derserved markets. There aren’t too many 
companies that have the resources to do 
that and not many that could get it right. 
We’ve had tremendous success over the 
years .  Zurich is a company that doesn’t 
take its customers or existing markets for 
granted and is willing to put resources be-
hind the next big thing to help our custom-
ers grow their business.•

Jim Thomas

Understanding Political Risk
An Interview with Jim Thomas, 

Head of Credit and Political Risk, Zurich North America
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