
MANAGING RISK

EDITORS’ NOTE Laura Favinger was ap-
pointed Senior Vice President and 
Head of Government and Industry 
Affairs for North America in June 
of 2015. She joined Zurich in July 
2007 as Director of State Affairs based 
in Schaumburg, Illinois. In April 
of 2011, she relocated to Zurich’s 
Washington, D.C. office and assumed 
the role of Head of Life and Health 
Policy. In 2012, Favinger was named 
Vice President and Head of State 
Affairs overseeing state legislative and 
regulatory activity on behalf of Zurich 
North America for all lines including commercial 
property/casualty and Global Life North America. 
She received a Bachelor of Arts degree in Political 
Science from the University of New Hampshire .

COMPANY BRIEF Zurich Insurance Group 
(Zurich) is a leading multi-line insurer that 
serves its customers in global and local markets. 
With more than 55,000 employees, it provides a 
wide range of general insurance and life insur-
ance products and services. Zurich’s custom-
ers include individuals, small businesses, and 
mid-sized and large companies, including mul-
tinational corporations, in more than 170 coun-
tries. The group is headquartered in Zurich, 
Switzerland, where it was founded in 1872.

In 1912, Zurich entered the U.S. market. 
Zurich in North America (zurichna.com) is the 
fifth largest commercial property-casualty insur-
ance company, serving the global corporate, large 
corporate, middle market, specialties, and pro-
grams sectors. Zurich’s risk engineering services in 
the United States are provided by Zurich Services 
Corporation.

Would you give a brief overview of your role 
with Zurich?

As Head of Government and Industry Affairs 
for North America, I lead our team in its efforts 
to implement Zurich’s strategic and tactical public 
policy objectives. We work to anticipate changing 
trends and define, prioritize, and respond to public 
policy issues that are important to Zurich and its 
key stakeholders in the legislative and regulatory 
arena.

These stakeholders often go beyond state 
and federal lawmakers to include media, think 
tanks, academia, trade associations, and others 
with influence on public policy discussions. As a 
result, our strategy and tactics take those multiple 

stakeholders into account as we develop 
and amplify our messaging. 

How does your role engage with 
business units and how is it a part of 
Zurich’s business strategy?

Our primary mission is to support 
Zurich’s business goals and maintain a 
healthy insurance marketplace. Those ef-
forts take many forms, including driving 
or responding to federal or state legisla-
tion and regulations that may impact our 
business; creating positive visibility for 
the company with important legislators 
and other stakeholders; contributing 

Zurich’s experience to the debate on important is-
sues such as cyber, tax, and regulatory reform; 
and partnering with our customers on issues we 
have in common. It’s critical that we align our mis-
sion and ambition with our business as we look to 
protect and enhance Zurich’s reputation in North 
America and around the globe.

Would you touch on public policy issues and 
the importance of regulatory harmonization? 

As a global insurer with a long history in the 
United States, we recognize that our client base is 
increasingly global and so is the risk and associ-
ated solutions we can provide. Today’s fragmented 
global regulatory environment presents certain 
challenges including added costs and complexities, 
which can limit market expansion. We believe in-
surance regulation should recognize the reality of 
globalization and be more harmonized across re-
gions to better align with the needs of customers in 
the U.S. and around the world. We believe a more 
harmonized regulatory regime may allow more risk 
diversification, efficient deployment of capital, and 
lower costs for our customers. 

What is Zurich’s position on other key 
public policy issues?

There will be many other topics in 2016 in 
which Zurich will be engaged to help maintain a 
competitive and efficient insurance market. 
Through our work with Congress and state legis-
latures, closely monitoring issues taken up by the 
new Canadian Prime Minister and his government, 
and collaborating with our colleagues around the 
globe on issues that cut across all the regions in 
which Zurich operates, we expect a vigorous pub-
lic policy agenda this year.

How is Zurich addressing the issues of 
cybersecurity?

Zurich has become a recognized thought 
leader on cyber and we actively participate in pub-
lic policy discussions going on at the U.S. state and 

federal level, in Canada, and across the globe. We 
support a robust cybersecurity market and help to 
make it possible for our business to pursue risk so-
lutions for our commercial customers in this critical 
area. 

What is at the core of Zurich’s culture 
around corporate responsibility/community 
engagement?

I take great pride in the emphasis that our 
company places on employee engagement, as well 
as its corporate responsibility efforts. At Zurich, I 
see it increasingly embedded in day-to-day actions 
and decision-making. It’s not just something our 
senior leaders talk about because it’s in vogue, but 
we see it demonstrated and modeled in their op-
erational management.

As part of our corporate responsibility com-
mitment, Zurich recognizes that there is a significant 
need and opportunity to have a meaningful impact 
in building community resilience before disasters 
occur. Floods affect more people globally than any 
other type of natural disaster and precipitate some 
of the largest economic, social, humanitarian, and 
insured losses. Zurich’s flood resilience program is 
intended to enhance community flood resilience. 
Leveraging our experience as a global insurer and 
our risk knowledge, we can help customers and 
communities reduce the impact of floods by un-
derstanding the benefits of spending upfront costs 
to be more resilient.

This is a good example of an issue where our 
corporate responsibility efforts intersect with our 
public policy goals. Our government affairs team 
looks to pursue a legislative/regulatory agenda that 
will help promote pre-disaster resilience and miti-
gation such as tax credits, stronger building codes, 
and other creative approaches to build more resil-
ient communities.

How meaningful for you is Zurich’s com-
mitment to diversity and inclusion?

I feel very fortunate to work for a company 
where diversity and inclusion are openly discussed 
and strongly supported. To be one of the best, we 
must attract, develop, and retain a diverse work-
force, which we believe helps drive customer satis-
faction and, ultimately, financial results. 

Personally, I hope to promote stronger partici-
pation in the political process for women and oth-
ers within our organization. It’s easy to be frustrated 
by the political environment and think one’s voice 
doesn’t really matter. But regardless of affiliation, 
speaking out, standing up, and casting a vote is a 
right that every U.S. citizen should exercise, espe-
cially in this important election year.•
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EDITORS’ NOTE Jillian Walsh 
leads the company’s corporate giv-
ing, community relations, and em-
ployee engagement initiatives. 
Walsh and her team steward non-
profit relationships with six na-
tional core charities and more than 
300 local nonprofits focusing on 
fundraising, education, and vol-
unteerism. She oversees the grants 
process, and provides meaningful 
and sustainable opportunities for 
Zurich employees to serve the com-
munity and give voice to the Zurich 
Commitment. She earned a Master’s Degree in 
Higher Education and a Bachelor’s Degree in 
Advertising Communications from Syracuse 
University.

How does Zurich focus its efforts to help 
the community?

Community Investment helps people and 
communities at risk. As a value-based organiza-
tion, we truly care about the communities in 
which we live and work, giving back through 
volunteering, fundraising, and education. It’s in 
our DNA as a company. 

In North America, we focus our efforts in 
three areas: the first is community resilience, 
which seeks to help communities manage their 
risk related to social and economic adversity; 
the second is health and welfare of kids, which 
seeks to promote a healthy, stable, and safe liv-
ing environment for vulnerable children; and 
the third area of focus is health, which seeks to 
promote wellness and support initiatives aimed 
at minimizing the impact of health risks.

We support six core charities in the U.S., 
six hospitals in Canada, as well as more than 
300 nonprofits through our grants program.  
We provide more than $4 million a year in 
giving, which includes financial donations, the 
dollar equivalent value of employee volunteer 
hours, and more than $600,000 in grants to 
community and regional charities supported 
by Zurich employees. The employee involve-
ment piece is a key part of our eligibility grant 
requirements. We want to support programs 
where our employees have a passion, align 
with our business, and meet critical commu-
nity needs.

How do Community Investment activities 
in North America align with Zurich’s overall 
business strategy?

We focus on areas that are re-
lated to our core business so that we 
can make use of our knowledge and 
skills as a global insurer. All North 
American efforts connect to our 
global focus on sustainable disaster 
management, and the social and eco-
nomic empowerment of individuals 
and communities.

This includes community flood 
resilience. Flood resilience is a ma-
jor area of emphasis for us because 
floods affect more people worldwide 
than any other natural hazard and, as 

insurers, we know how much impact they have 
on people’s lives and how much damage they 
can cause.

We also provide employees with opportu-
nities to help nonprofits just by simply doing 
what they are great at doing. This is called 
skills-based volunteering and involves Zurich 
employees using their professional skills to 
strengthen the structure of nonprofits, enabling 
them to grow capacity and achieve their mis-
sions. It helps nonprofits advance in areas that 
require more expertise without using addi-
tional funds. For example, our data scientists 

provided the necessary data for the St. Bernard 
Project – a nonprofit helping disaster-impacted 
citizens and communities recover in a prompt, 
efficient, and predictable manner – to identify 
communities with the potential to be impacted 
by severe storms throughout the U.S. Members 
of our legal team also do pro bono work. For 
example, volunteers from Zurich’s legal depart-
ment staff a call line to answer legal questions 
from individuals with disabilities for Equip for 
Equality, a nonprofit helping to advance the 
civil rights of people with disabilities through 
legal services, public policy, monitoring, and 
training.

How do you get employees involved in 
Community Investment activities?

Success in large corporate volunteer 
programs requires a strong vision and an or-
ganized structure that is supported by top 
executives and guided by enthusiastic em-
ployees. We strategically designed and im-
plemented our volunteer structure over the 
past decade. Our organizational structure has 
served as a catalyst for volunteer achievement 
by giving employees at more than 40 offices 
in North America opportunities to volunteer 
on and off company time.

Jillian Walsh

A Value-Based Organization
An Interview with Jillian Walsh, 

Director of Community Investment and Employee Engagement, Zurich North America

Groups of Zurich employees routinely participate in builds with Habitat for Humanity. 
In 2015, Zurich employees participated in more than 100 builds throughout the U.S.
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It’s exciting to see our strategic approach 
working. A recent study revealed that 31 per-
cent of corporate employees volunteer, but at 
Zurich, nearly 50 percent of our employees vol-
unteer. In 2015, Zurich employees took part in 
more than 900 projects of service supporting 
the community.

What have you learned over the 14 
years as the leader of the team that helps 
other organizations trying to make a differ-
ence in the communities they serve? 

I have learned that employees are natu-
rally enthusiastic about serving in the com-
munity and feel more engaged in companies 

that provide these opportunities. At Zurich, 
we give our employees a variety of ways to 
get involved as charity champions, event lead-
ers, or in-a-pinch volunteers. Many employees 
may start by participating episodically, per-
haps swinging a hammer on a home build for 
a day and then decide that they would like 
to grow their commitment to an organization 
by lending their professional or leadership 
skills at a deeper level. Allowing employees 
to advance their involvement is key and also 
provides a unique individual development 
opportunity for enhancing their professional 
skill set. 

There are a few key ingredients in our 
recipe for caring for the community: embed our 
program in our company values and business 
strategy, connect with nonprofits that are most 
meaningful to our employees and business, and 
ignite employee enthusiasm with volunteer op-
portunities. Finally, we stay connected to pro-
fessional organizations inside and outside our 
industry that are on the cutting edge, like the 
Committee Encouraging Corporate Philanthropy 
and Insurance Industry Charitable Foundation. 
Staying connected to these types of groups can 
help us remain current and grow our commu-
nity investment program.•

In addition to offering skills-based volunteering efforts throughout the year, Zurich in North America holds an annual SkillShare Summit in which nonprofit organizations have the opportunity to network with 
colleagues and learn valuable information and skills.

A recent study revealed that 
31 percent of corporate employees volunteer, but at Zurich, 

nearly 50 percent of our employees volunteer.
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