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What does Zurich North America Commercial 
Insurance offer its customers?

We offer the global strength of a leading insur-
ance provider, but our real competitive advantage is 
in the industry knowledge and experience we bring 
in local markets. We offer solutions in five distinct 
business segments: Casualty, Construction, Middle 
Markets, Property, and Specialty Products.

Within Casualty, we provide a broad spectrum 
of casualty insurance solutions, from general liability 
to commercial auto, workers’ compensation, energy 
casualty, and many others. Zurich is an industry 
leader in Construction, providing tools and resources 
to help our customers manage a variety of construc-
tion exposures. From solutions for contractors and 
design professionals to construction insurance prod-
ucts and tailored construction risk management ser-
vices, our specialists provide insurance solutions for 
the risks our construction customers face today and 
may potentially face in the future. Our Middle Markets 
team offers customer-focused insurance solutions to 
small and large commercial customers, with exten-
sive experience in the financial institutions, healthcare, 
international, manufacturing and wholesale trade, real 
estate, and technology industries. 

From standard commercial property insurance 
to global property programs, our Property team 
offers a broad range of insurance solutions designed 
for manufacturing, distribution, healthcare, retail, 
technology, pharmaceuticals, financial services, 
and a host of other segments. Finally, our Specialty 
Products group provides insurance protection for 
emerging, volatile, and potentially catastrophic risks, 
with nearly 60 products in Accident and Health, 

Casualty and Property, Credit and Political 
Risk, Management Solutions Group, and 
Surety.

What differentiates Zurich from 
its competitors?

As a global company, we offer a 
One Zurich solution to meet the grow-
ing demands of our customers and our 
ever-changing industry. Our custom-
ers can access any of our Commercial 
Insurance segments via a simple point of 
entry, which allows us to develop relation-
ships with our customers and brokers that 
build trust and confidence in our people 

and our brand. All of our segments are intrinsically 
linked in an approach that builds on our collective 
strengths and allows us to work cross-segment to 
provide the global strength and support our mul-
tinational customers are looking for or to capitalize 
on our experience to deliver local solutions that our 
small and large commercial customers require.

How is Risk Engineering helping improve 
and change your customer’s safety culture and 
performance?

It’s critical that business leaders stay up-to-date 
with evolving risk intelligence to manage their busi-
ness – and their risks – more effectively. Rather than 
just insuring against it, Zurich offers tools, services, 
and training to help businesses build enterprise risk 
management processes. Our risk engineers conduct 
60,000 customer risk assessments annually, work-
ing with businesses to make their risk management 
approaches more effective. 

Our Risk Engineering covers the board in 
terms of risk management tactics. We once worked 
with a concrete contractor, who was experiencing 
above-average auto losses with its trucks, but our 
Risk Engineering team worked with that customer 
to implement a Fleet Safety Program that helped to 
reduce the customer’s losses. During a dangerous 
virus outbreak, our Risk Engineers provided busi-
nesses of all kinds with health tips to help protect 
workers from getting sick and keep their operations 
running smoothly. Water or liquid damage is a lead-
ing cause of commercial property loss from a fre-
quency/severity standpoint, and what often starts as 
a small leak can quickly spread through a building 
and cause structural, operational, reputational, and 
financial losses. Our Risk Engineering resources help 
companies manage these risks. 

I’m proud to say that, in the commercial insur-
ance industry, our technical capabilities in Risk 
Engineering are well-known and often the reason 
customers choose us. 

How do you keep the customer at the cen-
ter of what you do? 

Developing strong relationships in the market 
allows our underwriters to develop a deep understand-
ing of our customers’ businesses and risk management 
needs and then come up with targeted solutions.

We also are further empowering our front-
line underwriters by pushing greater transactional 
authority deeper into the organization, which allows 
our underwriters in the field to “make the call” with-
out having to wait for authorization from the home 
office. As an underwriter at heart, I understand how 
important it is for our market-facing underwriters to 
have the sense of ownership and accountability to 
effectively and efficiently meet the needs of our cus-
tomers and brokers. Happily, they tell us they are 
seeing a real difference. 

Another priority in improving the customer 
experience is to thoughtfully assess our transactional 
processes. It’s no secret that the “insurance process” 
in general – for example, submitting a risk for con-
sideration, getting and binding a quote, policy issu-
ance – can be time consuming. Based on feedback 
we’re received from our customers and brokers, we 
are simplifying our process to make it easier for them 
to work with us by making it easier for our under-
writers to do what they do best in a timely manner. 

What are some of the issues facing 
Commercial Insurance?

Aging infrastructure remains a critical issue for 
the U.S., and Zurich is well-positioned to play a sig-
nificant role in solutions to this public issue. As a 
leading insurance provider of construction projects 
in the U.S., Zurich has specific insight on the busi-
ness risks associated with large infrastructure proj-
ects and the solutions needed to help protect the 
projects – and the businesses involved – from these 
risks. Also, as a leading writer of surety bonds, we 
have a critical role in protecting public and private 
investments in projects. Surety bonds are unique 
instruments by which we vet contractors and essen-
tially guarantee funds will be available to complete 
the work, protecting all the parties involved in a 
major infrastructure project. 

When it’s all said and done, the winners in our 
industry will be those who can crack the code when 
it comes to giving customers what they need, when 
they need it. This is especially true in the mobile, 
always accessible society we live in today. That’s 
why I’m passionate about the work we’re doing to 
build on our highly respected commercial leadership 
position and on our strong, trusted brand – to serve 
every commercial customer in a way that feels per-
sonal, is effective, and is uniquely Zurich.•

Paul Horgan

A Commercial Insurance 
Powerhouse

An Interview with Paul Horgan, 
Head of North America Commercial Insurance, Zurich North America
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Would you provide an overview of Alternative 
Markets?

Zurich North America’s Alternative Markets 
business is comprised of four major units that cap-
italize on unique operating and distribution 
models, effectively delivering solutions to address 
our customers’ needs. 

In our Programs business, we work with pro-
gram administrators (PAs) who have experience 
in a particular product area or industry. We write 
a portfolio of over 50 programs across dozens of 
customer segments. Through targeted, collabora-
tive relationships with PAs, we identify and secure 
programs where we can bring our joint expertise 
and capabilities to the table in ways that differenti-
ate us in the market and drive sustainable results. 

We have also looked at opportunities for 
brand new “start-up” programs based on our 
knowledge of what customers need and want 
and where their needs may not be met in the 
market today. We work together with the PA to 
establish programs and develop insurance solu-
tions to better serve customers today and into the 
future. 

Our Direct Markets business provides insur-
ance and other solutions to auto dealer customers 
through our direct sales force. Products for auto 
dealerships include property and casualty cover-
age and other related products and services. In 

addition, with over 50 percent of auto 
dealership profit coming from the sale 
of finance and insurance (F&I) prod-
ucts – such as vehicle service contracts 
and GAP contracts, etc. – to auto buyers, 
our team delivers products and tools to 
dealerships to help them improve F&I 
sales, maintain compliance, and increase 
customer satisfaction.

In Group Captives, we work 
closely with key captive consultants and 
focus primarily on member-owned cap-
tives. Our portfolio includes construc-
tion, transportation, temporary staffing 

and heterogeneous captives. Currently, we insure 
the largest member-owned group captive in the 
world – Affinity Insurance Ltd. – serving nearly 
400 members with about 1,200 policies. We hold 
over 50 percent market share in this space. 

Our Crop business – known in the mar-
ket as Rural Community Insurance Services or 
RCIS – is a leading provider of crop insurance 
in the U.S., providing both federal and private 
insurance products for U.S. farmers. We work 
with more than 3,800 agents across all 50 U.S. 
states, providing insurance and risk manage-
ment services for more than 130 crops. We 
acquired RCIS in 2016 as part of our strategy 
to invest in distinctive markets where we see 
strong opportunities for profitable growth.

How is Zurich helping customers pre-
pare for changes to their industry?

Let’s use the car-buying experience as one 
example. According to Autotrader’s 2015 Car 
Buyer of the Future Study, less than 1 percent of 
car buyers prefer the current car buying process; 
the rest want significant changes. At Zurich, we’ve 
been working to better understand and anticipate 
the changes required to meet the needs of tomor-
row’s car buyers and then develop solutions to 
address those needs for both auto dealers and the 
end consumer.

Recently, we’ve developed a suite of infor-
mative videos and supporting materials for con-
sumers to access while gathering information and 
shopping online through dealer websites. We are 
among the first F&I providers to do this, currently 
piloting online content that will enable car buyers 
to research available F&I products before visiting 
the dealership. This will position buyers to make 
informed decisions on which products and options 
are best suited for them. One can visit zurichna.
com/nada to get an advanced view of the educa-
tional consumer resources Zurich has developed.

We’ve also made enhancements to our illumi-
nate iPad® application, which has helped enrich 
the customer F&I point of sale experience in the 
dealers’ stores, while also helping dealers increase 
their bottom line. The latest enhancements offer 
great functionality and smoother navigation, 
including new product videos and additional term 
and benefit options. 

How are you engaging employees in finding 
ideas and solutions to improve the customer 
experience and succeed in the marketplace?

The exponential change that is occurring 
in the marketplace and in our industry is excit-
ing. We are continuously working to simplify and 
transform what we do and how we do it to try 
and keep pace with change and ensure long-term 
success for our customers, distribution partners, 
and people.

One approach we recently launched with 
our team in Alternative Markets is called “Bring 
Your Alternatives.” These monthly dialogue 
sessions create opportunities for our leader-
ship team to connect with and listen to our 
front-line employees – the people who are 
closest to our customers – for suggestions on 
how we can become more effective, efficient 
and innovative, all with the customer in mind. 
Participants come prepared to share their ideas 
or “alternatives” on how we can make some-
thing simpler, easier, or better. They also talk 
with us about their ideas for new and different 
ways we can serve our customers today and 
tomorrow.

The result has been valuable, not only for the 
ideas that have emerged to strengthen our busi-
ness, but for the work climate it’s creating where 
employees are engaged in the process to help us 
learn and improve.

What are your key priorities for the future 
in order to continue to build on Zurich’s 
strengths and expand your capabilities?

For one, we’ll be taking a closer look at 
how we can better leverage data and technol-
ogy across each of our businesses. This is not just 
about “becoming more digital,” but deeply under-
standing the way customers will use technology 
and how we can be at the forefront of improving 
this experience for them. What really matters is 
that we anticipate and understand what our cus-
tomers and distribution providers need and why. 
Then we’ll look to translate this into what I call the 
“So what?” – delivering the differentiated, positive 
experience, products, and services our customers 
want and need.•

Kathleen Savio

Helping Customers Prepare 
for Changes to Their Industry

An Interview with Kathleen Savio, 
Head of Alternative Markets, Zurich North America
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