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In 1997, when Robert 
Dietrich joined Hiscox as 
an administration manager, 
he was the business’s fifth 
employee in Germany. 
Sixteen years ago, after 
a stint as European 
Underwriting Director, 
he became Managing 
Director of Germany. In 
2021, he was made Chief 
Executive Officer of Hiscox 
Europe, overseeing eight 
countries and more than 
600 employees.

Q: In your 25 years with 
Hiscox, how dramatically 
has the European  
operation changed?
A: When we started in Germany 
nobody knew us. Nobody. 
They couldn’t even pronounce 
Hiscox. There was an orange 
juice in Germany that had a 
similar name, so everybody 
here thought we made orange 
juice. Hiscox didn’t have any 
brand; now we have a very 
good brand. Almost everything 
has changed. The only thing 
that hasn’t changed is that 
start-up mentality, that feeling 
that you haven’t achieved it yet, 
that you’ve just started the first 

chapter of an exciting book 
and there’s so much more to 
do. People are really motivated 
to be here. It’s fun to build 
something. We always say: 
“Next year is going to be super 
exciting”, and it’s true every 
year. Next year is going to be 
super exciting, we’re going to 
do something completely new 
and challenging. I have not 
been bored one single day at 
Hiscox, not one single day. 

Q: How does it work,  
running a business across 
an entire continent?
A: We’re taking care of eight 
countries, and we’ve got 
over 600 people. It can be 
complicated, having different 
nationalities, different sizes  
of operation, different 
evolution stages, but we 
believe that we’re greater 
together. We exchange 
so many ideas – that’s the 
fascinating part of being so 
international, that you can 
get the best ideas from all the 
different countries. Our vision 
is that we want to become  
the most recommended 
insurer in Europe. That’s  
the common goal. 

Q: Looking back at 2021, 
what are the achievements 
that stand out for you? 
A: The thing that I’m most 
happy about is how we 
managed to respond to 
Covid-19. At the start of the 
crisis, we said: “We’ll look after 
our people, we’ll look after our 
clients, and we’ll make sure 
we don’t stop the big strategic 
initiatives”. In Europe, I think we 
accomplished all three goals. 
The business results have 
been very good – we’ve grown 
and we’re profitable – but the 
bigger accomplishment has 
been in the culture and the 
spirit, and how that’s survived 
the pandemic. 
 Beyond that, the thing 
I’m most proud of is that in 
2020, right at the beginning 
of lockdown, we started a 
technology project called 
Leap. There was a big 
question: can we manage a 
big project like that remotely, 
with people from Germany, the 
UK, Israel, Portugal, India, all 
working together to achieve 
something? The team did so 
well. We did it on time and 
within budget. This wasn’t  
just a job, this was a mission. 
It’s something we will benefit 
from for years to come. 

Q: What is Project Leap 
seeking to achieve? 
A: It’s about rebuilding our 
core system. At an insurance 
company, the core system 
is the most complex thing 
to change – it underpins 
everything. For 23 years,  
we’ve worked with a system 
we created ourselves. I’m quite 
proud of what we built, but 
with it we wouldn’t be able to 
achieve our vision. The new 
platform will make it possible 
for our business to really scale 
up, get better connectivity 
to the market, increase 
automation and set the 
foundations for gathering and 
using data. We started with 
Germany as a pilot, and now 
we’re moving on to France. 
This is where this idea of 
‘greater together’ comes in: no 
country in isolation could afford 
a system change like that,  
but combined we can do it. 

Q: Are there any other 
changes happening  
in parallel? 
A: On the front end, working 
with brokers, we’re continuing 
to move into digitisation. 
That’s also the case with 
direct-to-consumer,  
because buying behaviour  
is changing so quickly. 
If you’re a 28-year-old 
consultant and you want 
to buy insurance on a 
Sunday evening, you don’t 
want to go via a broker. 
New partnerships and new 
platforms are emerging all 
the time. It’s not just brokers 
and end consumers, either. In 
France, for example, smaller 
clients often go via banks, so 
we need to partner with those 
banks. These models are 
changing, and we need  
to play a role in all of them. 

Q: How do you see the 
human value being  
applied at Hiscox?
A: For me, it’s not necessarily 
always the big things. It’s 
lots of small things. It’s about 
being a decent person. It’s 
about saying please and 
thank you and well done, 
no matter what position 
you’re in. It’s about helping a 
colleague who needs a hand, 
supporting someone who 
feels a bit down, just being 
there when you’re needed. 
It’s how we treat clients if  
they have a claim. It’s how  
we deal with a complaint.  
It’s about trying to feel a bit of 
what other people are going 
through. That’s what being 
human means. 

Q: During the lockdowns  
of the past two years, what 
did you miss most about 
being around other people?
A: For me, the office is like a 
cultural shower. It’s refreshing. 
Every person you meet, you 
have a chat, you have a laugh, 
you discuss something, you 
have a creative idea together.  
I think we did a pretty good job  
in trying to be connected, but  
just having an unscheduled 
chat and a laugh, a bit of 
camaraderie, I think that’s  
the bit that I missed most. 
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Euro vision
Hiscox Europe is 
transforming its core 
system through  
Project Leap and has 
developed a strong  
vision for the future.
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