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At your service
Excellent customer  
service is central to  
the Hiscox proposition,  
and it all begins with  
the people on the front  
line taking the calls.



Chloe Garbutt, whose  
photo features on the 
cover, works in the Hiscox 
Customer Experience 
Centre in York in a sales and 
service role as part of our 
UK home insurance team. 

Q: How did you come to 
work at Hiscox?
A: I applied when I was 18, 
straight out of college. At 
the time, I was working as a 
kickboxing instructor, so this 
was a bit of a change of scene! 
I’ve grown so much though, as 
a result of my work at Hiscox. 
Every day you’ll get asked a 
question that you’ve never had 
to answer before. Insurance 
can be complicated, so it’s 
understandable that people 
would have questions. It 
keeps you on your toes, it 
makes you better at your job, 
and it means you’re always 
learning. But you’re not thrown 
in at the deep end – there’s 
lots of support and a real focus 
on learning and development. 
For example, we get at least 
an hour’s coaching every 
week to help us develop our 
confidence and knowledge.

Q: How would you describe 
your team’s approach  
to service?
A: Everything we do revolves 
around our customers. We 
want them to feel valued. We 
want to give them the best 
service possible. We sell 
our products on our service 
and the competitive cover 
we offer, and we want to be 
different to the type of slightly 

automated, highly scripted 
customer service that we’ve all 
experienced – it’s frustrating, 
and it’s just not Hiscox. We’re 
not robots and we’ve always 
prided ourselves on not 
using scripts. It’s one of the 
things that struck me during 
the recruitment process in 
fact – that there was such a 
focus on hiring for attitude and 
customer focus. We want to 
have natural conversations 
with our customers and I hope 
that comes across in every 
interaction a customer has 
with us.

Q. What do you enjoy most 
about your role? 
A. I would consider myself a 
‘people’ person so for me it 
is the people – and not just 
my colleagues, but also the 
interactions I get to have 
with customers. So many 
of the customers we talk to 
in the home insurance team 
are happy because they’re 
buying a new house, or they’re 
excited to start some home 
renovations, or they’ve just 
got engaged, and so their 
insurance requirements have 
changed. It’s really lovely to 
be part of those stories and 
I hadn’t appreciated how 
rewarding it would feel to be  
a small part of someone’s  
big life event before I worked 
in insurance.

Q: What do you see yourself 
doing in the future?
A: I have absolutely no idea. 
The good thing is that there 
are a lot of opportunities for 

people across Hiscox – I have 
colleagues who started in a 
role like mine and have gone 
on to do a whole host of  
other roles within Hiscox, 
including in underwriting, 
project management and 
corporate governance. 

Q: In October, you shaved 
your head. What was the 
motivation for that?
A: Both my grandparents  
have had strokes – my 
Grandad had three in three 
years, and my Nanna had 
two last year – so I wanted to 
do something to raise money 
for the Stroke Association. 
My hair was really long, so 
I shaved my head to raise 
money, and donated the hair 
to the Little Princess Trust, 
which provides wigs for  
young people who’ve 
had cancer treatment. It’s 
something that definitely 
pushed me outside of my 
comfort zone but I’m so glad I 
did it. One of Hiscox’s values 
is ‘human’ and this is one way 
that I think I personally lived 
the value in 2021.
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Aki Hussain is the new 
Group Chief Executive 
Officer of Hiscox, having 
stepped up to the role in 
January 2022. He joined the 
business in 2016 as Group 
Chief Financial Officer.

Q: When you joined as Group 
Chief Financial Officer back 
in 2016, what was it that 
drew you to Hiscox?
A: I loved the culture and the 
ethos – and, quite frankly, the 
scale of the opportunity. The 
thought of being able to work 
in a more entrepreneurial 
environment, an organisation 
that is much closer to the start 
of its journey, was and still is 
incredibly exciting to me.

Q: What do you think is the 
most important quality for a 
leader to have? 
A: You have to be able to 
recognise that you’re there 
to serve the organisation. It’s 
not about you. The way I see 
it, one of my major roles is 
what I call ‘clearing the path’. 
We have a clear strategy 
and great people who are 
trying to do the best they 
can every single day, and a 

massive part of my job is to 
clear the path to allow that to 
happen. Business is never 
straightforward, environments 
change, so continuously 
clearing the path so that 
people can give their best  
is absolutely key. 

Q: This is the first time 
you’ve fronted a whole 
business. How are you 
finding the step up?
A: I’ve had lots of experience 
of running large, complex 
operations and I’ve always 
taken ownership of everything 
I’ve done, but being the Group 
Chief Executive Officer is 
totally different. Taking on that 
responsibility, realising that 
the buck really does stop here, 
that the problem is not going 
to go anywhere else – that’s 
something I’m getting used to, 
and I’m enjoying it immensely.

Q: Is growth still the  
most important measure  
of success? 
A: It’s one of many, but a very 
important one. But growth 
is not an end in itself; it’s just 
an indicator that we’re doing 
things right. Partly, it’s a 

barometer of the choices we 
make: through good decisions 
made over a long period of 
time, we’re now exposed to 
markets in the USA, the UK 
and continental Europe that 
are growing quite quickly, and 
that really helps. Then you’ve 
got to ask: why do we do what 
we do? Our expertise helps 
individuals and businesses 
realise their own strategies and 
ambitions while minimising the 
chances of ruin. If we do that,  
if we serve our customers to 
the best of our ability, growth  
is going to come.
 Another key mark of success 
for me is having people who 
are happy and proud to work 
at Hiscox. If we have those 
three things – happy people, 
satisfied customers, and the 
ability to innovate in a rapidly 
changing environment – I’ll be 
pretty satisfied.

Q: What do you think are 
Hiscox’s biggest strengths? 
A: In our London Market and 
reinsurance businesses, our 
big advantage is that we have 
deep underwriting expertise, 
built over many, many years. 
In our retail business, that 
underwriting pedigree is 
complemented by the brand 
we’ve built and the investment 
we’ve put into technology. 
Companies like Google and 
Amazon have completely 
transformed the way people 
interact with the internet – click 
just three or four times and 
you’ve bought something. For 
insurance, and certainly the 
kind of specialist insurance we 
provide, that’s quite unusual, 
but through our investments 
in technology, underwriting 
and pricing, that’s what we’re 
able to provide.

Q: As the retail business 
grows, what kind of 
relationship do you want  
to have with customers? 
A: I’m not naïve about this  
– we’re never going to be  
able to create the depth  
of relationship that a 
customer might have with 
their favourite retailer. But nor 
do we see buying insurance 
as a one-time transactional 

relationship. We want to create 
an ecosystem that takes 
into account the cycle of a 
customer’s life or business. 
Our ambition is to understand 
and predict how their 
insurance needs will change 
over time and what sort of 
help they might need through 
that process. We’re not there 
yet, but it’s something we’re 
very focused on.

Q: What does sustainability 
mean to Hiscox? 
A: It means building for the 
future, not just for the short 
term. It means understanding 
long-term risk, investing 
in technology, investing in 
people and building their 
capabilities, understanding 
that we have a role to play in 
the communities in which we 
operate, understanding our 
customer base, and, given 
the range of environmental 
changes we’re seeing today, 
thinking about the impact 
of our work on the planet. 
Ultimately, it’s about being 
a responsible organisation, 
understanding that we’re 
not an island, and building a 
business for the long term.

Q: How do you see the 
human value being  
applied at Hiscox?
A: I see it most tangibly 
in the interactions, the 
interdependency, the 
teamwork. Here, the 
awareness people have 
of each other’s welfare is 
palpable. I’ve seen it in other 
organisations, but not turned 
up to that level. Everybody here 
is approachable. My door is 
always open, and people from 
all parts of the organisation can 
come to me with questions 
and ideas. My job is to clear 
the path, but how do you clear 
a path for people if they don’t 
feel they can tell you truthfully 
what’s going on? Ours is  
an environment where a 
graduate who has just joined 
the business can put me on  
the spot, ask difficult questions, 
or highlight something that  
I wouldn’t otherwise know.  
I think that’s quite human.  
I also think it’s quite normal.

 Q&
A: 
with Aki Hussain
Group Chief Executive Officer

Opportunity knocks
The Group’s new Chief 
Executive Officer sees  
his main role as ‘clearing 
the path’ for others to  
do their jobs to the very 
best of their ability.



3Hiscox Ltd Report and Accounts 2021



14 Hiscox Ltd Report and Accounts 2021

Kevin Kerridge has worked 
for Hiscox for over 25 
years. In 1999, he was given 
the task of, in his words, 
‘figuring out what we should 
do on this thing called the 
internet’. Ten years later, 
having played a major role 
in developing the brand’s 
digital operations in the 
UK, he moved to the USA 
to carry out the same task. 
He is now Chief Executive 
Officer of Hiscox USA.

Q: What did you find when 
you first came to the USA  
in 2009?
A: I came over here just to 
scout around and was amazed 
by what I found: nobody in 
the small business insurance 
space, which was our sweet 
spot, was doing anything on 
the internet. When you typed 
into Google ‘small business 
insurance’, the message was: 
‘call us on this number’, or: ‘fill 
out this form and someone 
will come back to you’. We 
realised at that point how 
huge an opportunity this was. 
Within a couple of months, I’d 
agreed to uproot my wife and 
four children and move to New 

York. It was only meant to be  
a three-year secondment,  
but the possibilities here are 
just so massive. I don’t think 
I – or the Company – ever 
looked back. 

Q: What does the US 
business look like now?
A: We are now almost a 
billion-Dollar business in 
terms of top-line revenue.  
The most exciting thing is  
that today we’re America’s 
leading digital small business 
insurer. We’ve got more digital 
scale than anybody else out 
there, even compared to  
the biggest brands, brands 
that have been around for 
100-plus years. At the other 
end of the scale, there are a 
number of start-ups with  
great ideas and technology, 
but the great thing is we’ve  
got more scale and capability 
than them. If you’re a start-up,  
you’re clamouring to get 
traction, but we’re sitting  
here with over 600,000 
policies in force. We’re in the 
middle of those two things – 
the incumbent giants and the 
nimble start-ups – and we  
feel good about that.

 The scale we’ve reached 
also means that we’ve got a 
wealth of data that will help 
with our future assessment 
of risk. Digital business is 
all a data game. We don’t 
have underwriters sitting 
there looking at individual 
applications that come in. 
It’s the machine that’s doing 
the underwriting. The other 
thing that’s happening right 
now is that we’re using a lot 
more third-party data. Use of 
third-party data will be a big 
strategic battleground for us 
in the future. 

Q: Looking back at 2021, 
what were some of the big 
highlights for you? 
A: We’ve continued to 
make strides on our digital 
business. We’re really keeping 
that momentum going. 
Despite the economic and 
social impacts of Covid-19, 
which have obviously been 
terrible, from our perspective 
it’s caused a real tailwind. 
When the world shut down, 
everyone in the insurance 
space was like: “Blimey, how 
do we do business?”. They’re 
used to bricks and mortar, 
face to face. Now everyone’s 
having to consider a digital 
model, and because we’re so 
well advanced that has played 
to our strengths.
 Then on the more 
traditional side, which is 
still around 50% of our US 
business, we’re going  
through this thing called  
A25, which is short for 
‘accelerate to 2025’. We’ve 
been reshaping the broker 
business here because it’s  
not been profitable enough, 
quite frankly. We made good 
progress in addressing this  
in 2021.

Q: So, you’re feeling 
positive about the future?
A: I am. This past year has 
been an emotional one for 
those of us who’ve been here 
a long time. We’ve celebrated 
Bronek’s contribution over 
the past few decades and 
now we’ve got a new leader 
in Aki, who’s bringing a fresh 
perspective and looking to 

realise the next phase of our 
growth. We’re just about to 
start this new chapter, and  
I think that’s really exciting.

Q: How do you see the 
human value being  
applied at Hiscox?
A: When I think about our 
values, we’ve always been 
strong on things like courage 
and ownership, but the two 
that have really come into 
their own recently have been 
connected and human. 
Because of Covid-19, and 
because of the important 
conversations that began here 
in the wake of George Floyd’s 
death, we’ve really leant into 
those values in a big way. 
We’ve thought a lot about how 
we can be more supportive, 
more inclusive. We’ve started 
a development programme 
for diverse talent, we’ve given 
our people time off to attend 
peaceful protests, and that’s 
really just the beginning.

Q: What was your experience 
of the lockdowns of the past 
two years?
A: It wasn’t until I first saw a 
lot of people back in the office 
again, and started going to 
events with our brokers, that 
I realised just how much we’d 
missed. It’s like the frog in the 
pot: when the temperature’s 
turned up slowly, you don’t 
really notice. You forget how 
life used to be. When you see 
people back in the office, 
gathered around a screen, 
trying to solve a problem – or 
you’ve got new people making 
themselves heard, getting  
on-boarded in person – it’s 
then that you realise how 
much we missed out on, how 
much of that social capital got 
eroded over that period. 

 Q&
A: 
with Kevin Kerridge
Chief Executive Officer, Hiscox USA

An Englishman in  
New York
From a standing start just 
over a decade ago, Hiscox 
USA is now the country’s 
leading digital small 
business insurer and  
is busy reshaping its  
broker business. 
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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. 

 Q&
A: 
with Robert Dietrich
Chief Executive Officer, Hiscox Europe

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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Kathleen Reardon was 
appointed Chief Executive 
Officer of Hiscox Re & ILS in 
January 2021, after a highly 
successful six-year tenure 
as Chief Executive Officer of 
Hamilton Re. She is a former 
chair of the Reinsurance 
Association of America, and 
co-founder of the Women in 
Reinsurance organisation.

Q: What brought you to 
Hiscox Re & ILS?
A: It’s been a 20-year 
attraction. The underwriting 
acumen, the technical 
expertise: that’s always 
been appealing to me. So 
too is the leadership. At 
events and conferences, 
there was always something 
interesting happening with 
Hiscox, always a crowd 
gathering. Bronek would be 
out there, saying things that 
needed to be said: climate, 
rate change, attachment 
point. We were early starters 
of ILS, early starters of 
our quota share strategy. 
I like that punchiness, that 
audacity. When the role 
became available, I knew I’d 
be working for a leadership 

team with conviction and 
compassion. These are 
people who truly want  
Hiscox to succeed. They  
are ‘all in’ and truly invested 
in the business.

Q: What were your first 
impressions when  
you arrived?
A: Because it wasn’t an 
unknown entity to me, I was 
able to hit the ground running. 
What was nice when I looked 
at the stats, was that about 
a third of our underwriters 
have been with Hiscox for 
more than 18 years and a third 
have arrived in the past two 
years. I like that balance of 
‘been there, done that, have 
the experience to show for 
it’ versus ‘I’m coming with a 
different perspective’. What 
also didn’t disappoint is that 
Hiscox Re & ILS really is an 
analytical shop. Underwriters 
are more technical than  
most and that makes a  
real difference.

Q: What do you see as your 
task here?
A: We have a really strong 
heritage, especially on the  

big-ticket side of our business, 
and now that the market is 
turning, I want Hiscox Re & 
ILS to get back to the type of 
greatness which I believe it is 
known for. That’s an awesome 
challenge, and I’m proud  
to say we’re starting with a 
solid foundation.
 We refreshed our strategy 
for Hiscox Re in 2021, which 
included an element of 
‘getting to yes’. We can’t 
stay out on the sidelines all 
the time; we have to come 
in and be decisive. We were 
retreating, rightfully so, in 
a soft market, but this is an 
improving marketplace, so 
now we need to lean in to 
the sales element of what 
we do. We need to be going 
in, saying: ‘how can I solve 
your problems?’. And for 
that, we need to dial up the 
inquisitiveness and create  
a more holistic view of the 
client. You might still say no  
a lot, but not without coming 
to the table with other 
solutions. It’s just a shift. 
On the underwriting side 
specifically, it’s a ramping up 
of something that’s already 
there; it’s just brushing off  
the cobwebs, given the 
market conditions.

Q: Is there a need to shift 
perceptions of Hiscox Re 
among brokers and clients?
A: We ran a broker survey 
early last year and we had 
some good, pure, heartfelt 
feedback. I think there’s a 
general acceptance that 
we were retreating, but they 
really do want Hiscox to be 
great. They want us back with 
a louder voice and in a lead 
position. So, what can we do 
for people to wholeheartedly 
say: ‘they’re back’? We’re 
enhancing client service, 
which means ensuring quotes 
remain relevant and timely, 
sharing climate change and 
inflation views, and continuing 
to pay claims swiftly. It also 
means staying focused on 
our core areas of expertise 
and using smart underwriting 
and analytics in new areas, 
as well as optimised capital 
management, and of course 

having the client at the core of 
everything we do. With that, 
we’ll be back to greatness in 
no time. 

Q: What are your main 
priorities for 2022?
A: Our strategic priorities 
will be to continue to build a 
better portfolio, mature our 
model, engage our people, 
and nail the business plan. 
This year, we’re going to have 
fewer big projects happening 
on technology. It’s all going 
to be more bite-sized, and 
we’re going to balance that 
with maturing our model. 
So, what does that mean? 
We need to define our roles 
more clearly, so it’s easier for 
people to take ownership and 
be accountable. We also need 
to build out our knowledge 
hub as a single source of 
processes, research and 
insight. There’s an awesome 
entrepreneurial culture at 
Hiscox, which has served  
us well for many years,  
but as we go from being a 
‘big-small company’ to a 
‘small-big company’ we need 
to make sure our processes 
evolve with us. It also means 
assessing those processes 
for complexity. For example, 
in our ILS offering, all of the 
work in the value chain, from 
submission to release of 
collateral, are we actually 
doing it in an efficient way? 

Q: How do you see the 
human value being  
applied at Hiscox?
A: It’s that sense that every 
voice is heard. It’s making 
sure that you acknowledge 
different personalities and 
perspectives. Some people 
are forthright with their 
ideas, some people are more 
conservative. Over the past 
year, I met with every team 
and I made sure everybody 
at the table said something. 
It’s about increasing the 
confidence of people to share 
an opinion, to have a say.  
I think it’s important to have 
that open door and I’m proud 
to see that is a philosophy that 
runs throughout Hiscox.

 Q&
A: 
with Kathleen Reardon
Chief Executive Officer, Hiscox Re & ILS

Re birth
After a difficult period  
in a soft market,  
Hiscox Re & ILS has  
new leadership and  
a new mission: getting 
back to greatness.
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 Q&
A:
with Dan Alpay
Line Underwriter – Flood, Hiscox London Market 

Rising tide
US flood is a major growth 
area for our big-ticket 
business, driven in  
part by innovations in  
digital underwriting.

Dan Alpay joined Hiscox 
in 2009 as part of the very 
first graduate training 
scheme. In 2016, he took 
over as underwriter for 
the household line of 
Hiscox London Market. 
Also contained within his 
portfolio was US flood – 
then, in Dan’s words,  
‘a tiny fledgling business’. 
By 2019, the flood product 
had grown to the point 
where it demanded his  
full-time attention. 

Q: How did US flood come 
to be part of the Hiscox 
London Market offering? 
A: Since 1968 flood had 
been underwritten by the US 
government. If you’re in a flood 
zone and have a federally 
backed mortgage – which 
most mortgages are – it’s a 
legal requirement to buy flood 
insurance. But until a few 
years ago, you could only buy 
it through the government’s 
National Flood Insurance 
Program (NFIP) – no private 
carrier could offer flood 
insurance. In 2012, the NFIP 
was $30 billion in debt, mainly 
due to Hurricanes Katrina and 

Sandy, so the government 
decided to throw open the 
marketplace. After watching 
closely for a couple of years, 
we sensed an opportunity to 
move in. Through the NFIP, 
you can only buy $250,000 of 
buildings cover and $100,000 
of contents. When those 
limits were put in place in the 
seventies, they would have 
covered most buildings in the 
USA; now they don’t come 
close. Using the strength of 
our underwriting, we’re able 
to offer something much 
broader: our FloodPlus 
product covers up to 
$2.5 million in value. 

Q: US flood is expected to 
continue to grow strongly. 
What’s the secret behind 
that rapid growth?
A: It’s really a success story 
about digital trading. We 
decided quite quickly that 
we were going to build an 
online platform to do the 
underwriting for us – we had 
no legacy to build on, so we 
had the luxury of a blank slate. 
Although we also distribute 
flood through third-party 
intermediaries, the way it’s 

underwritten isn’t manual 
at all. It uses an online rating 
portal, which we control. 
It’s a very different rating 
mechanism, which allows us 
to be faster, more responsive 
and a lot more granular in 
what we do.
 It’s not been simple. 
Any underwriting product 
demands tonnes of data, but 
we started out with nothing 
except a few models, which 
were still in their infancy, and 
our gut feel for underwriting. 
The NFIP didn’t release any 
of its data until 2020, so 
everyone was going in blind. 
Then Hurricanes Harvey and 
Maria hit in 2017, and that was 
an important learning point 
for us. With a catastrophe 
product, you’re not getting 
claims every day, so although 
any big event is a negative 
in terms of cost, it gives us 
another chance to evaluate the 
product. We doubled down, 
kept investing in technology, 
and have grown ever since.  
It’s been a fun ride, and we’re 
in an exciting place now.

Q: Is flooding a growing 
problem in the USA?
A: We deal with hurricane-
borne flooding and flooding 
from just normal rain and river 
rise, and both appear to be 
getting more prominent as 
time goes by – clearly driven 
by climate change. The big 
events tend to be happening 
more frequently. Cat 4 and  
Cat 5 landfalling hurricanes 
are supposed to be rare, but 
we’ve seen five in the past 
three years and that does 
raise the question: is this a 
blip or is it the new norm? The 
challenge for us is to ensure 
we’re pricing for the growing 
risk and providing adequate 
cover for customers who  
want protection.

Q: How was 2021 for you?
A: Really good. We managed to 
grow the portfolio significantly. 
We weathered more events, 
and we weathered them 
while retaining profitability. 
We’re at the point now where 
there’s strong belief within the 
business that this is working. 

More and more customers 
are buying the product, more 
brokers and distributors are 
wanting to talk to us. Most 
importantly, it’s genuinely 
helping people. Hurricane 
Ida, which caused extensive 
flooding in New York, New 
Jersey and Connecticut 
in September 2021, was 
testament to that. We’ve been 
going through the process of 
paying those claims, putting 
people back on their feet. 

Q: How do you see the 
human value being  
applied at Hiscox?
A: I think Hiscox as a culture 
tends to be very empathetic, 
but also fair, and that’s quite 
a hard balance to strike. 
We’ve had a tough few years, 
the market has been in a 
bad place, and it’s easy at 
times like that for people to 
feel disillusioned or worried. 
In that moment, you need 
empathetic leadership. I 
think that’s been expressed 
really well. There are a lot of 
individuals here who take it 
upon themselves to put an 
arm around someone, and 
that is so important. 

Q: During the lockdowns of 
the past two years, what did 
you miss most about being 
around other people?
A: Mostly, just having a chat 
about something completely 
unrelated to work. We did 
virtual catch-ups all the time, 
but it’s never the same as  
the experience you have  
when you’re together, 
bouncing off each other.  
The other thing it brought 
home is how much we learn 
by osmosis. That’s especially 
important for people who 
are just starting out. If you’re 
sitting in your house on your 
own and you have a small 
question you can’t answer, 
you’re not going to call your 
manager or set up a meeting. 
But when you’re in the office 
and they’re sitting right next 
to you, you’ll just lean over 
and ask. You miss all of that 
working remotely.
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Vanessa Newbury joined 
Hiscox in 2016 as Interim 
Head of HR for a nine-month  
maternity cover and has 
been here ever since. Her 
role now also involves 
leading a recruitment  
team, a function that  
prior to her appointment  
had been outsourced  
to agencies.

Q: How did you come to  
join Hiscox?
A: I’d worked in luxury retail for 
most of my career, so insurance 
was completely new to me. I 
hadn’t heard of Hiscox – I had to 
Google who they were. I came 
for nine months and it was 
always with a view to moving 
on afterwards and doing 
something else. But I never 
left. It really, really surprised 
me. Genuinely, I absolutely 
love it. I’d never considered the 
global impact an insurance 
company can have, or how 
many bright, smart people I’d 
get to work with. I think that’s 
one of the challenges we have 
in attracting candidates into 
insurance: lots of people have 
the same misconceptions  
as me. 

 When I started, we didn’t 
have our own recruitment 
team. I was asked to stay on 
and build that team, with the 
proviso that we save 200% 
of our costs by not using 
agencies. In fact, we save 
significantly more than that. 

Q: What other benefits 
are there to managing 
recruitment internally? 
A: A big one is having control 
of the recruitment brand. 
Because our recruiters 
work for Hiscox, they can 
talk very authentically about 
what it’s like here. We’re an 
organisation where you’re 
empowered to get on with 
things. You’re not hand-held, 
you’re not micromanaged. 
If you’re someone who likes 
a step-by-step process and 
someone watching over 
you the whole time, we’re 
probably not the organisation 
for you. We try to be as honest 
as we can about that.
 The fact that we understand 
the business and know what 
our hiring managers want 
is also important. My team 
have good relationships with 
business stakeholders and  

know the markets they operate  
in. That helps us get ahead 
of the curve, carry out talent 
mapping for roles that might 
need a pipeline of talent, and 
keep candidates warm for 
when a job does come up. 

Q: How was 2021  
for recruitment? 
A: Really tough. I think if you’d 
asked me 12 months ago what 
the market would look like as 
we came out of lockdown, I’d 
have said: “Loads of people 
looking for employment, 
and no jobs”. It’s been the 
opposite. It’s a massively 
candidate-driven market, 
swamped with opportunities 
and with very few candidates. 
We’ve never seen a market  
like it. Applications are  
down by around 35% on  
pre-pandemic levels.
 This is my take: I think a lot 
of companies put recruitment 
on hold in 2020. Those 
vacancies have now opened, 
but people are still reluctant 
to move. There’s still a real 
nervousness around what’s 
going to happen, so people are 
wary of leaving a settled job and 
walking into something new. It’s  
not just us experiencing that. 
It’s lots of other companies as 
well – and it’s global. 

Q: What have you had to do 
to confront those challenges?
A: We’ve found new 
partnerships with specialist 
agencies for some niche 
roles. We’ve played around 
with job descriptions. We’ve 
had to refine our messaging 
– redefining our employment 
proposition and how we sell 
the Hiscox brand. Mainly, 
though, the team have just 
had to work a lot harder to  
fill roles. We’ve had to go out  
and headhunt a lot more than 
in the past. 

Q: Presumably it’s now 
even more essential that the 
business retains people? 
A: Absolutely. We know that 
our people are in demand. 
For example, we develop and 
grow very good underwriters, 
so we’ve been targeted by a 
lot of the start-ups. This does 

mean we have vacancies to 
fill, but it is manageable and 
our recruitment team is really 
stepping up to the challenge  
of finding the best people for 
the roles we have. 
 Now, I think the biggest 
HR challenge is employee 
engagement, which has been 
falling. We need to inspire 
and excite our people. That’s 
a major part of what Aki is 
doing now, and he talks 
so passionately about the 
opportunities that Bronek has 
left us with for the next ten 
years. The biggest thing we’ve 
got to do is instil that belief in 
our people and keep them 
with us on the journey. 

Q: How do you see the 
human value being  
applied at Hiscox?
A: I think Hiscox is a very 
human business. It’s a very 
caring organisation. It expects 
the very highest standards, 
but people are treated very, 
very fairly. For example, if 
you’re not performing, it’s 
important that you know, but 
when and how you’re told is 
what matters. 

Q: During the lockdowns of 
the past two years, what did 
you miss most about being 
around other people?
A: It’s those informal 
conversations. You can’t pick 
up on the chatter, you can’t 
hear someone talking about 
something over your shoulder 
and be like: ‘what was that?’ 
I miss that. It’s hardest for the 
new starters. I had a couple of 
people join the team. Working 
with someone for 18 months 
who you’ve never met face 
to face is really tough. We all 
worked hard to keep the team 
connected, we probably had 
more meetings than ever just 
so we could check in and 
make sure everyone was 
okay, but it’s not the same  
as doing it in person.

 Q&
A:
with Vanessa Newbury
HR Director and Head of Recruitment

Recruitment driver
The pandemic has caused 
havoc in the recruitment 
market, so attracting and 
retaining staff has become 
more important than ever.
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Since joining Hiscox in 
1999, Rob Caton has led 
a number of analytics 
and modelling teams and 
is now responsible for 
underwriting risk across 
the Group, including natural 
catastrophe risk, casualty 
risk, cyber risk and the 
outwards reinsurance 
purchasing needed to  
hedge those risks.

Q: In 2021, what were the 
major areas of focus for  
you and your team?
A: Covid-19 has, of course, 
been a really meaningful 
issue for our area and a major 
contributor to our workload 
as we reassess our view of 
pandemic risk after such an 
unprecedented event. Then 
on the natural catastrophe 
side of things, we’ve seen  
an ongoing pattern of 
increased frequency of  
events and sources of loss 
from non-typical areas. 
One area of particular focus 
has been the question of 
‘social inflation’ in property 
catastrophe claims. This 
relates to practices involving 
third parties who seek to 

inflate property claims for 
theirs and their client’s 
benefit. This is particularly 
evident in Florida where the 
impact has been recognised 
by legal reform. Prior to 
these reforms, we captured 
these increased costs in our 
‘view of risk’ which drives 
our pricing, risk, and capital. 
While legislative changes 
improve the situation, the risk 
doesn’t fully go away as the 
same motivations exist albeit 
with more limited scope to 
increase claims costs. Our job, 
then, has been to understand 
the implications and ensure 
our pricing models and risk 
assessment tools represent 
the best view of the risk. 

Q: What is your approach to 
modelling climate risk? 
A: I first took responsibility for 
the natural catastrophe team 
in 2005. That was a seminal 
year for us, with Hurricanes 
Katrina, Rita and Wilma 
coming hot on the heels of 
Charley, Frances, Ivan and 
Jeanne in the previous year – 
it certainly caused us to reflect 
on our approach. There was 
a sense in the industry that 

frequent major landfalling 
hurricanes would happen 
each year and ‘something  
had changed’. The years since 
have seen both sustained 
quiet and busy periods. 
The relatively quiet period 
between 2012 and 2017 had 
some commentators talking 
about a ‘hurricane drought’. 
What this teaches us is to  
look past the noise and try  
to identify the pattern.
 The climate models we 
use are provided by third 
parties who are better placed 
than we are to build them. 
They’ve got even more PhDs 
on the job than us, and more 
access to data. Also, by 
using third-party models, 
you get the ‘herd benefit’ – if 
you’ve got 100 organisations 
all licensing a model, and 
there’s something in there that 
doesn’t make sense, at least 
one company is likely to find it 
and then you all benefit. 
 While these models are 
invaluable in our approach 
and provide the foundation 
for much of our thinking, it 
is important that where we 
believe we understand parts 
of our risk better that we 
adapt the results. This led to 
us building a research team 
and developing the Hiscox 
view of risk. Examples include 
incorporating new research 
and academic literature 
– particularly relevant in a 
changing climate, but the 
biggest impacts come from 
our close analysis of claims 
data. We’ve had lots of events, 
particularly over the past few 
years, that have enabled us 
to build out this Hiscox view 
of risk, as ultimately each new 
claim represents a new data 
point for our work.

Q: How do you assess 
whether a heightened 
frequency of events 
constitutes an ongoing 
change to the risk profile?
A: When it comes to natural 
catastrophes, the noise is 
often bigger than the signal. 
What we have to decide is 
whether the signal is strong 
enough. If you’re looking back 
at three years of an unusually 

high frequency of hurricanes, 
are they going to stay that 
frequent or drop back down 
next year? Is what you’re 
seeing a pattern of climate 
clustering, or a climate trend? 
We have to disentangle that 
into something that can drive 
our business decisions. These 
are not pieces of academic 
interest for us, they’re things 
that have real commercial 
impact – if we believe the risk 
is higher, we have to reflect 
that in our pricing, our risk 
appetite, our capital or our 
reinsurance strategy, so we 
have to be very confident 
that we can justify moving 
in that direction. We do the 
work ourselves, but we 
also talk to other parties 
who do this for a living. We 
want the best information 
to make the best decisions. 
To support this work, we 
have developed the Hiscox 
climate change framework. 
This allows us to assess for 
each peril the confidence in 
the climate change signal, 
the magnitude of the impact 
and also the materiality of 
the peril to Hiscox. It allows 
us to focus our research 
efforts where it will most 
influence our decisions. 
Recent publications from the 
IPCC and COP26 have been 
instructive in this assessment. 

Q: How do you see the 
human value being  
applied at Hiscox?
A: Recently, I think it’s been 
most visible in the warmth and 
enjoyment that people have 
got from being back together 
in the office. Our teams have 
worked incredibly effectively 
remotely, they responded 
to the challenge, they really 
stepped up, but there’s 
been an obvious energy 
and buzz that comes from 
people seeing each other in 
person and having proper 
conversations. It’s great to 
see, and I think it reflects  
really well the human nature  
of this business.

 Q&
A: 
with Robert Caton
Director of Underwriting Risk and Reinsurance

Model citizen
Last year’s high frequency 
of natural catastrophe 
events and the ongoing 
impact of the pandemic 
make abundantly clear  
the importance of testing 
and adapting the Group’s 
risk models. 
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