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STRATEGY

Patria Re opens in 
London as part of 
international  
expansion drive

Mexico City-based specialist in-
surer and reinsurer Patria Re has 
opened a marketing office aimed at 
the Lloyd’s and London market, as 
the company looks to strengthen 
its position as an international (re)
insurance specialist.

The launch of the venture, called 
Patria Re Marketing Services 
(PRMS), will be supported by Am-
bant Underwriting Services.

Ingrid Carlou, CEO of Patria Re 
told LatAm Insurance Review that 
the new office will help Patria Re to 
be nearer the “pulse of the trends 
and developments” in the global 
reinsurance industry, aligned with 
plans to position the company as 
an international reinsurer with a 
specialty in Latin America.

She said: “An office in London 
does not only facilitate our interna-
tional expansion, we also believe it 
reinforces our position in our home 
markets, helping us to provide a 
better service and a wider spec-
trum of products.

“The London market is without 
doubt one of the main centres for 
international reinsurance; a local 
presence gives us access to a very 
large number of offers that we 
would not see were we to operate 
or to seek international expansion 
based in our home countries.”

Carlou added that the firm’s fo-
cus will be on traditional property 
lines in both proportional and non-
proportional treaties.

Danny Maleary, CEO of Ambant 
Underwriting Services, said: “Pa-
tria Re is an example of a forward 
thinking international insurance 
and reinsurance specialist looking 
to enter this market the smart way.”

Founded in 1953, Patria Re oper-

ates primarily in the Mexican and 
Latin American markets but has 
expanded outside Latin America in 
the last decade. 

INDUSTRY

Brazil’s CNSeg  
predicts insurance 
revenue growth of 
15.6% in 2014

Brazil’s insurance market revenue 
is expected to grow 15.6% year on 
year (YoY) in 2014 according to the 
country’s insurance confederation, 
CNSeg.

The figure includes sales in the 
P&C, life, private pension and sure-

AIG is developing more than 100 insur-
ance products that it hopes to launch in 
Latin America as part of a strategy to 
double its revenues in the region within 
the next five years, the group’s regional 
CEO has told LatAm Insurance Review.

Latin America represents $1.5bn in 
revenues for the group, and Jim Dwane, 
president and CEO, Latin American and 
the Caribbean at AIG, said the provider 
is “very optimistic” about opportunities 
in the region.

In the past year alone, the group 
launched 30 products in the region, 
either as new to Latin America or which 
it is “borrowing” from other parts of the 
world, Dwane said.

The product offering encompasses 
both traditional product types – includ-
ing casualty, property and financial lines 
– and specialist lines including marine, 
environmental, surety and trade credit.

“We are very focused on organic 

growth. We placed a tremendous 
amount of focus on three countries 
in particular: Brazil, Colombia and 
Mexico,” he said.

“AIG has selected nine markets in the 
world through which it will invest heav-
ily in the future. Within Latin America 
we have three of them. That gives you 
a perspective of what type of invest-
ments we are looking to make organi-
cally.”

Asked whether AIG was looking at 
acquisitions in the near future, Dwane 
said: “We are not closed to that option, 
but it is not our strategic focus at this 
point.”

He added: “That said, when you are 
in a marketplace as dynamic from an 
economic, political and regulatory point 
of view, you can’t ignore the ‘inorganic’ 
market.” 
Read the full interview with Jim Dwane 
on p.20-21. 

STRATEGY

AIG developing more than 100 insurance 
products for Latin America

ty segments, as well as health and 
capitalisation bond providers.

While the P&C insurance market 
is expected to grow 12.8%, pension 
plans will grow 15%, capitalisation 
bond sectors is to grow by 23%, 
and supplementary health is ex-
pected to grow 16.7%, CNSeg said.

Meanwhile, CNSeg announced 
it expects total YoY insurance in-
dustry revenue growth of 14.3% for 
2013, reaching R$290.6bn ($123bn).

Marco Antonio Rossi, president 
of CNSeg commended the growth 
of the investment portfolio of the 
insurance market in 2014, which 
represented 12.9% of GDP, with 
R$559bn ($239bn) invested in the 
months leading to October 2013.

“These numbers in the insurance 
industry are consistent and signifi-
cant,” he said. 
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AN ENLIGHTENED 
APPROACH 
Marcia Ribeiro, insurance specialist at Light, one 
of Brazil’s leading utility companies, tells LatAm 
Insurance Review about her rigorous approach to 
risk management and why she is “investigative by 
nature”  BY ROBERTO BARROS

Describing herself as “investigative by nature”, she 
says risk management involves constantly expand-
ing a broad spectrum of knowledge and expertise 
through relationships with different contacts. 

Sometimes this means taking a “therapeutic ap-
proach” to the practice by patiently listening to em-
ployees’ qualms in different segments of Light’s cor-
porate pyramid, before going to the insurance market 
to hear – and counter  - proposals.

As one of Brazil’s main power suppliers, holding 
company Light has invested in generation, transmis-
sion, and distribution of electricity in the state of Rio 
de Janeiro for over 100 years, operating five hydro-
electricity plants and a 115km transmission line.

On the supply side, the firm is highly dependent on 
contractor labour, outsourcing around 8,000 jobs to 
third part firms. This, says Ribeiro, adds a further tier 
to the aggregate risk matrix, implying the need for 
often exhaustive assessments of risk profiles across 
the firm’s structure to prevent a liability slip-up.

“We have to work with painstaking detail for each 
activity, casting our gaze well beyond the 
entire operational boundaries of the com-
pany,” she says, adding that analysing the 
supply side means looking at the final 
customer, and this often involves close 
interaction with Light’s legal department, 
where questions around judicial proceed-
ings are asked.

An eye for detail is not limited to the 
analysis process, however, being applied in 
case a decision is made to transfer a risk.

“We give brokers a lot of extra home-
work,” she says, half-jokingly. “I always 

Marcia Ribeiro may be a risk and insurance 
specialist on paper, but the unspecified re-
sponsibilities of her position include being 
a student, an engineer, and even, at times, 

what feels like a role as a therapeutic counsellor.
As head of the insurance unit at Rio de Janeiro-

based power utility company Light, Ribeiro says this 
diversity of duties is what still fascinates her about 
risk management and insurance after landing a job in 
the space more by chance than choice in 1999.

Above all though, she is a researcher, and an innate 
curiosity is what drives her daily efforts to find the 
best risk management solutions, negotiate the best 
policy terms and coverage conditions, and under-
stand market limitations, she says.

“There is no use sitting in front of your computer 
and waiting for the best risk management solution to 
magically appear,” she explains. “You need to get out 
into the field and ask the relevant questions to those 
in the industry, as well as your own employees before 
deciding on a course of action.”

You need to get out into the fi eld 
and ask the relevant questions 
to those in the industry, as well 
as your own employees before 
deciding on a course of action” 
MARCIA RIBEIRO, LIGHT 
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Additionally, the financial crisis fo-
mented growing scepticism and dissatis-
fied buyers are demanding more guaran-
tees. “We have seen that during the crisis 
in 2008 and 2009, companies coped 
with reduced coverage and higher rates 
when they most needed assistance”, 
says Hugo Carson, head of trade credit at  
AIG Brazil. 

In an attempt to encourage potential 
buyers, AIG introduced an excess of loss 
policy, as well as new underwriting con-
cepts including non-cancellable limits 
and high discretionary credit limits. 

For instance, thanks to non-cancel-
lable limits AIG assures it won’t change  
the terms of the policy. Carson explains: 
“If the economy goes through a hard  
time, I can’t cancel or reduce the client’s 
coverage”.

Though similar measures may boost 
demand, brokers and insurers agree lo-
cal companies need to receive better in-
formation on the assistance policies can 
provide. On the other hand, global insur-
ers often find multinationals will instruct 
their Brazilian affiliates to purchase trade 
credit cover, according to Kiyoshi Wa-
tari, trade credit & political risks practice 
leader at Marsh Brazil.

He says: “We estimate that about 400 
companies in the country signed a trade 
credit policy, 70% of them are global 
companies”.

Sharing the risk
Reinsurance understandably plays a key 
role in the expanding trade credit indus-
try, considering the large risks and cov-
ered amounts. 

But in Brazil, transferring trade credit 
risks often comes with barriers in the form 
of the regulation stipulating that 40% of 
reinsurance risk be placed locally.

Though large international groups such 
as AIG will establish local reinsurers in the 
country to retain their own risks, once 
capacity is reached, it is often difficult to 
transfer trade credit risks to the market.

Carson of AIG underlines the hitches in 
complying with Susep’s conditions: “It can 
be challenging to find partners when AIG 
Reseguros – the reinsurer AIG set up lo-
cally - reaches its capacity, because of the 
currently narrow number of players in the 
reinsurance business for trade credit.” 

He adds that AIG Resseguros also oper-
ates also in partnership with former sector 
monopoly IRB.

Coface opted for a different assessment 
of its risks. Brazil’s market leader within 
trade credit – according to Susep figures 
– sets reinsurance locally, entirely through 
a partnership. “We don’t have capacity 
problems. We set 100% of the Brazilian 
operation risks locally, through a partner-
ship with IRB”, says Marcele Lemos, Co-
face Brazil’s president.

Economic slowdown as opportunity
The market for trade credit insurance be-
tween January and September 2013 ex-
panded by 9.7% compared to the same 
period in 2012, according to Susep. 

“If we take into account inflation, we 
are clearly talking about a moderate 
growth. As competition grows, it is likely 
that companies buying trade credit in-
surance in 2013 are negotiating better 
rates,” Cirelli says. 

Meanwhile, defaults in Brazil are on 
the rise, which can spark demand for 
trade credit insurance coverage. Ac-
cording to data from Serasa Experian, a 
credit bureau, companies defaulting in 
Brazil from January to October 2013 in-
creased by 1.4%, compared to the same 
period in 2012. 

In October 2013 this figure was up 13.3% 
compared to September, 2013. This re-
flects the reduced liquidity and payment 
capacity of companies, which may result 
in larger indemnity payments by insurers.

Data from Susep shows that total 
claims in 2012 amounted to R$54,535,406 
(around $23,000). During the same 
period in 2013, claims increased to 
R$132,508,564 (around $56,000). 

“The trade credit market is flat with 
growth in the first three quarters in 2013 
at about 9%, compared to the same peri-
od in 2012. On the other hand, claims have 
soared, up 143%”, Watari analyses.

Euler Hermes’ outlook for the Brazilian 
economy is negative. “According to the 
loss ratio we’ve been tracking, we believe 
Brazil is likely to go through a systemic 
crisis in the next few months”, says Cirelli. 

Crises and unexpected defaults – like 
OGX, the oil giant, which recently filed for 
bankruptcy protection – can boost de-
mand for trade credit insurance. “Risk per-
ception among Brazilian entrepreneurs 
has consistently changed. In the past six 
months the amount of companies looking 
for this cover at Coface was up 35%,” Le-
mos says.

Brokers and insurers agree trade credit 
coverage not only serves to cushion fi-
nancial vulnerabilities, but policy provid-
ers are also playing a role in advising on 
market and political risks. International 
databases and comprehensive knowledge 
of local and international markets offered 
by global insurers is a fundamental tool 
for businesses interested in maintaining 
competitiveness or even expand their op-
erations to riskier areas. 

“There aren’t many players [for trade 
credit insurance] in Brazil because it is 
not an easy product to work with”, ac-
knowledges Watari. However, he says he 
is hopeful the offer – and consequently 
demand – will take off, and “new insur-
ers will be interested in bringing their 
operations to Brazil.” 

2012 Q1 Q2 Q3 Total

Premium 63m ($26.5m) 47m ($19.8m) 46m ($19.5) 156m ($65.9)

Losses 17.5m ($7.4m) 10.7m ($4.5m) 26.2m ($11.1m) 54.5m ($23m)

Loss Ratio 28% 23% 57% 35%

2013 Q1 Q2 Q3 Total

Premium 56m ($23.7m) 58m ($24.5m) 56.8m ($23.9m) 171m ($72.2m)

Losses 19.8m ($8.4m) 53.4m ($22.5m) 59m ($24.9m) 132.5m ($55.8m)

Loss Ratio 35% 92% 104% 77%

TRADE CREDIT MARKET-BRAZIL: COMPARISON 2012 V 2013 
DATA FROM SUSEP, COMPILED BY MARSH CORRETORA (VALUES N BRAZILIAN REAIS)
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“

specific solutions. One example of this 
is pollution liability. It is an emerging 
space, and I think it will be a slow evolu-
tion  in Latin America, but ultimately you 
see in the rest of the world the emer-
gence of the need for pollution liability, 
either because it is smart from a risk 
management perspective, or because 
contract laws dictate it. 

Cyber, also, will continue to be an 
increasingly important part of the risks 
we look at. The important thing to 
undertsand, though, is where cyber is in 
the context of other risks our customers 
in Latin America are looking at. I think it 
will be top of agenda down the road.

However, I do see barriers to rapid 
growth in these products. Like any 
insurance product, there is a process you 
have to go through around exposure 
identification and product education. In 
some cases the non-insurance market 
has to catch up and acknowledge the 
role pollution insurance might be able 
to play.

LIR: When looking at the final con-
sumer, and the evolving needs of 
risk managers in Latin America, we 
hear about compliance issues, non-
admitted regulations, and the difficul-
ties surrounding the establishment of 
global programmes. What are the chal-
lenges of the insurer when it comes to 
creating insurance solutions for risk 
managers?
JD: We don’t view it as a challenge. The 
challenge is making sure that we have 
that information. If you know what you 

are dealing with, 
then your customer 
can make the right 
decision. It is our re-
sponsibility in con-
junction with our 
brokers, to avail the 
right information to 
our customers so 
that they can make 
that decision.

The individual 
regulations of the 
countries define the 
information that we 
need to make those 
decisions. That said, 

keeping up with the knowledge can be a 
challenge. Latin America in particular is a 
rapidly-changing and dynamic regulatory 
environment with shifting requirements. 
The bottom line is that targets are con-
stantly changing.

As an insurer, it is important to make 
sure that we stay on top of and keep 
up with all of those changes, and then 
re-purpose it into a format that is useful 
for our customers. That becomes the 
greatest challenge.

When the market is growing at the 
speed at which it is, there is a lot going 
on. It is kind of like being on a boat in 
the middle of the ocean, you just have to 
hold on and make sure you keep rowing.

LIR: What are your expectations for the 
Latin American insurance market in the 
next 24 months?
JD: There are challenges – there are 
disparate economic, political, regulatory, 
environments, high distribution costs, 
an insurance market place that needs to 
continue to work through an educational 
process of understanding what insurance 
is and why it is important. 

On the other hand, there is a grow-
ing middle class, increase in disposable 
income, small and middle market compa-
nies expanding as part of the economic 
base, and infrastructure spending. We 
see lots of positives and the opportu-
nity is growing faster than the market’s 
position to catch up; and that is a great 
position to be in. We couldn’t be more 
bullish on Latin America. 

Just because we are focusing on some 

of those strategic business expansion 
countries, we fully expect that invest-
ments will come broadly across Latin 
America.

We expect to double our revenue in 
the next five years. Today Latin America 
represents $1.5bn in revenues annually 
and in the next five years we expect to 
get to $3bn. We are on track to do that. 
There is a tremendous amount of op-
portunity, and I would expect that that 
growth would continue to accelerate as 
the investments that we are making 
in technology, in processes, in people, 
begin to take hold. 

IN NUMBERS: AIG IN LATIN 
AMERICA Source: AIG

$1.5bn 
Amount in revenues annually in 
Latin America

33
Products launched in Latin America 
in 2013, with a total of more than 
150 in development

160m
Customers in the region

15  
Countries where AIG operates

FAST FACTS: AIG LATIN 
AMERICA  Source: AIG

 AIG has been operating in Latin 
America and the Caribbean since 
1937

 The group’s regional 
headquarters are based in Miami. It 
oversees operations in 15 countries  
including Aruba, Argentina, Brazil, 
Chile, Colombia, Ecuador, El 
Salvador, Guatemala, Honduras, 
Jamaica, Mexico, Panamá, Puerto 
Rico, Uruguay and Venezuela.

 AIG’s global Strategic Business 
Expansion (SBE) plan includes 
Brazil, Colombia, and Mexico

We expect to double 
our revenue in the next 
five years. Today Latin 
America represents 
$1.5bn in revenues 
annually and we expect 
to get to $3bn”
JIM DWANE, AIG








