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Matthew Grant 00:13
Hello, and welcome back. And if it's your first time, welcome. Now, I don't know about you, but I
find it hard enough just to get through the week and keep up with all my emails. So I've got great
admiration for anyone that can write an entire book. Today's guest has written four. Bryan
forecheck will be known to many of you in the US and the UK. And as we discuss in a moment,
Bryan has worked with established insurers, startups, a leading consulting firm, and more. And
so he is as well placed as anybody to comment on what is going on in insurance, insurtech and
everything else in innovation. I haven't read all Bryan's books, but I have read the two volumes

http://https//instech.london
mailto:hello@instech.london
https://www.instech.london/podcast/bryan-falchuk-managing-partner-insurance-evolution-partners-insurer-start-up-writer-coach-influencer
https://podcasts.apple.com/gb/podcast/instech-london-insurance-innovation-with-matthew-grant/id1244266627
https://open.spotify.com/show/0iP4kU23bPqjgFKKJo4LOi
https://podcasts.google.com/feed/aHR0cHM6Ly9pbnN0ZWNobG9uZG9uLnBvZGJlYW4uY29tL2ZlZWQv


on the future of insurance. And they have some great examples of how both established
insurers and startups have successfully used  innovation to grow their businesses. We're going
to be talking about that in a minute. I'm Matthew Grant, partner with Robin Merttens at InsTech.
And now we are based in London, but we are talking to the world. And 2021 has been another
busy year for us. And if you're not already one of the 150 so companies we are working with
from insurance and technology to help untangle what is going on in the world, and you want to
find out what you’re missing, you can find out more on the website, www.instech.london or
contact us on LinkedIn, Matthew Grant, or email Hello@Instech.london. Okay, we've got a lot to
cover in this discussion. So let's find out what Bryan's been up to.

Matthew Grant 01.38
Bryan, you were very gracious to have Robin and I in your podcast. I thought it was actually it
was season one, episode 19. So it would be great to be able to return the favour. How is the
podcast going?

Bryan Falchuk 01:49
It's a tonne of fun. It's going really well. And every single conversation I've walked away with
something meaningful. I mean, of course ours quite a bit. Luckily, the subscriber numbers are
doing well as well. But if I'm not getting something out of it, that's a bad sign for me about the
quality of the show. So it's been really good.

Matthew Grant 02:07
Well, I think it's a bit like giving a party you know, 50% of it is if you enjoy it, then you know that's
good enough. Chances are everybody else will and if they don’t at least one person actually got
something good out of it. So yeah, glad to hear it is going well. So Bryan a bit about you. You
are currently an advisor, you're doing a whole bunch of things, people can find those on the
website. I'm sure we're gonna talk about them as well, but also really intrigued to see you've got
a career– you started off at Liberty Mutual. You've worked at Beazley, you've worked at Hiscox,
three well known insurance organisations there. You also worked with a couple of startups Hi
Marley and Guardhat. And you've even managed to get somewhere in there fitting, writing 35
articles for Ink and ebooks last year, I felt exhausted just reading that list. I don’t know how on
earth you manage to do all of that? What's going on? What’s your secret to productivity and
getting so much exposure?

Bryan Falchuk 02:55
It's fun. I like when I'm heavily engaged in things. And it's just sort of my energy. But it has been
amazing. You know, the time I spent with carriers was huge. I've gotten a lot of exposure to what
it's like at a startup, which is really interesting and invaluable and incredibly different from a, you
know, well established company. And then yeah, the other thing is just I've got a lot of ideas,
and I love engaging with people about them. I'm just thankful to have the platform to do that.

Matthew Grant 03:23
I realised that you missed another employer from that list, which was McKinsey.



Bryan Falchuk 03:28
McKinsey was unreal. Every day, I felt like a complete idiot, which is probably why I spent all of
my time in the insurance practice, because at least I understood the core subject matter. But,
you know, it just pushed me tremendously. And I knew I wasn't someone interested in the
partner track. I did want to go back into insurance. All of my moves since McKinsey have been
about, you know, is there  some genuine opportunity here that I, you know, once I learn about it,
I almost can't put it out in my mind, I don't see how I could leave it be. And that's what sparked
me to go from, you know, one opportunity to the next. I've written four books there, they seem
very different to our self help personal development, and to our insurance. But I think actually all
of them are self help. Because it's all about, you know, how do we spark seeing some barrier
that we now know how to overcome through the lessons and guidance of those who have come
before us. I'm writing about what I'm thinking and seeing myself and what I'm learning as I talk
to others, so it sort of comes naturally. And hopefully that makes it more accessible. Maybe
they're not the most, you know, academic books, but that's not the intention. The intention is for
them for a reader to walk away and say, “yeah, you know, what, I have thoughts about what I
can do differently in my context now”. So, if those are the footprints that I'm leaving behind,
fantastic.

Matthew Grant 04:50
Well, I mean, when you say it comes naturally, I think we all know when we write in a thing that
there's sort of the easy part is getting the thoughts down on paper, the hard part is actually
turning into something that's readable. And you've definitely done that. And reading on Kindle.
Of course, as you well know, I'm sure you can see what other people have highlighted. And
actually, you know, there's a lot of highlights on there. One of the ones I liked actually, which
maybe we should talk a little bit about, is, there's a comment in there talking about the issue is
not so much legacy technology. But it's legacy thinking. Is that something in your experience
you're finding? Is that the big issue? Or is it still just slowed down by the technology?

Bryan Falchuk 05:29
Some people get frustrated that they don't point out explicit technologies or, you know, solutions
that you need to go with this provider or that one. I think all that's actually irrelevant, like, yes,
there are great solutions in great providers, and there may be better choices for this kind of
thing than that, you know, for you in your particular situation. But that's not the key. Because
even if you put in the best core system, if your company is not really ready for it, and you're not
willing to, you know, take on the flexibility it can afford you then what was the point? You know,
it's like buying a Ferrari when you have a two mile commute, that's bumper to bumper traffic,
and no one breaks five miles per hour. There's no point to that. I talk a lot about culture, about
values, about mindset, humility, that's where innovation and change comes from. So you can be
a multi 100 year old company and be highly innovative and highly open to change and
recognising where you can be better and where you can learn from others or set the scene for
what the future looks like. And you can be a brand new insurer or brand new provider, and be
stuck, because you come in with a closed off thinking about what things can be or how they
should work. There is no explicit, you know, licence on being flexible, or being nimble or having
open thinking that startups or legacy players get or can have access to. It is ultimately a choice,



it can be a hard choice. It can be hard to implement. But it's a choice each of us and each
company has and that's why I think the books resonate with people when they feel stuck. They
recognise that actually, I can do something about this. And it may mean I need to change
companies. Or it may mean I need to look at my company differently and see what I can do
differently.

Matthew Grant 07:12
What I really liked about the book, Bryan, is one of the many things I really like about it is your
case studies. And you do write those in a way that really brings them to life and you clean a lot
of work to understand, not as what people would pick up from sort of doing desktop research,
but going to talk to a lot of people in these companies. If you choose one of those case studies
that you think most epitomises both the challenges but maybe the opportunities to be had in the
large incumbent insurers, which one would you choose from the first book?

Bryan Falchuk 07:43
I always point to the state compensation fund of California Skiff because they don't just have all
the barriers most of us have, you know, culture, politics, IT budgets, all of that. They have actual
politics because they're part of the state. And there's tonnes of constraints that come with that,
their staff unionised, they have salary caps. I mean, there's so many things that they're up
against. And you know, they're over 100 years old, yet they changed. And they kept challenging
themselves. They made incremental changes, their CEO said, you know, we're just refining
what we've already done, we need to go back to the drawing board and come at this another
way. And you see that throughout, where they really very honestly share where they weren't
doing well. I mean, it's a very raw and honest case, but also where they recognise they tried a
little bit better, which is what many of us do. And then they said, Hang on, this is not good
enough. We need to do more. And they talk about how they cut through and did that. And that I
think we could all take lessons from.

Matthew Grant 08:44
That theme seems to come through, this incremental change. And it's not easy, but you’ve got
to keep going. And in one of your case studies, I recall, you were talking about your
recommendation to the team that you were dealing with, I think it was an internal innovation
team. You have to build a coalition around you within the company. And actually, make sure that
once you've got the idea, or you've got the pilot, you can then actually go to the next stage and
make it not easy but just possible. I mean, that's what strikes me about where a lot of and I think
we're seeing less of these organisations now but the innovation teams in the incumbent
insurance have struggled, because they can take things so far, but then they really struggle to
be able to get by in from the organisation because people have just got their day jobs, and it just
takes a long time to get decisions made.

Bryan Falchuk 09:27
Yeah, and they have other priorities. And if you weren't keeping them abreast of what you're
looking at, and hearing what they're working on, how could you expect them to respond
positively and proactively when you bring a new idea to them that sort of probably smacks him



across the face. “I didn't have the capacity to hear this right now. I have my own fires to put out.
And I don't have any budget to do anything with it. So that's very nice that you like this thing. But
you know, leave us alone until next year”.

Matthew Grant 09:53
And the other point you made in the book, which was you released it December 2020. So this
was before the fallout we've seen in the, in the stock market and some of the publicly quoted
insurtech companies, but you were a little bit dismissive, in concept you didn't you didn't mention
names, but about some of these larger organisations that were essentially just trying to track or I
say just but because it's not a small thing, but they were, they were tackling some of the the big
insurance applications out there. Claiming they could do it differently. A lot of it is around the
marketing. We've all seen as we're recording now, you have the big companies, big name
companies out there that have either fallen well below their IPO offering or fall back close to
them. What do you think the future is, is that just proving your point there that actually that's a
really difficult area to play in. And you do need incredibly deep pockets to be able to compete
against the existing companies. And really, the future is more about niches, is that what we're
going to be seeing?

Bryan Falchuk 10:50
So I think you can play a big market game, you just can't do it just on and I use the word just
intentionally you can’t do it just on marketing and cheap pricing. You know, a lot of people move
past the word disruption, I hang on to it, because I think that's where opportunity is found, is
where’s something different existing, that we can latch on to and move forward? Because
without that, all we're left to do is play the big advertising and pricing game, and try to share
steel. And that's long term. I don't know how you can win at that game because someone with
bigger capital, you know, more access to it. Even if you're over funded right now, at some point,
you still can't compete with the balance sheets of the Avivas and GEICOs and whoever else of
the world. So, you know, yes, you can have some success under pricing and being clever,
cheeky marketers. But if you don't have a genuinely different, you know, kind of thesis and
material advantage, and that's what I go into in the second book quite a bit. That game doesn't
end up working out. And it doesn't mean, you know, you can't make money in the interim, it
doesn't mean your investors don't do well, you know, I'm not saying any of that. I just don't think
that's a long term strategy. And the nice thing is, the later generation of startups, I think, have
recognised that you can raise money on hype, but your business model can't be. So you do see
a really different approach to risk to capital to genuinely changing the operations and not sort of
laughing off, you know, with a bit of hubris distribution, you know, you can't just cut out agents,
and suddenly, you're better than everyone else. It's not that simple. Acquisitions are still
expensive and hard. So I think there's a lot of material change going on right now. And those are
the startups I think, ultimately, stand a better chance.

Matthew Grant 12:39
Yeah, I mean, we're learning and probably no surprise to those who have been around for a
while that the broker's agents are very resilient, and most of the market still needs them, I
guess. Retail. In the UK, for example, we've got aggregators, and don't buy our car insurance



through brokers anymore, but most of the world still relies on them. And that distribution point
you make there is, yeah, for me, it's one of the things I look at first, for anybody that's talking
about insurtech MGA is how are you going to scale your distribution? Because the best idea in
the world is going to go nowhere, if no one's actually going to help you tell the world about it.

Bryan Falchuk 13:13
Yeah. And Google AdWords are expensive. So you can't just cut out distribution and think your
cost is zero.

Matthew Grant 13:21
Yeah, exactly. I had a look at the contents list of your second book and very much looking
forward to getting into that. Particularly I saw you had Neptune flood in there, that whole
opening of the US market and the NFIP, the National Flood Insurance programme, opening up
to the commercial market. Yeah, opening public markets for insurance is gonna be really
intriguing about what's happening on them. Now, how do you choose those companies?
Because, you know, a lot of people, you know, a lot of companies, how did you distill it down
into what was it six, six examples you had?

Bryan Falchuk 13:52
There's eight that made the final book, there was a ninth that had to pull out because of some
things going on in their business side, and the timing of what they could and couldn’t share. And
there were a few that were going public. So suddenly, you know, what they can talk about
publicly becomes complicated. So a lot of it really was I was looking for someone with a material
advantage. So, I want there to be a genuine lesson in there. When I look at that business, do I
learn something about oh, here's an interesting thing that could help me understand how to
succeed and cheap or good at marketing isn't good enough. So that was first and foremost. And
that helped me select down the population of potentials. I talked to the founders at all of them. I
mean, these are- this is all done on first hand research. And you know, for some of the
companies I talked to, it was clear that they viewed themselves as either the smartest person in
the world or, you know, God reincarnated. And I don't, I don't know what the lesson is in that. So
if I'm reading it, what's the takeaway? Hire this person because they're the only one who can
make anything work. And I got that from some of them. Like, you know this one guy was saying
how insurance is stupid, and he's the only one who can fix it. It's like, great. I don't know what
the lesson isn't that. So there was, I was looking for people who would tell a more genuine story
and talk about the ups and the downs. So we can take some learnings from that. And I was left
with a story of material advantage and how they built that. But also, it's not all roses, and you
have to be willing to talk about that. And so that was a pretty key thing for me in selecting who
makes the final cut,

Matthew Grant 15:27
My experience is the same, you find the CEO's you've put a bet on and they are humble, and
they are willing to share when things didn't go well, and those make the really good stories. But I
mean, I know how hard it is to write these things, because we do the podcast and we do various
other interviews with people. And it is very, very difficult to to get a coherent story not because



people don't want to share it. But you just got to ask the right questions and, and dig deeper and
say, yeah, what struck me is he really brought to life and I know this area pretty well. And as you
know, I'm learning things and takeaways. So you've definitely succeeded on that. And I think
that is a great judge of anything, isn't it? And I want to talk to something that's actually from your
own background now, in terms of what we're seeing out there. And that is claims. So claims to
me has been a little bit of a sort of the poor cousin of insurtech back in the early days. Yeah,
well, it's, well, it's insurtech quarterly quoted 18% of funding has gone into claims. But to me,
that's a really compelling area to go into, not least because I think the business case is actually
the easiest one to justify. Because if you can demonstrate how some analytics or some part of
the claims handling process can save money, it goes straight to the bottom line. Whereas if
you're trying to justify underwriting analytics or distribution, you've got to actually believe in the
concept, then you’ve got to believe you can deliver on it. But what's your view on that and
you've had experience in that area, and you've seen more broadly, so are we going to see more
happening in claims now?

Bryan Falchuk 16:51
More is happening because of the pandemic because it had to, and obviously, depends on what
line of business and what kind of claims. But certainly in the overwhelming majority of the
volume of claims out there in the world, which you know, based on frequency, it's more of the
physical claims. So you know, auto motor insurance property, whether commercial or
homeowners, etc. There was a need to keep the lights on and you couldn't simply not handle
the claims. One of the problems I think as an industry is we focus so much on increasing the
efficiency in our claims operations, which is fine. I'm an ex consultant. I love efficiency. I'm all for
it. But if you look at the balance between indemnity and adjusting expense, indemnity is
massive. You know, if I always said if I took out my entire team at Hiscox, we weren't that big.
So it's a few million dollars. But we had hundreds of millions and indemnity in reserves. So why
do we keep focusing only on you know, we need to make this process this much faster? Well,
that's fine. But what am I going to save $200,000 a year in FTE costs, which I'm probably not
going to be able to realise anyway.

Matthew Grant 18:02
Okay, I'm just going to jump into what Bryan is saying here for a moment to make sure this point
about indemnity is clear. So basically, what Bryan is saying is that the real savings in claims
comes from reducing the cost of the claim itself. Now, of course, saving expenses in processing
the claim is useful. But the cost can be reduced a lot more if, for example, someone's roof has
been damaged by a storm can get it repaired quickly, and they can get back into their house,
reducing further losses to the building and cost for additional living expenses whilst that person
can't get back in their home. Now, also the FTE that Bryan mentions there, if you're not familiar
with that, what it means full time equivalent is a way of talking about the cost of people roll back
to what it would cost one person to be hired full time, which of course may also be split between
the cost of different people. So you can work out what the saving is or the cost or number of
hours or days in FTE or full time equivalent. That's it back to our discussion.

Bryan Falchuk 19:02



If that speed leads to a lower indemnity because the claimants are less agitated, because we're
getting to them faster, we're paying them faster. It's more amicable rather than adversarial. Then
I want to do it. One of the startups who worked at Hi Marley, this was the story. Yes, claims were
closing faster. Yes, it was smoother and customer stat was higher. But unsurprising to me,
indemnity was lower on like, for like claims, because people were happier and things were
closing out faster. So that was the real savings. It's not the efficiency. Yeah, you know, we
should increase capacity of our operations, but it's really about lowering how much the total cost
of the machine is. And the machine is not the processing. It's, it's the raw inputs, and that's
dollars. So we need to find a way to focus back on that as a claims function. And I think then the
story is profound, but you have to get to it.

Matthew Grant 19:57
But I wonder if there's something happening that, I've seen quite a lot happening in other
technologies, which is, the story that gets you in the door might not be where the real value is.
So yeah, you talk about indemnity and the savings that can be made there. Obviously, the
customer still needs to be looked after, that's still quite hard to quantify when you're talking
somebody about using some new technology. Whereas if you, you were talking about loss
adjusting expense. If you can show how that can be reduced, I was out in California a few
weeks ago, talking about remote claims assessment, you know, something people do now with
mobile phones to get information to remote adjusters, there's a really clear and compelling
business case, say it might only be a few million dollars a year, but if that's enough to get it into
the business, and then you can start demonstrating indemnity once. That's how you scale. But I
saw this 30 years ago with people selling data for- we’re talking about flood again- for flood
modelling. And what was sold was a fancy map of a portfolio and is in the UK. And you can see
where the high risk and low risk were, that sold it to the CEO. But as soon as the underwriting
and the actuarial departments got hold of it, they weren't interested in the maps, all they wanted
was the data behind it. Yeah, their rate tables, and they got all the value out of it. But the thing
that sold, it wasn't ultimately the thing that actually was used, that might be what's happening is
you've got to sort of think about is double actually you got to figure out how do you get in the
door? And then how do you scale? Once you've got in

Bryan Falchuk 21:27
Matthew, can I share a trick that I used? I felt like underwriting distribution marketing would
always get the investment. And this is when I was at Hiscox. And that's not a knock on Hiscox.
But I would take whatever my savings was in claims and use our combined ratio target to
ratchet that up into premium. So if I was going to save a million dollars, that would also talk
about that as that's like $10 million of premium coming in. And when you're in a growth focused
business, that's huge. And people were suddenly like, oh, wow, 10 million, this is the exact
same benefit to the company. But it's little things like that, you have to think about what's the
framing of your audience? And can you talk that game? And that's going to be different in every
company, some won't need to do that. But I found when you're really growth focused and
investing in growth, when you're talking about bottom line, even though it's real money, and it
may be the same net benefit. It's not going to stack up subconsciously to people because



they're primed to think in top line growth. And we have to be aware of that as claims
professionals.

Matthew Grant 22:25
Bryan, I think that's such a good idea, I’m worried people now are going to be putting pause and
going off and writing that down and then immediately rewriting the business cases. So if you're
about to rush off, please do come back and join us because there's more to come. But just
make sure I understand that completely. So what you're saying is that, back to our point about
your case, he said a million dollars saved on the bottom line, you're going to generate $10
million of premium to be able to go and that’s…

Bryan Falchuk 22:50
another million and bottom line. Right?

Matthew Grant 22:53
Yeah, so effectively, you're looking at your two different ways of thinking about numbers. It's a bit
like when you think about the cost of something you buy, if you actually load onto that what your
your gross income was, before you got taxed, so you suddenly realise that it is not, it didn't cost
you 100 pounds in the UK it was sort of our tax rate but it cost you 200 pounds of earned
income. So now that's a really, really helpful trick or tip, I should say. So thanks. One thing I
want to come back to as well is what's been happening on pet insurance. Lemonade has also
now started to go into pet insurance. But you know, what does that tell us about people in the
future of innovation? Is it people, I think- don't we all think actually- we don't really want to buy
insurance, it's not regulated, you mostly wouldn't buy except when it comes to your pets, which
is where people are buying it. And they're prepared to spend a lot of money on their pets that
they might not be willing to spend on something else. But what's your takeaway from that?

Bryan Falchuk 23:46
I think we need to think not about how do I sell this policy, but what's the engagement someone
is willing to give to this issue. And when you hone in on that you can figure out where the
insurance needs to be sold and what the insurance is. And sometimes that may be that you can
sell insurance just as insurance and you don't have to hide behind it. And maybe that's because
of regulatory requirements. They know they have to get it so they're willing to. Or maybe it's
because they love the asset so much, and they're thinking about protecting it. And I would do
anything for it that I'm willing to get insurance to make sure of that like a pet. Or none of those
things is true. And so you have to think about what are other ways I can get the insurance
bought without, you know, without having to be explicit about it. And that's where the whole
embedding conversation comes in. It's about the operating model behind the scenes and how
seamlessly and fluidly it goes in. And every time you expose the fact that you're now separating
out and buying insurance, you're creating friction, and that friction is what eats away at the little
bit of engagement someone had so we need to find where's the true engagement in that asset
or that exposure. Latch on to that. You know that acquisition process without servicing process
and find as many ways to remove friction from exposing the fact that they're now also buying an
insurance policy. Because you're asking them to engage in something they don't care about.



You have to go back to what is it the customer actually cares about? And let me let go of what I
care about because we in the insurance industry, or not the customer, and we lose sight of that
far too often. And then we miss the chances to see how could we actually distribute this more
successfully?

Matthew Grant 25:27
Yeah, yes, you made that point in your book as well about customers have lost sight and contact
with their customers. I mean, it's back to the broker and agent model, because they are ones
that replied. I've got a question for you, Bryan, before I want to come back to that better one.
And you got Have you got any pets?

Bryan Falchuk 25:41
I have a cat and we have pet insurance that I'm not happy with so i'm willing to shop if anyone's
listening.

Matthew Grant 25:46
Well, we have a dog. And actually, Steve Mendel, who runs Bought By Many, I was grumbling to
him about the price of dog insurance. He said, Well, one thing you must do is you must buy
liability cover in case your dog runs out in front of a car or something. And liability cover from
Bought By Many costs about nine pounds a year versus pet insurance. Now that's five pounds.
But how much do you think of a guest in the UK? It would cost for a medium sized dog to have
its teeth cleaned. You can give it in dollars if you want.

Bryan Falchuk 26:14
It's probably like £40/45 pounds.

Matthew Grant 26:17
That's what I would have thought. £450. So what in dollars? That's about Wow. $600 for the dog
to get his teeth cleaned. I mean…

Bryan Falchuk 26:24
That's crazy. That's more than a human with x-rays.

Matthew Grant 26:27
He's Oh, yeah, the dog also his haircut bill is more than the family haircut bill. Anyway, we might
be taking pet insurance now for the dog. Now he's kind of going to be…

Bryan Falchuk 26:37
waiting for Bought by Many to come to my state, they are in the US. And I have some friends
who are helping Steve run the business. So I'm  anxiously awaiting for their, the rest of their US
expansion. And now I'll think about liability, although I don't think my cat is gonna cause a car
accident. But we'll see.

Matthew Grant 26:52



I know you watch those cat videos on YouTube and you wonder, but yeah, embedded, certainly
the way forward. But what does that mean for the existing insurance companies, I mean, they
again, another way to lose control or lose contact with customers, and they're not then become
at risk of being commoditized and just the capital provider, and there are other people that can
apply capital just as efficiently as insurance can.

Bryan Falchuk 27:13
I'm glad you said that I have a whole line of thinking about there's a few things and embedded is
one of them that I think are coalescing right now, that will change dramatically a number of
spaces within the insurance industry that are very large markets, personal auto, certainly, I think
property more so on the commercial side, actually, but commercial and personal and those are
much bigger conversations. But I was talking to Nigel Walsh the other day who I know you've
had on a couple times, and we're talking about embedded and he was saying embedded, yes,
it's a hot thing. It's got a lot of focus, but we're still thinking of it only on the acquisition side. And
this is where I think your point about commoditisation, and, you know, does a legacy player still
get to matter? What happens when you know, whatever the experiences that we're embedding
insurance into? What if there's 15 or 16 different insurance offerings that are embedded into
that? How do you sort that out? How do you service that? How do you deliver that, whether it's
claims experience or otherwise, we're still only really thinking about the acquisition side of it.
And I think that's, that will continue to be the the focus for at least 2022

Matthew Grant 28:23
Nigel, have you heard that? For this Sunday, I'm looking forward to my 7:45am text with some
good reviews for this particular podcast as Bryan's been kind enough to call you out? So that
kind of leads Bryan into the next question, which I think you might have just partly answered.
But if you had to pick one pick for what's really going to happen in 2022. So we see lots of
predictions and top 10s and we're doing ourselves, but if there's one thing above all else, it
really is going to change, for better or worse, what would you choose?

Bryan Falchuk 28:52
It's a really tough question. Because there's so many point answers, depending on what piece of
the market you're in. I think this is a year of the early reckoning, if you will, this is the point where
I was gonna say we're coming out of the pandemic, but who knows, right? Unfortunately, you
had carriers who made a lot of change in 2020, out of necessity. And that started this bifurcation
where you had some who woke up and they said, hang on, we can do things. And we can do
them really quickly. And digitally and differently than we've always done them forever. And it
unlocked something for them. That snowball is rolling and picking up more snow. And for others,
they did all these things out of necessity. And now they said okay, now we're in digestion mode,
or we've done our investments. We're digital, now we're done. We need a break or you know,
we've spent what we're going to spend for the next five years. I think 2022 is where those
differences, which didn't really matter yet, because everyone sort of had a lot of capabilities. I
think it's going to start to filter things out. And you're going to see a separation of players more I
mean, back to your point on Liberty, like at Liberty versus someone else who is of similar size
and scale and scope, who hasn't been pushing themselves as much. You'll see more separation



there. I don't think anyone's going to go out of business because of this this year. But I think
you're going to see the pack separating a bit more. And to me, that's very interesting, because
that starts to tell what the market’s gonna look like 5/10 years out, and that's what I'm interested
in.

Matthew Grant 30:23
And also, I think we're going to see a talent flow from those organisations, large incumbents that
don't get it right, because they are losing patients, or there's money out there. And that money
likes experienced insurance people to go and build your businesses at scale. And maybe that's
where they don't need to reinvent. I mean, we've seen a few of those coming in with Convex is
probably the, the probably in that sweet spot of two, three years old. Now the UK big specialty
insurer, you know, coming in at a couple of billion dollars worth of capacity and funding to run
that. That's  a very different model than having to do it from the ground up. Well, good. We'll
come back. And we'll check in on that. And Bryan, see how you got on in 12 months time, but
you're giving yourself a bit of an optionality in that by saying

Bryan Falchuk 31:03
I was vague enough that I should be right either way.

Matthew Grant 31:08
And then I just kind of get close to wrapping up. Chefs are always the best people to ask for
recommendations around restaurants, what would be your recommendation around other
podcast or podcast channels, my friend is out there to recommend to people

Bryan Falchuk 31:24
Within the insurance world other than your show and my show, which is the Future of Insurance.
Because I can't come up with a different title for anything I do. Apparently, I've always been a
fan of Spot On Insurance. I like the mix of people carriers and solution providers and just sort of
good ideas in general. So I love what they do. The Insurance Guys, that's another one. What I
try to look for is ones that aren't purely vendor shows. And it's nothing against the solution
providers. But hearing a mix of perspectives, I think is really critical. So you know, the good
news is there's not a tonne of shows out there. So you can quickly do a Google search and see,
you know, or search in your podcasting app, see which ones pop and just look at the guest list.
And honestly, that's one of the reasons why I've continued to tune into this show is, you know,
anytime I say well, I'm busy, I don't have time to listen, let me just see who the guests are, then I
don't have a choice but to listen. And I think it's that right? It's like, can you get pulled into
listening because of who's on there. So I said, just look for that mix and see what kinds of
different perspectives each different show could bring to the table.

Matthew Grant 32:34
That's good advice. And, you know, I guess there's a call for anybody out there that wants to
have a little project for 2022, which is there's lots of top 100 insurtechs to follow and all that but I
haven't yet come across anything that's actually had any legs on it. I mean, a few pop up now



and again, and I don't even really care who’s top. It’s just always quite fun to know, you know,
who's in the category of insurance related technology podcasts worth listening to.

Bryan Falchuk 33:07
The lists that are out there always include shows that don't even exist anymore. So that's a sign
that they're not great lists.

Matthew Grant 33:13
Yeah, yeah, exactly. Or some of them aren’t very good. But yeah. Excellent. Well, we're gonna
wrap it up, because you've got 1000s of things going on. I'm sure you're probably working on
your next book. But just before we get anything we haven't I haven't asked you about that you'd
like to talk about? So you don't miss that.

Bryan Falchuk 33:29
No, I think I've rambled on plenty for your poor listeners. But hopefully, it's interesting. It's, it's
just, you know, we should continue to push on these conversations and get into it and ask, and I
think it's so much brewing, it's a really fascinating time for the industry.

Matthew Grant 33:44
And then finally, Bryan, with travel plans, any plans to come over to the UK next year?

Bryan Falchuk 33:52
I'm always planning to come over to the UK, whether or not I actually do is a different question.
I've had the honour of being able to do that regularly in the past, you know, working for Brits for
10 years. And I just so miss it. So hopefully, whether it's 2022 or maybe soon after, I would love
to come back over and I'll have to time it around one of your events because it would be a
shame not to participate in something live.

Matthew Grant 34:16
Yeah, well, there’s so many of these now. We did five live events after July, five dinners, you
know, there will almost certainly be something around when you come over. Yeah, it would be
whether it's in the UK or if I'm over in the US. Let's try and make it a goal for 2022 to both be in
the same place at the same time and maybe somebody might want to hear what we've got to
say.

Bryan Falchuk 34:35
Yeah, that sounds good.

Matthew Grant 34:37
On that happy note. Have a great holiday period and look forward to catching up again in the
New Year. Many thanks again for sharing your time.


