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1. For members who don’t know
Irwell well yet, can you give us a
quick introduction: who you are,
what you specialise in and how
long you’ve been doing it?

| have over 14 years’ insurance
experience with the last 9 years
specialising in legal expenses.

| joined at an exciting time of
business growth. Irwell are
committed to new product
development, and | wanted to be
part of that journey.

It's been a whirlwind for a few
years, with 4 new product launches
this year alone - and more in the
pipeline.

Developing innovative services that
support the evolving requirements
of our customers is something

I'm passionate about along with
mentoring our two graduates.

2. You've been headline sponsor
of Portfolio Solutions this year.
What made that the right event for
Irwell to get behind?

Portfolio Solutions is a great fit
for us because it brings together

MGAA

exactly the people we want to be
talking to — MGAs and brokers who
understand their markets, know
where the opportunities are and
who are looking for insurers that can
help them develop them.

For us, those face-to-face
conversations are really valuable.
You can learn a huge amount about
what MGAs are seeing, where
existing products perhaps aren’t
quite meeting customer needs and
where there may be opportunities to
do something differently.

Sponsoring the event also felt like a
natural way of showing our support
for the MGA market. We've worked
closely with MGAs for a long time,
so we want to be visible and active
within that community rather than
simply turning up when there is
business to be written.

3. Irwell has been an MGAA
member for four years now. What's
the value been for Irwell of being
part of the network, in terms of
relationships, visibility and insight
into the market?

The biggest value has undoubtedly
been the relationships. Insurance

is still a very relationship-driven
market and the MGAA creates
plenty of opportunities to get people
in the same room, have proper
conversations and understand each
other’s businesses.

It has also helped us raise
awareness of Irwell and what

we can offer. We're a specialist
insurer and delegated authority
partnerships are an important part
of our business, so being part of

a community that is so closely
connected to the MGA sector makes
a lot of sense.
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There are insight opportunities too.
MGAs are often very close to emerging
risks and changing customer needs,

and hearing directly from them helps us
understand where the market is moving
and where insurers may need to adapt.

4. Are there any standout moments,
connections or conversations

from MGAA events over the years
that demonstrate the value of
membership? And has being part of
the MGAA community influenced how
you think about or approach the MGA
market?

Rather than one particular conversation,
it's probably the number of relationships
that have developed from those initial
meetings that stands out.

You might meet somebody briefly at

an event, pick up the conversation
afterwards and discover there is a really
good fit between their expertise and
our appetite. That's where the value

of the network becomes much more
tangible.

Being part of the MGAA has

also reinforced our view that the

best relationships are genuinely
collaborative. MGAs have specialist
knowledge of their sectors and
customers, while we bring underwriting
expertise, capacity and our perspective
as an insurer. When both sides are
prepared to listen to each other and
develop the proposition together, you
get a much stronger result.

5. You work with MGAs under
delegated authority arrangements.
What does Irwell bring to that
partnership that MGAs might not get
elsewhere?

We try to be accessible and flexible. If
an MGA comes to us with an idea, we
want to understand the opportunity,
the customer need and the risk rather
than immediately trying to fit it into an
existing box.

That doesn’t mean compromising on
underwriting discipline. It means having

a proper conversation about whether
we can make something work and, if we
can, how we build it in a way that works
for both sides.

We also bring more than 30 years of
experience as a specialist insurer,
particularly across liability and legal
expenses, alongside a growing product
range. But just as importantly, MGAs
can talk directly to the people who
understand their business and can
make decisions. We want our partners
to see us as an insurer they can build a
long-term relationship with rather than
simply a source of capacity.

6. You've recently launched four
new products across professional
indemnity, personal and landlord
home emergency, and family legal
protection. What'’s behind that
expansion, and what does it mean for
MGAs looking to diversify?

It's about broadening where we can
support our partners while staying
focused on areas where we believe we
can add something worthwhile.

Our new product portfolio gives us a
much broader base from which to have
conversations with MGAs about their
own growth plans and the needs they
are seeing among their customers.

For MGAs looking to diversify, that

can open up opportunities to develop
complementary products or enter areas
they may not currently serve. We're
keen to work with partners on bespoke
propositions rather than simply put an
off-the-shelf product in front of them,
so the starting point is always: what are
you trying to achieve and what do your
customers actually need?

Being part of the
MGAA has also
reinforced our
view that the best
relationships

are genuinely
collaborative

MGAA
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7. Irwellincludes a health and
safety review as standard with
liability cover, as well as a legal
helpline through Irwell Law with
LEI policies. How important are
these additional services in
differentiating Irwell’s offering in a
competitive market?

They’re very important because
insurance should ideally help
customers before a claim happens
as well as being there when
something goes wrong.

Our health and safety review is

a good example. SafeCheck can
help a business identify potential
weaknesses and improve the way it
manages risk, which is good for the
customer, the MGA and the insurer.

The legal helpline performs a similar
role. Sometimes what somebody
needs most is early guidance that
helps them understand their position
and deal with an issue before it
escalates. Our new products also
offer added value services which
are customer focused. Both home
emergency products include 24/7
access to an online engineer and
the FLP product gives customers
access to counselling services.

These product benefits have
practical value rather than simply
being extras added to a policy. In a
competitive market, price and cover
will always matter, but the support
surrounding the product can make
a real difference to the customer

MGAA

experience and ultimately to the
performance of the scheme.

8. What would you say to an
MGA that hasn’t worked with Irwell
before and is weighing up who to
partner with?

Come and have a conversation
with us.

We don't expect every opportunity to
be right for Irwell and we won't try to
make something fit if it doesn’t. But
we will take the time to understand
what an MGA is trying to achieve,
the market it knows well and where
it believes the opportunity lies.

We particularly enjoy working

with MGAs that bring genuine
specialist expertise and a strong
understanding of their customers.
That combination of their knowledge
and our underwriting experience can
be very powerful.

Ultimately, partnerships need trust
on both sides. We want to build
relationships where people can
have open conversations, challenge
each other when necessary and feel
confident that they have a partner
that is interested in their long-term
success.

9. What's next for Irwell? Are
there any plans, products or
ambitions you can share for the
next 12 months?

We've already taken an important
step this year by expanding our

product range, so a big focus now
is building on that and working with
our partners to make the most of
those new opportunities.

We want to continue growing our
relationships with MGAs where there
is a strong strategic fit. Product
development will remain part of
that. If our partners are seeing an
emerging need or an underserved
part of the market that fits our
expertise and appetite, we want
them to talk to us about it.

Growth is obviously important, but
we want it to be sustainable growth.
That means continuing to combine
new ideas and new partnerships
with disciplined underwriting, good
governance and the service our
existing partners expect from us.

10. Finally, is there any message
you'd particularly like to leave with
the MGAA membership?

Keep talking to us.

Some of the best opportunities start
with a relatively simple conversation
about something an MGA is seeing
in its market — a customer need

that isn’t being met, a product that
could work better or an area where
capacity is difficult to find.

That’s one of the things we value
most about the MGAA community.
It brings together businesses

with an enormous amount of
specialist knowledge and creates
opportunities to turn those
conversations into something
tangible.

We're very pleased to have been
part of that community for the last
four years and we're looking forward
to continuing to build relationships
across the membership. If there’s

an idea you think Irwell should hear
about, we'd be very happy to have
the conversation and see where that
takes us.
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