
Sustainability Strategy in 
General Insurance
Embedding sustainability from the inside out: 
Driving organisational change across culture and 
leadership

November 2025

Lorenzo Fattibene
EY Global Sustainable Insurance Leader
EY Global Business Transformation Leader 



Reason to act – from regulation to growth

• Competitive advantage

• Customer acquisition and loyalty

• Employee satisfaction and retention

• Brand image, communication and 
disclosure

• Improvement in ESG ratings -
greater access to capital

• Regulation and guidelines

• Pressures from consumers and 
employees

• Investor expectations

• Reputational

• Negative impacts on bottom lines 
and stock prices

• Enhanced disclosure

Reframe strategy and deliver 
sustainability change programs 
to achieve the sustainability 
ambition, protect from risks and 
create value for the stakeholders

OPPORTUNITIESCHALLENGES



Transform challenges into value creation

• Increased employee engagement 
resulting in improved engagement and 
productivity

• Increased talent attraction and 
retention

PEOPLE VALUE

• Improved customer loyalty/retention 
-Brand and trust

• Innovation of new products and 
services

CUSTOMER VALUE

WHAT CLIENTS 
HAVE TOLD US:

Whilst many want to do 
the right thing by 
becoming more 
sustainable, they need 
their sustainability efforts 
to deliver real $ value. As 
one CEO said to us, “we 
can’t go green by going 
red”

“

POTENTIAL 
VALUE

• Increased access to equity and funding 
from transparent measurement and 
reporting of ESG long-term value to 
stakeholders

• Improved tax efficiencies optimizing green 
and social tax implications

• Increase revenue and market share 
growth

FINANCIAL VALUE

• Reduced environmental impact

• Improved social equity

• Long-term societal economic value to 
the society

SOCIETAL VALUE



Your Role for a more sustainable world

DEFENSIVE

Deny problem to defend 
(short-term) sales, 
recruitment, and the brand

Meet stakeholder expectations 
while piloting some innovative 
initiatives and products – for 
med-term economic value and 
achieve longer term goals

OBSERVER

Policy-based compliance 
approach (as a cost) to 
mitigate med-term reputation 
and litigation risks

COMPLIANT

Integrate societal issues into 
core business strategies – to 
enhance value in the long run 
and gain first-mover 
advantage over rivals

LEADING

Promote broad industry 
participation - to enhance 
long-term economic value 
and realise gains through 
collective action

PIONEERING



An evolving scenario

Plan to increase the investment Committed to climate change

95%
94%

67%

7%

76%56%

50%

Pioneers
Pioneers

Observers

Observers

1. A growing polarization between Pioneers 
and Observatories

2. Geopolitical turmoil, persistent inflation 
and supply chain pressures

3. The strategic actions needed to accelerate 
ESG progress

4. Limited budgets and shifting priorities 
Sustainability programs often seen as 
expendable for short-term financial goals

Current challenges



How Profit can create long-term value through sustainability

Long term objectives

• Leading position 

• Pragmatic response to regulatory 
requirements

• Underwriting and investments aligned

• Differentiated customer proposition

• Improved social outcomes and impact 

PROFIT AND LOSS BRAND VALUE/TRUST

TOP LINE

BOTTOM LINE

Protect 
and improve  
reputation

Increase 
revenue and 
drive new 
sources

Reduce 
costs

Identify, 
mitigate and 
manage risk



WHERE TO PLAY

Operations

Customers

Society/economy

• Mitigate climate risk and support Net 
Zero strategies

• Build sustainability and resilience

• Support customer sustainability 
goals (Scope 3 emissions)

• Drive affordable insurance

• Embed sustainability in insurance 
business operations (Scope 1 
emissions)

• Support sustainable transformation of 
suppliers (Scope 2 emissions)

• Industrialising the sustainability 
operating model, data, technology and 
other capabilities

7

DEFINE YOUR ROLE

INSURE PHYSICAL RISK AND 
REDUCE PROTECTION GAP

INSURE LIABILITY RISK

INSURE TRANSITION RISK ACHIEVE NET ZERO

Define your role – Where to Play



REFRESH 2030 
STRATEGY

HOW TO WIN AND CAPABILITY 
CHOICES

WHERE TO PLAY CHOICES

Value ChainMarkets
Evaluate market 
attractiveness

Evaluate financial 
impact of scenarios

Implications
Climate & 

Decarbonisation scenarios

• Exposure to climate 
change

• Map perils by 
product 

• Future climate 
scenarios

• Operating and 
natural

• Political, social, 
technological, 
regulatory 
landscape

• Physical risk

• Transition risk

• Pathways

• Decarbonisation 
pathways

• Changes in the 
perils costs

• Trends

• Non-Financial 
disclosure

• Competitive dynamics 
of markets

• What markets in 
2030?

• What choices should 
the company make 
about where to play 
in 203O

• How to win in chosen 
markets 

• Capabilities

• Changes to the 
portfolio

• Steps to position for 
2030 

Where to Play?
Optimise the insurance portfolio for 2030



Key to success

Leverage government policy

• Increase transparency, improve performance, drive strategic action and competitive advantage

Sustainable business practices

• Collaborative approach to Scope 3 emissions 

Emphases ESG investing

• Creating value beyond just compliance

Data and technology adoption

• Investment in data analytics and technology is now critical 

Collaborate with CSOs as transformational leaders

• Empowering CSOs strategically, and integrate them into grassroots strategic decision-making

• Provide them with the resources, authority, and visibility they need to effectively drive ESG initiatives



EY  |  Building a better working world

EY exists to build a better working world, helping to 
create long-term value for clients, people and society 
and build trust in the capital markets. 

Enabled by data and technology, diverse EY teams in 
over 150 countries provide trust through assurance and 
help clients grow, transform and operate. 

Working across assurance, consulting, law, strategy, tax 
and transactions, EY teams ask better questions to find 
new answers for the complex issues facing our world 
today.

EY refers to the global organization, and may refer to one or more, of the 
member firms of Ernst & Young Global Limited, each of which is a separate legal 
entity. Ernst & Young Global Limited, a UK company limited by guarantee, does 
not provide services to clients. Information about how EY collects and uses 
personal data and a description of the rights individuals have under data 
protection legislation are available via ey.com/privacy. EY member firms do not 
practice law where prohibited by local laws. For more information about our 
organization, please visit ey.com.

Ernst & Young LLP is a client-serving member firm of Ernst & Young Global 
Limited operating in the US.

© 2023 Ernst & Young LLP. 
All Rights Reserved.
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This material has been prepared for general informational purposes only and is not intended to 
be relied upon as accounting, tax, legal or other professional advice. Please refer to your advisors 
for specific advice.
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