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When .Julra ‘rlsk manager at a start up |n the

.
s‘

spacesect

constellatron of satelllte

r,triedtofin d lnsurance for a
sher

customers to oover the

Lk

launch phase inclug d'mg
onthelaunchvehlc‘ 3

%

18 Lond S syndrcates (lnsurers inthe Lloyd T
market) wrth a capacny of $25m for each nsk compbxntyand : lle

le, throuc
phase and tn-orbrtoperatlon ‘ah&t&

LT THe pollcy is modular so Juha could
Choose the eIements W|th|n each phase that
- were most reIevant to her coverage needs. :

The p‘roduct deS|gned and managedby

N

o

!

the phases of thelr projec W|th onevpohcy

45 - the number of syndlcates offenng
space risk cover (through about 10 lead
 markets, managlng general agents "
and consortla) T RN
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A growing demand for space insurance

New demand for spaceinsuranceis being -

driven by the rise of the so- -called NewSpace
sector, characterlsed by lower.cost, easier
‘routes to space. Thisis’ opening upthe
‘space sector, once the preserve of national

‘ ‘governme‘nts to anincreasing number of.
private ehterpnses wealthy entrepreneu rs
and |nnovat|ve start-ups.

The NewSpace sector IS growmg rapldly

Accordingtoa recent Lond sreport, *
NewSpace br/nqlnq the new frontier Closer to
home, the global Space market could
increase in value from $300bn today to $1tr

" by 2040. At the time of publlcatlon LR

companies are plannlng to Iaunch more than
7,000 satellites over the next few ) years Thrs

‘,;meansthere are hundreds of: companles

many of them newto the spacesector

0 “Overthe past decade or so, we have
seen huge growthin the: NewSpace sec'tor

~ Ontheonehandthat'sa huge opportunlty

for Lloyd S because of the growing need for\

‘insurance; onthe otherithas posedfm!few
* - challenges,”says Pascal Lecornte Headof
3 SpaceforHlscox e S A N

“Traditionali insurance lS too burdensome
for these new com panies that have dffferent
' expectatlons of financial products and

' services, |ncIud|ng insurance. That swhy 1
.beI|eve Llift Space genuinely offersanew
solution that cIoser reflects what our :
customers are Iooklng for

Consortlum Wthh offers a$40m capa0|ty

o flong.wﬂl it take yQuto réb“uﬂd'
R on ‘iea“ 3

onS|derat|ons for risk managers

; The Lond smarkethas a folgle} hlstory of space

|nsurance comlng up with the first ever satellite

‘insurance policies and carrying outthefirstever .
- spacesalvage mission. It has, therefore a huge

amount of collective expert|se innot onIy prlcmg
the risk, based onyears of valuable claimsdata

" andunderwriting knowledge, but also inadvising
- potentlalcustomers on reducmg rlsks andthe

approprlate risk cover.

So what should r|sk managers th|nk about
before buylng space |nsurance'? The main thing
they should conS|der isthe extent and the typeof
* cover they arelooking for, £ says Dawd Wade :
spaceunderwrlter at Atrlun;] Space Insurance T :

*

through 10 Lloyd's syndlcates N

“If youarelaunching acommermalsatelllte you LY
3 ‘ probably needqﬁlte comprehenavecover You
Jaid }Iookmg to buyspace |nsurance for thelr g

xR fprOJects andassets. e

amount and type of rnsurance that \ ou need St
Rrsk managers also need to think about the =

: .‘ ‘ scope of the cover they need. Ifa company is. -
j Iaunchrng a technology demonstratlon sateH|te |t
~may not need fuIchomprehenswe cover: v j

“For |nstance the company might be able to

~prove the vrabrllty of the technology W|th|n a .

.shorter tlmeframe or with more limited risk cover

‘Thatcould mean buying total loss cover, where ‘_ i
~ ‘claimsareonly paid foratotal loss, ratherthan.
 partialloss cover, which pays out for an S M
|nterrupt|on tothe mission due to loss of power or

fuel.

: stllllnsureft hesays

* . NewSpace insurance case study

LiftSpace -« e SN R

- Fullcover, including new technology

Even new technology is covered, says
David Wade from Atfium. “There'sa

: mlsconceptlon that new technology cant .

be insured. That’s not the case |t canbe. It
mightbe priced dlfferently, or we may want
to know a bit more |nformat|on about it such
as what testing has been done but we will

.

“We will still make surelnsuranc,e isin

: place for new technology InSurersarethere o

as enablers to make sure our customers

: j can carrythelr prOJects forwards

; says the Llrft pmduct shows how responswe

An eXCiting future ahead

The rapid growth of the space sectorisa

substantial opportunity for the companies

involvedin jtand the insurance sector that's

\supportlng it. However those opportunltles :

willonly be realisedifi insurers continueto
innovate atthe same paceascustomers’ . -

risks develop Thisis. somethlng the Lond S &t
_ marketis committed to.

“Weareata really ex0|t|ng p0|nt in both-

the evolut|on of the space sectorand our
1; : response tothis withinthe insurance sector,”
' adds Gary. Brlce from Brit Global Speciality.
ki We areseeing avast amount of innovation .
;\‘f comlng throughand I think it IS |nherent on

Lloyd'sasan Lnsurance market with more

- than330vyears of experlence to provrde
' productsand services that meet the risk-
. needs weare seelng inthe space sector

Pascal Lecomte from HISCOX agrees and



lloyds.com/newspace

