How a five-year-old pet-insurance
brand matched anincumbent with
rootsin 1890

Lassie did not score highly because the standard excused its youth. It scored highly because buyers
can see, test and verify its authority. Seven completed assessments—four pet-insurance
benchmarks and three whole-brand insurer references—show exactly how it happened.

Seven assessments - two scopes - one unchanged standard

1. SPECIALIST INCUMBENT 2= . STARTUP CHALLENGER
Sveland Lassie

HA 89 - SC 90 - Founded 1911 HA 88 - SC 75 - Founded 2020

2= . SPECIALIST INCUMBENT 4 - GENERALIST PET LINE

Agria Folksam Pet Insurance

HA 80 - SC 93 - Roots in 1890 HA 69 - SC 93 - Group founded 1908

Assessed whole-brand insurer reference

If 87 - Assessed Trygg-Hansa 86 - Assessed Folksam 83 - Assessed

Separate scope - not included in the pet-insurance ranking

THE APPARENT CONTRADICTION

A young company should be structurally weaker. That
does not require it to be invisible.



Market authority is not a longevity contest. It measures whether a buyer can understand a
brand, verify its claims, trust the transaction and find enough external evidence to
recommend it with confidence.

Lassie's shorter operating history is visible in its Structural Confidence score. But that disadvantage is offset by
Human Authority that exceeds Agria and Folksam’s pet-insurance line and sits only one point behind Sveland.

“Youth reduced Lassie’s structural score. It did not prevent Lassie
from building authority where buyers could see it."

ONE SCORE, TWO VERY DIFFERENT BUSINESSES

Lassie and Agria both score 84. Their profiles are almost
inverted.

Lassie Human | 88
Agria Human I 80
Lassie

] 75
Structural
Agria Structural | 93

Market Authority Index

70% Human Authority
30% Structural Confidence

Human Authority covers positioning, proof, trust infrastructure and market presence. Structural Confidence
covers filings, financial risk, governance and longevity.

The same formula and scoring bands were applied to every company. Lassie received no adjustment for being a startup.

ASSESSED PET-INSURANCE BENCHMARK

Four comparable pet-insurance assessments.No
directional competitor estimates.



STRATEGIC PROOF & TRUST MARKET HUMAN STRUCTURAL

POSITIONING VALIDATION INFRASTRUCTURE PRESENCE AUTHORITY CONFIDENCE

Sveland 24 21 23 21 89 90 89
Whole
brand

Lassie 23 23 22 20 88 75 84
Whole
brand

Agria 22 18 22 18 80 93 84
Whole

brand

Folksam 20 6 22 21 69 93 76
Pet-
insurance

line only

Scores are Digital Scorecard Market Authority Index Pro assessments completed on 2 September 2026. Folksam's Human
Authority scope is restricted to pet insurance; its Structural Confidence uses the regulated underwriting entity.

WHAT THE COMPARISON REVEALS

Lassie did not win on age, scale or solvency. It won
attention and confidence before the transaction.

O 1 A specific category story beat inherited familiarity

"Prevention-first pet insurance” gives Lassie a clear reason to exist beyond reimbursement. The app,
preventive courses, digital-vet support and rewards turn the position into a usable buyer benefit.

o 2 Independent proof arrived at startup speed

Lassie accumulated more than 15,000 independent Trustpilot reviews, a 4.7/5 rating and repeated
Swedish customer-satisfaction recognition. Its Proof & Validation score of 23 is the strongest in the
assessed cohort.



o 3 Trust infrastructure looked older than the company

Detailed policy documents, localized terms, clear claims guidance, visible contact routes and buyer-
relevant comparisons gave Lassie a Trust Infrastructure score of 22, level with Agria and Folksam and
one point behind Sveland.

0 4 The standard still exposed startup risk

Lassie's Structural Confidence of 75 trails both Agria and Folksam at 93 and Sveland at 90. Its
operating losses and shorter history remain visible. Strong authority is not the same as established
financial maturity.

THE STARTUP AUTHORITY PLAYBOOK

What other challengers can learn without copying
Lassie's product

1- OWN A NARROW CONTRAST

Define what the category gets wrong

Lassie contrasted prevention with an industry that normally appears after something goes wrong. A startup
needs a buyer-relevant contrast, not simply a new visual identity.

2 - MAKE DIFFERENTIATION OPERATIONAL

Turn the position into observable product behaviour

Courses, rewards, digital claims and veterinary support make “prevention-first” testable. Authority rises
when the promise appears in the service itself.

3 - BORROW NOTHING FROM AGE

Build independent proof deliberately

Review scale, external comparisons and customer-satisfaction evidence gave Lassie validation that could be
checked without trusting Lassie's own claims.



4 - PUBLISH THE BORING EVIDENCE

Terms, exclusions and claims routes are authority assets

Trust is often built in policy libraries, pricing explanations, contact details and dispute routes. Mature
infrastructure can be created before mature longevity.

5 - DESIGN FOR HUMAN AND Al BUYERS

Make the evidence legible and machine-readable

Localized pages, structured data, clear product categories and deep guidance help both people and Al
systems understand when the brand is relevant.

6 - DO NOT HIDE STRUCTURAL WEAKNESS

Let the two layers tell different truths

A startup can lead in Human Authority while remaining weaker structurally. Credibility comes from preserving
that distinction rather than smoothing it away.

ASSESSED WHOLE-BRAND INSURER REFERENCE

Brand-wide authority does not automatically transfer to
aproduct line.

These are completed whole-brand assessments, not estimates. They show the authority range of major
Swedish insurance brands, but remain separate from the pet-insurance ranking because buyers encounter a
whole corporate brand differently from a specific product line.

WHOLE- STRATEGIC PROOF & TRUST MARKET HUMAN STRUCTURAL FINAL
BRAND POSITIONING VALIDATION INFRASTRUCTURE PRESENCE AUTHORITY CONFIDENCE SCORE

INSURER

Trygg- 21 21 19 20 81 97 86

Hansa

Folksam 22 18 20 20 80 91 83



Scope insight: Folksam scores 83 as a whole brand but 76 for its pet-insurance line. Corporate scale and structural strength do
not automatically create product-line proof. Lassie's 84 therefore places it in the same broad authority range as major insurers
while remaining a separate, specialist comparison.

METHODOLOGY GUARDRAILS

What this case does and does not claim

1. Seven assessments were completed with the same Market Authority Index Pro standard on the same date: four
pet-insurance assessments and three whole-brand insurer assessments.

2. The score measures visible market authority and structural confidence. It is not a credit rating, market-share
ranking or prediction of financial success.

3. Lassie's recorded score remains 84. A subsequent diagnostic review did not alter the report or methodology.

4. Only the four comparable pet-insurance scores drive the primary competitive ranking. The three whole-brand
insurer scores form a separately labelled corporate reference.

5. Folksam appears twice by design: a pet-insurance line assessment and a separate whole-brand assessment.
The scope is stated wherever either score appears.

6. The generalist reference set is fully assessed but remains separate because whole-brand and pet-product-line
scopes are not directly interchangeable.

Swedish market context



Swedish animal-insurance premiums reached approximately SEK 6.8 billion in 2025, with about SEK 4.9 billion paid in
claims. The market is mature, highly insured and increasingly exposed to veterinary-cost inflation and digital
competition.

This makes Lassie's performance more notable: it entered a category with entrenched specialist and generalist incumbents rather
than creating an uncontested niche.

SELECTED SOURCES

Evidence behind the case

1. Lassie website and product ecosystem
2. Lassie independent Trustpilot profile
3. Svenskt Kvalitetsindex insurance research
4. Sveland Annual Report 2025
5. Sveland governance and customer ownership
6. Agria Annual Report 2025
7. Agria accessibility statement
8. Folksam pet-insurance proposition
9. Finansinspektionen: Folksam Sak
10. Insurance Sweden animal-insurance statistics
11. Konsumenternas dog-insurance comparison
12. Balderton Capital: Lassie Series C
13. Folksam whole-brand website and 2025 reporting
14. Trygg-Hansa whole-brand website and Tryg reporting

15. If whole-brand website and 2025 reporting

Digital Scorecard

Market Authority Index case study

Independent benchmark - Assessment date 2 September 2026
Market Authority Index scores cannot be bought or influenced.
See how your brand compares -



https://www.lassie.co/en
https://www.trustpilot.com/review/lassie.co
https://www.kvalitetsindex.se/branschundersokningar/forsakring/
https://sveland.se/api/documents/file/arsredovisning-2025.pdf
https://sveland.se/om-oss/bolagsstyrning
https://www.agria.se/globalassets/sv/dokument/arsredovisning/english-annual-report/english-annual-report-2025-01-01.pdf
https://www.agria.se/om-agria/tillganglighet/
https://www.folksam.se/forsakringar/djurforsakring
https://www.fi.se/en/our-registers/company-register/details?id=159
https://www.svenskforsakring.se/statistik/skadeforsakring/hem--villa-foretags--och-fastighetsforsakring/djurforsakringar/
https://www.konsumenternas.se/konsumentstod/jamforelser/djurforsakringar/jamfor-hundforsakringar/
https://www.balderton.com/news/pet-love-boom-fuels-lassies-75m-series-c/
https://www.folksam.se/
https://www.trygghansa.se/
https://www.if.se/
https://digitalscorecard.com/market-authority-assessment/

