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WHEN TWO GIANTS
STAND TOGETHER
ER24 Global Assist and Mediclinic International unites 
as an integrated healthcare solution in Africa and abroad. 
More on page 41.

CONTINUED ON PAGE 6CONTINUED ON PAGE 6

Travel insurance accreditation 
programme planned in Canada

As part of the Canadian travel 
insurance industry’s wide-ranging 
analysis and review of its products 
and sales processes, which have 
been described as overly complex 
and confusing for consumers, it has 
been announced that the Association 
of Canadian Travel Agencies (ACTA) 
will work with the industry to develop 
a new system of accreditation 
for the sale of travel and health 
insurance products

The system, it is hoped, will improve consistency 

and clarity in the relationship between consumers 
and insurance brokers. It will be based on a 
travel insurance curriculum developed by the 
Travel Health Insurance Association of Canada’s 
(THiA) Education Committee for Travel Health 
Insurance, a fi rst draft of which was recently 
completed, covering pricing and underwriting, 
sales and distribution, fraud, ethics, claims, the 
insurance contract and many other areas. THiA’s 
committee is currently reviewing the study guide 
and using it to develop an online exam, through 
which individuals may earn accreditation as 
Travel Insurance Professionals, and thus help 
travellers to more easily fi nd the best coverage.

The ACTA hopes that both the guide and exam 
will be launched in 2017, and Canada’s insurance 
industry will then lobby the Canadian Council of 
Insurance Regulators (CCIR) to make the new 
accreditation process the national standard by 
which sales of travel insurance will be measured. 
Accreditation will be available, according to the 
ACTA, to all working within the travel insurance 
sector, ‘including brokers and banks’.
“ACTA will continue to work closely with the 
committee as the voice for travel agents,” 
the Association said in a statement, “and 

Contracts just 
got smarter

A new type of digital contract could 
potentially revolutionise the fi nancial 
services industry, by reducing costs, 
off ering improved security and 
making the handling and processing 
of insurance policies and claims 
more effi  cient

‘Smart contracts’, as they are known, utilise 
technology such as Blockchain ledger systems 
– secure distributed databases immune to 
tampering or revision – to automate specifi c 
actions; in the travel insurance arena, for example, 
if a policy using a smart contract was furnished 
with trustworthy data from a travel agent, 
claims could be paid swiftly, as any damages 
would be provable through data analysis.
“Smart Contracts will certainly change the travel 
insurance industry,” Alan Walker, senior vice-
president and global lead for digital insurance 
at Capgemini Consulting, told ITIJ. “If you look 
at Berkshire Hathaway’s AirCare, for example, 
that’s a really interesting product that could 
easily be automated using blockchain Smart 
Contracts – reducing processing and call 
centre costs for the insurer. But, it’s also a risk 
to incumbents. If a potential customer knows 
that a new entrant uses Smart Contracts, they 
know the payout will be made even if they’ve 
never heard of that insurer – so why buy from 
a well-known premium brand anymore?”
Capgemini recently issued a report about the 
potential eff ects that such contracts could have on 
the insurance industry. Among its fi ndings were 
that travel claims could be made much easier 
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November is the biggest month in the ITIJ calendar, as we relocate to the 
annual International Travel & Health Insurance Conference – ITIC Global – to 
report on the conference sessions and networking events and, of course, to 
host the ITIJ Industry Awards. Look out, then, in our next issue for a full round-
up of the entire event, which will take place in Berlin this year for the fi rst time. 
In our supplemental publication, the ITIC Global Review, we’ll be bringing you 
synopses of all the key speaker and panel sessions, plus all the highlights from 
the networking events, together with photo galleries and a complete run-down 
of the 2016 ITIJ Industry Awards winners. If you can’t join us in Berlin, it’s a 
great way to fi nd out how the agenda topics were covered and get the low-
down on the debate that took place around each of the conference sessions. 
We’ll also be tweeting from ITIC Global, so you can keep up-to-date with 
what’s happening at the conference that way; and the Awards are streamed 
live, so there’s no need to miss out on fi nding out who takes the ultimate 

accolade as the winners in each of the Awards categories are announced.
This November also marks the biggest ITIJ we’ve ever published! It’s a 
bumper issue, with a bumper crop of features, analysis and news stories 
– 80 pages dedicated to the latest and most pertinent issues aff ecting 
the global travel and health insurance industry. I hope you enjoy reading 
it as much as we’ve enjoyed putting it together and watching it grow.
If you haven’t already, do check out the new ITIJ website too. It contains 
up-to-the-minute headlines tailored for the industry, thanks to our new 
online news team! You can also catch a weekly round-up of news 
headlines, plus analysis from industry experts, in our ITIJ.TV videos. If 
you’d like to be kept up to date with ITIJ-related print, video  and headline 
news announcements, simply sign up online at itij.com/contact.
If you’re in Berlin for ITIC Global, I hope you have an enjoyable 
and productive time, and I look forward to seeing you there.
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mailto:sarah@itij.com
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mailto:lauren@itij.com
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So, the Canadians have decided that 
their travel insurance off erings are far too 
confusing and complex (see page 1) for 
consumers, so they’re going to develop 
an exam for those who sell it. Really? 
Come on guys, this isn’t a Rubik’s Cube, 
it’s not THAT complicated. Granted, 
policies are a longer read than all seven 
Harry Potter books, and not quite as 
interesting (although personally, I fi nd 
the exclusions section very exciting). 

But at the end of the day, man (or 
woman / gender neutral person / 
dog) buys policy in case of problems 
such as medical emergency, delay 
etc. Nice insurer covers them for a 
token payment subject to… er…

Er… yes….. having to read the whole 
policy document, and understand 
and agree what exactly is and isn’t 
included. Nope. Changed my mind, 
I’d sooner have teeth pulled than read 
some of the policy documents.

Rubik’s Cube, anyone?

Ian Cameron
Editor-in-chief

ian@itij.com

Editorial 
Blog

with the launch for the ACTA Learning 
Campus, ACTA has the platform to 
house the voluntary exam for our 
members. We intend to work with 
THiA on enabling this capability.”
THiA’s president, Will McAleer, told ITIJ: 
“[We believe] that consumers are best 
served by knowledgeable and educated 
distributors – whether that be an insurance 
broker, travel agent or other distributor – 
who are able to provide top shelf advice 
about fi nding the best product for the 
traveller’s situation. By investing in an 
educational programme that is supported 
by an accreditation through THiA, we 
believe consumers are better served than 
by adding additional regulatory rules. We 
have seen some positive surveys indicating 
high confi dence in the travel insurance 
plans that travellers are purchasing in 
Canada. However, there can be room to 
improve the overall experience for the 
traveller and we believe this rests with 
helping distributors be in a better position 
to answer plan and coverage questions at 
time of sale, as opposed to being surprised 
at time of claim. 
We are extremely pleased to also have 
ACTA working with us to off er the 
programme to their members and will 
be working with other stakeholders 
to ensure this programme will be 
available to any distributor of travel 
insurance who is looking to invest in 
their professional development and 
demonstrate to their clients that they are 
a true travel insurance professional.”

At present, standards of licensing for 
selling travel and health insurance 
products are varied throughout the 
diff erent provinces in Canada, and the 

ACTA believes that ‘a single standard 
would align all provinces and off er 
consistency in licensing requirements 
that will enable a consistent level of 
professional consultation in the sale of 
travel health insurance to consumers’.
These developments follow the publication 
of an issue paper by the 
CCIR, previously 
covered in the 
pages of 
ITIJ. 

a single standard would align all 
provinces and off er consistency in 

licensing requirements

and quicker, with discussions between 
insurers and their claimants minimised; 
that consumers could save $16 billion in 
mortgage banking and motor insurance 
fees; that smart contracts might drive the 
development of new types of insurance 
policy (incorporating cyber and the sharing 
economy, for instance); and that insurers in 
the motor insurance industry alone could 
save $21 billion through reduced overheads.
“Smart contracts have existed as a concept 
for over 20 years,” says Capgemini, “but 
it is only thanks to recent technological 
innovations such as Blockchain that they 
are becoming a reality. Smart contracts 
act similarly to standard written contracts 
in serving as a legally binding agreement 
based on a set of agreed terms and 
conditions. Where smart contracts diff er 
is that they are electronically programmed 
and, thanks to the distributed ledger 
technology, they can automatically enforce 
actions like payments as soon as agreed 
conditions have been met, and without 
the need for independent verifi cation or 
manual processing. We anticipate that 
such smart contracts have the potential 
to save the fi nancial services industry 
and consumers billions of dollars thanks 
to lower operational and vastly reduced 
administration costs. Additionally, contract 
resolution will be simplifi ed, reducing 
settlement times and removing much of 
the hassle associated with the process.”
The fi rm predicts that full 
mainstream adoption of these 
contracts will occur in 2020.

Contracts just 
got smarter

Travel insurance accreditation programme 
planned in Canada

www.aero-plan.com 

•	 65 quality vetted global medical providers
•	 Aero-plan	RADARTM - Empty Legs and Patient 
 Pooling opportunities
•	 A robust platform compatible with any CRM system
•	 Cost Containment: $16M in cost savings to date

Register	for	a	free	trial	at	Aero-plan.com

Aero-plan	2.0:	Medical	transport	will	never	look	the	same
Google	maps,	Waze,	Uber,	Expedia	-	changed	the	way	we	navigate,	get	a	taxi	and	book	a	flight	forever.

Aero-plan.com is an online	B2B	marketplace	for	Medical	Transport, digitizing medical transport.
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http://www.aero-plan.com
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WE FLY FOR YOUR LIFE.

Request a quote 24/7: 

express@air-alliance.de 

+49 2736 44 28 45

 Visit our Blog at www.medfl ight.de

MEDFLIGHT

WE FLY FOR YOUR LIFE.

•  Fleet of 12 dedicated aircraft: 
Challenger 604, Learjet 55 and 35A

•  Worldwide operations, expertise in 
long range fl ights

•  Regular missions in crisis and 
remote areas

•  Medical excellence for all levels of 
aeromedical care

• Air Alliance founded in 1993

•  Aircraft Operator (AOC D-266)

• Headquartered in Germany

•  Offi ces in the UK and Austria

•  Innovative aircraft technology

•  Premium medical equipment

Good publicity
ITIJ has written before about the importance of 
travel insurers engaging in novel and positive 
partnerships and promotional endeavours, 
in order to generate the kind of enthusiasm 
and warm feeling that all too often eludes the 
industry. For example, we recently reported on 
Qatar Insurance Group’s decision to provide 
travel insurance coverage for Qatar’s Olympic 
team, simultaneously offering a much-needed 
service and enabling some positive association 
between the industry and a popular event. 
Now Allianz Global Assistance USA has 
announced that its scholarship programme, 
‘ScholarTrips’, has launched its 2016 
video and essay contest. “Believing that 
study abroad programmes are critical to a 
student’s development and help promote 
the benefits of travel,” said the insurer, “[we 
hope] that the ScholarTrips programme will 
promote meaningful global exchanges.”
Since 2004, Allianz Global Assistance has 
awarded over $100,000 in travel scholarships 
to students who wish to learn, or to help 
others via travel. The new contest is intended 
to provide students aged 14 and over with 
a forum to demonstrate their creativity, 
answering the question ‘What inspires you 
to travel abroad’. Six scholarships worth 
$2,500 are available, along with other 
gifts such as Amazon Gift Cards. Travel 
agents have been encouraged to promote 
the contest via local and social media.
“We believe that some of the best educational 
opportunities happen outside of the 
classroom,” said Joe Mason, Allianz Global 
USA’s chief marketing officer, “such as in 
international exchange programmes that 
promote travel, cultural understanding and 
personal growth. ScholarTrips can help 
students enrich their lives through these 
experiences and make travel dreams a reality.”
Marketing departments take note!

A class action lawsuit has been filed in 
the federal court in Miami, US, accusing 
American Airlines (AA) of misleading 
customers because of the ‘aggressively’ 
marketed travel insurance the airline sells 
via its website. The plaintiff, Kristian Zamber, 
alleges that the airline’s travel insurance 
is marketed as a pass-through charge 
payable to a third party, but does not 
disclose its profits, and according to Daily 
Business Review, the suit ‘argues for class 
certification, a jury trial and injunctive and 
equitable relief for alleged unjust enrichment 
and violations of Florida’s consumer 
protection statues prohibiting companies 
from posing as revenue conduits’. Zamber 

says that he bought travel insurance for a 
domestic flight in April, paying $24, and 
was told by American Airlines that the 
policy was not affiliated with the airline, but 
with Allianz Global Assistance. However, 
according to Zamber’s lawsuit, sale of the 
policy allegedly contributed to a ‘hidden 
profit centre’ for American Airlines.
“That essentially is one of the core points 
that creates a deception in the minds 
of the consumer,” said Alec Schultz, 
the plaintiff’s attorney. “The company is 
being compensated and has a vested 
interest, rather than marketing the 
product in an indifferent manner.”
American Airlines disputes the allegations, 

denying any wrongdoing, and spokesman 
Matt Miller said that the case ‘is without merit’ 
and that the airline ‘will vigorously defend 
itself against these baseless allegations’.

Airline sued over travel insuranceAussies ain’t 
buyin’ it
A new study undertaken by 1Cover Travel 
Insurance has found that a somewhat 
worrying 45 per cent of Australian families 
don’t take out travel insurance when they 
head overseas, potentially risking huge 
financial repercussions in the event of 
something going wrong. The research 
from 1Cover also listed the average costs 
that can be incurred if one falls ill or is 
injured overseas, from hospital stays to air 
ambulance fees – for example, a seven-
night hospital stay in Fiji could cost $4,000, 
while the equivalent stay in Germany 
could cost $10,000. Requiring an air 
ambulance flight in the latter country could 
also incur a whopping $120,000 bill.
“While coverage doesn’t stop things going 
wrong, it does provide peace of mind,” 
commented 1Cover’s Richard Warburton. 
“People can relax in the knowledge that if 
something goes awry while on holiday, they 
won’t be alone. Expert support is at hand.”

mailto:express@air-alliance.de
mailto:express@air-alliance.de
mailto:express@air-alliance.de
http://www.medfl
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Following the positive reception of the 
train travel insurance scheme recently 
introduced in India by the Indian Railway 
Catering and Tourism Corporation 
(IRCTC), the IRCTC has announced plans 
to launch a similar insurance scheme 
for passengers’ gadgets, covering 
accidental damage to (and potentially 
theft of) items such as smartphones and 
laptops. Officials from the IRCTC recently 
met with figures from Indian insurance 
companies to discuss the measure.
“There are some concerns that insurance 
companies have about false claims,” 

commented IRCTC managing director AK 
Manocha. “We have shared a few ideas with 
them and also asked for their suggestions. 
Offering this policy to credit card holders 
or government officials in the initial stage 
is one of the ideas we have floated to 
mitigate cases of false claims. I am trying 
hard to push companies to give insurance 
cover in instances of theft as well. So far, 
they have expressed their willingness 
to offer it only in cases of mishaps.”
According to some reports, passengers 
have been opting into the travel 
insurance scheme in their millions.

Announces the addition of a Learjet 45 
to its existing air ambulance fl eet

Available now for worldwide air ambulance fl ights. 
Also available: 4 x King Air 200 aircraft. All aircraft have full 
ICU capabilities and dual stretcher confi guration.

The only EURAMI accredited air ambulance company in the UK.

Call our 24/7 operations centre 
for a quotation or to book: 

+44 (0)845 055 2828
www.capitalairambulance.co.uk

half_page_horizontal_184.indd   2 25/04/2016   11:12

UK-based travel insurance comparison 
site MedicalTravelCompared.co.uk 
has welcomed the news that the 
Competition and Markets Authority 
(CMA) will study the digital comparison 
tools that enable consumers to 
compare products and services.
Managing director of marketing for Medical 
Travel Compared Vicki Moses believes the 
CMA’s announcement is good news for 
the consumer, and said that Medical Travel 
Compared is looking forward to hearing the 
findings. “Medical Travel Compared prides 
itself on providing an excellent service that 
enables those with pre-existing conditions 
to find the best possible cover at the lowest 
possible cost, and we welcome anything that 
protects consumers and ensures that the 
insurance industry deals with them fairly.”

She stated that Medical Travel Compared 
will support the market study’s findings: 
“The market study may lead to a range of 
outcomes from suggesting improvements 
in quality and accessibility of information, 

and encouraging self-regulation, to 
recommending governmental change 
in regulations, or even enforcing 
competition or consumer law. Whatever 
the outcome, consumers can be assured 
that we will support the findings to make 
the industry the safest place possible 
for them to buy travel insurance.”

IRCTC may expand 
insurance scheme

Good news for consumers?

consumers can be assured that we 
will support the findings to make the 

industry the safest place possible

http://www.capitalairambulance.co.uk
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Travel insurance 
business healthy 
in China
Data from China-based online third-
party e-insurance platform Huize.com 
found that during the ‘Golden Week’ at 
the beginning of October, a week-long 
national holiday in the country, travel 
insurance premiums paid by Chinese 
holidaymakers rose by a staggering 300 
per cent, compared with the same period 
in 2015. Looking more specifi cally at 
diff erent types of holidays, the premiums 
paid by holidaymakers travelling overseas 
from China rose by 280 per cent, while 
those paid by holidaymakers on self-
driving holidays rose by 270 per cent.
In terms of destinations, the most popular 
were Japan, Malaysia, South Korea, 
Thailand and the US – for Chinese 
holidaymakers heading to this latter 
destination, high levels of medical 
coverage were popular due to the high 
cost of treatment in the US. In total, 
1.4 million Chinese headed abroad 
during this week, while 593 million 
visited local destinations in China.

A new report from global market research 
company Research and Markets entitled 
UK Travel Insurance: Competitor Dynamics 
2016 has found that in 2015, the UK 
travel insurance sector experienced 
a decline in performance compared 
with 2014. Insurers have reportedly 
struggled with increasing profi tability 
due to fi erce competition in the arena.
According to the report, which analyses 
the competitive landscape within the UK 
travel insurance market and examines 
recent developments that have impacted 
major travel insurance underwriters and 
the overall travel insurance industry, 
the top fi ve insurers account for two 

thirds of gross written premiums (GWP). 
However, Research and Markets says 
that performance within this group 
and the market in general has been 
‘sluggish’ and the market has seen 
consistent decline since 2013.
The report also found that AXA is the 
largest travel insurer, accounting for 
22 per cent of the market, seven of the 
top 10 travel insurers reported a GWP 
decrease in 2015, and ACE European 
Group, Direct Line Group, and Aviva 
achieved notable market share increases.
Research and Markets is encouraging 
insurers to purchase the full report in 
order to benchmark themselves against 

other players in the market and adapt their 
proposition to gain competitor advantage.

For further analysis of the UK 
travel insurance market, see the 
News Analysis on page 12

UK travel insurance sector declined in 2015 

Tourist bleeds 
to death rather 
than invalidate 
his insurance
The story of a British tourist who bled to 
death to avoid risking invalidating his travel 
insurance recently came to the attention of 
the UK press. Paul Schofi eld had been on 
holiday with his long-term girlfriend in Iceland 
when he fell off  a horse and was taken to 
hospital, but upon arrival he told hospital 
staff  that he’d injured himself slipping over 
in the streets of Reykjavik, due to the fact 
that he and his partner were ‘concerned 
about their insurance cover at the time’. 
The 58-year-old was given painkillers by 
junior doctors and then discharged, as 
they saw no need for concern. He was 
subsequently rushed back to hospital after 
collapsing in his holiday apartment, and tests 
later showed that he had suff ered internal 
bleeding as a result of a ruptured spleen.
“We were worried that they [the insurance 
company] would consider horse riding to be 
a dangerous sport,” said Rosalyn Davies. “We 
didn’t appreciate at the time that the situation 
would become so serious and we thought that 
the injuries would be investigated at hospital.”
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Insurers remain confident
A new CBI/PwC financial 
services survey has revealed 
that insurers are more relaxed 
than other financial service 
firms about the potential impact 
of Brexit 

The survey polls industry leaders from 
a broad range of financial services 
in the UK, and has found that the 
uncertainty that many businesses 
have felt around the recent decision 
is not felt as much by insurers.
“Much of the insurance industry is more 
focused on domestic markets than, 
say, investment banking,” said PwC UK 
insurance leader Jonathon Howe. “So 
while business uncertainty is very much a 
concern for insurers, it is not as pressing 
as in other areas of financial services.”
The survey found that 87 per cent 
of insurers stated that the biggest 
risk to the industry from Brexit is the 
possible changes in access to the EU 
markets, but despite this, 33 per cent 
of those surveyed have not analysed 
how Brexit will affect their staff. In 
fact, the survey found that insurers 
see opportunity in the acceleration of 
transformational change due to Brexit.
Howe continued: “It seems that insurers 
accept the uncertainty in the UK market 
will continue for the foreseeable future 
and, as a result, they are planning to up 
their game. Investing in technology and 
talent has been a trend for some time 
now and insurance firms are thinking 
outside the box for transformational 
charge in a post-Brexit world.”

Brits gonna travel
Additionally, despite the plunging pound, 
which is worth approximately less than 
nothing (our financial advisers are away 
– Ed.) following the Brexit vote, British 
holidaymakers are continuing to book 
overseas trips undaunted, according 
to tour operator Tui – and the outlook 
is ‘better than expected’. Revenues for 
Tui are up by five per cent, and winter 
bookings for British tourists heading to 
hotter destinations such as Mexico and 

the Dominican Republic have risen by 22 
per cent. The Nordics and Germany have 
shown slightly weaker performances, as 
has Turkey, but the Canaries, Cyprus and 
Cape Verde are proving popular options.

while business uncertainty is very 
much a concern for insurers, it is 

not as pressing as in other areas of 
financial services

All too often, ITIJ has to report on 
depressing surveys about people not buying 
travel insurance, so it’s nice to talk about the 
people who are purchasing it for a change 
– more specifically, how they are doing so. 
Research from Consumer Intelligence in the 
UK into the travel insurance buying habits of 
British travellers over a six-month period this 
year found that 29 per cent of holidaymakers 
bought coverage via price comparison 
websites, closely followed by 27 per cent 
whose insurance was included as part of 
packaged deals from their bank. Fifty-five 
per cent of the total sales of travel insurance 
for the period surveyed were in the online 
arena, with 18 per cent of purchasers doing 
so direct from insurers. Meanwhile, 45 per 
cent of survey respondents said that they 
would consider buying from a supermarket.
Consumer Intelligence also found that 
more people bought multi-trip insurance 
(52 per cent) than single trip for families or 
individuals (47 per cent) and – to end on a 
negative note – 11 per cent purchased cover 

just a week before travelling, and 30 per 
cent of tourists didn’t bother buying it at all.
“More than a quarter of holidaymakers 
has travel insurance through bank 
accounts or credit card deals and do not 
shop around,” said Ian Hughes, chief 
executive of Consumer Intelligence. 
“That underlines the growing importance 

of partnership deals for insurers and 
banks in the travel insurance market. 
The majority of holidaymakers are still 
shopping around, however, and buying 
online, with substantial numbers waiting 
a week before they leave to ensure they 
have cover. And the numbers going 
on holiday uninsured remain high.”

How do you buy yours?

a quarter of 
holidaymakers has 

travel insurance through 
bank accounts

Congratulations 
in order
UK-based travel insurer Staysure was 
recently named Personal Lines Broker 
of the Year at the 2016 UK Broker 
Awards. The Awards, which have 
been going for 23 years, recognise 
excellence in the national insurance 
broker market, and the judges for this 
particular category were looking for 
a broker that had achieved notable 
results despite the persistently tough 
economic landscape. Good customer 
service and staff engagement, as well 
as a proactive response to consumers’ 
needs, were also desirable qualities.
“It’s a fabulous achievement,” commented 
Chris Rolland, CEO of Staysure, “that 
recognises the wonderful work that we do 
day in and day out for our customers.”
Staysure also won silver in the 
Insurance Services category of 
the recent UK Customer 
Experience Awards.



11

SALES SIGN. 2EDITOR SIGN. CONFR. SIGN.IMAGE ED SIGN. SALES SIGN. 1 PAGE UPDATE

NEWS



12

SALES SIGN. 2EDITOR SIGN. CONFR. SIGN.IMAGE ED SIGN. SALES SIGN. 1 PAGE UPDATE

NEWS ANALYSIS

THE GREAT BRITISH 
DROP-OFF?

Industry players talk to David Kernek about the recent Wise Guy Reports  
research showing a 12.3-per-cent shrinkage in the UK’s travel cover market 
in 2015. Is that figure an accurate reflection of the challenge facing the 
industry, he asks? If so, what can be done to arrest the decline? >>
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As one of Britain’s 19th century prime 
ministers, Benjamin Disraeli, is reported 

to have said, there are lies, damned lies, 
and statistics, meaning not so much that 
stats are designed to deceive – although 
that can sometimes be the intent – but 
that they don’t always tell the entire story.
Mark Allsopp, head of travel at Hood 
Group, has his doubts about the extent 
of the 2015 decline – much steeper than 
the fall experienced after the 2008/9 
banking crash – highlighted in the report 
recently published by Wise Guy Reports.
“I have read with interest the views coming 
out of various commentaries such as the 
Wise Guy market research report,” he says. 
“To some degree, I take these with a relative 
grain of salt, as quite often these market 
size estimates are derived from individual 
interviews that Mintel, Verdict Financial and 
others have with various industry fi gures. I 
believe the main source of this number has 
historically been derived from returns collated 
by the Association of British Insurers (ABI), 
since unlike some other lines of insurance, 
there is no other reporting or collation of 
individual leisure travel as a line of insurance.
While ABI members are obliged to provide 
returns, and previously accounted for a 
larger proportion of the UK market than 
they do now, other non-ABI members may 
not lodge numbers. So this missing sector 
can be estimated or lost. In the last three to 
four years, the proportion of the UK market 
underwritten via managing general agents 
and non-UK registered insurers has risen 
dramatically, meaning this market share may 
go unrecognised in some analysis. While 
the market has certainly changed in recent 
years, I don’t believe the total market value 
has dropped to the extent being reported.”

InsureCancer specialises in providing 
insurance for travellers with advanced cancer, 
and owner Dr Krish Shastri told ITIJ that 
he is ‘slightly skeptical’ about the statistics 
fl agged up in the Wise Guy report. In fact, 
as chairman of Britain’s Travel Underwriters 

Group, he’s more than slightly skeptical 
– he thinks the fi ndings are ‘fl awed’.
“Reports such as these,” he says, “are 
designed to generate headlines. It’s 
sometimes helpful to look at the base 
statistics to be sure that there haven’t been 

any omissions and errors. I would suspect 
that this report has focused on the major 
general insurance players in the market 
rather than the major travel players, and they 
are not the same. A big drop such as 12.3 
per cent would imply a disruptive entrant 
in the marketplace in 2015, and there were 
none. There were no new entrants desperate 
to buy market share by driving premiums 
down … there was none of that in 2015.” 
Speaking of the travelling sector for which 
his company caters, Dr Shastri said:
“Because patients with advanced cancer 
– a hugely neglected sector in the market 
– often don’t have the prospect of a long 
life, they won’t have the ability to wait out 
things like recessions, so our sector of 
the market is not necessarily sensitive to 

small variations arising from, for example, 
Brexit. There are more and more people 
living with cancer, the happy result of earlier 
diagnosis and better treatment, so we would 
not expect to see a decline in numbers.”
Often, the people doing analysis of this 
kind, Shastri agrees, start with the ABI 
membership list – and end with it. “But I 
believe that in the UK market, managing 
general agents and non-ABI members are 
likely to hold approximately 25 per cent of 
the market,” he explains, “so if you research 
only ABI membership, your fi gures are 
going to be constrained because you’ve 
only looked at 75 per cent of the market. I 
know of three underwriters – one of whom 
underwrites one of the biggest books in 
the market – who weren’t included in the 
Wise Guy research. Their combined market 
share, just these three companies, adds 
up to more than £120 million – that alone 
is 20 per cent of the total UK market size, 
according to Wise Guys. And that excludes 
all the Scandinavians and the MGAs. That’s 
why I consider this research to be fl awed, 
because it has left out these insurers, 
including very possibly Lloyd’s players. 
“This is a classic case of researchers 
approaching travel as if it was any other 
market and focusing just on ABI members, 
overlooking completely the fact that the 
market is highly fragmented, to such an 
extent that there are many MGAs. There are 
at least two German insurers who are not ABI 
members but who are writing £135 million 
of business. By simply working off  the list of 
ABI members, they have omitted between 
a quarter and a third of the market. It’s not 
surprising, therefore, that as these non-ABI 
companies take a greater share of the market 
– they’ve grown very rapidly in the past fi ve 

for pure travel insurance underwriters, 
it’s hard to make money in the 

retail markets
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years – it appears to researchers that total 
business volumes are reducing. One of the 
companies I’m talking about probably had 
around £12 million to £15 million in GWP 
premiums fi ve years ago; it’s now writing £85 
million. They have mastered social media and 
marketing better than mainstream insurers. 
They have devised products more keenly 
attuned to customer needs, particularly in 
the area of pre-existing medical conditions 
and the over-50 age group. As chairman 
of the Travel Underwriters Group, the 
feedback I’m getting from our members is 
that they have not seen the decline referred 
to in the report. They, too, are skeptical!”
Stuart Lloyd, commercial manager at 
Columbus Direct’s parent company Collinson 
Group, agrees that the Wise Guy statistics 
need to be looked at closely – very closely: 
“Measuring the decline in the British travel 
insurance market by just reviewing the 
GWP means you are only looking at half 
the story. The reduction in premium alone 
doesn’t necessarily indicate a reduction 
in people purchasing cover. Instead, 
it could just be a refl ection of a shift in 
buying patterns or distribution channel.
“Each year, it seems that the number of 
companies trying to sell travel insurance 
increases, which is helping to keep premiums 
low. The aggregators continue to gain 
market share; although they are doing more 
to encourage people to purchase quality 
products, they are still largely selling low 
priced cover. They are also attracting stronger 
brands to their panel, many of which have 
adjusted their products to suit the channel, 
and this can result in lower premiums.”
Reviewing policy numbers in conjunction with 
the premium, he told ITIJ, would be the real 
indicator of the state of the market. “There 
continues to be a shift from single policy 
towards annual multi-trip policies,” he says, 
“as low cost airlines make frequent travel a 
possibility. It’s fair to say that there probably 
isn’t one single contributing factor, but lots 
of diff erent reasons behind the drop in 
premium. However, there’s nothing to suggest 
that it’s because people are travelling less 
– data from the offi  ce of National Statistics 
reveals that travel by UK residents increased 
by 9.4 per cent between 2014 and 2015.”
The downward trend highlighted in the Wise 
Guy report, however, is mirrored in the latest 
state-of-the-UK-industry paper published 
in October this year by the Dublin offi  ce of 
Research & Markets. Its UK Travel Insurance: 
Competitor Dynamics 2016 report reveals 
that seven of the UK’s top 10 travel insurers 
reported a GWP decrease in 2015.
“The UK travel insurance sector,” it says, 
“reported a decline in performance in 2015 
compared to the previous year and remains 
a fi ercely competitive space, with insurers 
struggling to increase profi tability. The 
competitor landscape sits in a reasonably 
top-heavy state, with the top fi ve insurers 
alone accounting for two-thirds of gross 
written premiums. However, performance 
within this group and the market in general 
has been sluggish, with the market seeing 
consistent decline since 2013 as various 
players’ books have grown and contracted.”

Price vs value
Fiona Macrae, head of client engagement 
at Travel Insurance Facilities Group 
(TIFG), highlights the problem of price 
verses value in the current UK market.  
“At TIFG, although the number of travel 
policies sold remains strong, we are seeing 
a drop in the average price paid per policy,” 
she told ITIJ. “Research commissioned for 

>>

our consumer awareness initiative Travel 
Insurance Explained shows that people 
purchase travel insurance on price without 
considering whether they are actually covered 
for the travel experience they are about to 
embark on. Our research showed that 39.4 

per cent of people who purchase travel 
insurance online do little or no research 
before buying, and once they have purchased 
the policy, 45 per cent either don’t read 
their policy wording or read the policy only 
when they need to make a claim.”

travel … is quite often used now as 
the ‘sprat to catch the mackerel by 

some insurers ...’

http://www.taa.at
mailto:taa@taa.at
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The aim of Travel Insurance Explained, she 
explains, is to get consumers to understand 
the cover they are buying: “Price is now 
the most common definer on whether 
the cover they are buying is suitable for 
their needs or not. Reading the T&C’s 
only when a claim is made is when the 
consumer finds the harsh realities of being 
underinsured or without cover entirely. The 
Travel Insurance Explained research has 
also shown that the consumer’s perception 
of what they expect travel insurance to cover 
is very high, even if they are purchasing 
the cheapest cover they can find.”

Market fluctuations
Kate Huet, managing director at International 
Travel & Healthcare Ltd and chair of the 
Association of Travel Insurance Intermediaries 
accepts that the market has shrunk ‘from 
the perspective of the number of firms 
writing travel insurance’. Some fairly 
significant players have lost their accident 
and health teams in the past 12 months.
“If we continue with a very weak pound,” 
she told ITIJ, “premiums are going to have 
to go up because the current exchange 
rate is making the payment of claims, 
especially medical claims, overseas more 
expensive than they’ve ever been, so rate 
rises have got to be on the cards. I think 
we’re now seeing a double-whammy:  the 
impact of adverse exchange rates for 
sterling and escalating medical costs.”
Travel, says Huet, is quite often used now 
as the ‘sprat to catch the mackerel by some 
insurers, who incentivise lower rates on travel 
cover so they can cross-market and bundle 
more lucrative policies such as home and 
motor to give greater basket value’. “So, for 
pure travel insurance underwriters, it’s hard to 
make money in the retail markets. Loss ratios 

are always difficult, more so with the rising 
cost of claims management. Because it’s so 
competitive, it is difficult to raise rates, but 
the reality is that claims are costing more to 
process, and I suspect the value of the claims 
is rising considerably, particularly on the 
medical side, and we have the exchange rate 
so much against us. Anybody who is trying to 
look after their book and trying to ensure that 
they’re reasonably profitable would invariably 
have to have rate increases at this time.”
A combination of factors accounted for the 
reported slump in gross written premiums 
in 2015, according to Huet: “There’s no one 
main reason. If you are looking at value, what 

about volume? Has the volume of travellers 
and trips fallen, or is it just the value of the 
insurance? The two go very hand-in-hand. If 

we’ve got a very tight economy, the people 
on the borderline of whether they would or 
wouldn’t purchase insurance, perhaps would 
decide not to buy. We did some research with 
YouGov in July, and found that 48 per cent 
of students between 18 and 25 in full-time 
education don’t purchase travel insurance. 
Either those people’s parents are acting as 
the Bank of Mum and Dad and organising 
their insurance for them, or they’re simply 
not travelling properly insured. Perhaps, 
too, it’s the Peter Pan mentality; they think 
that nothing is going to happen to them.”
There is also the fact that some destinations 
that were formerly very popular have 
become extremely unpopular. “We’ve seen 
massive decreases in traveller numbers in 
Turkey and North Africa,” says Huet, “and 
for obvious reasons. Those are traditionally 
cheaper destinations. If those people are 
not travelling because they can’t afford the 
likes of Spain, where prices have gone up 
by 6.5 per cent, they’re on a staycation, 
aren’t they? They’ll holiday in the UK. So 
that’s the UK economy as one factor and 
the safety climate as another. A lot of people 
who might previously have taken two or 
three foreign trips a year maybe did only one 
and stayed in the UK for other holidays.”

A niche to exploit?
So does this mean that insurers should 
be looking at scope for growth in the 
staycation market? Could that be a 
gap worth focusing on, or a market 
with limited business potential?
“If you’re holidaying in the UK,” explains 
Huet, “the National Health Service (NHS) 
will take care of anything from the medical 
perspective, but you should really have 
insurance in case you need curtail or 
cancel your holiday – those are real risks 
– particularly if you’re doing more than a 
couple of nights. It would be a stripped 
down policy for UK citizens having a holiday 

in Britain, but if people have got annual 
cover, they’d be covered within the UK in 
any case. As for people who holiday only in 
Britain, I don’t know that people book that far 
ahead, so it hasn’t got the same dynamic.”
This doesn’t mean there’s no market, she 
says, ‘but it’s small’. For example, ‘if 27 
per cent of Brits go to Spain, and then 
you take in holiday destinations in the rest 
of the world, for their main holiday, you’re 
into low numbers for staycation cover’.

And what of the EHIC?
One of the many issues on the table 
when the UK government begins divorce 
negotiations with the European Union (EU) 
will be the European Health Insurance 
Card (EHIC) system, which gives reciprocal 
access to state-provided healthcare during a 
temporary stay in the 28 EU member states 
plus Switzerland, Iceland, Liechtenstein 
and Norway. Would UK insurers have a 
growth opportunity if Brexit left British 
travellers outside the EHIC arrangement? 
Danielle Cripps, insurance analyst at Verdict 
Financial, offers a yes-and-no answer. “If travel 
insurance were to be seen as a more vital 
product,” she told ITIJ, “insurers might write 
a greater number of policies covering travel 
in Europe, so that would help to grow the 
market as far as gross written premiums are 
concerned, but if Britain no longer benefited 
from the EHIC system, claims costs would 
rise as medical costs currently covered 
through EHIC by governments would be 
passed on to insurers, so overall the impact 
on travel insurers could be detrimental if the 
rising cost of claims outweighed the benefit 
from underwriting a greater number of 
policies. Claims costs are already increasing 
due to medical cost inflation, and if they’re 
going to increase further, that will put more 
pressure on insurers to increase premiums.”
Cripps agrees, though, that the role of the 
EHIC does need to be looked at regarding 
its relationship with travel insurance. “There 
needs to be greater understanding of what 
the card actually does and what its limitations 
are when compared with travel insurance,” 
she says. “The online information about the 
card that I’ve looked at – from the Foreign 
& Commonwealth Office (FCO) and other 
organisations – does state that the card 
isn’t a substitute for travel insurance, but not 
all the websites explain why it isn’t, and I 
think that’s the main issue. If the public had 
a greater understanding of the limitations >>

EHIC stands for the European Health 
Insurance Card, but the key point is that 
it has nothing at all to do with insurance 

… it’s mis-named, which means 
it misleads
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– and more could be done to highlight 
them – people, especially younger people, 
might not be so reliant on the EHIC and 
would turn more towards travel cover.
“The material about the EHIC covers its 
benefits, but while all that’s really good, it 
doesn’t highlight aspects such as private 
medical care or the costs of mountain rescue 
in ski resorts or repatriation to the UK. The 
EHIC entitles travellers to only the basic 
state health services provided in the host 
country. These vary across the European 
Economic Area, and can entail charges for 
hospital patients. There are also risks outside 
the healthcare issue, such as cancellation, 
loss and theft that aren’t covered by the 
EHIC that perhaps need to be highlighted. 
By focusing on the EHIC’s benefits and its 
necessity so much, perhaps the perceived 
value of travel insurance falls. People need 
to have a better understanding of why they 
need to have both, not just the card.”
It’s ‘absolutely possible’, according to Kate 
Huet, that young travellers’ unwise level of 
trust in the EHIC might be one of the factors 
contributing to a decline in gross written 
premiums. “We know it isn’t a get-out-jail-free 
card, but young people perhaps don’t see 
it like that. They might see it as providing 
some degree of protection, which of course 
it does, but the standards and types of 
healthcare provided across the Europe Union 
vary enormously. The EHIC’s limitations 
are not generally known and understood.
“At the Association of Travel Insurance 
Intermediaries, a lot of work has been done 
this year with the FCO, which is changing the 
Know Before You Go campaign to something 
called Travel Aware. We explained to them 
that the EHIC is poorly named and not well 
understood. I think the FCO has taken that 
on board. We’ve yet to see the evidence, 

but I think they’ve got that message.”
Stuart Lloyd at Collinson thinks that the 
currently weak pound might discourage 
British holidaymakers from travelling 
overseas. “This, together with the impact 
on medical costs, will have an effect on 
the travel insurance market. In the long 
term, however, if British travellers were to 
lose their right to the EHIC after the official 
departure of the UK from the EU, travel 
insurers might benefit from an uptake in 
travel insurance policies as travellers can 
no longer rely on the EHIC for emergency 
medical costs in state-run hospitals.”
InsureCancer’s Dr Shastri is in no doubt that 
one of the positive outcomes of Brexit would 
be an underlining of the importance of travel 
insurance. “People assume that the EHIC 
is a good substitute for travel insurance,” 
he says, “but all of the discussions about 
Brexit simply underline the fact that patients 
should be properly insured when they 
leave the UK, even if the EHIC continues. 
Our patients know they can’t rely on it.
“EHIC stands for the European Health 
Insurance Card, but the key point is that it 
has nothing at all to do with insurance, so 
why does it have insurance in its name? It’s 
mis-named, which means it misleads. It drives 
people to assume that they are covered 
because they’ve got the card. The reason 
why that name was adopted in the UK was 
because it was an edict from Brussels! If we 
leave the EU but continue with the reciprocal 
arrangements, we would be able to change 
the name of the card, because we’d no longer 
have to submit to directives from Brussels. 
“If I was a man in the street and you gave 
me an EHIC, I would say, ‘yeah, I’m insured!’ 
In the UK, if you put something out with 
insurance in its name and it had nothing 
to do with insurance, you would be sued. 

It’s misleading; deliberately misleading. If 
a young person actually takes the trouble 
to get the card, and it says insurance on 
it, why should they think any further about 
it. If I was 20, I wouldn’t. Why would I?”

What should the industry be doing?
“First of all,” says Stuart Lloyd, “more 
education is needed to inform people why 
travel insurance is a necessity. According 
to the Association of British Travel Agents, 

almost a quarter of holidaymakers travelled 
without insurance last year. Millennials are 
the most likely group to travel uninsured. 
Almost half of millennials believe that 
travel insurance is not necessary – a 
false assumption. Bearing in mind that 
the average cost of medical treatment is 
£1,200, the average cost of an annual travel 
policy of £33 is definitely something worth 
paying for in case of any eventualities.
“Very often when people read about travel 
insurance in the media, it’s a negative 
story of how the cover has failed to 
protect the customer. In reality, though, 
travel insurance has been a lifesaver for 
many people, and the industry should 
do more to communicate such stories so 
consumers can understand and learn to 

appreciate the value of travel insurance.”   
Looking at the potential for last-minute sales, 
this summer Columbus Direct rolled out the 
first-ever self-service digital kiosks at nine 
UK airports, allowing travellers to buy travel 
cover at the same prices as online quotes 
in just three minutes. “The introduction of 
digital kiosks,” says Lloyd, “also speaks to 
changing consumer purchasing behaviour, 
as more travellers are buying travel 
insurance policies online or via mobile. As 
customers are becoming more discerning, 
the industry needs to focus on multi-channel 
engagement, timeliness of service and 
unique and differentiated digital experience 
of purchasing insurance, as well as a quick 
and stress-free claims handling process.”
The industry, thinks Lloyd, ‘needs to 
constantly evolve to develop new policies 
to fulfil customers’ expectations as well 
as to create a more inclusive market’. 
“This is already happening with the 
emergence of specialist insurance policies 
for older people,” he says, “or travellers 
with pre-existing conditions (partly driven 
by increasingly sophisticated medical 
screening services) in recent years. And 
with terrorism an alarming global issue 
nowadays, an increasing number of 
travel insurers are introducing cover for 
terrorism because of rising demand from 
customers. That said, the insurance industry 
is not necessarily known for its agility, so 
there is more to do in terms of reacting 
to changes and customers’ needs.” ■

one of the positive outcomes of Brexit 
[could] be an underlining of the 
importance of travel insurance
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Allianz Global Corporate 
& Specialty (AGCS) has 
announced the addition of 
FireEye to its Cyber Risk Panel, 
as part of efforts to enhance its 
cyber security offering

Data from AGCS estimates the total cost 
of cybercrime to the global economy to 
be $445 billion annually. So, says AGCS, 
as ‘businesses are driven by real-time 
data … any interruption of the process 
chain – even for a minute – could cause 
a severe business interruption, impacting 
the balance sheet’. In order to help better 
protect against the emerging threat 
of cyber risk, AGCS has added cyber 
security company FireEye to the panel 
of service providers it has set up to aid 
businesses in this area. Clients of AGCS 
will now have access to technology, 
intelligence and expertise from FireEye, 
which brings ‘deep knowledge of 
sophisticated attack techniques and 
specialised areas such as protecting 
industrial control systems’ to the table.
“FireEye has one of the most experienced 
and well-resourced teams in the world,” 
said Nigel Pearson, AGCS’ global head 
of fidelity. “Their disciplined approach 
and geographic reach will prove 
extremely valuable to our clients.”
Elaborating on the addition of FireEye to 

the panel, Rishi Baviskar, AGCS’ senior 
cyber risk consultant, said: “Digital 
and technological innovations and 
transformations, such as Industry 4.0, 
bring new risks in addition to benefits. 
Increasing sophistication of cyber 
incidents is the impact of increasing 
digitalisation that highly complex and 
regulated businesses fear most. Our Cyber 
Expert Panel enables us to provide a 
holistic approach to mitigating cyber risks 
to clients’ critical information systems. The 
combined expertise of the panel increases 
our ability to address multi-disciplinary 
challenges, enabling policyholders 
to focus on their businesses; being 
assured that they have the best support 
in place should a cyber event happen.”

Global technology consulting and 
outsourcing services firm Capgemini 
recently announced a new strategic 
partnership agreement with inQuba, a 
customer experience orchestration software 
provider, through which the two companies 
will jointly market, sell and deliver digital 
customer experience solutions specifically 
to the insurance industry. Capgemini 
will now integrate inQuba’s front-end 
policyholder and broker management tools 
into its cloud-based Insurance Connect 
platform, which is used by insurers to 
more efficiently process back-end tasks.
“Insurers see opportunity for competitive 
advantage by providing a richer and more 
personalised self-service experience for 
agents and policyholders,” said John 
Mullen, Capgemini’s global head of 
insurance. “The inclusion of the inQuba 
platform in Insurance Connect will 
provide an added ability for our clients 
to understand and act upon customer 
perceptions across all channels.”
Paul Cole, president of inQuba 
Americas, also commented: “As the 
insurance industry becomes more and 
more susceptible to digital disruption, 
opportunities will emerge for progressive 
carriers to move their focus from ‘insurance 
protection to risk prevention’, paving the 
way for a more interactive and value-
added relationship with policyholders.”
Capgemini has also announced that it 
will be working with Zurich Germany to 
implement a new core insurance platform. 
The collaboration will assist Zurich Gruppe 
Deutschland’s digital transformation, 
and involves the implementation of 
Guidewire InsuranceSuite as a single 
core system. The platform will provide 
an integrated system for billing, claims 

management and policy administration. 
Chief claims officer at Zurich Germany 
Horst Nußbaumer said the company chose 
Capgemini for its strength of technology 
and industry expertise, highly flexible 
workforce and speed of project realisation: 

“The transformation of insurance systems 
to one single platform allows us to even 
better serve the needs of our customers 
while improving the internal processes 
across all our lines of business.”

Australia-based travel insurance provider 
Cover-More Group is to purchase US-based 
retail travel insurance specialist Travelex 
Insurance Services for US$10 million. Through 
the purchase, described by Cover-More as 
an excellent strategic fit, it intends to create a 
global travel insurance platform, with Travelex 
providing a solid North American basis for 

further expansion. The deal will also provide 
various new opportunities in the arenas of 
aviation, medical assistance and financial 
institutions, as well as travel; the purchase 
is to be funded via a share entitlement offer, 
with bank debt funding the balance.
This year, so far, Cover-More has seen 
a 7.6-per-cent rise in gross sales.

AGCS adds FireEye

Exciting partnership for Capgemini 
and inQuba 

Insurers see opportunity for competitive 
advantage by providing a richer 

and more personalised self-service 
experience for agents and policyholders

Cover-More purchases Travelex

Startupbootcamp InsurTech, a London-
based accelerator focusing on insurance 
innovation, recently announced that it was 
entering into a new partnership with Talanx, 
a Germany-based insurer. Startupbootcamp 
will now make use of Talanx’s extensive 
distribution channels and expertise, as well 
as its associated brands, which include HDI. 
 “We are delighted to welcome Talanx and its 
multifaceted brands, including HDI, onto the 
Startupbootcamp InsurTech programme,” 
said Sabine VanderLinden, managing 
director of Startupbootcamp InsurTech. 
“InsurTech startups are motivated to work with 
leaders in the insurance sector to help them 
validate their propositions and engage with 
incumbent insurance companies. We look 

forward to collaborating with another force 
in the German market and driving innovation 
through unique startup engagement.”
Speaking about Talanx’s approach to the 
partnership, the company’s head of group 
corporate development Peter Klingspor 
commented: “Insurance is changing around 
the globe and Startupbootcamp uses its 
‘ecosystems’ to provide access to a global 
network of start-ups, insurance, and other 
companies. Through this partnership we 
anticipate gaining early identification of new 
trends and innovative technologies for the 
insurance industry, potential investment 
opportunities, and prompt identification 
of new and potentially disruptive business 
models, among other opportunities.”

Startupbootcamp InsurTech to 
partner with Talanx

Healthcare and emergency medical support 
specialist International Medical Management 
(IMM) has announced a tie-up with medical 
and security assistance provider CEGA, 
under which clients in the energy industry 
will be given emergency access to global 
trauma doctors, supported by CEGA’s 
UK-based 24-hour crisis response centre. 
Susan Reid, general manager of IMM, 
said: “Our focus is on ensuring that our 
clients, many of whom face hazardous 
conditions in remote locations every 
day, enjoy the highest quality of medical 

care. Partnering with CEGA significantly 
expands the network of vastly qualified 
medical personnel and facilities available 
to our customers. It adds value to 
both companies by combining our 
international capability and specialist 
experience in the renewable and oil and 
gas sectors, with CEGA’s multinational, 
multi-sectoral expertise. IMM and CEGA 
are committed to providing innovative, 
thorough corporate care, which puts the 
patient first: ensuring they are guaranteed 
access to the best medical expertise.”

IMM in tie-up with CEGA
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ERGO Insurance (ERGO) in Singapore 
recently launched TravelProtect, heralding 
the company’s entry into the travel 
insurance market. The new insurance 
plan is designed with both young 
and mature travellers in mind and is 
suitable for leisure and business trips.
According to ERGO, TravelProtect 
comprises four plans and medical 
cover that ranges from SGD 25,000 
to 1.5 million (£14,177 to £850,972). 
The product also covers various 
potential risks such as unexpected 
cancellations, postponement 
and travel agent insolvency.
ERGO’s intermediary management 

and retail head Adam Tang highlighted 
the importance of taking out travel 
insurance: “Accidents and unexpected 
medical costs often weigh in on 
travellers traveling overseas. A sizeable 
number of Singaporeans still travel 
without travel insurance even today. 
We risk facing [a] huge financial 
burden for seemingly simple medical 
procedures while overseas. We’ve 
seen cases where medical bills can 
be several hundred thousand dollars 
when treatment is received overseas.”
He added that ‘travellers can be spared 
much financial heartache by obtaining 
an ERGO TravelProtect plan’.

Safe Journey 
continues to 
make journeys 
safer
The UK’s fi rst terrorism travel insurance 
policy Safe Journey, which was 
launched by International Travel and 
Healthcare Limited, has announced 
a single parent family (SPF) rate.
The rate covers one adult and up 
to fi ve children and costs £18.15 
for a 14-day single trip and £42.45 
for an annual multi-trip policy.
Safe Journey was developed by a team led 
by managing director Kate Huet, following 
the high-profi le global terrorist attacks in 
Tunisia, Bangkok, Sharm El Sheikh and 
Paris in 2015. “Suitable travel insurance 
can be diffi  cult to fi nd for single parent 
families as many travel insurance family 
policies require two adults to be included 
on the policy,” said Huet. “When we 
designed Safe Journey, one of our aims 
was to ensure there are no unnecessary 
barriers to take up for any applicant. I am 
happy to say that single parent families 
can now purchase a tailored and cost 
eff ective policy to suit their needs.”
Huet explained that the SPF policy should 
help consumers travel stress-free: “Travel 
insurance plays a vital role in assisting 
consumers when they are in need, 
and Safe Journey will give UK single 
parent travellers the extra peace of mind 
knowing that their family is fi nancially 
protected in this changing world.”

ERGO launches its fi rst travel insurance product

PassportCard offers real-time travel insurance  
for real-life travel problems, meaning  

no panic and no paperwork. 

 And best of all it’s a white label solution, so you 
 get all the credit and there’s no need for your 

customers to shop around ever again. 

It’s the future of travel insurance. 
Get your name on it. 

www.passportcard.com

http://www.passportcard.com
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Following the recent signing of a four-
year contract with digital subscription 
service provider TravelPass, US-based 
airline Cape Air is to become the first air 
carrier in North America to offer a fully 
flexible subscription travel service to 
customers. TravelPass will now replace 
Cape Air’s existing paper-based system for 
ticket booking, a decision that the airline 
hopes will not only strengthen revenue 
management, but improve efficiency and 

levels of customisation for its clients.
“We are always exploring ways to enhance 
digital interaction with our customers,” 
said Linda Markham, president of Cape 
Air. “We are a specialised company 
serving very unique markets, and our 
clients expect exceptional service from 
the time they decide to book a trip. We 
believe TravelPass will allow us to meet 
those expectations while helping us 
to strengthen our business model.”

Travel insurer Dr. Walter has created an 
app for its customers that informs them 
of increased health and safety risks 
whilst abroad. Named MY-SAFETY-
ASSISTANT, the app provides users with 
information about strikes, environmental 
disasters, riots and civil unrest, epidemics 
and terrorist attacks in over 200 
countries, according to the insurer.
The app can also track customers, 
meaning that their location is recorded 
and shared with whomever the 
customer wants. Customers are able 
to get the app free for their first year of 
use, but after that will have to pay.
According to Reinhard Bellinghausen, 
managing director of Dr. Walter, MY-
SAFETY-ASSISTANT aims to ‘equip 
travellers with any relevant risk information’ 
and avoid potentially costly disasters. 

New app tries to keep travellers out 
of trouble Australia-based Southern Cross Travel 

Insurance (SCTI) recently announced the 
launch of its brand-new website, which 
has been overhauled and re-designed in 
order to ‘keep travel insurance as simple 
as possible for customers’. It features 
an ergonomic interface and simplified 
navigation, in order to make the purchase 
process more straightforward, and the 
site’s layout has been tailored so that it 
quickly guides users to the information they 
require, from quotes to claims. The insurer’s 
team can also be contacted, and details 
on an existing policy can be amended. 
“We have a strong desire to enhance 
the user experience in all aspects of our 
business,” commented SCTI’s CEO Craig 
Morrison. “We took a good look in the 
mirror and decided if something wasn’t 
essential, it needed to go. By doing so, 
we eliminated unnecessary features and 
re-mapped the customer journey to make 
the website as clear and straightforward 
for our customers as possible. Most travel 

insurance is now sold online and selling 
direct allows us to focus on providing 
customers with what they want from a travel 
insurance provider, so they can turn their 
attention to making the most of their trip.”
As well as all the necessary insurance-
related information and features, the 
site includes other content such as 
travel news, advice, survival guides, 
tips, infographics and videos. It is 
also mobile and tablet-enabled.
“Over the past few years, we’ve seen a 
huge change in the way people purchase 
travel insurance, with travellers valuing 
convenient and flexible online self-service,” 
added Morrison. “Increasingly, travellers 
also want to know they can organise their 
insurance policy from any device on the go.”
The site has been re-designed in 
partnership with Sitback Solutions, a 
web development and ‘user experience 
specialist’ that analyses the psychology 
of human-computer interactions in 
order to optimise website interfaces.

SCTI launches new website

TrawellTag Cover-More India, part of 
global medical assistance and travel 
insurance provider Cover-More Group, 
recently announced a new partnership 
with India-based online travel agent Yatra.
com, under which the two companies 
will provide assistance and travel 
insurance. TrawellTag described the 
partnership as a ‘significant step’, as it 
represents the company establishing 
itself in the e-commerce sector, a move 
that it hopes will open up new markets.
“We are delighted to partner with Yatra.
com to provide our unique travel insurance 
and global assistance services to their 
customers opting for both domestic and 
overseas travel,” said Dev Karvat, founder 
and CEO of TrawellTag Cover-More India. 
“The association enables us to provide 
customised benefits for both leisure and 
corporate travellers. Yatra.com customers 
can now secure their travel against all 
predicted risks and inconveniences 
including medical emergencies, loss of 
baggage, passport or driving licence, trip 

delays or cancellations and much more.”
Commenting on the new partnership, 
Dhruv Shringi, co-founder and CEO 
of Yatra.com, said: “TrawellTag Cover-
More was a natural choice as we share 
a common commitment: creating the 
most convenient travel experience for our 
customers. They bring along with them an 
impressive product range and technical 
know-how, more than a decade of domain 
expertise and a global presence that 
extends their service offering worldwide.”
Speaking about the business model, 
Karvat added that it ‘focuses on changing 
customer needs and forecasted travel 
risks’: “The backbone of this model is 
a one-of-its kind software – IMPULSE 
– an analytics engine that collects a 
feed of traveller data from the booking 
platform and crunches this in real time 
to generate customised offers for the 
travellers. With ease of integration, this 
cloud hosted tool customises travel 
protection products with an exceptional 
speed of customer data processing.”

TrawellTag Cover-More teams up 
with Yatra

Subscription travel deal between TravelPass 
and Cape Air
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Metromile, an automotive insurance 
startup, has secured $191.5 million 
of funding, which it will use to acquire 
Mosaic Insurance, a business that will 
underwrite Metromile’s own insurance 
policies and launch its technology-
heavy new car insurance product.
The company plans to operate a pay-per-
mile insurance system, whereby customers 
will be able to download an app to manage 

and track their usage and insurance costs. A 
plug-in device in the vehicle will help to track 
mileage, using the data to analyse which 
insurance is best for customers, and it will 
also track the customer’s vehicle if it is stolen.
On the list of investors for the company 
are Intact Financial, New Enterprise 
Associate, First Round Capital and 
Index Ventures. China Pacific also 
invested $50 million into the venture.

A new report from Moody’s 
Investors Service predicts that 
the Egyptian Insurance market 
will experience strong premium 
and profit growth in the next 12 to 
18 months

The new report, titled Insurance - Egypt; 
Expected Gradual Economic Recovery Will 
Drive Premium and Profit Growth for Egyptian 
Insurers, suggests that insurance will grow 
with the aid of the country’s economic 
recovery. It estimates real gross domestic 
product growth of three per cent for the 
2016 fiscal year, with an average growth of 
between four and 4.5 per cent until 2019. 
In 2014, growth was at 2.2 per cent.
Mohammed Ali Londe, an assistant vice-
president at Moody’s Investors Service, said 
that the market in Egypt was one of the fastest 

growing in the world, and one with a lot of 
potential. He added: “Absent any political or 
economic upheaval, we expect the market 
to expand in double-digit figures, helping to 
cement improving profitability post-revolution.”
Moody’s report expects the start of large-
scale infrastructure projects in the country 
will help to expand the need for insurance. 
Also, newly proposed bills could make 
health insurance compulsory for citizens. 
The report points out that the insurance 
industry in Egypt still faces challenges, 
one of which is high sector concentration. 
Lorde explained: “The top six players in 
the Egyptian insurance market account for 
69 per cent of total premiums written in 
financial year 2015. The rest of the market is 
fragmented, leading to unfavourable pricing 
practices and operating performance volatility, 
especially among the smaller players.”

Strong growth projected for Egyptian insurance sector Insurers to mine 
social media
Consumers must beware the fact that 
their social media posts could have an 
impact on their insurance, according to 
Michael Naylor, senior lecturer in finance 
and insurance at Massey University, 
New Zealand. Naylor warned that in 
the future, insurers may mine social 
media accounts to determine how much 
they will charge for premiums and how 
much they will pay out in claims.
“People have to be aware everything they 
do on social media can be effectively 
public,” he said. “You can set privacy 
settings, but of course they can be 
hacked.” He revealed that certain insurers 
in the US are doing this already, although 
insurers in New Zealand are not set up to 
deal with social media at the moment.

Insurer MAPFRE has taken control 
of Indonesian insurer PT Asuransi 
Indonesia Tbk Bina Dana Arta (ABAD). 
MAPFRE purchased 31 per cent of the 
company, adding to the 20 per cent 
already purchased in 2013, paying €92 

million ($102 million) for the acquisition, 
and says that it will be complete once 
clearance has been obtained from the 
relevant administrative authorities.
The move will help to consolidate 
MAPFRE’s position in the Indonesian 
market, something that it has been aiming 

to do since its first acquisition back in 
2013. By acquiring ABAD, MAPFRE 
now has a 6.4-per-cent share of the 
car insurance market in the country, 
the fifth biggest market share. In 2015, 
ABAD made a net profit of €18 million 

($20 million) and sells automotive, 
home, accident and health insurance 
from its headquarters in Jakarta.
MAPFRE says that the country offers a 
market of great potential, claiming that the 
rise in the number of cars purchased in the 
country makes it a good place to invest.

Bank of India (BOI), India’s state-owned bank, 
has sold 18 per cent of its stake in Star Union 
Dai-ichi Life Insurance Company Ltd (SUD), 
a joint insurance venture, to its Japanese 
partner, The Economic Times has reported.
The transaction, made to Dai-ichi Life 
Insurance Company Ltd (DILIC), was 
completed on 26 September and will see 
BOI’s stake in the insurance venture fall from 
48 per cent to 30 per cent. The Union Bank of 
India will continue to hold a 26-per-cent stake. 
SUD was created in 2007 as a joint venture 
between BOI, the Union Bank of India and 
DILIC, with the Japanese company having 
had the option to purchase the additional 
18 per cent since the project’s inception.
According to BOI, DILIC’s share will now 
be up to 44 per cent, having previously 
only been at 26 per cent, after receiving the 
necessary statutory and regulatory approvals. 

The director of the Islamic banking and takaful 
department at Bank Negara Malaysia, Zabidi 
Md Nor, said that the takaful sector can face 
up to the threat of disruption and reinvent 
itself through innovation and ‘visionary’ 
leadership. Whilst addressing the Takaful 
Rendezvous 2016 in Kuala Lumpur, Nor 
said that more innovative approaches were 
needed to capture business opportunities. 
“The experience of successful companies, 
either at home or abroad, has always 
been associated with anticipatory and 
successful leaders … who have the vision, 
perseverance, and courage to take bold 
actions,” Nor told the Takaful Rendezvous. 
“Nurturing leadership is definitely crucial for 
the takaful industry if it were to survive and 
thrive in the age of disruptive innovation.”
Nor also emphasised the need for the industry 
to diversify, citing a recent survey that found 
that 41 per cent of new takaful companies 
in Malaysia were concentrated on mortgage 
related products. He pointed to opportunities 
in healthcare and retirement solutions that 
companies could expand into instead.
Nor also championed the creation of an 
enabling environment within organisations: 

“Open communication and open-mindedness 
are critical … opening up channels where 
expression of ideas is greatly welcomed will 
empower individuals to continuously challenge 

themselves in making their own discoveries.”
Additionally, Nor stressed the 
importance of good customer service 
and experience, pointing out that 
technology is a great enabler of this.

Takaful industry needs to 
innovate to survive

Bank of India reduces stake in 
insurance venture

MAPFRE makes further moves in 
Indonesian market 

Pay-per-mile car insurance 
receives investment

The experience of successful 
companies, either at home or abroad, 

has always been associated with 
anticipatory and successful leaders

the move will help to consolidate MAPFRE’s position 
in the Indonesian market, something that it has been 

aiming to do since ... 2013
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Myanmar will soon open its insurance sector 
up to foreign companies, with the restrictions 
on the closed market set to be loosened 
early next year. The decision has been made 
in order to try and speed up economic 
liberalisation in the country, a senior 
government official told The Myanmar Times.
The government also plans to remove some 
of the restrictions on local insurance firms, 
including those that force them to offer the 
same products at the same prices. The 
government has yet to decide, however, 
whether foreign firms will be able to invest 
completely, or whether any incoming firms 
will have to partner with local insurers.

U Thuang Han, director of CB Insurance, 
pointed out that local insurers need to 
pay attention to what restrictions the 
government puts on local and foreign 
insurers: “If we are allowed to create [our 
own] products and compete freely, then 
we’re not much worried. The problem 
is that now local insurance companies 
can’t create their own products and all 
have to charge the same prices.”
The state-owned Myanma Insurance 
held a monopoly on the country’s 
industry until 2013, when the 
government allowed 12 privately owned 
companies to enter the market.

European Air Ambulance (EAA) is one of the largest 
specialised air ambulance service providers in Europe 
offering worldwide air ambulance repatriation 
with outstanding end-to-end patient care.

The aircraft are dedicated to ambulance missions 
and equipped with a customised stretcher system, 
ICU medical equipment as well as all necessary drugs.

All missions are staffed with a medical team consisting 
of a specialised physician and a fl ight nurse. We are 
ready to take off day and night, 365 days a year for 
missions worldwide.

We provide
expertise and care

European Air Ambulance

For quotes please contact:
Tel: +352 26 26 00 / Fax: +352 26 26 01

alert@air-ambulance.com
www.air-ambulance.com
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UK insurers need to be more alert to the 
changing dynamics of the Gibraltarian 
insurance industry, says financial services 
research and insight firm Verdict Financial.
The company has estimated that Gibraltar 
accounts for around £2.6 billion in the UK 
motor insurance industry and around £3.3 
billion of the non-life general insurance 
market as well. A new report by Verdict 
Financial states that the impact of the 
Gibraltarian market is overlooked by UK firms, 
and with Brexit’s looming shadow casting 
uncertainty over the UK’s overseas territories, 
the research company says that this neglect 
is ‘unwise’. Even prior to the vote, the market 
on the island was turbulent, according to 
some local insurers and coupled with the 
collapse of Enterprise Insurance this year.
Stewart McEwan, senior analyst at Verdict 
Financial, asserts that UK insurers need 
to take time to understand the dynamics 

of the Gibraltarian market, especially 
as the car insurance market makes up 
almost 20 per cent of the UK’s market.
“On one hand, research has found 
Hastings and Admiral – both underwriting 
from Gibraltar – to be among the UK’s 
fastest growing motor insurance brands. 
On the other, however, this summer saw 
Enterprise become the latest insurer from 
The Rock to announce insolvency.”
He added: “The range of Gibraltar insurers’ 
performance, and the outcomes arising 
from the elements at play within Gibraltar, 
will be most keenly felt in the UK’s niche 
markets, where the comparative influence of 
Gibraltar-based businesses is strongest. The 
combination of the introduction of Solvency 
II to Gibraltar for small, specialist players, 
and the potential impact of Brexit, could 
mean a tighter, consolidated, possibly more 
robust market over the next few years.”

The Rock can’t be ignored, says 
Verdict Financial

Foreign insurers to be allowed in Myanmar
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The Wall Street Journal is 
reporting a ‘looming storm’ in 
the property reinsurance sector, 
pointing towards the fact that 
global catastrophe reinsurance 
prices for this year fell below 
levels not seen before 2001

The question for property and casualty 
insurers, according to the news outlet’s 
Paul J. Davies, is not only whether 
reinsurance pricing will fi nd a fl oor, but 
also how much fi nancial and actuarial 
risks are being amplifi ed by the industry. 
Davies states: “Ultralow investment 
returns are hurting profi ts while drawing 
a wider range of yield-hungry investors 
into becoming suppliers of alternative 
capital to underwrite reinsurance risks. At 
the same time, the lack of costly disasters 
in recent years has helped a surfeit of 
capital build up, making it cheap.”
According to Moody’s, the drop in prices is 
slowing, but has not yet stopped declining, 
while the growth of alternative capital in 
the catastrophe bonds and other vehicles 
is slowing, but is also not stopping. While 
some may hope this will signal a steadying 
in reinsurance prices, Davies says that 
there has been a slow in demand for 
reinsurance from ordinary insurers too.
“That is because ordinary property 
insurance is suff ering low demand itself,” 
he explains. “Insurance demand is linked 
to economic activity, which globally 
has been sluggish. When people and 
companies drive less, buy less and relocate 
less, they need less insurance, too.”
The increased use of big data and better 

use of risk management systems also puts 
normal insurers in hot water. According 
to Davies, the two most obvious ways for 
insurers to increase returns are to take 
on more insurance risk and to increase 
balance-sheet leverage: “There are 
signs that the industry is doing both.”
Firstly, reinsurers are writing policies with 
higher probable maximum losses, especially 
those linked to US hurricanes. Davies 
worries, however, that ordinary insurers will 
‘become more aggressive’ with reserving 
policies. CreditSights, a research fi rm, says 
that companies could do this by putting 
aside less money to cover expected claims, 
with an eye on boosting underwriting profi ts.
Secondly, reinsurers are trying to sell 

more structured policies, designed to 
release capital from ordinary insurers in 
order to fund shareholder pay-outs or 
other investments. Davies worries that this 
practice ‘risks concentrating the industry’s 
capital safety net in fewer hands and 
adding leverage to the system as a whole’. 
His fi nal word of analysis warns reinsurers 
of the perils they are currently facing: 
“Left unchecked, increasing leverage 
and higher risk could see the industry 
itself heading for catastrophe.”

Reinsurers warned of ‘looming storm’

Left unchecked, increasing leverage 
and higher risk could see the industry 

itself heading for catastrophe

AA: Rise in 
IPT ‘will lead 
to spikes in 
uninsured 
driving’
The Automobile Association (AA) has 
expressed concerns over the further rise 
of insurance premium tax (IPT) in the 
UK. The 0.5-per-cent rise, announced in 
the new government’s budget, will see 
the total tax (a ‘stealth tax’ according 
to the AA) rise to 10 per cent.
The AA points out that the hike, which is 
forecast to help raise £200 million per year, 
will add around £2.60 to the typical annual 
comprehensive insurance policy. The money 
will be put back into repairing and boosting 
fl ood defences, says the government.
However, the AA is concerned that this 
rise will not be the fi nal one this year. 
According to the breakdown assistance 
provider, insurance premium tax has 
increased by 66.6 per cent in the past year. 
Mike Lloyd, insurance director at the AA, 
called the hike an ‘extreme measure’:  “We 
have a concern that the new Chancellor 
may be considering a further IPT hike, 
perhaps as much as two per cent, potentially 
doubling the level of tax on drivers who 
have no choice but to buy car insurance 
in order to stay legal. We are urging the 
chancellor to leave IPT alone when he 
considers the Autumn Statement.”
Lloyd made the AA’s position on the 
situation clear: “Any further hike in IPT 
will lead to spikes in uninsured driving.”
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AMR Air Ambulance offers medical transport of BLS, ALS, Neo-Natal and Critical Care patients. 

Additionally, Commercial and VIP Escort services are available upon request.

DOMESTIC: 800-424-7060

INTERNATIONAL: +1-720-875-9182

info@AMRAirAmbulance.com 
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In a recent market study, the UK Competition 
and Markets Authority (CMA) said it will look 
into how price comparison websites operate, 
in order to assess whether the sector is 
working well for consumers and determine 
how potential benefi ts can be maximised. 
According to the CMA, its reviews of sectors 
such as private motor insurance, energy and 
banking have highlighted how these tools can 
play a powerful role in increasing competition 
and helping consumers to fi nd better deals. 
The study will also consider concerns 
that have been raised about digital 
comparison tools (DCTs). “Some people 
have raised concerns about certain issues, 
including whether consumers can trust the 

information that’s available, and the study 
will look at these issues too,” said CMA 
acting chief executive Andrea Coscelli.
Highlighting the impact DCTs have had, 
she said: “DCTs have played a big part in 
changing markets for the better, bringing 
new ways of doing things and forcing 
businesses to up their game. Consumers 
have benefi ted as choice and access 
to goods and services have grown.”
Additionally, according to Coscelli, since 
they emerged around a decade ago, these 
tools have increased competition in markets: 
“They have made it easier for consumers 
to engage in many markets. However, they 
have been more successful in some sectors 

than others. We want to understand why 
this is the case and whether more can be 
done to ensure consumers and businesses 
can benefi t from them more widely.”

Some consumers 
to be le�  out by 
insurers’ grab to 
harness ‘big data’

According to the UK’s Financial Conduct 
Authority (FCA), the gathering of ‘big data’ 
from insurance customers, from online 
shopping habits to social media postings, 
could leave some customers worse off.
After investigating the use of this online 
data by insurance companies over the last 
year, the regulatory body is concerned 
that this data could be used to charge 
some customers more. Some may not 
even be able to gain insurance due to their 
online activities, said the FCA. It raised 
concerns that the increasing amount of 
data available, coupled with sophisticated 
analytical tools, may lead companies to 
factor in more than just risk and cost into 
pricing products for certain customers.
The FCA says it plans to look into 
the pricing practices at a number of 
firms later this year. It has also stated 
it will remain alert to the potential 
exclusion of higher risk customers.
Overall however, the authority believes that 
the use of big data  benefits customers and 
companies. This new way of operating 
has encouraged product innovation and 
reduced form filling, meaning faster motor 
and home insurance for many. Because 
the perceived advantages currently 
outweigh any concerns that the FCA 
may have, it has decided not to launch 
a fuller investigation into the practice.
 “There is a potential for big data to 
transform practices across general 
insurance markets, and some consumers 
are already seeing the benefits, but 
there are also some risks to customer 
outcomes,” said Christopher Woolard, 
director of strategy and competition 
at the FCA. “While we have not 
decided to launch a full market study, 
we are undertaking further work in 
this area and with the Information 
Commissioner’s Office to ensure our 
rules and policies keep pace with 
developments in the market, but do 
not prevent positive innovations.”

New study into digital comparison tools

mailto:info@AMRAirAmbulance.com
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Allianz Group and International Finance 
Corporation (IFC), part of the World Bank 
Group, recently announced the signing of 
a partnership under the Managed Co-
Lending Portfolio Program. Through the 
new partnership, Allianz will invest $500 
million, to be co-invested alongside IFC 
debt fi nancing, in infrastructure projects 
in emerging markets around the world. 
Allianz Global Investors’ infrastructure debt 
team will take responsibility for the fund, 
managing it on behalf of investors, while 
IFC will be in charge of structuring and 
administering loans on the fund’s behalf. 
“We work to ensure that our activities are 
profi table and sustainable,” said Oliver Bäte, 
CEO of Allianz SE. “We create long-term 
value by embedding sustainability in our 

core business. The partnership with IFC 
and our co-investment in infrastructure is a 
perfect example of how Allianz can provide 
thought-leading investment expertise to 
support the economic development of 
emerging countries as well as serving 
the interest of our customers.”
The IFC’s CEO Philippe Le Houérou added: 
“Modern infrastructure is essential for 
economic growth and lasting prosperity. Yet 
a huge investment gap exists in this sector � 
totalling trillions of dollars a year in emerging 
markets alone. MCPP Infrastructure marks 
a breakthrough in the search for large-
scale fi nancing solutions to the challenges 
of development. It is a key building block 
in the global eff ort to move from billions 
to trillions in development fi nance.”

Axco Insurance Information Services has 
revealed in its new report that the non-life 
insurance market in Brazil is in decline. 
Despite the country retaining its position 
as the seventh largest  world economy, 
Axco predicts that it will not be until 2017 
that any signifi cant recovery is seen in 
the market. The company asserts that, 
while the country’s insurance system 
seems stable and continues to attract 
interest from potential new entrants, the 
wider economic and political problems 
facing Brazil is harming growth.
According to Axco, growth in the non-life 
market has generally exceeded GDP growth, 
but the market declined by 4.4 per cent 
in 2015 following economic recession. 
This was following an average of 14.8-per-
cent growth over the previous three years. 
Axco does not expect the outlook for 2016 
to be any better, with the slowing of the 
construction industry and highly competitive 
rating environment in most cases of non-life 
business attributing to the slow growth.

The poverty divide within the country also 
causes uncertainty amongst insurers, 
according to Axco, with many unable to fully 
judge the pace and scope of penetration 
within the market. Tim Yeates, managing 
director at Axco, commented: “The main 
challenges Brazil faces are poverty and 
the country’s minimal exposure to major 
natural perils,  thus casting doubt amoung 
the population as to the value of insurance. 
However, penetration levels should increase 
in the mid to long term, driven by a growing 
economy and expanding middle class.”

LV= has revealed a large downturn in 
general insurance profi ts in the fi rst half 
of 2016. The company enjoyed in excess 
of £70 million operating profi ts during 
the fi rst six months of 2015, but this has 
dropped to £22 million for the fi rst half of 
2016. Compounding this, the company’s 
underwriting profi ts also fell, from £53 
million to just £8 million. On a more positive 
note, LV= did see eight-per-cent growth in 
premiums, from £729 million to £785 million.
LV= released a statement revealing that the 
fi gures from 2015 benefi ted from ‘a number 
of favourable one-off s that have not repeated 
this year’: “As we indicated at the time, the 
operating profi t was boosted by exceptional 
levels of prior year reserve releases of £55 
million compared to £13 million this year.”
New chief executive Richard Rowney 
focused on the positives: “In the fi rst half 
of the year we have delivered increased 
sales in both our general insurance and 
life and pensions businesses. The Group 
operating profi t of £33 million refl ects 

lower operating profi ts in the general 
insurance business and a £19 million loss 
in the heritage business mainly driven 
by claims experience variances, off set 
by an increase in operating profi t.”
He added: “The underlying trading 
performance of our general insurance 
business is good with eight-per-cent  
growth in premium income. Profi tability 
in 2016 has been aff ected by the non-
recurrence of a number of one-off  factors 
that arose in 2015. The rating environment 
in general insurance remains mixed with 
rate increases in motor and a continuation 
of the soft market conditions in home.”

General insurance profi t slump 
announced by LV=

Brazilian non-life insurance market will not 
see growth until 2017

Allianz and IFC enter 
infrastructure partnership

American International Group Inc. (AIG) 
has agreed to sell insurance operations 
connected with Lloyd’s of London to 
the Canada Pension Plan Investment 
Board (CPPIB) in a deal that will see 
AIG receive $240 million in cash.
The pension fund, which the Wall Street 
Journal says is Canada’s largest, is set to 
acquire a 20-per- cent stake in speciality 
insurance underwriter Ascot Underwriting 

Holdings Ltd., which manages a Lloyd’s 
syndicate for which AIG provides the capital. 
Ascot deals primarily in property insurance, 
marine insurance and reinsurance. 
The move is part of AIG’s plans to 
improve results by narrowing its focus 
and returning more than $25 million 
in capital to shareholders. For CPPIB, 
the acquisition is a move to establish 
itself in the global insurance industry.

AIG aims to narrow focus with sale

Believing that many online advertisement 
placements for over-50s life insurance 
plans are misleading, an industry expert 
is urging the Financial Conduct Authority 
(FCA) in the UK to take action.
“We all know that over-50 life insurance 
plans provide a cash sum upon death - 
and not a funeral,” said Ashley Shepherd, 
managing director at Over50choices.
co.uk. “So how can it be a funeral plan 
if you aren’t providing funeral services? 
And, following on from that, to advertise 
on major search engines under these 
terms is, I strongly believe, misleading.”
He describes advertising as the start of the 
customer journey and expressed surprise 
that the FCA hasn’t cracked down on this 
practice – a level playing fi eld, he says, is 
needed from an industry perspective. “And 
of course,” he added, “the consumer needs 

to start the journey from the correct starting 
point – otherwise they could end up buying 
a totally unsuitable product for their needs.”
In the fi rst six months of 2016, sales of the 
pre-paid funeral plans increased by 22 per 
cent, compared to the same period in 2015.

Misleading over-50s life insurance ads 
should be tackled

Support for Solvency II (SII) has waned 
over the past several years, according to 
new research from Grant Thornton UK 
LLP, with many insurers still unhappy 
and continuing to rally against ‘various 
elements of the new regime’. 
Only a quarter of respondents to Grant 
Thornton’s survey believe that SII is 
the best way to run their business, 
compared to 31 per cent who agreed 
with the statement in 2014. A majority 
of respondents do believe in the 
principles of SII, but a huge 70 per 
cent feel that the principles have been 
ruined, and a further two-thirds believe 
it is overly complicated. Another 40 per 
cent think that SII continues to distract 
senior management, with only 17 per 
cent believing it is worth the eff ort. 
“Clearly, the implementation of Solvency 
II has been met with varying degrees of 
enthusiasm; but despite the increasing 
negativity towards the regime, there 

has been an overall acceptance of the 
inevitable and insurers have had to 
‘bite the bullet’ over the past few years,” 
said Simon Sheaf, head of general 
insurance actuarial and risk at Grant 
Thornton. “The survey results, when 

compared to previous years’, show a 
clear waning in support for Solvency II, 
despite the impressive progress made 
by the sector in its implementation.”
There have clearly been some benefi ts, 
however; 80 per cent stated that SII had 
improved the governance of their fi rm. “It 
is clear that Solvency II will continue to 
apply for several years,” added Sheaf. 

Drop in support for Solvency II

despite the increasing negativity 
towards [Solvency II], there has been an 
overall acceptance of the inevitable and 

insurers have had to ‘bite the bullet’
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• Direct Settlement Provider Network
• Pre-authorisation Service
• Medical Assistance / Evacuation Management
• Network Case Management
• Pharmacy Benefit Management
• Claims Adjudication & Payment
• Health Screening & Chronic Disease Management

International Operations

• 24/7 Contact Centre
(English, French, Arabic, Portuguese)

• 46 African Countries
• 5,000 Contracted Providers
• Direct Settlement
• Negotiated Tariffs
• Accredited Provider Database
• Offices in 5 Countries 

(South Africa, DRC, Kenya, Namibia, Nigeria)
• Global Reach

Current Networks

Algeria • Angola • Benin • Botswana • Burkina Faso • 
Burundi • Cape Verde • Cameroon • Chad • Cote 

d’lvoire • Djibouti • DRC • Equatorial Guinea  •  
Eqypt • Eritrea • Ethiopia • Gabon • Ghana • Guinea 
• Kenya • Lesotho • Liberia • Libya • Madagascar • 
Malawi • Mali • Mauritania • Mauritius • Morocco • 
Mozambique • Namibia • Niger • Nigeria • ROC • 
Rwanda  • Senegal • Sierra Leone • South Africa • 
Swaziland • Tanzania •  Togo • Tunisia • Uganda • 

Zambia • Zimbabwe

Current Offices

 South Africa • DRC • Kenya • Namibia • Nigeria
Dr Glenn Staples    +27 (0)11 259 5076    glenn@mso.co.za
Patrick Lubbe         +27 (0)11 259 5343    patrick@mso.co.za

To learn more about our services and the benefits of partnering with MSO, visit our website www.mso.co.za

The Leading Pan-African TPA & Assistance Provider
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The science is incontestable – 
climate change is an existential 
threat, and all industries must step 
up to fight it, including the travel 
and tourism sector

In October, at the International Civil Aviation 
Organization’s (ICAO) 39th assembly 
in Montreal, US, a new global market-
based measure (GMBM) to control CO2 
emissions from air travel was agreed upon 
by representatives from government, 
industry and civil society, marketing a 
historic consensus for the assembly. The 
agreement, which will come into effect in 
2020, was made in an effort to offset CO2 

emissions from international flights, as part of 
a more detailed roadmap for the sustainable 
future of international aviation. It will mean 
that increase in airline emissions will be 
offset by activities such as tree planting.
 “We now have practical agreement and 
consensus on this issue backed by a 
large number of states who will voluntarily 
participate in the GMBM – and from 
its outset,” said ICAO council president 
Dr Olumuyiwa Benard Aliu. “This will 
permit the CORSIA to serve as a positive 
and sustainable contributor to global 
greenhouse gas emissions reduction.” 
Aliu said participation in the agreement 
has been encouraging: “Air transport is 
not only the world’s first major industry 
sector to adopt a global approach to 
international emissions reduction, but very 
importantly states representing more than 
83 per cent of international flight operations 
have volunteered to participate in the 
GMBM from its earliest stages in 2021.” 
Both the World Travel & Tourism Council 
(WTTC) and Airlines for America (A4A) – 
the US airline industry trade organisation 
– support the global carbon offsetting 
system, whose implementation is a 

landmark move, marking the first time that 
a global agreement of its kind would be 
implemented for any business market.
“In the face of climate change, and 
increasing demands for the sustainable 
growth of travel and tourism, we need to 
embrace and act upon this initiative to 
ensure we preserve the assets the world 
has to offer,” said David Scowsill, president 
and CEO of the WTTC. “[The scheme] 
is an extremely important step towards 
the aviation industry’s commitment to 
reduce carbon emissions. [It] embodies 
the co-operation across the industry and 
across the public and private sector, 
something the WTTC strongly believes in.”
A4A’s vice-president of environmental 
affairs Nancy Young, meanwhile, spoke 
of the organisation’s support for the 
scheme, in line with similar commitments 
from the Air Transport Action Group, the 
US government and other governments: 
“We [support] the package that has been 
proposed as a complement to technology, 
sustainable alternative aviation fuels, 
operations and infrastructure measures to 
help international aviation meet the globally 
agreed goal of carbon neutral growth 

from 2020. The global carbon offsetting 
system for international aviation [is] the 
first sector-specific market-based measure 
to be agreed on a global basis, further 
cementing international aviation’s long-
standing commitment to climate leadership.”
Since 1978, fuel efficiency improvements 
to airlines in the US have saved carbon 
dioxide emissions of four billion metric tons; 
between that year and 2015, fuel efficiency 
has meant savings equal to removing 23 
million cars from the road annually.
“US airlines are proud that our business 
model aligns with environmental interest, 
and has for decades,” added Young. “The 
initiatives that our airlines are undertaking 
to further address emissions are designed 
to responsibly and effectively limit our fuel 
consumption, GHG emissions contribution 
and potential climate change impacts, while 
enabling commercial aviation to continue 
serving as a key [economic] driver.”

‘Our grandkids will freeze or fry’
Professor Geoffrey Lipman, president 
of the International Coalition of Tourism 
Partners, recently wrote a blog reiterating the 
importance of sustainable growth, and the 

US-based CSA Travel Protection has 
revealed that its customers’ most popular 
international travel destinations during 
off-peak season are the Caribbean,  the 
Mediterranean/Europe and Mexico. 
According to the company, autumn 
(which is also known as shoulder 
season) is an ideal time to travel for those 
who enjoy fewer crowds and smaller 
lines – it also found that European 
and Mediterranean trips cost almost 
twice as much as domestic trips.
“These trips are generally more affordable 
this time of year since it’s off-peak 
season,” said vice president of operations 
at CSA Travel Protection Bob Chambers. 
“Many tourists are back to work or 
back to school so those who want to 
take trips often enjoy fewer crowds.”
Lea Niselen, vice-president of sales 

and business development at website 
CruiseDirect.com, also talked up the 
benefits of travelling during shoulder 
season: “Before booking their next 
vacation, travellers shooting for off-peak 
season need to do their homework or talk 
to a travel professional to be sure they’re 

nailing down the right travel window. If 
they are going on a cruise on the other 
side of the world, then the off-peak 
season could be different than what they 
expect. Working with a seasoned travel 
expert like one of our personal cruise 
advisors can save you time and money.”

A new system hopes to prevent 
lost and misplaced luggage

According to aviation IT company SITA and 
the US Department of Transportation, in 
the US, for every 1,000 bags handled, six 
or seven are lost. This amounts to more 
than 23 million lost bags every year.
In addition to inconveniencing travellers, 
this is expensive for airlines as it costs 
$100 to send on a delayed bag. With 
air traveller numbers predicted to 
double over the next two decades, this 
economic impact is expected to grow.
Altoros, a US-based software development 
company, is working with General Electric 
and other industry members, including 

Oracle and M2Mi, to help airlines reduce 
delayed, damaged and lost baggage. 
They plan to do so using Cloud Foundry 
and Predix, through an initiative named 
the Smart Airline Baggage Management 
Testbed. Formed within the Industrial 
Internet Consortium (IIC), this initiative aims 
to enhance the ability of airlines to track 
baggage, thereby preventing theft and 
loss. Using radio-frequency identification 
(RFID) tags and wireless devices, the 
system will track bags from check-in to 
delivery. It is able to associate luggage with 
passengers and flights by tracking baggage 
through GPS in real time and generating 
alerts – for example if a bag is where it 
shouldn’t be, or if its weight has changed.

Climate change – ‘We need to act’

In the face of climate change, and 
increasing demands for the sustainable 
growth of travel and tourism, we need to 

embrace and act upon this initiative

Where’s your bag at? ‘Tis the season to be travelling

positive contribution that the tourism industry 
can make in the fight against climate change.  
“[While] we rightly focus on all the positive 
potential of tourism for our future there is 
something of underlying importance to also 
consider,” he wrote. “It’s about existential 
climate change: repeat existential. Which 
means if we don’t start the fix for global 
warming now our grandkids will freeze or fry.
Fortunately, there is a chance the battle 
can be won. We are on the verge of a 

historic ratification of the Paris Climate 
Accord … [and] it is increasingly likely 
that ratification levels will be reached this 
year and that ICAO will slowly begin to 
manage aviation emissions next month.
This is just the start of a three-decade carbon 
detox that will require a new dedication 
from every stakeholder, a new ability to 
think outside the box and new ways of 
doing business – investing in technology 
innovation and fiscal measures to spur 
the change. Most importantly, there is 
a delivery challenge – while the Global 
Accords and carbon reduction targets are 
established by sovereign states, the real 
action will have to be at the local community 
level – urban and rural – and the masses 
of SMEs that dominate the value chain.
The pace of change will be far greater than 
we can imagine now – trillions of changes 
in millions of places. And the stakes will 
be high – 12 trillion dollars of opportunity 
according to Bloomberg, to hit the 2oC 
stabilisation mark. Much more for the 1.5oC 
that most experts say is the real target.”

travellers shooting for off-peak 
season need to do their homework or 

talk to a travel professional
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Turkey 
rebounds
According to a recent study by UK-based 
travel retailer Holiday Hypermarket, which 
took in data from thousands of British 
families who took trips between June and 
August this year, the most popular country 
was perhaps a surprising one – Turkey. 
The country accounted for 10 per cent 
of all bookings, despite what the retailer 
described as a slow start to the year, and 
a multitude of instances of political unrest. 
Turkey was followed in popularity by 
Majorca, Cyprus, Tenerife, Ibiza, Rhodes, 
Cape Verde, Corfu, Bulgaria and Menorca.
“Turkey is still proving very popular as not 
only is it great value for money, it has a wide 
range of family-friendly resorts and hotels, 
as well as clean beaches,” commented 
Ian Crawford, a spokesperson for Holiday 
Hypermarket. “Ibiza continues to prove 
increasingly popular with the family market 
as well, which has shown continual year-on-
year growth for the last few years.” Bookings 
to Ibiza were up by an impressive 125 
per cent this year compared with 2015.

What do 
travellers want?
US-based digital creative agency Blitz 
recently released a report in conjunction with 
sister agency AMP that reveals the impact 
technology has had on consumer travel, the 
unmet needs of consumers and what travel 
brands must do to meet these expectations.
The agencies surveyed US travellers aged 15 
to 18 that had taken a leisure trip in the past 
year. The report, entitled Targeting Moments 
of Need in the New Travel Landscape, sheds 
light on the changing attitudes of travellers, 
including what inspires them to travel, how 
they plan and book trips, their experiences on 
holiday and their customer service needs.
“Our research shows people are overwhelmed 
by the trip planning process but by and 
large they enjoy it,” said vice-president 
of strategy at BLITZ Peter Apple. “They 
also know they would be happier being 
a little more spontaneous when away 
from home. So a booking engine that can 
behave like a simplifi er, or a destination that 
can prompt spontaneity, will drive better 
business. To compete in this new travel 
landscape, brand marketers will need 
to operate their brands as services.”
Key fi ndings to emerge from the report are: 
the need to leverage social channels diff erently 
from other marketing channels; the advantage 
of simple, conversational interfaces; and the 
need to balance tech with a human touch.

Morocco’s Ministry of Tourism has 
announced plans to target 100,000 
arrivals by Chinese tourists to the 
country by 2020 – a not inconsiderable 
goal taking into account the fact that 
10,515 Chinese tourists visited Morocco 
in 2015. However, arrivals from China 
rose by 12 per cent between last 
year and the year before. As part of 
measures to reach the new target, 
new airline routes will be opened 
throughout Europe and the Middle East, 
advertising campaigns will be run via 
the Chinese media, and educational 
tours to Morocco will be implemented for 
Chinese tour operators and journalists.

Morocco targets Chinese tourists
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With an 8,207-per-cent increase in 
passengers year-on-year, Costa Rica 
has topped UK-based travel group Gold 
Medal’s list of fastest growing long-haul 
destinations for 2016. Gold Medal has 
suggested that this is likely due, in part, to 
the fact that British Airways restarted its 
non-stop flights from Gatwick to San Jose 
earlier this year. Thomson Airlines has also 
added a non-stop service to Costa Rica.
Second on the list is Zanzibar, noting a 
318-per-cent upturn, followed by China 
with 287 per cent, Jamaica with 245 per 
cent, and Tanzania with a growth of 172 

per cent. Director of sales and marketing at 
Gold Medal and Travel 2 Gordon McCreadie 
believes the list is a reminder to agents that 
the majority of holidaymakers aren’t easily 
swayed by media trends. “Costa Rica, for 
example, has seen the biggest growth 
by far for us this year,” he said. “While I 
suspect this rise has been stimulated by 
British Airways restarting their non-stop 
flights from Gatwick to San Jose in May 
this year, it also reflects the growing desire 
for a more adventurous style of travel; a 
trend which is having a far more significant 
impact on bookings across the industry.”

Dubai was voted the Middle East’s Leading 
Destination at the recent World Travel 
Awards Middle East Gala Ceremony, held 
in late September in Dubai. Additionally, 
the emirate was named the Middle East’s 
Leading Meetings and Conference 
Destination, and the Dubai Department 
of Tourism & Commerce Marketing was 
named the Middle East’s Leading Tourist 
Board. Other notable winners were Etihad 
Airways, the Abu Dhabi airline, which won 
Leading Airline for the tenth consecutive 
year, and Rotana Hotels, which was named 

the Middle East’s Leading Hotel Brand.
“World Travel Awards has long had 
a close relationship with Dubai,” said 
Graham Cooke, president of the Awards, 
“and it was an honour to return here this 
evening. We have recognised some of the 
leading lights of Middle Eastern tourism 
tonight, and I wish to offer my heartfelt 
congratulations to all of our winners.”
Established in 1993, the World Travel 
Awards reward and celebrate excellent 
performance throughout the travel and 
tourism industry’s many sectors.

Tourists travelling to Australia’s Great 
Barrier Reef are motivated by a desire 
to ‘see it before it’s gone’, according 
to a study by Annah Piggott-McKellar 
and Karen McNamara from the 
University of Queensland, Australia.
The results, published in a recent issue of 
the Journal of Sustainable Tourism, reflect 
the growing trend of ‘Last Chance Tourism’ 
(LCT). “LCT is a niche tourism market 
focused on witnessing and experiencing 
a place before it disappears,” explain the 
researchers. “This tourism market can also be 
referred to as climate change, disappearing 

or vanishing, doom, dying, endangered 
or ‘see it before it’s gone’ tourism.”
The data collected suggests that just 
under 70 per cent of respondents were 
‘strongly motivated’ to see the Great Barrier 
Reef before it is destroyed by climate 
change. The researchers say that this 
is the first ‘concrete’ evidence that the 
Reef has become a LCT destination.
Those travelling were found to be older 
and more ‘environmentally conscious’; the 
visitors seemed to be concerned for the 
plight of the Reef, despite the obvious irony 
of the damage caused by their presence. 

Costa Rica goes for gold Great Barrier Reef becomes hotspot for 
‘concerned’ tourists

Dubai wins big
UK-based private jet charter business 
Magnus Aviation has noted a significant 
rise in bookings, citing an increase 
in commercial flight delays and 
cancellations as a primary factor, along 
with security concerns in the wake of 
terror attacks in Europe earlier in 2016.
Between May and August, Magnus Aviation 
saw a 40-per-cent increase in private flights 
booked from London to France compared 
with the same period in 2015, and a 20-per-
cent increase in bookings from London 
to Belgium – and according to analysis 
of wider industry data, August saw 2.1 
per cent more business aviation flights 
depart the UK compared with August 
2015. July, meanwhile, saw 11.2-per-cent 
more private flights between the UK and 
France in comparison to the previous July.
European flight delays and cancellations 
were found to be 28-per-cent higher 
between July and August 2016 
than the same period last year.

“We have definitely seen an increase 
in bookings since the recent terrorist 
attacks in mainland Europe,” said 
James Armstrong, head of commercial 
development at Magnus Aviation, “and the 
rise in commercial flights being cancelled 
or delayed. The benefit of flying privately 

is that passengers often avoid the busy 
main terminals and fly in and out of 
dedicated business jet terminals with VIP 
lounge and handling. Some clients prefer 
to fly to and from these private terminals 
or avoid the main airports altogether, 
therefore bypassing the bigger ones which 
could face heightened security risks.”

Private jet bookings on the rise

some clients prefer to 
fly to and from … private 
terminals or avoid the 

main airports altogether

US airlines have reported an after-tax net 
profit of $4.6 billion for the second quarter 
of 2016. This is up from $3.1 billion in the 
first quarter, but is not quite as much as 
last year’s $5.5 billion second-quarter net 
profit, according to the US Department of 
Transportation’s Bureau of Transportation 
Statistics (BST). The results were gathered 
from 25 different US-based airlines.

This is the 19th consecutive quarter 
that the BST has reported a profit from 
the airlines. In addition to this, the 
bureau reported that airlines collected 
$32.5 billion for fares, $1.1 billion for 
baggage fees and $755 million from 
seat reservations. This was offset by the 
costs of fuel, at 5.6 billion, and labour, 
which cost in total $12.2 billion.

US airlines continue to profit
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Latitude AeroMedical Works (LAW) is an Inter-

national logistics and solutions provider off ering 

world-wide repatriation services to the travel 

insurance industry, government, and the private 

sector. We are EURAMI and ARGUS accredited 

and are internationally recognized for our quality 

medical program and exceptional customer care. 

Continually raising the bar in specialized custom-

er service and provider relations, and the delivery 

of dependable, quality, aeromedical services is 

an inherent goal woven into our corporate fi bre.  

In an eff ort to provide additional value-based 

care within our industry, LAW has the pleasure 

of announcing the alliance of Latitude AeroMed-

ical Works and The Hospital for Sick Children 

(SickKids) and it’s Acute Care Transport Services 

(ACTS) Team.

SickKids is recognized as one of the world’s 

leading paediatric tertiary/quaternary-level health-

care institutions, and is Canada’s top centre 

dedicated to advancing children’s health through 

the integration of patient care, research and ed-

ucation.  Founded in 1875 and affi  liated with the 

University of Toronto, SickKids is one of Canada’s 

most research-intensive academic hospitals, and 

has been at the forefront of innovative practice 

standards that have positively benefi tted children 

Worldwide. This formed partnership between 

LAW and SickKids now in its 2nd year, will pro-

vide paediatric acute care transports for infants 

and children up to twelve (12) years of age. The 

Acute Care Transport Services team at SickKids 

has operated since 1974, and has been led by Dr. 

Hilary Whyte as its Medical Director since 1998.  

ACTS currently provides neonatal transports for 

50% of the babies born in the Province of Ontario, 

Canada which equates to 800 newborn trans-

ports per year.  

The ACTS team has been intimately involved in 

developing transport training recommendations 

for both Ontario and Canadian-based paediatric 

transport programs.  Additionally, all transport 

teams in Ontario have adopted the training curric-

ulum and certifi cation process developed by Sick-

Kids.  Through such, it typically takes two years 

before full competencies in both neonatal and 

paediatric transport competencies are reached.  

Ultimately, this model of specialized training in 

transport medicine builds fully competent trans-

port clinicians consisting of  both Registered 

Nurses and Registered Respiratory Therapists.  

The SickKid’s ACTS team also supports national 

and international paediatric and neonatal trans-

port requests, whether to or from SickKids or be-

tween two other centres directly.  The ACTS team 

are able to respond to any situation while in fl ight, 

and have full access to a SickKids’ transport phy-

sician at all times during the transport fl ight.  

LAW endeavours in all areas to provide the highest 

level of quality of Safety Standards and Risk As-

sessment within Medical, Flight, and Maintenance 

Operations. We are committed to an unblemished 

and desirable reputation.  Therefore, the high 

levels of standard of care in operations at LAW 

combined with the highly specialized ACTS team 

members will allow for the allocation of services 

world-wide, provided at the highest level delivered 

through integrity, compassion, and trust.

Latitude AeroMedical Works www.latitude2009.com

sick_kids_ITIJ_178_ad_jnr.indd   2 14/10/2015   10:59

Measures 
brought aboard 
cruises to better 
report crime 

New steps towards improving safety 
on cruise ships have been announced 
by International Cruise Victims (ICV). 
The measures focus on more accurate 
accounting of all reportable crimes, not 
just those limited to sexual assault. In 
addition, reports the ICV, the FBI will 
now implement a proactive process 
enabling passengers who become 
victims of crime to establish direct 
contact with the FBI if the ship they are 
on arrives or departs from a US port.
This new system has already yielded 
positive results, with the number of crimes 
reported under these new measures 
rising from 21 in 2015 to 61 in 2016. 
The new laws will put victims in direct 
touch with the FBI, giving them a report 
and making sure that officers are ready 
back on shore to help with the case.

A study by the Centre for Economic and 
Business Research (CEBR) consultancy 
for UK-based over-50s insurer Saga has 
found that people aged 50 and over are 
spending more and more on holidays, 
while younger people are travelling less.
According to the research, the older 
generation has increased spending on travel 
by 23 per cent and is now responsible for 
more than half of the UK’s total spending 
on holidays. The study found that those 
aged 50 and over spent £39 billion on travel 
last year, including £2.8 billion on cruises.
These trends may be related to the financial 
crisis, which, according to the Institute for 
Fiscal Studies, was responsible for a fall in 

income for younger people and a higher 
standard of living for people aged over 60.

Record breaking
Munich Airport recently saw a record 
broken, with 1,008,000 travellers arriving 
and departing in the space of one week – 
the first time that the airport has broken the 
million-passenger mark in a single week. 
During the week in question, 8,600 take-
offs and landings were recorded, a gain 
of six per cent compared with the same 
week in 2015. The month also saw a new 
record set for a single day, when 156,000 
passengers travelled on 23 September.
The 4.2 million passengers that 
reportedly moved through the airport 
throughout September also represented 
a monthly record, and a six-per-cent rise 
compared with September 2015.

More holidays for the older generation

http://www.latitude2009.com
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According to the United Nations 
World Tourism Organization 
(UNWTO), global international 
tourist arrivals rose in 2016

The UNWTO’s latest World Tourism 
Barometer has found that between January 
and June this year, international tourist arrivals 
grew by four per cent worldwide compared 
with the equivalent period in 2015 – 561 
million international tourists were variously 
received in destinations around the world, 
21 million more than last year. The highest 
growth in terms of regions was seen in the 
Asia Pacific, with nine per cent more visitor 
arrivals in the first half of this year compared 
with last year. Arrivals increased by four 
per cent in the Americas (led by Central 
and South America), by three per cent in 
Europe and five per cent in Africa. Data for 
the Middle East is limited, but a decrease of 
nine per cent in visitor arrivals is estimated.
“Tourism has proven to be one of the most 
resilient economic sectors worldwide,” 
commented the UNWTO’s secretary general 
Taleb Rifai. “It is creating jobs for millions, 
at a time when providing perspectives for a 
better future to people of all regions is one 
of our biggest challenges. But tourism is 
also creating bonds among people of all 
nations and backgrounds, bringing down 
stereotypes and fighting fear and distrust. 
Safety and security are key pillars of tourism 
development and we need to strengthen 
our common action to build a safe, secure 
and seamless travel framework. This is 
no time to build walls or point fingers; it 
is time to build an alliance based on a 
shared vision and a joint responsibility.”

Eye on the US
Looking more specifically at tourist 
movement within and from the US, according 
to data from travel insurance comparison site 
Squaremouth, while the US remains the most 
popular destination for its own residents, 
international travel growth is rising faster 
than domestic travel. The top destinations for 
US travellers outside of the US are Mexico, 
Italy, Canada and the UK, but while the 
number of travellers heading to domestic 
destinations grew by 11 per cent this year, the 
numbers heading to the other most popular 
destinations grew by 20 per cent, 21 per cent, 
43 per cent and 15 per cent respectively.
One domestic destination in the US that 
has suffered is Florida, with the number 
of Americans planning trips there during 
autumn and winter this year dropping by 
nearly 15 per cent, largely due to concerns 
about the Zika virus – a related travel 

warning was issued for South Florida by the 
Centers for Disease Control and Prevention 
back in August. Allianz Global Assistance 

studied the travel plans of over 940,000 
Americans for the period November 2016 
to April 2017 and compared it with the 
equivalent period last year. Miami was 
shown to be the hardest hit area, with 
bookings down by 29.11 per cent.
“The publicity surrounding the discovery 
of locally transmitted Zika virus cases in 
South Florida has had an immediate and 
dramatic impact on the intent of travellers 
to book vacations to Florida during 
the peak travel season,” commented 
Daniel Durazo, Allianz Global Assistance 
USA’s director of communications.

International arrivals up

This is no time to build walls or 
point fingers

561 

million 
tourists 
travelled 
globally in Q1 
this year

Cheapflights 
analyses 
destination 
trends
New research looking into holiday trends 
has shone a light on the affordability 
and popularity of certain destinations. 
Data from UK-based travel metasearch 
engine Cheapflights, spanning 2.1 million 
flights booked on the website between 
August 2015 and July 2016, shows 
that the most searched-for destination 
for UK travellers was Spain, while the 
cheapest places to fly to from the UK 
were the Netherlands and Denmark.
The research found that when it comes 
to long-haul visitors, flights to the United 
Arab Emirates are the cheapest, followed 
by flights to Iran, and then Hong Kong. 
The data showed that the cheapest 
day to fly seems to be Tuesday, and 
the most expensive is Sunday.
Andrew Shelton, managing director of 
Cheapflights, said that his company can 
use the data to make predictions for 
travel in 2017. “Whilst the data showed 
us that we can expect the US to remain 
popular, it only ranks 11th in long haul 
affordability, and is some 10 per cent 
more expensive than its neighbour, 
Canada,” he said. “2017 could also be 
when Iran finally starts to come in from 
the cold. British Airways and Air France 
have added flights this year, and our data 
shows Tehran to be cheaper than more 
traditional ‘exotic’ destinations for Brits 
like Hong Kong, Singapore or Bangkok.”

Taiwan is hoping to see an upsurge 
in Filipino tourists following the recent 
implementation of its southbound 
higher education talent policy and the 
introduction of simplified visa schemes. 
These measures are expected to improve 
trade relations between the two countries 
and increase visitor exchange, resulting in 
an uptick in two-way tourism numbers.
According to ambassador Dr Gary Song-
Huann Lin, the country plans to launch an 
online visa-processing service that will enable 
travellers to Taiwan to apply for a visa and 
download other requirements. He highlighted 

the simplicity of this: “We are going to 
announce an e-visa. That means no need to 
come to my office physically to apply for visa. 
Just through online, you are able to download 
and get the authorisation to travel to Taiwan.”
Lin hopes that the measures being 
introduced will increase visitor numbers, 
which currently stand at 130,000 per 
year: “We hope that when we introduce 
the online visa very soon, the latest 
will be January [2017], we are hoping 
to reach 700,000 because, right now, 
you already have 180,000 Filipino who 
are working or residing in Taiwan.”

UK-based Thomas Cook Holidays 
has announced that it is cancelling all 
holiday bookings to Tunisia for 2017, 
citing concerns for the safety of tourists 
visiting the country. The UK Foreign and 
Commonwealth Office has not changed 
its stance on travel to Tunisia, advising 
against all but essential trips, which has 
contributed to the decision for Thomas 
Cook not to run a holiday service there for 
the summer season next year. The decision 
is a blow both to Tunisia’s tourism industry 
and to travellers from Europe and the UK 
who had been planning trips there.
“We know this will be frustrating for our 
customers who have been looking forward 
to their holiday,” said a spokesperson for 

the travel agency. “All customers whose 
bookings have been affected by the 
decision are being contacted to arrange an 
alternative holiday, or a refund if necessary.”
Commenting on the significance of the 
move, tourism journalist and consultant 
Moez Kacem said: “Thomas Cook is the 
biggest operator, so this is very significant, 
as they bring two million tourists each 
year.” The value of the business brought 
to Tunisia by Thomas Cook in 2015, 
he added, was some £138 million.
Tourism in Tunisia has declined rapidly 
since the terrorist attacks in Sousse 
and on the Bardo Museum last year; 
previously it accounted for seven 
per cent of the country’s GDP.

New measures to increase tourism 
to Taiwan

Thumbs down for Tunisia
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Certainty in an 
unCertain world
as your company grows via a global, mobile workforce, you’re faced 
with new challenges including increased risk in both company costs and 
employee safety. 

From medical care to risk monitoring to evacuation, unitedHealthcare® 
Global is your single-source, globally integrated solution for safeguarding 
the health and productivity of your global workforce, creating 
optimized outcomes. 

Learn more at:
UHCGlobal.com
Or call +1 (844) 588-1222
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Professor Michael T Osterholm 
of the University of Minnesota, 
US, recently spoke about 
whether the world is prepared for 
another outbreak of Ebola in an 
editorial in Science entitled Ebola 
and Zika: Cautionary tales

He observed that today, ‘hardly a word 
is mentioned’ about the Ebola epidemic 
in West Africa that occurred two years 
ago, nor the current status of vaccine 
development, and warns: “Yet tomorrow, 
we could experience another explosive 
Ebola epidemic that begins in the slums 
of one of equatorial Africa’s megacities 
and spreads in deadly waves, where only 
the availability of an effective vaccine 
could halt its ruinous progress.”
However, according to Forbes, there are 
71 ongoing Ebola studies, the majority 
of which involve studying novel vaccines 
or drugs in humans. US pharmaceutical 
company Merck is reportedly working 
with the Global Vaccine Alliance (GAVI) 
to get its vaccine through late-stage 
trials, licensure and prequalification by 
the World Health Organization (WHO),
Johnson & Johnson has announced 
that it is starting tests of its vaccine 
for Ebola and the Marburg virus, in 
collaboration with the National Institute 
of Allergy and Infectious Disease, and 
Gilead’s antiviral drug, GS-5734, has 

the potential for clearing viral RNA 
that might remain undetected in Ebola 
patients who are thought to be cured.
A separate report by two senior health 
academics, meanwhile, urges the WHO 
to outsource some of its functions 
due to perceived mistakes made in its 

handling of the Ebola crisis. The review, 
published in the British Medical Journal, 
highlighted the increasingly complex 
nature of global health and called on 
the WHO to use its power to mobilise 
other organisations ‘for research, 
surveillance and technical assistance’.

Substantial 
change required 
to combat 
global epidemics
According to a recent study published in 
the Lancet, in order for global epidemics 
such as tuberculosis and HIV to be 
eliminated by 2030, there will need to 
be substantial and wide-ranging change 
in the way in which they are treated.
The researchers rated the progress of 188 
nations on a score of zero to 100, with 
the goal of helping governments, donors, 
health professionals and policy makers to 
better identify successful areas and gaps 
where issues need to be addressed.
Discouragingly, the report revealed 
that no country has met any of the 
nine global targets set out as part 
of the UN’s sustainable agenda, 
including the elimination of major 
disease epidemics and the reduction 
of health issues like childhood obesity 
and intimate partner violence.
Even developed countries, the UK and 
US for example, scored badly in certain 
areas, with the UK scoring poorly on 
childhood obesity, HIV and harmful 
alcohol consumption. The US scored 
worse still, ranking poorly in deaths due 
to interpersonal violence and suicide and 
maternal, child and neonatal mortality.

Ebola: What’s the current situation?

A giant hotel in the Spanish 
Mediterranean resort of Salou 
has been hit by an outbreak of 
legionnaire’s disease that, by early 
October, had caused the death 
of one guest and hospitalised a 
further six, writes David Ing

The regional health authority in Catalonia, 
the Agència de Salut Pública de Catalunya 
(ASPCAT), said on 6 October that it had 
opened an investigation into the outbreak 
at the 700-plus bedroom Hotel Jaime I. 
Those listed as affected, five men and two 
women, were aged between 50 and 82. 
The victim came from Madrid, but patients 
also came from other parts of Spain and 
other European Union countries. They had 
all stayed at the hotel during September.
ASPCAT said one of the patients had been 
released, but there was a possibility of further 
cases arising, given that the incubation 
period of legionnaire’s disease means it 
can take up to two weeks to materialise.
The agency said it had begun an inspection 
of the air conditioning and water supply 
systems of the building, which are the 
usual sources of such outbreaks.

An alert was declared on 28 September 
with details on the European patients 
affected being distributed via the 
European Legionnaire’s Disease 
Surveillance Network (ELDSnet).
The last declared outbreak of legionnaire’s 
disease in the Catalonia region affected 
some 50 people working at a company 
in Sabadell near Barcelona in 2014.
The district deputy health director for the 

central Catalonia area, Mercè Bieto, said 
that isolated cases had been reported 
from the Salou hotel in the two previous 
years but the building had passed 
inspections of its water systems. Results 
of the latest checks should be known in 
around a month’s time, she added.
Meanwhile, the town hall in Salou, which 
also hosts the Port Aventura theme park, 
called for calm, offering condolences 
for the victim but pointing out that the 
outbreak was ‘an isolated case’.

Legionella in Spain

Following a UK-led drive to raise 
awareness of the potential impact 
of antimicrobial resistance (AMR), 
world leaders recently signed a 
landmark�UN declaration, which 
will see them committing over 
£600 million to fighting AMR.
The pledge was signed by officials from 
193 countries at the UN General Assembly 
in New York, US, and is particularly 
consequential in the context of the rise of 
superbugs that are resistant to antibiotics.
“This declaration is the culmination of six 
years of hard work and I am extremely 
proud that every UN member state is 
now engaged in the enormous task of 
tackling the greatest future threat to our 
civilisation,” said England’s chief medical 

officer Professor Dame Sally Davies.
She also highlighted the need for 
collaboration: “Drug-resistant infections 
are firmly on the global agenda, but 
now the real work begins. We need 
governments, the pharmaceutical industry, 
health professionals and the agricultural 
sector to follow through on their 
commitments to save modern medicine.”
Those who have signed the declaration 
will agree to: develop surveillance and 
regulatory systems on the use and sales 
of antimicrobial medicines for humans 
and animals; encourage innovative 
ways to develop new antibiotics; and 
educate health professionals and 
raise public awareness on how to 
prevent drug-resistant infections.

United in the fight against anti-
microbial resistance

the incubation period of legionnaire's 
disease means it can take up to two 

weeks to materialise
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Three new 
strains of 
norovirus 
discovered
Scientists in Australia have discovered 
three new strains of norovirus, which they 
believe to be responsible for a recent 
local outbreak of viral gastroenteritis.
This year, the strain reportedly declined 
from 75 per cent to 18 per cent of cases in 
Australia and researchers found three new 
strains: New Orleans 2009/Sydney 2012, 
GII.P16/Sydney 2012, and Kawasaki 308.
“I was surprised to find three new 

viruses, rather than a single one,” said 
team member Jennifer Lun. “Two of the 
viruses are hybrid strains that evolved 
from the previous pandemic Sydney 
2012 strain, while the other new strain 
is likely to have come from Asia.” Lead 
researcher Peter White said it is unclear 
how widely the new strains will spread.
The research has yet to be published in a 
peer-reviewed journal but the researchers 
are reportedly working with the Australian 
and New Zealand Norovirus Surveillance 
Network of testing laboratories to track 
the global spread of these strains. 

Data recently released by municipal 
corporations in India has revealed that 
incidences of chikungunya and dengue are 
showing no sign of declining. According to 
the data, 1,070 cases of chikungunya were 
reported from various different hospitals in 
New Dehli in the last week of September.
Further concerns have been raised after 
doctors also began reporting a twin infection 
of chikungunya and dengue together. 
Although rare, this two-pronged infection is 
reportedly very challenging to treat.  
According to health experts, the rise in 
cases is due to a lack of measures to 
prevent mosquito breeding, coupled 
with the longer spell of rainfall.

H1N1 in 
Vietnam
In September, it was confirmed that 
117 workers at a garment factory in the 
southern province of Kien Giang had 
contracted the influenza virus H1N1, the 
first cases reported in Vietnam since the 
spring, following months in which no 
cases were reported. 
As a result, the factory has been asked 
to take preventative measures such as 
disinfecting its facilities and requiring 
workers to wear facial masks, and the 
infected workers were quarantined 
for between seven and 10 days.

Two of the viruses 
are hybrid strains 

that evolved from the 
previous pandemic

Chikungunya and dengue on the rise
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AXA PPP healthcare in the UK 
has conducted research into the 
attitudes and experiences of over 
4,000 British adults, 2,470 of 
whom are in full or part-time work, 
and found that workers’ wellbeing 
is threatened by prevalent 
financial, mental and physical 
health problems

Just over half of the workers polled said 
they have faced financial difficulties 
(52 per cent) and around one third 
say they’ve lived with mental ill health 
(36 per cent) or had problems with 
their physical health (30 per cent).
The majority of workers polled said that 
when they’ve experienced mental health 
difficulties, their physical health has also 
suffered (81 per cent). When facing 
problems with their physical health, 71 
per cent of respondents said they’ve also 
experienced problems with mental health.

When it comes to financial health, a 
sizeable proportion of employees who 
have had financial difficulties say that 
their mental health and physical health 
have also been negatively affected (76 
per cent and 50 per cent, respectively). 
“Our research shows that, when employees 

are experiencing financial problems or 
have a mental health or physical health 
issue, the link between these areas of 
wellbeing may lead to their negative 
experience being exacerbated,” said 
director of psychological services for AXA 
PPP healthcare Dr Mark Winwood. “It’s a 

potentially toxic mix that calls for careful 
handling.” He advises employers to take a 
holistic approach to enable employees to 
maintain their wellbeing in all areas: “This 
may involve providing suitable support to 
help them manage their problems, such as 
an employee assistance programme and 
other online resources and helplines such as 

those provided by the mental health charity, 
Mind, and Citizens Advice to assist them 
with psychological and financial difficulties.”
Winwood also highlighted the importance 
that an organisation’s leadership promote 
a positive, supportive workplace culture, 
in which employees feel comfortable with 

speaking up and seeking support. “If 
employees appear withdrawn, downbeat 
or are behaving out of character, managers 
need to take the lead on engaging with 
them in an appropriately professional and 
supportive manner to better understand 
what’s troubling them and guide 
them to suitable support,” he said.

Gonorrhoea has shown reduced 
susceptibility to the single available 
treatment option, according to a recent 
report by the US Centers for Disease 
Control and Prevention (CDC). 
Seven patients were treated for the STI 
with the two-drug regimen recommended 
(ceftriaxone and azithromycin) by the 
CDC. However, according to laboratory 
tests conducted by the Hawaii State 
Department of Health, the infections did 
not succumb as easily to the antibiotics 
as infections have in the past.
According to a spokesman for the CDC, the 
Hawaii cases are the first cluster it has seen 
with reduced susceptibility to both drugs.
The CDC has described this increased 
resistance as an early warning sign. It 
said that over the years, gonorrhoea has 
developed resistance to nearly every 
class of antibiotics used to treat it.
Director of the division of STD 
Prevention at the CDC Dr Gail Bolan 

highlighted the importance of increased 
gonorrhoea screening: “Gonorrhea 
is one of the most common sexually 

transmitted infections, but most people 
do not realise they have it. The only 
way they find out is through testing.”

Gonorrhoea increasingly challenging 
to treat

Gonorrhea is one of the most common 
sexually transmitted infections, but most 

people do not realise they have it

As confirmed cases of Zika 
continue to rise in the US, measures 
are being taken to fight the spread

In early September, the CDC lifted its travel 
warning for Wynwood in Miami, the first 
city where Zika was transmitted in the local 
region by mosquitoes, but recommended 
that residents remain cautious. “We 
understand that this has been a difficult time 
for Wynwood residents and visitors,” said 
CDC Director Tom Frieden in a statement. 
“Still, we encourage people not to let down 
their guard. We could see additional cases.”
Meanwhile, in Michigan, in mid-September 
the number of confirmed cases of the Zika 
virus stood at 53, according to the CDC. 
Reportedly, none of the cases originated in 
Michigan – all of them are travel related.
In Texas, officials in Cameron County 
reclassified an infection case as Zika 
after health officials redefined what Zika 
is, marking the city’s first travel-related 

infection. The change has prompted 
eight other counties in Texas to revisit and 
revise previously diagnosed cases.
In mid-September, the US Congress agreed to 
allocate $1.1 billion to help fight the spread of 
the Zika virus. The deal includes $394 million 
to help control Zika-carrying mosquitoes, and 
another $397 million to help develop a vaccine, 
along with better tests to help diagnose cases.

The War on Zika

In September, the presidents of France 
and South Africa called for urgent global 
investment to create new jobs in the health 
sector in order to prevent a shortfall of 
health workers, which is predicted to be 18 
million. The idea behind this is to achieve 
an expanded, transformed and sustainable 
health workforce to promote health, prevent 
disease, meet the needs of populations, 
and drive inclusive economic growth. It is 

hoped the investments will help countries 
to maximise the social and economic 
benefits of increased health employment.
“These recommendations will chart the 
course to achieve greater and more effective 
investment in the health workforce,” said 
secretary general of the OECD Angel 
Gurría. �This will be a critical element to 
promote better lives and help our economies 
flourish and achieve their full potential.” 

UN Commission pushes for 
investments in global health

Health problems prevalent in the workplace

when employees are experiencing financial problems 
or have a mental health or physical health issue, the 

link between these areas of wellbeing may lead to their 
negative experience being exacerbated

71% 
of respondents 
have suffered 
from mental 
health issues

Congress has 
allocated 

$1.1bn 
to fight Zika

A new study has found that low socio-
economic groups in rural India travel further 
to access high-quality healthcare. The 
study, which was published in a special 
issue of the Health Affairs Journal, was 
funded by the Global Health Program of 
the Bill and Melinda Gates Foundation 
and conducted with the Center for 
Policy Research, New Delhi and the 
Institute for Socioeconomic Research on 
Democracy and Development in Delhi.
Findings show that where people live 
matters more than who they are. Within the 
study population, which is mainly poor and 
illiterate, households were found to be able 
to assess the quality of healthcare providers 
and actively seek out those of a higher 
quality, and the study found that when 
patients travelled further, they were able 
to access higher quality care. Additionally, 
households of a lower socio-economic 

status were found to have to travel further 
than those of a higher socio-economic status 
in order to access the same quality of care.

Lower socio-economic status 
households travel further for care
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Mediclinic Southern Africa is constantly 
investigating opportunities to improve the 
level of care our patients are receiving and 
how our business can align itself to better 
meet these demands. ER24 has now been 
integrated into Mediclinic’s operations. 
Andrew Boden, Executive: Related Business of 
Mediclinic Southern Africa says “We are excited 
about this change that will allow us to streamline 
our operations and improve the decision 
making processes to ensure we remain agile 
within the constantly changing environment.”
Ben Johnson has been appointed to the role 
of Chief Executive Officer of ER24 from August 
2016 with the ER24 business reporting into 
the newly created Related Business division. 
Koert Pretorius, CEO of Mediclinic Southern 
Africa believes “ER24 is a vital part of our 
patient experience, and this realignment will 
ensure that all elements of the business are 

working towards a common goal of putting 
the patient at the core of every action.” 
Mediclinic Southern Africa is one of three 
platforms under Mediclinic International. The 
LSE listed company owns and manages 
approximately 22% of the Southern African 
private healthcare industry through its network 
of 52 hospitals and 2 day clinics, offering over 
8000 licensed beds across South Africa and 
Namibia. The remaining platforms represent 
the largest healthcare providers in Switzerland 
(16 hospitals and 4 clinics) and the United Arab 
Emirates (5 hospitals and 39 clinics) respectively. 
ER24 is a first party provider of emergency 
medical services, accredited with NAAMTA, 
specialising in on-site medical management, 
ensuring the health and safety of national and 
expatriate workforces in the mining, oil, energy 
and infrastructure sectors of industry throughout 
Africa, especially in high risk remote locations.

Mediclinic Southern Africa and ER24 
realign services to meet demands of 
the Industry

During the expansion of ER24’s services, 
we decided to pursue a more direct 
approach with regard to our assistance 
offering to the industry, as a result, the 
ER24 Global Assist brand was created.
We are proud to note that the brand has grown 
immensely and consequently we are to be able 
to support our clients and their members with 
a complete integrated healthcare solution. 
Furthermore, at ER24 Global Assist, we 
provide clients access to our international 
hospital group, Mediclinic, where clinical 
care is of the highest quality.
Our Medical Concierge Services provide 
for daily patient management, including 
arrangement of appointments with identified 
healthcare providers, arrangement of 
hospital admissions, as well as transportation 
and accommodation for the patient and/
or accompanying family members.
The Global Assist portfolio gives clients access 
to Aeromedical Evacuation Services, ER24’s 
aircraft are all fully configured with critical care 
equipment and use state-of-the-art technology to 

ensure the most effective patient care at all times.
ER24’s Global Assist clients have access to the 
deployment of the following pressurised aircraft:
• Dassault Falcon 50EX Jet
• Dassault Falcon 20 Jet
• Cessna Citation V Jet
• British Aerospace Hawker 700 Jet

All aircraft are staffed by ER24 paramedics, 
doctors and nurses with extensive training and 
experience in all forms of emergency medicine.
Further to this, ER24 Global Assist is connected 
to an expansive 
network of 
emergency service 
bodies in an 
integrated scene 
management 
system. This 
allows us to 
draw on a 
variety of related 
services when 
emergencies arise.

Ben Johnson on ER24 Global Assist 

• Access to our international 
hospital group, 

• Aeromedical services, 
• Medical concierge services, 
• Medical case management, 
• Cost containment,
• International patient management, 
• Hospital in-patient referrals, 
• Repatriation of mortal remains, 
• Comprehensive network 

of service providers 

This positions ER24 Global Assist as 
the medical services solution of choice 
on the African continent. Together 
Mediclinic International and ER24 
Global Assist are uniquely positioned 
to provide realhelprealfast. 

ER24 Global 
Assist’s integrated 
service offering 
includes: 
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US health insurer Aetna recently 
announced a new partnership with 
Apple to create health initiatives 
exclusive to iOS devices

Aetna will be combining its analytics-
based wellness and care management 
programmes with Apple products, 
including the Apple Watch, iPhone and 
iPad. The apps, which will be available in 
2017, will personalise health plans, remind 
users when to take medications and be 
integrated with Apple Wallet to pay monthly 
premiums, according to the company.
From this autumn, Aetna will also make 
the Apple Watch available to select large 
employers and individual customers at 
discounted prices, and provide the device 
to nearly 50,000 employees, who will 
participate in its wellness programme, 
at no cost, ‘to encourage them to live 
more productive, healthy lives’.

The initial solutions under development 
are reportedly among the fi rst health apps 
designed for multi-device use. “We are 
thrilled that Aetna will be helping their 
members and employees take greater 
control of their health using Apple Watch,” 
said Apple’s CEO Tim Cook. “Aetna’s new 
initiatives will be a powerful force toward 
creating better customer experiences in 
healthcare, and we look forward to working 
with Aetna to make them successful.” 
Aetna chairman and CEO Mark Bertolini 
expressed his excitement at the 
partnership: “We are incredibly excited 
to use iPhone, iPad, and Apple Watch to 
create simple, intuitive and personalised 
technology solutions that will transform 
the health and wellness experience for 
our members. This is only the beginning 
– we look forward to using these tools to 
improve health outcomes and help more 
people achieve more healthy days.”

Irish private health insurer Vhi recently 
entered into a new partnership with Best 
Doctors, through which it will provide a 
‘Second Opinion for Kids’ service to its 
customers. According to Vhi, the new 
service ‘will ensure families can access 
an in-depth, expert review of their child’s 
diagnosis and proposed treatment plan, 
off ering reassurance to families at what 
can often be a distressing time’. Among 
the benefi ts that Best Doctors can off er 
as part of the partnership is access to 
a worldwide network of over 53,000 
doctors covering over 450 specialties.
“We know that when a child is ill it leads 
to huge stress for the whole family,” 
said Declan Moran, Vhi’s director of 
marketing and business development. 

“With the introduction of the second 
opinion service, families with Vhi will have 
access to the world’s leading experts 
in paediatrics to provide them with the 
peace of mind that comes with knowing 
their child is receiving the best treatment 
possible. [We] chose Best Doctors 
based on its panel of world-leading 
doctors and its depth of expertise in 
paediatrics and child-related conditions.”
Dominic Howard, European director 
at Best Doctors, meanwhile, said 
that the partnership was ‘an exciting 
development’, and one that ‘underlines 
our determination to continue growing 
Best Doctors’ expert second opinion 
and medical information business not 
only in the UK but across Europe’.

New initiative may revolutionise the consumer health experience

Th e kids are alright

Australia-based health insurer nib has 
launched a new plan specifi cally for 
expatriates, to cater for the increasing 
number of Australians working as globally 
mobile employees. The cover has been 
developed with AXA PPP International, 
and is designed to compliment other 
plans from nib, including international 
student and short-term travel coverage.
“Many people assume that travel insurance 
is all they will need when they go overseas,” 
said David Kan, nib’s group executive 
for international and new business, “not 
realising that it is really only designed for 
short-term trips and generally for medical 
emergencies. For overseas stays longer 
than 12 months, international health 
insurance such as nib Expatriate Health 
Insurance provides additional peace of 
mind that not only medical emergencies are 
covered but also non-emergency services 
including GP visits, dental and physio.”
While expat Australians may welcome this 
new cover, recent polling commissioned 
by the Medical Technology Association 
of Australia (MTAA) and undertaken by 
ReachTEL suggests that Australians in 
general are looking to discard – or at least 

downgrade – private health insurance due 
to rising prices and a perceived lack of 
value for money. According to the polling, 
nearly 70 per cent of Australians with private 
health cover are thinking about getting rid 
of it. Eighty per cent, meanwhile, think that 
health insurers put profi t before patients, 
and over 90 per cent fear that insurers are 
trying to ‘Americanise’ Australia’s health 

system in order to protect their bottom line.
“Our industry accounts for 14 cents in every 
dollar paid in reimbursements by private 
health insurers under their hospital cover 
policies,” said Susi Tegen, chief executive 
of the MTAA. “If we’re going to be serious 
about helping deliver a sustainable and 
transparent healthcare system, we need 
to look at the other 86 cents that’s driving 
up premiums, and more importantly 
the risk model the industry utilises.”

Th e state of cover down under

A new report shows that the 
number of Saudi Arabian citizens 
covered by health insurance plans 
is rising

Saudi Arabia’s Council of Cooperative 
Health Insurance (CCHI) recently released 
a report showing that at the end of 2015, 
the number of people in Saudi Arabia 
participating in health insurance plans 
had risen to 10.78 million, a 12-per-cent 
increase compared with the previous year. 
Of these, 3.19 million were Saudis and the 

remaining 7.59 million were foreigners. 
Gross health insurance premiums, 
meanwhile, reached SAR18.9 billion (US$5 
billion) at the end of 2015, an impressive 
25-per-cent increase compared with 2014. In 
terms of market share, Bupa Arabia, Tawuniya 
and Medgulf accounted for 79.3 per cent, 
with 38.6 per cent, 25.9 per cent and 14.8 
per cent respectively. The report also noted 
a four-per-cent increase in the number of 
accredited health service providers in the 
Kingdom of Saudi Arabia in 2015, with a 
total of 2,569 of these operating in total.

Saudi Arabian citizens get involved Indian policyholders underinsured
Fifty-one per cent of health insurance 
policyholders in India are, according 
to health insurer Apollo Munich, 
underinsured – that is to say, they 
have purchased coverage that doesn’t 
suffi  ciently meet the potential needs 
they may have in the event of a medical 
emergency. The insurer came to the 
conclusion after analysing 700,000 
policyholders across 82 diff erent Indian 
cities. Fifty-two per cent of men were 
found to be uninsured, and 46 per cent of 
women. Underinsurance was found to be 
more prevalent among policyholders aged 
45 and over, with 62 per cent of these 
lacking an appropriate level of coverage.
Awareness and penetration of health 
insurance is improving across India, but 
many choose the cheapest available 
policy, rarely taking the time to ensure that 
the coverage they select is appropriate 

for them. Many policyholders also do 
not upgrade their sum insured as they 
get older, or as their needs change. 
The highest proportion of underinsured 
people were in South India.

many people assume that travel 
insurance is all they will need when they 

go overseas ... not realising that it is 
really only designed for short-term trips
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According to Ipsos Global 
Adviso, eight out of 10 travellers 
have felt that their personal 
safety might be threatened 
while abroad, and 71 per cent 
of executive travellers have 
experienced a medical issue 
while abroad. In response to this, 
BSI has introduced a new code 
of practice to help organisations 
protect their travelling employees

The business standards company has 
published PAS 3001:2016, or Travelling for 
work – Responsibilities of an organization 
for health, safety and security – Code of 
Practice. It was developed in association 
with medical and travel security risk 
company International SOS, and provides 
advice for organisations so that they may 
eff ectively address the health, safety 
and security issues surrounding globally 
mobile employees. Recommendations 
include how to develop, implement 
and evaluate policies, identify threats 

and hazards, assess risk and manage 
incidents, should they occur.
“Global mobility has had a dramatic 
change on the way that we work today, 
aff ording both workers and organisations 
much greater fl exibility but at the same 
time creating new risks,” said Howard 
Kerr, chief executive at BSI. “These risks 
must not go unchecked and, aside from 
everyday risks, there may be a signifi cant 
diff erence between an assessed medical 
risk and an assessed security risk for 
a given location. These diff erences 
highlight the complexities organisations 
face when preparing workers for travel.” 
On average, almost one in three business 
trips abroad involve a destination with 
higher security or medical risks than 
the employee’s home country. The new 
code of practice from BSI has been 
designed for use by any organisation with 
travelling employees, be they workers, 
volunteers, contractors, subcontractors 
or students. It is also applicable to 
companies that provide health, safety 

Improving protection for employees

and security assistance to others, and 
can be used either on its own or as part 
of an existing health and safety process. 
“We are in the business of helping 
organisations achieve their objectives 
while reducing risks to their people,” 
commented Arnaud Vaissié, chairman 
and CEO of International SOS. “Our goal 
in supporting PAS 3001 was to share 
our experience in travel risk mitigation 
and the lessons we’ve learned. While 
organisations have begun to consider 
response plans in the event of major 
catastrophes, we fi nd the main risks to 
travellers are everyday incidents like petty 
crime, road accidents and falling ill. That’s 
why it’s so important that organisations 
don’t wait until the next crisis and have 
a support plan and network in place to 
safeguard their mobile workforce.”

Australia 
off ering gender-
neutral option 
on forms
HIF, a health insurer based in Perth, 
Australia, recently became the fi rst 
insurer in the country to formally 
recognise customers who do not 
identify as male or female.
The fi rm will allow customers to list 
their gender as ‘other’ on forms and 
will off er the title of Mx, which does 
not indicate gender, as an option.
“HIF members may select the ‘other’ 
gender option if they choose to identify 
as neither male nor female, including 
(but not limited to) those who are 
agender, androgyne, bi-gender, gender 
fl uid, intersex, neutrois, non-binary, 
pangender or transgender,” said HIF 
managing director Grame Gibson.

Allianz Worldwide Care (AWC) recently 
launched a new advertising campaign aimed 
at expatriates. Themed around ‘things you 
can’t leave behind’, the heartstrings-tugging 
advertisement features a boy and his pet dog 
(rather like those pictured). The boy and his 
family are relocating to another country, and 
at fi rst it seems that the poor pup may be left 
behind, but happily he is reunited with the 
boy once the family reaches its destination.

“This heart-warming clip highlights many 
of the challenges families face when they 
make the decision to move abroad,” said 
Alexis Obligi, AWC’s director of sales and 
marketing, “[such as] leaving a home they 
love to fi nd a new one in another country, 
concern about how their kids will adapt to 
a new life and, of course, fi guring out how 
to take care of the most important things, 
from the family dog to your family’s health.”

New expat campaign from AWC
In September, Bupa Australia had to 
apologise to a number of its private 
health insurance customers, after fi nding 
that the assessment process it used to 
review some cases involving pre-existing 
medical conditions was not functioning 
properly. Bupa found that some claims 
made between January 2011 and May this 
year were rejected without review – but 
medical reviews of pre-existing conditions 
should occur as part of the process. A 
team of doctors is now looking into the 
rejected claims, and reimbursements 
will be made where necessary.
“We apologise unreservedly to any 
of our customers whose claims turn 
out to have been rejected in error,” 
said Dr Dwayne Crombie, managing 
director of Bupa Health Insurance. 
“There has been a breakdown in 
process which we are now remedying. 
We will promptly reimburse anyone 
whose claim was rejected wrongly.”

Bupa off ers apology

Global mobility has had a dramatic change on the way that we 
work today, aff ording both workers and organisations much greater 

fl exibility but at the same time creating new risks

While private medical insurance (PMI) is 
generally regarded as a valuable employee 
benefi t by staff  – and one that is commonly 
utilised – according to Jelf Employee 
Benefi ts, other health and wellbeing benefi ts 
are much less popular and struggle to step 
into the spotlight. Employee assistance 
programmes (EAPs) and cash plans were 
two examples cited by Jelf that, while they 
are growing in popularity with employers, 
have yet to break through widely with staff .
Jelf identifi ed what it believes to be fi ve 
key reasons why some employers are 
having diffi  culty engaging their employees 
with regards to these benefi ts:
• Employees don’t know that they exist.
• Management itself isn’t buying in, making 

it even more of a struggle to engage staff .
• Employees are not encouraged 

to ask questions.
• Companies have not established a strong 

enough culture of health and wellbeing.
• Benefi ts are not relevant enough.

“Both corporate-funded and voluntary 
cashplans are some of the fastest growing 
healthcare benefi ts,” said Matthew Judge, 
technical director for Jelf Employee 
Benefi ts, “and one of the best solutions 
when providing healthcare to the uninsured 
population. So it’s a great fi rst step for 
a company to off er such benefi ts, but it 
is just a fi rst step. The measure of their 

success is how well they’re utilised, and 
generally companies that see the best 

utilisation are those that communicate 
them well, include relevant benefi ts 
and proactively encourage take-up.”

Why aren’t employees engaging with healthcare benefi ts?

The measure of their success is how 
well they’re utilised
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Your best partner in Portugal 
for world-class private healthcare services
With 9 hospitals and 8 outpatient clinics with urgent care, 
HOSPITAL DA LUZ offers greater geographical coverage 
through the largest private hospital group in Portugal,  
which includes Hospital da Luz Lisboa, the biggest and best 
in class private hospital in the country.

Delivering excellence and innovation through the 
integration of patient care, research and advanced training, 
HOSPITAL DA LUZ moves medicine forward with high-end 
technology, placing great value on team medicine and 
multidisciplinary cooperation. 

Our experience in working with global insurance  
and assistance companies guarantees a cost-effective,  
quality driven solution for international clients through  
the ease of one multiunit agreement supported  
by internationally focused relationship managers.

Our International Patient Services provides personalized support 
throughout the process of care with consideration for the needs 
and particular concerns of expats, travelers, evacuation cases, 
and other patients who travel to us for planned care.

For further information, including advice on how  
to partner with us, call +351 213 138 260 or email 
intlpatientservices@luzsaude.pt

ÁGUEDA | AMADORA | AMARANTE | AVEIRO | ÉVORA | GUIMARÃES | LISBOA | OEIRAS | OIÃ  
PORTO | PÓVOA DE VARZIM | SETÚBAL | VILA NOVA DE CERVEIRA | VILA NOVA DE GAIA

hospitaldaluz.pt luzsaude.pt

mailto:intlpatientservices@luzsaude.pt
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social
getLet’s

Travel insurers are slowly coming 
round to social media, but without an 
audience eager to interact with them, 
how and why should insurers be using 
such platforms to attract customers? 
Anthony Rawlins scrolls through the 
newsfeed looking for answers >>
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Once the realm of the young and 
digitally literate, social media has 

in 2016 grown to become one of the 
most demographically diverse cultural 
phenomena. As you might expect, a 
massive 91 per cent of adults aged 16 to 
24 are active daily on social media. But 
it might surprise you to know that this is 
also true for 23 per cent of those aged 
65 and over, and 51 per cent of those 
aged 55 to 64. Indeed, with so many UK 
adults now active users of social media 
on a day-to-day basis, its impact on how 
businesses and individuals interact with 
one another cannot be overstated. 
Given these usage statistics, why aren’t 
more insurers – travel or otherwise – 
currently engaging with social media 
and making a concerted effort to interact 
with potential fans and customers? 
Without mentioning names, even the 
biggest global players in insurance post 
infrequently to Facebook pages plagued 
by poor customer ratings and even poorer 
customer service records. 

The challenge for insurers
Compelling usage statistics and 
engagement figures aside, there is 
one obstacle travel insurers, and the 
assistance industry more generally, will 
always come up against: perception. It’s 
fair to say that the insurance industry 
hasn’t always benefited from positive 
press and customer sentiment, and it’s 
difficult to imagine a consumer interacting 
with a travel insurer in the same way they 
do their favourite retailer or even the tour 
operator organising their travel. 
The holy grail of social media 
engagement, naturally, is the continuous 

positive engagement experienced 
by the very best consumer brands. 
Unfortunately, universal perception of 

insurers isn’t something that’s likely to 
change. Insurance isn’t glamorous and 
it isn’t a product with physical presence, 
so important in establishing value for 
customers. Even renewal contracts are 
a source of financial frustration rather 
than excitement, whether the customer 
is happy with their product or otherwise. 
The bottom line is that meaningful 
engagement on social media is very hard 
for insurance brands, however relevant 

the content.
Perception, frustration and strict 
regulations mean that traditional 
engagement – likes, shares, comments 
and so on – is not a viable social 
media tactic for insurers, not even in 
niche sectors like travel insurance, and 
accepting that is the first step towards 
understanding what does and doesn't 
work for insurers on social media. 
But social media can definitely deliver 

there is one obstacle 
travel insurers … 
will always come up 
against: perception

Base 
 

Cologne Bonn Airport 
Germany (EDDK / CGN) 

eMail 
 

ambulance@malteser.org 

 

24 / 7 
Air Ambulance  

Service: 
 

+49 (0) 221 9822 333 
 

Partnership since 1992 

mailto:ambulance@malteser.org
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2499 Glades Road, Suite 106B
Boca Raton, FL 33431

Toll Free: 1.877.451.8063
Toll Free Fax: 1.877.451.8063
International: 1.561.451.8063

www.commercialmedicalescorts.com
info@commercialmedicalescorts.com

Receive a request

Coordinating the evacuation

Preflight medical assessment

Transportation to the airport

Navigating through the airport

Monitoring our patients in flight

Transportation to the final destination

Home sweet home

returns for the insurance industry. So if 
engagement is off the table, what’s going 
to replace it?

Lead generation apps
Beyond engagement, as described 
above, there is a different approach 
insurers can use to interact with 
potential customers and feed many of 
them directly into sales funnels. Lead 
generation is a tactic that has been used 
on social media to impressive effect 
across verticals, including insurance and 
financial services. 
This approach works by reaching an 
audience through targeted social media 
advertising, and immersing them in your 
brand story via an application installed 
on your Facebook page. Made effective 
through incentivisation – prize draws, 

for example – an application could 
be anything from a simple and brand-
educational quiz, to more complicated 
games and interactive approaches. 
Whatever the app’s design, the end-point 
is new customers opting to enter their 
contact details and personal preferences 
in return for competition entries. This 
data can then be used to nurture leads 
and convert them into paying customers. 
There are two very clear tactics that can 
be employed to achieve such an outcome: 
email and advertising.
The first of those is fairly self-explanatory. 
It’s likely you already engage in a 
conversation with your customers – 
paying or lapsed – via email, probably 
in the form of a monthly newsletter or 

similar. If that’s the case, simply feed the 
collected data into your email marketing 
software, using addition preference 
information to create segments featuring 
tailored offers or content. 

Targeted advertising
Bringing things back to social media, 
platforms like Facebook and Twitter 
offer some of the most sophisticated 

advertising options anywhere, digital or 
otherwise. Facebook, the clear industry 
leader, lets brands easily target any 
audience with key messaging. You can 
very quickly create a ‘custom audience’ 
using the Facebook advertising platform 
to target individuals based on age, 
gender and any number of interests 
and preferences. 
But what’s perhaps more interesting is 
what you can achieve with existing data 
you may have, and the new data you’ve 
recently captured. This information can 
be fed back into Facebook – safely, 
as it is secured before use – to create 
a ‘lookalike audience’. This audience 
matches data with its associated profiles 
and creates an expanded audience based >>

traditional 
engagement – 
likes, shares, 
comments and 
so on – is not 
a viable social 
media tactic 
for insurers

data can ... be used 
to nurture leads and 
convert them into 
paying customers

http://www.commercialmedicalescorts.com
mailto:info@commercialmedicalescorts.com
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on that information. This data can then be 
used to deliver key messages to targeted 
audiences, generating brand awareness 
and web visits.
Taking advertising sophistication one step 
further, Facebook now allows you to track 
website visits and activity via a tracking 
pixel (installed on your website) . With this 
information, you can further target users 
based on the content they’re interested 
in and where they are in the buying cycle, 
and this level of targeting means that your 
audiences can very directly be nurtured 
into paying customers, providing your 
messaging is right.

Strategic importance
Naturally, any tactic employed on 
social media will always perform 
better in the context of a clearly 
thought out and defined social media 
strategy, implemented company-wide. 
Ideally, tactics will be implemented in 
combination with one another to amplify 
their impact, and a properly researched 
strategy is vital in effectively bringing each 
activity together.
Fundamentally, any social media strategy 
for the insurance industry – travel insurers 
in particular – will be based on a firm 
understanding of yearly booking patterns. 
As mentioned above, engagement with 
insurance customers will be difficult 

>>

any social media 
strategy for the 

insurance industry … 
will be based on a firm 
understanding of yearly 

booking patterns

at the best of times, so you’ll need to 
frame your strategy in the context of an 
understanding of booking peaks.
It’s likely, as an insurer, you’ll already have 
booking data to hand. The next step is 
to use this information to develop and 
flesh out a social media content calendar. 
Focused around the months immediately 
before and after your sales peak, your 
content – supported by advertising and 
retargeting – should be designed to feed 
interest and send your peak higher. This 
content calendar should account for any 
offers available before and after your sales 
peak, promoting them to new customers 

collected via social media.
Finally – and this is an area many fall 
down in – your strategy should take into 
account performance of advertising and 
leave room for optimisation during a 
campaign and ahead of the next. Learning 
constitutes an incredibly important part 
of any social media strategy, and ignoring 
the successes and shortfalls of activity will 
result in the same costly mistakes being 
made time and again.

A note on customer service
Above, it was noted that meaningful 
engagement was unlikely to happen for 

insurers on social media. But just because 
it’s not viable as a business tactic doesn’t 
mean that your strategy shouldn’t make 
provision for handling customer service 
requests and enquiries. Social media, 
after all, is becoming the primary channel 
for customer support.
For that reason, any good social media 
strategy will include an engagement 
framework defining how customer service 
requests are handled and escalated 
through your company. Perhaps only a 
handful of customers will engage with 
you directly on social media, but any 
complaints have to be handled properly, 
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Water Security: The New Principal Global Threat
Water is vital to life and all business operations. Whether it’s individuals traveling across the globe, operations abroad, our food and 
drinking water, or pharmaceutical, energy, or other production industries, current issues of water security and future concerns over water 
scarcity will touch us all. Water security means much more than maintaining the safety and integrity of water treatment plants. Globally, 
there are many countries that lack improved water resources for more than 30 percent of their population. A clean and reliable water 
supply significantly impacts health and quality of life. iJETs Health Security Assessment Ratings view Water Security as an integral 
component of assessing a country's overall health.

Health and environmental 
experts consider the current and 
future status of our water supply 
to be one of the principal global 
risks this year, and in the next 
few decades.

POWERED BY iJET

Additional Resources:

• BLOG POST: World Water
Week: How Preparations Today
Can Mitigate A Crisis
Tomorrow

• WHITE PAPER:  Water
Security: The new principal
global threat

• VIDEO: The Future of Water
Security

• Learn more about iJET’s Full
Suite of Intelligence Offerings.

POWERED BY Your solution. Enhanced. 

Key to every partnership model is Powered by iJET’s expertise, 
choice and collaborative approach 
to enhancing your solution.
Powered by iJET is dedicated to partner success. Whether you’re 
closing a market gap or creating a competitive edge, choose our 
expert offerings to enhance your solution:

• Intelligence & Data Syndication: global alerts, location intelli-
gence and risk ratings, combined with shared 
profile and location data.

• Enhanced Services: global hotline, response and assistance 
services, along with assessments and advice from analysts.

CONTACT US for more information at pbiinfo@ijet.com
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Considerable concerns exist over Potential 
threats to water sources and effective water 
delivery. Many countries and non-govern-
mental organizations are looking for 
solutions to the problems of water security, 
which are only expected to increase unless 
intervention and innovation takes place now.

“Water Security” refers to the availability of 
safe water, per person, per annum, as well as 
the percentage of a given population that has 
access to improved water sources, according 
to many environmental groups and authori-
ties. Safe water is considered to be free from 
frequent or consistent pathogens that are 
responsible for severe human diseases, 
chemicals, or radiological threats. Water can 
become “insecure” through the misuse of 
freshwater resources, exponential urbaniza-
tion, climate change, pollution, infrastructur-
al failure, or lack of economic support.

Water security challenges, ranging from 
misuse to increased urbanization, climate 
change, and pollution, have threatened many 
countries’ Millennium Development Goals. 
Technology, poor access, geopolitical 
interference, and pricing controls contribute 
heavily to the fact that many worldwide lack 
the ability to treat water for use.

Water scarcity and insecurity is a far-reach-
ing global problem and is expected to 
become worse without immediate interven-
tion by global stakeholders, as well as 
individuals. Multiple factors are affecting 
the world’s potable water supply, including 
climate change, urbanization, mismanage-
ment, and natural and man-made disasters. 
Improvements in technology, the advent of 
desalination facilities, improved piping and 
pumps, changes in agricultural methods, and 
the commoditization of water so that its 
value is recognized, are beginning to 
mitigate many of the risks. Nevertheless, 
these methods will require further advance-
ment, and those areas expecting significant 
population growth in the next few decades 
must plan for the additional demands on 
their infrastructure now.
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Founding Digital Visitor in 2005, Anthony Rawlins has 
driven the organisation from its travel-focused roots to 
become one of the UK’s leading social media and digital 
agencies. Anthony is an established thought leader on the 
eff ective use of social media marketing for business. He’s 
spoken at major events around the globe and is recognised 
as an award-winning entrepreneur for his creative yet 
commercially focused strategies.  

professionally and quickly. Doing so will 
stymie brand damage and keep a handle 
on your reputation, such an important 
factor for the insurance industry.

How should insurers measure ROI in 
social media?
Naturally, social media – like every 
other marketing channel – has to drive 
a business benefit. Value absolutely has 

to be shown. Happily for insurers, it’s 
relatively easy to track traditional metrics 
on social media. Utilising the functionality 
of platforms like Facebook in conjunction 
with analytics platforms like Google 
Analytics, you can track and assign value 
to conversions, and even track progress 
to conversion through your website.
What’s a little more difficult, however, 
is assigning value to the awareness 

generated on social media. For instance, 
how do you track customer decision 
making if they choose not to take an 
action on your Facebook page, but 
are reminded of your business further 
down the line? Unfortunately, there’s 
no immediate answer to this, but 
technologies are currently advancing 
apace and testing is now being done on 
social media attribution frameworks that 
will soon be able to better track true ROI 
from social media.

And finally
What’s clear is that social media is 
absolutely a viable channel, with the 

potential to deliver significant returns 
for travel insurers if utilised properly. 
Unfortunately, due to the nature of the 
insurance industry and how it’s perceived 
by customers, many traditional social 
media tactics simply won’t deliver the 
expected results, so insurers should 
instead view social media as a channel 
for lead generation, brand awareness and 
nurturing, using a strategic framework. 
Understanding peak booking times and 
actions is fundamental to this approach, 
and a carefully considered and promoted 
content calendar will enable insurers to 
increase and extend the peak of their 
booking season. ■

testing is now being done on social media 
attribution frameworks that will soon be able 
to better track true ROI from social media
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laughing
No

matter
Ignorance is no defence for travellers who fall foul of local customs and 

laws against behaviour that they may assume is as acceptable abroad as it 
is in their home country, as Robin Gauldie (politely) reports

Marmaris resident told a British 
newspaper. “The local boys wanted 
to kill him for being so insulting.” 
More recently, a misjudged jape last 
year resulted in the jailing and fining 
of four young visitors (one Dutch, one 
English and two Canadian) to Malaysia, 
who stripped off for selfies atop Mount 
Kinabalu, a mountain considered 
sacred by many Malaysians. Actions 
such as these – seemingly innocent to 
those taking part in them – occur the 
world over on a regular basis, landing 

travellers in need of legal representation 
and assistance from their insurer.

Putting one’s foot in it
Ironically, travellers are at most risk 
of offending in destinations that 
appear superficially sophisticated 
and hedonistic. Few visitors to Iran 
or Saudi Arabia, for example, can be 
unaware of their strict laws, but in some 
seemingly easy-going destinations 
it’s alarmingly easy to break the 
law without even trying. Penalties 

What may be seen as a merry 
prank in one country may 

cause grievous offence in another. 
For example, in 2009 when a British 
holidaymaker in Marmaris dropped 
his pants in front of a statue of  Kemal 
Ataturk, he may have expected, at 
worst, a stern warning if caught. In 
actual fact, he was jailed, deported 
and banned from returning to 
Turkey – a verdict that some Turks 
felt was too lenient. “He's lucky it 
was the police that took him,” one >>
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can seem disproportionately harsh, and 
it can be difficult for first-time visitors 
to distinguish acceptable behaviour 
from acts that will cause offence.
In much of the Middle East and North 
Africa, it's not unusual to see two 
(straight) men strolling hand in hand. 
But for mixed-sex couples, public shows 
of affection are often frowned upon, 
including popular destinations such 
as the United Arab Emirates. The UK 
Foreign Office advises travellers to the 
UAE that while married couples holding 
hands ‘is tolerated’, all other open 
displays of affection, such as kissing and 
hugging, are ‘generally not tolerated’.
And the UAE is not the only country 
where visitors need to be aware of 
strict laws that, if broken, may lead to 
deportation, imprisonment and a criminal 
record. “Swearing in certain locations 
in Australia lands you a $500 fine,” says 
Mike O'Halloran, head of operations at 
Northcott Global Solutions. “Wearing 
camouflage clothes in Grenada could land 
you in jail for a year. Not carrying ID in 
Japan can land you in prison for 23 days. 
Wearing swimwear outside the beach 
area in Spain lands you a €600 fine. The 
list goes on throughout the world.”
This summer, several French resorts 
banned the burkini, an all-over swimusit 
worn by some Muslim women. In Arizona, 
it’s perfectly acceptable to walk down 
Main Street with a Colt .45 pistol on your 
hip –  but carrying an open can of Colt 
45 malt liquor along the same street (or 
almost anywhere in the US) could earn 
you a night in jail. ‘Open carry’ is one 
thing, but ‘Open container’ is another. 

Alcohol is severely restricted in Utah, 
for example, America's most strait-laced 
state, but it’s only a couple of hours drive 
from the state line to anything-goes Las 
Vegas. Younger visitors to the US from 
the UK, where the minimum legal age for 

alcohol purchase is 18, find they can't 
buy alcohol until they're 21. Over-21s 
may buy cannabis for recreational use in 
some US states but may be breaking the 
law if they do so elsewhere in the US.   
Similar confusing variations apply 
in many other countries. In the UAE, 
alcohol is legal in Dubai and Abu Dhabi, 
but illegal in neighbouring Sharjah, for 
instance. In Malaysia, booze is banned 
in the conservative states of Kelantan 
and Terengganu, while elsewhere 
in the country it's widely available to 
non-Muslims, but not to Muslims. An 
expat or visitor who buys a beer for a 
Malaysian Muslim chum breaks the law.

Where capitalism meets conservatism
The UAE has become a hot spot for 
cases in which travellers find themselves 
unwittingly on the wrong side of the 
law. “The UAE features heavily because 
it is the crossroads where capitalism 
meets conservative ideology,” explains 
Mike O’Halloran, head of operations 
at Northcott Global Solutions. Dubai 
draws vacationers, corporate travellers 
and expatriates from all over the world, 

he points out – but its cosmopolitanism 
is only skin deep. “Holidaymakers who 
last year were partying, openly drinking 
alcohol and sunbathing naked in Spain 
assume that the higher price of their 
holiday in Dubai permits at least the same 
level of acceptance,” says O’Halloran.
The UAE’s strict laws have seen a rise in 
tourists imprisoned for seemingly minor 
offences, often connected with social 
media, he explains, citing the case of 
Scott Richards, detained earlier this year 
after publicising a US-based charity on 
Facebook. It is illegal to advertise charities 
in the UAE without authorisation. “These 
kinds of cases are occurring in the UAE 
because it has become such a popular 

destination for tourists and expats who 
are drawn by the image of the Emirates 
as a modern, prosperous country, and 
they may be assuming things about the 
legal system and cultural values of the 
UAE based on that image,” says Radha 
Stirling, CEO of Detained in Dubai, a 
UK-based non-profit legal consultancy.
Others who have fallen foul of UAE law 
include an American architect, Robert 
Blake, detained in Abu Dhabi in 2014 
for photographing a public building, and 
Australian expat Jodi Magi, arrested and 
deported from Abu Dhabi in 2015 after 
posting a picture online of a car parked 
across two disabled parking spaces 
outside her apartment. In Blake’s case, 

some seemingly easy-going 
destinations it’s alarmingly easy to 
break the law without even trying

>>
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his subject was reportedly one of a 
number of buildings that are off-limits to 
photographers. Magi was charged under 
the UAE’s 2012 Federal Anti-Information 
Technology Crimes Law, which prohibits 
taking any picture and posting it on 
the web without explicit permission.
The social media boom has also 
contributed to a substantial increase in 
the number of defamation cases filed in 
the UAE, according to Sara Khoje and 
Rebecca Ford, employment partners 
at the Dubai offices of global law firm 
Clyde & Co. Such cases may be brought 
under the UAE's Cyber Crimes Law 
(Federal Laws 3 and 5, introduced in 
2012), or under articles 372, 373 and 
378 of the UAE Penal Code, relating 
to defamation. There is no specific 
regulation in the UAE of the use of 
social media, Khoje and Ford say:
“However, careless use of social media, 
whether for a private or business 
matter, can result in criminal and civil 
liability arising. Defamatory content 
could include posting information 
about others without their consent, 
or posting photographs or videos 
without the consent of the subject.”  
In the UAE, what might seem to be minor 
infringements can escalate quickly into 
full-scale police and court involvement 
if zealous private citizens invoke the full 
force of the law, as in the recent case 
of a visitor charged with ‘offensive and 
indecent behaviour’ in a Dubai shopping 
mall after being accused by a security 
guard of breaking the Emirate's strict laws 
against cross-dressing. Like other visitors 
accused of offences in the UAE, he opted 
to plead guilty in order to reduce legal 
costs and avoid a lengthy detention. 

He was fined 5,000 dirhams (£950).
“Aside from the fact that many things 
are criminalised in the Emirates which 
expats would never think are offenses, 
there is also a problem in that the 
enforcement of laws seems to be highly 
arbitrary,” says Rahda Stirling. “Thus, 
visitors may think something is legal 
both because it is legal in their home 
countries, but also because they may 
see it taking place all around them while 
they are in the UAE. But you can never 
know when, where or against whom the 
police will decide to enforce the law.” 

Not quite so strict 
Some Muslim countries, however, are 
more easygoing in their treatment of 
visitors. “During the last decade, I don’t 
remember cases where there were real 
legal conflicts which affected tourists,” 
says Dr Asaad Mishail Riad, general 
manager of Egypt In-Touch Assistance. 
“When there is a conflict between a 

tourist and a local – for example, a taxi 
driver or salesman – or even between 
spouses, the local authorities and 
policemen tend to solve it in a smooth 
and sometimes non-formal way. As a 
medical and travel assistance company 
based in Egypt, we haven’t been 
requested more than twice by insurance 
or international assistance companies 
to intervene in similar situations.”
Some may argue that those who 
encounter legal problems while abroad 
could and should have informed 

themselves of local laws and customs 
before visiting. But that is not always 
easy. For example, the UK FCO, US State 
Department and Australian Department 
of Foreign Affairs and Trade all flag 
up UAE laws against cross-dressing, 
but fail to define what constitutes an 
offence.   Dubai's own official code of 

conduct, while laying down that shorts 
and skirts worn in public ‘shall be of 
appropriate length’ and clothing must 
not ‘indecently expose parts of the body’, 

makes no mention of cross-dressing. 
“The challenge is that most of the time, 
travellers are not aware of specific 
laws and the wider legal framework in 
the country they travel to, and it’s not 
something that travellers can always 
be expected to know about,” says 
Mark Rands, head of Intana Global. 
Legal considerations have become an 
increasingly important aspect of duty 
of care in the corporate sphere, he 
says, and are often closely aligned with 
cultural and social considerations.
He cites a high-profile case of a 
senior business executive falling 
foul of Japan's drug laws by 
carrying medication prescribed in 
her home country but treated as a 

swearing in certain locations in 
Australia lands you a $500 fine

you can never know when, where or 
against whom the police will decide 

to enforce the law

>>
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resource available to travellers. “Because we 
have been involved in so many cases like 
Scott Richards’ we realised the necessity of 
establishing a legal resource similar to, but 
more comprehensive than, a conventional 
traveller’s insurance programme,” says 
Detained in Dubai’s Radha Stirling, whose 

company offers a membership option to 
provide legal support and intervention for 
foreigners who find themselves on the 
wrong side of the law in Dubai. Members will 
be able to notify the company via a mobile 
phone app as soon as a problem occurs, 
she says: “We will be able to dispatch a 
lawyer to the police station to try to resolve 
the matter before it escalates, or if necessary 
to arrange bail. We can help members 
to obtain financial support for fines or 
legal expenses through our local contacts 
and, when appropriate, we can mobilise 
a media campaign about their case.”  
It’s a minefield out there. 
Mind how you go... ■

controlled substance in Japan:
“Companies and their staff are 
increasingly relying on corporate travel 
risk partners to provide the necessary 
insights [into such issues].” Similarly, 
he argues, leisure and business 
travellers must be made aware of the 
challenges posed by social media.
“The ease of commenting on social media 
makes it easier to break local laws and 
making travellers aware of all the rules 
and restrictions is a challenge,” Rands 
says. “Travellers need to be aware of 
the risks so they can take responsibility 
for their own actions. In the case of 
business travellers, assistance companies 
can provide travellers with specific 
information that can mitigate risk.”
According to Rands, many travellers are 
looking to social media channels for 
information and advice. “We conducted 
some research with business travellers 
recently,” he says. “When asked how they 
would most like to receive information 
regarding travel risks, two fifths (43 
per cent) chose email communication, 
followed by 14 per cent who would 
prefer a face-to-face meeting. Social 
media was third, at 13 per cent.”

What’s on offer?
Travel assistance companies and their 
partners are offering a growing range 
of services that go further to head off 
legal problems or deal with them when 
they do arise. “In a way, it is down 
to travellers’ cultural awareness and 
common sense,” says Rands. “In most 
cases the remit will be too broad to issue 
all but the most general kind of warning.” 
But travel insurers and assistance 
companies, he says, can seek to provide 

an informative framework so travellers 
can be prompted and encouraged to 
ask more specific questions in light of 
their personal travel circumstances. 
Global assistance providers such as NGS 
can offer country profiles pre-departure, 
and e-learning to advise travellers about 
local security issues and local customs 
before they even step past the custom 
gates, says Mike O'Halloran: “These 
go above and beyond usual practices 
that tour operators and travel agents 
typically give out, who don’t generally 
do the leg work for you.” NGS offers 
comprehensive pre-trip planning through 
its web-based ‘Voyage Manager’, 
a tool that provides information on 
criminal penalties, embassy locations, 
safety and security and entry and exit 
requirements, says O'Halloran: “Our 
UAE pre-departure country profile, for 
example, has a section specifically about 
local customs and restrictions. These 
list the specific risks of breaking the 
rules, plus the most common laws.”
However, he cautions, insurance is 

likely to continue generally caveating 
liability onto the insured and excluding 
cover if host country laws are actually 
broken. “The liability will remain on 
the traveller; ignorance cannot be 
an excuse. It is the impact of your 
intentions, not the intentions, for 
which you will be held to account.”
Legal helplines, then, could potentially 
become an increasingly prevalent 

Legal considerations have become 
an increasingly important aspect 
of duty of care … and are often 

closely aligned with cultural and 
social considerations

the UAE’s strict laws have seen a rise 
in tourists imprisoned for seemingly 

minor offences
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By your side
Building co-operation between assistance 
companies and cost containment providers has 
far-reaching benefits for the wider travel insurance 
industry. Mark Rands gives his insights >>
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Assistance organisations, cost 
containment companies and healthcare 
providers in the travel insurance industry 
are intrinsically linked, and working well 
together benefits end customers and 
insurers. Assistance providers’ focus is 
to ensure that patients receive the right 
care, at the right time whilst ensuring 
and enabling the right price for the 
insurer. Partnering with cost containment 
companies and building collaborative 
relationships helps to facilitate this, and, 
done well, benefits all parties involved. 
A trusting working relationship between 
assistance providers and cost containers 
is vital to ensuring the best quality 
treatment is always provided without 
losing sight of the economics. Laying 
a solid foundation for a collaborative 
partnership will require efforts from 
both parties but when done well, can be 
rewarding for both and benefitting for the 
travel insurance industry as a whole. 

Delivering value 
Managing medical incidents to deliver the 
best value is a complex process. Gone 
are the days of ‘evidencing’ savings with 
a percentage discount off an invoice. 
Today’s assistance providers deliver 
value through efficiency, customer 
satisfaction, management of clinical care 
and practices, as well as negotiated costs. 
Understanding medical risk in 
international territories, coupled with a 
keen knowledge of the local healthcare 
and regulatory systems across 
countries are integral to ensuring that 
customers and insurers get the best 
experience and outcome when it is 
needed. Ensuring appropriate medical 
treatment, at a fair and reasonable price, 
is the duty of assistance companies.
This is where the right relationship 
between an assistance company and a 
cost containment organisation can further 

enhance the overall case management. 
Having clearly defined roles that 
complement each other drives efficacy 
and manages costs for all parties involved.

Finding the right partnership
Choosing the right partners from the start 
is fundamental to building a constructive 
relationship between assistance 
providers and cost containers. Ensuring 
that the selection process establishes 
that you share the same values, visions 
and principles gives the foundation 
to a mutually beneficial, long-term 
partnership. If the companies involved 
do not share the same values, visions 
and principles, it can be challenging to 
nurture the relationship in the long run. 
Critically, price should not be the 
overriding factor. Assistance providers 
should give equal consideration to 
an array of factors in their selection 
process. They need to understand the 
political and social environments in 
different regions and demonstrate that 
understanding when selecting cost 

containment partners, asking questions 
such as ‘how do cost containers 
manage relationships and negotiate 
with hospitals?’, and ‘how do they 
demonstrate the value they can bring?’. 
It is important for assistance companies 
to know the fundamental cost of 
treatment received in order to ensure 
bills charged are fair and reasonable. 
Healthcare systems, care pathways, 
and services available vary across the 
world, but so do cost containment 

approaches. Working with the right 
partners, an assistance company can be 
informed – and able to inform – about 
current practices and trends and, as 
such, manage the value chain globally. 
Communication and transparency are 
key to maintaining and strengthening 
the working relationship. Regular 
appraisals and review of existing account 
management practices in light of changes 
in customer volumes, new healthcare 
market trends and product developments 
should be agreed before the start of 

the contract. Similarly, parameters and 
standards to measure against and 
compare should be clear and transparent, 
and best practices should include data 
sharing and data benchmarking.  

Working side-by-side
Cost containment is a much more 
sophisticated practice than it was 
20 years ago, when companies 
tended to simply pay whatever bill 
was presented to them, and only 
negotiated on particularly expensive 
ones. Assistance companies, when 
not undertaking the cost containment 
themselves, will want to make sure 
that cost containers have practices 
in place to identify and challenge 
unwarranted and unsubstantiated 
provider fees, to ensure procedures and 
treatments were medically necessary >>

robust medical case management … 
is not only intrinsic to effective cost 

containment, but more importantly to 
better patient care

cost containers will continue to be a 
crucial partner in helping assistance 

companies deliver cost-effective, high-
quality medical care to patients
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and invoices are billed appropriately. 
In addition, overcharging and overtreatment 
can be common, especially in tourist areas. 
This again changes with wider social 
and economic challenges; for example, 
hospital revenue in some tourist areas 
could be hit where travel destinations are 
shifting because of terrorist concerns. 
Assistance providers need to work closely 
with cost containers to identify practices 
and exploit potential to contain costs still 
further in high-volume tourist areas.  
In addition, telemedicine will play an 
increasingly important role in delivering 
medical and healthcare services. This 
will give assistance companies more 
flexibility in managing their costs by giving 
patients alternative access to healthcare. 
Instead of sending people to hospitals, 
for example, mobile diagnosis or a doctor 
outpatient visit can spare patients from 
having to travel to healthcare facilities 
and provide them with the right level 
of support that serves their needs. 
The relationship between the assistance 
company and cost container shouldn’t 
be seen in a purely transactional context; 

sharing data, information and adopting a 
pro-active approach is a  
pre-requisite and an investment that will 
benefit all parties. In the pursuit of best 
value, assistance companies and cost 
containers must not neglect the importance 
of being fair and reasonable to healthcare 
providers. If healthcare organisations are 
being pushed too hard by overly aggressive 
pricing pressures, this might have a further 
adverse effect on cost transparency and 

treatment quality. Cost cuttings should 
not be obtained at the cost of patients’ 
welfare and an open, receptive dialogue 
needs to be maintained with care. 

Active medical case management 
While close and productive co-operation 
with cost containers is essential, it is 
only one side of the coin. Another vital 
aspect to controlling costs is active and 
robust medical case management, as 
making the right medical decision can 
be instrumental to avoiding costs from 
incurring in the first place. This is not only 
intrinsic to effective cost containment, but 
more importantly, to better patient care. 
That means assistance companies 
need to have experienced medical 
case managers to proactively manage 
incidents. They need highly trained 
and skilled people who have medical 
expertise and proper understanding of 
hospital administration, as well as local 
regulations and billing structures.  
International clinical experience and 
medical backgrounds enables the 
team to competently and confidently 

evaluate different situations and 
direct patients to the right facilities for 
appropriate treatment. Not only will 
this help to avoid unnecessary medical 
costs, it can also provide a much 
better demonstration of patient care. 
Evaluation of all circumstances is needed 
to identify the most appropriate way of 
handling medical cases. For tourists, the 
aim is often to get them home as soon 
as possible, a corporate traveller may 

the right relationship between an assistance company 
and a cost containment organisation can further 

enhance the overall case management
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need an alternative care pathway to be 
able to fulfi l their assignment, and those 
with an international health insurance 
policy may need to have all treatment 

needs met locally. Assistance companies 
that can build a network to deliver for 
all client needs, work with the right 
partners and take a proactive approach 
in case handling according to varying 
requirements and situations, will further 
drive forward eff ective cost management. 

A comprehensive approach
Medical costs are on an upward curve 
due to internal clinical management 
costs, medical technology advancements, 
staff  bills, regulatory requirements, and 
shortfalls in state funding, to name 
just a few. Assistance companies will 
need a comprehensive approach to 
managing and controlling costs, and 
cost containers will continue to be a 
crucial partner in helping assistance 
companies deliver cost-eff ective, high-
quality medical care to patients. A close 
positive relationship between them is 
needed, as the chain involved is often 
a complex one, involving multiples 
parties including the insurers, hospitals, 
clinics, and transport and logistics 
providers. With mutual understanding, 
shared common goals and constructive 
dialogue, assistance providers and 
cost containers can support each 
other and make sure theirs is a winning 
combination for every party involved. ■

sharing data, information and 
adopting a pro-active approach is a 
pre-requisite and an investment that 

will benefi t all parties

Mark Rands is head of Intana Global, the corporate 
and specialty assistance business of Collinson 
Group in the UK. Previously director of Green Flag 
assistance group, he helped grow their medical 
assistance operation into the largest in the UK. 
Mark left in 1996 to establish Specialty Group, 
which delivered medical assistance and claims to 
Lloyd’s and the London Insurance Market, a wide 
range of corporations, affinity groups and individual 
travellers. In 2007, he sold the business but was 
persuaded to stay on to concentrate on expanding 
its worldwide assistance and claims activities. He 
joined Collinson Group in 2015 with its acquisition 
of Specialty Assist.
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We are committed to ensuring our clients that Humanity, 

Dignity and Respect is maintained at all times. AIMS provides 

an excellent needs-led service offering the most appropriate 

medical care and attention to the foreigner in crisis.

The mission of AIMS is to become the premier provider of medical 

management and assistance within South Africa and neighboring countries

How did you get started in the insurance 
industry? What was the thinking behind 
founding 1Cover Direct Insurance and how 
did you go about setting up the company?
I founded 1Cover with my two partners, Ben 
Gower and Eddie Feltham. Ben and I had been 
running an e-commerce software business 
for about five years before that, and as part 
of that we’d come across the travel insurance 
market – and as far as I’m aware, built the 
first online quote and purchase platform in 
the UK, GoSure.com, in 1999. Prior to that 
we’d built a quoting system for Trailfinders, 
but like most insurance websites at the time, 
that still led you to buy over the phone.
We had a lot of experience building online 
systems, and it was the beginning of the ‘dot 
com boom’. We had clients ranging from 
pure e-commerce businesses, through to big 
corporates like British Airways, but we saw 
in insurance a great opportunity because 
it fitted the internet perfectly – there is no 
stock, and no logistics, and people frequently 
want cover quickly, at the last minute.
Eddie was the marketing manager at Gosure, 
and was a little frustrated with new companies 
setting up and out competing it, because 
the profits weren’t being re-invested. I think 
a prime example was when Eddie had to 
call the founders of InsureandGo just after 
they launched, asking them to remove all the 
content from their website which miraculously 
was identical to that from the Gosure site…
Over a period, we decided that we’d set up 
our own business in the space. Ben is half 
Australian, and had been there at the time; the 
financial services market was ripe because 
it was five to 10 years behind the UK, but 
rapidly starting to catch up. It’s obviously a 
smaller country than the UK, but in the travel 
insurance market, it has the advantage of 
larger average premiums because travel is 
inherently a larger undertaking there.
We spoke with a number of potential 
underwriters in Australia, but settled on Allianz 
as they seemed to get what we were trying 
to do. We had a three-month setup period, 
and launched our website on 1 March 2003. 
We had a target of $1 million in our first 
year, and we ultimately beat that by almost 
double, and have grown the business ever 
since, re-investing our profits along the way to 
ensure we stayed ahead of the competition.

In what ways do you think your 
previous work experiences prepared 
you for entering this new industry?
One of the good things about the industry at 
the time was that it allowed us, with relatively 
little experience of insurance itself, to focus on 
our strengths – customer service, sophisticated 
e-commerce, and marketing. We were able to let 
AGA (Worldcare as it was at the time) deal with 
the claims handling, underwriting and so on, and 
we could thus both leverage each other to grow.
Because we’d worked with many different 
e-commerce companies, selling things 
ranging from flights and insurance to kitchen 
appliances and candles, we understood a lot 
of things about how to present things properly 
on the internet, the importance of customer 
service and ease of use, and of course digital 
marketing, which as a fledgling and self-funded 
business was our only route to growth.
The experience of learning all these other 
businesses meant we knew the questions 
to ask about insurance itself, and how to 
try and make things better early on. I think 
the other advantage of not coming from an 
insurance background was that we didn’t have 
pre-conceived ideas about what could and 
couldn’t be done, and could try things that 
other, more risk-averse companies would not.

1Cover currently operates in Australia, 
Canada, New Zealand, Singapore and 
the UK. What sorts of challenges do 
these different markets pose?
Lots. There’s not enough space here to go 
into the ins and outs of it, but our focus has 
always been to look into a market and try 
to understand its specific nuances before 
launching there. There are a number of products 
on the market which attempt to sell to people 
across the globe, but I don’t think they’re likely 
to be substantially successful in any market 
if they don’t deal with the local issues.
People buying insurance are paying for the 
promise to help them if things go wrong; as 
a result, trust is absolutely crucial, and most 
people won’t trust a company they don’t 
know who isn’t locally based. If you’re AIG 
you can probably get away with it, but even 
the largest travel insurers are simply not big 
enough brands in any market to be able to 
just sell into another without making the effort 
to be there – so local presence is crucial.

There are product differences which need to be 
understood, and either managed or mitigated if 
appropriate. Several Asian markets, for example, 
have an expectation of large death benefits in 
a policy, which can be very difficult – a $500k 
payout can put a hole in any loss ratio, never 
mind that of a relatively small book. Developing 
a product that works in these markets for both 
consumers and insurers isn’t simply a matter 
of copying and pasting from another market 
– you have to invest the time to get it right.

Do you have plans to expand 
into any other markets? 
We’re looking into opportunities in various other 
markets, but we won’t be launching any this 
year. Because we want to get it right, we like to 
be able to put the management time in to get a 
region launched before moving on to others.

You are also CEO of Orpheus Software. 
Can you tell us a bit about the technology 
platform that you are developing 
for the insurance industry?
Orpheus is developing a product called 
Engage, which is a CRM and quoting system 
for insurance. We’re intending to keep it 
to our own brands, and partners of our 
MGA, Coffre-Fort rather than selling it into 
the wider market. I could list any number 
of buzzwords about the technology behind 

it, but the core of it is focusing on the 
customers, and trying to optimise products 
and experience for them so that they keep 
coming back to buy from our brands.  
Of course it’s scalable, reliable and secure, and 
a lot of the impetus for the actual technology 
choices underlying it are driven by this. Finally, 
we want it to be cost-effective to run – we’re 
able to properly deploy it on the cloud, which 
has seen our infrastructure costs more than 
halve, and our ability to manage and use 
large amounts of data vastly improve.

Do you think that the travel insurance 
industry at large is lagging behind 

T h e  S t o r e y  s o  f a r

[one] advantage of not coming from an insurance 
background was that we didn’t  have pre -conceived 

ideas about what could and couldn’t  be done

ITIJ spoke to 1Cover Direct Insurance’s Pete Storey 
about innovation, technology and the challenges 
of providing insurance in diverse markets

in terms of implementation of new 
technologies? What sorts of advancements 
are there on the horizon that you think 
could push the industry forward?
I don’t think it’s lagging really – that said, 
most websites that exist today look little 
different in practice from the interface 
of Gosure.com 17 years ago.
Where there is opportunity is for products 
to be massively more optimised to the need 
of individual customers, whilst it still being 
easy for them to quote and buy. It’s about 
being able to take your knowledge about 
customers’ needs, and apply that transparently 
to every quote you give so that you don’t sell 
people things they don’t need. Customers 
don’t like to choose between five or more 
subtly different products, so by helping them 
to get the right one straight away we should 
be able to sell more policies, as people are 
covered for a higher proportion of trips.
There is of course also the rise of the ubiquitous 
smartphone, and the opportunities for improving 
processes and products throughout the whole 
lifecycle, especially in claims and assistance. 
We’ve only seen the tip of the iceberg here, 
and as people get more and more used to 
using their phones – and crucially, international 
roaming costs drop to near zero – there 
is a plethora of things we could do to cut 
administration and fraud costs, whilst being 
able to give customers far better service.

Besides technology, how do you see the 
global travel insurance industry – and travel 
cover – evolving over the coming years?
It obviously reflects travel trends more generally; 
getting products that can deal with older 
travellers and pre-existing medical conditions is 
going to be important as people live – and have 
a greater quality of life – for longer, travelling 
further and to more exotic places. Our assistance 
is going to have to keep up with that too. On 
the plus side, the world is getting smaller, and 
it’s easier to communicate with, and get help 
to people in more remote parts of the world.

What are your proudest achievements, 
both personally and professionally?
Professionally, every time we hear from a 
customer whose life we’ve helped to save, I feel 
very proud. It’s easy to get lost in the numbers 
of the insurance business, so it’s great to 
keep in mind what we’re actually here to do.
Personally, I’m very proud of the success 
we’ve made of the business.

What aspects of your role do 
you enjoy the most?
I actually enjoy the variety – one day can 
encompass planning a marketing campaign 
and deciding on creative angles with an 

agency, dealing with detailed technology 
issues, and looking at actuarial numbers to 
improve performance or products. There’s 
a really broad spectrum of things that make 
up a successful travel insurance business, 
so being willing to get involved in all sorts 
of things you wouldn’t necessarily think 
of as your speciality is very helpful.

If you could work in any other industry, 
what would you do and why?
I would have liked to have been a commercial 
pilot – it’s something I do privately and enjoy 
very much, and I think the challenge and 
lifestyle would have been great fun. ■
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Nobody likes a long-haul fl ight. Thirteen 
hours squashed between a pair of sweaty 
strangers, with only 10,000 Adam Sandler 
fi lms and some slightly undercooked 
microwave meals for company – it’s 
enough to make you totally forget how 
insane it is that you’re sitting in a huge 
metal box hurtling through the sky at a 
gazillion miles per hour. 
But at the same time, an eight-minute fl ight 
seems … well, a bit short.
Austrian airline People’s Viennaline 

recently announced that it would 
be launching the world’s shortest 
international fl ight, connecting 
Switzerland’s St Gallen-Altenrhein Airport 
with Germany’s Friedrichshafen Airport, 
a fl ight covering a measly 13 miles and 
taking less than 10 minutes. The reason? 
Well, while the two destinations are a very 
short distance apart as the crow fl ies, 
they happen to be separated by Lake 
Constance, making the trip a slightly 
longer 40 miles if one is travelling by 
car. However, will the trade-off  be worth 
it? Forty miles is certainly longer than 
13 miles, but the extra 27 seem like an 
acceptable price to pay in order to avoid 
airport security, checking in and the 
general awfulness of being at an airport. 
And, in fact, the airline does not expect 
many to travel directly between the two 
airports via this route – it will probably 
be more useful for fl yers connecting with 
other routes.
Other air routes notable for their brevity 
include the recently launched service 
between Billy Bishop Airport in Toronto 
and Niagara District Airport, which takes 
12 minutes. On the other hand, the world’s 
longest non-stop fl ight, operated by 
Emirates between Auckland and Dubai, 
takes an unbearable-sounding 17 hours.

“Welcome aboard your � ight to 
Switzerland… oh we’re already there.”

You say goodbye, I say cello
In what could be very obliquely interpreted 
as a foreshadowing of the 
confusion that may occur 
when humans travel the 
world accompanied by 
robot butlers, a musician 
recently had a bit of an issue 
with an inanimate object requiring 
a visa. A tenuous connection? 
Perhaps; but in the end, aren’t we all 
just tenuous connections? No.
Anyway. The musician, Jane 
Bevan, was fl ying between 
Zurich and Baltimore, 
and had booked a seat 
on the British Airways 
(BA) fl ight for her cello, 
presumably because she 
(understandably) didn’t 
trust baggage handlers not to 
hurl it around like a sack 
of potatoes. However, at 
check-in she was told that 
the instrument – booked 
in under the name ‘Chuck 
Cello’ – would require a 
US ESTA travel visa.
“When I arrived at the airport, 
I was told by a BA steward there 
was a problem with the booking,” said 
Bevan, speaking to the Independent 
newspaper. “I waited for half an hour 
while she spoke with her supervisor and 

was then told the check-in for the extra 
seat could not be completed because the 
system needed an ESTA visa.”
She ended up missing the fl ight, and had 
to travel the next day on a United Airlines 
fl ight – there were reportedly no problems 
on this fl ight, and the staff  even off ered to 
put ‘Chuck’ in fi rst class.
“This was a highly unusual incident,” said 
British Airways, “which arose after the 
customer booked a seat for her cello 

as a named passenger. This is what 
triggered the requirement for an 

ESTA from the US government. 
The ticket the customer booked 
through a third-party website was 

non-refundable.”
The lesson? Don’t 
anthropomorphise your stuff . 
And when you do eventually 
get that robot butler, switch 
it off  and put it in the hold 
to avoid missing your fl ight. 
Although, of course, then 
there’s the risk that the 
robot might inadvertently 
get knocked awake 
during the fl ight, go on 
a rampage and bring 
the plane down. So 
perhaps the lesson is 

… take up the cello? It’s a 
lovely instrument.

T: +1 (786) 618 1080  .  F: +1 (718) 847 0533 
Miami of�ce:  2999 NE 191st Street, Suite 608  .  Aventura, FL 33180  .  USA
Buenos Aires of�ce:  Salguero 2686, 5B  .  Buenos Aires  .  Argentina

www.mdabroad.com

Do business 
differently in 
the Americas 
with MDabroad.

24/7 Assistance Center | Complex Case Management 
Cost Containment | Claims Financing and Cash Flow Management  
International Network Services | Concierge Physicians | Telemedicine

Learn how a partnership with 
MDabroad can translate to success. 
Meet us at ITIC.
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Ace Air & Ambulance (Pvt) Ltd.
James Halsted, – Managing Director

2 Mount Road, Avondale, Harare, Zimbabwe

tel: 
tel: 

+263 (4) 302 141
+263 (782) 999 901/2/3/4

email: 
website: 

james@ace-ambulance.com  
www.ace-ambulance.com

AMREF Flying Doctors
Dr Bettina Vadera – Medical Director

Wilson Airport, LangataRoad, PO Box 18617, Nairobi, KENYA

tel: 
fax: 

+254 20 6000 090
+254 20 344 170

email: 
website: 

emergency@flydoc.org 
www.flydoc.org

Awesome Air Evac
Shane Marais – General Manager

Hanger 104C, Gate C, Lanseria Airport, Lanseria, SOUTH AFRICA

tel: +27 11 430 1777 email: 
website: 

rescue@awesomeairevac.com
www.awesomeairevac.com

ER24
24/7 Flight Desk
Cambridge Manor Office Park, Manor 1, Stone Haven Road, C/o 
Witkoppen & Stone Haven Roads, Sandton, Paulshof, SOUTH AFRICA

tel: 
fax: 

+27 (0) 10 205 3100
+27 (0) 866 781 507

email: 
website: 

flight@er24.co.za
www.er24.co.za

Medic’Air International
Dr Jean-Philippe MATTEI – Medical Director

Dar El Bacha - Tizougarine 5, 40000 Marrakech Medina, MOROCCO

tel: 
fax:

+212 5 24 38 13 88
+212 524 428 436

email: 
website: 

operations@medic-air.com
www.medic-air.com

Netcare 911 International
24/7 Flight Desk

Oracle Close, Waterfall, Midrand,1685, SOUTH AFRICA

tel: 
fax: 

+27 10 209 8392
+27 10 209 8405

email: 
website: 

flight@netcare.co.za
www.netcare911.co.za

AeroMed Asia Inc.
Lorraine Paul – International Account Management

SINGAPORE          TAIWAN            THAILAND

tel: 
fax: 

+603 7965 3883
+603 7629 8810

email: 
website: 

ops.kul@aeromed-asia.com
www.aeromed-asia.com

CareFlight International
Paul Smith – National Manager

Locked bag 2002 Wentworthville NSW 2145, AUSTRALIA

tel: 
fax: 

(+61) 2 9893 7683
+61 2 9689 2744

email: 
website: 

international@careflight.org
www.careflight.org

Flying Doctors Asia
Prithpal Singh – CEO , Director

A’Posh Bizhub, 1 Yishun Industrial St 1, #08-03, SINGAPORE, 768160 

tel: 
fax: 

+65 6483 5412
+65 6734 1338

email: 
website: 

prithpal@flyingdoctorsasia.com 
www.flyingdoctorsasia.com

LifeFlight 
Peter Elliott – General Manager – Air Ambulance

PO Box 5078, Robina Town Centre, QLD, AUSTRALIA

24/7 (int) tel: 
fax: 

+61 7 5553 5955
+61 7 5553 5965

email: 
website: 

ops@lifeflight.org.au
www.LifeFlight.org.au

Medic’Air International 每递安国际
Dr Li Tao – Medical Director

885 Renmin Road, Huaihai China Building, Room 808, 200010 Shanghai, CHINA

tel: 
fax: 

+86 2163 558289
+86 2163 558285

email: 
website: 

operations@medic-air.com
www.medic-air.com

Medical Wings
Dr.Sura Jaidwatee, M.D. – Medical Flight Manager
222 Don Mueang International Airport Office Building 3rd Floor, 
Vibhavadi Rangsit Road, Sanambin, Don Mueang, Bangkok 10210, THAILAND
24h tel: 

fax: 
+662 247 3392
+662 535 4734

email: 
website: 

m.w@medicalwings.com
www.medicalwings.com

INTERNATIONAL WEST INDIES ASSISTANCE
Marie-Yannick Agasseau – Manager
4 allée des perruches, route de l’union, 97200 FORT DE FRANCE, 
MARTINIQUE FWI

tel: 
fax: 

+596 596 701 889
+596 596 579 128

email: 
 

ste.iwia@orange.fr

AAA Alpine Air Ambulance AG
Jürg Fleischmann – CEO

P.O. Box 233, CH-8058 Zürich Airport, SWITZERLAND

tel: 
24/7 tel: 

+41 44 813 09 09
+41 44 813 10 10

email: 
website: 

soscenter@air-ambulance.ch
www.air-ambulance.ch

Air Alliance Medflight GmbH
Eva Kluge – Director of Sales & Business Development

SIEGERLAND AIRPORT, Werfthalle G1, 57299 Burbach, GERMANY

mob: 
24/7 tel: 

+49 170 366 4933
+49 2736 4428 45

email: 
website: 

e.kluge@air-alliance.de
www.air-alliance.de

AIR AMBULANCE Srl.
Carlo Gioia – CEO

Via Peppino Rossi, 23, 20093 Cologno Monzese, Milano, ITALY

tel: 
fax: 

+39 33 5775 0300
+39 02 4550 3771

email: 
website: 

Info@airambulance.it
www.airambulance.it

Air – Transport Europe, Ltd.
Milan Hoholik – CEO

Poprad-Tatry Airport, 058 98 POPRAD, SLOVAKIA

24Hr tel: 
 

+421 918 494 053
+421 52 7761 911

email: 
website: 

sales@ate.sk
www.ate.sk

AIRLEC Air Espace
Paul Tiba – Managing Director

Zone Aviation Générale, 33700 Mérignac Cidex 05 FRANCE

24Hr tel: 
fax: 

+335 56 34 02 14
+335 56 55 98 18   

email: 
website: 

paul.tiba@airlecairespace.com
www.airlecairespace.com

Capital Air AmbulanceCapital Air Ambulance - Identity

AIR AMBULANCE
CAPITAL

Pantone 874Pantone 2597C

Lisa Humphries – Sales Director

Airport House, Exeter International Airport, EX5 2BD, UK

tel: 
fax: 

+44 845 055 2828
+44 1392 350 039

email: 
website: 

sales@capitalairambulance.co.uk
www.capitalairambulance.co.uk 

DRF Luftrettung / German Air Rescue
German Air Rescue – Claim-Variante rot / schwarz

German Air Rescue

Steffen Lutz – CEO

Rita-Maiburg-Str. 2, D-70794 Filderstadt, GERMANY

24h tel: 
fax: 

+49 7007 3010
+49 7007 3119

email: 
website: 

ops@drf-luftrettung.de
www.drf-luftrettung.de/air-ambulance

European Air Ambulance
Patrick Schomaker – Director Sales & Marketing

Luxembourg Airport, B.P.24, L-5201, Sandweiler, LUXEMBOURG

24hr tel: 
fax: 

+352 26 26 00
+352 26 26 01

email: 
website: 

alert@air-ambulance.com
www.air-ambulance.com

FAI – rent-a-jet AG
Volker Lemke – Director Sales & Marketing

Flughafenstrasse 100, D-90268 Nuremberg, GERMANY

tel: 
fax: 

+49 911 36009 31
+49 911 36009 59

email: 
website: 

lemke@fai-ag.de
www.rent-a-jet.de

Gamma Air Medical LTD.
Dr. Gregory Kyriakou – CEO

5, Pylou str. Maroussi PC. 15122 Athens , GREECE

tel: 
fax: 

+30 210 284 6600
+30 211 770 4141

email: 
website: 

ops@airmed.gr
www.airmed.gr

GlobalMed International
Gert Muurling – CEO & Medical Director

Auf Roedern 7c, 56283 Pfaffenheck, GERMANY

tel: 
fax: 

+49 6742 897 425
+49 3212 100 5018

email: 
website: 

info@globalmed-international.com
www.globalmed-international.com

(A
S

IA
-P

A
C

IF
IC

)

(E
U

R
O

P
E)

A
IR

 A
M

B
U

LA
N

C
E

(A
FR

IC
A

)

(C
A

RI
B

B
EA

N
/

LA
TI

N
 A

M
ER

IC
A

)

mailto:sales@itij.com
mailto:james@ace-ambulance.com
http://www.ace-ambulance.com
mailto:emergency@flydoc.org
http://www.flydoc.org
mailto:rescue@awesomeairevac.com
http://www.awesomeairevac.com
mailto:flight@er24.co.za
http://www.er24.co.za
mailto:operations@medic-air.com
http://www.medic-air.com
mailto:flight@netcare.co.za
http://www.netcare911.co.za
mailto:ops.kul@aeromed-asia.com
http://www.aeromed-asia.com
mailto:international@careflight.org
http://www.careflight.org
mailto:prithpal@flyingdoctorsasia.com
http://www.flyingdoctorsasia.com
mailto:ops@lifeflight.org.au
http://www.LifeFlight.org.au
mailto:operations@medic-air.com
http://www.medic-air.com
mailto:m.w@medicalwings.com
http://www.medicalwings.com
mailto:ste.iwia@orange.fr
mailto:soscenter@air-ambulance.ch
http://www.air-ambulance.ch
mailto:e.kluge@air-alliance.de
http://www.air-alliance.de
mailto:Info@airambulance.it
http://www.airambulance.it
mailto:sales@ate.sk
http://www.ate.sk
mailto:paul.tiba@airlecairespace.com
http://www.airlecairespace.com
mailto:sales@capitalairambulance.co.uk
http://www.capitalairambulance.co.uk
mailto:ops@drf-luftrettung.de
http://www.drf-luftrettung.de/air-ambulance
mailto:alert@air-ambulance.com
http://www.air-ambulance.com
mailto:lemke@fai-ag.de
http://www.rent-a-jet.de
mailto:ops@airmed.gr
http://www.airmed.gr
mailto:info@globalmed-international.com
http://www.globalmed-international.com


SERVICE DIRECTORY For all Service Directory enquiries email: sales@itij.com 
or please call +44 (0) 117 925 5151 (opt. 1)

73

AirEvac International
Raul Mendoza – President  / CEO

3404 Bonita Rd, Chula Vista, Ca. 91910, USA

tel: 
fax: 

+1 619 754-6755
+1 619 330 4551

email: 
website: 

info@aeiamericas.com
www.aeiamericas.com

AMR Air Ambulance
John “Jay” Paladino – General Manager

8001 South InterPort Blvd., Suite 150, Englewood, CO 80112 , USA

tel: 
fax: 

+1 720 875 9182
+1 720 875 9183

email: 
website: 

info@AMRAirAmbulance.com
www.AMRAirAmbulance.com

 

Global Jetcare, Inc.
Bart Gray – President

16479 Runway Drive, Brooksville, FL 34604, USA

tel: 
fax: 

+1 352 799 7771
+1 352 799 7776

email: 
website: 

bart@globaljetcare.com
www.globaljetcare.com

JET ICU
Mike Honeycutt – President

2561 Rescue Way, Brooksville, FL 34604, USA

tel: 
fax: 

+1 352 796 2540
+1 352 796 2549

email: 
website: 

ops@jeticu.com
www.jeticu.com

Latitude AeroMedical Works
Diana Iaquinto – Director Sales & Medical Ops.
John C. Munro / Hamilton International Airport, 9300 Airport Rd. Mount Hope, 
Ontario, L0R1W0 CANADA

tel: 
fax: 

+1 289 426 1133
+1 289 426 1132

email: 
website: 

24.7@latitude2009.com
www.latitude2009.com

REVA Inc
Stuart Hayman – CEO
2101 W. Commercial Blvd., Suite 1500, Fort Lauderdale, 
Florida 33309, USA

tel: 
fax: 

+1 954 730 9300
+1 954 485 6564

email: 
website: 

operations@flyreva.com
www.flyreva.com

Skyservice Air Ambulance
David Ewing – Senior Vice President, Global Markets
Montreal/PE Trudeau Int Airport, 9785 Avenue Ryan, Montreal (Quebec), 
H9P 1A2, CANADA

tel: 
fax: 

+1 514 497 7000
+1 514 636 0096

email: 
website: 

alert@skyservice.com
www.skyserviceairambulance.com 

AIMS
Bernadette Breton – Chief Executive Officer
AIMS House, 3 West St, Bryanston 2191, Johannesburg, 
SOUTH AFRICA

tel: 
fax: 

+27 11 783 0135
+27 11 783 2950

email: 
website: 

operations@aims.org.za
www.aims.org.za

AMREF Flying Doctors
Dr Bettina Vadera – Medical Director

Wilson Airport, Langata Road, PO Box 18617, Nairobi, KENYA

tel: 
fax: 

+254 20 6000 090
+254 20 344 170

email: 
website: 

emergency@flydoc.org
www.flydoc.org

CONNEX Assistance
 Dr Helmy El Tanahy – CEO

Office 11, Floor 1, 6 El Sad El Aali st, Dokki, Cairo, EGYPT 

tel: 
fax: 

+202 3 336 0005
+202 3 762 0003 

email: 
website: 

alarm@connexassistance.com
www.connexassistance.com

Medical Services Egypt Ltd.
Dr. Wael Kahil – General Manager

7 El Aziz Osman St. Zamalek 11211 Cairo, Egypt

tel: 
tel: 

+33 1 70 06 05 33
+202 27 38 03 00

email: 
website: 

dr.wael@kahil.net
www.medservegypt.org

Medical Services Organisation (MSO)
Brenda Durow – General Manager - Assistance

PO Box 1578, Gallo Manor, 2052, SOUTH AFRICA

tel: 
fax: 

+27 (0)11 259 5403
+27 (0)11 259 5001

24hr email: 
website: 

assistance@mso.co.za 
www.mso.co.za

Jet Executive International Charter
Irena Dimitrijevic – Marketing & Sales
Mündelheimer Weg 50, D-40472, Düsseldorf, GERMANY
“Homebase FRA & MUC”

tel: 
fax: 

+49 211 602 7775
+49 211 602 77766

email: 
website: 

sales@jetexecutive.com
www.jetexecutive.com

Malteser Service Center
Johannes Hoischen – International Network and Repatriation

Malteser Service Center Kalker Hauptstr. 22-2, 51103 Köln, GERMANY

tel: 
fax: 

+49 221 98 22  333 
+49 221 98 22 339

email: 
website: 

ambulance@malteser.org
www.malteser-service-center.de

Medic’Air International
Dr Herve Raffin – General Manager

35 rue Jules Ferry, 93170 Bagnolet, Paris, FRANCE

tel: 
fax: 

+33 141 72 1414
+33 148 57 1010

email: 
website: 

operations@medic-air.com
www.medic-air.com

MEDICALFLY SRL

In ternat ional ambulance f l ight serv ice

Dr. Roberto Sorrentino – CEO & Medical Director
operative Base: Bari International Airport LIBD/BRI 
   office: Salerno Via Pio XI 7 - 84125 Salerno, ITALY

tel: 
fax: 

+39 320 1457567 ext.610
+39 089 3115250 

email: 
website: 

info@medicalfly.it
www.medicalfly.it

North Flying a/s
Jesper Kragelund – Sales Manager
North Flying Terminal, Aalborg Airport, DK-9400, Nørresundby, 
DENMARK

tel: 
fax: 

+45 9632 2900
+45 9632 2909

email: 
website: 

jkr@northflying.com
www.northflying.com

Quick Air Jet Charter GmbH
Philipp Schneider – Account Manager

Hangar 3, Cologne Airport, 51147 Cologne, GERMANY

tel: 
fax: 

+49 2203 955 700
+49 2203 955 7020

email: 
website: 

ops@quickair.de
www.quickair.de

Redstar Aviation
Mr. Emre Dursun – Accountable Manager
Kurtkoy Mah. Baskale Sokak No: 2/4, 34912 Kurtkoy, Pendik, 
Istanbul, TURKEY

tel: 
fax: 

+90 216 560 0 772
+90 216 560 0 770

email: 
website: 

redstar@redstar.com.tr
www.redstar.com.tr

Swiss Air-Rescue (Rega)
Stefan Becker – Head of Corporate Development

Rega-Center, PO Box 1414, CH-8058 Zurich, SWITZERLAND

tel: 
fax: 

+41 44 654 33 11
+41 44 654 33 22

email: 
website: 

stefan.becker@rega.ch 
www.rega.ch

Tyrol Air Ambulance
Manfred Helldoppler – Managing Director 

Fuerstenweg 180, A-6026 Innsbruck-Airport, AUSTRIA

tel: 
fax: 

+43 512 22422 100
+43 512 288 888

email: 
website: 

taa@taa.at
www.taa.at

Aeromedevac Air Ambulance
 Adam Williams – President

Gillespie Field Airport, 681 Kenney Street, El Cajon, CA 92020, USA

toll free: 
fax: 

+(800) 462 0911
+(619) 284 7918  

email: 
website: 

awilliams@aeromedevac.com
www.aeromedevac.com

Air Ambulance Worldwide
Mark Jones – CEO

35246 US Hwy 19 N #210 · Palm Harbor, FL 34684, USA

tel: 
fax: 

+1 727 781 1198
+1 727 786 0897

email: 
website: 

mjones@airambulanceworldwide.com
www.airambulanceworldwide.com

AirMed
Brandon Bates – Sr. Director Global Strategy & Partner Relations

950 22nd Street North | Suite 800 | Birmingham, AL 35203, USA

tel: 
fax: 

(800) 356-2161
(205) 443-4841 

email: 
website: 

Brandon.bates@airmed.com
www.airmed.com
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AA International
Sharon Tan – Group Managing Director

ASIA

tel: 
fax: 

+603 7965 3883
+603 7629 8288

email: 
website: 

marketing@aa-international.com
www.aa-international.com

Alpine Rescue Service Pvt Ltd 'Mission: Save Life'
Mr. Ram Nepal – Executive Director
Nava Marga, House No. 69/4, Lazimpat, Ward No. 2, P. O. Box: 21100, 
Kathmandu, NEPAL
24/7 tel: 
24/7 fax: 

+977 1 442 6633 
+977 1 442 5111

email: 
website: 

info@alpine-rescue.com
www.alpine-rescue.com

AP Companies KAZAKHSTAN
Elmira Turmagambetova –  General Manager

4, 148 Mamir, Auzovskiy region, Almati, KAZAKHSTAN

tel: + 7 727 350 52 76 email: 
website: 

KZT@ap-companies.com
www.ap-companies.com

AP Companies UZBEKISTAN      
Ilhom Sadikov –  Business Development Manager

4a, Uzumzor street, Ulukbek region,Tashkent, UZBEKISTAN

tel: +9 987 123 890 41 email: 
website: 

uzb@ap-companies.com
www.ap-companies.com

BrightCare Assist
Gloria Lee Carmen V. Matti – CEO
Unit 10-1, Fort Legend Tower, 31st Street corner 3rd Avenue, 
Bonifacio Global City Taguig, 1632, PHILIPPINES
tel: 
fax: 

(632) 785-0055
(632) 224-4152

email: 
website: 

ops@brightcare-assist.com
www.brightcare-assist.com

CareJet Assist
Anthony Decoste – President
Level 24 Robinsons Cyberscape Beta, Topaz & Ruby Roads, 
Ortigas Center, 1605 Pasig City, PHILIPPINES

tel: +63 2 226 6911 email: 
website: 

ops@carejetassist.com 
www.vassist.com

 Cover-More Assistance Online
Anna Markovich – Head of Operations

Zendai Cube Edifice, 7/F Unit 702, 58 Changliu Road, Pudong, Shanghai, CHINA

tel: 
fax: 

+86 21 2059 1222
+86 21 6854 1009

email: 
website: 

ops-shanghai@covermore.com.cn
www.covermore.com.cn

Global Assistance & Healthcare
Mario Babin – Chief Executive Officer
Cilandak Commercial Estate - # 111 GC, Jl. Raya Cilandak KKO, 
Jakarta 12560, INDONESIA

tel: 
fax: 

+62 21 299 78 999
+62 21 299 78 9555/66

email: 
website: 

global@global-assistance.net
www.global-assistance.net

Global Assistance Partners Co.,Ltd.
Gna KH CHUNG – CEO
101-2906 Brown Stone Seoul, 464 Chongparo, Jung Gu, 
Seoul 04510, KOREA

tel: 
fax: 

+82 2 723 8839
+82 2 720 8839

email: 
website: 

chunggna@globalassistance.co.kr
http://www.globalassistance.co.kr

Global Doctor China
Regina Zheng – Operations Manager
Unit 808/811, Level 8, No.88, Bai Zi Wan Nan Er Road, Chaoyang 
District, Beijing, P.R.,100022 CHINA
tel: 
fax: 

+86 10 5815 1188  Ext. 812
+86 10 8775 9138

email: 
website: 

regina@globaldoctor.com.au
www.globaldoctor.com.au

HealthLink Services Co., Ltd. 
Parkson Chao – SVP
30/F, Tower AĐLandgent Center, 20 East Third  Ring Middle Road, 
Chaoyang District, Beijing, CHINA 100022
tel: 
fax: 

+86 139 0191 0525
(8610) 5761 3236

email: 
website: 

parksonchao@healthlink.cn
en.healthlink.cn

VISTA ASSISTANCE & HEALTHCARE & AIR AMBULANCE
 Steven Yang – CEO
Level 3 Kerry Center Shopping Mall, 1 Guanghua Road, Chaoyang District,     
Beijing 100020, P.R. CHINA
24/7 tel: 

fax: 
+86 10 852 973 38
+86 10 852 966 15

email: 
website: 

ops-asst@vista-china.net
www.vista-china.net

INTERNATIONAL WEST INDIES ASSISTANCE
Marie-Yannick Agasseau – Manager
4 allée des perruches, route de l’union, 97200 FORT DE FRANCE, 
MARTINIQUE FWI

tel: 
fax: 

+596 596 701 889
+596 596 579 128

email: 
 

ste.iwia@orange.fr

SunMed International, LLC
Dra. Kinyi Haber – Medical Director. VP International Operation

2000 NW 89th Place. Miami FL 33172, UNITED STATES

tel: 
fax: 

+1 786 888 6792
+1 786 551 0763

email: 
website: 

khaber@sunmedint.net
www.sunmedint.net

ADAC Ambulance Service
Christoph Ullrich – Senior Manager International Network

Hansastr. 19, D - 80686 Munich, GERMANY

tel: 
24h Alarm: 

+49 89 7676 2912
+49 89 7676 8912

email: 
website: 

christoph.ullrich@adac.de
www.adac.de/ambulance

AP Companies
Natalya Butakova –  Business Development Manager

17 Varshavskoye Shosse, Moscow 117105, RUSSIA

tel: 
fax: 

+7 495 989 1120
+7 495 989 1130

email: 
website: 

natalya@ap-companies.ru
www.ap-companies.ru

AU International Service / ASSIST UKRAINE
Andrey ZIMIN – Director

Str. Sholudenko 3, 04116 Kiev, UKRAINE

tel: 
tel: 

+38044 251 28 11
+38044 239 90 56

email: 
website: 

assist@assist-ukraine.com
assist-ukraine.com

AXA Travel Insurance
Erick Morazin – Global Sales Director

The Quadrangle, 106-118 Station Road, Redhill, Surrey, RH1 1PR, UK

tel: 
tel: 

+0800 028 3336
+0203 2840 879

email: 
website: 

enquiries@axa-travel-insurance.com
www.axa-assistance.co.uk

CNAS
Carole Luisy – Managing Director

80 rue des alliés, 38100, Grenoble, FRANCE

tel: 
fax: 

+33 438 49 83 49
+33 438 49 83 40

email: 
website: 

carole.luisy@cnas-assistance.com
www.cnas-assistance.com

DRF Luftrettung / German Air Rescue
German Air Rescue – Claim-Variante rot / schwarz

German Air Rescue

Steffen Lutz – CEO

Rita-Maiburg-Str. 2, D-70794 Filderstadt, GERMANY

24h tel: 
fax: 

+49 7007 3010
+49 7007 3119

email: 
website: 

ops@drf-luftrettung.de
www.drf-luftrettung.de/air-ambulance

DRK Assistance
Andreas Speich – Managing Director

Aufm Hennekamp 71, 40225 Düsseldorf, GERMANY

tel: 
fax: 

+49 211 301805-0
+49 211 301805-21

email: 
website: 

info@drkassistance.com
www.drkassistance.com

Egypt Assistance
Mohamed Essam 
115, Al Thawra Street, Apt.91 Heliopolis, Cairo 11341 Heliopolis EG, 
EGYPT

tel: 
fax: 

+20 2 241 373 00
+20 2 241 705 24

email: 
website: 

alarm@egyptassistance.com
www.egyptassistance.com

Eurocross Turkey
Cem Timurkan – Product Development, Marketing & Sales Manager
Altunizade Mahallesi, Ord. Prof. Fahrettin Kerim Gökay Caddesi,
Eşref Çakmak Plaza, No:32 Kat:3 34662 Üsküdar, İstanbul, TURKEY
tel: 
fax: 

+90 216 265 15 25
+90 216 265 15 65

email: 
website: 

cem.timurkan@eurocrossturkey.com.tr
www.eurocrossturkey.com.tr

To have your company listed in our service directory 

contact the sales department now:

sales@itij.com  or  telephone: +44 (0)117 925 51 51 (opt.1)
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MRI Assist
Denise Rogers – Network Manager

C/Porto Pi, 8. 07015 Palma de Mallorca SPAIN

tel: 
fax: 

+34 971 919 244
+34 971 919 255

email: 
website: 

info@medicalresponse.es
www.mri-assist.com

Save Assistance France
Franck Molinier – Director of Business Development
6 Rue Jean-Pierre Timbaud, Le Campus, Bat. B1, 
78180 Montigny-Le-Bretonneux., FRANCE

tel: 
24 tel: 

+33 13062 6752
+33 13062 1122

email: 
website: 

molinier@saveassistance.com
www.saveassistance.com

Savitar Group Ltd.
Maria Berkova – General Manager
3rd floor, entrance #4, 20/3 Bolshoy Karetniy lane, 
Moscow, 127051, RUSSIA

tel: 
fax: 

+7 495 987 1775
+7 495 987 1776

email: 
website: 

svg@savitar-gr.com
www.savitar-gr.com

Semesur Assistance
Eugenio Crenes – General Manager

Calle Oro 47, 11405 Jerez de la Frontera, Cádiz, SPAIN

tel: 
fax: 

+34 911 010 470
+34 902 001 410

email: 
website: 

info@semesur.com
www.semesur.com

Tangiers International
Jane Hegeler – Managing Director

54 Melita Street, Valetta, VLT 1122, MALTA

tel: 
fax: 

+356 277 800 16
+356 2720 5500

email: 
website: 

info@tangiersinternational.com
www.tangiersinternational.com

TBS Team 24 d.o.o
Edvard Hojnik – General Manger

CROATIA, SLOVENIA, SERBIA, MNE, BH, KOS, MAC

tel: 
fax: 

+386 2616 5819 
+386 2618 5800

email: 
website: 

info@tbs-team24.com
www. tbs-team24.com

Tyrol Air Ambulance
Manfred Helldoppler – Managing Director 

Fuerstenweg 180, A-6026 Innsbruck-Airport, AUSTRIA

tel: 
fax: 

+43 512 22422 100
+43 512 288 888

email: 
website: 

taa@taa.at
www.taa.at

CONNEX Assistance JLT
 Lara Helmi – International Network Director
#204 Gold Crest Executive Tower, Jumeirah Lake Towers, Dubai, 
UNITED ARAB EMIRATES 

tel: 
fax: 

+97 14 368 36 25
+97 14 420 49 12  

email: 
website: 

dubai@connexassistance.com
www.connexassistance.com

Fakeeh International
Dr. Fatih Mehmet GUL – Executive Director
Palestine Street, Al Hamra District P.O. Box 2537 21461, 
JEDDAH/SAUDI ARABIA

tel: 00966 12 6603080 email: 
website: 

ops@fakeehinternational.com
www.fakeehinternational.com

GORAL ASSISTANCE LTD
 Marcel Kadoche – International Network and Development Manager

Maskit 27 str. Herzeliya Industrial Park 46733, ISRAEL 

tel: 
fax: 

+972 9 9579930
+972 9 9579931 

email: 
website: 

info@goralassist.com 
www.goralassist.com

IRAN ASSISTANCE
Ashkan Lahiji – International Network Manager

No 24,SOS building,15th Street, Gandi Avenue, Tehran,15175, IRAN 

tel: 
fax: 

+98-21-88648421
+98-21-88648502

email: 
website: 

operation@iranassistance.com
www.iranassistance.com

SWAN INTERNATIONAL ASSISTANCE – MUTUAL CARE
Christian Deloughery – Vice President for International Business Development

P.O. Box 2265 Jounieh, Lebanon 

tel 24/7: 
fax: 

+961 9 224 008/009
+961 9 224 010

email: 
website: 

request@swanassistance.com
www.swanassistance.com

Gamma Air Medical LTD.
Dr. Gregory Kyriakou – CEO

5, Pylou str. Maroussi PC. 15122 Athens, GREECE

tel: 
fax: 

+30 210 284 6600
+30 211 770 4141

email: 
website: 

ops@airmed.gr
www.airmed.gr

Global Assistance a.s.
Ing. Marek Jaroš – General Manager

Dopraváku 749/3, 18400 Prague 8, CZECH REPUBLIC

tel: 
fax: 

+420 266 799 770
+420 266 799 797

email: 
website: 

ops@1220.cz
www.1220.cz

Global Voyager Assistance - Black Sea
Oxana Razorenova – General Manager

77-79 Nezhinskaya Str., 65023, Odessa, UKRAINE

tel: 
fax: 

+38 048 7373 441
+38 048 7373 442

email: 
website: 

gmbs@gvassistance.com
www.gvassistance.com

Global Voyager Assistance - Russia
Costas Danilenko – CEO

PO Box II, 125124 Moscow, RUSSIA

tel: 
fax: 

+7 495 775 0999
+7 495 775 0998

email: 
website: 

cdanilenko@gvassistance.com
www.gvassistance.com

IFRA Assistance GmbH – Austria
Mr. Christian Steindl M.D. – CEO

IFRA Assistance GmbH, Schießstattring 21, A-3100 St. Pölten, AUSTRIA

tel: 
fax: 

+43 (0) 2742 49 11
+43 (0) 27 42 89165

email: 
website: 

office@ifra.at
www.ifra.at

Intana Global
Denise Groom – Head of Commercial

6 Devonshire Square, London  EC2M 4YE, UK

email: 
website: 

enquiries@intana-global.com
www.intana-global.com

Malteser Service Center
Johannes Hoischen – International Network and Repatriation
Malteser Hilfsdienst gemeinnützige GmbH 
Malteser Service Center Kalker Hauptstr. 22-2, 51103 Köln, GERMANY
tel: 
fax: 

+49 221 98 22  333 
+49 221 98 22 339

email: 
website: 

ambulance@malteser.org
www.malteser-service-center.de

Marm Assistance
Mahmut Kadirbeyoglu – CEO
Grup Center Is Merkezi, Mustafa Akyol Sok No. 158, Yenisehir Mah, 
Kurtkoy 34912, TURKEY

tel: 
fax: 

+90 216 560 07 24
+90 216 560 07 07

email: 
website: 

marm@marm.com.tr
www.marmassistance.com

MD Medicus Assistance GmbH
Sven Scharff – International Network Manager

Industriestr. 2a, 67063 Ludwigshafen, GERMANY

tel: 
fax: 

+49 - 621 / 5490 171
+49 - 621 / 5490 029

email: 
website: 

assistance@md-medicus.net
www.md-medicus.net

MedFlight Finland Oy
Katri Kakkuri – Key Account Manager

Pakkalankuja 6, FIN-01510 Vantaa, FINLAND

tel: 
fax:

+358 306 705 804
+358 9 780 041

email: 
website: 

info@medflight.fi
www.medflight.fi

Medicall AG
Armin Bucher – CEO

Zurichstrasse 38, CH-8306 Bruttisellen, SWITZERLAND

tel: +41 44 655 16 67 email: 
website: 

mservices@medicall.ch
www.medicall.ch

To have your company listed in our service directory 

contact the sales department now:

sales@itij.com  or  telephone: +44 (0)117 925 51 51 (opt.1)

A
SS

IS
TA

N
C

E 
C

O
M

PA
N

IE
S

(E
U

R
O

P
E)

A
SS

IS
TA

N
C

E 
C

O
M

PA
N

IE
S

(E
U

R
O

P
E)

(M
ID

D
LE

 E
A

ST
)

mailto:sales@itij.com
mailto:info@medicalresponse.es
http://www.mri-assist.com
mailto:molinier@saveassistance.com
http://www.saveassistance.com
mailto:svg@savitar-gr.com
http://www.savitar-gr.com
mailto:info@semesur.com
http://www.semesur.com
mailto:info@tangiersinternational.com
http://www.tangiersinternational.com
mailto:info@tbs-team24.com
http://www.tbs-team24.com
mailto:taa@taa.at
http://www.taa.at
mailto:dubai@connexassistance.com
http://www.connexassistance.com
mailto:ops@fakeehinternational.com
http://www.fakeehinternational.com
mailto:info@goralassist.com
http://www.goralassist.com
mailto:operation@iranassistance.com
http://www.iranassistance.com
mailto:request@swanassistance.com
http://www.swanassistance.com
mailto:ops@airmed.gr
http://www.airmed.gr
mailto:ops@1220.cz
http://www.1220.cz
mailto:gmbs@gvassistance.com
http://www.gvassistance.com
mailto:cdanilenko@gvassistance.com
http://www.gvassistance.com
mailto:office@ifra.at
http://www.ifra.at
mailto:enquiries@intana-global.com
http://www.intana-global.com
mailto:ambulance@malteser.org
http://www.malteser-service-center.de
mailto:marm@marm.com.tr
http://www.marmassistance.com
mailto:assistance@md-medicus.net
http://www.md-medicus.net
mailto:info@medflight.fi
http://www.medflight.fi
mailto:mservices@medicall.ch
http://www.medicall.ch
mailto:sales@itij.com


SERVICE DIRECTORYFor all Service Directory enquiries email: sales@itij.com 
or please call +44 (0) 117 925 5151 (opt. 1)

76

Global Assistance & Healthcare
Mario Babin – Chief Executive Officer
Cilandak Commercial Estate - # 111 GC, Jl. Raya Cilandak KKO, 
Jakarta 12560, INDONESIA

tel: 
fax: 

+62 21 299 78 999
+62 21 299 78 9555/66

email: 
website: 

global@global-assistance.net
www.global-assistance.net

Global Excel Management
John Spears – VP Business Development & Marketing

73 Queen St, Sherbrooke, QC J1M 0C9, CANADA

tel: 
fax: 

+1 819 566 8833
+1 819 566 8447

email: 
website: 

corpinfo@globalexcel.com
www.globalexcel.com

Intana Global
Denise Groom – Head of Commercial

6 Devonshire Square, London  EC2M 4YE, UK

email: 
website: 

enquiries@intana-global.com
www.intana-global.com

New Frontier Group
Gitte Bach – President and CEO

1024 Bayside Drive, Suite 144, Newport Beach, California, 92660-7462, USA

tel: 
fax: 

+1 949 429 7130
+1 949 666 6520

email: 
website: 

Bach@NewFrontierGroup.com
www.newfrontiergroup.com

Star Healthcare Network, Inc.
Gigi Galen Grobstein – President

120 Bloomingdale Road, Suite #304, White Plains, NY 10605, USA

tel: 
fax: 

+ 1 914 358 9121
+ 1 914 358 9206

email: 
website: 

Ggalen@starhealthcarenet.com
www.starhealthcarenet.com

To have your company listed in our service directory 

contact the sales department now:

sales@itij.com  or  telephone: +44 (0)117 925 51 51 (opt.1)

AIMS
Bernadette Breton – Chief Executive Officer
AIMS House, 3 West St, Bryanston 2191, Johannesburg, 
SOUTH AFRICA

tel: 
fax: 

+00 27 11 783 0135
+00 27 11 783 2950

email: 
website: 

operations@aims.org.za
www.aims.org.za

Medical Services Organisation (MSO)
Brenda Durow – General Manager - Assistance

PO Box 1578, Gallo Manor, 2052, SOUTH AFRICA

tel: 
fax: 

+27 (0)11 259 5403
+27 (0)11 259 5001

24hr email: 
website: 

assistance@mso.co.za
www.mso.co.za

 Cover-More Assistance Online
Anna Markovich – Head of Operations

Zendai Cube Edifice, 7/F Unit 702, 58 Changliu Road, Pudong, Shanghai, CHINA

tel: 
fax: 

+86 21 2059 1222
+86 21 6854 1009

email: 
website: 

ops-shanghai@covermore.com.cn
www.covermore.com.cn

AP Companies
Natalya Butakova –  Business Development Manager

17 Varshavskoye Shosse, Moscow 117105, RUSSIA

tel: 
fax: 

+7 495 989 1120
+7 495 989 1130

email: 
website: 

natalya@ap-companies.ru
www.ap-companies.ru

ChargeCare International
Mary-Jo McDonald (MJ) – Managing Director

Sanderum Centre, 30a Upper High Street, Thame, OX9 3EX, UK

tel: 
fax: 

+44 1865 400 007
+44 845 003 1351

email: 
website: 

contact@chargecare.net
www.chargecare.net

Eurocross Turkey
Cem Timurkan – Product Development, Marketing & Sales Manager
Altunizade Mahallesi, Ord. Prof. Fahrettin Kerim Gökay Caddesi,
Eşref Çakmak Plaza, No:32 Kat:3 34662 Üsküdar İstanbul, TURKEY
tel: 
fax: 

+90 216 265 15 25
+90 216 265 15 65

email: 
website: 

cem.timurkan@eurocrossturkey.com.tr
www.eurocrossturkey.com.tr

Active Care Management
Andrew Jelich – Director of Corporate Development

3600 Rhodes Dr., Windsor, ON, N8W 5A4, CANADA

tel: 
fax: 

+519 945 8256 x4962
+519 251 5165

email: 
website: 

sales@active-care.ca
www.active-care.ca

Allianz Global Assistance
Magdi Riad – Vice President, Claims

250 Yonge Street, Suite 2100, Toronto, Ontario M5B 2L7, CANADA

tel: +1 416 435 3367 email: 
 

magdi.riad@travelinsurance.ca

CanAssistance
Fabienne Lavoie – Director, International Operations and Claims

550 Sherbrooke Street West, Suite B-9, Montreal, Quebec, H3A 3S3, CANADA

tel: 
fax:

+1 514 286 7707
+1 514 286 8413

email: 
website: 

fabienne.lavoie@canassistance.com
www.canassistance.com

GORAL ASSISTANCE CANADA INC.
 David Ohayon – Local Manager

2155 Vincent St, Montreal, QC H4M 1M6, CANADA 

tel: 
fax: 

+1 514 448 1343
+1 514 448 1835 

email: 
website: 

info@goralassist.ca 
www.goralassist.com

MD ABROAD
Ignacio C. Marquez – COO

2999 NE 191st Street, Suite 608, Aventura, Florida, USA

tel: 
fax: 

+1 (786) 475-5475
+1 718 847 0533

email: 
website: 

operations@mdabroad.com
www.mdabroad.com

ONTIME CARE WORLDWIDE INC.
JOHNSON FU – CEO

15 Wertheim Court, Suite 501; Richmond Hill, ON L4B 3H7, CANADA

tel: 
fax: 

+1 905-707-1512
+1 905-707-1513

email: 
website: 

info@jfgroup.ca
www.jfiginsgroup.com

Dr Colin Plotkin & Sons Consulting INC.
Dr Colin Plotkin – Managing Director

27-3088 Francis Road, Richmond, British Columbia V7C 5V9, CANADA

tel: 
fax: 

+1 604 241 9677
+1 604 241 0733

email: 
website: 

colin@plotkinconsulting.com
www.plotkinconsulting.com

Global Excel Management
John Spears – VP Business Development & Marketing

73 Queen St, Sherbrooke, QC J1M 0C9, CANADA

tel: 
fax: 

+1 819 566 8833
+1 819 566 8447

email: 
website: 

corpinfo@globalexcel.com
www.globalexcel.com

New Frontier Group
Gitte Bach – President and CEO
1024 Bayside Drive, Suite 144, Newport Beach, 
California, 92660-7462, USA

tel: 
fax: 

+1 949 429 7130
+1 949 666 6520

email: 
website: 

Bach@NewFrontierGroup.com
www.newfrontiergroup.com

Allianz Global Assistance
Magdi Riad – Vice President, Claims

250 Yonge Street, Suite 2100, Toronto, Ontario M5B 2L7, CANADA

tel: +1 416 435 3367 email: 
 

magdi.riad@travelinsurance.ca

Claims at TuGo
Taka Katsube – Director Assistance & Cost Managment

10th Floor, 6081 No.3 Road, Richmond, BC V6Y 2B2, CANADA

tel: 
fax: 

+1 604 303 2113
+1 604 276 4593

email: 
website: 

tkat@tugo.com
www.tugo.com

Eurocross Turkey
Cem Timurkan – Product Development, Marketing & Sales Manager
Altunizade Mahallesi, Ord. Prof. Fahrettin Kerim Gökay Caddesi,
Eşref Çakmak Plaza, No:32 Kat:3 34662 Üsküdar, İstanbul, TURKEY
tel: 
fax: 

+90 216 265 15 25
+90 216 265 15 65

email: 
website: 

cem.timurkan@eurocrossturkey.com.tr
www.eurocrossturkey.com.tr
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European Air Ambulance
Patrick Schomaker – Director Sales & Marketing

Luxembourg Airport, B.P.24, L-5201, Sandweiler, LUXEMBOURG

24hr tel: 
fax: 

+352 26 26 00
+352 26 26 01

email: 
website: 

alert@air-ambulance.com
www.air-ambulance.com

Malteser Service Center
Johannes Hoischen – International Network and Repatriation

Malteser Service Center Kalker Hauptstr. 22-2, 51103 Köln, GERMANY

tel: 
fax: 

+49 221 98 22  333 
+49 221 98 22 339

email: 
website: 

ambulance@malteser.org
www.malteser-service-center.de

Flying Home Pte Ltd
Mr Ang Ziqian – Director

Blk 4 Lorong 8 Toa Payoh #01-1345A, SINGAPORE

tel: 
fax: 

+65 6253 0001
+65 6353 5801

email: 
website: 

enquiry@flyinghome.com
www.flyinghome.com

Funeral Home AURIGA Ltd.
Helena Sulikova – Chief of International Department

B. Nemcové Street 1052/1, 412 01 Litomerice, CZECH REPUBLIC

tel: 
fax: 

+420 724 257 899
+420 416 732 582

email: 
website: 

repatriations@pohrebni-auriga.cz
www.funeral-assistance.cz

FUNERARIA OFFICIA ROBERTO ZEGA - Worldwide Repatriations Specialist

Cristina Zega – Repatriations Manager

Via Clelia, 26 / 28  - 00181  Roma, ITALY

tel: 
fax: 

0039 06 78 40 300
0039 06 78 02 488

email: 
website: 

info@zega.it
www.zega.it

G7 Mortuary Shipping - Latin-American Funeral Assistance
Christian Correa – Operations Director

Zona Franca Local 110, Rionegro, Antioquia, COLOMBIA & USA

tel: 
tel: 

+1 203 343 8111
+57 4 562 1142

email: 
website: 

info@g7ms.com
www.g7ms.com

Memora International
Susana Pinilla – Manager

C/ Sancho D' Avila 2 08018 Barcelona, SPAIN

tel: 
fax: 

+34 914 849 400
+351 214 706 491

email: 
website: 

ops@memorainternational.com
www.memorainternational.com

Rowland Brothers International Ltd.
Fiona Greenwood – Operations Manager

299-305 Whitehorse Road, West Croydon, Surrey CR0 2HR, UK

tel: 
fax: 

+44 20 8684 2324
+44 20 8684 8000

email: 
website: 

info@rowlandbrothersinternational.com
www.rowlandbrothersinternational.com

Singapore Casket Company (Pte) Ltd – Worldwide Repatriation
Calvin Tang

131 Lavender Street, Singapore, 338737, SINGAPORE

tel: 
fax: 

+65 6293 4388
+65 6296 5993

email: 
website: 

customerservice@singaporecasket.com.sg
www.singaporecasket.com.sg

TOHR Weltweite Überführungen GmbH
Maximilian Cling – Operations Manager 

Arndtstr. 23A, 34123 Kassel, GERMANY

tel: 
fax: 

+49 (0)700 70 700 800
+49 (0)700 70 700 900

email: 
website: 

info@tohr-weltweit.de
www.tohr-weltweit.de

Anatolia Hospital
Dr. Irfan Erdogan   – General Coordinator 

 Caybasi Mh 1352 Sk No 12 , 07100 Antalya, TURKEY

tel: 
fax:

+90 242 249 33 00
+90 242 311 67 78

email: 
email: 

drirfan@anatoliahospital.com
www.anatoliahospital.com

Broward Health International    
Manuela Pujals – Manager Business Development

1608 SE 3rd Avenue, Ste 503-B, Ft Lauderdale, FL 33316, USA

tel: 
fax:

+1 954 767 5587
+1 954 888 3874

email: 
email: 

MPujals@browardhealth.org
Sbaig@browardhealth.org
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Marm Assistance
Mahmut Kadirbeyoglu – CEO
Grup Center Is Merkezi, Mustafa Akyol Sok No. 158, Yenisehir Mah, 
Kurtkoy 34912, TURKEY

tel: 
fax: 

+90 216 560 07 24
+90 216 560 07 07

email: 
website: 

marm@marm.com.tr
www.marmassistance.com

Remed Assistance
Dr Selçuk Tiftik – 
Noramin İş Merkezi Büyükdere Cd. N:237, Kat:3 Ofis:307-308 Maslak 34398 
Istanbul, TURKEY

tel: 
fax: 

+90212 371 07 77
+90212 371 07 88

email: 
website: 

alarm@remed.com.tr
www.remed.com.tr

Allianz Global Assistance
Magdi Riad – Vice President, Claims

250 Yonge Street, Suite 2100, Toronto, Ontario M5B 2L7, CANADA

tel: +1 416 435 3367 email: 
 

magdi.riad@travelinsurance.ca

Claims at TuGo
Taka Katsube – Director Assistance & Cost Managment

10th Floor, 6081 No.3 Road, Richmond, BC V6Y 2B2, CANADA

tel: 
fax: 

+1 604 303 2113
+1 604 276 4593

email: 
website: 

tkat@tugo.com
www.tugo.com

Dr Colin Plotkin & Sons Consulting INC.
Dr Colin Plotkin – Managing Director

27-3088 Francis Road, Richmond, British Columbia V7C 5V9, CANADA

tel: 
fax: 

+1 604 241 9677
+1 604 241 0733

email: 
website: 

colin@plotkinconsulting.com
www.plotkinconsulting.com

Global Excel Management
John Spears – VP Business Development & Marketing

73 Queen St, Sherbrooke, QC J1M 0C9, CANADA

tel: 
fax: 

+1 819 566 8833
+1 819 566 8447

email: 
website: 

corpinfo@globalexcel.com
www.globalexcel.com

Global Medical Management
Raija Itzchaki – COO

1300 Concord Terrace, Suite 300, Sunrise, Florida 33323, USA

tel: 
fax: 

+1 954 370 6404
+1 954 370 8613

email: 
website: 

info@gmmi.com
www.gmmi.com

MD ABROAD
Ignacio C. Marquez – COO

2999 NE 191st Street, Suite 608, Aventura, Florida, USA

tel: 
fax: 

+ 1 (786) 475-5475
+1 718 847 0533

email: 
website: 

operations@mdabroad.com
www.mdabroad.com

New Frontier Group
Gitte Bach – President and CEO

1024 Bayside Drive, Suite 144, Newport Beach, California, 92660-7462, USA

tel: 
fax: 

+1 949 429 7130
+1 949 666 6520

email: 
website: 

Bach@NewFrontierGroup.com
www.newfrontiergroup.com

Penfield Care
Mr Stephen Zatylny – President

A1-130 Terence Matthews Crescent, Ottawa, Ontario, K2M 0J1, CANADA

tel: 
fax: 

+1 613 703 9861
+1 819 200 0281

email: 
website: 

info@penfieldcare.com
www.penfieldcare.com

Star Healthcare Network, Inc.
Gigi Galen Grobstein – President

120 Bloomingdale Road, Suite #304, White Plains, NY 10605, USA

tel: 
fax: 

+ 1 914 358 9121
+ 1 914 358 9206

email: 
website: 

Ggalen@starhealthcarenet.com
www.starhealthcarenet.com

To have your company listed in our service directory 

contact the sales department now:

sales@itij.com  or  telephone: +44 (0)117 925 51 51 (opt.1)
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Clinic K+31
Ilyes K. Siga – Head of international department

Lobachevskiy st. 42/4, Moscow, 119415, RUSSIA

tel: +7 (499) 143 99 00 ext.1205 email: 
website: 

ilyes.siga@k31.ru
www.klinika.k31.ru

Jackson Memorial Hospital International
Dominick Destefano – Associate Director of Sales

1500 NW 12th Avenue, Suite 829 East, Miami, FL 33136, USA

tel: 
fax: 

+305-355-1211
+305-355-5545

email: 
website: 

Dominick.destefano@jhsmiami.org
www.jmhi.org

Luz Saúde SA
Eve Jokel, MPH – International Director

Rua Carlos Alberto da Mota Pinto, 17-9.º 1070-313 Lisboa, PORTUGAL

tel: 
fax:

+351 213 138 260
+351 213 530 292

email: 
website: 

intlpatientservices@luzsaude.pt
luzsaude.pt/en

Sharp Global Patient Services
Jacquie Schwoerke – Director, Sharp GPS

8695 Spectrum Center Blvd., San Diego, CA 92123, USA

toll free: 
tel: 

+1 888-265-1513
+1 858-499-4967

email: 
website: 

Sharp.GlobalPatientServices@sharp.com
www.sharp.com 

UC San Diego Health System International Patient Program
Larry Baker – Managing Director

136 W. Dickinson Street, Suite 109, San Diego, CA 92103-8222, USA

tel: 
fax: 

+1 619 471 0466
+1 619 543 5282

email: 
website: 

lbaker@ucsd.edu
health.ucsd.edu/international

AAA Alpine Air Ambulance AG
Jürg Fleischmann – CEO

P.O. Box 233, CH-8058 Zürich Airport, SWITZERLAND

tel: 
24/7 tel: 

+41 44 813 09 09
+41 44 813 10 10

email: 
website: 

soscenter@air-ambulance.ch
www.air-ambulance.ch

AMREF Flying Doctors
Dr Bettina Vadera – Medical Director

Wilson Airport, Langata Road, PO Box 18617, Nairobi, KENYA

tel: 
fax: 

+254 20 6000 090
+254 20 344 170

email: 
website: 

emergency@flydoc.org
www.flydoc.org

CareFlight International
Paul Smith – National Manager

Locked bag 2002 Wentworthville NSW 2145, AUSTRALIA

tel: 
fax: 

+61 2 9893 7683
+61 2 9689 2744

email: 
website: 

international@careflight.org
www.careflight.org

European Air Ambulance
Patrick Schomaker – Director Sales & Marketing

Luxembourg Airport, B.P.24, L-5201, Sandweiler, LUXEMBOURG

24hr tel: 
fax: 

+352 26 26 00
+352 26 26 01

email: 
website: 

alert@air-ambulance.com
www.air-ambulance.com

Gamma Air Medical LTD.
Dr. Gregory Kyriakou – CEO

5, Pylou str. Maroussi PC. 15122 Athens , GREECE

tel: 
fax: 

+30 210 284 6600
+30 211 770 4141

email: 
website: 

ops@airmed.gr
www.airmed.gr

GlobalMed International
Gert Muurling – CEO & Medical Director

Auf Roedern 7c, 56283 Pfaffenheck, GERMANY 

tel: 
fax: 

+49 6742 897 425
+49 3212 100 5018

email: 
website: 

info@globalmed-international.com
www.globalmed-international.com

To have your company listed in our service directory 

contact the sales department now:

sales@itij.com  or  telephone: +44 (0)117 925 51 51 (opt.1)

INTERNATIONAL WEST INDIES ASSISTANCE
Marie-Yannick Agasseau – Manager
4 allée des perruches, route de l’union, 97200 FORT DE FRANCE, 
MARTINIQUE FWI

tel: 
fax: 

+596 596 701 889
+596 596 579 128

email: 
 

ste.iwia@orange.fr

LifeFlight 
Peter Elliott – General Manager – Air Ambulance

PO Box 5078, Robina Town Centre, QLD, AUSTRALIA

24/7 (int) tel: 
fax: 

+61 7 5553 5955
+61 7 5553 5965

email: 
website: 

ops@lifeflight.org.au
www.LifeFlight.org.au

LIFESUPPORT Patient Transport
Graham Williamson – CEO

VANCOUVER – TORONTO – HONOLULU

tel: 
fax: 

+1 250 947 9641
+1 877 288 2908

email: 
website: 

graham.williamson@LifeSupportTransport.com
www.LifeSupportTransport.com

Medical Wings
Dr.Sura Jaidwatee, M.D. – Medical Flight Manager
222 Don Mueang International Airport Office Building 3rd Floor, 
Vibhavadi Rangsit Road, Sanambin, Don Mueang, Bangkok 10210, THAILAND
24h tel: 

fax: 
+662 247 3392
+662 535 4734

email: 
website: 

m.w@medicalwings.com
www.medicalwings.com

Prime Nursing Care, Inc.
Franziska Hollenstein – CEO / Founder

1918 Harrison Street, Suite 215, Hollywood, Florida, 33020, USA

24/7  tel: 
fax: 

+ 1 754 999 0460
+ 1 754 222 5051

email: 
website: 

www.primenursingcare.com
contact@primenursingcare.com

Redstar Aviation
Mr. Buhara Demir – Key Account Manager
Kurtkoy Mah. Baskale Sokak No: 2/4, 34912 Kurtkoy, Pendik, 
Istanbul, TURKEY

tel: 
fax: 

+90 216 560 0 772
+90 216 560 0 770

email: 
website: 

ops@redstar.com.tr
www.redstar.com.tr

AMREF Flying Doctors
Dr Bettina Vadera – Medical Director

Wilson Airport, Langata Road, PO Box 18617, Nairobi, KENYA

tel: 
fax: 

+254 20 6000 090
+254 20 344 170

email: 
website: 

emergency@flydoc.org
www.flydoc.org

To have your company listed in our service directory 

contact the sales department now:

sales@itij.com  or  telephone: +44 (0)117 925 51 51 (opt.1)

Firemelon (Magenta Insurance System)
David Corney – Managing Director

40-42 Lisburn Road, Belfast,BT9 6AA, NORTHERN IRELAND

tel: 
 

02895 213 831 email: 
website: 

david.corney@firemelon.com
www.firemelon.com

Socrates Systems Limited
Jody Brooks – Managing Director

6b Limes Court, Hoddesdon, Herts, EN11 8EP, UK

tel: 
 

+44 (0) 333 241 2244 email: 
website: 

jody@socrates.systems
www.socrates.systems

Voyageur Aeromedical Travel
Marc Banting – Director

19 Lower Park Row, Bristol, UK

tel: 
fax: 

+44 (0)117 921 0401
+44 (0)845 384 7008

email: 
website: 

marc@voyageur.co.uk
www.voyageur24.com

V Creative Design
Steve Annette – New Media Director

Voyageur Buildings, 43 Colston Street, Bristol BS1 5AX, UK

tel: 
fax: 

+44 (0)117 929 4636
+44 (0)117 925 2040

email: 
website: 

info@vcreativedesign.co.uk
www.vcreativedesign.co.uk
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ON THE MOVE

Dedicated Account Management Team. 
North America and Worldwide.
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AirMed International in the US has 
announced the appointment of Steven 
McNeely as safety and security executive 
offi  cer, reporting to company president 
Denise M. Treadwell. He will be responsible 
for AirMed personnel and fl ight safety 
processes and policies, as well as 
aircraft and facility security, and will be 
located at the company’s Birmingham, 

Alabama headquarters.
“Steven’s exceptional safety background 
aligns with our company’s core values,” 
the company’s president commented. 
“He is a great addition to our senior 
leadership team, who will contribute 
greatly to AirMed’s delivery of the highest 
quality air medical transportation and 
patient services.”

Allianz Global Assistance USA has added 
two district directors to its field sales 
team: Karen Burke and Sara Moran. 
Karen is district director for Texas, 
Oklahoma and New Mexico, and Sara 
is district director for New York and 
New Jersey.
Allianz Global Assistance USA has 
described the pair as ‘veteran sales 
professionals with extensive experience in 
the travel industry’. They are responsible 
for maintaining and growing existing 
customer accounts and improving 
account sales and retention, with a focus 
on retail travel agencies and wholesale 
channels, said the company.
“We’re excited to add Karen and Sara 
to our outstanding team of field sales 
professionals,” said regional sales director 
Jeff Schafer. “The districts they now 
support are growing rapidly in sales of 
travel and travel insurance and we feel 
fortunate to have two great veterans to 
support our clients in these markets.” 
Allianz Global Assistance UK has 
appointed Jonathan as proposition 
development manager, with responsibility 
for developing new products and 
propositions within the general business-
to-business insurance and assistance 
market. As a highly experienced 
insurance retailer, wholesaler underwriter 
and Lloyds and regional insurance broker, 
Jonathan brings a wealth of knowledge 
from various sectors of the insurance, 
financial and commercial services 
markets, according to Allianz.
“We are thrilled at the appointment of 
Jonathan,” commented Claire McKinnon, 
director of market management at Allianz 

Global Assistance UK. “He has a fantastic 
wealth of experience in both the insurer 
and broker arenas, creating new products 
and services as well as organising 
capacity to ensure their effective 
implementation and distribution. His work 
across the insurance and financial sectors 
makes him an exciting addition to the 
Allianz Global Assistance UK team.”
Allianz Worldwide Partners (AWP), 
meanwhile, has announced the 
appointment of Isabelle Delorme as 
sales director for France and Southern 
Europe (Italy, Spain, Portugal, Greece and 
Turkey). Isabelle will lead the business 
development of assistance and travel 
insurance for all countries in Southern 
Europe, with a particular focus on France 
with regard to AWP’s five main activities 
(travel, automotive, health, home and 
employment) . She will develop sales 
and support all sales teams in becoming 
‘more and more proactive and agile’, 
according to AWP. 
“For Allianz Worldwide Partners, this time 
of connectedness and mobility is both a 
challenge and a tremendous opportunity,” 
said Isabelle. “The assistance and travel 
insurance business is changing. We 
operate in a highly competitive market 
where it’s important to have an edge and 
innovate constantly. New technologies 
allow us to customise our products for our 
B-partners’ customers, while simplifying 
the terms of coverage. My role is to 
develop and market services that are 
adapted to new consumer behaviors while 
supporting our sales teams as we move 
towards these changes in France and 
Southern Europe.”

The Australia and New Zealand-based 
operations of QBE, a provider of various 
insurance products including travel insurance 
policies, has a new interim CEO. Pat Regan, 
who joined QBE in 2014, taking on the role 
of group chief fi nancial offi  cer (CFO) and 
rising to the position of executive director, will 
serve as CEO on a temporary basis, while 
continuing to discharge some of his existing 
responsibilities as group CFO.

Pat has nearly three decades’ experience 
in professional accounting, almost 20 years 
of which have been in the insurance and 
fi nancial services arenas; he has previously 
served as CFO of Aviva plc, and as CFO and 
chief operating offi  cer of Willis, along with 
roles at RSA and AXA.
QBE’s search for a permanent CEO, following 
the departure of Tim Plant, is ongoing at the 
time of writing.

Bupa Global, UK-based private healthcare 
group Bupa Insurance Ltd’s international 
health insurance arm, has announced 
the appointment of Sheldon Kenton as 
managing director, replacing Robert 
Lang. Sheldon joined Bupa Global at 
the end of last year following nearly two 
decades with Cigna Corp. in the US, 
taking on the role of global commercial 

director, with responsibility for growing 
the company’s corporate sales and health 
benefi ts business.
Robert Lang has been appointed managing 
director of Bupa’s new International Markets 
business, comprising Bupa Arabia, Max 
Bupa in India, Bupa Global, and Bupa’s 
China, Hong Kong and Thailand-based 
domestic businesses.

Specialist crisis prevention and response 
consultancy NYA International has 
announced a fresh expansion of its global 
capability, incorporating entities in the US 
and Singapore and appointing new regional 
directors for both the Americas – Joe Carrera 
– and the Asia Pacifi c – Richard Hancock. 
These new directors will take on responsibility 
for the strategic direction and delivery of 
NYA’s security risk and crisis management 
services throughout their respective regions.
“On behalf of the Board I am delighted 
to announce the appointment of Joe and 
Richard as inaugural regional directors,” 
said Alex Kemp, managing director of 

NYA International. “Both have a wealth of 
specialised, regionally specifi c experience 
and share a common vision for NYA’s future. 
These appointments represent a signifi cant 
milestone for NYA. We have been highly 
active in the Americas and Asia Pacifi c for 
many years, maximising opportunities and 
delivering successful outcomes for clients 
across all industry sectors. Alongside the 
addition of Sir Graham Boyce and Ian 
Barclay to the Board in the past year, these 
appointments will help to build on this 
success by developing and guiding the 
strategic direction and delivery of our global 
crisis prevention and response services.”

AirMed International names 
McNeely SSEO

New interim CEO for QBE

Allianz makes changes

NYA International expands

Bupa Global appoints MD

International law fi rm Trowers & Hamlins 
has expanded its litigation team in its 
Exter, UK offi  ce, with the hire of senior 
associate Kathryn Insall. Kathryn joins 
from Clyde & Co, bringing nine years of 
experience trial, arbitration and mediation, 
with a particular focus on the aviation and 
aerospace sectors.
Anthony Yates, partner and head of dispute 
resolution and litigation at Trowers & 
Hamlins, commented: “Our litigation team 
has grown dramatically in the past year, and 
we are delighted to welcome Kathryn to 
the team in Exeter to broaden the expertise 
we have in the aviation and aerospace 
sectors, not only in the South West, but 
also globally. This continues the strategic 
growth of our litigation team across the 

entire fi rm, enabling us to work in an 
integrated way and to off er a seamless 
service to our clients, across all offi  ces and 
areas of expertise.”

Exeter expansion for Trowers & Hamlins

Steven McNeely

Pat Regan

Sheldon Kenton

Kathryn Insall
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Our Online Portal is
delivering even more 

transparency.
In real time.

73 Queen Street, Sherbrooke, Quebec, Canada J1M 0C9

Phone: +1 819 566 8833  |  Toll Free: + 1 800 465 8602  |  Fax: +1 819 566 8447

corpinfo@globalexcel.com

globalexcel.com

• Innovative multi-lingual user interface

• Multi-device compatibility

• Client dashboards & Self-serve

  Reporting Capability
• Systems-integrated claims

   
submission

• New Tools & Resources

GEM Portal
Come take us for a test drive.

mailto:corpinfo@globalexcel.com



