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SEASON’S
GREETINGS
To all our new and existing clients, may 
you enjoy a safe and prosperous 2017.

International Travel & Health Insurance Journal

CONTINUED ON PAGE 6

Non merci?

A year on from the Paris terror attacks, 
what is the state of inbound tourism 
and associated travel insurance sales to 
France and Europe?

According to US-based travel insurance comparison 
site Squaremouth, demand for travel insurance 
coverage that includes provision for acts of terror 
has tripled for top European destinations over the 
past 12 months. Interestingly, while France has 
– perhaps understandably – seen slow growth 
in travel bookings over the past year, the greatest 
increase in demand for terrorism coverage was 
not for that country, but for Germany, which saw 
a 256-per-cent rise. This was followed by Spain 
(226 per cent), the UK (206 per cent), Italy (202 
per cent) and then France (192 per cent).

“Terrorism is still a major concern for travellers,” 
commented Rachael Taft, a spokesperson for 
Squaremouth, “especially those going to Europe. 
While our customers continue to visit Europe in 
large numbers, France experienced the slowest 
growth of any top destination over the past year.”
The recent 2017 Travel Trends survey released by 
AARP Research further illustrates that travellers 
are increasingly seeking to visit areas outside of 
Europe – for example, according to the survey, only 
34 per cent of US ‘baby boomers’ have expressed 
a desire to travel to Europe next year, a drop of 
nearly a quarter compared with the 44 per cent 
who expressed a desire to do so last year. Mexico 
ranked as the number one destination for baby 
boomers in 2017, followed by the Caribbean, the 
UK/Ireland, and Central and South America.

It’s not just baby boomers, though, who are 
looking at areas outside of Europe. A drop has 
also been registered in the number of ‘Generation 
X’ (roughly worked out as the generation 
following the baby boomers) travellers from the 
US wishing to visit Europe – again, 34 per cent 
said that they wished to travel to Europe in 2017 
in the new survey, a slightly higher drop from 
the 46 per cent who said the same last year.
Similar fi ndings have been reported by Allianz 
Global Assistance in the US, which analysed 
traveller fl ight plans and found that American 
travellers visiting Europe are choosing alternative 
destinations to Paris a year after the terror attacks 
in the city, with a 12.8-per-cent decline in traveller 

Travel and 
health insurance 
sales on the rise 
in Canada

Canada’s Travel Health Insurance 
Association (THiA) has released new 
fi gures showing that Canadians are 
buying travel health insurance in 
increasing numbers

As is the case in other markets, growing fears 
over terrorism, civil unrest and the spread of 
diseases such as Zika have contributed to the 
increase.THiA’s fi gures reveal that 78 per cent 
of Canadian travellers purchased cover in 2015, 
a four-per-cent increase on the previous year’s 
fi gures. Thirteen per cent of respondents changed 
their travel plans because of civil unrest or violent 
events, and a further 14 per cent of travellers of 
child-bearing age changed travel plans because 
of concerns about the Zika virus, said THiA.
The rise in insurance hasn’t meant a rise in 
policy awareness among customers, though, 
according to THiA. Its report stated that 40 per 
cent of travellers believe that their policy covers 
trip cancellation, and only 47 per cent regularly 
review their coverage before travelling.
Alex Bittner, the outgoing president of THiA, told 
Insurance Business that the report’s fi ndings 
highlight the importance of brokers in keeping 
policyholders educated and informed. “The last 
thing [brokers] want is to send a client out who 
isn’t insured adequately, at all, or inappropriately,” 
he said, “because the fi rst phone call that’s 
going to ring once a claim isn’t paid [by an 
insurer] is going to be back to the broker.”
With education eff orts about the risks of 
travelling without the appropriate insurance 
on the rise, Bittner said that  he expects 
sales of policies to rise further.
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It was an honour to once again host the ITIJ Awards this year, and be part of an 
event that recognises and rewards the phenomenal eff orts of the global travel and 
health insurance community. The new and expanded categories allowed us, for the 
fi rst time, to recognise the work of service providers in diff erent areas of the industry, 
and were a much welcomed addition to the Awards. May I take this opportunity 
to say congratulations once more to all of this year’s fi nalists and winners.
You can relive the magic of Awards night by watching the ceremony online 
at itij.com/awards, plus you can get a full round-up of all the winners and 
the judges’ comments in each of the categories in the ITIC Global Review, 
free with this issue of ITIJ. On the subject of the Awards, look out for a 
brand new nomination process for 2017 – details coming soon.
The Review also contains a synopsis of each of the key speaker and 
panellist presentations from ITIC Global in Berlin, together with an overview 
of the networking and social events that took place throughout the week, 
plus plenty of photos – all of these (and more) can be found in our online 
album at fl ickr.com/photos/voyageurgroup. It was a fantastic event, as 

always, and we’re already looking forward to ITIC Barcelona in 2017!
In this issue of ITIJ, we’re pleased to bring you a News Analysis feature 
on trust issues between customers and insurers – can customers be 
trusted to read their policy small print? Can insurers be trusted to pay up 
on claims? What are travel insurers doing to better engage with customers 
and make the relationship between them a positive one built on trust and 
understanding? For more on this topic, head to itij.tv to check out the ITIJ 
TV News Update from 23 November, in which  we speak to Paul Firkins of 
UK-based Hood Group about policy language, the use of technology, and 
working together as an industry to remove ambiguity and build trust. 
Elsewhere, we have news of a substantial increase in claims for gastric illness 
compensation by UK companies, which allegedly don’t match with levels 
of such sickness in resorts; comment from Australia’s Minister for Foreign 
Aff airs on the government’s new travel insurance survey; and all the latest 
product launch and partnership news in our Company Brief section.
Enjoy the festive season!
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NEWS
CONTINUED FROM PAGE 1

Those naughty Aussie travellers are 
being told off yet again (see page 
11). Not only are they responsible 
for 89 per cent of search and 
rescue missions on the ski slopes 
of Japan, but now they’re stripping 
off in public and drinking beer and 
getting lost and things. Normal night 
out I hear you say – well perhaps 
not, when it’s in Malaysia (stripping 
and drinking) or lost (up a remote 
mountain) . I think the little scamps 
are in for a bit of a telling off, 
that’ll soon sort them out (not) …

And swiftly across the globe 
for a different kind of mischief 
maker, it’s the ‘vulture lawyers’, 
as they are being branded. This 
particular animal is in search of 
those with diarrhoea or vomiting 
(food poisoning) and they are 
making claims for compensation 
against the hotels/tour operators/
insurers for such. Apparently, 
this practice is particularly rife 
in Benidorm, which clearly has 
more diarrhoea or vomit to the 
square metre than other resorts.

This (Benidorm) will come as no 
surprise to many in the industry, and 
ITIJ’s advice? Watch where you put 
your foot on a night out in Benidorm, 
particularly if you’re wearing flip-
flops. Alternatively, you could wear 
wellies. Not only will they protect 
you from hazards on the ground, 
but, should you feel the need, 
they can also be used to hold said 
stomach contents in an emergency.

Yuck …

Merry Christmas to all!

Ian Cameron
Editor-in-chief

ian@itij.com

numbers during the 2016 winter holidays. 
The company reviewed more than 650,000 
Americans’ travel plans during the peak 
holiday travel season – Thanksgiving to 
New Year – and found a signifi cant decline 
in the number of travellers planning on 
visiting cities aff ected by terrorism. Paris, 
Istanbul and Brussels lost a combined total 
of 19,082 travellers in 2016 compared 
to the same period the previous year. By 
comparison, the top six cities in Europe with 
major increases added a combined total 
of 18,073 new travellers – still less than the 
amount lost by Paris, Istanbul and Brussels. 
“While it’s clear that concerns over 
terrorism have impacted travel to some 
cities in Europe, it’s encouraging to see that 
American travellers have opted to explore 
new destinations across the Continent,” said 
Daniel Durazo, director of communications 
at Allianz Global Assistance USA. “We’re 
also noticing that travellers are considering 
the purchase of travel insurance so that they 
have the option to cancel or interrupt their 
trip should there be a terrorist event at their 
destination within 30 days of their arrival.”
Businesses are also set to dramatically 
increase their spending on the travel safety 
of their employees amid a widespread belief 
that there will be even greater security risks 
over the next year, says International SOS. 
The company commissioned a global survey 
from Ipsos MORI, which took in information 
from over 1,000 business leaders and found 
that 72 per cent believed that travelling 
became more dangerous last year and more 
than half (57 per cent) believe it will become 
even more perilous over the next 12 months. 
Hundreds of companies said that they had 

changed their employees’ travel itineraries 
over the last year due to new safety threats 
in countries, with Europe the region most 
associated with an increased risk for travel 
– even more so than in the Middle East.
Findings from the International SOS study 
further reveal that almost half of respondents 
(48 per cent) say their organisation’s 
investment in travel risk mitigation has 
increased over the past year, and 47 per cent 
believe this will increase further in the coming 
year. The top risk mitigation activities were 
reinforced travel security measures (50 per 
cent), updated travel risk policy (45 per cent), 
and introduced pre-trip advisory emails (39 

per cent). International SOS has also released 
its annual Travel Risk Map for 2017, which 
is designed to provide a comprehensive 
overview of travel and security risks by 

destination, helping businesses manage 
and mitigate their exposure. Dominating 
concerns on a global level were potential 
terror attacks (51 per cent), followed by 
civil unrest (36 per cent), with inadequate 
healthcare and road accidents at 13 per 
cent and 15 per cent respectively.

Non merci?

Terrorism is still a major concern 
for travellers

2019 for the underlying travel market.
An Excel PartnerBASE dataset 
accompanies the report, detailing the 
travel insurance partnerships of the 
travel trade, transportation and fi nancial 
organisations covered. The dataset 
also includes a market data annexe.

New report 
on the Korean 
travel insurance 
market
Travel Insurance and Assistance in South 
Korea, a recent report from UK-based 
market research company Finaccord, 
provides information on the current 
status and likely future development 
of the market for standalone travel 
insurance policies in South Korea.
The report includes: data, spanning the 
period between 2011 and 2015, for the 
underlying travel market; analyses of 
the share of distribution relationships of 
travel insurance providers; estimates for 
the market share of travel insurance and 
assistance gross premiums for the top 
10 underwriters of this type of cover in 
South Korea in 2015; and forecasts to 

Editorial 
Blog

mailto:ian@itij.com
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Insurance may 
not cover all 
electronic 
devices

US-based travel insurer APRIL Travel 
Protection recently issued a statement 
explaining how mobile devices may or 
may not be covered under many travel 
insurance policies. This follows Samsung’s 
suspension of production on the Note 7 
following a series of fi res, some of which are 
reported to have occurred on aeroplanes.
According to APRIL, travellers may fi nd that 
their personal eff ects coverage will normally 
only extend to $500, which may not be 
adequate. It adds that some policies combine 
consumer electronics with jewellery and other 
seemingly unrelated items, which restricts 
the maximum total combined payout. “Some 
policies may not cover your iPhone at all,” 
warns Jason Schreier, CEO of APRIL USA.

Blue Insurance 
wins ‘Best 
Travel Insurance 
Provider’ 

Ireland-based online insurance provider 
Blue Insurance won the ‘Best Travel 
Insurance Provider’ award at the recent 
2016 Northern Ireland Travel Awards.
This marks the ninth consecutive year that 
the company has won the award. Managing 
director Ciaran Mulligan thanked the 
Northern Irish travel trade for its ongoing 
dedication and support, and added that 
the Blue Insurance team is passionate 
about providing its clients and customers 
with ‘great value insurance products’ 
and ‘fi rst class customer service’.

Travellers in New Zealand have been 
warned to watch out for the supposedly 
free complimentary travel insurance off ered 
by their credit cards. The majority of gold 
and platinum credit cards available in New 
Zealand off er travel insurance among the 
perks, but according to a Canstar survey, 
these cards can often be more expensive, 
making the idea of a ‘free’ perk somewhat 
meaningless. According to the survey, 
cards that came with complimentary travel 
insurance had an average fee of $243 
annually, and an interest rate of 19.88 
per cent, while those cards that did not 
come with travel insurance had an annual 
average fee of $46 and an interest rate 

of 18.87 per cent. Insurance and 
Financial Services Ombudsman 
Karen Stevens also warned 
travellers that complimentary 
insurance with a credit 
card tends to be more 
limited than standalone 
policies – as she pointed 
out, with a credit card, 
travellers are much 
less likely to even see 
the terms and conditions.
“They are relying on the idea of the 
insurance as opposed to the actual 
terms and conditions,” she said. “If 
you choose to rely on credit card 

Free? Not necessarily
insurance, that’s all well and good, provided 

you know what it covers before you 
set off .” A platinum credit card, 
she warned, does not mean a 
platinum-level insurance policy. 
“Then they make a claim and 
fi nd it’s restricted cover and 

they are not covered for what 
they thought they were. It’s not 

necessarily platinum cover, it’s 
added value for them as bank 
customers but it doesn’t mean 
they are getting cover at the level 
they expect … some people 
think they are getting something 

much better than they are.”
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New research from UK travel insurance 
specialist Columbus Direct has found 
that, collectively, British travellers waste an 
estimated £64.2 million annually because 
they fail to renew their passports in good time 
before heading overseas on a trip. According 
to the research, one in nine people have 
experienced problems over the past three 
years because they didn’t renew their passport 
in time – this includes over two million people 
who have been required to pay extra to have 
passports renewed within seven days, and 
nearly 1.5 million who had to pay for a same-
day service. Nearly a quarter of travellers aged 
between 18 and 34 have had issues with 
urgent passport renewal, compared to only 
four per cent of those aged 55 and over.
Columbus also found that 1.2 million travellers 
have been unable to travel out of the UK 
because of passport-related issues. “Going 
on holiday is expensive enough without the 
added cost of paying for a premium passport 

service,” said Rob Thomas, head of brand at 
Columbus. “Before booking a trip, travellers 
should check their passport expiry date 
as well as the specific country’s passport 
and visa requirements to make sure that 
they can travel abroad. The advice from 
the passport office is clear: do not book a 
trip abroad until you have a valid passport. 
Holidaymakers should also take out travel 
insurance as soon as they have booked a 
trip to cover themselves in case they need 
to cancel their holiday due to unforeseen 
circumstances such as illness or jury service. 
Not being able to travel due to passport 
issues will not be a valid reason for claiming 
a refund, although some insurance policies 
do provide travellers cover if their passports 
get stolen shortly before their departure date. 
It’s important that travellers give themselves 
enough time to prepare all the required travel 
documents if they don’t want to endure 
unnecessary stress at the last minute.” 

has reminded travellers that one of the 
most popular holiday destinations for 
Australians – the US – has very high 

medical costs. The site has also highlighted 
that travel insurance is inexpensive and 
a small price to pay compared to being 
caught in a situation without cover.

Airlines overcharging
Meanwhile, consumer advocacy group 
Choice has said that airlines in Australia 
are charging too much for packaged travel 
insurance, largely because they charge 
adult prices for children when passengers 
purchase online – a difference that 
can be of high significance for families. 
Choice has said that Virgin Australia, 
Qantas and Jetstar have all charged 
families more for packaged insurance 
cover than they would have paid for a 
standalone policy purchased separately.
“[Our] policy is being updated to include 
dependents up to 24 years of age as 
part of family cover,” commented a 
spokesperson for Qantas. “Booking travel 
insurance through Qantas is optional 
and while we recommend customers 
purchase travel insurnace, it is ultimately 
their choice where to purchase it.”

In a recent speech, Australian 
Minister for Foreign Affairs Julie 
Bishop MP announced the results 
of the Australian government’s 
travel insurance survey, a joint 
initiative between the Department 
of Foreign Affairs and Trade and 
the Insurance Council of Australia

The MP advised the Australian public 
that they should not be travelling if 
they do not have travel insurance: “If 
you cannot afford travel insurance you 
really can’t afford to travel overseas.”
Bishop went on to say that she believes 
this message is being heard, but lamented 
that there are still many Australians who 
travel uninsured. “The good news is I 
think our message is getting through,” 
she said, “because only eight per 
cent of Australians travelling overseas 
travelled without insurance, but the 
bad news is that translates to about 
eight hundred and fifty thousand visits 
overseas without travel insurance.”
She reiterated that those travelling, 
wherever they may be going, ‘need travel 
insurance’, and also said that, according 
to the survey, young people are less likely 
to take out travel insurance and more 
likely to suffer as a result. “No matter 
the activity, no matter the length of the 
proposed trip, no matter the intrepid 
nature of the itinerary, we really do need 
to ensure that travel insurance is top of 
their list,” she said. “If you have a passport, 
you should think of travel insurance.”
Therefore, she said, the government 

will be focusing on young people: “Our 
social media messaging is targeted to 
the millennial generation … students 
travelling overseas can find themselves 
in circumstances where that sort of 
consular support will be needed. So 
travel insurance is absolutely essential.”
She also advised travellers to log onto the 
Smart Traveller website, the Australian 
government’s travel advice platform, 
which she described as ‘essential reading 
before and during overseas trips’. 
Earlier this year, a Galaxy poll of over 1,000 
Australian travellers found that up to 90 per 

cent consider travel insurance to be non-
essential. Travellers’ main priority, according 
to the research, was money, with 37 per 
cent of respondents saying it is a must-have. 
Clothing was found to be the second most 
important thing (24 per cent), followed 
by toiletries (15 per cent) and travel credit 
cards (12 per cent). 
Fifty one per cent of respondents 
said that they do not purchase travel 
insurance when they go abroad, leaving 
them open to incurring unexpected 
emergency medical costs. Personal 
finance comparison site Comparedinkum 

No matter the activity, no matter the 
length of the proposed trip, no matter 
the intrepid nature of the itinerary, we 

really do need to ensure that travel 
insurance is top of their list

Australian MP highlights the importance of travel insurance

Millions wasted on passport 
renewals

A flood of allegedly 
unsubstantiated claims against 
hoteliers by British holidaymakers, 
many for minor ailments, could 
cost the Spanish accommodation 
sector millions of euros this year 
according to a leading trade 
group. David Ing reports

The prediction comes from Antonio Mayor, 
president of HOSBEC, the hoteliers’ 
association for one of the country’s most 
popular destinations, Benidorm and the 
Costa Blanca. He said the majority of claims 
are being presented ‘without proof’ when 
holidaymakers get back to the UK, and 
that it is estimated they could cost member 
hoteliers in their region alone – the Comunitat 
Valenciana – as much as €6 million.
The practice has become especially 
serious this year in the main resort of 
Benidorm, where it is reportedly being 
fomented by people Mayor called ‘vulture 
lawyers’, who ‘wander through the hotels, 
briefcase in hand, encouraging guests 
to claim for diarrhoea, for example’.
Their companies have helped holidaymakers 
claim damages in court against the British 
tour operators who arranged their package 
holidays. The operators in turn deducted this 
from the payments they made to the hoteliers.
Mayor, who runs his own hotel chain 
on the Costa Blanca, has called on 
the British travel trade to join them in 
helping ‘fight together this injustice’. 
At a recent meeting in London, the 

Association of British Travel Agents (ABTA) 
had acknowledged to a delegation of 
Spanish hoteliers that there had been a 
big surge in such claims this year, ‘perhaps 
seven times that of last year’. The delegation 
blamed the increase on so-called ‘claim 
farms’, heavily-marketed legal services 
that ‘encourage the lodging of thousands 
of claims’, some of which ‘cover the cost 
of the holiday several times over’. 
Most of the complaints were linked to relatively 
minor illnesses, such as stomach ailments, 
after guests supposedly ate in hotel restaurants. 
“Yet there is usually no proof that they 
didn’t get the problem from eating in a 
restaurant across the road,” said Mayor, 
“or just from suffering from a hangover.”

See also ABTA investigating gastric 
illness compensation claims p.26

Unsubstantiated claims could hit Spanish 
accommodation sector
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Travel insurance comparison site 
Squaremouth recently shared four tips on 
how consumers can avoid overspending 
when they buy a travel insurance policy.
The site’s first tip is not to insure more 
than necessary, advising that consumers 
only insure pre-paid and non-refundable 
expenses. “If you can cancel all your 
hotels for just a small penalty, insure 
the cost of the penalty rather than the 
full amount of the hotels,” said product 
manager Adam Rusin. “A lower trip 
cost generally means a lower premium, 
and you’re still covered for the amount 
you would lose if you cancelled.”
The next tip is to compare options. 
Squaremouth highlights that travel 
insurance policies are not one-size-fits-
all, and consumers should use a travel 
insurance comparison site to review 
options. “We get a lot of calls from 
travellers looking for advice, or trying to 
understand and compare the coverage 
they’re being offered by their cruise or 
tour operator,” said customer service 
director Jessica Harvey. “Customers 
are often surprised to see so many 
other options that offer the same or 
better benefits at a lower price.”
Squaremouth also suggests that 
customers should not upgrade to 
‘cancel for any reason’, stating that 
this can increase the cost of a policy 
by as much as 40 per cent, while only 
reimbursing a portion of the cost of 
a trip. “The most common concerns 
we see are generally covered by 
standard cancellation policies, such as 
cancelling due to an illness or a family 
member passing away,” said quality 
assurance manager Emily Phinney. 
“We don’t recommend cancel for any 
reason unless someone has a unique 
concern that isn’t otherwise covered.”
Finally, Squaremouth advises consumers 
to purchase the least expensive policy, 
stating that a higher price tag doesn’t 
necessarily equate to better service 
or benefits. “We always recommend 
purchasing the least expensive policy 
that meets your needs, as long as 
it’s with a reputable provider,” said 
spokesperson Rachael Taft. “Good 
indicators are a high A.M. Best rating 
and some kind of external accountability, 
like the Zero Complaint Guarantee we 
have for providers on Squaremouth.”

How to avoid 
overspending Medical Travel Compared, a UK-

based travel insurance comparison 
site for people with pre-existing 
conditions, is reminding holidaymakers 
that they could be risking gaps in 
their cover by not insuring travel 
companions under the same policy. 
“Because travel insurance only covers 
those named on the policy, the insurer 
is not obliged to pay out for a claim 
that is in any way related a pre-existing 
medical condition of a companion 
insured elsewhere,” explains managing 
director of marketing for Medical 
Travel Compared Vicki Moses. “So, if 
the holiday has to be cancelled or cut 

short due to the companion’s illness, 
you could face being out of pocket.”
She added that the important thing is 
that all travelling companions, even 
if they are insured elsewhere, are 
covered for the other travellers’ pre-
existing conditions so that they are not 
left uninsured in the event of a claim. 
Medical Travel Compared recommends 
that those applying for specialist travel 
insurance to cover a pre-existing medical 
condition add travel companions to 
the policy, even if they do not have 
any medical conditions themselves.
“We have a saying: if you’re travelling 
together, be insured together,” says Vicki.

If you’re travelling together, be insured together
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According to New Zealand-based dispute 
resolution service Financial Services 
Complaints Ltd (FSCL), the most complaints 
it receives are still related to insurance 
companies – with these predominantly 
being in relation to travel insurance 
specifically. FSCL released its annual report 
at the end of October, which reveals that 
32 per cent – or 58 out of 180 – of the 
cases formally investigated in 2015/16 
involved complaints against insurers.
Also of note is the fact that sales of 
replacement policies by independent 
financial advisers – or ‘insurance churn’ 
– are causing increasing concern. 
This is a trend that the FSCL expects 

to increase in the years ahead.
“It is really important that consumers 
understand the potential risks of changing 
insurers,” commented Susan Taylor, 
CEO of FSCL, “as the consequences 
of not being covered when you think 
you are can be disastrous.”
The organisation has called upon financial 
advisers to provide clients with a detailed 
written statement whenever they advise 
on replacement insurance cover, including 
such information as: the specific reason 
for the replacement being proposed; the 
differences between the existing and 
recommended policies; and clear and 
full disclosure of fees or commissions.

Insurance disputes rising in NZ

In light of travellers’ heightened risk 
of flu during the autumn and winter 
months, travel insurance comparison 
site InsureMyTrip recently informed 
them of the options available when 
purchasing a travel insurance plan. It 
said that travellers concerned about an 
unforeseen illness affecting their travel 
plans have several options when it comes 
to finding the right travel insurance plan.
“Travellers who wait till they get sick 
to purchase travel insurance will not 
be covered in the event they want to 
cancel a trip,” said product director 
Lynne Peters. “That’s why we always 
tell travellers to buy a policy as soon 
as they put a deposit down on a trip. 

That way, they’ll be better protected.” 
Examples provided by InsureMyTrip of how 
travel insurance benefits can help include: 
• Trip cancellation: a traveller gets the 

flu and must cancel a trip, or a traveller 
must cancel a trip because a travel 
companion or family member gets the flu.

• Emergency medical coverage: a 
sick traveller must see a doctor and/
or go to the hospital during a trip.

• Emergency medical evacuation 
coverage: in rare cases, a sick traveller 
requires an emergency medical 
evacuation back home for further care.

• Trip interruption: an extremely sick 
traveller cannot continue with a 
trip and must return home.

Travel insurance in flu season

Despite weather being a staple 
topic for British smalltalk, UK 
travel insurer Columbus Direct 
has found that 9.1 million UK 
holidaymakers do not take the 
weather of their destination into 
account when booking their trip

With over 850,000 British tourists affected 
by severe weather conditions when abroad 
every year, Columbus Direct says that many 
are risking their holidays by not checking 
conditions prior to travel. Its research found 
that one in 10 UK holidaymakers had their 
trips affected by weather in the last five 
years, with 50 per cent of them having to 
stay longer in their destination as a result.
“Bearing in mind the impact that severe 
weather can have on a holiday, we 
strongly recommend that travellers 
check the typical weather conditions 
of their destination at the time of their 
travel before booking their holiday,” Rob 
Thomas, head of brand and performance 
at Columbus Direct, told customers. 
“Off-peak holidays are often cheaper 
but check that this is not because it is 
hurricane, monsoon or tornado season.”
The research also found that, of those 
affected by weather in the last five years, 12 
per cent did not have any travel insurance. 
When choosing a travel insurance policy, 
32 per cent of holidaymakers would 
consider cover for delayed flights and travel 
delays due to extreme weather, and only a 
quarter would check their policy had cover 
for cancellations to their holiday. Forty-three 

per cent of respondents said they would 
not consider whether the policy would 
cover delayed flights, cancellations or 

holiday interruptions due to weather impact 
at all. One in seven British holidaymakers 
admit to not taking out travel insurance.

Many Brits fail to check weather prior 
to travel

we strongly recommend that travellers 
check the typical weather conditions 
of their destination at the time of their 

travel before booking their holiday
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ITIJ has previously reported on the 
Canadian travel and health insurance 
industries’ attempts to make the sale and 
terms and conditions of their policies 
less confusing and more effi  cient. The 
Canadian Council of Insurance Regulators 
(CCIR) recently closed a three-month 
period of public comment, and will now 
consider recommendations to make 
insurance simpler for agents to sell, and 
customers to buy. As an example of 
how insurers in Canada might proceed 
in this newer, simpler world, Manulife 
recently launched a new plan in which 
it reduced its policy document from 40 
pages to 14, and eliminated 37 exclusions. 

The insurer also removed clauses for 
pre-existing conditions and stability 
periods, reduced 24 of the defi nitions 
that are usually required to interpret and 

defi ne the terms of coverage, and got 
rid of a number of complex rate tables, 
simplifying pricing in the process.
It is hoped that other insurers 
may follow its example.

Th e outer limits
Medical travel insurance provider 
AllClear Travel Insurance in the UK is 
warning consumers to check the small 
print in travel insurance policies after it 
has found that a number of insurers set 
limits on repatriation cover that could 
result in large bills for consumers.
According to AllClear, the cover limits 
relate to the cost of repatriating the 
deceased. Reportedly, the issue was 
highlighted when a woman was forced 
to pay £2,500 of a £7,500 bill to bring 
her husband’s body home from Peru, as 
her travel insurance policy only covered 
repatriation costs of up to £5,000. 
When consumers see their policies 
include medical expenses cover in excess 
of £5 million, they might assume they 
are covered for every eventuality, which 
is not always the case,�Garry Nelson of 
AllClear says. “Especially as the majority of 
insurance policies, including our own, do 
not impose cover limits on repatriation.”  
Nelson added that the company is 
urging customers to ensure they 
read the small print and know what 
these cover limits might mean should 
the unimaginable happen.

Tut tut
It has been reported that Australian 
travellers are consistently ending up out 
of pocket because of bad – or at least 
ill-advised – behaviour. According to travel 
insurer World2Cover, 89 per cent of search 
and recovery operations on Japanese ski 
slopes, for example, involve Australians who 
have decided to head off -piste. And other 
stories that caught media attention recently 
include that of nine Aussies thrown in jail 
in Malaysia for stripping to their underwear 
in public and downing beers, and three 
who became stranded on top of Uluru for 
16 hours after wandering off -track. Claudio 
Saita said that a helicopter rescue from 
an Australian mountain costs between 
$12,000 and $13,000 on average – and 
that’s just for an incident at home.
“It can be upwards of $2,500 per hour if 
you’re being rescued from Mount Everest 
in Nepal,” he continued. “America is 
particularly known for high medical bills, 
with a hospital bed costing up to $21,500 
a night. In extreme cases, a trip to the ER 
abroad can literally bankrupt you if you 
don’t have the right cover. For example, 
one of our customers was evacuated from 
Mongolia to the nearest medical facility 
to the tune of almost $150,000 – it would 
have cost around $300,000 had they 
required an evacuation back to Australia.”

A simple plan

[the CCIR] will 
now consider 

recommendations to 
make insurance simpler

http://www.taa.at
mailto:taa@taa.at
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Mandy Langfi eld looks at the sometimes rocky relationship 
between the insurance industry and its customers, and 

asks what can be done to improve things

Trust issues
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ITIJ 190 reported on the case of 
a British man who lied about the 
nature of an injury he sustained on 
holiday because he was concerned 
that his travel insurance didn’t cover 

horse riding. Paul Schofi eld had fallen 
off  a horse, but informed his treating 
doctors that he had slipped and fallen 
in the street. He later died from internal 
bleeding resulting from a ruptured spleen. 
Arguments could be made that the 
doctors could have done a more thorough 
investigation of Schofi eld’s injuries at the 
time he was admitted, but equally if he 
wasn’t honest with them, and they believed 
that he had just slipped and fallen, 
they would have no reason to suspect 
a more serious injury had occurred.
This case throws up questions about the 
dynamic between customer and insurer – 
Schofi eld was worried that his insurance 
company wouldn’t pay his claim, hence his 
being less than truthful with the medics. It 
also shines the spotlight once more on the 
ignorance of the insurance buying public, 
who when it comes to the small print, often 
don’t know what they are purchasing. 

Check the fi ne print
Much research has been carried out in 
the past demonstrating that a signifi cant 
percentage of people do not fully read 
their policy documents – for any kind of 
insurance. Attempts have been made by 
insurers to improve the clarity of policy 
wording, but policy documentation can 
sometimes actually increase in length as 
a result, as jargon is removed. Policies 
running to 20 pages or so are clearly 
daunting for the average consumer, and 
thus it is common for policyholders not 
to know the details of their coverage. If 
someone is planning to go on holiday 
for a specifi c reason, a walking holiday 
for example, it might occur to them to 
check that a policy covers this particular 
activity, but often holiday activities are 
carried out on the spur of the moment. 
Quad biking on sand dunes in Australia 
during a gap year or jet skiing while on a 

beach holiday in the Caribbean are not 
uncommon activities, but are often not 
covered in standard insurance policies.
What, if anything, can insurers do to 

make it clear that customers must check 
they are covered before undertaking an 
activity such as jet skiing? Chris Blackman, 
product development consultant for 
UK-based AllClear Insurance, says 
insurers can make policies more 
customer friendly, and the company has 
been making progress in this regard: 
“Recently [we] decided to make policy 
wording far more user friendly both in 
its layout and its design. Gone is the 
small contractual style policy booklet, to 
be replaced by an A4 policy brochure 
with icons helping the customer to 
easily identify what they are covered for 
and what they are not. Holiday imagery 
also gives it a far less daunting feel.”
Daniel Durazo, director of communications 
for Allianz Global Assistance USA, told 
ITIJ that every eff ort is made to make the 
benefi ts and exclusions clear at the point 
of sale, but that realistically it is up to the 
customer to read the policy they have 
bought. “It’s important to make clear what 
is covered by insurance and what is not,” 
he explained. “We urge our customers 
to read their policy and contact us with 
questions. We also off er a 10-day money-
back guarantee for all policies, so if a 
consumer reads their policy and decides 
the product is not right for them, they can 
cancel it for a full refund. We feel that an 
educated consumer is our best customer.”
ITIJ also spoke to Paul Firkins, business 
development director at UK insurance 
broker Hood Group, about the role that 
intermediaries can play in bridging the 

gap between insurer and customer. He 
said that keeping coverage as transparent 
and straightforward as possible will 
help increase customers’ awareness of 

exclusions – and the fewer exclusions 
in areas such as sports and other 
activities, the easier it is for customers 
to understand what they’re buying 
and what is and isn’t covered. 
“As an industry,” he said, “we 
need to be very clear to the 
customer as to what is and 
isn’t covered and to use 
simple language that they 
will understand. This means 
avoiding jargon and being 
more innovative in looking 
at ways to get across 
important [information].” 
For example, Hood Group 
is exploring the use of short 
video messages as a way 
of informing customers of 
what its policies cover, and 
what they need to disclose.  
Chris Noble, general manager of 
Australia-based World Nomads, 
said insurers have to take every 
opportunity given to them to 
connect with their customers: “You 
can’t rely on the booking path to 
convince travellers to read the policy 
documents, you have to educate 
at every stage of the travel lifecycle 
and leverage word of mouth to help 
inform.” World Nomads has looked 
to engage with their customers 
before and beyond the sale of travel 
insurance. Our travel Q&A service 
enables us to better understand the 
challenges our nomads face pre-

booking, which allows us to design more 
fl exible and relevant products; post-trip we 
reach out directly and through our social 
channels to ensure that our nomads are 
not just looked after, but better educated 
around the value of travel insurance.”
Carl Carter, deputy managing director 
of Voyager Insurance in the UK, gave 
ITIJ his take on the matter: “With the 
ongoing utilisation of mobile technology, 
apps, social media and the Internet, 
proactive insurers and product 
providers are presented with a wealth 
of opportunities to engage with their 
consumers prior to purchase, during 
the buying cycle and post purchase so 
as to improve their understanding of 
policies and travel insurance in general.”
Also, as an industry, insurers could 
discuss what exactly is meant by 
‘hazardous activity’ – a topic that ITIJ 
has covered more than once in the past. 
“It doesn’t help the customer if insurers 
and distributors each have their own 
defi nitions,” said Firkins. “Distributors 
can certainly help to spell out the 
diff erences to customers, with price 
comparison sites being in an infl uential 
position to compare products beyond 
just price. Some progress has already 
been made in this area, but more can 
be done as it is in everyone’s interest 
to make it easier for the customer to 
understand what they’re buying.”

Consumer confi dence
While surveys commonly show that 

alarming numbers of consumers 
don’t feel the need to take 
out travel insurance for 
whatever reason, there’s also 
evidence to suggest that travel 

insurance is a more important 
consideration than ever before. 

Research from Benenden, a 
UK-based healthcare provider, 
found that 34 per cent of British 
travellers don’t take cover for 
European holidays, but this 
means that the majority – 66 
per cent – do buy insurance. 
Even among those young 
invincibles aged 18 to 24, 72 
per cent do buy insurance 
before a trip. In New Zealand, 
Southern Cross Travel 
Insurance found that four-fi fths 
of the country’s residents 
travel insured, while in Canada, 
the Travel Health Insurance 

Association (THiA) found this 
year that more Canadians are 

buying travel insurance than 
before. THiA credited the rise to 

growing fears over terrorism, civil 
unrest and the spread of diseases 

such as Zika; and its fi gures reveal 
that 78 per cent of Canadian travellers 
purchased cover in 2015, a four-per-
cent increase on the previous year’s 
fi gures. Why would so many people 
buy travel insurance if they didn’t 
have some faith in the product – 
and the company providing it?
According to Durazo, the type of 
insurance is what matters: “I think 
it depends on the product. In the 
US, homeowners insurance and 
auto insurance are mandatory 
purchases and consumers 
generally understand them well 
and trust that insurers will cover 
their claims. For consumer 
specialty insurance products, 

Gone is the small contractual style policy booklet, to be replaced 
by an A4 policy brochure with icons … holiday imagery also 

gives it a far less daunting feel
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such as travel insurance, the product is 
still fairly new and consumers have yet 
to develop an opinion on whether the 
companies that off er it are trustworthy. 
We believe that we have an advantage 
in developing consumer confi dence 
because the Allianz brand is well known 
and trusted around the world.”
Globally, more travellers are investing in 
the peace of mind that insurance can 
bring. So, why the continuing underlying 
suspicion of some of the buying public 
that insurers are ‘just out to get your 
money’? According to Chris Blackman 
of AllClear, media coverage has a lot to 
answer for. “The press in general will 
fi nd a ‘shock horror’ story of the poor 
consumer’s claim being declined, which 
will sell more papers than the story of 
someone having a claim paid normally 
– which as we all know is the norm! So 
there is disproportionate press coverage 
of claim declinatures. All too often, 
reporters take the side of the underdog 
claimant, conveniently omitting some of 
the material facts, which are the reason 
for the declinature in the fi rst place.”
Firkins agrees: “The public’s trust 
of insurers is not where it should be 
and I believe this is largely due to the 
widespread reporting of ‘bad news’ 
stories. Let’s face it, when a travel policy 
pays out for medical treatment abroad and 

repatriates somebody back to the UK at a 
cost of thousands of pounds then nobody 
other than the insured gets to hear about 
it. This is happening every day and as 
an industry we need to get these good 

technology has provided real benefi ts to both the business and consumer 
in terms of their understanding of travel insurance, as well as making life 

easier for all by managing expectations

news stories out more widely in the public 
domain to balance out the few sensational 
headlines that appear when an insurer 
declines a claim.  It’s not an easy task but 
that shouldn’t stop us trying. This same 
message has recently come across loud 
and clear from the Chartered Insurance 
Institute following the release of their 
Strategic Manifesto, which focuses on 
re-establishing public trust in the sector.”
AllClear is one of several companies 
making an eff ort to reach out to its 
customers in an attempt to improve their 
understanding of their policies and of 
the insurance world in general – these 
eff orts include publication of real-life case 
studies and press releases that explain 
the importance of declaring medical 
conditions. Going online also means that 
customers aren’t daunted by page after 
page of small print that isn’t relevant to 
them. In the past four months, AllClear 
has introduced an insurance information/
education tool, providing detailed 
information about travel insurance for 
travellers. Under the ‘AllClear Knowledge 
Base’ functionality, customers can type 
in their own unique question or search 
through hundreds of frequently asked 
questions to get the information they 
require. Blackman explained that the 
system also undergoes continual changes 
to keep up with what customers are 
demanding: “Whenever a new question 
is asked through the knowledge base or 
through our WebChat facility, we add that 
question and response to the searchable 
database so that future customers can 
fi nd it. Our ongoing aim is to educate the 
customer into obtaining the travel policy 
which is right for them and to provide 
as much information as possible so 
that they can make the right choice.”
As Carter notes: “This use of technology 
has provided real benefi ts to both the 
business and consumer in terms of their 
understanding of travel insurance, as well 
as making life easier for all by managing 
expectations when they come to use 
their policy or make a claim.” Things 
have moved on considerably from the 
‘commonplace’ static FAQ pages of the 
old days, and the insurance industry 
has benefi tted hugely from using a wide 
variety of communication and educational 
techniques. For Voyager, these range 

from routine blog commentary around 
what travel insurance is (and isn’t) , 
through to real-time social media posts 
and tweets giving advice on events 
such as natural disasters, fi nancial 
failures and evolving security issues 
‘live as it happens’. “We have also found 
consumers respond very well to SMS 
texts delivered alongside policies that 
help them understand their policy,” said 
Carter, “making it readily available when 
they need it, and particularly [during] the 
claims process. Examples include the 
dispatch of contact numbers, ‘how to 
make a claim’ links and contact details by 
SMS, [which] have proved very popular 
with a great degree of utilisation.”

Clarity and quality
“AllClear believes that providing clear 
unambiguous information, combined 
with a choice of a panel of insurance 
providers that off er cover for pre-existing 
medical conditions declared by the 
consumer, represents the kind of service 
to customers which improves the way 
people view insurers and therefore 
contributes to a higher level of trust in the 
industry,” concluded Blackman. Off ering 
good quality products with clear benefi ts 
and exclusions will enhance consumer 
trust, and while cost is still a factor for 
some customers, many are now beginning 
to cotton on to the idea that in life, and 
insurance, you get what you pay for.
According to Firkins, working hard to 
get customers good value for money 
is key: “Our approach to working with 
affi  nity brands such as retailers and 
lifestyle organisations is to ensure 
that their travel insurance off ering 
refl ects their core brand values. This 
doesn’t mean being the cheapest. It’s 
about off ering quality products that 
represent good value. Brands that are 
recognised for this ethos will attract 
customers as trust starts to come into 
the equation of selecting a policy.”
Carter concluded: “By engaging, 
educating and being transparent with the 
consumer, well in advance of, and through 
all phases of the travel insurance cycle, 
we have found this increases customer 
satisfaction as proven by consumer 
feedback reviews, and leads to increased 
brand loyalty and repeat purchase.” ■
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MARM ASSISTANCE ADVERTORIAL

I would like to take this opportunity to 
wish dear ITIC participants success 

and prosperity in their business.

Wishing for the continuity of our fruitful 
cooperation for many more years to come.

Mahmut KADİRBEYOĞLU
CEO

Dear Business Partners and Friends,  
   
As we are leaving yet another year behind, at marm 
assistance we would like to take this opportunity 
to refl ect on recent developments in the sector. 
This year also marked our 30th anniversary and 
it feels like a pivotal time to share these thoughts 
with ITIJ’s readers.   
This issue, we look at some of the current global 
developments and our Turkish agenda. We will 
also examine our activities over the past year, and 
shed some light on our continued work following 
on from our prestigious company anniversary.
This year, an increasing number of terrorist 
events have aff ected not only Turkey, but the 
whole world. We at marm have observed that, 
unlike in previous years, terrorism has reached 
even more areas and cities. This poses serious 
threats, unfortunately, to the safety of some of our 
travellers who visit them.   
There have been wars for as long as we can 
remember throughout human history. War is 
never a good thing, but it is often considered a 
political instrument. Terrorism, on the other hand, 
is the practice of destroying, and it lacks moral 
and legal governing.     
The fi nancial markets of the world economy 
have been increasingly negatively impacted by 
acts of terrorism, and the eff ects that are felt in 
the tourism industry, as well as the emergency 
services and many other sectors, should not be 
underestimated.   
Moreover, at marm we have witnessed that in those 
countries aff ected by terrorism, any interventions 
made by authorities and organisations that don’t 
have an understanding of the local culture and 
ways of communicating, have the ability to create 
more problems than they are trying to solve. 
Regrettably, morality among people living in those 
countries can be severely damaged as a result.  

This is why at marm we will always ensure we can 
provide complete continuity of service in order to 
help our travellers and customers following any 
terrorist threat or event. We intend to progress 
steadily in this regard over the years to come.  
Our strength comes from our company values, 
which we have bolstered over the years, and from 
our carefully selected network resources. For 30 
years, we have ensured a consistent response 
throughout the ups and downs our country has 
sustained, which has served as a testimony of 
our ability as a company to maintain and adapt 
our services in line with relevant global sector 
developments.  
Through this advertorial, we would like to express 
our gratitude to our esteemed business partners 
and friends for always supporting the marm family 
throughout these challenges. 
Some of our proudest achievements to date: 
•   In line with our strategic goals, we have 
expanded further on an international level by 
setting up an offi  ce in the capital of Iran at the start 
of 2016. This means we are now serving Tehran 
and Istanbul with both travel and assistance 
services.  
•   In addition, we also opened our marm travel 
agency in 2016, which serves customers 24 
hours a day, seven days a week, without any 
interruption.  
•   We are proud to continue to have all our 
business processes certifi ed with the latest 
requirements, and our ISO 27001: 2013 
Information Security Management System and 
ISO 9001: 2000 (2008) Quality Management 
certifi cates were successfully renewed in 2016.    
•   At marm we greatly value IT and innovation, 
and we continue to integrate IT solutions into 
all of our projects and the studies we conduct. 
For example, we have recently renewed our 
infrastructure and power plant system, and IT and 

technology will remain a focus in our studies.  
•   We have moved to our new head offi  ce after a 
year of preparations by our employees to ensure 
the optimum work environment. The process has 
also increased staff  motivation and morale.
•   The marm Treatment Abroad programme 
was included in our business early in 2016. 
Standardisation, quality improvement and 
packages that confi rm to legal standards will be 
provided within the scope of our services, which 
we will continue to develop. We can proudly add 
that our endeavours and plans in this area will 
continue in the New Year!  
•   At marm, we have always worked hard to 
create added value in all the areas in which we 
operate. In addition to our company initiatives, we 
recently also took part in projects that contribute 
to collective engagements, such as with the police 
and other services, both at home and abroad. The 
issue of Syrian refugees was high on our agenda 
and something we could simply not ignore, and 
we continue to strive to help all innocent people in 
this regard. To further facilitate this, as part of our 
studies we will carry on fi nding ways to improve 
our role in education for 2016. We will also keep 
on developing these areas throughout the next 
year and are always ready to cooperate with those 
services that are keen to support us and make 
best use of our own communication channels to 
achieve this.  
•   Our strong and consistent position in the 
sector has helped us secure solid fi nancial 
results. Although, due to the contraction in key 
markets caused by terrorism and economic 
fl uctuations, we could not show our 2016 growth 
predictions, it is very important for our customers 
and business partners that we protect our market 
position, and we have continued to do so.  
•   Last year, we experienced increased activity on 
our social media accounts around our assistance 

business, and as a result we have brought in a 
new strategy. In order to keep our customers and 
travellers informed about any terrorist attacks or 
potentially dangerous developments, we now 
publish news via these channels whenever we 
can, and we will continue to develop our work in 
these areas. It would be appreciated if you could 
follow us through our social media accounts, so 
together we can make these channels serve our 
customers’ needs even further.  
Finally, we would like to communicate that all of us 
at marm will continue to move with full confi dence 
towards the future. We are optimistic that we will 
maximize the eff ectiveness of our organisation 
and continue to write our future success stories, 
and are ready to evaluate our exciting journey in 
terms of new geographies, new business areas, 
new partnerships and new opportunities!  
We are ready to welcome tourists and guests from 
every region of the world and we want them to 
feel assured that we are the biggest guarantee for 
their safety. Our aim is to achieve stability in the 
regions we operate in by taking advantage of the 
peaceful power that brings tourism and people 
together. Side by side, we should make a stand 
and not let terror rule our lives.  
As we are coming to the end of this advertorial, 
we would like to leave you with a quote from 
Atatürk, the founder of the Republic of Turkey, 
who said: “Peace at home, peace in the world”. 
We would like to let it serve as a reminder that 
peace is the only answer to the problems we are 
facing in today’s world.  
And on a fi nal note, of course, we would like to 
wish you a Merry Christmas and a very Happy 
New Year!  

Sincerely,  
CEO
Mahmut KADİRBEYOĞLU

Mahmut Kadirbeyoğlu, General Manager of marm assistance, 
comments on 2016 and wishes everyone the best for the new year.
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Travel insurance and assistance provider 
Allianz Global Assistance has launched 
an enhanced version of its award-
winning AgentMax Online platform for 
travel agents, which the company says 
will make offering travel insurance faster 
and easier. Enhancements include the 
ability to: speed up customer payments 
by scanning credit cards using the 
camera on a smartphone; generate 
faster quotes using an improved 
QuoteMax tool; and create detailed 
customised analysis and reports, as well 
as provide product recommendations 
based on real-time trip information.
Originally created as a software-based 
platform, AgentMax Online was launched 
at the end of 2015 to remove the barriers 
associated with software, such as 
restrictions on operating systems and the 
need to push out software updates. The 
platform has also been redesigned from 
the ground up using agents to test features 
and provide feedback on enhancements. 
AgentMax Online is mobile optimised 
and adapts to whatever device is being 

used (desktop, tablet or phone) so that 
agents can access it whenever and 
wherever they want. Travel agents are 
also provided with a comprehensive tool 
that tracks purchases and helps them 
maximise compensation through 2nd 
Chance by MaxMail, an email marketing 
tool that generates travel insurance 
offers to customers who may not have 
purchased it when they booked their trip. 

“Travel agents are experts in selling 
travel, and AgentMax allows them to 
spend more time doing what they do 
best,” said Christian Schlebusch, director 
of partner solutions for Allianz Global 
Assistance USA. “Now the AgentMax 
Online platform makes offering travel 
insurance faster, easier and with more 
powerful tools to serve customers 
more effectively and grow revenue.”

Start-up insurtech company Blink 
Innovation Ltd has announced a 
new partnership with Munich Re to 
launch what it claims to be the first 
real-time resolution flight interruption 
insurance, a new partnership 
that creates a ‘powerful market 
advantage’, according to Blink

“Munich Re’s innovative approach to 
working with early stage insurtech innovators 
makes it the ideal collaboration to ensure 
we can provide innovative insurance 
solutions in the travel insurance space,” 
said Blink CEO Paul Prendergast.
The deal will see Blink creating the 
technology solution to deliver the products, 
including automated underwriting 
rules agreed upon by Munich Re.
Andrew Rear, chief executive of digital 
partners at Munich Re, stated: “Digital 
partners is a new Munich Re global venture 

Australian travel insurer Cover-More Group 
has announced an agreement with the 
Australian branch of Berkshire Hathaway 
Specialty Insurance (BHSI) that will see the 
companies working together to agree and 
finalise a new underwriting agreement.
As part of the deal, BHSI will use Cover-
More’s global medical assistance team 
to provide emergency and medical 
assistance to clients in select markets.
President of BHSI Australasia Chris 
Colahan said the partnership will 
enhance the companies’ standing in the 
global travel insurance industry: “The 
combination of Cover-More and BHSI 
will make for a formidable partnership 
in the global travel insurance market,” 
he said. “We add scale to Cover-More’s 
specialist travel insurance, optimisation 
and medical assistance capability.”

New product 
offering in 
Zimbabwe
A new travel insurance product has been 
launched for Zimbabweans, through 
a partnership between NicozDiamond 
and Travel Insurance Consultancy (TIC), 
a subsidiary of South African insurer 
Santam. The product is available for 
leisure and business travellers, and 
provides global cover wherever a traveller 
may be in the world, with emergency 
assistance provisision courtesy of Europ 
Assistance. Trip cancellation, medical 
expenses, lost luggage and flight 
accidents are covered, and for an extra 
cost policyholders can seek coverage 
for pre-existing medical conditions, 
extreme sports and other activities, third 
party insolvency and trips to countries 
designated as being high-risk.

TBC purchases 
Kopenbur
Georgian universal bank TBC Bank Group 
recently signed an agreement to purchase 100 
per cent of the shares of insurance company 
Kopenbur. The decision was made based 
on Kopenbur’s tactics of financial service 
diversification, and the varied products offered. 
According to TBC Bank – whose customers 
will have access to the insurer’s services – 
Kopenbur will be rebranded, and its spectrum 
of services and products will expand to cover 
travel insurance and other insurance segments.
“I believe that, in the first place, this decision 
will benefit the customer, to whom we will 
offer complex insurance products,” said 
Paata Ghadzadze, deputy CEO of TBC Bank. 
“Services will be provided to customers in the 
most comfortable way, in the shortest period of 
time and with simplified procedures. In general, 
the purchase of Kopenbur fully complies with 
TBC Bank Group’s strategy to expand its 
financial services and, at the same time, make 
the company even more attractive to investors.”

Specialist full lifecycle travel insurance 
provider Travel Insurance Facilities 
Group (TIFGroup) recently entered into 
a new partnership with Less Clicks 
Ltd, under which TIFGroup will provide 
underwriting services, claims handling 
and emergency assistance services to 
two direct brands – Now Travel Insurance 
Services and Less Clicks More Cover. 
Both products offer traditional travel 
insurance, with Less Clicks offering many 
of the traditional travel insurance add-
ons as standard. Now Travel Insurance 
is sold via the aggregator market with 
standard travel products and Less Clicks 
More Cover is sold directly to consumers, 
concentrating on providing customers with 
an easier online journey, with a benefit-
rich product, according to TIFGroup.
The partnership is the latest in a series 
of business moves by TIFGroup, 
following travel insurance product 
launches for Ancile Insurance Group, 
Puffin Insurance, The Ski Club of Great 

Britain and Boots Travel Insurance. 
“Less Clicks is a leading and growing 
travel brand in the direct space and we 
are delighted to be partnering with them 
as the scheme’s provider,” enthused Steve 
Scott, head of business development 
at TIFGroup. “This new business win 
is testament to our team’s continuous 
dedication towards long-term, sustainable 
growth in the travel insurance sector and 
we look forward to working with the team.”
Mark Mason, managing director of Less 
Clicks Ltd, added: “Since we launched two 
years ago, we have grown our business, 
working with the best partnerships. 
TIFGroup’s specialism in travel insurance 
makes them an ideal partner for products 
such as those offered by our direct brands. 
After a wide review of the market, we chose 
TIFGroup’s team for their expertise and 
experience across a variety of distribution 
channels. They thoroughly understand the 
needs of our customers and will help us 
expand our services over the coming years.” 

AGA updates AgentMax Online

Blink partners with Munich Re

TIFGroup teams up with Less Clicks

designed to partner with disruptors who are 
changing the way insurance is experienced 
by customers. We are looking forward to 
helping Blink reimagine and redesign flight 
interruption insurance and launch innovative 
real-time resolution insurance products.”
Blink has also been named as the only 
insurance product to be included in the 
Financial Conduct Authority’s (FCA) regulatory 
sandbox as part of its Project Innovate. 
The initiative started in 2014, and provides 
companies with a ‘safe space’ to test innovative 
products in a live environment whilst ensuring 
consumers are appropriately protected. 
Of the list of 18 companies that were 
successful in joining the regulatory 
sandbox, Blink is the only insurer and has 
been included because of its ‘insurance 
product with an automated process, which 
allows travellers to instantly book a new 
ticket on their mobile devices in the event 
of a flight cancellation’, says the FCA.

Cover-More Group 
partnering with 
Berkshire Hathaway 
Specialty Insurance
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Bought By 
Many to launch 
in China
Bought By Many, an award-winning 
UK-based fi nancial and insurance tech 
startup that leverages social media and 
big data to identify consumer needs 
that are not being addressed by travel 
insurers, has announced its launch into 
the Chinese insurance market. Partnering 
with Chinese insurer Ping An Insurance, 
Bought By Many will create seven new 
travel insurance products tailored to meet 
Chinese customers’ specifi c needs. These 
include Travel Insurance for Hiking (featuring 
coverage for altitude sickness) and Travel 
Insurance for Gourmets (featuring coverage 
for food poisoning). These new products 
will be marketed through mobile and 
social media platforms in China, including 
WeChat, a fast-growing social network with 
over 500 million monthly active users.
“In the UK, the ability to reach highly targeted 
audiences through Facebook and Twitter 
has been key to our success,” commented 
Steven Mendel, co-founder and CEO of 
Bought By Many. “I am delighted we are 
now pioneering the use of platforms like 
WeChat to distribute fi nancial services. 
The fi ntech opportunity in China is huge. 
Many startups are put off  by language, 
regulatory and cultural barriers to entry. But 
we were convinced our social and mobile-
fi rst approach would translate to China, and 
today’s launch with Ping An bears that out.”

IKG Global 
Consultants 
announces a 
new service
IKG Global Consultants recently announced 
the availability of Cross Border Preparedness 
Consulting Services (CBPCS), which 
seeks to enable organisations to build 
robust emergency preparedness plans 
that cover duty of care issues.
IKG has pledged to assist companies in 
ensuring their cross-border travellers and 
workforces are prepared, safe and engaged 
while they are outside of the country. 
“Keeping your workforce safe on overseas 
assignments or cross-border business-
related travel has to be a prime responsibility 
for global organisations,” said Iram Kirmani 
Ganju, president of IKG Global Consultants.
CBPCS was launched at the NYC Duty of 
Care Conference, which sought to highlight 
how businesses can better protect the 
wellbeing of their employees working 
internationally, and provide an opportunity for 
attendees to network and fi nd solutions to 
improve quality of life for overseas workers.

UK-based Startupbootcamp InsurTech, an 
independent ‘accelerator’ focused on early 
stage insurance startups and corporate 
innovation, recently announced an agreement 
with Eos Venture Partners of up to £1 million in 
funding for the cohort joining the accelerator’s 
2017 programme. A specialised insurtech 
fi rm, Eos Venture Partners provides ‘fi nancing 
and advisory services to leading innovators in 
the insurance industry, and as evidence of its 
position and mission, has served as the lead 
investor for insurtech startups Digital Fineprint, 
Neos, and RightIndem, in addition to investing 
in ActiveQuote’, according to Startupbootcamp.

“We are delighted with our agreement 
with Eos Venture Partners,” said Sabine 
VanderLinden, managing director of 
Startupbootcamp. “These past months, the 
team has had conversations with over 2,500 
startups with an interest in delivering solutions 
for the insurance sector. We have found that 
insurtech startups are motivated to collaborate 
on their fi rst projects with insurers, but also 
to engage with industry-centric investors. At 
times, it’s diffi  cult and time consuming for 
startups to establish that initial traction and 
we are pleased that we are able to provide 
a platform for opening conversations.”

Startupbootcamp InsurTech announces agreement with 
Eos Venture Partners
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Capgemini, Efma and LinkedIn 
recently collaborated on the 
inaugural World FinTech Report, 
the fi rst of its kind to analyse the 
rise of fi ntech

The survey took in responses from over 
8,000 fi nancial services customers in 15 
countries, interviewing over 100 senior 
industry executives in both fi nancial 
organisations and fi ntech fi rms. A primary 
fi nding of the report is that while fi ntech 
adoption is accelerating, many of the 
companies that provide these technologies 
are struggling to fully leverage their agility 
and innovation in order to fi ll the niches left 
behind by more traditional businesses.
Other key fi ndings of the report include:
• The highest levels of fi ntech adoption 

were seen in China and India – with 84.4 
per cent and 76.9 per cent adoption 
respectively – particularly among 
younger tech-savvy customers.

• Blockchain technology is persistently 
popular, with the most popular uses for this 
technology being payment authorisation, 
claims and settlement (78.9 per cent) and 
cross-border payments (77.5 per cent).

• While many executives are confi dent about 
the strategies they are putting in place to 
leverage the potential of fi ntech, barely a 
third of those surveyed are advanced in 
terms of their innovation initiatives – and 
only 10 per cent think that their initiatives 
have eff ectively delivered innovation.

• Forty per cent of executives believe 
that the generally risk-averse nature 
of fi nancial services providers is 
holding the industry back.

• Half of global banking customers are now 
making use of fi ntech.
“Rising customer expectations for more 
personalised and advanced digital 
experiences, advancements in technology, 
greater access to venture capital, and lower 
barriers to entry have created fertile ground 
for growing fi ntechs,” commented Penry 

Price, vice-president of marketing solutions 
at LinkedIn. “Fintechs are largely gaining 
momentum by meeting needs traditional 
players have yet to address, but many 
fi ntechs lack the transparency required to 
earn the trust of their consumer audiences 
to capitalise on these opportunities.”

According to Impact Forecasting, the 
catastrophe model development team 
of Aon Benfi eld, the fi nancial impact 
of Hurricane Matthew – which killed 
49 people in the US and 552 in the 
Caribbean in October – could be as 
high as $15 billion in the US, with total 
economic losses forecast at around 
the $10 billion mark. Public and private 
insurance losses are estimated at around 
$5 billion. A large proportion of the 
inland fl ood loss in North Carolina went 
entirely uninsured, due to low take-up of 
the National Flood Insurance Program 
put in place by the US government.
Outside the US, the fi nancial impact was 
also considerable, with Cuba suff ering 
$2.6 billion worth of damage, Haiti $1.9 
billion and the Bahamas $600 million. 
“The extensive footprint of Hurricane 
Matthew left considerable damage 

and humanitarian impacts from the 
Caribbean to Canada,” said Steve Bowen, 
meteorologist and director of Impact 
Forecasting. “The system also became 
the costliest hurricane in the US since 
Sandy in 2012. Despite causing billions 
of dollars in damage, it could have been 

even more catastrophic. Had several 
slight wobbles not occurred, we [would] 
likely [be] having an entirely diff erent 
conversation when it comes to the 
fi nancial impact in the state of Florida.”

Financial technology analysed

Rising customer expectations for more 
personalised and advanced digital 
experiences … have created fertile 

ground for growing fi ntechs

Hurricane Matthew damage in 
the billions

The extensive footprint 
of Hurricane Matthew 

left considerable 
damage and 

humanitarian impacts
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Global financial services consulting and 
technology services provider Synechron 
Inc. was recently bestowed with a pair of 
innovation awards from ACORD, a global 
provider of insurance data standards, 
recognising its work in the fields of 
blockchain claims application and micro-
insurance. Synechron aids insurance firms in 
leveraging blockchain technology to make the 
recording and validation of policy contracts 
and claims more transparent, secure and 
efficient. It was also recognised for its 
MyPosessions app, which utilises mobile 
technology for micro-insurance purposes.

“The insurance industry is under tremendous 
pressure to innovate with modern technology 
in a society where mobile-first has become 
the norm,” said Ashish Nangla, senior director 
of Synechron’s insurance practice, “and 
challenges like fraud and inefficiency are 
driving the need for operational changes. 
At Synechron, we’re always evaluating how 
new technologies such as blockchain can be 
applied to solve the numerous and complex 
challenges of the insurance industry. We are 
so pleased to be recognised by ACORD for 
our work in leveraging ACORD standards 
to solve real-world insurance problems.”

Aon has made the first ‘After the Event’ (ATE) 
insurance policy – which protects claimants 
by partially deferring premium payments, with 
payment dependent on the success of the 
claim – available in Australia, via underwriter 
Ironshire Australia. It has been described by 
Eden Fletcher, Aon Risk Solutions Australia’s 
national financial lines placement manager, as 
a significant step for the country’s legal system.

“ATE insurance has been established in the UK 
for some time,” said Fletcher, “and Australian 
clients have been able to access the cover by 
going abroad. However, the overseas policies 
are not made with the Australian market and 
legislative system in mind. By being able 
to now access the product here, it will give 
clients comfort the product is fit for purpose, 
and is commissioned by local laywers.”

A recent survey from financial solutions 
provider Accountagility found that over 
one-third (37 per cent) of insurance 
firms in the UK are unhappy with the 
financial planning tools that they use 
– and over half of those surveyed said 
that their financial planning tools did 
not have sufficient features to cope 
with the sheer volume of data that their 
businesses produce. This includes internal 
functions such as expense allocation.
The importance of robust financial 
planning tools for insurers cannot be 
overstated, so they are being urged to 
choose flexible, functional tools that can 
fulfil all the necessary requirements, to 
avoid damaging business – or affecting 
customers. “The insurance sector is no 
stranger to the need to process and plan 
for large quantities of data,” commented 

Accountagility’s founder and CEO Robert 
Gothan. “With the sector constantly 
affected by changes in regulation, it is vital 
that firms are using planning tools that can 
help them adapt to new policies, including 
any changes to Solvency II. With a third 
of firms in this sector unhappy with their 
current planning tools, many companies 
will be feeling the need to consider their 
options and look for more innovative 
and automated options. When it comes 
to planning, there are a large number of 
businesses still relying on spreadsheets, 
which are only really suitable for a singular 
purpose, since they cannot handle multiple 
users or large amounts of information. 
We are seeing firms wanting to move 
beyond the status quo and embrace the 
latest technology in this area, in order to 
stay one step ahead of the competition.”

The American public’s choice 
of Donald Trump as president-
elect has sent ripples of shock 
and confusion around the world 
– what could the impact be for 
insurance and finance?

Financial experts at Middle Eastern 
financial comparison site compareit4me 
have suggested that the ramifications 
for personal finance in the Gulf could be 
extensive. Jon Richards, CEO of the site, 
said that in the medium term, residents 
of the UAE may find it more difficult to 
secure credit, due to market fluctuations.
“When markets are jittery,” he said, “it’s 
always bad for securing credit – and the 
shock news that Donald Trump has been 
elected president of the US has caused 
severe market turmoil. Banks in the 
Middle East could respond to this news 
by tightening their credit approvals until 
they work out how the global economy 
is going to go once Trump is in office.” 
The problem, he went on to say, is that 
‘no one knows what’s going to happen’: 
“The idea that Trump would actually be 
elected was unthinkable before Election 
Day, so there are no plans in place to 
deal with the fallout. Banks want more 
certainty when they give out credit, 
and until they get that, residents in the 

UAE may have a harder time securing 
loans, credit cards or mortgages.”
The site’s chief operating officer Samer 
Chehab suggested that expatriates in the 
UAE could also run into difficulties, and 
spoke bluntly about the possibility: “Trump 
came out with mad policy ideas in the 
run-up to the election, and if he enacts any 
of them as president, it could spell bad 
news for American expats in the Gulf. For 
example, Trump’s idea of limiting Muslims’ 
access to the US would be disastrous 
for US-Gulf relations – the Gulf countries 

could retaliate by making it more difficult 
for American citizens to travel in the region, 
or by placing credit restrictions on them. 
And who knows what might happen if 
American business interests are threatened 
in the region? There are plenty of American 
companies in the Gulf employing tens 
of thousands of American expats. What 
happens to those jobs if the business 
relationships between the US and Gulf 
countries turn sour? It’s definitely worrying, 
so we’d advise American expats to put any 
big spending plans on hold until it’s clear 

I say Trump, you say how high

Trump came out with mad policy ideas 
in the run-up to the election, and if he 

enacts any of them as president, it 
could spell bad news

that their ability to work in the Gulf is safe.”
Anxiety has also been felt in Asia – stock 
markets in Asia wobbled immediately 

following the victory, and the Trade 
Ministry in South Korea held an emergency 
meeting to review its trade policies 
with the US. The protectionism that 
Donald Trump has suggested could be 
a hallmark of his presidency could also 
hurt economic growth in Asia, according 
to analysts – a report in The Diplomat 
said that Trump’s threat to brand China 
a currency manipulator, and to impose 
45-per-cent tariffs on imports from 
China to the US, could cause damage 
to the Chinese economy, with ripple 
effects that would be felt throughout 
the region. The suggestion that Trump 
could slash corporate taxes might also 
result in billions of dollars potentially 
flowing back into the US from Asia.
It’s a brave new world. Or a new 
world, at least. Watch this space…

Awards for innovation Insurers unhappy with financial 
planning tools

First ATE policy available in Australia
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New research has found that many 
British workers do not use their full 
holiday allowance

New research by UK-based Direct Line 
Travel insurance has found that four million 
British workers, equating to 13 per cent, do 
not use their work holiday allowance every 
year. Reasons given for this were that people 
don’t want to be away as they believe work 
is too busy, and that employees are unaware 
of how many days off  they are entitled to.
The research discovered that more men than 
women tend not to take holidays (14 per cent 
compared to 11 per cent), one-third of British 
workers plan to use their holiday allowance 
attending other people’s celebrations, and 10 
per cent of workers are unable to use their 
allowance due to colleagues being off  work.
Additionally, fewer people in manufacturing 
(eight per cent) don’t use their full allowance, 
compared with 20 per cent in IT.
The top use for holiday allowance was 

found to be going on a personal holiday 
(78 per cent), with visiting family and 
having personal time out of the offi  ce 
in second and third place, with 55 per 
cent and 50 per cent, respectively.
Psychologist Gladeana McMahon 
highlighted the importance of workers 
taking their full allowance: ‘‘Holidays 
are vital for ensuring psychological, 
physical and emotional wellbeing,” she 
said. “Not taking a break from work puts 
people at increased risk of developing 
stress-related conditions like sleep 
deprivation, anxiety and depression.”
Head of travel insurance at Direct Line 
Tom Bishop agreed, stating that holiday 
allowance should be seen as essential: “We 
are a very hard-working nation, but need to 
remember the importance of taking time out 
of our busy day-to-day lives to rest, relax and 
recuperate. Our holiday allowance shouldn’t 
be seen as a luxury, but as a necessity 
and something to be looked forward to.”

Hepstar reveals the extras 
passengers most like to be 
off ered and when

US-based travel insurance distributor 
Hepstar asked passengers what extras 
they most like to be off ered and when they 
are most likely to purchase them. Hepstar 
spoke to more than 13,000 passengers 
in eight countries (the UAE, Egypt, Kenya, 
Namibia, Nigeria, South Africa, Turkey 
and Tanzania), who were mostly aged 
between 19 and 60 and travelled locally 
between one and four times a year and 
internationally once or twice a year.
It found that 87 per cent of respondents 
felt seat reservations should be off ered 
during booking, and 80 per cent felt 

travel insurance should be off ered at this 
point. When it came to baggage, 77.7 
per cent said extra should be included.
Around 73 per cent said the option of fl exi-
tickets should be provided when booking, 
68.6 believed a seat upgrade should be 
off ered and 70 per cent thought food and 
beverage services should be presented.
Based on its research, Hepstar believes all 
travel add-ons would be purchased when a 
customer is making their fl ight reservation. 
It also found that, if left for later, additional 
baggage allowances, seat upgrades, rental 
cars, food and beverage services, onboard 
WiFi, seat reservations and fl exi-tickets 
were more likely to be arranged closer 
to the date of travel than soon after the 
booking of the fl ight was completed.

Brits should ensure they use their 
holiday allowance

Hepstar discovers what extras travellers 
want and when

mailto:Ops@AirAmbulanceWorldwide.com
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Nearly 200 guests were expelled  
from Spanish hotels for their 
anti-social behaviour during the 
latest summer season, at a beach 
town that has earned a reputation 
for being one of Spain’s most 
infamous late night resorts – and 
now claims to be well on the way 
to changing that image. David 
Ing reports

Rowdy street life, with people partying 
until well into the next day, had become 
the norm in the district of Magaluf, 
one of the main destinations for young 
package holidaymakers on the island 
of Mallorca. It was also accompanied 
by accidents and sometimes deaths, 
invariably blamed on young adults 
over-indulging on drink and drugs.
But according to the resort’s hoteliers’ 
association, the latest statistics for the 
peak summer season of 2016 ‘vouch 
for the transformation and repositioning 
of the destination’, ‘demonstrating 
the strength of the improvement 

trend started five years ago’.
Association president Sebastian Darder 
pointed out that a bigger police presence 
enforcing local regulations helped towards 
a ‘clear reduction in accidents’ at hotels – 
down to just four – and only two deaths, 
both of which were reportedly suicides.
“Greater demands from the hotels, 
which adopted the principle of zero 
tolerance against anti-social behaviour, 
had led to an increase of 70 per cent 
in the number of clients expelled from 
hotels – a total of 197,” Darder added.
Hotel occupation rates in Magaluf 
increased as room prices rose ‘in parallel 
with the improvements made’ at the resort. 
Four star hotels now account for nearly 
57 per cent of the more than 29,000 beds 
on offer, and a first five star property is 
due to open in 2017. At the same time, 
young people, with ‘more tendency to 
tourism of excesses and less profitability’, 
dropped to just over 21 per cent of the 
total number of guests compared with the 
third they represented three years earlier.
The plan to refocus the district is helping 

It seems that the uncertainty caused by the 
election of Donald Trump as US president 
has spread to UK travellers, as nearly a 
third will now reconsider travel to the US 
following the Trump win, according to 
research by Travelzoo. Twenty per cent of 
those surveyed said that they would not 
consider the US as a travel destination now. 
The fall in the value of the pound 
and the spread of the Zika virus to 
several southern states have had little 

effect on travellers’ desire to travel to 
the US, but the recent election result 
has had a more dramatic effect.
Travelzoo has found that there was 
a three-per-cent rise in the number 
of UK travellers heading to the US in 
the first four months of 2016, but the 
company expects this to decline next 
year. It has also predicted a rise in the 
number of travellers looking to Canada 
as a viable replacement destination.

A new Magaluf ?

It is positioning Magaluf as an industry 
benchmark in the regeneration of a 

mature destination

to extend the holiday season and make 
it a more family resort, said Darder: “It 
is positioning Magaluf as an industry 
benchmark in the regeneration of a mature 
destination …  changing its reputation.”

UK tourists reconsider travel 
after Trump

Travel publisher Lonely Planet has 
released its ‘Best in Travel’ list for 
2017, which it describes as ‘a year’s 
worth of travel inspiration’. Lists of the 
top 10 regions, countries and cities 
to visit next year have been compiled 
by a panel of writers and experts.
Topping the list of regions was 
Choquequirao in Peru, followed by 
Taranaki in New Zealand and the 
Azores in Portugal. North Wales came 
in fourth and South Australia fifth.
The list of countries featured Canada, 
with its ‘inclusiveness and impeccable 
politeness’, in first place, Colombia, with 
its ‘mix of vibrant culture, nature and 
hospitality’, second, and Finland, which 
is described as having a ‘proudly unique 
culture’ third. The fourth and fifth spots 
were taken by Dominica and Nepal.

Lonely Planet’s Canada destination 
editor Alex Howard said that Canada is 
always popular with them: “But there’s 
so much happening in 2017 that made 

it number one. It’s the country’s biggest 
birthday party in recent memory with 
the sesquicentennial next year, and they 
won’t be shy about celebrating. Now 
is the time to start planning a trip.”
Bordeaux in France came first in the list 
of top 10 cities. Cape Town in South 
Africa was second and Los Angeles in the 
US third. When it comes to value, Nepal 
topped the list, followed by Namibia, 
Porto in Portugal and Venice in Italy.

Top 10 travel destinations ranked

Consumer New Zealand and 
the Ministry of Foreign Affairs 
and Trade have prepared a 
checklist for those planning to 
travel internationally

Consumer New Zealand and the 
Ministry of Foreign Affairs and Trade 
(MFAT) have created a checklist for 
those planning international travel. 
Their advice is for travellers to check the 
MFAT website for the latest information 
about their planned destination and 
to take out comprehensive travel 
insurance as soon as their travel 
arrangements have been finalised. 
Additional advice is for travellers to ensure 
they have the necessary visas and a valid 
passport. Consumer New Zealand and 
MFAT also advise international travellers 
to consult their doctor about medications 
six to eight weeks before departing. 
Travellers are also advised to register 
their details on the MFAT website as, 
in the event of an overseas incident, 

MFAT will contact those registered as 
being in the vicinity of the accident 
first to confirm that they are safe.
The companies also advise travellers to 
take a combination of payment options with 
them (cash and credit card, for example), 
give a family member their travel information, 
and note the contact details of the nearest 
New Zealand embassy, high commission 
or consulate in their planned destination.

Checklist for international travellers 

There’s so much happening in 2017 
that made [Canada] number one

There are many reasons to go travelling, 
one being the opportunity to see some of 
the Earth’s most majestic wild creatures 
in their natural habitats; from penguins in 
Antarctica and tigers in India, to caribou 
in Alaska. But while it’s all well and good 
getting up close and personal with 
nature, Travel Supermarket wants to make 
sure travellers know the creatures that 
are best admired from a considerable 
distance – or, better still, not at all. 
The holiday and travel insurance comparison 
site has created an infographic of deadly 
creatures around the world, explaining what 
makes them deadly, where they can be 
found and, frighteningly, how long it would 
take them to kill you. Number one on the 
list is the poison dart frog, which is found 
in central and South America, and Travel 
Supermarket warns has enough poison on 

the surface of its skin to kill 20,000 mice. If 
you were to come into contact with one of 
these, you’d likely be dead in a few minutes.
Featuring in second place on the list is the 
Indo-Pacific-found box jellyfish, which Travel 
Supermarket says has tentacles covered 
in cnidocysts, which contain ‘the most 
explosive envenomation process known 
to humans’. The innocuous looking cone 
snail is third on the list, and is described as 
‘aggressive if provoked’. These creatures 
are found in tropical and subtropical seas 
of the world and can penetrate wetsuits 
with their poison-loaded harpoons.
According to Travel Supermarket, fortunately, 
the chances of coming into contact with these 
creatures is slim. “It’s highly unlikely you will 
encounter any of these creatures,” says the 
site. “However, in the unlikely situation that you 
do, please seek immediate medical attention.”

Friend or foe
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The number of visitors to Saudi Arabia 
will reach over 20 million by 2020, claims 
market research fi rm Canadean, due to 
the religious tourism sector fl ourishing. 
Demand to join the annual Hajj pilgrimage, 
an important event in the Muslim calendar, 
is increasing, says the company. 
Its report fi nds that the pilgrimage 
represents a major tourism opportunity 
for both domestic and international 
stakeholders. Canadean says that more 
than two million pilgrims will travel to 
Mecca in September, which will help 
the country to off set its recent losses 
in oil revenue, which accounts for 
40 per cent of the country’s GDP.
According to Canadean analyst Gillian 
Kennedy, the Saudi government is 
investing heavily in tourism within the 
country, with $13 million a year being 
invested in historical religious sites. 
There have also been several important 
new hotels opening, including ‘the Abraj 

Kudai hotel, which will be the world’s 
largest hotel with 10,000 rooms’ and 
is estimated to cost $3.6 billion.
Government statistics predict that tourist 
expenditure during Hajj season will 
reach $6.9 billion in 2016, a 30-per-cent 
rise on 2015’s fi gures. The increase is 
expected after the Saudi government 
ended the limit on Hajj pilgrimage visitors. 
The limit was put in place as previous 
overcapacity incidents caused violent 
episodes amid serious crowding at Hajj.
Kennedy added: “Despite previous 
incidents, demand to visit the Hajj 
continues to grow with over three million 
visitors a year, and tourist accommodation 
is witnessing a major increase in prices. 
With at least 40 per cent of pilgrimage 
expenditure used for accommodation 
such as hotels or fully  furnished 
apartments, there are plenty of investment 
opportunities with signifi cant revenue 
potential emerging in the Saudi Kingdom.” 

Visitors to Saudi Arabia expected to 
continue to rise

New data has illustrated the 
airports where Australia-
based business travellers 
are most likely to experience 
delayed fl ights

According to an analysis by comparison 
website Finder.com.au, Australia-
based business travellers who visit 
Hobart International in Tasmania are 
the most likely group of travellers 
to experience flight delays.
The data, which was sourced from the 
Bureau of Infrastructure, Transport and 
Regional Economics, shows that between 
2015 and 2016, over one-fifth of flights 
did not depart from the airport on time. 
Other findings were that both of 

Australia’s busiest airports had 
higher rates of missed scheduled 
departures than most other airports 
around the country (16.2 per cent) . 
Townsville had the highest rate of 
on-time departures, at 90.7 per cent, 
representing a 3.6-per-cent increase 
from 2014-2015. It was followed by 
Adelaide and Perth airports, which 
both recorded a percentage of on-time 
flight departures of 90.1 per cent.
Jetstar was found to be the least 
reliable airway, with more than one-
fifth of passengers experiencing 
arrival delays in the year to June 2016, 
while Virgin Australia was the most 
punctual, with an on-time arrivals 
success rate of 89.5 per cent.

Where are Australians most likely 
to experience fl ight delays?
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Ensemble Travel Group, which has offices 
in the US, Canada, Australia and New 
Zealand, is predicting, based on early 
indications, that 2017 will be an exceptional 
year across all travel segments.
Sixty-two per cent of respondents to the 
Ensemble Insights Survey, which was 
conducted in September and received 
input from nearly 200 members across 
the US and Canada, said that for overall 
bookings in 2017 they expect sales to 
increase when compared to 2016 activity. 
When it comes to international destinations 
in which clients are showing new or renewed 
interest, Ensemble members chose Croatia, 
Iceland and Ireland as their top spots.
“All signs are pointing to an extraordinary year 
in 2017,” said Georganne Shirk, Ensemble’s 

vice-president of marketing for North 
America. “And what makes it even better 
is that 2016 is going to be one of the best 
performances in our company’s history.”
Cruising was chosen as the product 
generating the most customer loyalty, 
with 66 per cent, followed by air, tour 
and hotel at 17 per cent, 11 per cent 
and six per cent respectively.
Regarding travel insurance, 65 per cent of 
respondents forecast an increase in 2017 
compared to 2016, and when asked to cite 
the two biggest changes in the travel industry 
or consumer demand that have impacted 
their job as a travel agent in the past 10 years, 
they listed the impact of world events on 
bookings (42 per cent) and the quantity and 
complexity of travel products (36 per cent).

A new app called Envago has been heralded 
as ‘the Airbnb and Uber of adventure 
travel’. The free app is available on iTunes 
and allows adventure seekers to satiate 
their appetites by searching by category of 
adventure (air, earth, water, rock and ice 
or volunteer), activity, or by map to view a 
range of providers meeting their needs.
Adventure planners can become verified 
within the app and then create a profile, 
events and adventures for people to buy. 

Examples of activities available include 
white water rafting, trekking in Uganda and 
community-based activities (‘voluntourism’) 
like volunteering projects in Nepal.
Envago’s founder Lujaina Kharusi 
believes the app will have a big impact 
on adventure travel: “Envago will change 
the way we access and experience 
adventure,” she said. “It’s about 
choice and opportunity; Envago will 
democratise adventure travel for all.”

After discovering that many 
over-50s travellers forget 
to pack holiday essentials, 
Saga has launched a new trip 
planner website

British travel insurer Saga recently launched 
a trip planner website, through which it 
will provide customers with ready-made 
packing lists, and help them to purchase 
travel insurance, check the status of their 
flight and see what the weather forecast is.
This follows recent research from Saga 
that found that many travellers aged over 
50 take a range of home comforts with 
them when they travel, and that essentials 
may be overlooked in the process.
Saga polled over 8,000 people aged 
50 and over and found that one in three 
take tea bags with them on their travels, 

while one in five pack travel appliances 
such as a travel kettle to ensure they can 
make a cup of tea while they’re away.
More than one-quarter of respondents said 
they take cereal and chocolate with them, 
six per cent travel with family photos and 
two per cent with a photo of their pet.
According to the survey, holiday essentials 
may be overlooked in favour of these 
home comforts. Thirteen per cent of 
people forget travel adaptors, nine per 
cent forget phone chargers and six per 
cent don’t remember to pack sun cream.
 “We know that our customers like to be 
prepared and are savvy with their money 
so we have launched our new trip planner 
site to help them plan their holiday, as 
well as save money on things like car hire 
and airport hotels,” said chief executive 
of Saga Services Roger Ramsden.

International Travel and Healthcare recently 
released advice to travellers about staying 
safe on cruises. The company points out that 
the benefits of cruises for customers such 
as lack of baggage weight restrictions and 
the availability of inclusive packages should 
not mean that they forget the risks involved.
The first issue International Travel and 
Healthcare highlighted is that many travellers 
assume that cruises include medical 
services in the cruise price. It points out, 
however, that the private medical costs 
are much more expensive on cruise ships, 
and that it is worth taking a first aid kit with 
you. “Overindulgence and lethargy can 
have unpleasant and uncomfortable side 
effects,” states International Travel and 
Healthcare’s advice, before adding that 
the use of a simple hygienic aid like hand 
sanitiser can prevent many illnesses.

Advice also given to would-be cruisers is 
to invest in a travel policy that will cover the 
customer for cancellation; and for those 
already booked onto a cruise the advice is 
to make sure you check your cover before 
taking part in any activities the cruise may 
offer. International Travel and Healthcare 
also reminds travellers that unforeseeable 
disasters do still affect cruises, and that 
sufficient coverage is needed to cover 
events such as storms or even terrorism. 
“Cruises are a great way to see the world in 
comfort and often luxury,” said Kate Huet, 
managing director at International Travel 
and Healthcare. “But by visiting multiple 
destinations, the risk of being affected by 
a terrorist event increases. If one of the 
destinations has recently experienced a 
terrorist event, this can lead to a disinclination 
to travel or continue with your trip.” 

Travellers warned about the 
dangers of cruises

2017 predicted to be an exceptional year 
for travel

Saga launches trip planner website 
for over-50s travellers

A new app for adventurers

IKG Global Consultants has 
announced the availability of a 
new service surrounding duty of 
care issues

IKG Global Consultants recently 
announced the availability of Cross 
Border Preparedness Consulting 
Services (CBPCS), which seeks to 
enable organisations to build robust 
emergency preparedness plans 
that cover duty of care issues.
IKG has pledged to assist companies 
in ensuring their cross-border travellers 
and workforces are prepared, safe and 
engaged while they are outside of the 
country. “Keeping your workforce safe 
on overseas assignments or cross-
border business-related travel has to 
be a prime responsibility for global 
organisations,” said president at IKG 
Global Consultants Iram Kirmani Ganju.

CBPCS was launched at the NYC Duty of 
Care Conference, which sought to highlight 
how businesses can better protect the 
wellbeing of their employees working 
internationally and provide an opportunity for 
attendees to network and find solutions to 
improve quality of life for overseas workers.

IKG Global Consultants 
announces a new service

Travel insurance provider Columbus Direct 
has launched a competition entitled ‘Australia 
and New Zealand’s Travel Heroes’, which 
seeks to recognise and reward people who 
travel to make the world a better place, and 
give them a platform to share their stories.
The competition is open to ‘travel heroes’ 
in Australia and New Zealand aged over 
18. The winner, who will be announced on 

15 December 2016, will receive AU$500 
travel money and Columbus Direct will 
donate $5,000 to their chosen charity.
“We wanted to find a way to share stories … 
and recognise all the amazing travellers who 
use their holiday time to make a difference 
in the world,” said marketing manager at 
Columbus Direct Antje Lauterbach. “That’s 
how our Travel Heroes initiative was born.”

Recognising travel heroes
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April International UK Limited, which is part 
of insurance services group April Group, 
has highlighted the importance of blood 
care by sharing details of an emergency 
that one of April’s partners, the Blood Care 
Foundation, played a key role in resolving.
According to April, an 18-year-old male 
fell from the seventh floor balcony of 
his flat while on holiday in Mexico and 
landed on his feet, which caused severe 
compression fractures. His condition 
meant he was too ill to evacuate to another 
country where blood from his rare group, 
O negative, could be administered. The 
Blood Care Foundation was contacted 

and supplied life-saving blood from a 
centre in Florida. The patient was stabilised 
in Mexico and made a full recovery.
April International UK’s business 
development director Joe Thomas said the 
case highlights the importance of blood. 
“Without an organisation such as the Blood 
Care Foundation, as insurers, we would 
find it harder to offer effective treatment to 
seriously injured clients in countries where 
the quality of local blood is problematic,” 
he stated. “These are often destinations 
which are important for expatriate 
workers too, so our tie up with Blood Care 
Foundation is an important one for us.”

The number of deaths caused by a 
Japanese encephalitis outbreak in 
Malkangiri district in Odisha, India, rose 
to 61 in six weeks, during which a central 
team visited the affected area to assess the 
situation. According to chief district medical 
officer Dr US Mishra, three children died 
while undergoing treatment at the district 
headquarters hospital in Bhubaneswar.
The vector-borne disease, which originates 
from pigs and spreads to humans through 
mosquitoes, has reportedly affected 
around 100 villages spread over six of the 
seven blocks in the district. Officials said 
that a large number of pigs have been 
isolated and moved to more than 140 
specially prepared enclosures set up away 

from where humans live, while fogging 
and spraying of mosquito repellents has 
intensified in more than 100 villages.

A positive story about O 
negative blood

Increasing deaths from Japanese 
encephalitis outbreak

Working in collaboration with Southwest 
University in Chongqing, China, and the 
University of Leuven, Belgium, researchers 
at the University of Texas medical branch 
in Galveston, led by Dr Xuping Xie, have 
developed a way to replicate the basic 
structure of the Zika virus and strip it 
of the genes that make it infectious. 
To engineer the replicon system, the team 
attached genes that allow researchers to 
tag certain parts of the virus that they are 
interested in. Targeted viral components 
can be lit up using a chemical called 
luciferase (the compound that makes 
fireflies glow), enabling researchers to 

more easily observe processes such 
as replication. The research, which was 
recently published in EBioMedicine, means 
that researchers can work with the Zika 
virus with a lower risk to their safety.
The researchers believe the replicon system 
will be useful for vaccine and antiviral drug 
development. This work is particularly 
important in the context of the recent 
widespread Zika outbreak, which has 
highlighted the need for further research and 
a way of studying how the virus multiplies and 
causes disease using genetic tools, in order 
that methods of prevention can be developed, 
as there are no existing vaccines for the virus. 

Stripping Zika bare

The Association of British Travel Agents 
(ABTA) met with officials from the Ministry 
of Justice to highlight the growing problem 
of gastric illness compensation claims 
made through UK claims management 
companies. ABTA is also asking the 
Government and other regulators to consider 
what can be done to address this issue. 
ABTA began collating data and feedback 
following reports of a dramatic increase 
in claims during 2016. Evidence to 
date shows that the significant increase 
in gastric illness claims doesn’t 
match recorded sickness levels.
ABTA’s evidence also suggests that 
the travel-related activities of claims 
management companies has increased 
following civil justice reforms in 2012, 

which included measures intended to 
clamp down on fraudulent personal 
injury claims but excluded incidents that 
occurred overseas from the expansion of 
the regime for fixed recoverable costs.
ABTA Chief Executive Mark Tanzer believes 
the trend is concerning for ABTA’a members, 
the industry as a whole and consumers. 
“It was clear from our meeting with the 
Ministry of Justice that they recognise 
that this is a real issue that merits further 
attention,” he said. “We will continue to 
work proactively with the policymakers and 
regulators, sharing intelligence and data to 
support the industry’s case for change.”

See also Unsubstantiated claims could 
hit Spanish accommodation sector p.8

According to a new study, which was 
published in Royal Society Philosophical 
Transactions B, climate change is not 
responsible for a recent outbreak of fungal 
disease that damaged coffee crops across 
Colombia and in neighbouring countries. 
The researchers analysed weather 
conditions in the coffee growing 
regions of Colombia from 1990 to 2015 
and reportedly found no evidence to 
support the claim that climate change 

is increasing the probability of weather 
conditions promoting the growth 
and spread of coffee leaf rust (CLR). 
In fact, the team found that weather 
conditions from 2008 to 2011 were 
more conducive to CLR outbreak.
“The climate at the time was conducive to 
CLR but there had been earlier periods 
of similar conditions when there wasn’t 
an outbreak,” lead author of the study Dr 
Dan Bebber explained in a statement.

ABTA investigating gastric illness 
compensation claims

Climate change not to blame for damaged 
coffee crops
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An outbreak of Legionnaires’ disease has 
been reported in the Montebello district 
of Parma, Italy. An investigation by the 
department of health in Emilia-Romagna 
is underway. A total of 35 cases, including 
two deaths, were reported between 29 
September and 5 October 2016. 
Although no specific precautions have 
been issued by public health authorities 
for travellers to this area, people who are 
visiting Parma or have recently returned 
from this area and develop fever, cough 

or shortness of breath during their stay 
or up to 14 days after leaving the area 
should visit a doctor and inform them 
that they have recently travelled to an 
area where there have been reports of 
community acquired cases of Legionnaires’ 
disease, Travel Health Pro has advised.
Regarding health professionals, Travel 
Health Pro has said that Legionnaires’ 
disease should be considered as a 
potential diagnosis for cases of atypical 
pneumonia throughout the year. 

The Solomon Islands Red Cross Society 
is supporting the Solomon Islands 
government in containing an outbreak 
of dengue fever that is believed to have 
infected more than 1,700 people and is 
responsible for one death. Cases have 
been reported in Honiara city, Guadalcanal, 
Malaita, Isabel and Choiseul provinces.
700,000 Swiss francs have been released 
from the International Federation of Red 
Cross and Red Crescent Societies’ (IFRC) 
Disaster Relief Emergency Fund to assist 
the Solomon Islands Red Cross Society 
in responding to the outbreak, while 50 
volunteers are being mobilised to perform 
awareness and clean-up campaigns over 
the next three months. “The volunteers 
are all trained in emergency response, 
logistics and provision of water, sanitation 
and hygiene (WASH) in emergencies, 
but will undergo a refresher training 

in dengue and behaviour change 
communication before going out into 
communities,” said community disaster 
risk manager of the Solomon Islands 
Red Cross Society Cameron Vudi. 
Vudi explained that the volunteers, 
who will be working in Guadalcanal, 
Malaita and Western provinces, hope 
to reach 70,000 people at all levels of 
the community. He said they will target 
30 schools and 40 communities. The 
volunteers will reportedly advise people 
on how to clean up mosquito breeding 
grounds and how to protect themselves.
Secretary general of the Solomon Islands 
Red Cross Society Joanne Zoleveke 
highlighted the risk of the disease 
spreading during the forthcoming rainy 
cyclone season and the upcoming 
Christmas holiday season when people 
will travel from Honiara to the provinces.

Madrid has joined the growing 
number of cities that have 
equipped their main municipally-
owned cultural venues with 
semi-automatic defibrillators to 
help save sudden heart attack 
victims. David Ing has the details

Carried out in close conjunction with 
the capital’s destination management 
organisation, Madrid Destino, the 
siting of the installations ranges from 
theatres and cultural centres to the Caja 
Magica sports and events stadium, 
according to City Hall spokeswoman 
Celia Mayer: “They are located in the 
most frequented public spaces in our 
city, not only for the citizens of Madrid 
but also the high number of tourists.”
The pressing need for the equipment 
was highlighted by the director for 
security and emergencies at Madrid 
Destino, Raul Valera, who explains that 
while staff have been trained to operate 
the defibrillators, the machines are also 
fitted with tele-assistance links and geo-
location to ‘facilitate rapid intervention 
from emergency medical services’.
The optimal time margin for acting on 
heart attacks was a question of five 
minutes, he says, ‘with each extra minute 
that passes diminishing by 10 per cent 
the probabilities of survival’. Providing 
a rapid response to Sudden Cardiac 
Arrest (SCA) is especially important for 
tourists, above all foreigners who are 
unlikely to be familiar with local health 

facilities or procedures. Among cases 
highlighted by Portland, Oregon-based 
Allied Market Research, which published 
a comprehensive analysis on the global 

defibrillator sector in the summer, was that 
of an Australian tourist in the UK. The man 
collapsed without warning at the entrance 

to a hotel at Land’s End, the most westerly 
tip of mainland England, but was saved 
by the immediate use of an on-site 
Automated External Defibrillator (AED).

To show his gratitude, he contributed to 
an AED being installed at a local school, 
underscoring the fact that not only old 

Madrid introduces new defibrillator tech

Awareness about early treatment of life threatening cardiac diseases 
(such as cardiac arrhythmia, ventricular fibrillation, and sudden 
cardiac arrest) are anticipated to further drive the demand for 

defibrillators globally

people but youngsters too can suffer from 
SCA. “AEDs have gained momentum and 
are being widely installed across tourism 
sites, particularly in developed countries 
such as the US, UK, and Germany,” says 
an Allied Market Research spokesperson.
While both public and private sectors 
are increasingly getting involved, some 
tourism oriented companies had been 
providing the service for more than a 
decade now, he pointed out. Carlson 
Hotels Worldwide began what was then 
claimed to be the biggest ever initiative by 
a hotel group when it installed 21 AEDs 
in both its own and managed properties 
as far back as 2003, and Allied Market 
Research predicts the overall defibrillator 
market will grow to be worth around 
US$15.6 billion by 2022, and that North 
America will continue to lead the way. It 
accounted for a 40-per-cent share in 2015.
Much of the sector is still accounted for 
by individual defibrillators, known as 
ICDs, which are physically implanted 
in people. But the increased presence 
of AEDs at public sites, coupled with 
rising incidences of sudden cardiac 
arrest and increased recognition of its 
effects, ‘are the factors majorly driving 
the market growth’, according to Allied 
Market Research. “Awareness about 
early treatment of life threatening cardiac 
diseases (such as cardiac arrhythmia, 
ventricular fibrillation, and sudden 
cardiac arrest) are anticipated to further 
drive the demand for defibrillators 
globally,” stated the company.

Collaborating to contain 
dengue fever

An investigation into Legionnaires’ in Italy 
is underway

Seeking relief from cholera
There is an ongoing cholera outbreak 
in Ghana, with health authorities 
reporting that cases suddenly escalated 
in a matter of days, from 36 on 26 
October to 117 by 30 October. However, 
there have been no fatalities. 
The cases reportedly originate from 
communities on the outskirts of Cape 
Coast Metropolitan. According to 
reliefweb, the exponential increase 
in the number of cases denotes 
high transmission potential within 
the affected communities.
Reliefweb reported that the number of 
cases had risen to 172 by 2 November. 
Ghana Red Cross Society (GRCS) is 
participating in national and regional 
level co-ordination mechanisms in 
response to the outbreak in an operation 
that will target 252,000 people.
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A recent report from the US Centers for 
Disease Control and Prevention (CDC) 
shows that sexually transmitted diseases 
(STDs) have reached an unprecedented 
high in the US. The report, Sexually 
Transmitted Disease Surveillance 
2015, presents statistics and trends 
for STDs in the US through 2015.
According to the report, the three most 
commonly reported STDs in the US, 
chlamydia, gonorrhoea, and syphilis, 
were more prevalent than ever before last 
year, with 1.5 million cases of chlamydia, 
almost 400,000 cases of gonorrhoea 
and nearly 24,000 cases of primary 
and secondary syphilis, which are the 
most infectious stages of the disease.
In an agency release, CDC director Jonathan 

Mermin said that more medical services are 
needed to prevent the burden from growing: 
“We have reached a decisive moment for 
the nation. STD rates are rising, and many of 
the country’s systems for preventing STDs 
have eroded. We must mobilise, rebuild 
and expand services – or the human and 

economic burden will continue to grow.”
The CDC is calling on healthcare providers, 
the public, parents, and state and local 
health departments to play their respective 
roles in addressing the STD epidemic.

A new study from scientists at Imperial 
College London has found that a superbug 
outbreak costs the National Health Service 
almost £1 million. The researchers assessed 
a 10-month outbreak of a type of antibiotic 
resistant bacteria called carbapenemase-
producing enterobacteria (CPE) and 
divided costs into actual expenditure, for 
example increased patient screening and 
ward decontamination, and opportunity 
costs, for example extra staff time and 
the cost of cancelled operations. They 
found the total cost was £980,000.
Imperial College London reported that 
outbreaks of these bacteria are a growing 
problem in hospitals, particularly in Europe, 
India and the US. Lead author of the 
research from the Department of Medicine at 

Imperial Professor Alison Holmes highlighted 
the importance of understanding all aspects 
of antibiotic resistance: “Antibiotic-resistant 
bacteria represent a major global threat,” 
she said. “However, if we are to get to grips 

with this danger we need to fully understand 
all aspects of antibiotic resistance – not 
just the human cost but also the financial 
implications for healthcare.” The team hopes 
the research, which represents the very first 
rigorous cost analysis of a CPE outbreak, will 
help inform infection control and highlight 
the financial need to prevent such events.

In Brazil, a warning has been issued 
to travellers to the São José do Rio 
Preto region in the state’s north by the 
Epidemiological Surveillance Group 
(GVE) of São Paulo�s Secretariat of 
Health following confirmation that 
circulation of the yellow fever virus 
in monkeys is on the increase.
The virus, which is harboured mainly 
in new world monkey species, can be 
passed on to humans if a mosquito bites 

an infected monkey and then a human. 
“What is worrisome is that we 
have nearly 40 suspected [yellow 
fever] deaths [in monkeys] in the 
region,” said Rio Preto GVE deputy 
director Monica Regina Bocchi.
GVE has said that people visiting the 
region must be vaccinated against yellow 
fever. Proof of vaccination may be required 
of any traveller entering or leaving an 
area at risk of yellow fever transmission. 

The New Zealand Herald recently 
reported on the different ways in 
which travel can impact on mental 
health, including Paris syndrome, 
Jerusalem syndrome, Stendhal 
syndrome and air rage

According to the NZ Herald, Paris syndrome 
has been well documented since it was 
identified in 1986 by a Japanese psychiatrist 
working in France. The disorder occurs 
when a tourist arrives in France and finds 
the reality doesn’t match their expectations 
(often created by Paris having an over-
romanticised reputation as a city of love). The 
culture shock can cause symptoms such as 
anxiety, depersonalisation and delusional 
states, and apparently Japanese tourists 
appear to be particularly susceptible.
Jerusalem syndrome, says the NZ Herald, 
is similar to Paris syndrome but features 
added religious delusions. It has been 
observed since the Middle Ages and was 
first clinically observed in the 1930s. It is 
brought on by a trip to Jerusalem and affects 
people of all religions. Among symptoms 
are anxiety, the desire to split away from a 
group, obsessive cleanliness and bathing 
and the urge to chant religious verses.
With Stendhal syndrome, the name of 
which comes from French 19th century 
author Stendhal, those affected can feel 
weak or dizzy in the presence of a great 
work of art. The disorder causes symptoms 

including rapid heartbeat, dizziness and 
fainting and is brought on when a person 
is overcome with emotion during an 
experience of great personal significance.

Finally, the NZ Herald says that the 
International Air Transport Association has 
reported a 16-per-cent increase in incidents 
involving angry and unruly passengers. 
Potential triggers include narrow seats, 
lack of leg room and long flights.

Where’s your head at?

culture shock can cause symptoms 
such as anxiety, depersonalisation and 

delusional states

Warning issued following yellow 
fever virus increase in monkeys

The true cost of superbug outbreaks

Antibiotic-resistant bacteria represent a 
major global threat

STD rates on the rise

We must mobilise, 
rebuild and 

expand services
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HEALTH MATTERS

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.  

This story is part of a series from the perspectives of people involved in the important process of 

transporting patients. For more information, please visit www.AMRAirAmbulance.com.

DOMESTIC: 800-424-7060

INTERNATIONAL: +1-720-875-9182

info@AMRAirAmbulance.com 

LINKING FAMILIES ACROSS THOUSANDS OF MILES
At AMR Air, we know what it’s like to be thousands of miles away from a loved one when an 

incident or illness has occurred. The stress of waiting for phone calls and email updates can be 

overwhelming. That is why AMR Air operates a 24/7 patient relations and communication center. 

Our Flight Coordinators are always available to keep the family informed and act as the middle 

man. Connecting insurance companies, travel assistance companies and foreign hospitals across 

several time zones is our specialty — while keeping the family informed of the medical evacuation 

process along the way.

HOME HAS NEVER FELT SO GOOD
Everyday AMR Air receives notes from families, customers and patients about how good it feels to 

be home and what a great experience they had with the AMR Air staff. We take great pride in every 

transport, whether it is rescuing a patient from around the globe or moving Mom a few hundred 

miles to be closer to family. Either way, we love what we do!

“Mom is home!”Measles 
concerns in 
South Australia 
In South Australia, the state health department 
has issued a warning that measles is 
spreading in Gawler. South Australia has 
recorded 12 cases of measles this year, 
including six recent cases in Gawler, 
compared with four in 2015. The state health 
department’s website provides details of where 
the latest cases occurred and advises people 
in the area to be aware of symptoms and 
ensure they have current MMR vaccinations.
In early November, SA Health offered free 
measles vaccinations at the Gawler Health 
Service in an attempt to stop a further spread 
within the local community. “The severity 
of any disease is significantly reduced if 
you are vaccinated,” said SA Health chief 
medical officer Professor Paddy Phillips. 
Professor Phillips said the concern is that 
all of the cases in Gawler were acquired 
locally and that the disease was a risk in 
the area due to how infectious it is.

New study 
discovers how a 
virus mutation 
equipped Ebola 
to infect cells
New research suggests that the reason the 
recent Ebola outbreak in West Africa was 
so virulent, with faster transmission rates 
and higher death tolls, was that the virus 
has at least one genetic mutation that better 
equipped it to breach human cells. In the 
study, which was led by 16 researchers at the 
University of Massachusetts and the Broad 
Institute, among other institutes, the team 
performed genomic analyses that pinpointed 
parts of the Ebola virus that changed during 
the West African outbreak. In lab tests, they 
found that the mutated virus was better 
able to infiltrate human and primate cells.

Spain’s Ministry of Health confirmed a 
second case of sexual transmission of the 
Zika virus within the country in November 
as the total number of diagnoses reported 
passed the 300 mark. Out of these, 
42 were pregnant women, the most 
vulnerable people to a virus that can cause 
infants to be born with microcephaly.
The large number detected highlights the 
strong social and cultural links between 
Spain and Latin America, where the first 
scare surrounding Zika emerged ahead 
of the staging of the Olympic Games 
in Rio de Janeiro in the summer.
With reports of the virus spreading beyond 
Brazil to other parts of the continent, 

the ministry said all but two of the cases 
that had been diagnosed in Spain so far 
had involved patients who had visited 
affected countries. The two exceptions 
were both passed on as the result of 
sexual intercourse taking place in Spain. 
No immediate details were released 
about the second of these cases, but the 
first was reported by the Madrid regional 
health authority at the beginning of 
July. This case involved a woman being 
infected by her partner who had travelled 
in Latin America in April and May.
Madrid is one of the two most affected 
regions of Spain so far, with 70 cases 
being diagnosed. The highest number has 

been reported from the coastal region of 
Catalonia, centred on Barcelona, with 118.
With updates on the number of cases now 
being released weekly, the ministry has 
issued recommendations in conjunction 
with regional health authorities in line 
with general World Health Organization 
guidelines. These include advising both 
men and women who have been to 
areas where there is local transmission 
of zika to practice ‘safe sexual relations 
up to eight weeks after their return 
(home)’. In three cases in Spain where 
the virus has been diagnosed as 
affecting unborn children, the mothers 
had been infected in risk areas.

Zika in Spain

http://www.AMRAirAmbulance.com
mailto:info@AMRAirAmbulance.com
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New research from medical insurance 
provider AXA PPP International has 
found that most expats believe that since 
moving overseas, their physical and 
mental health are better than they would 
have been if they had stayed at home.
Of the 463 expats surveyed, 61 per cent 
claimed their physical health is better 
than if they had stayed at home and 64 
per cent said their mental health is better. 
Eighty-six per cent of respondents who 
moved abroad for better healthcare said 
their expectations have been fulfi lled.
Dr Mark Winwood, director of psychological 
services for AXA PPP, said: “Following 
your dream can be very good for mental 

health and wellbeing. If you’ve always 
imagined you would one day go and live 
abroad, chances are you are likely to get a 
great sense of satisfaction and happiness 
on achieving this. What’s more, a lot of 
countries experience better weather than 
here in the UK. This leads to a more active 
and outdoor lifestyle, which as we know 
contributes greatly to overall better health.”
Winwood also warned that those 
considering moving abroad should 
consider the everyday practicalities of 
living somewhere new. “It’s good to 
be excited about your new life but also 
really important to think about how 
that will play out in reality,” he said.

Aetna International, an international 
provider of health benefi ts based in the 
US, was recently honoured with a double 
win at the Health Insurance Awards. It was 
voted Best Group International Private 
Medical Insurance (IPMI) Provider for the 
fourth consecutive year, and its group 
IPMI plan Aetna Summit was named Most 
Innovative Product of the Year. The awards 
are voted for by brokers, who bring fi rst-
hand knowledge of clients, products and 
service levels to the judging process.
“We are delighted to have won these 
two prestigious awards,” said Richard 

di Benedetto, president and CEO of 
Aetna International, “especially when 
independent broker voting has determined 
the winner. To be awarded best group 
IPMI provider for four consecutive years is 
a tremendous achievement. We continue 
to evolve and improve the way in which 
we support our members. Over the past 
year, we have successfully embedded 
a new suite of protection and wellness 
benefi ts and strengthened our in-house 
service capabilities. Members are at the 
heart of everything we do and these 
awards are testament to these eff orts.”

Expats’ health expectations fulfi lledTh ree Two cheers!

Base 
 

Cologne Bonn Airport 
Germany (EDDK / CGN) 
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League Inc., a health benefit startup based 
in Canada, recently announced that it 
would be teaming up with the Royal Bank 
of Canada’s insurance arm and expanding 
into the insurance market, specifically 
targeting small businesses that do not offer 
health benefits to their employees. The 
company received its licence to operate as 
an insurance broker in Ontario in October, 
according to chief executive Mike Serbinis, 
and it plans to expand further into some 
US states within three to six months.
“It’s a huge market,” said Serbinis, who 
expects that League will collect $1 billion 
in premiums by the end of 2018.

At the recent Cover Excellence Awards, 
health, life and disability insurer Allianz 
Worldwide Care was named ‘International 
Private Medical Insurance [IPMI] Provider of 
the Year’. This is the third award that Allianz 
Worldwide Care has won in this category 
for 2016, receiving awards at both the 
International Adviser and Product Awards 
and Global Fund Awards earlier this year.
“We’re thrilled to be recognised by the 
Cover Excellence awards as an industry 
leader for our IPMI services,” said director 
of sales and marketing at Allianz Worldwide 
Care Alexis Obligi. “We take pride in 
developing a great suite of products to 
meet the specific needs of our members, 
providing world-class healthcare support 
and services while making the claims 
process as fast and easy as possible.” 

Bupa Global, the international arm of 
health insurer Bupa, recently launched 
a new range of IPMI products aimed 
at UK businesses. The new Business 
Health Plan range has been designed 
to aid companies that need to offer 
specific parts of their workforce premium 
international cover. Split into four levels 
(Business Select, Business Premier, 
Business Elite and Business Ultimate), 
the plans offer round-the-clock cover 
anywhere around the globe, with benefits 
including in-hospital care, evacuation, 

transplants and cancer treatment.
“The demands of both companies and their 
employees are changing as businesses are 
becoming more global and their employees 
are travelling more often,” said Sheldon 
Kenton, managing director of Bupa Global. 
“We also know that no two businesses 
are the same and some need a richer 
offering for key employees. That is why 
we worked closely with our customers to 
develop this new range of products and 
ensure that they meet the needs of globally 
mobile and globally minded businesses.”

Duty of care is a hot topic at 
the moment, as employers 
of all stripes make greater 
efforts to consider how they go 
about taking responsibility for 
their workers

Jonathan Brown, risk team manager 
at UK-based medical and security 
assistance, travel risk management and 
claims service provider CEGA, recently 
shared five tips to help employers 
meet duty-of-care obligations when 
sending employees overseas.

Health
“Be prepared for every eventuality,” said 
Brown, “and go well beyond pre-travel 
vaccinations. Just for a start, you need 
to think about the current health needs 
of your employees: for instance, do 
they rely on regular prescriptions or are 
they diabetic, and do accompanying 
family members suffer from any medical 
conditions? Also, find out about the 
capabilities and limitations of local 
routine medical and dental care in situ. 
Will it meet your employee’s needs 
or will you have to provide access to 
extra support? And you’ll need to know 
about the prevalence of contagious 
diseases, rabid dogs, poisonous stings 
and unsafe drinking water, as well 
as the suitability and accessibility of 
emergency care. Above all, make sure 

your employee/s can take the right 
precautions and knows exactly what to 
do and who to contact in an emergency.”

Security
“Find out if the political situation is stable 
and if conflict or terrorism is likely to 
strike in the future – and remember that 
things can change quickly. Is it safe for 
your employee to walk around alone at 

night or during the day, or is kidnapping 
and mugging prevalent? Do they know 
how to avoid unwelcome attention and 
cultural clashes? What about protecting 
themselves against credit card or 
mobile phone cloning or insecure Wi-Fi 
networks? It’s up to you to have the right 
processes in place to keep them safe and 
to make sure they know how to mitigate 
risk and react to security threats.”

Pre-travel care for overseas employees
Environment 
“Get advice about the climate: is there 
a danger of excessive heat or cold? 
Are earthquakes, hurricanes or floods 
likely? Let your employee/s know the 
procedure if a natural disaster strikes. 
And educate them about heatstroke and 
other heat-related problems, or how best 
to cope in plunging temperatures.”

Emergency assistance
“How will you locate your employee/s 
if an emergency strikes? Could an 
evacuation be implemented quickly 
and what would it involve? How do you 
know that your emergency planning 
will work? Will your staff know exactly 
what to do? A matter of minutes can 
turn a minor incident into a catastrophe 
– but planning ahead with real-life 
scenarios can help to avert this.”

Reassurance
“Make sure your employee/s feel 
supported and prepared, not just for 
their destinations but also for their 
journeys. Many employers forget that 
travel itself can be hazardous, especially 
if it involves crossing high-risk countries. 
Anticipate the risks before a deployment 
overseas and put in place the appropriate 
safeguards, training and procedures. 
You won’t just be meeting duty of care 
obligations, you’ll also be investing in 
a safe and productive workforce.”

Anticipate the risks before a deployment overseas and put in place 
the appropriate safeguards, training and procedures. You won’t just 
be meeting duty of care obligations, you’ll also be investing in a safe 

and productive workforce

Bupa Global caters to UK firmsAward recognises Allianz Worldwide Care 
as an innovation leader

A League of their own
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Last week, Guardian Australia launched 
an analysis of Australia’s private health 
insurance system, to which readers 
responded  with  their experiences of 
navigating health insurance policies. 
According to the newspaper, the 
majority of readers said they found 
the system confusing and found that 
their policies didn’t cover them as 
comprehensively as they expected 
when they became ill or injured. 
Guardian Australia provided case studies 
of Australia-based consumers who have 
had negative experiences with health 
insurance. The first said that when 
they were diagnosed with incurable 
leukaemia, they had to rely entirely on 
their private health insurance: “It was not 
until that moment that I realised what 
the private insurance clause – capping 
the medication reimbursement to AUS 
$500 a year – implied: essentially, 
chemotherapy is not covered.”
Another respondent said that they had 
never had private health insurance, 
but that they worry about their welfare 
within the public health system: “I 
have a good job that gets me a great 
income, but having a few less things to 
worry about financially always makes 
it a little easier and less stressful 
when it comes to my wellbeing and 
future, and that of my partner.”
Leanne Wells, chief executive of the 
Consumers Health Forum, said that data 
supports consumers’ disappointment. 
“Consumers are unsatisfied,” she said. 

“We have record levels of complaints 
coming through the formal regulatory 
agencies and people starting to drop 

out of health insurance altogether for 
the first time in almost 15 years. Many 
more are downgrading their polices.”

US-based healthcare provider HCA recently 
announced that its chief operating officer 
(COO), Samuel N. Hazen, has been 
promoted to president and chief operating 
officer, with immediate effect. A 33-year 
company veteran, Samuel has served as 
COO since January 2015, overseeing 
operations for its 170 hospitals, 118 
ambulatory surgery centres and numerous 
outpatient facilities and physician practices 
across 42 domestic markets and the UK. 
“Sam is a seasoned leader who has grown 

both in knowledge and expertise through 
a series of senior roles spanning more 
than three decades at HCA,” said Milton 
Johnson, HCA’s chairman and CEO. “With 
his intense focus and deep knowledge of 
HCA’s markets, I am confident in Sam’s 
ability to continue to lead the execution 
of our robust operations agenda.” 
Samuel has served in various other senior 
positions for HCA – prior to his COO 
role, he was president of operations, and 
between 2001 and 2011 he was president 
of HCA’s Western Group, which included 
all operations west of the Mississippi 
River and represented approximately 
one-half of the company’s revenue. 
Hazen served as chief financial officer for the 
Western Group between 1995 and 2001. Prior 
to 1995, he was chief financial officer for two 
different divisions in the company, overseeing 
operations in North Texas and several other 
markets. He began his career in Humana’s 
Financial Management Specialist Program in 
1983 and held chief financial officer positions 
at hospitals in Georgia and Las Vegas. 

According to global medical assistance 
and claims providers CEGA, there has 
been a 30-per-cent year-on-year increase 
in demand for privately funded medical 
repatriations. CEGA found that heart 
problems, long term illnesses and complex 
fractures are some of the most common 
medical ailments at the source of private 
repatriations. Demand reportedly spans 
diverse areas including southern Asia, 
the Caribbean and mainland Europe. 

CEGA’s business development manager 
Cecilia Geofilo-Pearson said that the 
demand for medical repatriations is 
greatest from Europe. “But we are getting 
requests from all over the world,” she 
said, “ranging from straightforward road 
journeys and scheduled flights with 
medical escorts, to intensive care air 
ambulance transfers that necessitate full 
medical management, complex travel 
arrangements and hospital admission.”

Australian consumers confused by 
private health insurance

Privately funded medical 
repatriations on the rise

We have record levels of complaints 
coming through the formal regulatory 
agencies and people starting to drop 
out of health insurance altogether for 

the first time in almost 15 years

Hazen a trail

A new survey by Healthplans.com has 
found that US health insurance consumers 
are not worried about the effect that 
the outcome of the recent presidential 
election will have on their policies. 
The comparison site runs an annual survey 
on consumer opinions on the Affordable 
Care Act. This year’s results have shown 
that only three per cent of respondents 
changed their minds about purchasing a 
health insurance plan after Donald Trump 
was chosen as the president-elect. Instead, 
pricing was still most customers’ main 
concern when buying health insurance.
A third of those who said they would not 

be purchasing a plan in 2017 said it was 
because they are too expensive, while 70 per 
cent of all respondents echoed this point of 
view about costs. Healthplans.com reports 
that over half of consumers will shop around 
for the best policy next year and only 40 
per cent are happy with their current plan.

Election will not affect health 
insurance buyers
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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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Impaired travellers
HIV, diabetes, depression – while these chronic 

diseases have episodes where the sufferer 
feels extremely unwell, for many they can be 

managed with the right medication. Travelling, 
though, presents a different set of challenges, 

from increased stress exacerbating a condition, 
to the practicalities of a lost suitcase – meaning 

no medication. Mandy Langfield considers the 
problems these travellers face, and what moves the 

travel insurance industry has made to respond

the unseen illnesses
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I
n the UK, one in four people will suffer 
from a mental illness at some point in 
their lives. In the US, 18 per cent of the 
population suffers from some form of 
anxiety or depression. According to 

the Anxiety and Depression Association 
of America, people with an anxiety 
disorder are three to five times more likely 
to regularly visit a doctor than someone 
without, and six times more likely to be 
hospitalised. While holidays are supposed 
to be relaxing, in actual fact the process 
of going on holiday can exacerbate some 
people’s anxieties – ‘Will I get to the 
airport on time? Will there be big queues 
at security? What if the plane is delayed?’. 
There are a lot of opportunities for things to 
go wrong, and for people who need routine 
in order to stay calm, holidays can throw 
some serious curveballs.
This is particularly pertinent when it comes 
to business travellers, whether they are 
on a short assignment or are a long-term 
expat. Moving to a foreign country can be 
an incredibly stressful experience, and 
research from International SOS has shown 
that a significant number of assignments 
are curtailed due to the mental health of 
the employee or a member of their family. 
Depression can lurk in the background, but 
may not manifest itself until the stress of 
being overseas presents itself. 
The travel insurance available for mental 
health conditions remains patchy around 
the world, with most standard policies 
excluding cover for such health issues. This 
may change in the future – for example, 
in February of this year an Australian 
court ruled that insurer QBE unlawfully 
discriminated against a female traveller 

suffering from depression by denying her 
claim for a cancelled holiday. QBE warned 
that if the company is obliged to cover 
mental health illness in its policies, then 
it is likely that premiums would have to 
go up. For travellers with a condition that 
needs covering, however, a small increase 
in premium would likely be worth every 
penny for the peace of mind it would bring. 
The British travel insurance industry is also 
making strides in meeting the needs of 
travellers with mental health problems, as 
more insurers add medical screening to 
their policies that will perform a reasonable 
risk assessment of a traveller’s particular 
condition and offer relevant cover for a 
higher premium.

Diabetes
Another ‘unseen’ illness that can be 
seriously affected by travel is diabetes, 
which may require medication such as 
insulin. According to International SOS, 
failure to manage diabetes can pose a 
greater risk to a traveller than an infectious 
disease. The World Health Organization 
estimates that diabetes affects nine per cent 
of people over the age of 18 worldwide. 
In 2014, approximately 387 million adults 
had diabetes, and by 2035 this number is 
expected to reach 592 million, according to 
the International Diabetes Federation. 
ITIJ spoke to Dr Katie Geary, medical 
director at International SOS, whose 
speciality is disease control and pandemics. 
She manages a team of doctors and 
nurses who deliver healthcare and medical 
assistance to client organisations and 
individual members globally. When asked 
what the company can do to assist travellers 

who are abroad and have lost, run out of, 
or had their medication stolen, Dr Geary 
said: “We have several options depending 
upon the country, the medication required, 
and the duration of travel. Our first option 
is to try and source the same drug. We 
maintain a global database of credentialed 
healthcare providers. We use the database 
to locate a local, appropriate healthcare 
provider and arrange an appointment so 
they can prescribe the drug amount and 
dose required. By using our providers, 
we can be sure the medication will not 
be counterfeit and the prescription will be 
appropriate.”
Travelling across time zones can complicate 
schedules for taking medications, and 
travellers also need to be careful not to 
lose or run out of necessary medications. 
Finding replacements can be inconvenient 
or even hazardous; in some countries in 
the developing world, for instance, between 
10 and 30 per cent of medications are 
counterfeit, according to the US Centers for 
Disease Control and Prevention (CDC).
“Occasionally, there are issues where a 
medication is not available in a country,” 
said Dr Geary, “either because it is not 
licensed for import or because it is not 
approved for distribution in the country. 
If the drug is not available but approved 
for use in country and the person will be 
travelling in the area for an extended period 
of time, we can work with our medical 
suppliers and a local credentialed clinic and 
import the required medication.” Finally, 
she said, ‘on the rare occasion where no 
appropriate alternative is available, and the 
medication is mandatory, we would take the 
traveller to the medication’.

The travel insurance 
available for mental 

health conditions 
remains patchy 

around the world
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HIV
Thirty-seven million people around the 
world have HIV. The Global Database on 
HIV-specific Travel & Residence Restrictions 
presents some interesting and occasionally 
shocking information about the problems 
that HIV positive travellers may face, not least 
of which are restrictions on where they can 
and can’t visit. The website states: “For many 
people, travel is an important aspect of life. 
Some choose to benefit from the positive 
quality-of-life effects which come from 

participating in leisure travel. Others have 
to stay in foreign countries for long periods 
due to personal or professional reasons.” 
While there has been progress made by 
many countries, including China and the US, 
which have both lifted bans on HIV positive 
travellers entering, restrictions still remain. In 
2015, Singapore lifted its two-decade-long 
ban on HIV positive travellers entering the 
country, but such visitors can only stay for 
a maximum of three months. Australia and 
New Zealand both have similar restrictions 
on long-term visitors.
Travellers with HIV need to take care 
when planning travel and determining the 
medication they need to take with them. As 
Dr Geary explained to ITIJ: “The medication 
taken to treat HIV may have significant side 

effects. In addition, [it] can be difficult to 
source in many parts of the world. Particular 
attention needs to be spent ensuring 
adequate supplies are taken for the duration 
of the trip. All travel should be undertaken, at 
least initially after treatment begins, with the 
support and advice of the traveller’s home 
treating specialist.” Additionally, she added, 
while ‘HIV does not in itself preclude travel in 
all its existing forms … it does require more 
planning and time spent assessing every 
aspect of the proposed travel’. “The impact 

of HIV is predominantly on the immune 
system,” she said, “and this may have an 
impact on the vaccinations that can be 
safely administered for non-essential travel.”
Obtaining reasonably priced and 
comprehensive travel insurance for HIV 
can be difficult, much as it can be for any 
serious pre-existing condition, but a lack 
of understanding surrounding HIV as an 
illness can make it even more difficult. 
Fiona Macrae, head of client engagement 
for UK-based Travel Insurance Facilities 
Group, said that in order to develop the 
medical screening questions used in the 
company’s Protectif system, they listened 
to ‘charities and customers’. “Protectif has 
been developed to ensure that we ask the 
most relevant questions to the customer 

in a sensitive way and in a language the 
customers understand, regardless of 
the condition screened – sensitivity and 
understanding are paramount,” she told ITIJ. 
“This has led us to implement both sets of 
feedback into the criteria, allowing Protectif 
to be a dynamic rating system. Protectif 
always asks the customer for the details of 
their medication first, and then links it to the 
condition the medication is taken for, which 
helps to be more accurate in the collection 
of information from customers.”
When HIV was first diagnosed as a potential 
epidemic in the early 1980s, the public 
reaction quickly amplified the disease into 
a global moral panic, which consequently 
made the insurance industry view HIV, and 
later AIDS, as a catastrophic risk, according 
to Macrae. Tristan Rothwell of World First 
Travel Insurance – which was one of the first 
companies in the UK to provide travel cover 
for HIV positive clients – shares this view. 
He said of his company’s policy: “It was 
the brainchild of my mother and founder of 
Rothwell and Towler, our parent company. 
My parents knew a lot of gay people and 
they were finding they couldn’t get travel 
insurance, or any insurance for that matter 
– this was back when HIV and AIDS were 
still very misunderstood, so we arranged the 
first policy of its kind back in the very early 
1990s. The questions were formulated by 
working with HIV specialists and insurance 
companies.”
Once the stability of the medical condition is 
established, due to the advances in research 
into antiviral drugs, HIV is treatable on a 
long-term basis, so any perceived concerns 
underwriters have have been overblown, 
continued Fiona Macrae. “The biggest 
threat to underwriters,” she explained, 
“which applies to all risks underwritten for 
pre-existing conditions, is that the customer 
does not give full and honest disclosure 
of their condition. HIV should be rated 
like all other managed diseases and the 
only worry for a traveller should be if they 
lose their medication or are travelling in a 
location where the medical facilities are sub-
standard." ■

HIV is treatable on a 
long-term basis, so 

any perceived concerns 
underwriters have 
have been overblown



40

FEATURE

40

FEATURE

With corporations and 
institutions in all sectors 
amassing big data, Tatum 

Anderson looks at how insurers 
and medical providers are avoiding 
information overload and are instead 
making clever use of their accumulated 
facts and fi gures to off er enhanced 
patient care, off er tailored products and 
make cost savings

Few companies that deal with patients 
or insured clients don’t gather and store 
gargantuan amounts of information every 
day. That data comes from multiple 
sources – claims data, electronic health 
records (EHR), scans, cost data that 
describes what services were provided 
and how they were reimbursed, real-time 
data on blood pressure, temperature and 
other vital signs from sensors – and this 
mountain of data keeps on growing. 
The reason that the amount of medical 
data continues to grow is partly down 
to the increasing digitisation of medical 
records. Certainly, their use has risen 
sharply in recent years. Just 30 per 
cent of US offi  ce-based physicians and 
hospitals used even basic electronic 
medical records in 2005. By 2011, half 
of these doctors and three-quarters of 
hospitals were using them. And – although 
interoperability between diff erent EHR 
systems is still an issue – increasing 
numbers of doctors are able to access yet 
more records from other physicians and 

hospitals, through hospital information 
exchanges and EHR vendor networks.
The mountain of medical-related data 
is also growing because decades of 
stored government data – everything 
from disease incidence to spending 
on treatments – are also being made 
accessible and searchable online. 
Even the Chinese government 
announced, in June, a massive big data 
project encompassing its health and 
medical sectors.
With so much information has come 
the promise that big data will transform 
healthcare. As well as better health 
outcomes, preventing unnecessary 
spending is a core reason for 
organisations to pursue healthcare-related 
big data projects – and many insurers 
are now very much focused on eff orts in 
this area.
George N. Argesanu, head of advanced 
analytics at AIG, says insurers are 
investing heavily in analytics to help 
change business decisions and 
improve cost containment. “The recent 
advancements in technology, and 
availability and access of data, have 
opened a lot of other doors and this is why 
we see so much more focus on analytics 
within insurance,” he said. “[We are] 
creating a continuous dynamic feedback 
loop where developments/changes in 
risk are quickly turned back into actions 
that can be taken to limit the potential of 
future losses.” >>

On top of THE data mountain
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Better together
There are multiple benefits of analysing 
these data sets. Correlating claims 
information with particular doctors could 
reveal their effectiveness and influence 
employment decisions and pay rates. 
Big data has already been used to refine 
treatment plans to reduce sepsis, the 
costliest hospital condition in the US, too. 
And it has started to deliver transparency. 
One big data project analysed 92 
billion health insurance claims from 
88 million people covered by three of 
the US’s largest insurance companies. 
It revealed enormous variations in the 
cost of private healthcare at different 
hospitals (and different spending 
patterns when compared with publically 
funded treatments). 
For these reasons, and for many others, 
a number of insurers are examining how 
analytics could optimise their operations 
and are developing big data strategies. 
Mathieu Lambert, chief of pricing at AXA 
Belgium P&C Retail, said his company’s 
plan will be ready towards the end of 
the year. “In AXA, we are currently in 
a transformation journey around data,” 

he commented.
Allianz has created a division dedicated 
to inventing and building powerful 
data analytics and applications, and 

US insurance companies including 
UnitedHealth and Aetna have even spun 
off analytics firms that carry out complex 
analysis for other companies too.
These big data projects are nontrivial. 
That’s because they are not just tasked 
with manipulating huge volumes of data; 
these projects must manipulate fast-
changing data sources – such as from 
radio-frequency identification tags or 
sensors that operate in near real-time. They 
must manipulate data that is inconsistent, 
too, or have daily, seasonal or event-
triggered peak data loads. They must 

also be able to cope with a variety of data 
formats – from structured, numeric data 
in traditional databases, to unstructured 
data, such as output from medical devices, 
doctor’s notes, lab results, imaging reports, 
medical correspondence and clinical data. 
Unstructured data, in particular, is seen 
as an invaluable resource for improving 
patient care and increasing efficiency. 
In pharmaceuticals, unstructured data 
may, for instance, describe a drug’s 
method of action, side effects and toxicity 
as well as patient behaviour, activities 
and preferences. 
Crucially, big data projects are combining 

these datasets, sometimes for the first time, 
in order to discover new and creative cost 
containment measures. New techniques 
in applied mathematics and computer 
sciences are increasingly effective at 

recognising patterns in messy data too. 
Machine learning, a type of artificial 
intelligence, for instance, is helping these 
IT systems to learn without being explicitly 
programmed; they are teaching themselves 
to change when exposed to new data. 

Motivating factors
A move from fee-for-service to value-based 
reimbursement is a driver for evaluating 
costs and cost drivers, as are fines. In 
the US, Medicare has started to penalise 
hospitals with unnecessary hospital 
readmissions, which are extremely costly. 
Hospitalisations generally account for more 
than 30 per cent of the two-trillion-dollar 
annual cost of healthcare in the US. But, 
worryingly, a fifth of all hospital admissions 
in the US occur within 30 days of a 
previous discharge. 
So, analysts are now starting to combine 
clinical and claims information and create 
algorithms to better predict, for instance, 
which chronic heart failure patients might 
be most susceptible to readmission within 
30 days. That way, treatment plans can be 
adjusted to prevent readmission.
This is predictive analytics. It’s a hot area in 

Medical providers have been 
accustomed to making treatment 

decisions independently using their own 
clinical judgement, rather than relying on 

protocols based on big data

Many implementations actually largely 
depend on creative thinking, innovative 
programming, the cloud and free and 

open source software
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big data because it could potentially save 
money by preventing major hospital events. 
That involves predicting what might happen 
and then working out more eff ective 
interventions for chronic conditions and 

preventable infectious diseases. So, 
perhaps a patient’s blood pressure is 
below a level considered hypertensive. 
Analytics could spot patients who are living 
sedentary lifestyles, have been resistant 
to changing behaviour, or whose parents 
are hypertensive. Clinical decisions can be 
made about whether to put such patients 
on blood pressure medicine now, before 
they become fully hypertensive, or fi nd 
alternative methods to help them modify 
their lifestyle.
It may also enable insurers to cover big 
risks. “We did analytics on health record 
data in some countries. It turned out 
that machine learning can be used to 
predict certain severe diseases, such 
as diabetes,” says Andreas Braun, who 
created and now heads the Global 
Data & Analytics team at Allianz.
So, by combining predictions with new 
technologies, such as the Apple Watch, 
it might be possible to help and monitor 
potential patients’ control of their nutrition, 
workouts, doctor’s visits and medication. 
“We can insure a person with diabetes, as 
we can help to maintain certain procedures 
to control and mitigate the eff ect,” he said.
Predictive analytics is also popular 
because it could detect fraud. Patient 
records and billing information are being 
analysed to detect anomalies, such as 
patients receiving healthcare services from 
diff erent hospitals in diff erent locations 
simultaneously. It’s being used to compare 
charges against a fraud profi le and analyse 
relations of a provider, as fraudulent billers 
are often organised as tight networks. The 
quick returns from analysing fraud alone 
can easily justify investment in big data 
infrastructure, according to Braun. “Fraud 
analytics and money laundry alone pays for 
the whole initiative,” he said.
Population health analytics – large-scale 
studies of populations or parts of the 
population at risk – is another strand of 
big data analytics that could help in cost 
containment. Combining clinical or claims 
information with postcodes, for instance, 
could reveal more about patients in specifi c 
cohorts. Experts say population analysis 
could have profound eff ects on health 
outcomes. An example would be analysing 
how drugs aff ect the vast majority of adults. 
Today, drugs must be tested in tightly 
controlled clinical trials to gain regulatory 
approval. But those trials typically exclude 
many kinds of patients – older and 
younger patients, those with co-morbidities 
and other conditions. So years of further 
studies – if they are done at all – are 
usually required to understand how some 
drugs aff ect sub-populations, whether they 
have some toxicity or even work eff ectively 
at all. Analytics is able to determine drugs 
cost eff ectiveness for very specifi c cohorts.
Big data thinkers reckon even more data 
sources – from genomic to GPS – could 
help expand analytics and improve health 
outcomes too. Personal health applications 

could track physical activity in vulnerable 
populations such as smokers, provide 
GPS locations of asthma suff erers, 
or instant blood glucose readings for 
diabetic patients. Changes in electricity 
consumption and shopping patterns, for 
instance, might reveal how a patient with 
a chronic long-term condition’s health is 
deteriorating. Such data allows insurers 
to look at ways to prevent claims while 
maintaining insureds’ health.

All onboard?
Despite the big thinking, only a small 
percentage of available data is actually 
being analysed, say some sources. 
“There is defi nitely a lot of hype. Big data, 
advanced analytics, machine learning, and 

artifi cial intelligence – many people are 
talking about these, few are doing things,” 
says Argesanu. “We are just scratching the 
surface here and over time, by leveraging 
machine learning and artifi cial intelligence, 
we will see a signifi cant impact on losses 
and hence loss ratios.” 
One consultancy, McKinsey – which 
predicted that big data could save the 
healthcare industry up to $450 billion – 
reckons healthcare has lagged behind 
other industries in the use of big data 
because there’s been considerable 
resistance to change. Medical providers 
have been accustomed to making 
treatment decisions independently using 
their own clinical judgment, rather than 
relying on protocols based on big data. 

Data hasn’t been shared, and older IT 
has prevented it from being manipulated. 
Others say insurance is even more 
risk-averse.
But most see data protection and privacy 
as the biggest challenge ahead. The 
introduction of new data protection rules 
in Europe – the General Data Protection 
Regulation – could mean fi nes and 
reputational problems for companies that 
don’t address issues.
Others think there are solutions. Health 
apps, for instance, can actually help with 
privacy says Shawn Dooley, industry 
leader, health and life science at a big data 
specialist IT company Cloudera. “Creating 
apps solves several issues, including data 
security, access and permissions, and 

The recent advancements in technology, 
and availability and access of data, have 
opened a lot of other doors and this is 
why we see so much more focus on 

analytics within insurance

>>
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the better you can predict who is about 
to create lots of cost, the better you can 
prevent the cost,” he said.
But big data is also not widespread 
because it’s so complex to link, match, 
cleanse and transform data across different 
systems. There are a few off-the-shelf tools 
that can help. Some remove names and 
other personal information from records, 
clean data and preserve patient privacy. 
Others integrate with, or help to link, EHRs. 
Meanwhile, Apple is integrating health apps 
with certain EHRs. 
Some data solutions firms, such as Acxiom 
and Accurint, aggregate information to help 
companies learn about patients’ finances, 
buying preferences and other consumer 
spending characteristics. Enlitic helps 
radiologists combine previous findings and 

other data associated with existing images 
in its databases to spot patterns to help 
spot likely mistakes and rule out extremely 
unlikely options. Furthermore, IBM’s Watson, 
an artificial intelligence organisation, is 
studying whether applying machine learning 
to large amounts of unstructured data like 

clinical guidelines, scientific literature and 
treatment protocols could help optimise 
cancer treatment.
But big data projects require a lot more than 
off-the-shelf software – such as traditional 
databases and analytics tools – that have 

been used for decades, say analytics 
experts, including Allianz’s Braun. Many 
implementations actually largely depend on 
creative thinking, innovative programming, 
the cloud and free and open source 
software, he says.
That’s because companies now require a 
new generation of technologies that can 
store and manipulate unstructured data, 
which forms about 80 per cent of information 
in healthcare. Many are using Hadoop, an 
open source platform for unstructured data, 
as a basis. 
A clear and comprehensive strategy is 
needed, therefore, and many companies 
are having to bring in talent from outside to 
help with their data analytics, as the skills 
and culture required to develop effective data 
mining systems are quite different from those 

traditionally found in a risk-averse insurance 
industry. “It requires careful planning, so that 
analytical skills are married with the right 
business skills and business understanding, 
otherwise we risk having analytics for the 
sake of analytics,” says AIG’s Argesanu.
The first step, then, is to collect and store as 
much relevant information as possible, says 
Cloudera’s Dooley, a Hadoop specialist. 
“If your international health plan, five years 
out, has the capacity to store large volumes 
of data and images at a patient level, has 
tested success at analysing clinical notes 
inside electronic health records, is collecting 
EHR data from clinical partners and using 
it to respond more quickly, and is stratifying 
patients more quickly, then you will be right 
on track as a big data practitioner ahead of 
the curve,” he said. ■
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One World. One Call.
companies now require a new 

generation of technologies that can 
store and manipulate unstructured data
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NOW WEEKLY

Freezing cold Icelandic lakes don’t 
usually spring to mind when thinking 
of romantic locations to propose in, 
but US traveller Jennifer Don thought 
it’d be the perfect place to spring the 
question. Don, and her now fiancée 
Matt Truebe, had a scheduled stopover 
on the tiny island when on the way 
to a holiday in Amsterdam, and Don 
decided to use Icelandair’s Celebration 
Stopover Buddies service to help with her 
romantic endeavour.
The service offers Icelandair passengers a 
local guide for their stopover who will help 
them make the most of their time in the 
country. Rather than propose at the top 
of a volcano, or on a Game of Thrones-
themed walk, or by enlisting the help of 
Icelandic football fans, Don decided to 
surprise diving enthusiast Truebe at the 
bottom of the freezing waters of þingvellir.
Flight attendant Unnur helped to not 
only organise the trip, but also to keep 
Truebe completely out in the cold about 

“Anything to get out of this freezing river”

Although many would point to the 
economic constraints of raising a baby, the 
longer hours prospective parents have to 
work and the alleged insuffi  cient day-care 
within the country as a reason that the 
Italian birth rate has declined so rapidly in 
recent years, the hotels in question believe 
it is simply a matter of setting the scene.
“Giving birth to a child is a deep act of 
love,” one of the organisers told The Local. 
“[It] should be encouraged despite the 
multitude of diffi  culties in life.”
The hotels providing this very special off er, 
including the Farm Basaletto, Moro Galley 
Hotel Assisi and Hotel Windsor Savoia, 
have yet to say whether they will be adding 
any additional services; maybe they 
could off er each couple a free bottle of 
champagne, fi t every suite with a fi replace 
and fur rug or play Barry White on a loop 
around the hotel. 
The campaign is not popular with 
everyone, however. Umbria is a 
conservative area, and the opening up of 
the off er to unmarried couples has riled 
some locals. Councillor and former mayor 
Claudio Ricci was unimpressed by the 
deal, questioning whether it was ‘fi tting for 
the public image … and promotion of the 
region’. There has been no word on what 
the hotel cleaning staff  think of the off er, 
but we think it’s safe to say they aren’t 
impressed either.
Whatever you think, if you want to have 
a cheap holiday to Italy, followed by the 
massive expense of birthing and raising a 
child, now is the best time to book.

Customer 
disservice
Customer service assistants put up with a 
lot of horrible people saying nasty things to 
them for something they personally haven’t 
done, although most are able to maintain 
professionalism. A Los Angeles, US woman, 
however, seems to have encountered a 
customer service assistant with the shortest 
fuse ever. After she complained to travel 
company Expedia about being charged for 
travel insurance for her eight-month-old son, 
despite him not having to have an airline ticket, 
Cara Viramontes found an email from Expedia 
full of expletives – and her travel cancelled.
Viramontes spoke to CBS Los Angeles after 
it happened: “Everyone I show, they laugh 
and think it’s a joke. No one can believe a 
company as credible as Expedia would ever 
do something like that.”
After the call, she fi lled out an online survey 
from Expedia about her experience, then 
opened her emails to fi nd the message.
“I was honest,” she said. “I said ‘you know 
what, the lady wasn’t helpful. I asked to speak 
to a supervisor and she wouldn’t let me speak 
to a supervisor’.”
Luckily it turned out that the email wasn’t 
Expedia’s view, and just the one disgruntled 
employee’s. The company rebooked 
Viramontes’ fl ight and refunded her money, in 
addition to giving her a $500 voucher. There 
hasn’t been any word on the customer service 
assistant’s fate …

She’s as cold as ice

‘Let’s Get It On’ (we 
might get a discount)
In a bid to tackle Italy’s declining birth rate, 
a group of 10 hotels in Umbria have come 
up with the perfect solution – couples who 
visit one of the participating hotels will be 
off ered some reimbursements, or even a 
free second visit if they can prove that they 
conceived in the hotel room bed.  
The hotels have yet to state what would be 
considered proof, but needless to say, we 
here at ITIJ don’t really want to know. 

the proposal itself. The buddies also 
organised diving training and equipment 
hire and even flew the couple’s families 
out to Iceland as part of the service. 
Although we’d definitely think twice 
before jumping into a freezing cold river 
in Iceland, it would sure beat the usual 
stopover experience…

http://www.itij.tv
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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

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

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

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: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:sales@itij.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)

49

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 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

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)

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

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

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)

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

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

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

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

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)

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

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)
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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

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)

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

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)

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

880 SW 145th Ave., Suite 400, Pembroke Pines, FL, 33027, 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

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)

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

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)

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

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

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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Michael Marquardt

David Marsh

Steve Ingle

Laura Snape

Todd Hancock

International medical, security and travel 
assistance services company Healix 
International has appointed Stevan 
Bernard as non-executive director, a role 
in which he will help with the ongoing 
strategic development of both Healix 
International and HX Global, its US 
subsidiary. Stevan brings over three 
decades’ security industry experience to 
the role, and ‘is without doubt one of the 
most experienced and highly regarded 
experts in global security management’, 
according to Healix. Following a 
decorated career in the US Army and 
law enforcement, he held various global 
security roles in major multinational and 
international companies, and is an active 

member, speaker and participant in the 
FBI Domestic Security Advisory Council 
and FBI National Academy Associates.
“I am delighted to have Stevan joining us 
as a non-executive director,” said Declan 
Meighan, global director of security, 
who leads Healix International’s security 
division. “His experience and deep 
understanding of the market will be of 
great help to us as we continue to grow 
our security operations globally.”
HX Global’s president Gregory Cain, 
meanwhile, commented: “It has been my 
pleasure to know Stevan for many years 
and all of the team in the US are looking 
forward to benefi ting from [his] advice, 
guidance and knowledge of the market.” 

Collinson Group has appointed Laura 
Snape to the role of marketing manager 
for its insurance and assistance division. In 
the role, she will focus on capitalising on 
the strong demand for Collinson Group’s 
accident and health and travel solutions 
from UK and global stakeholders, and 
on the development of new propositions, 
particularly international private medical 
insurance, according to Collinson Group. 
The appointment is part of Collinson 
Group’s investment and growth initiative for 

its insurance and assistance division, which 
included the launch of Intana Global in July.
“It’s a really exciting time to join Collinson 
Group,” said Laura, “as it is furthering 
eff orts on product development. We 
are seeing compelling opportunities in 
the market for our multi-line specialty 
insurance products as well as assistance 
services. I am delighted to be involved in 
shaping the fi rm’s service and product 
strategy to help it take advantage of the 
market dynamics.”

International Assistance 
Group (IAG), a global alliance 
of independent assistance 
companies and providers, 
recently announced the 
appointment of Michael 
Marquardt as the new 
chairman of its Supervisory 
Board. Michael has previously 
served as chairman of the 
Board of Directors of AA 
International, international 

parent of Asia Assistance Network (M) 
Sdn Bhd in Kuala Lumpur, Malaysia, and 
as chairman of AAI Indonesia, a medical 
assistance solutions provider based in 
Jakarta, and a new core partner of IAG. 

“I am truly honoured to serve as Chairman 
of IAG’s Supervisory Board, a Board that 
for the fi rst time in the organisation’s 
24-year history has members from fi ve 
continents,” said Michael. “I believe I 
speak for everyone on the Board when I 
say that IAG has a bright future ahead of 
it. Our industry, like many others, is facing 
technological and geopolitical disruptions. 
To enable our core partners, assistance 
partners and accredited service providers 
to be successful, we must stay focused on 
our mission, demonstrate leadership, and 
be responsive to industry trends. We are 
fortunate to have such a dedicated and 
professional team in Paris, led by our long-
time general manager Cécile Hermetz.” 

Global benefi ts 
and assistance 
services provider 
International 
Medical Group 
(IMG) has 
appointed a 
new president 
and CEO, Todd 
A. Hancock, 
replacing former 

CEO Brian Barwick, who will continue 
to serve as the company’s executive 
chairman. Brian said that Todd is ‘a natural 
leader’, who ‘has proved invaluable to 
IMG since joining senior management in 
2013’. “His experience in the industry and 
passion for serving our constituents make 
him the perfect fi t to lead IMG into a new 

era,” he added.
Bringing over 20 years of experience in 
the international insurance and global 
healthcare sectors in the US, Latin 
America, Europe, the Middle East and 
Asia and ‘a wealth of industry knowledge’ 
to the role, according to IMG, Todd has 
previously served as the company’s 
executive vice-president and chief 
operating offi  cer.
“I am honoured to have been appointed as 
IMG’s president and CEO,” said Todd. “It 
is a privilege to be part of an organisation 
that delivers innovative insurance 
solutions, dependable assistance and 
high-quality services to millions of people 
around the world. I am proud to lead such 
a talented group of employees in carrying 
out a mission that I truly believe in.”

UK-based travel insurance provider 
AllClear, which caters specifi cally 
for those with pre-existing medical 
conditions, has promoted David Marsh 
from fi nance director to chief operating 
offi  cer, and Steve Ingle to head of 
fi nance from group fi nancial controller. 
David joined AllClear in 2002, becoming 
its fi nance director in 2005. AllClear 
praised his ‘thorough knowledge of 
strategic planning, underwriting and 
business development within the 
insurance industry’, and says that 
his new role will see him leading its 
Operations Executive Team, with 
responsibility for ensuring the company’s 
strategic objectives are delivered 
throughout all business operations. 
He will report directly to Group CEO 

Chris Wacey. 
Steve has been with AllClear since 2003. 
A member of the Chartered Institute of 
Management Accountants, he served 
in his previous position of fi nancial 
controller for just under a decade. In 
his new role, he will work as part of the 
Operations Executive Team.
Chris Wacey, AllClear CEO, commented: 
“AllClear has seen double-digit growth 
every year for the last fi ve years, 
doubling the size of its insurance 
operation, and trebling the number of 
customers it has provided with medical 
travel insurance cover. Both David and 
Steve have a wealth of experience within 
our industry, and will help to drive the 
positive momentum AllClear has built 
over the last decade.”

Bernard joins Healix International
 

Collinson Group expands insurance and 
assistance division
 

New president and CEO for IMG

Promotions at AllClear

IAG appoints Marquardt

US-based travel insurance provider 
Trawick International recently welcomed 
Curt Carlson to its team, in the role of 
senior vice-president for travel insurance. 
Curt brings over two decades of insurance 
industry experience, ‘and the necessary 
drive to facilitate Trawick International’s 
growth’, according to the company. As the 
former vice-president of sales at Seven 
Corners, Curt has been a key player 
in numerous aspects of the company, 
including building relationships with a 
worldwide network of agents, launching 

successful marketing programmes, and 
brainstorming customer initiatives. He 
has also been responsible for overseeing 
insurance carrier relations.
Curt earned his bachelor’s degree in 
communications from Ball State University 
in Muncie, Indiana. His ‘breadth of 
experience as a globetrotter means he 
is uniquely qualifi ed to present eff ective 
ideas, solutions, and features to Trawick 
International’s extensive list of current 
and prospective real world travelling 
customers’, said Trawick. 

Trawick welcomes Carlson



• Convenient and professional 
medical concierge services,
24 hours a day, 365 days a year

• Access to a physician – whenever 
and wherever the member needs it

• Physician Telephonic Consultation

• Physician House Call Services

• Prescriptions and 
 Over-the-Counter Services

777 Brickell Ave., Suite 450, Miami, FL 33131

Phone: 305.459.4882  |  Fax: 786.515.1079

asanchez@HCSaccess.com

HCSaccess.com

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

  

ON-DEMAND – BRINGING HEALTHCARE SERVICES
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